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ABSTRACT

Repurchase intention is a commitment of a
customer formed as a consumer purchases a
product or service. Many factors influencing
repurchase intention, including the E-Word of
Mouth (E_WOM), brand image and brand trust.
E-WOM is an effective tool for building brand
awareness, creating hype in the market,
influencing purchasing decision and developing
brand loyalty. Brand image is a description of
association of consumer beliefs in a particular
brand. Brand Trust is a customer's desire to rely
on a brand at any cost. The present study is a
survey using an associative quantitative
approach aimed at determiniong the effect of E-
WOM and brand image on repurchase intention
moderated by brand trust. The population of the
study included all customers of Garuda
Indonesia airline who have used the airline in
the past year, especially the Garuda Indonesia
Medan, which amounted to 36,000 during 2019.
The sampling method used a sample formula
with certain criteria so that were 100 samples.
The data collection method wused a
guestionnaire. Data analysis used path analysis.
The results of the the study showm that E-WOM
has a significant effect on Brand Trust. Brand
Image has a significant influence on Brand
Trust. Brand Trust has a significant positive
effect on the Repurchase Intention variable. E-
WOM has a significant positive effect on
variable Repurchase Intention. Brand Image has
a significant effect on the Repurchase Intention
variable through Brand Trust. E-WOM has a
significant  positive effect on variable
Repurchase Intention through Brand Trust.

Brand Image has a significant effect on the
Repurchase Intention. In other words, Brand
Trust is proven to moderate the influence of
Brand Trust on Repurchase Intention. It is
recommended that Garuda Indonesia Airlines
provide consistent, fast and quality service so
that it gets positive reviews from customers
which will increase Repurchase Intention of
Garuda Indonesia flight tickets.

Keywords: E-WOM, Brand image, brand trust,
repurchase intention.

BACKGROUND

The growth of air transportation in
Indonesia has increased. In 2017, the
number of air transport passengers was 109
million passengers while in 2016 it was 99.7
million passengers, an increase of 9.6%
(www.inaca.or.id, 2019). The increase in the
number of passengers led to the
establishment of many airlines, but it also
resulted in increasingly fierce competition
between airlines. Airlines compete to
provide affordable flight services. The types
of flight services in Indonesia are divided
into two, namely full service carriers and
low cost carriers. One of the airlines with
full service (full service carrier) is PT.
Garuda Indonesia (Persero) Thk. Garuda
Indonesia was able to get various awards
both nationally and internationally (Ruru,
Sidik, and Goenawan, 2018). In addition,
Garuda Indonesia also won the TOP Brand
Award in Indonesia in 2020.
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Garuda Indonesia already has a good
brand image in the minds of consumers so
that it can become a top brand award at
number one compared to its competitors.
Although Garuda Indonesia is always
ranked first in the Top Brand Awards,
Garuda Indonesia has experienced a decline
in its Brand Image in the Top Brand Index
in 2017 to 2020.

The decrease in TBI on Garuda
Indonesia indicates a decrease in how the
Garuda Indonesia brand is remembered
(Mind Share) and a decrease in the desire to
buy related in the future (Commitment
Share). Commitment share is related to
repurchase intention because it is related to
the desire to buy in the future. A good brand
image alone is not enough to generate
profits for the company in the long run.
Garuda Indonesia must be able to
accommodate various consumer requests so
that consumers will make repeat purchases
in the future.

According to data published by
databoks.katadata.co.id (2019) from Garuda
Indonesia (Persero) Tbk, 2019, the total
number of Garuda Indonesia passengers
(domestic and international) in 2018, fell
1.46% to 23.61 million passengers, where
previously in 2017 there were 24 million
subscribers. According to the financial
statements of PT. Garuda Indonesia Tbk,
airline  passengers for domestic and
international flights decreased from 2017 to
2019. Likewise, Garuda Indonesia Medan
Airlines experienced a decrease in the
number of passengers both domestically and
internationally from 36,000 passengers in
2020 to 9,000 passengers until October
2020. The main factor causing the decline in
the number of passengers, especially in
2020 was the danger of the COVID-19
pandemic which caused concern high for
each passenger. Garuda Indonesia must be
able to accommodate various customer
requests so that customers will re-purchase
tickets in the future. When viewed from the
number of customers who have decreased,
this means that there are customers who are
not interested in repeat purchases in the

future. If customers do not repurchase, this
can lead to a decrease in operating income.

