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ABSTRACT	

The	 fashion	 industrial	growth	 is	seen	 from	many	and	many	retail	 shops	and	modern	

shopping	 centers	 that	 emerge,	 especially	 Surabaya	 city.	 Brand	 has	 special	 emotional	

bond	created	between	consumers	and	company,	so	consumer	love	toward	some	brand	

will	give	positive	impacts.	This	research	aims	to	know	influences	of	brand	experience,	
brand	 trust,	 and	 brand	 love	 toward	 purchase	 intention	 by	word	 of	mouth	 and	 brand	
loyalty	as	 intervening	 variables	 in	 fashion	 branded	 in	 East	 Surabaya.	 The	 approach	
used	is	quantitative	method	by	causal	research	type.	The	research	samples	are	fashion	

branded	 users	 of	Nike	 brand	 in	 East	 Surabaya	 as	 190	 respondents.	 The	 instruments	

used	 are	 questionnaires	 by	 using	 Likert	 scale.	 The	 analysis	 technique	 chosen	 for	

analyzing	 data	 and	 testing	 hypothesis	 in	 this	 research	The	Structural	Equation	Model	
(SEM).	 The	 research	 results	 show	 that	 Brand	 Experience	 and	 Brand	 Trust	 influence	

toward	Word	of	Mouth	 in	 Fashion	Branded	 in	East	 Surabaya.	Brand	Experience	does	

not	 influence	 significantly	 but	 it	 has	 positive	 influence	 directions	 toward	 Purchase	

Intention	 in	 Fashion	 Branded	 in	 East	 Surabaya.	Brand	Experience	 influences	 toward	
Brand	 Loyalty	 in	 Fashion	 Branded	 in	 East	 Surabaya.	 Brand	 Trust	 influences	 toward	

Purchase	 Intention	 in	 Fashion	 Branded	 in	 East	 Surabaya.	 Brand	 Trust	 does	 not	

influence	 significantly	but	 it	 has	positive	 influences	 toward	Brand	Loyalty	 in	 Fashion	

Branded	 in	 East	 Surabaya.	 Brand	 Love	 does	 not	 influence	 significantly	 but	 it	 has	
positive	 influence	 directions	 toward	 Word	 of	 Mouth	 in	 Fashion	 Branded	 in	 East	

Surabaya.	 Brand	 Love	 does	 not	 influence	 significantly	 but	 it	 has	 positive	 influence	

directions	toward	Purchase	Intention	in	Fashion	Branded	in	East	Surabaya.	Brand	Love	
does	not	 influence	 toward	Brand	Loyalty.	Word	of	Mouth	 and	Brand	Loyalty	 influence	
toward	Purchase	Intention	in	Fashion	Branded	in	East	Surabaya.		

		

Keywords:	 Brand	 Experience,Brand	 Trust,Brand	 Love,Purvhase	 Intention,Word	 Of	
Mouth,Brand	Loyalty	

	

INTRODUCTION	

The	 era	 is	 more	 and	 more	 advanced	 and	 followed	 by	 economical	 globalization	 that	 grows	

rapidly.	One	of	retail	industries	that	experience	quite	significant	development	is	retail	industry	

in	 fashion	 field.	 The	 fashion	 industrial	 growths	 are	 seen	 very	 clearly	 from	many	 and	many	
retail	shops	and	modern	shopping	centers	that	emerge,	especially	Surabaya	city.	According	to	

Indonesian	 Shopping	 Center	 Manager	 Association	 Chief	 (APPBI)	 East	 Java,	 international	
fashion	 brand	 occupancies	 in	 total	 Surabaya	 malls	 had	 achieved	 60%	 and	 almost	 all	 main	
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shops	 in	 malls	 have	 quite-wide	 places	 such	 as	 H&M,	 Pull	 and	 Bear,	 Zara,	 Stradivarius,	 LC	

Waikiki	and	so	on	and	also	opened	the	first	Uniqlo	fashion	retails	in	Surabaya	(Jawa	Pos,	2017).	
according	 to	 Ridwan	 (2016)	 The	 development	 of	 company	 should	 consider	 the	 enviroment	

(society).	(Ridwan,2016).	

	
The	 total	 trademarks	 domestically	 and	 abroadly	 that	 enliven	 retail	 industries	 in	 the	 fashion	

field	 are	 accompanied	 by	 the	 increasing	 and	 increasing	 competitive	 competitions,	 because	
consumers	are	faced	and	faced	by	many	brands,	so	brand	trust	can	also	give	contributions	in	

purchase	intention	increase,	as	Wang	&	Lee,	(2016)	the	research	results	found	that	brand	trust	

has	 also	 significant	 influences	 toward	purchase	 intention.	Goh	Chin	Wei	 (2014)	 showed	 that	
really	love	has	good	or	positive	relations	toward	mouth		communications.	According	to	Ridwan	

(2019);	Ridwan	and	Marti	(2012)	and	Ridwan	(2017),	the	organizational	performance	is	also	
influenced	by	the	contect	of	organization	such	as	organizational	culture	and	decision	types.	

