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ABSTRACT:

Purchase intention arises in a person planning to buy a product which includes the goods or services to
be used. Several factors can influence purchase intention, including price, consumer reviews, and brand
image, which can affect customer trust. The population of this study is Sociolla users, while the sample of
this study is individuals who have the Sociolla application and have made purchases through Sociolla at
least once. Data was collected using a questionnaire filled out by respondents who met the sample criteria.
This study uses the path analysis method by measuring the direct and indirect effects between variables.
The results show that consumer reviews and brand image positively and significantly influence trust.
Meanwhile, price and brand image positively and significantly influence purchase intention. Price doesn't
affect trust, and consumer reviews don't influence buying intent. The researcher recommends that Sociolla
price wisely and maintain brand image.

Keywords: Purchase Intention, Customer Trust, Price, Consumer Reviews, Brand Image.

I. INTRODUCTION

Technological advances are growing rapidly along with the times. In the past, humans only
communicated verbally; however, humans can more easily communicate with the help of
technology, such as the telegraph, telephone, facsimile, short messages, electronic mail,
teleconferencing, and so on. This shows that communication is more practical and easier.
Nuryanto (2012) explained that information technology is a technology used in managing
data, such as processing, obtaining, compiling, storing, and manipulating data using various
ways to produce quality information.

Countries with the most internet users in Asia. Indonesia is ranked third as the country with
the most internet users in Asia after China and India. In 2021, it is noted that Indonesia's
population consists of 274.9 million people, of which 125.6% or as many as 345.3 million
people use connected cellular devices; 73.7% or 202.6 million people use the internet; and
61.8% or as many as 170 million people actively use social media (Hootsuite, 2021). Hootsuite
(2021) also examines the average duration of time spent by Indonesians using the internet,
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showing that the average Indonesian spends 3 hours 14 minutes using social media and 1
hour 38 minutes reading online media.

Technology can support the dissemination and access to information globally. In this regard,
many terminologies relate to aspects of life that utilize current technology, such as e-
commerce, e-library, e-government, e-medicine, e-journal, and so on (Mulyadi, 2021). The
survey conducted by Hariyanti (2021) explains that digital services have developed due to an
increase in consumption needs in the community (Hariyanti, 2021). The survey shows that
three digital services that are frequently used, such as e-commerce, are digital services used
by 57% of the total population. E-commerce, or what is commonly referred to as electronic
commerce, is trading in a product that includes goods or services using the internet network.
Furthermore, 50% of the total population uses online food delivery orders. Finally, 32% of the
total population uses digital online grocery services. The three digital services explain that
consumers like the practicality of doing every activity without leaving the house. (Hariyanti,
2021)

The growth of internet use and digitization in social forms significantly impact changing trends
and consumer shopping behavior (Han et al., 2018). There are striking differences between
online and offline buyers as well as variations in buying behavior between online consumers
(Arce-Urriza et al., 2017), influenced by the various promotions offered that create buying
interest which leads to purchase decisions (Sivaram et al., 2019). Using the internet to gather
information tends to generate interest in purchasing online (Hung et al, 2019). Online
consumer behavior in searching for product information shows a tendency to have an interest
in buying before deciding to make a purchase. Consumers tend to like to search for
information using the internet when shopping for products online (Han et al, 2018).

In addition, during the COVID-19 pandemic, the two largest e-commerce platforms in
Indonesia, namely Tokopedia and Shopee, experienced a spike in sales of beauty products.
According to Rudiantara (2021), Indonesia is a potential market for the beauty business
growth. In addition, sales data for the body care and beauty product categories in e-commerce
were recorded high, where these categories overtook sales transactions on the internet by
46.8% with a transaction value exceeding IDR 40 billion. The COVID-19 pandemic has also
prevented people from leaving their homes. In dealing with this pandemic, the Government
has formed a preventive policy to carry out self-quarantine and physical restrictions. Therefore,
it can be stated that the potential for beauty e-commerce in Indonesia is very large.

This study will analyze the effect of price, consumer reviews, and brand image on purchase
intention with trust as a mediating variable for Sociolla users. Purchase intention (Sivaram,
2019) is defined as something that arises when planning to buy a product, including the goods
or services to be used. Purchase intention can be influenced by several factors, one of which
can be influenced by price, consumer reviews, and brand image, which can affect consumer
confidence, leading to purchase intentions for products on the Sociolla marketplace.