Repurchase Intention is a consumer
commitment that is formed after a consumer
makes a purchase of a product or service
where this commitment arises from the
consumer's positive impression of a brand
and satisfying consumption of the purchase
(Hicks et al., in Arif, 2019). To increase
repurchase interest, a positive E-WOM
(Electronic Word of Mouth) is needed.
According to Schau et al., in Arif (2019)
that E-WOM has a significant effect on
reducing the likelihood of being cheated
from viewing the articles reviewed and this
consumer satisfaction will be an online
repurchase interest. E-WOM is based on
informal communication between
consumers who use various online media to
discuss  the  positive or  negative
characteristics of any goods or services, or
even producers or sellers (Litvin et al., in
Nuseir, 2019).

According to data published by
kompasiana.com (2019), Garuda Indonesia
is in the public spotlight related to the case
of a Garuda Indonesia customer who
uploaded a photo of a handwritten menu list
on a Garuda Indonesia business class flight.
The customer was reported on suspicion of
defamation. As a result of this report,
Garuda Indonesia received negative public
sentiment on various social media. The
public considered that Garuda Indonesia's
reaction was a form of anti-criticism and
seemed excessive. This negative sentiment
adds to the bad impression of Garuda
Indonesia's E-WOM.

Garuda Indonesia has prepared a
strategy during the COVID-19 pandemic to
reduce negative sentiment from passengers,
such as prioritizing flight safety and security
and employees and services, holding
intensive discussions with the government
as the company's shareholder to obtain the
necessary  support, optimizing cargo
services and actively supporting government
efforts, especially those related to handling
COVID-19 and implementing flight health
protocols such as physical distancing in
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flights, implementing pre-medical checks
for cabin crew, using protective equipment
for crew on duty, disinfecting the fleet,
eliminating reading material to minimize
cross contamination and the use of mono-
use in the presentation of in-flight meals
(www.cnbcindonesia.com, 2020).

According to previous research
conducted by Panigoro et al., (2018) that E-
WOM has a positive and significant effect
on Repurchase Intention, while according to
research conducted by Savitri (2016) found
that E-WOM has no effect on Repurchase
Intention. These two studies have different
results, causing a research gap between the
two studies and this can support the
phenomenon in this study.

Electronic Word of Mouth (E — WOM)

E-WOM s a traditional concept of
WOM that was developed, E-WOM is a
dynamic and continuous process of
exchanging information between existing
consumers, actual consumers or potential
consumers about a product, service, brand
or company that is open to many people and
institutions via the internet (Ismagilova , et
al., 2017). According to Thurau et al. in
Haikal et al., (2018) Electronic Word of
Mouth is a positive or negative statement
made by consumers about a product or
company that can be accessed by many
people or institutions via the internet.
Meanwhile, according to Cheung and Lee in
Haikal et al.,(2018) stated that E-WOM s
an online consumer review consisting of
analysis and comments generated and
posted by end-user products who have spent
their money on the product and used it.

Based on this, the message contained
in E-WOM is a very important message for
consumers, because when it comes to
information about product or service quality
it will be an important reference in the
decision-making process (Chevalier and
Mayzlin in Imbayani and Gama, 2018). E-
WOM is generally considered beneficial
because it is easily available and can be
accessed by anyone who can use the internet
(Evans and Erkan in Nuseir, 2019).

Brand Image

Tjiptono (2014:4) states that brand
image is a description of the association of
consumer beliefs towards certain brands.
Meanwhile, Kotler & Keller (2016) define
brand image as "The perceptions and beliefs
held by consumers, as reflected in the
associations held in consumer memory." in
the mind and memory of a consumer
himself. This perception can be formed
from information or past experiences of
consumers with the brand. Kotler & Keller
(2016) suggest that "All companies strive to
build a brand image with as many strong,
favorable, and unique brand associations as
possible.” create a brand that is as unique as
possible that can be profitable. Brand image
is a number of beliefs, ideas and
impressions held by a person about an
object. Meanwhile, brand image is the
perception and belief held by consumers, as
reflected by associations embedded in
consumers' memories.

