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1. INTRODUCTION

The development of e-commerce in Indonesia has shown rapid growth in line with
increasing internet penetration and shifts in consumer behavior to online shopping.
Shopee is an e-commerce platform that has high purchasing interest and is well-known
in Indonesia. This high purchasing power is characterized by its ability to attract millions
of active users, thanks to its easy access, attractive promotional features, and reliable
payment system. This condition is a clear indication of an increase in consumer
purchasing intent for products marketed online.Shopee is an e-commerce platform that
has high purchasing interest and is well-known in Indonesia. This high purchasing
power is characterized by its ability to attract millions of active users, thanks to its easy
access, attractive promotional features, and reliable payment system. This condition is a
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clear indication of an increase in consumer purchasing intent for products marketed
online.

Shopee is one of Indonesia's leading marketplaces, which is successful and
attracts many people. With its user-friendly interface, attractive promotions, and fast
delivery system, Shopee has succeeded in creating an enjoyable shopping experience for
its users (Montolalu et al., 2024). This popularity not only reflects Shopee's success in
attracting consumers but also demonstrates its success in creating a strong digital
marketing strategy. However, an increase in the number of users does not necessarily
indicate an increase in purchasing intent. High active user numbers do not guarantee
high consumer spending intentions. Several empirical indications also suggest challenges
related to purchase intention, such as decreasing conversion rates from product views to
actual purchases and an increasing number of consumers who browse without
completing a transaction. Previous studies also highlight that concerns about product
authenticity and seller creadibility can reduce consummers willingness to make
purchases on e-commerce platforms. This situation has sparked critical discussion about
the main determinants that influence consumer decisions to transact on the platform in
question.

One factor that influences consumer purchasing decisions is online customer
reviews. Reviews from other consumers often considered an important source of
information because they are based on real experiences when purchasing products on
Shopee (Darmawan, 2022). Consumers tend to trust the experiences of other users
because they considered more objective than promotions from sellers. However, not all
reviews have the same impact on consumer purchase intentions. Several studies have
shown inconsistent results therefore, further research is needed to analyze the
correlation between online customer reviews and purchase intention.

Contradictions in previous empirical research findings suggest the complexity of
the relationship between customer reviews and purchase intent, which is thought to
involve moderating or mediating factors. On the other hand, there is considerable
research evidence supporting the positive and significant influence of online reviews on
consumer purchase intent (Gabriela, 2022; Damayanti et al., 2023). However, other
studies have found a negative and insignificant effect (Ariyani et al., 2023; Anugrah et al.,
2023). These differing results indicate the presence of variables that act as mediators in
strengthening or weakening this effect. One variable that is thought to play an important
role is consumer trust (Efata, 2024).

In addition to being influenced by customer reviews, consumer purchasing
decisions are also greatly determined by the extent to which a brand is known by the
public (brand awareness). High brand awareness can foster trust and positive
perceptions of a product (Duwila et al., 2022; Montolalu et al., 2024). Well-known brands
are usually easier to attract buyers because their products can provide a guarantee of
quality that trusted by consumers. However, high brand awareness does not necessarily
translate into high purchase intent. Factors such as negative experiences or lack of trust
can reduce the influence of brand awareness on purchase intention.

In the online marketplace, when a transaction is made by a consumer via the
internet, trust is an important element that influences purchasing decisions. Trust is
built through perceptions of transaction security, product authenticity or purity, and
seller credibility (Gabriela, 2022; Efata, 2024). When consumers feel confident about a
platform, they are more likely to make a purchase decision. Conversely, distrust can
cause doubt even if the product has positive reviews. In this model, trust acts as a
mediator in the relationship between two factors: online customer reviews and purchase
intention.

Shopee, as one of the largest platforms in Indonesia, strives to maintain consumer
trust through various features and services. Product warranty features, secure payment
systems, and product return policies serve as guarantees for users (Darmawan, 2022).
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Shopee also utilizes the power of customer reviews as a strategy to strengthen brand
reputation and increase consumer loyalty. However, many users still doubt the
authenticity of products and the credibility of sellers. This situation indicates that
building trust does not only depend on a good system, but also on the direct experience
users have with the services provided.

