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Customer Base Brand Equity Approach and
Consumer Loyalty of Purchasing Decisions on
Online Shopping In Indonesia
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Abstract---In the digitalization era, the Indonesian people were very fond of the type of online shopping and this
was seen as an opportunity for e-commerce companies. Data on the number of visitors for each e-commerce website
has increased, but this has not been offset by increased revenue. Some e-commerce companies have the highest
ranking on the number of visitors, but the revenue earned does not reflect that position. This indicates that there is a
mismatch between the number of website visitors and the revenue earned by each company. Is the increasing
number of visitors an effect of good customer base brand equity, why this does not have an impact on the addition of
reports in each company, and how the influence of customer base brand equity and customer loyalty towards
purchasing decisions in online shopping, various questions above can be answered through this research. The
survey was conducted on 100 respondents who were consumers of Lazada e-commerce in parts of West Java and
DKI Jakarta, namely the cities of Bandung, Bogor, Depok, Tangerang, Bekasi, Garut, Tasikmalaya and Sumedang.
The survey results were obtained using Partial Least Square (PLS-SEM), with a type of construct with a reflexive
indicator. Base on analysis, the findings is(1) Customer based brand equity has a positive and significant effect on
online purchases, especially for Lazada. (2) Consumer loyalty consist of: cognitive loyalty, affective loyalty,
connective loyalty and action loyalty has a negative effect on purchase decision but has a significant influence on
the formation of purchase decisions on online purchase.

Keywords---Partial least square, CBBE, Customer loyalty, E-Commerce, Purchase decision

I. INTRODUCTION

The Industrial Age 4.0 is related to the optimization of all existing resources in business networks to meet all
market demands. Optimization is not new, which makes it different is how to do the optimization. The industrial era
4.0 marked connectivity and interaction through integrated information and communication technology.
Connectivity and digitization make the value of the manufacturing chain more efficient and the quality of its
products increases. This has become a factor in the growth of e-commerce companies.

! Widyatama University
dinda.kayani@widyatama.ac.id

2 Widyatama University
gusni.tanjung@widyatama.ac.id

® Widyatama University
darwis.agustriyana@widyatama.ac.id

* Widyatama University
anderson.butarbutar@widyatama.ac.id

DOI: 10.37200/1JPR/V2412/PR200595
Received: 02 Jan 2020 | Revised: 15 Jan 2020 | Accepted: 28 Jan 2020 2946



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 02, 2020
ISSN: 1475-7192

Various well-known e-commerce companies in Indonesia under Committee 9.9 Super Shopping Day launched an
online shopping festival in 2018. This online shopping festival is specifically dedicated to providing the best online
shopping experience for all Indonesian people spread from Sabang to Merauke in order to prepare Indonesia
revolution industry 4.0. The online shopping festival held on November 25-30 2018 was attended by around
170actorse-Commerce.

The emergence of new e-commerce companies makes the products offered and in the market more diverse. The
most important thing now, according to Kotler (2005) is the fact that the market changes faster than marketing.
Therefore, marketing must be deconstructed, and redefined. Thus marketing activities must be able to adapt to these
conditions. Today's marketing activities cannot be separated from consumer behavior that is the target market of a
company. The number of online shopper in Indonesia increases every year, this is in line with the increasing number
of internet users.
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Figure 1:Online Shopper Amount
Source: Putera (2018) can be accessed at www.kompas.com

In the picture above, there is an increase in the number of online shopper in Indonesia, in 2016 only around
9.60% of users, but in 2017 it increased to 10.70% of users and at the end of 2018 it increases to 11.90% online
shopper. The percentage of media used to make purchases online can be seen in the following figure.
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Figure 2: The media used for online shopping
Source: Husain (2018) can be accessed on ecommerceig.Asia
Picture above shows that 45% of Indonesian netizens search online for a product or service to buy with a similar
number 40% make ecommerce transactions at least once a month. The following are the predictions of e-
commerce company revenues up to 2022.
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PROJECTED ECOMMERCE REVENUE IN INDONESIA
(in SUSD millions)

Source: Statisa. eCommerce Revens Indone s

Figure 3:
Source: Statista, eCommerce Revenue Indonesia

Based on the picture above, the income of e-commerce companies in the industry can be projected The fashion
will still be the most purchased online category, with an estimated value of 6.17 billion USD, and favorite second,
Toys, Hobby and DIY will have an expected worth of 3.90 billion USD.