Price is considered as one of the most important attributes in consumer choice. On the other
hand, consumers' knowledge of prices tends to be imprecise. Price is undoubtedly one of the
most influential factors in the perception of a product in the market. According to Beneke et
al. (2018), Price can have a greater impact on purchase intention when other extrinsic tips such
as brand value (or product value) or intrinsic tips related to the physical properties of objects
are not clearly defined. The brand name provides evidence of a company's reputation, and
consumers may prefer to use the brand to infer quality.
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The development of information and communication technology, especially the Internet, has
also opened up new opportunities for service providers and consumers to share information.
In this context, online reviews, a specific form of electronic word of mouth (e-WOM), have
emerged as a new communication channel and are becoming increasingly popular among
citizens (Wang et al., 2018). e-WOM is an ongoing exchange of information between potential,
actual or experienced consumers regarding a product, brand, service or company available via
the internet (Ismagilova et al., 2017). In line with the theory (Kotler & Keller, 2013) that Word
of Mouth Marketing can greatly influence the purchasing decision process. Consumer reviews
can be used as testimonials for consumer assessment in making purchases of the desired
product, whether appropriate or not (Setiadi, 2019).

Furthermore, brand image is an opinion or picture of a brand as a reflection of the associations
found in consumer memory. According to Aaker, brand image is the consumer's impression
of a brand. Based on previous research, Brand is the consumer perception of brand
characteristics. How consumers store opinions about a brand in their minds, which are believed
to be the facts and values of the brand. Building a good image in the eyes of consumers and
society is very important to create consumer buying interest. Image can affect consumer
perception so that image can influence the buying process of a product and service.

Equally important online trust is the most important element of business strategy as it reduces
perceived risk and creates positive word of mouth (Bauman and Bachmann 2017). Then, Jeon
et al. (2017) investigated the mediating role of online trust and utilitarian value between
perceived website interactivity and online travel communities. Based on 227 Amazon
customers, the analysis found a significant mediating role for online trust. Oghazi et al. (2018)
used consumer trust as a mediator between online purchase return policies and purchase
decisions based on an analysis of 730 online consumers of fast-moving consumer goods in
Sweden. Stouthuysen et al. (2018) also confirm the mediating role of institutional trust and
competence between vendor-specific warranties, customer reviews, and customer intentions
to buy products online.

Although a decent number of studies on e-commerce have examined the effect of trust on
customer purchase intentions, this has occurred in a rather general way and mainly without
taking into account the trust factors that influence consumer purchases such as price, customer
reviews, and company image. To close this gap, this study examines the effect of price,
customer reviews, and company image on customer purchase intentions with trust as a
mediating variable. The phenomenon that has been described prompted researchers to
conduct research in analyzing the factors influencing price, consumer reviews, and brand
image on purchase intention.

II. LITERATURE REVIEW

A. Marketing management

Marketing management continues to change and is contemporary (Kotler & Keller, 2012).
Marketing management can make marketplaces successful by maximizing three components,
namely depth, breadth, and relevance. There are 10 main types of entities marketed by
marketers, including goods, services, events, experiences, persons, places, properties,
organizations, information, and ideas. According to Tikoo (2011), marketing is related to
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business, which indicates transactions and communication with other people who create
marketing ideas. Marketing management is defined as the art of selling.

B. Hypothesis Development
1. Price has a relationship with both customer trust and purchase intention

Price is defined as a number of values in the form of currency which functions as a medium of
exchange to buy and enjoy products in the form of goods or services offered (Supriadi, 2018).
Price is important because it becomes a medium of exchange for consumers to purchase
products and at the same time determines the amount of profit that producers from the products
sold will obtain. Price (Warnadi & Triyono, 2019) is defined as a very important strategic issue
because it is related to the positioning of a product. Furthermore, price (Musfar, 2020) is
defined as the value consumers must pay to obtain a product to use or enjoy. The reasonable
price (Warmadi & Triyono, 2019) of a product can explain that the product has a very good
level of quality, which is able to give customers confidence to buy the product. This is in line
with research conducted by Stouthuysen et al. (2017) which explains that price has a positive
and significant effect on customer trust. Prices have the role of marketers in setting prices by
considering several components, where the higher the suitability of the set price will increase
a consumer's purchase intention to purchase the product. This is in line with research conducted
by Zinoubi and Toukabri (2018) which explains that product prices positively affect consumer
purchase intentions. So from the explanation above, the hypothesis is obtained as follows

H1: Price has a positive and significant effect on purchase intention.
H2: Price has a positive and significant effect on customer trust.