	

Based	 on	 the	 problems	 explained	 above,	 so	 this	 research	 aims	 to	 analyze	 and	 interpret	
influences	of	brand	experience,	brand	trust,	and	brand	love	toward	purchase	intention	by	word	
of	mouth	and	brand	loyalty	as	intervening	variables	in	fashion	branded	in	East	Surabaya.		
	

THEORETICAL	FRAMEWORK	

Brand	Experience	

Brand	experience	is	personal	informational	source	that	can	be	used	for	forming	future	decision	

basis,	such	as	repurchase	intention	(Chinomona,	2013).		

	
Brand	 experience	 is	 begun	 when	 consumers	 are	 seeking	 products,	 purchasing,	 and	 when	
accepting	 services	 and	when	 consuming	 products.	 Brand	 experience	 can	 be	 felt	 directly	 and	

indirectly	when	consumers	are	seeing	advertisement	or	also	when	marketers	communicate	the	
products	through	website	(Chinomona,	2013).	
	
Brand	Trust	

Trust	is	general	hope	that	can	be	maintained	by	individual,	in	which	words	from	one	party	to	

other	parties	can	be	trusted.	Trust	is	important	variable	for	developing	long-term	relations	for	
the	related	parties.		

	
Opportunistical	ones	can	be	avoided	when	trust	is	formed	and	has	positive	hopes,	Robbins	and	

Judge	(2012)	

	
Brand	Love	

Brand	Love	 can	be	meant	as	 emotional	bond	 level	 full	 of	 consumer	 satisfaction	passions	 for	

having	 certain	 brand	 (Carrol	 and	 Ahuvia,	 2006).	 Furthermore,	 Carrol	 and	 Ahuvia	 (2006)	
explained	that	if	consumers	have	used	or	felt	full	satisfaction	level,	 it	will	influence	consumer	

loves	toward	brand,	so	consumers	will	be	more	loyal	toward	brand	and	they	give	good	words	
about	the	brand	to	many	parties	they	want.	The	value	is	called	as	brand	love.	

	

Word	of	Mouth	

Word	 of	 Mouth	 can	 happen	 when	 consumers	 talk	 about	 brand,	 product	 qualities	 and	 the	
services	 that	 have	 been	 used	 by	 them.	 Kotler	 and	 Armstrong	 (2012)	 mentioned	 reference	

intention	is	individual	communication	about	the	products	between	consumers	and	close	other	
people.	WOM	can	be	said	as	very	effective	promotion	form.	
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Brand	Loyalty	

According	 to	 Andriani	 and	 Bunga	 (2017),	 brand	 loyalty	 is	 happy	 attitude	 toward	 brand	 or	

product	conducted	in	purchasing	more	than	one	time	or	frequently	toward	the	brand	in	long-
term.	When	consumer	is	loyal	toward	the	brand,	consumer	does	not	consider	other	products	

or	 brands	 for	 purchased	 except	 the	 products	 often	 purchased.	 Brand	 loyalty	 is	 intrinsic	
commitment	in	repurchasing	toward	certain	brands.		
	

Purchase	Intention	

Purchase	 Intention	 is	 attitude	 available	 as	 response	 toward	 product	 or	 service.	 Purchase	
intention	 is	 also	 repurchase	 intention	 that	 shows	 consumer	 desires	 in	 order	 to	 repurchase	

(Wijaya,	2011).		
 
According	 to	 Schiffman	 and	Kanuk	 (2009),	 purchase	 intention	 is	 real	 thinking	 form,	 formed	

from	 several	 brands	 available	 in	 certain	 periods.	 Consumer	 purchase	 intention	 in	 doing	
transaction	emerges	because	there	is	stimulus	offered	by	company	or	seller.	The	stimulus	can	

be	 designed	 for	 influencing	 purchase	 action.	 When	 purchasing,	 the	 consumer	 purchase	
intention	is	related	to	the	desires	owned	for	using	or	purchasing	certain	products.	 
	

CONCEPTUAL	FRAMEWORK	AND	RESEARCH	HYPOTHESIS	

Conceptual	Framework		

	

Picture	3.1	Conceptual	Framework		

	

RESEARCH	METHODS		

Research	Design		

The	 research	 design	 uses	 quantitative	 method.	 According	 to	 Sugiyono	 Sugiyono	 (2016)	
quantitative	method	is	the	research	that	uses	research	data	such	as	numbers	and	the	analysis	

uses	statistics.	The	research	type	used	 is	causal	research.	Causal	research	 is	 the	relation	that	
characterizes	cause	and	effect	(Sugiyono,	2016).			

	

Population	

The	 population	 or	 generalization	 area	 is	 stated	 by	 the	 researcher	 in	 East	 Surabaya.	 The	

population	taken	in	this	research	consists	of	users	of	Nike	fashion	branded.	
	