Based on several definitions of
brand image mentioned above, it can be
concluded that brand image is what is
perceived by consumers. Perception in this
case is the process used by an individual to
select, organize and interpret information
inputs to create a meaningful picture of the
world. In order for the brand image to be
formed according to or close to the brand
identity expected by the company, the
company as a producer must be able to
understand and exploit the elements that
make up a brand that has a good image. This
brand image is expected to produce an
important quality according to consumer
perception. This is called perceived quality
(Perceived Quality).

Brand Trust

Brand Trust is defined as the
consumer's belief and willingness to rely on
the brand's ability to perform the promised
function (Chudhuri and Holbrook, 2001).
Brand trust is a customer's desire to rely on
a brand with risks faced because
expectations of the brand will lead to
positive results (Lau and Lee, in Navarone
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and Evanita, 2019). According to Delgado
et al., in Navarone and Evanita (2019) stated
that Brand Trust (brand trust) is defined as a
feeling of security held by consumers in
their interactions with brands, that it is
based on the perception that the brand is
trusted and responsible for the interests and
welfare of consumers. Brand trust comes
from the consumer's experience with the
brand. Brand trust is also obtained if the
company is able to create and maintain
positive emotional relationships  with
consumers, where the emotional connection
must be built over a period of time that is
not short but consistently and persistently
(Delgado and Manuera, 2005).

Repurchase Intention

Repurchase Intention is part of
consumer buying behavior where the match
between the performance of the product or
service offered by the company generates
consumer interest to consume it again in the
future (Wijaya in Apriyani and Subharti,
2017). Repurchase Intention is also a
subjective probability that someone will buy
a product or service continuously from an
electronic supplier or store in the future
(Yan and Yu in Arif, 2019). Meanwhile,
according to Hellier in Juwiriyah (2019) that
repurchase intention is to buy another
product or service appointed from the same
company by considering the previous

situation with the current situation. Purchase
intention (purchase intention) is a consumer
commitment that forms after the consumer
makes a purchase of a product or service.
This commitment arises from consumers'
positive impressions of a brand, and
satisfying consumption of the purchase
(Hicks et al., in Arif, 2019).

Conceptual framework

Brand Trust also has an influence on
E-WOM, according to research by Cheung
and Thadani, Sparks and Browning in
Bhandary and Rogers (2017) that E-WOM
can influence consumer perceptions and
behavior online, including brand trust and
their purchase intentions. According to
previous research conducted by Haikal,
Handayani and Nuryakin (2018), that E-
WOM has a positive effect on Brand Trust,
E-WOM has various reviews about brands
and this will affect consumer trust in brands.
Reviews from internet users will shape
brand perception. This will affect consumer
confidence in the brand.

This study consists of 2 (two)
independent variables namely Electronic
Word of Mouth and Brand Image and 1
(one) moderate variable namely Brand Trust
and 1 (one) dependent variable namely
Repurchase Intention, so that the research
concept framework can be described as
follows:

Electronic Word of
Mouth/ E-WOM
(X1)

Hq

n
o

Brand Trust H3 m
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Repurchase Intention
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Brand Image
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Figure 1. Conceptual Framework
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Hypothesis
1. Electronic Word of Mouth (E-WOM)
has a positive and significant effect on

Brand Trust on Garuda Indonesia
airline.
2. Brand Image has a positive and

significant effect on Brand Trust on
Garuda Indonesia airline.

Brand Trust has a positive and
significant effect on Repurchase
Intention on the Garuda Indonesia
airline.

Electronic Word of Mouth (E-WOM)
has a positive and significant effect on
Repurchase Intention on  Garuda
Indonesia airline.

Brand Image has a positive and
significant effect on Repurchase
Intention on Garuda Indonesia airline.
Electronic Word of Mouth has a positive
and significant effect on Repurchase
Intention through Brand Trust on
Garuda Indonesia airline.

Brand Image has a positive and
significant impact on Repurchase
Intention through Brand Trust on
Garuda Indonesia airlines

RESEARCH METHODS
This research is quantitative research
with associative or relationship research

design. According to Siregar (2013),
associative research is research that aims to
determine the relationship between two or
more variables. The variables that are
connected in this study include Electronic
Word of Mouth and Brand Image as the
independent variable (X), Brand Trust as the
intervening variable (Z) and Repurchase
Intention as the dependent variable (Y). The
population of this research is all Garuda
Indonesia airline customers who have used
Garuda Indonesia airline in the last year,
especially for Garuda Indonesia Medan
airline, which amounted to 36,000 during
2019. The method of determining the
sample in this study uses the purposive
sampling method with the number of
research samples is 100 people based on the
calculation of the Slovin formula.