C. Consumer Reviews have a relationship with both customer trust and purchase
intention

Consumer reviews (Ismagilova et al., 2017) are not a static process but a dynamic and
continuous exchange of information because messages can be spread via the internet. so this
is also in line with Tahir and Khan (2020), which state that better consumer reviews of the
products offered will increase customer trust in these products. Consumer Reviews have an
important role in providing information to consumers to make online purchases by taking into
account the perceived risk that these consumers will accept. In online purchases, many buyers
observe other people before deciding to purchase a product (Rumondang et al., 2020). so this
is also in line with Stouthuysen et al. (2017) which states that customer reviews positively
influence a consumer's purchase intention. So from the explanation above, the hypothesis is
obtained as follows.

H3: Consumer reviews have a positive and significant effect on customer trust.
H4: Consumer reviews have a positive and significant effect on purchase intention.

D. Brand image have a relationship with both purchase intention

Brand image which is defined as an impression given by consumers as an output resulting
from a feeling that arises from within the consumer which will be stored and remembered. The
impression given can be positive or negative according to the feeling that arises and the
experience of the product (Khoironi, et al. 2018). This impression will bring up the product's
image, which can impact customer trust. This explanation is in line with research conducted by
Abror et al. (2019) which states that brand image has a positive influence on customer trust,
in which a good image of a brand will increase a customer's trust in the products offered.
Brand image (Rangkuti, 2002) is physically considered to have differences and advantages
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from the products offered by leasing, giving rise to a positive brand image which will shape
positive perceptions of consumers towards the product offered so that it will create an
intention to buy the product. This explanation is in line with research conducted by Agmeka
et al. (2019), which states that a positive brand image will increase consumer purchase
intentions to make purchases of the products offered. So from the explanation above, the
hypothesis is obtained as follows. A positive brand image will make consumers loyal to the
brand, in which loyalty will be formed from the values felt by consumers in products in the
form of goods or services, which have a positive impact on consumers to be able to make
purchases of these products again arising from consumer trust in the image generated by a
product (Sa'adah & Munir, 2020).

H5: Brand image has a positive and significant effect on customer trust.
H6: Brand image has a positive and significant effect on purchase intention.

E. Trust has a relationship with purchase intention.

Customer trust can signal that producers have good intentions by not making promises that
can create uncertainty for buyers and by assessing that communication between parties has
honesty, and is open about the products offered so that they can be trusted, which will
encourage customers to make these products (Yulianto, 2020). This explanation is in line with
research conducted by Yuen et al. (2021), which states that a high level of trust can increase
customer purchase intentions. So from the explanation above, the hypothesis is obtained as
follows.

H7: Customer trust has a positive and significant effect on purchase intention.

F. Price has a relationship with purchase intention.

Price (Kotler & Armstrong, 2013) as a factor to competition. Price is also interpreted as an
amount of money charged to consumers to make purchases of a product in the form of goods
or services from every benefit obtained from the product. A high level of price fairness will
increase customer confidence that the products offered have good product quality, thereby
increasing consumer purchase intentions to purchase these products. So from the explanation
above, the hypothesis is obtained as follows.

H8: Price influences purchase intention through customer trust.
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Figure 1. Framework

III. METHODS

This study uses a type of quantitative research using primary data. Primary data is directly
obtained from the research object and then processed by the author for research. Quantitative
research aims to describe a systematic, factual, and accurate description of facts,
characteristics, and relationships between the phenomena studied (Rukajat, 2018).

The data collection technique (Rukajat, 2018) is a process in which the data collected tests
hypotheses in research. This study uses primary data types and sources, where data is obtained
directly by distributing questions or statements through a questionnaire.