The Solo region chosen as the research location because it has a high number of
Shopee users and digitally active consumers (Fitria & Istiyanto, 2024). The people of Solo
frequently use Shopee as both sellers and buyers due to the convenience of the system
offered by Shopee. In addition, users in this region are quite responsive to reviews and
digital promotions. Moreover, Solo has been recognized as one of the regions with high
digital engagements and significant growth in e-commerce activity, making it a relevant
and representative area for studying online customer behavior, especially in relation to
trust and purchase intention. These conditions make Solo a representative location for
studying consumer behavior towards e-commerce. The implications of this study are
expected to provide an understanding of consumer behavior in the digital market in
Indonesia.

Specifically, this study examines how online customer reviews and brand
awareness influence purchase intention, with trust as the mediating factor.This study
aims to address the inconsistencies in previous studies regarding the relationship
between these variables (Ariyani et al., 2023; Damayanti et al., 2023). The findings of this
study are expected to explain the role of trust in strengthening the relationship between
online customer reviews and brand awareness on purchase intention. The contribution of
this study covers two aspects, namely its contribution to theory and the expansion of
discourse on consumer behavior in the era of digital marketing. The focus of this study
is on Shopee users in the Solo region as a relevant and dynamic population.

In practical terms, this research expect to provide input for businesses in
designing effective digital marketing strategies. By understanding the relationship
between customer reviews, brand awareness, and trust, companies can create persuasive
communication strategies. The results of this study can also help e-commerce managers
such as Shopee to strengthen consumer trust through a safe and transparent shopping
experience. In addition, this study expect to encourage increased consumer loyalty to
online shopping platforms. Thus, the results of this study are expected to have a positive
impact, both theoretically and practically, on the advancement of the digital market in
Indonesia.

2. RESEARCH METHOD

Methodologically, this study adopts a quantitative approach with a causal associative
design. The focus of this study is to examine how online customer reviews and brand
awareness are related to purchase intention, where trust is the variable that bridges the
relationship between these variables. This study uses a quantitative approach with the
consideration that it focuses on testing hypotheses using numerical data and measurable
statistical analysis. The relationship between variables is tested to determine the direct or
indirect influence through the mediating variable of trust. In addition, the quantitative
method is appropriate because it allows testing of complex models involving mediation,
which aligns with the analytical framework used in this study.

The research targets are consumers who regularly make transactions on the
Shopee app and reside in the Solo area. The reason for choosing this location is because
the area has a dense Shopee user base and is very supportive of research on consumer
behavior in the digital marketplace. (Fitria & Istiyanto, 2024). Samples were taken
purposively using inclusion criteria. These criteria required respondents to be aged 17
years and to have experience transacting on the Shopee platform within the last six
months. From this process, 100 respondents were collected who could be considered
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representative of online consumer behavior patterns in the Solo region. The use of 100
respondents was based on the PLS-SEM “10-times rule”, indicating that minimum
sample size should be 10 times the highest number of structural paths aimed at a latent
variable in this case, trust receives two paths, requiring at least 20 samples.
Furthermore, a G* Power analysis shows that 84 samples are sufficient for medium effect
size with 80% power, confirming that 100 respondents meet methodological standards.

Data collection was conducted using a closed-ended questionnaire. A total of 20
questions were compiled by adapting instruments from previous studies. Each question
was measured using a five-point Likert scale, ranging from 1 (strongly disagree) to 5
(strongly agree). (Ariyani et al., 2023). The research instrument was distributed to
respondents in the form of a digital questionnaire via Google Forms to facilitate data
collection and reach a wider range of respondents. Before use, the research instrument
was first tested for validity and reliability to verify that each item could measure the
intended construct consistently. The questionnaire items were adapted from validated
instruments in previous research, and content validity was confirmed through expert
judgment by two marketing researchers. Construct validity was assessed using
convergent validity (outer loading > 0.70 and AVE > 0.50) and discriminant validity using
fornell-larcker criteria.

The research stage began with identifying the problem and compiling a literature
review that served as the basis for developing the research model. Next, instruments were
developed, data were collected, and the basic assumptions of the analysis were tested.
The data obtained in the next stage is processed using Partial Least Squares (PLS)-based
Structural Equation Modeling (SEM) analysis techniques. With the help of Smart PLS
version 4.0 software, this method was chosen because it is capable of analyzing complex
relationships between latent variables that can be applied to samples with relatively
small numbers, as well as being able to test mediation models directly. Mediation
analysis in this study was performed using the bootstrapping indirect-effect technique,
which is the recommended procedure in PLS-SEM for testing indirect relationships.