RESULT AND DISCUSSION
Hypothesis Test Results
First Substructure Path Analysis
Hypothesis Test Results

The analysis of the first substructure
path includes the direct effect of E-WOM
on Brand Trust, direct influence of Brand
Image on Brand Trust, direct influence of
Brand Trust on Repurchase Intention with
the following results:

Table 1: First Substructure Path Analysis Results

Variabel Bebas Pengaruh Kesimpulan
t-nitng | Sig-p | R-square

E-WOM against Brand Trust 8.300 | 0.000 | 0.413 Significant

Brand Image of Brand Trust 8.367 | 0.000 | 0.417 Significant

Brand Trust on Repurchase Intention | 13.083 | 0.000 | 0.636 Significant

Effect of X1 (E-WOM) on Z (Brand
Trust)

Table 1 shows that the t-count value
of X1 (E-WOM) is 8,300 with a
significance value of p = 0.000 and an R-
square value = 0.413. It can be seen that the
t-count (8.300) > t-table and p (0.000)
<0.05. So it can be concluded that the
variable X1 (E-WOM) has a significant
positive effect on the variable Z (Brand
Trust).

The results of the study show that E-
WOM has a significant influence on brand

trust, this is evidenced by Garuda Indonesia
airline  where Garuda Indonesia was
awarded as one of the best airlines in Asia
in the category "Major Airlines" version of
the TripAdvisor travel site based on world
traveler reviews flight service users on the
internet. This is due to customer trust in the
Garuda Indonesia brand in the use of flight
services (swa.co.id, 2020). The eWOM
activity built by Garuda Indonesia created
more positive statements than negative
statements by actual or previous consumers
regarding Garuda Indonesia's flight services
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via the internet. The existence of a positive
E-WOM creates customer confidence in the
Garuda Indonesia brand. This is in line with
the opinion that Brand Trust is the
willingness of consumers to believe in a
brand even though it is risky because there
IS an expectation that the brand will give
positive results.

Effect of X2 (Brand Image) on Z (Brand
Trust)

Table 1 shows that the t-count value
of X2 (Brand Image) is 8,367 with a
significance value of p = 0.000 and an R-
square value = 0.417. It can be seen that the
t-count (8.367) > t-table and p (0.000) <
0.05. So it can be concluded that the
variable X2 (Brand Image) has a significant
positive effect on the variable Z (Brand
Trust).

Based on the results of the study that
brand image significantly affects brand
trust, this is in line with the brand image
created by Garuda Indonesia where Garuda
Indonesia airline can maintain its brand
image as one of the world's airlines with the
best standards for implementing health and
safety protocols during the pandemic
version. Safe Travel Barometer. Garuda
Indonesia brings a sense of security and
comfort to passengers through the consistent
implementation of health protocols and
service standards that prioritize quality and
safety. Garuda Indonesia also appeared
before the public with a series of
innovations in terms of branding. For
example, the use of masks on the muzzle of
aircraft in several fleets, and branding by
cooperating with Raffi Ahmad as a
celebrity. It is important for Garuda
Indonesia to carry out the right branding by
prioritizing the passenger experience
(marketeers.com, 2020). This can also lead

to consumer confidence in using Garuda
Indonesia flight services because they feel
safe and comfortable.

Effect of Z (Brand Trust) on Y
(Repurchase Intention)

Table 1 shows that the t-count value
of Z (Brand Trust) is 8,367 with a
significance value of p = 0.000 and an R-
square value = 0.636. It can be seen that the
value of t-count (13.083) > t-table and p
(0.000) < 0.05. So it can be concluded that
the wvariable Z (Brand Trust) has a
significant positive effect on the variable Y
(Repurchase Intention).

The results of this study are in line
with the brand trust created by the Garuda
Indonesia airline where there is an increase
in the number of passengers at the end of
the year during the Covid-19 pandemic,
which is 40,000 per day. Passengers believe
that Garuda Indonesia has implemented
health protocols and implemented physical
distancing on the plane so that they feel safe
and comfortable. This means that customer
trust in the Garuda Indonesia airline brand
creates repurchase intention even though
Garuda Indonesia airline experienced a
decline in passengers at the beginning of the
Covid-19 pandemic and before
(cnbcindonesia.com, 2020).