Local and international e-commerce companies registered in Indonesia with a diverse business model as a whole
totaling 45 companies. Based on the results of a survey conducted by IPrice Insight and published on the website
www.iprice.co.id, following the mapping of 7 e-commerce sites that are in the top rank based on the average
website visitor.
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Figure 4: E-Commerce Map in Indonesia in 2018 4th Quarter Quarter
Source : iprice.co.id/insights/mapofecommerce accessed on Feb. 22, 2019

Based on the above data it can be seen that based on the number of visitors to its website, the first e-commerce
site is Tokopedia, then Bukalapak, Shopee, Lazada and Blibli afterwards. However, based on the amount of
revenue obtained the highest ranking is owned by Zalora, then Lazada, Tokopedia and Bukalapak thereafter. It is
presented in Table 1.
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Table 1:Revenue RankingCompany

Company Totalfunding Revenue
Zalora $238M $367.7M
Lazada $27B $200 M
Tokopedia $2.3B $15M
bukalapak $50M $83M

Source: www.owler .com / company / zalora accessed
on April 24, 2019

Based on table.1 Zalora's highest revenue is $ 367.7M with total funding of $ 238M, ranking after that is
Lazada, with revenue of $ 200 M with total funding of $ 2.7 B. However, compared to the number of visitors,
Lazada has more visitors than Zalora. In 2018 Lazada has 58,288,400 visitors to the website, but Zalora only has
5,518,600 website visitors. This indicates that there is a mismatch between the number of website visitors and the
revenue earned by each company. The increasing number of visitors gave an effect of good customer base brand
equity, thus has no impact on the addition of reports in each company, and it could influence customer’s base
brand equity on purchasing decisions in online shopping.

This must be solved so that e-commerce companies can map and develop marketing strategies in the future,
especially preparing themselves for the Online Shopping Festival which will be held the following year.

Based on the description above, the authors are interested in conducting research to see how the interaction
between customer base brand equity and purchase decision on Online Shopping in Indonesia.

I.1. Theoretical Background, Review of International Literature

The brand concept according to Keller was preceded by Aaker who also saw the brand from the consumer's
point of view. Perspectives on brand equity can be viewed from a financial perspective, consumer perspective,
and employee / employee perspective (Baalbaki, 2012).

From a financial perspective, measuring brand equity centers on stock prices or brand replacement. Brand
Equity is an incremental cash flow for branded products that exceed cash flows for unbranded products. Brand
strength is seen as brand value can be seen as a separate asset on the balance sheet.

From a consumer perspective or Customer-based Brand Equity, abbreviated as CBBE, look at cognitive
psychology. Many are followed by academics and practitioners because if the brand is not meaningful or
valuable to consumers it will be meaningless for investors, manufacturers, or retailers. CBBE occurs when
consumers are familiar with the brand and have a favourabel brand association, strong and unique in their
memory. Positive CBBE will benefit because consumers will try to find branded products, be willing to pay
higher, and make effective marketing communications.

The concept of Consumer Based Brand Equity (CBBE) is an equity approach of a brand based on the
perspective of its consumers. According to Keller, the basic concept of CBB is the strength of a brand based on
consumer experience of what has been learned, perceived, noticed, and captured related to that brand for some
time. The definition of consumer-based brand equity is a form of brand differentiation in brand knowledge as a
result of brand consumer experience. Keller pointed out the steps in building a brand, arranging the right brand
identity, creating a brand meaning in what is formulated, stimulating the expected response from the brand, and
establishing the right brand relations with consumers. (1) What are the public images that can be conveyed to the
public ?, (3) What are the public images that can be caused by the brand?, and (4) What is the reciprocal
relationship between the brand and the public?

DOI: 10.37200/1JPR/V2412/PR200595
Received: 02 Jan 2020 | Revised: 15 Jan 2020 | Accepted: 28 Jan 2020 2949



International Journal of Psychosocial Rehabilitation, Vol. 24, Issue 02, 2020
ISSN: 1475-7192

Performance Imagery

Figure 5: Graph of CBBE Pyramid
Source: (Keller, 2013).

The main assumption of Keller's model (2013) lies on what has been learned, perceived, noticed, and captured by
consumers related to the brand as a result of consumer experience for some time. A brand that is responding to better
to the commodities offered when consumers respond. In addition, when viewed from the way the product is
marketed, CBB is positively has an identifiable brand. Referring to what is said to be the Keller said, the most
important thing to be in building brand equity is the message to consumers which includes knowledge and
description of the brand. Brand equity will be successfully built when the consumer has a high level of knowledge
and description of a brand, has strong reciprocal associations, positive images, and is always be remembered (Saudi,
2018).