The sample used in this study amounted to 100 respondents. A sample that is too large can
provide obstacles in obtaining an appropriate model, so it is expected that the sample used is
between 100-200 respondents to be interpreted with the path analysis model (Santoso, 2012).
Questions or statements arranged in a questionnaire are given weight according to the level
of importance of the Likert scale model. The Likert scale is a scale used to measure a person's
attitude, opinion, and perception of the symptoms or problems being experienced (Hidayat,
2021).

A. Data analysis

Data analysis techniques aim to interpret and draw conclusions from the amount of data
obtained. This study used a quantitative analysis method, using the SPSS (statistical product
and service solution) program to manage data obtained from distributing research
questionnaires. The research instrument is a written guide regarding interviews, observations,
and questions or statements prepared to obtain information (Ovan & Saputra, 2020).
Instrument testing in this study used SPSS software with several tests, namely the Validity and
Reliability Tests.

The instrument test is used to determine how carefully each variable indicator can be
measured Validity (Purnomo, 2017). An indicator can be said to be valid if there is a correlation
indicating the support of the indicator in explaining the variable to be explained. According to
Hidayat (2021), [there is a validity test, indicators for each variable can be said to be valid if r
count > r table (two-sided test with a significance of 0.05).
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Reliability test determines the consistency or constancy of the measuring instrument used,
which is if the instrument obtains consistent measurements when repeated (Purnomo, 2017).
The reliability test can be carried out by comparing the value of Cronbach's Alpha with the
significance level used, which is 0.6 (Darma, 2021).

IV. RESULTS AND DISCUSSION
A. Characteristics of Respondents

The description of research respondents is used to describe identity and see the diversity of
variations in respondents' answers, by looking at the standard deviation which is close to zero
which explains that the respondents' answers tend to be homogeneous (does not vary) or the
standard deviation away from zero which explains the variation in the answers obtained. In
this study, a sample of 100 respondents was obtained, in which the respondents were given
questions or statements related to the variables used. The questionnaire for this study was
distributed in December 2021. The respondents used in the study were 93% of the 93
respondents who were female, while the respondents who were male were 3% or a total of 3
respondents. Respondents who use the Sociolla platform are grouped based on the length of
time they have used the platform, of which there are as many as 25% or 25 respondents who
use <3 months, as many as 20% or 20 respondents who use 3-6 months, as many as 22% or
22 respondents who use 7-12 month, as many as 12% or 12 respondents who use 13-24
months, and as many as 21% or 21 respondents who use the Sociolla platform > 24 months.
User respondents were grouped by age, in which there were 11% or 11 respondents aged <20
years, 64% or 64 respondents aged 20-30 years, 11% or 11 respondents aged 31-40 years, and
11 % or 11 respondents aged > 40 years. User respondents were grouped by status, of which
47% or 47 were students, 39% or 39 were private workers, 6% or 6 were civil servants, and 8%
or 8 respondents with other status consisting of entrepreneurs, housewives or freelancers.

B. Variable Description

The description of the data on the results of the respondents' responses can be used to enrich
the discussion. The description of the average score of respondents’ responses shows how the
condition of each variable indicator is being studied.

Table 1. Variable Description

Variable Indicator Mean Category
Product prices on the Sociolla platform are affordable 3.9300 Good
. Prices for products on the Sociolla platform are reasonable 4.1000 Very Good
Price Sociolla offers products at low prices 3.6600 Good
Mean=3,972 Sociolla rates accordingly 4.0500 Very Good
A good rating for the price offered on the Sociolla platform 4.1200 Very Good
I often read consumer reviews to find out the impressions of the | 4.4300 Very Good
product from other people
Consumer I often read consumer reviews to ensure I'm buying the right product. | 4.6300 Very Good
review I often collect information from consumer reviews to help choose the | 4.5500 Very Good
Mean=4,535 right product
When I buy a product, consumer reviews give me the confidence to buy | 4.5300 Very Good
the product
Sociolla has a different image from other e-commerce 4.1600 Very Good
Apart from being able to make purchases on the Sociolla platform, | 4.5500 Very Good
Brand Image .
Mean=4 39 pro<.juct purchases can be made at Sociolla outlets
! Sociolla has a good image 4.4900 Very Good
Sociolla is an established e-commerce 4.4800 Very Good
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Variable Indicator Mean Category