The stages in analyzing the research data are divided into two parts, namely the
measurement model evaluation stage and the structural model testing stage. In the
measurement model evaluation stage (outel model), an assessment of the validity and
reliability of the construct is carried out using three statistical indicators, namely loading
factor, Average Variance Extracted (AVE), and Composite Reliability. Meanwhile, inner
model analysis is used to test the relationship between latent variables through path
coefficient values, t-statistic values, and R-square. Hypothesis testing is performed using
the bootstrapping procedure, and the results are considered significant if the p-value is
less than 0.05. Before performing these analyses, multicollinearity tests were conducted
using the Variance Inflation Factor (VIF), which showed values below 5 for all indicators,
indicating no multicollinearity issues. Normality was assessed using the Skewness-
Kurtosis approach, however, PLS-SEM does not require strict normality assumptions, so
the analysis could proceed without concern.

The model proposed in this study consists of four main variables, namely online
customer reviews and brand awareness as independent variables, trust as a mediating
variable, and purchase intention as a dependent variable. The entire research process
was conducted based on scientific principles and research ethics. The researchers
maintained the confidentiality of respondent data and ensured that all information
obtained was used solely for academic purposes. To minimize respondents bias,
anonymity was ensured, item order was randomized, questions were written in neutral
language, and Harman’s single factor test confirmed that common method bias was not
present. Additionally, although this study was conducted in Solo, the results can be
generalized to Shopee users in other regions because Shopee’s system, user interface,
and digital marketing exposure are srandardized nationally.

Rumaisa Hisan, Trust as a mediating factor linking online customer reviews and brand awareness to
purchase intention on Shopee in Solo



1070 O ISSN 2685-4236 (Online)

3. RESULTS AND DISCUSSIONS
3.1 Results Of the Respondent Demographics
This study obtained demographic data from 100 respondents cover aspects of

gender, age range, social media usage, and respondent domicile, as shown in Table 1.

Tablel. Respondent Demographics

Category Description Frequency Percentage
Gender Male 29 29%
Female 71 71%
Age range 17-20 40 40%
21-30 60 60%
Highest level of SMA 70 70%
education
S1 30 30%
Frequency of Using Less than once a week 40 40%
Shopee One to three times a 32 32%
week
Four to six times a week 19 19%
Every day 9 9%

Source: Processed data, 2025

Of the 100 respondents, the majority were female (71%) and the rest were male
(29%). The largest age group was 21-30 years old (60%), followed by 17-20 years old
(40%), indicating the dominance of young active users in online shopping. Most
respondents had a high school education (70%), while the other 30% had a bachelor's
degree, indicate fairly good digital literacy among users. Based on usage intensity, 40%
use Shopee less than once a week, 32% use it one to three times a week, 19% use it four
to six times a week, and 9% use it every day. This shows that the majority of users use
Shopee periodically as needed, rather than as a daily activity.

.
‘
,A‘
4
.

Figure 1. Evaluation of the Measurement Model
(Outer Model-Measurement Model)

3.2 Discussion on Outer Loadings Analysis Results

Through evaluation of the outer loading values, it was found that out of a total of
31 indicators, 20 indicators had factor loadings of 0> 7. Based on the data obtained, it
can be concluded that almost all indicators studied have met the convergent validity
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criteria and can be considered suitable for measuring the construct of each research
variable.

3.3 Measurement Model Evaluation

Thus, the data report can proceed to the next stage.

Figure 2. Inner Model (PLS-SEM Strecutural Model)

The inclusion of the structural model visualization provides a clearer overview of
the direct and indirect relationships among variables, as well as the predictive accuracy
of the model through its R-square values. This figure strengthens the transparency of the
PLS-SEM analysis and helps readers interpret mediation pathways more
comprehensively.

Table 1. Outer Loading Values

Variable Indikator Outer Loading
OCR1 0.926
OCR2 0.781
Online customer review (X1) OCR3 0.932
OCR4 0.784
OCRS5 0.754
BA1l 0.806
BA2 0.902
Brand awareness (X2) BA3 0.726
BA4 0.891
BAS 0.729
T1 0.806
T2 0.790
Trust (2) T3 0.905
T4 0.849
TS 0.826
PI1 0.916
PI2 0.752
Purchase intention (Y) PI3 0.921
P14 0.919
PIS 0.798

Source: Processed primary data (2025)

The table confirms that all indicators have validated their variables with outer
loadings above 0.7. This statement shows that all indicators are valid and meet the
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eligibility requirements for use in research. Thus, the data report can proceed to the next
stage.3.4 Result of the Convergent Validity.