Based on Ru Liu Journal Chyong et al. (2015) say that customers focus on brand equity where brand equity can
strengthen customer loyalty. Customers will be willing to buy products from brands on an ongoing basis and also
pay more for the product (Aaker in Ru Liu (2015: 145). This stage is carried out in the purchasing decision process
where the consumer is not the product. In the previous stage, Likewise, consumers can have a lot of selected brands,
consumers can have five brands, consumers, brands, distributors, quantity, time, and payment method: Purchasing
decisions: consistency of brand selection, channel choice, and method of payment, based on research, background,
and basic theories of understanding, research, and conceptual framework in this study is as follows,

Custemer Bare Brand Equity
(CBBE)

Brand Salience

Brand Performance

Brand Imagery Purchasing Desision

Product Chosoe
Brand Judgement H1
Brand Choioe

Brand Feeling
Daaler Chaico

Rrand Resonance

Payment Method

Purchase Amount

Purchase Timing

H2

Customer Loyalty

Figure 6: Conceptual Framework

Based on the research framework in figure 6, the hypothesis of this research is described as follows:
H1 : CBBE has a significant impact on Purchase Decision
H2: Customer loyalty has a significant impact on Purchase Decision

The questionnaires are carried out using online and offline surveys to 100 consumers who have made transactions
at Lazada. Number of respondents used sample measurement guidelines for Bernoulli formula (Sumi, 2017) with the
results of n = 96.4. To facilitate distribution of questionnaires, number of rounded samples up to 100 respondents.
Respondents were located in West Java and DKI Jakarta, namely the cities of Bandung, Bogor, Depok, Tangerang,
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Bekasi, Garut, Tasikmalaya and Sumedang.The data is processed using the Partial Least Square (PLS) technique.
PLS is considered effective because it has been able to analyze various types of data sales (nominal, ordinal,
interval, and ratio) and is easily adjusted assumptions (Haenlein & Kaplan, 2004).

Analysis stage using Partial Least Square (PLS) - SHE must at least go through six step processes where each step
will affect the next stage. The stages consist of conceptualization of the model, determining the method of algorithm
analysis, determining the method of resampling, path drawing diagrams, evaluating models, and testing the
hypotheses ((Ahmad, Zulkurnain, & Khairushalimi, 2016); (Morard & Simonin, 2016)). The stages of analysis using
PLS-SEM can be seen in figure 6 below:

CONCEPTUALIZATION
OF THE MODEL

4

DETERMINING THE
ALGORITHM ANALYSIS METHOD

1

DETERMINING THE
RESAMPLING METHOD

1
MODEL EVALUATION

1

DRAW DIAGRAM PATH

i

HYPOTHESIS TESTING

Figure 7: Stage of Analysis Using PLS-SEM
Source: Latan & Ghozali, 2012: 49

Il. RESULT AND DISCUSSION
Table 2 shows the profile of data of 100 respondents in this study . Demographic data on profiles consist of
gender, age, education and resources.

Table 2: Sex and Age of Respondents

Profile F (%)
Sex
e Man 21 21%
e Women 79 79%
Total 100 100%
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Age

Total

15Yo-20Yo
21Yo-26Yo
27Yo-32Yo
33Yo-38 Yo
39Yo-44Yo
45Yo0-51Yo
>58 Yo

Education

Total

Senior High school
Undergraduate
Master Degree

Resources

I1.1. Evaluation of Goodness of Fit Measurement Model ( Outer Model)

Social Media
Word of Mouth
WhatsApp
Google Ads
Friend

Blog

E-Paper

TV

30
23
29

100
12

75
13

100

57
20

b~ OoOow

8%
30%
23%
29%
6%
3%
1%

100%

12%
75%
13%

100

57%
20%
10%
3%
5%
0%
4%
1%

In SmartPLS analysis technique, validating the outer model is done by using three criteria, namely: convergence
validation test, discrimination validation test, and composition reliability test. The convergence of the SmartPLS

Software.

Latan & Ghozali (2012: 81), states, the rule of thumb used to assess convergent validity is that the value of
loading factor must be more than 0.7 for confirmatory studies. The test of convergent validity of the reflexive
indicator approach can be seen based on the value of loading factor The convergent validity test results are
presented in the figure below:
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Figure 8: Convergent Validity Test Results Based on Loading Factor

Based on the value of the loading factor at the output above, it is concluded that in CBBE extract there is 1 item
that has a loading factor value below 0.70 which is Brand Salience (BS) of 0.480. In the Customer Loyalty construct
there are 3 items that have a loading factor value below 0.70 (i.e. CL1.0.693, CL2 0.596 and CL3 0.661. Based on
the testing criteria for the value of loading factors, there are 4 items worth above 0.70, so that there is Following is
the conceptualization of the new model after elimination of 4 items on 2 different contracts:

BF Bl BJ BP BR
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o
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9 y%.ooo
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Figure 9: New Model Convergent Validity Test Results Based on Loading Factor

Based on data in figure 9, if observed there are changes in the value of loading factors in the Customer base brand
equity (CBBE) and Customer loyalty contracts. The value of loading factors that have just met the convergent
validity test requirements, therefore all items are considered valid. Besides from the value of loading factors,
convergent validity can also be seen from the value Average Variance Extracted (AVE) In this study there is no
AVE value below 0.5. This illustrates the absence of permas convergent validity on the model being tested.
Convergent validity describes the degree of conformity between the attributes of measurement results of measuring
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instruments and theoretical concepts that explain the existence of attributes of these variables. Each construct has an
AVE value of 0.688 in the CBBE construct, and 1,000 in the Customer Loyalty, and 0.612 in the Purchase Decision.