Sociolla awakens the feeling of buying products on the platform 4.2700 Very Good

Sociolla, an e-commerce that is responsible for the products sold are | 4.6900 Very Good

Customer Trust | guaranteed to be 100% original

Mean=4,6566 Sociolla, reliable e-commerce 4.6100 Very Good
Purchasing products at Sociolla is very safe. 4.6400 Very Good

I have the intention to purchase a product on the Sociolla platform 4.4300 Very Good

Purchase I will recommend the Sociolla platform to friends 4.3400 Very Good
Intention I will probably visit Sociolla when I want to shop online 4.2600 Very Good
Mean=4,326 I find purchasing products online from Sociolla useful 4.3600 Very Good
Iintend to continue buying products online through Sociolla 4.2400 Very Good

C. Validity and Reliability Test
Table 2. Validity and Reliability Test Results

Qu?siﬁ)lner Correlation r-table Result szlr; tila:h Result
714 0.361 Valid
715 0.361 Valid
790 0.361 Valid .899 Reliable
784 0.361 Valid
761 0.361 Valid
742 0.361 Valid Reliable
794 0.361 Valid 380
756 0.361 Valid '
.676 0.361 Valid
.641 0.361 Valid Reliable
469 0.361 Valid
621 0.361 Valid . 800
.696 0.361 Valid
.538 0.361 Valid
574 0.361 Valid Reliable
.690 0.361 Valid . 813
731 0.361 Valid
.824 0.361 Valid Reliable
.860 0.361 Valid
.864 0.361 Valid - 946
.845 0.361 Valid
.884 0.361 Valid

The Validity test measures each indicator on the variables used, including Price, Consumer
Reviews, Brand Image, Customer Trust, and Intention to buy. In the validity test (Hidayat, 2021)
the indicators for each variable can be said to be valid if r count > r table (two-sided test with
a significance of 0.05). R table with a sample of 100 respondents and a significance level of
0.05, so that an r table of 0.195 can be obtained. The results obtained are as described in the
table 2.

D. Classic assumption test
1. Multicollinearity Test

The multicollinearity test (Gunawan, 2020) is used to determine whether or not there is an
influence between variables in the regression analysis model. Variability in the independent
variables that other independent variables cannot explain can be seen from the acquisition of
the Tolerance value. In general, the Tolerance value is > 0.10 (10%) with a VIF value < 10,
indicating the absence of multicollinearity. In this study, the results of the multicollinearity test
are as follows.

Table 3. Multicollinearity Test

Model Collinearity Statistics
Tolerance VIF
Price .690 1.448
Customer Review 743 1.345
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| Brand Image

| 585 | 1.709 |

Table 3 shows the results of Tolerance on Price, Consumer Reviews, and Brand Image > 0.10
(10%), and the VIF value < 10 so that it can be concluded that in this study there is no

multicollinearity.

2. Heteroscedasticity Test

Regression Studentized Residual

Scatterplot
Dependent Variable: Niat Membeli

Regression Standardized Predicted Value

Figure 2. Heteroscedasticity Test

Figure 2 explains that in the scatterplot image above the distribution of the points is done
randomly and does not have a clear pattern. The distribution is between the numbers 0 on the
Y axis. So it can be concluded that there is no heteroscedasticity in this study, which indicates
that the regression equation is feasible (Gunawan, 2020).

3. Normality test

The purpose of the normality test (Gunawan, 2020) is to see whether the residual variables are
normally distributed in the regression model or not. In addition, the normality test can be used
to see whether the regression that has been used is good. The normality test can be explained
by drawing a probability plot, as follows.
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Niat Membeli
1.0

0.8

o0&

Expected Cum Prob

0.2 -

0.0 0.2 0.4 0.6 [ R=] 1.0

Observed Cum Prob

Figure 3. Normal. Probability Plot

Figure 3 explains a spread around the diagonal line, so it can be concluded that the classic
assumption test, especially in the normality test, states that the data in this study fulfill the
regression model, so it is feasible to continue. In addition, the normality test can be carried
out using the Kolmogorov-Smirnov test. Data that is normally distributed is indicated by a
significance value of > 0.05 (5%). The results obtained are as follows.

