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Abstract -This study aims to investigate the effect of brand leadership (consisting of the dimensions of quality, value, 
innovation, and popularity) perceived by consumers of an e-commerce website on customer satisfaction among private 
college students. The sample of this research was taken from 1026 students using a simple random sampling technique 
and using SEM (Structural Equation Model) with SmartPLS software version 3.0 as a statistical tool. The results of 
this study indicate that all dimensions of brand leadership have a positive and significant effect on customer 
satisfaction. The quality dimension has the most influence to drive customer satisfaction on e-commerce sites. Then 
followed by the dimensions of value, innovation, and popularity. The study notes that consumers have logical opinions 
on leading brands even when they are not yet popular. Online reviews and word-of-mouth reviews can be used to 
increase brand popularity based on the best product quality. 
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I. INTRODUCTION 

 
Digital developments have changed the way consumers behave. It is undeniable that currently, people in the world 
and Indonesia have made a lot of purchases online. The number of transactions from year to year is increasing and the 
types of goods that people buy are also increasingly diverse. From survey data conducted in the first semester of 2019 
conducted by JAKPAT, it is known that 60.5% of respondents prefer to do online shopping activities rather than 
visiting offline stores. The reasons respondents prefer to make transactions online are because it is faster and more 
efficient (65.7%), there are many promos and discounts (62.9%), competitive prices tend to be cheaper (59.3%), and 
time flexibility for shopping (59%). Taking sources from the wearesocial.com report in January 2019, there was an 
increase in the number of people conducting e-commerce transactions by 5.9% compared to the previous year and this 
can still grow because the penetration of the e-commerce market in Indonesia is still quite low, which is at 40% 
(Binus.ac.id, 2019). 
 
In addition, global e-retail sales accounted for 10.2 percent of all retail sales worldwide in 2017, and this number is 
expected to reach 17.5 percent by 2021 (Chiu & Cho, 2019). Still referring to the report from wearesocial.com, there 
is a significant increase in the online shopping behavior of the Indonesian people. The highest growth was in the food 
and care product category, which was 30%, the second was the toy and hobby product category at 25%, and the third 
was in the electronic goods category at 24%. However, in terms of transaction value, the highest sales were in the 
online travel category with a nominal value of USD 9,376 billion, then there were sales of furniture of USD 1,674 
billion and toys and hobbies of USD 1.46 billion. Looking at the results of these data, it can be seen that nowadays 
many people have started to switch from those who usually like shopping for household needs by visiting stores, 
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gradually switching to shopping for household needs online. Other than that, traveling and buying a toy and hobby 
has become a lifestyle and a necessity for people in Indonesia (Binus.ac.id, 2019). 
 
Due ito ithe iintensification iof ionline ishopping, ithe ie-commerce iwar iis ibecoming imore iand imore iintense, iespecially 

iamong ithe imost ipopular ie-commerce iwebsites iin ithe iUS, isuch ias iAmazon, ieBay, iBestBuy, iand iTarget. iThese ie-
commerce iwebsites ioffer ian ieasy iand ieconomical iway ifor imanufacturers ior iretailers ito idistribute itheir igoods imore 

ieffectively iand ireach ipotential iconsumers i(Garín-Muñoz iet ial., i2019). iMeanwhile, iconsumers ihave imore ichoices iand 

ibetter itransactions ion idifferent ie-commerce iwebsites. iThus, ifrom ia iconsumer iand ibusiness ipoint iof iview, ie-
commerce imanagers iand iacademics ineed ito iunderstand ithese ivirtual idistribution ichannels i(Tsagkias iet ial., i2021). 
 
In iaddition, ias iconsumers ibecome imore itechnology-savvy, ie-commerce imanagers iand iacademics ineed ito 

icomprehensively iunderstand iconsumer ineeds iand ithe ifactors ithat iinfluence itheir idecisions ito iselect iand ishop ion ie-
commerce iwebsites. iIn igeneral, ithere iare itwo istages iof iunderstanding ionline iconsumption ibehavior. iThe ifirst istage iis 

iconcerned iwith ihow ito iencourage ipeople ito ibuy ionline, iand ithe isecond istage iis ito iencourage ithem ito irepurchase, ithe 

iimportant ithing iis ihow ito iretain icustomers iwho ihave ivisited ie-commerce iwebsites. iIt icosts itime iand ieffortless ito 

iretain iexisting icustomers ithan ito iacquire inew iones. iThese irepeat icustomers ispend imore imoney ion itheir ipurchases 

iand igenerate imore iprofitability ithan inew icustomers i(Chiu i& iCho, i2019). i 
 