Table 3: Average Variance Extracted Value

Variables Cronbach’sA Rho_A Composite Average
| Reliability Variance
Extracted
CBBE 0.886 0.886 0.901 0.609
Customer Loyalty 1.000 1.000 1.000 1.000
Purchase Decision 0.788 0.789 0.863 0.612

The following variables are tested for problems related to the discriminant validity. Testing the validity of the
discriminant is done by comparing the cr square rootwith the correlation value between constructs (Wang, French,
& Clay, 2017).

Table 4: Value of Discriminant Validity

Variables CBBE Consumer Psychology  Purchase Decision
CBBE 0829

Customer Loyalty 0792 1000

Purchase Decision 0976 0678 0782

Observing Table 4, it can be explained that the square root of the value of AVE (0829; 1000 and 0782) shows that
the value is greater than the correlation of each construct. To be more convincing, the next step of evaluating the
external model is to test the universality of the model.

The unidimensional test was performed using a measure of composition reliability and Cronbach alpha. Related to
these two measures, the limit value given is 0.7.

Table 5:Composite Reliability Value

Variables Composite Reliability
CBBE 0.917
Brand Loyalty 1,000

Purchase Decision 0.863

The calculation results in table 5 illustrate that all constructs have a value of composition reliability greater than
0.7. Therefore, the level of reliability in the model is a very significant

I1.11. Evaluation of the goodness of the structural model (Inner Model)
i i R2 0% .4 GoF
Evaluation of the models using three methods of , and (Tenenhaus et al., 2004).
Table 6: Value of R Square
Variables 2
R* values
Purchase Decision  0.978
2
Testing the inner model can be done by attention 97 value (appropriate value estimator). To perform the
2
calculation of € ,the following formula can be used:
Q2 =1-(1- Rz)
2
Q" =1-(1-0978)

2
O = 0.978 PL The
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SEM is used to find the Goodness of Fit (G"F ) value. Unlike CB-SEM, GoF values generated in PLS-SEM
must be manually traced.

GOF =+ AVE xR?
{ [x] The image part ]G"F =0.922

According to (Tenenhaus, Amato, & Vinzi, 2000), the small values of GoF - 0.1; GoF medium = 0.25, and
large GoF> 0.38. Gol” gescribes the compatibility of the degree of data with the model estimator. The analysis

. . 2 2
shows that the Goodness of Fit (GOF ) generated a value of 0.922 in the large category. Result of ™ Q" and

Gol testing indicates that the model estimator produced is strong, meaning that the model estimator parameters are
fixed and relatively unchanged when the sample is reduced. Hence, the next hypothesis test can be performed
(Ahmad et al., 2016).

[1.111. Bootstrapping Test Results (for Significance)
Performing a hypothesis test can be seen as illustrated in table 7.

Table 7:Bootstrapping Test Results

Variables Original Sample Mean Standard T-Statistic P-Values
Sample (O) (M) Deviation (@)
(STDEV)
CBBE > Purchase 1.183 1.82 0.029 40.295 0.000
Decision
Customer  Loyalty > -0.258 -0.259 0.037 6.940 0.000

Purchase Decision

From the bootstrapping test results, it can be seen that the influence of CBBE on Purchase Decision has the path
coefficient value of 1,183, with a significant influence (significant if t-statistics> 1.96, t = 28,810; p <0.005).
Influence factor of Customer loyalty on Purchase Decision value coefficient of -0.258, that means customer loyalty
(consist of: cognitive loyalty, affective loyalty, connective loyalty and action loyalty) has a negative effect on
purchase, a decision with a significant influence (t = 6.940; p <0.005). The results of this hypothesis test can answer
the formulation problem.

11l. CONCLUSION

This research was carried out by the company for the competition for other companies with an e-commerce
company, special to win from the Zalora, the biggest competitor on the same level. (1) Customer based brand equity
has a positive and significant effect on online purchases, especially for Lazada. (2) Consumer loyalty consist of:
cognitive loyalty, affective loyalty, connective loyalty and action loyalty has a negative effect on purchase decision
but has a significant influence on the formation of purchase decisions on online purchase. Therefore, it is necessary
to increase the influence of customer base brand equity on purchasing decisions. If there is a significant construct,
there are two constructs that must be discussed more deeply, namely in the form of brand performance and brand
resonance. both constructs have the highest loading value and if Lazada considers this to form a new marketing
strategy, it can be predicted that the effect on purchasing decisions will be even greater and the company's revenue
will increase, along with significant business growth in the online shopping industry.
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