Tabel 4. One-Sample Kolmogorov-Smirnov

Value Sig. Uji Kolmogorov-smirnov
Variable Value Sig.
Price .056
Consumer Reviews .080
Brand Image .088
CUstomer trust .066

Table 4 explains the residual value on price, consumer reviews, brand image, consumer trust
and purchase intention obtained a sig > 0.05 which explains that it can be continued in further
testing, because the data obtained is normally distributed.

4. Autocorrelation test

The autocorrelation test (Gunawan, 2020) was used to test whether or not autocorrelation
symptoms existed in this study by detecting it with the Durbin-Watson test (DW Test) by
comparing the d value of the regression results with dL and dU which can be seen in the Durbin
Watson table, with the provisions as follows.

1. If dw < dL or dw > 4- dL -> there is autocorrelation
2. IfdU < dw < 4 —dU -> there is no autocorrelation
3. IfdL<dw <dUor4-dU < dw < 4-dL -> there is no conclusion.
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The results of the autocorrelation test in this equation:

Table 5. Autocorrelation test

Model Summary®

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson

1 .8042 .647 .632 46071 2.105

5. Analysis of Testing Data

In measuring the variables used in this study, it can be explained using the following path
analysis. The effect of price, consumer reviews and brand image on customer trust, as
explained below.

Table 6. Results 7. f Sub-structural Path Analysis 1

Dependent Standardized Coefficients
variable Variable Independent Beta t Sig.
Trust Price -122 -1468 145
Customer Review 411 5.130 .000
Brand Image .504 5.582 .000
R? .543

Table 6 The results of the analysis of the sub-structure path 1 obtained the following equation.
KK= -0,122HA + 0,411UK+0,504CM
So, the equation can be explained as follows.

Standardized beta coefficients on price (HA) were obtained at -0.122 with a sig. 0.145, which
explains that HA has no effect on customer trust (KK). So that if the price increases by one unit,
it will not increase or decrease customer confidence.

Standardized beta coefficients on consumer reviews (UK) were obtained at 0.411 with a sig.
0.000, which explains that SE has a positive and significant effect on customer trust (KK). So if
UK increases by one unit it will increase KK by 0.411, but other variables are considered
constant.

Standardized coefficients beta on Brand Image (CM) is obtained at 0.504 with a sig. 0.000,
which explains that CM has a positive and significant effect on customer trust (KK). So if CM
increases by one unit, it will increase KK by 0.504, but other variables are considered constant.

The results of the path analysis of sub-structure 1 can be shown in the figure below.
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Figure 4. Sub-structure Path Analysis Model 1

As explained below, the effect of price, consumer reviews, brand image and customer trust on
purchase intentions.

Table 7. Results of Sub-structure Path Analysis 2

Dependent Variable Standardized Coefficients
variable Independent Beta t Sig.
Purchase Price .540 6.927 .000
Intention Customer Review -.195 -2.020 .046
Brand Image 333 2.586 011
Trust 492 3.835 .000
R? .647

Table 7 The results of the analysis of the sub-structure path 2
NB= 0,540HA-0,195UK+0,333CM+0,492KK
So, the equation can be explained as follows.

Standardized beta coefficients on price (HA) are obtained at 0.540 with a sig. 0.000, which
explains that HA has a positive and significant effect on Purchase Intention (NB). So if HA
increases by one unit, it will increase NB by 0.540, but other variables are considered constant.
Standardized beta coefficients on consumer reviews (UK) were obtained as large as -0.195 with
a sig. 0.046, which explains that UK has a negative and significant effect on Purchase Intention
(NB). So if UK increases by one unit it will decrease NB by 0.195, but other variables are
considered constant. Standardized coefficients beta on Brand Image (CM) is obtained at 0.333
with a sig. 0.011, which explains that CM has a positive and significant effect on Purchase
Intention (NB). So if CM increases by one unit it will increase NB by 0.333, but other variables
are considered constant. Standardized coefficients beta on customer trust (KK) is obtained at
0.492 with a sig. 0.000, which explains that KK has a positive and significant effect on Purchase
Intention (NB). So if the KK increases by one unit it will increase the NB by 0.492, but other
variables are considered constant. The results of the path analysis of sub-structure 2 can be
shown in the figure below.
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Figure 5. Substructural Path Analysis Model 2

As explained below, the effect of price, consumer reviews, and brand image on purchase
intention with customer trust as mediation. The results of the full equation path analysis can
be shown in the figure below.