Thus, ihow ito iretain iexisting icustomers ito imake irepurchases iis ia imajor iconcern ifor ie-commerce iwebsites ithan iever 

ibefore i(Sullivan i& iKim, i2018). iHowever, iit iis isaid ithat ithe irepurchase irate iis ithe imost ineglected iindicator ifor ie-
retailers. iMoreover, iit ishould ibe inoted ithat ionly i32 ipercent iof icustomers irepurchase ion ithe isame ie-commerce iwebsite 

iin itheir ifirst iyear i(Chiu i& iCho, i2019). 
 
Thus, ie-commerce iwebsites ithat ifocus ion ithese iattributes ican icreate ia i“branded” ishopping iexperience ifor iconsumers 

i(Mohseni iet ial., i2018). iMeanwhile, iconsumers iare ibecoming imore iaware iof ithe ivalue iof ie-commerce iwebsites iand 

ievaluating ivarious iattributes iand iservices iprovided iby ie-commerce iwebsites i(Garín-Muñoz iet ial., i2019). iHowever, 

ithe irole iof iconsumer-perceived ibrand ileadership iof ie-commerce iwebsites iin icustomer iexperience iand isatisfaction iis 

istill iunknown. iTherefore, ithe imain iobjective iof ithis istudy iwas ito iinvestigate ithe ieffect iof iperceived ibrand ileadership 

iof ie-commerce iwebsites ion icustomer isatisfaction. iThis istudy iexplores ithe idimensions iof ibrand ileadership iconsisting 

iof iquality, ivalue, iinnovation, iand ipopularity. iThis iresearch iseems ito ibe ia ipioneer iin ithe isame istudy iby imaking 

iuniversity istudents ithe isubject iand iunit iof ianalysis. 
 
Therefore, iit iis iimportant ito iidentify ithe ifactors ithat iinfluence ionline icustomer isatisfaction ibehavior. iPrevious istudies 

ihave iexamined ivarious ifactors ithat iinfluence ionline iconsumer isatisfaction ion ie-commerce iwebsites. iThese iinclude 

iperceived ivalue, iwebsite iquality, ifunctionality, iinnovation, iand ipopularity i(Chiu i& iCho, i2019). iThese ifactors imainly 

iexplore iconsumer iperceptions iand iattributes iof ia iparticular ie-commerce iwebsite. iPrevious istudies ihave ifound ithat 

iconsumers iperceive ibrand ileadership ias iinfluencing itheir idecision-making ibehavior i(Widiandita i& iKetut, i2020). 

iMore ispecifically, iconsumers imay iprefer ia ireputable ibrand ior iservice inot ionly ibecause iit iprovides ibetter iquality ior 

ivalue, ibut ialso ibecause iit irepresents ia iself-image i(Chang i& iKo, i2014). iToday, imore ie-commerce iplatforms iallow 

iconsumers ito ieasily ibrowse iand icompare idifferent ie-commerce iplatforms ibefore imaking ia ipurchase. 
 
 

II. METHOD 
 

According ito iCreswell i& iCreswell i(2017), iif ithe ipurpose iof ithis istudy iis ito idetermine ithe irelationship ibetween ithe 

ivariables istudied, ithe iquantitative iapproach iis ithe ibest. iQuantitative iresearch imethods iare isuitable ifor itesting itheories 



INTERNATIONAL JOURNAL OF SOCIAL AND MANAGEMENT STUDIES (IJOSMAS) 

VOLUME: 03 NO. 01                                   HTTPS://WWW.IJOSMAS.ORG                 E-ISSN: 2775-0809 

 

271 

iand ihypotheses ithrough ithe iuse iof ia iset iof istatistical itools i(Creswell i& iCreswell, i2017). iTherefore, ithis istudy iuses ia 

isurvey imethod ito itest ithe iformulated ihypothesis. iTherefore, ia iquestionnaire iwas iadopted ias ian iinstrument ito icollect 

ithe irequired idata. iThe istudy ipopulation iconsisted iof i1205 istudents iat iprivate iuniversities iin iTangerang. iUsing isimple 

irandom isampling, i1205 iquestionnaires iwere isent ionline ito ithe ipopulation. iA itotal iof i1026 iquestionnaires iwere 

ireturned iand ivalid, imaking iup ia iresponse irate iof i85.1%. iTherefore, iaccording ito iRoscoe iet ial. i(1975), ithe inumber iof 

isamples iobtained iwas ivery iadequate. 
 