Table 2. Value (AVE)

Variable AVE (Average Variance Extracted) Keterangan
Online customer review (X1) 0.688 Valid
Brand awareness (X2) 0.718 Valid
Trust (Z) 0.722 Valid
Purchase intention (Y) 0.648 Valid

Source: Primary data analysis 2025

From the data in the table above, it appears that all variables have met the
discriminant validity criteria, as indicated by AVE values exceeding the 0.5 threshold. In
detail, the AVE values obtained are as follows: online customer reviews (X1) 0.688,
positive brand awareness (X2) 0.718, trust (Z) 0.722, and purchase intention (Y) 0.648.
From these statements, it can be concluded that all variables in this study have met the
discriminant validity requirements.

3.5 Result of the Composite Reliability

Table 3. Composite Reliability

Variable Composite Reliability
Online customer review (X1) 0.922
Brand awareness (X2) 0.907
Trust (Z) 0.920
Purchase intention (Y) 0.936

Source: Primary data analysis 2025

Based on the results of this analysis, all research variables have a Composite
Reliability value above 0.70, namely Online Customer Reviews 0.907, Brand Awareness
0.922, Trust 0.936, and Purchase Intention 0.920. These results indicate that all
constructs can be considered reliable because they have high internal consistency and
meet the threshold set by the composite reliability criteria. In addition, Cronbach's Alpha
test was also used to assess the reliability of the instrument, where constructs are
considered reliable if they have a value above 0.60. These reliability values exceed the
theoretical standards recommended bye (Hair et al., 2021), where Composite Reliability
should be above 0.70. The consistency of these values with previous studies such as
(Ariyani et al., 2023) and (Damayanti et al., 2023) also shows that the reliability level in
this study is comparable with earlier SEM research and theoretically acceptable.

3.5 Result of the Cronbach’s Alpha

Table 4. Cronbach’s Alpha

Variable Composite Reliability
Online customer review (X1) 0.893
Brand awareness (X2) 0.875
Trust (Z) 0.893
Purchase intention (Y) 0.913

Source: Primary data analysis 2025

The reliability of the research instrument was proven by Cronbach's Alpha values
for all variables above 0.60, indicating that the instrument was reliable and had good
internal consistency. Therefore, the questions were considered stable and suitable for
further analysis. The Cronbach’s Alpha results, which are all above the acceptable
threshold of 0.60, indicate that the measurement items in this study have good internal
consistency and can be considered reliable for further analysis.
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3.7 Result of the R-square

Table 5. R Square

Variable R-Square
Trust 0.329
Purchase intention 0.779

Source: Primary data analysis 2025

From these calculations, the independent variable explains 32.9% of the variance
in trust. R-Square is 0.329. The Purchase intention variable has a R-Square value of
0.779, indicating that 77.9% of its variation is influenced by other constructs in the
model. The remaining percentage reflects the influence of external factors not included in
this study.

3.8 Result of the hypothesis testing

Table 6. Path Coefficient (Direct Effect)

Construct Original Sample T-Statistics P-Value
Online Customer Review — Trust 0.303 3.161 0.002
Brand Awareness — Trust 0.411 4.071 0.000
Online Customer Review — Purchase Intention 0.194 2.056 0.040
Brand Awareness 0.267 2.432 0.015
— Purchase Intention
Trust— Purchase Intention 0.466 5.356 0.000

Source: Primary data analysis 2025

a. Online Customer Review on Trust

Based on the studies that have been conducted, the relationship between online
customer reviews and trust shows a positive and significant direction. A coefficient value
of 0.303 indicates that a rise in the quality of customer reviews on online platforms
contributes significantly to building consumer trust in products or brands. The t-statistic
value of 3.161 far exceeds the critical t-table value of 1.984 at a significance level of 0.05,
indicate that these results are statistically significant. In addition, the p-value of 0.002
(<0.05) reinforces the evidence that this effect did not occur by chance. From the tests
that have been conducted, it has been proven that customer reviews on the internet not
only have a positive effect but are also effective in building trust.