-0,195

Figure 6. Full Equation Path Analysis Model

Based on the results obtained, the results of testing the following hypothesis can be explained.
Price has no effect on customer trust, with a t value of -1,468 with a sig value of 0.145 > 0.05,
so that H1 which states that price has a positive and significant effect on customer trust is
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rejected. Price has a positive and significant effect on purchase intention, with a t value of
6.927 with a sig value of 0.000, so that H2 which states that price has a positive and significant
effect on purchase intention is accepted. Consumer reviews have a positive and significant
effect on customer trust, with a t value of 5.130 with a sig value of 0.000, so H3 which states
that consumer reviews have a positive and significant effect on customer trust is accepted.
Consumer reviews have a negative and significant effect on purchase intention, with a t value
of -2.020 with a sig value of 0.046, so that H4 which states that consumer reviews have a
positive and significant effect on purchase intention is rejected. Brand image has a positive
and significant effect on customer trust, with a t value of 5.582 with a sig value of 0.000, so
that H5 which states that brand image has a positive and significant effect on customer trust
is accepted. Brand image has a positive and significant effect on purchase intention, with a t
value of 2.586 with a sig value of 0.011, so that H6 which states that brand image has a positive
and significant effect on purchase intention is accepted. Customer trust has a positive and
significant effect on purchase intention, with a t value of 3.836 with a sig value of 0.000, so
that H7 which states that customer trust has a positive and significant effect on purchase
intention is accepted. Indirect effect of price on purchase intention with customer trust as
mediation.

HA KK NB = -0,090 X 0,492 = -0,044
The calculation above explains that it is -0.044 the indirect effect between price on purchase
intention and customer trust as mediation. So that H8 which states that price has an influence
on purchase intention through customer trust is acceptable.

The indirect effect of Consumer Reviews on Purchase Intentions with customer trust as
mediation..

UK KK NB = 0,350 X 0,492 = 0,172
In the calculation above, it can be explained that 0.172 indirectly affects consumer reviews on
purchase intentions and customer trust as mediation. So that H9 which states that consumer
reviews have an influence on purchase intentions through customer trust, is accepted.

Indirect effect of brand image on purchase intention with customer trust as mediation.

CcM KK NB = 0,496 X 0,492 = 0,244
In the calculation above, it can be explained that 0.244 has an indirect effect between brand
image and purchase intention with customer trust as mediation. So that H9 which states that
brand image has an influence on purchase intention through customer trust is accepted.

V. IMPLICATIONS OF RESEARCH RESULTS
A. Theoretical Implications

From the results of the data analysis that has been done, price has no effect on customer trust
with the acquisition of a t value of -1,468 and a sig value of 0.145 > 0.05. A reasonable price
for a product can explain that the product has a very good quality level and is able to give
customers confidence to purchase the product (Warnadi & Triyono, 2019). From the results of
testing the hypothesis, it can be stated that hypothesis 1 is rejected. This finding is in line with
research conducted by Andilala et al. (2018) which states that price has no effect on customer
trust. So that in setting prices on products sold at Sociolla, they cannot give confidence in
these products, which in the end customers will look at other factors to increase this trust.

Price positively affects purchase intention, with a t value of 6.927 with a sig value of 0.000.
Zinoubi and Toukabri prices have a role in marketers' activities in setting prices by considering
several components, where the higher the suitability of the set price will increase the purchase
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intention of a consumer to purchase the product (2018). So that the results of this study stated
that hypothesis 2 was accepted. This is also in line with research conducted by Zinoubi and
Toukabri (2018) which states that price has a positive and significant effect on purchase
intention.

Consumer reviews positively and significantly affect customer trust, with a t value of 5.130 with
a sig value of 0.000. Consumer reviews (Ismagilova et al., 2017) are not a static process but a
dynamic and continuous exchange of information, because messages can be spread via the
internet. Messages and impressions given by consumers who have enjoyed and used the
products offered will greatly influence other consumers, where a good impression will give
customer confidence. So that the results of this study stated that hypothesis 3 was accepted.
This is also in line with research conducted by Stouthuysen et al. (2017), research conducted
by Abror et al. (2019) and research conducted by Tahir and Khan (2020) which states that
consumer reviews have a positive and significant effect on customer trust.