The nature of this study involves a dependent effect between latent constructs and manifest variables, therefore, the 
reflective measurement model is suitable for this study (Hair Jr et al., 2017). All adopted items were rated on a five-
point Likert scale from 1 (strongly disagree) to 5 (strongly agree). The Brand Leadership (KM) instrument consists of 
four dimensions, namely quality consisting of 3 items (KUL1-KUL3), value consisting of 3 items (NIL1-NIL3), 
innovation consisting of 3 items (INO1-INO3), popularity consisting of 3 items (POP1-POP3) adapted from Chang 
& Ko (2014). The instrument for measuring customer satisfaction consists of 3 items (KP1-KP3) adapted from Janda 
et al. (2002). 
 
The imost ipopular istatistical itechniques iunder ithe iStructural iEquation iModel iSEM iare ithe icovariance-based iapproach 

i(CB-SEM) iand ithe ivariance-based ipartial ileast isquares itechnique i(PLS-SEM) i(Sarstedt iet ial., i2014). iHowever, iPLS-
SEM ihas irecently ireceived iwide iattention iin imany idisciplines isuch ias imarketing, istrategic imanagement, imanagement 

iinformation isystems, iand iother idisciplines i(Hair iet ial., i2012). iThe iability iof iPLS-SEM ito ideal iwith iproblematic 

imodeling iproblems ithat iare icommon iin ithe isocial iscience ienvironment isuch ias iunusual idata icharacteristics i(e.g. inon-
normal idata) iand ihighly icomplex imodels iis ian iimportant ireason ibehind ithe iincreased iuse iof ithis iapproach. 

iConsidering ithe iadvantages iof ithis iapproach, ithis istudy iuses iPLS-SEM ito ifully itest ithe iproposed ihypothesis. 

iSmartPLS i3.0 isoftware iwas iperformed ito ievaluate ieach iouter imodel iand iinner imodel. iTesting iof ithe iouter imodel iis 

icarried iout ito iensure ithe ireliability iand ivalidity iof ithe imeasurements, iwhile ithe ihypotheses iintroduced iare ichecked 

ithrough ithe iinner imodel. iFurthermore, ithe ifinal iresults iof ithe iquestionnaire iwhich iwere ithen iused iin ithis istudy iare ias 

imentioned iin iTable i1. 
 
Table 1. Research Items List 
 

Notations Item References 

   
Brand Leadership (BL) Chang & Ko (2014) 
Quality:  
Q1 This online shopping site has a higher standard of quality.  
Q2 This online shopping site excels in quality standards.  
Q3 These online shopping sites offer higher quality features.  
Value:   
V1 Products from this online shopping site have reasonable prices.  
V2 Products from this online shopping site have better benefits in 

terms of price. 
 

V3 The products of this online shopping site offer more benefits for the 
price. 

 

Innovativeness
: 

  

I1 This online shopping site is more dynamic in improvement.  
I2 This online shopping site is more creative in products and services.  
I3 This online shopping site is more of a trendsetter.  
Popularity:   
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Notations Item References 

P1 This online shopping site is preferred.  
P2 This online shopping site is better known.  
   
Customer Satisfaction (CS) Janda et al. (2002) 
CS1 I am satisfied with my decision to use this online shopping site.  
CS2 Based on all my experiences with this online shopping site, I am 

very satisfied. 
 

CS3 I thought I did the right thing when I decided to use this online 
shopping site. 

 

 
According ito iSekaran i& iBougie i(2003), ithe itheoretical iframework iis ithe ifoundation ion iwhich iall iresearch iprojects 

iare ibased. iFrom ithe itheoretical iframework, ihypotheses ican ibe ideveloped ithat ican ibe itested ito idetermine iwhether ithe 

iformulated itheory iis ivalid ior inot. iThen ilater iit iwill ibe imeasured iby iappropriate istatistical ianalysis. iFor ithis ireason, 

ithe iauthors ibuild ia iresearch imodel ias ishown iin iFigure i1 ibelow: 
 