Hypothesis Test Results of the Second
Substructure Path Analysis

The second substructure path
analysis includes the direct effect of E-
WOM on Repurchase Intention, the direct
effect of Brand Trust on Repurchase
Intention, the indirect effect of E-WOM on
Repurchase Intention and the indirect effect
of Brand Image on Repurchase Intention
with the following results:

Table 2. Second Substructure Path Analysis Results (Direct and Indirect Influence)

Effect Conclusion
Independent Variable Direct Indirect

Slg'p R'square S'Q‘p R'Square
E-WOM to Repurchase Intention 0.000 | 0.512 0.000 | 0.706 Significant
Brand Image to Repurchase Intention | 0.000 | 0.541 0.000 | 0.719 Significant
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Direct and Indirect Effects of X1 (E-
WOM) on Y (Repurchase Intention)

Table 2 shows that directly the X1
variable (E-WOM) has a significant effect
on the Y variable (Repurchase Intention)
with a p value = 0.000 and R-square =
0.512. While indirectly, the X1 variable
(E_WOM) has a significant effect on the
variable. Y (Repurchase Intention) through
Brand Trust with a value of p = 0.000 and
R-square = 0.706. It can be seen that in the
indirect effect, there is an increase in the R-
square value to 0.706. This means that in
total variable Z (Brand Trust) is proven to
moderate the effect of variable X1
(E_WOM) on variable Y (Repurchase
Intention).

The results of this study are in line
with what is happening in the field by the
Garuda Indonesia airline where with a
positive EWOM there is a growth in the
number of passengers. This indicates that
customers have increased trust in using
Garuda Indonesia's air  transportation
services because it is safe and comfortable
which is optimized through the consistent
application of health protocols distributed
through EWOM. The increase in the
number of passengers at the end of the year
during the pandemic continued with
increasing customer repurchase interest.
This shows that the effect of electronic word
of mouth on repurchase intention has an
indirect effect on the role of the mediating
variable, namely brand trust.

Direct and Indirect Effects of X2 (Brand
Image) on Y (Repurchase Intention)
Table 2 shows that the variable X2
(Brand Image) has a significant effect on the
variable Y (Repurchase Intention) with a
value of p = 0.000 and R-square = 0.541.
While indirectly, the variable X2 (Brand
Image) has a significant effect on the
variable. Y (Repurchase Intention) through

moderate (strengthen) the effect of variable
X2 (Brand 1Image) on variable Y
(Repurchase Intention).

Brand Image has an effect on
customer buying interest and is one of the
key factors considered. The brand image
formed by Garuda Indonesia to customers is
that Garuda Indonesia  consistently
prioritizes service quality by presenting the
best aspects such as changing aircraft
interiors and adding AVOD (Audio and
Video on Demand) facilities, on time and
safe, fast and precise, clean and comfortable
and reliable, professional, competent and
ready to help customers. This further
increases brand trust in customers so that
customers will make repeat purchases in the
future. Consumer buying behavior is often
initiated and influenced by many external
stimuli, both in the form of marketing
stimuli and environmental stimuli. The
personal characteristics of consumers that
are used to process these stimuli are very
complex, and one of them is the consumer's
motivation to repurchase. Therefore, the
formation of brand image greatly affects
brand trust to repurchase.

CONCLUSION

1. E-WOM has a significant influence on
Brand Trust.

2. Brand Image has a significant influence
on Brand Trust.

3. Brand Trust has a significant positive
effect on the Y variable (Repurchase
Intention).

4. E-WOM has a significant positive effect
on variable Y (Repurchase Intention).

5. Brand Image has a significant effect on
variable 'Y (Repurchase Intention)
through Brand Trust.

6. E-WOM has a significant positive effect
on variable Y (Repurchase Intention)
through Brand Trust.

7. Brand Image has a significant effect on

Brand Trust with a value of p = 0.000 and variable 'Y (Repurchase Intention)
R-square = 0.719. It can be seen that on the through Brand Trust.
indirect effect, there is an increase in the R-
square value to 0.719. This means that in  Acknowledgement: None
total variable Z (Brand Trust) is proven to
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