b. Brand Awareness on Trust

Trust levels can be significantly increased through brand awareness, where a
positive relationship between the two has been proven. A path coefficient of 0.411
indicates that the higher the consumer awareness of the brand, the stronger the level of
trust that is formed. The t-statistic value of 4.071, which exceeds the critical t-table limit
of 1.984, and the p-value of 0.000 prove that this relationship is significant. The rejection
of HO and acceptance of H1 provide empirical evidence that brand awareness is an
important determinant in building consumer trust in a brand.

c. Online Customer Review on Purchase Intention

From the test results, online customer reviews were proven to contribute
significantly to an increase in purchase intent. The path coefficient of 0.194 indicates a
positive relationship, showing that positive reviews given by consumers online can
increase purchase intent. The t-statistic value of 2.056, which is greater than the critical
value of 1.984, and the p-value of 0.040 prove that the relationship is significant. The
hypothesis testing results support the causal role of online customer reviews in
increasing purchase intention, as reflected in the rejection of Ho.
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d. Brand Awareness on Purchase Intention

Research findings indicate the significant positive role of brand awareness in
shaping purchase intent. The path coefficient of 0.267 indicates that the greater the
brand awareness, the greater the tendency to make a purchase. The t-statistic value of
2.432 is higher than the critical value of 1.984 with a p-value of 0.015, indicating the
significance of the relationship. The rejection of Ho provides empirical evidence that
consumer confidence is a key indicator of purchasing interest.

e. Trust in Purchase Intention

From the test results, trust has the most dominant influence on purchase
intention with a path coefficient value of 0.466. This value indicates that the higher the
level of consumer trust, the greater their interest in buying, and the greater their desire
to purchase the product. The t-statistic value of 5.356, which far exceeds the t-table
value of 1.984, and the p-value of 0.000 (<0.05) prove that there is a significant
relationship. The validation of H; proves the causal role of consumer trust as a trigger for
purchase intention, as reflected in the rejection of Ho. Trust has a significant influence on
purchase intention because higher levels of trust reduce perceived risk and increase
consumers confidence when making online purchases. In an e-commerce environment,
trust becomes a psychological factor that encourages consumers to proceed with their
buying decisions, especially when direct product evaluation is not possible. This shows
that trust acts ac a key driver that strengthens consummers willingness to purchase,
making it a crucial component in shaping online purchasing behavior.

3.9 Discussion

a. The Indirect Effect of Online Customer Reviews on Purchase Intention Mediated by
Trust

Based on the results of the SmartPLS analysis in this study, the Online Customer
Reviews variable has a positive and significant effect on trust, with a coefficient value of
0.303 (= 3.161; p-value = 0.002). In addition, Trust also has a significant effect on
Purchase Intention with a coefficient value of 0.466 (t-statistic = 5.356; p-value = 0.000).
This shows that the better the customer reviews on online platforms, the higher the level
of consumer trust, which ultimately increases their intention to purchase products.

These findings consistent in line with the study findings (Gabriela, 2022), which
states that Online Customer Reviews play a role important role in shaping consumers'
positive perceptions of brands, thereby increasing trust and purchase intent. The
research (Priyatin & Farisi, 2023) also reinforces that trust functions as a mediating
variable that strengthens the role of customer reviews influences the desire to buy. In the
context of this study, this shows that consumer experiences and opinions shared online
can have an emotional and cognitive impact on potential buyers, especially in building
confidence in brand credibility.

However, these findings deviate from the pattern shown by the research
(Darmawan, 2022) Which found a negative and insignificant influence between Online
Customer Reviews and Purchase Intention. This difference may be due to different
industry contexts and respondent characteristics. Overall, the results of this study
confirm that Online Customer Reviews play an important role in building trust, which
ultimately increases consumers' purchase intention for digitally marketed products.

The reliability results of this study, which show high Composite Reliability and
Cronbach’s Alpha values, are consistent with reliability standards commonly reported in
previous e-commerce studies. This indicates that the measurement instruments used in
this study successfully captured consumer perceptions in a stable and consistent
manner, aligning with established quantitative research benchmarks
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b. The Influence of Brand Awareness on Purchase Intention through Trust

The findings of the study prove that there is a positive and significant influence of
brand awareness on trust, as indicated by the coefficient value 0.411 (t-statistic = 4.071;
p-value = 0.000), and has a direct effect on purchase intention of 0.267 (t-statistic =
2.432; p-value = 0.015). The results of this study explain that increased brand awareness
among consumers is directly proportional to increased trust and interest in purchasing
the product.