 
Figure 1. Research Model  

 
In the same vein, the dimensions of Brand Leadership that online consumers value (eg website content and 
functionality) can increase not only satisfaction but also repurchase intention. For example, Chang et al. (2016) found 
that perceived Brand Leadership has a significant influence on consumer word of mouth (WOM) promotions. Thus, 
this study establishes the following:  
hypotheses to test the effect of the four dimensions of Brand Leadership (ie quality, value, innovation, and popularity), 
on customer satisfaction: 
H1. Website quality has a positive influence on customer satisfaction. 
H2. Perceived value has a positive influence on customer satisfaction. 
H3. Perceived innovativeness has a positive influence on customer satisfaction. 
H4. Perceived popularity has a positive influence on customer satisfaction. 
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III. RESULT AND DISCUSSION 
 

Result 
 
A itotal iof i1026 istudents iparticipated, iconsisting iof iboys i(61%) iand igirls i(39%). iAlmost iall irespondents ihave ithe 

isame iage igroup, inamely i17-24 iyears. iThe imeasurement imodel itesting iphase iincludes itesting iof iconvergent ivalidity, 

idiscriminant ivalidity. iMeanwhile, ito itest iconstruct ireliability, iCronbach's ialpha iand icomposite ireliability ivalues iwere 

iused. iThe iresults iof ithe iPLS ianalysis ican ibe iused ito itest iresearch ihypotheses iif iall iindicators iin ithe iPLS imodel ihave 

imet ithe irequirements iof iconvergent ivalidity, idiscriminant ivalidity, iand ireliability itesting. iConvergent ivalidity itest iis 

idone iby ilooking iat ithe iloading ifactor ivalue iof ieach iindicator ito ithe iconstruct. iIn imost ireferences, ia ifactor iweight iof 

i0.7 ior imore iis iconsidered ito ihave istrong ienough ivalidity ito iexplain ithe ilatent iconstruct i(Chin, i1998; iGhozali, i2014; 

iJ. iF. iHair iet ial., i2010). iIn ithis istudy, ithe iminimum iaccepted iloading ifactor iis i0.7, iand iwith ithe icondition ithat ithe 

iAVE ivalue iof ieach iconstruct iis i> i0.5 i(Ghozali, i2014). iAfter igoing ithrough iSmartPLS i3.0 iprocessing, iall iindicators 

ihave ia iloading ifactor ivalue iabove i0.7 iand ian iAVE ivalue iabove i0.5. iThe ifit ior ivalid imodel iof ithis istudy ican ibe iseen 

iin iFigure i2. iThus, ithe iconvergent ivalidity iof ithis iresearch imodel ihas imet ithe irequirements i(Purwanto iet ial., i2019, 

i2020; iPurwanto, iAsbari, i& iSantoso, i2021b, i2021a; iPurwanto, iAsbari, iSantoso, iet ial., i2021). iThe ivalue iof iloadings, 

iCronbach's ialpha, icomposite ireliability, iand iAVE ifor ieach iconstruct ican ibe iseen iin iTable i2. 
 
Discriminant ivalidity iis icarried iout ito iensure ithat ieach iconcept iof ieach ilatent ivariable iis idifferent ifrom iother ilatent 

ivariables. iThe imodel ihas igood idiscriminant ivalidity iif ithe iAVE isquared ivalue iof ieach iexogenous iconstruct i(the 

ivalue ion ithe idiagonal) iexceeds ithe icorrelation ibetween ithe iconstruct iand iother iconstructs i(the ivalue ibelow ithe 

idiagonal) i(Ghozali, i2014). iThe iresults iof ithe idiscriminant ivalidity itest iare iusing ithe isquared ivalue iof iAVE, inamely 

iby ilooking iat ithe iFornell-Larcker iCriterion iValue iobtained ias ishown iin iTable i3. iThe iresults iof ithe idiscriminant 

ivalidity itest iin itable i3 ishow ithat iall iconstructs ihave ia isquare iroot ivalue iof iAVE iabove ithe icorrelation ivalue iwith ithe 

iother ilatent iconstruct i(via ithe iFornell-Larcker icriterion). iLikewise, ithe icross-loading ivalue iof iall iitems ifrom ione 

iindicator iis igreater ithan ithe iother iindicator iitems ias imentioned iin iTable i3, iso iit ican ibe iconcluded ithat ithe imodel ihas 

imet idiscriminant ivalidity i(Fornell i& iLarcker, i1981). i 
 
Furthermore, icollinearity ievaluation iis icarried iout ito idetermine iwhether ithere iis ia icollinearity iproblem iin ithe imodel. 

