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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh word of mouth dan brand
trust baik secara masing-masing maupun secara keseluruhan terhadap purchase
intention maskapai penerbangan Garuda Indonesia. Metode yang digunakan
dalam penelitian ini ialah metode deskriptif dengan pendekatan kuantitatif.
Populasi dalam penelitian ini adalah pengguna jasa penerbangan Garuda
Indonesia di Kota Palembang. Jumlah populasi diambil dari data lima tahun
terakhir sebanyak 10.363 orang. Sampel dipilih menggunakan metode purposive
sampling sebanyak 109 responden. Teknik analisis pengumpulan data melalui
kuesioner, obeservasi, dokumentasi serta studi kepustakaan. Analisis data diolah
menggunakan program SPSS versi 26 dengan teknik analisis regresi linier
berganda. Hasil penelitian menunjukkan bahwa word of mouth berpengaruh
secara signifikan dan positif terhadap purchase intention konsumen. Demikian
pula, brand trust berpengaruh signifikan dan positif terhadap purchase intention
konsumen. Word of mouth dan brand trust berpengaruh signifikan dan positif
terhadap purchase intention konsumen.

Kata Kunci: Word Of Mouth, Brand Trust, Purchase Intention Konsumen



ABSTRACK

This study aims to determine the effect of word of mouth and brand trust,
individually and as a whole, on the purchase intention of Garuda Indonesia airline.
The method used in this study is a descriptive method with a quantitative
approach. The population in this study were users of Garuda Indonesia flight
services in the city of Palembang. The total population is taken from the data of
the last five years as many as 10.363 people. The sample was selected using
purposive sampling method as many as 109 respondents. Data collection analysis
techniques are through questionnaires, observations, documentation and literature
study. Data analysis was processed using SPSS version 26 program with multiple
linear regression analysis techniques. The results showed that word of mouth had
a significant and positive effect on consumer purchase intention. Likewise, the
brand trust has a significant and positive effect on consumer purchase intention.
Word of mouth and brand trust have a significant and positive effect on consumer
purchase intention.

Keywords: Word Of Mouth, Brand Trust, Purchase Intention
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