This finding reinforces the results of previous research by (Damayanti et al., 2023)
and (Efata, 2024) Which explains that strong brand awareness can shape a positive
image in the minds of consumers, thereby increasing confidence in the quality and
reliability of the brand. Additionally, the study (Anugrah et al., 2023) Also found that
Brand Awareness plays an important role in increasing trust, because familiar brands
tend to be more trusted than unfamiliar brands.

However, there are some discrepancies between these results and other studies
(Rhamdani & Febrianta, 2023) which states that brand awareness does not always have
a significant effect on purchase intention if it was not accompanied by a good perception
of quality. This difference may be due to product context and brand communication
strategies. Thus, the findings of this study confirm that high brand awareness, when
supported by consumer trust, can create strong and sustainable purchase intention.

c. The Influence of Trust on Purchase Intentions

The findings from Smart-PLS confirm that trust significantly affects purchase
interest positively. The magnitude of this effect is indicated by a path coefficient value of
0.466 with a t-statistic of 5.356 and a p-value of 0.000. These results indicate that the
higher the level of consumer trust in a brand, the greater their tendency to make a
purchase. Consumer trust is an important factor that strengthens confidence in the
safety, quality, and credibility of the products offered.

These findings support the results of the studies (Priyatin & Farisi, 2023) also
(Damayanti et al., 2023) which confirms that trust plays a major role in shaping
purchase intent. Consumers who have high trust in a brand are more likely to make
purchasing decisions without much hesitation. Additionally, the study (Efata, 2024) also
found that high levels of trust can strengthen the emotional bond between consumers
and brands, which ultimately encourages repeat purchasing behavior.

In contrast, the findings of this study contradict the results of previous studies
(Darmawan, 2022), which state that trust does not have a significant effect on purchase
intention. This difference may be due to differences in respondent characteristics and the
context of the product being studied. In the context of this study, the significant results
show that consumers who trust reviews, quality, and brand reputation are more likely to
purchase products, especially in a digital environment where direct interaction with
sellers is limited.

Thus, it can be concluded that trust is a key element that links the correlation
between consumer perceptions of online information and actual purchasing decisions. At
higher levels of consumer trust, the influence on purchase intent becomes stronger.
Trust enhances purchase intention by lowering perceived risk and strengthening
consumers’ confidence when making online purchases, making it a key behavioral driver
in e-commerce buying decisions.

d. Managerial Implications

The results of this study suggest that increasing consumer trust through clear
product information, high-quality customer reviews, and responsive customer service can
significantly strengthen purchase intention. Enhancing brand awareness through
consistent digital marketing and maintaining customer engagement can further increase
consumer confidence and lead to higher purchase conversion rates.
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e. Limitations

This study has several limitations that need to be considered. First, the number of
respondents used was only 100 people, with a purposive sampling technique, so the
results cannot be generalized widely. Second, the research object was limited to one
context, namely, consumers who use the Shopee e-commerce platform in the Solo area,
so the characteristics may differ from users in other areas or on different platforms.
Third, the variables used only included Online Customer Reviews, Brand Awareness,
Trust, and Purchase Intention, while other factors such as price, product quality, and
purchasing experience also have the potential to influence consumer purchase
intentions. In addition, data collection was conducted through an online questionnaire,
which allowed for respondent perception bias. Therefore, further research recommended
to use a larger sample size, add new variables, and apply a mixed methods approach so
that the research results more comprehensive and have stronger external validity.

4. CONCLUSION

Online customer reviews and brand awareness have been shown to have a positive
influence on the level of trust and purchase interest of Shopee users in the Solo region,
with trust being the most dominant factor. Approximately 77.9% of purchase intent can
be explained by these three variables. The study emphasizes the importance of authentic
reviews, transparent communication, and consistent brand identity to strengthen trust.
Further research recommended to add other variables and use a larger sample size for
more generalizable results.

Theoretically, this study strengthens the understanding of trust as a central
mediator in digital consumer behavior. Practically, the findings emphasize the need to
improve review quality, transparent product information, and consistent brand
communication to enhance consumer trust. Future research should examine additional
variables, test other e-commerce platforms, or use longitudinal designs for broader
generalization.
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