iTo ifind ithe icollinearity, iwe ineed ithe iVIF icollinearity istatistics iof ieach iconstruct. iIf ithe iVIF iis imore ithan i5, ithen ithe 

imodel ihas icollinearity i(Hair iet ial., i2014). iAs ishown iin iTable i4, iall iVIF iscores iare iless ithan i5, ii.e. ithe iresults iof ithe 

icollinearity istructural imodel ireveal iVIF ivalues ibelow i2. iThis ishows ithat ithis iresearch imodel idoes inot ihave 

imulticollinearity iproblems. i 
 
Construct ireliability ican ibe iassessed ifrom ithe ivalue iof iCronbach's ialpha iand icomposite ireliability iof ieach iconstruct. 

iThe irecommended ivalue iof icomposite ireliability iand iCronbach's ialpha iis imore ithan i0.7 i(Ghozali, i2014). iThe iresults 

iof ithe ireliability itest iin itable i2 ishow ithat iall iconstructs ihave icomposite ireliability iand iCronbach's ialpha ivalues 

igreater ithan i0.7 i(> i0.7). iIn iconclusion, iall iconstructs ihave imet ithe irequired ireliability. 
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Figure 2. Valid Research Model 

Source: SmartPLS 3.0 Processing Results (2022) 
 
 
Table 2. Items Loadings, Cronbach’s Alpha, Composite Reliability, and Average Variance Extracted (AVE) 

Variables Items Loadings 
Cronbach’s 
Alpha 

Rho_A Composite 
Reliability 

AVE 

Brand Leadership: Quality (Q) Q1 0.866 0.840 0.840 0.904 0.758 
 Q2 0.900     
 Q3 0.845     
Brand Leadership: Value (V) V1 0.858 0.805 0.808 0.885 0.720 
 V2 0.872     
 V3 0.814     
Brand Leadership: Innovativeness (I) I1 0.851 0.866 0.867 0.918 0.789 
 I2 0.911     
 I3 0.902     
Brand Leadership: Popularity (P) P1 0.913 0.764 0.773 0.894 0.809 
 P2 0.885     
Customer Satisfaction (CS) CS1 0.822 0.777 0.780 0.870 0.691 
 CS2 0.830     
 CS3 0.842     

Source: SmartPLS 3.0 Processing Results (2022) 
 
 
Table 3. Discriminant Validity 

Variables I CS Q V P 

I 0.888         

CS 0.583 0.831       

Q 0.483 0.678 0.870     

V 0.565 0.627 0.615 0.848   
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Variables I CS Q V P 

P 0.685 0.485 0.431 0.434 0.899 
Source: SmartPLS 3.0 Processing Results (2022) 
 
Table 4. Collinearity (VIF) 

 Variables I CS Q V P 

I   2.279       

CS           

Q   1.714       

V   1.893       

P   1.931       
Source: SmartPLS 3.0 Processing Results (2022) 
 
 
Table 5. R Square Value 

 Variables R Square R Square Adjusted 

CS 0.574 0.573 
Source: SmartPLS 3.0 Processing Results (2022) 
 
Table 6. Hypotheses Testing 

Hypotheses Relations
hip 

Original 
Sample 
(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values Decision 

H1 Q -> CS 0.406 0.403 0.026 15.918 0.000 Supported 

H2 V -> CS 0.229 0.232 0.033 6.830 0.000 Supported 

H3 I -> CS 0.213 0.213 0.038 5.665 0.000 Supported 

H4 P -> CS 0.065 0.065 0.032 2.010 0.045 Supported 

Source: SmartPLS 3.0 Processing Results (2022) 
 

Hypothesis itesting iin iPLS iis ialso iknown ias iinner imodel itesting. iThis itest iincludes ia itest iof ithe isignificance iof idirect 

iand iindirect ieffects ias iwell ias imeasuring ithe imagnitude iof ithe ieffect iof iexogenous ivariables ion iendogenous 

ivariables. iTo idetermine ithe ieffect iof ithe ifour idimensions iof iBrand iLeadership iconsisting iof iquality, ivalue, 

iinnovation, iand ipopularity ion icustomer isatisfaction, ia idirect iinfluence itest iis ineeded. iThe ieffect itest iwas icarried iout 

iusing ithe it-statistical itest iin ithe ipartial ileast isquared i(PLS) ianalysis imodel iusing ithe iSmartPLS i3.0 isoftware. iWith 

ithe ibootstrapping itechnique, ithe iR iSquare ivalue iand ithe isignificance itest ivalue iwere iobtained iin iTable i5 iand iTable 

i6. iThe iresults ifor iall ihypotheses i(H1, iH2, iH3, iH4) iare isupported. 
 