Consumer reviews have no positive and significant effect on purchase intention, with a t value
of -2.020 with a sig value of 0.046. Consumer reviews have an important role in providing
information to consumers to make online purchases by taking into account the perceived risk
that these consumers will accept. In online purchases, many buyers observe other people
before deciding to purchase a product (Rumondang et al.,, 2020). So that the results of this
study stated that hypothesis 4 was rejected.

Brand image has a positive and significant effect on customer trust, with the acquisition of a t
value of 5.582 with a sig value of 0.000. Brand image which is defined as an impression given
by someone as an output resulting from a feeling that arises from within a person to be stored
and remembered. The impression given can be positive or negative which will bring up the
image of the product which will affect customer trust Abror et al., (2019). So that the results of
this study stated that hypothesis 5 was accepted. This is also in line with research conducted
by Abror et al. in 2019 which stated that brand image had a positive and significant effect on
customer trust.

Brand image has a positive and significant effect on purchase intention, with the acquisition
of a t value of 2.586 with a sig value of 0.011. So that the results of this study stated that
hypothesis 6 was accepted. This is also in line with research conducted by Agmeka et al. (2019)
which states that brand image influences purchase intention.

Customer trust has a positive and significant effect on purchase intention, with the acquisition
of a t value of 3.836 with a sig value of 0.000. Customer trust can signal that producers have
good intentions by not making promises that can create uncertainty so they can be trusted,
which will encourage consumers to make these products (Yulianto, 2020). So that the results
of this study stated that hypothesis 7 was accepted. This is in line with research conducted by
Stouthuysen et al. (2017) and by Yuen et al. (2021) which states that customer trust positively
affects consumer purchase intentions.

The relationship between trust and purchase intention also refers to the results of previous
studies. Liu & Guo (2017) show that trust positively affects purchase intention. Mosunmola et
al. (2019) also found an influence between trust and purchase intention. Then the results of
the study (Marriott & Williams, 2018) found that the trust factor had a positive and significant
effect on purchase intention. Customers have continuous purchases when they trust sellers
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(Zhao et al.,, 2019) and trust is an important factor in increasing interest in online shopping
(Pappas, 2018).

Finally, price, consumer reviews, and brand image influence purchase intentions mediated by
trust. According to research conducted by Suhaily & Syarif (2017), there is an influence
between perceived price and brand image on purchasing decisions mediated by trust. The
trust variable that mediates the relationship between consumer reviews and purchase
intentions in this study also refers to the results of previous studies, including the research
model by Abubakar & Ilkan (2016), where trust positively mediates the relationship between
consumer reviews and purchase intentions. Bhandari & Rodgers (2018) also found a positive
influence between consumer reviews and purchase intention which is mediated by trust. In
addition, the results of Matute et al. (2016) also found that consumer reviews had a positive
and significant effect, both directly and indirectly, on purchase intentions through trust.

B. Practical Implications

This study observes the effect of price, consumer reviews, and brand image on the purchase
intention of Sociolla customers with trust as a mediating variable. The research findings have
a number of managerial implications for Sociolla's marketing management so that Sociolla
can attract more customers. Sociolla can form a marketing strategy based on research results
because it highlights the most significant factors that influence consumer purchasing
decisions. The most important factor that companies must pay attention to is brand image,
because brand image has a positive and significant effect on trust, purchase intention, and
purchase intention which is mediated by trust.

VI.CONCLUSIONS

This research analyzed the effect of price, consumer reviews, and brand image on purchase
intention on the Sociolla platform with trust as a mediating variable. Based on the hypothesis
testing conducted, consumer reviews and brand image positively affect trust, while price does
not. Purchase intention is influenced by price, brand image, and trust, but not by consumer
reviews. Furthermore, price, consumer reviews, and brand image affect purchase intention
through trust. This research is expected to be a reference for future researchers to develop this
research by considering variables other than the variables used in this study. In addition, this
research can be used as an additional reference for other researchers who will conduct further
research on the effect of brand image and perceived price on consumer purchasing decisions
on other beauty products using E-commerce. It is hoped that the results of this study can be
used as a reference for further researchers to develop this research by considering other
variables which are other variables outside the variables that have been included in this study.
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