Discussion 
 
Based ion iTable i5, ithe iR iSquare ivalue iof icustomer isatisfaction i(CS) iis i0.574 iwhich imeans ithat ithe icustomer 

isatisfaction i(CS) ivariable ican ibe iexplained iby ithe ifour idimensions iof iBrand iLeadership, inamely iquality i(Q), ivalue 

i(V), iinnovation i(I), iand ipopularity. i(P) iis i57.4%, iwhile ithe iremaining i42.6% iis iexplained iby iother ivariables inot 

idiscussed iin ithis istudy. iMeanwhile, iTable i6 idisplays ithe it-statistics iand ip-values ithat ishow ithe iinfluence ibetween ithe 

iresearch ivariables ithat ihave ibeen imentioned. 
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The imain iobjective iof ithis istudy iwas ito iinvestigate ithe ieffect iof iBrand iLeadership ion icustomer isatisfaction iin 

ipurchasing iat ie-commerce isites ibased ion iCAPS i(Mischel iand iShoda, i1995) iand iECT i(Oliver, i1980). iThis iresearch 

iis irelatively inew iwhich iis iapplied ito ithe iunit iof ianalysis iof iuniversity istudents iin iIndonesia. iThe iresults iof ithis istudy 

iconfirm ithat iall idimensions iof iBrand iLeadership iare ifound ito ihave ia ipositive iand isignificant ipositive ieffect ion 

icustomer isatisfaction. 
 
In iaddition, ithe iquality idimension iof iBrand iLeadership iwas ifound ito ihave ithe imost isignificant ieffect ion isatisfaction. 

iNext ifollowed iby ithe idimensions iof ivalue, iinnovation iand ithe ilast iis ithe idominance iof ipopularity. iThe idiscussion iof 

ithis iresearch idescribes ieach idimension iof iBrand iLeadership. iFirst, iit ihas ibeen inoted ithat, iamong ivarious iaspects iof 

iBrand iLeadership, ithe iperceived iquality iof ionline isites iis ithe imost iimportant iarea iin ithe ie-commerce ifield i(Bai iet ial., 

i2008). iThe iresults iobtained iin ithis istudy isupport ithe iperception ithat ithe iquality iof ia iwebsite ihas ia ipositive ieffect ion 

isatisfaction i(H1). iThis ifinding iechoes iprevious iresearch ithat iperceived iwebsite iquality ito iplay ian iinfluential irole iin 

iconsumer isatisfaction. iMeanwhile, ithe ipopularity idimension ihas ithe ilowest ieffect i(0.065) ito iinfluence icustomer 

isatisfaction iamong istudents. iThat iis, ithis istudy iindicates ithat ithe istudent irespondents iuse ithe ilogic iof iquality irather 

ithan iemotional ipopularity. 
 
However, this study differs from the findings of Chiu & Cho (2019). In Chiu & Cho's research (2019), the dimensions 
of quality and innovation do not have a positive and significant effect on customer satisfaction, while this study finds 
that the four dimensions of brand leadership have a positive and significant effect, with different levels of significance. 
This study proves that students' perceptions of evaluating e-commerce sites are more logical, holistic, and 
comprehensive. In the perception of the respondents in this study, the quality dimension does rank at the top, but the 
respondents still assess the need for other brand leadership factors or dimensions that must be properly involved. 
 
The practical implication of the findings of this study is that to attract non-tech-savvy consumers, word of mouth is a 
powerful marketing tool and an effective marketing tool for building popularity. Of course, it must be followed by 
adequate quality and innovation. Therefore, when service providers ensure that this quality dimension is well 
developed, it can encourage consumers to be loyal to the brand in question. 
 
However, this research is also not without limitations. This study in the future needs to involve the gender and age 
factors of the respondents so that they can map out in more detail each influence of the existing brand leadership 
dimensions. Perhaps, the findings of this study will reveal new, more detailed, and useful facts for the development 
of e-commerce businesses in the future. It is also possible to extend the theoretical model of this study to include 
additional dependent variables such as consumer satisfaction and community culture. 
 

 
IV. CONCLUSION 

 
Finally, the findings of this study confirm that all dimensions of brand leadership, which consist of the dimensions of 
quality, value, innovation, and popularity, have a positive and significant influence on customer satisfaction on 
products marketed on e-commerce sites. The findings and implications of this study are largely in line with the existing 
literature, which was discussed earlier. 
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