Samples	

Sample	taking	uses	accidental	sampling	technique	in	which	the	method	of	determining	samples	
is	incidentally,	whoever	incidentally	meets	the	researcher	can	be	used	as	sample,	if	the	person	

who	is	incidentally	met,	seen	as	suitable	as	sample	(Sugiyono,	2016).	These	sample	measures	
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use	sample	measurement	guide	book	according	to	Hair,	et	al.	in	Ferdinand	(2011)	that	uses	5	
to	10	times	variable	indicators.	So,	this	research	uses	the	samples	of	5	x	38	=	190	respondents.	
The	users	of	Nike	brand	fashion	branded	are	190	respondents,	they	are	the	samples	taken	in	

the	research.		

	
Research	Instrument		

Research	instrument	is	used	for	measuring	natural	or	social	phenomena	observed	(Sugiyono,	
2016).	The	intruments	in	this	research	use	questionnaires	that	contain	the	answers	related	to	

the	variables	used	in	this	research.	

	
This	research	uses	Likert	scale	in	answering	the	questions	in	research	questionnaires.	So,	the	

evaluational	criteria	use	Likert	scale	that	consists	of	5	points,	they	are:	
1. Very	Disagreed	(STS)	
2. Disagreed	(TS)	
3. Quite	Agreed	(CS)	
4. Agreed	(S)	
5. Agreed	(SS)	

	

Data	Analysis	Technique		

Partial	 Least	 Square	 (PLS)	 is	 the	 analysis	 technique	 used.	 According	 to	 Ghozali	 (2016)	 for	
calculating,	it	uses	the	aid	instrument	of	Smart	Partial	Least	Square	(PLS),	because	it	has	multi	
lane	form	and	the	model	used	has	reflective	form.		

	
RESEARCH	RESULT	ANALYSIS		

Partial	Least	Square	(PLS)	Analysis		

Outer	Model	Evaluation	
1. Convergent	Validity	

From	the	analysis	results,	 it	 is	seen	that	 in	all	variable	 indicators,	 there	 is	no	variable	
indicator	valid,	in	which	the	result	has	the	value	of	loading	factor	>	0.50,	it	means	valid.	

2. Discriminant	Validity	
Discriminant	 vaidity	 can	 be	 known	 through	 AVE	method.	 The	 value	 of	 AVE	 has	 good	
discriminant	validity	because	the	value	of	AVE	is	>	0,5.	All	construct	variables	are	stated	

to	have	good	discriminant	validity.		
3. Composite	Reliability	

The	analysis	results	of	all	researh	variables	are	>	0,70.	It	shows	that	each	variable	has	

fulfilled	 composite	 reliability	 so	 it	 can	be	 concluded	 that	all	 variables	are	adequate	 in	
measuring	the	latent	variables	measured	so	they	can	be	used	in	the	further	analysis.	

4. Cronbach	Alpha	
From	the	value	results	of	cronbach	alpha,	it	is	known	that	the	value	of	cronbach	alpha	
from	 all	 research	 variables	 is	 >	 0,60.	 Therefore,	 the	 results	 show	 that	 all	 research	

variables	have	fulfilled	the	value	requirements	of	cronbach	alpha,	so	it	can	be	taken	the	
conclusion	that	all	variables	have	high	reliability	levels.		

	
Inner	Model	Test	
In	 this	 research,	 for	 testing	 the	 research	 hypothesis,	 it	 is	 used	 the	 analysis	 of	 Partial	 Least	
Square	 (PLS)	 by	 the	 program	 of	 Smart	 PLS.	 The	 following	 one	 is	 the	 PLS	 model	 picture	
submitted.	
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Picture	1.	PLS	Research	Model		

	

The	 inner	weight	value	 results	of	Picture	1	above	 show	 that	 the	variables	of	Word	of	Mouth	
and	Brand	Loyalty	are	equally	 influenced	by	the	variables	of	Brand	Experience,	Brand	Trust,	

and	 Brand	 Love	 whereas	 the	 variables	 of	 Purchase	 Intention	 are	 influenced	 by	 Brand	

Experience,	 Brand	 Trust,	 Brand	 Love,	 Word	 of	 Mouth	 and	 Brand	 Loyalty	 explained	 in	 the	
structural	similarities	below	this.	

	

Z1	=	0,343	X1	+	0,238	X2	+	0.105	X3		
Z2	=	0.220	X1	+	0.086	X2	+	0.118	X3		
Y	=	0.077	X1	+	0.195	X2	+	0.058	X3	+	0.337	Z1	+	0.234	Z2		
	

Hypothesis	Testing		

T-statistic	in	Table	6	is	for	answering	the	research	hypothesis	as	follows:		
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Table	6.	Hypothesis	Testing	Results		

		
Original	

Sample	(O)	

Sample	

Mean	(M)	
(STDEV)	

T	Statistics	

(|O/STDEV|)	

Brand	Experience	
(X1)	->	Word	of	
Mouth	(Z1)	

0.343	 0.342	 0.094	 3.631	

Brand	Experience	
(X1)	->	Purchase	
Intention	(Y)	

0.077	 0.076	 0.077	 1.001	

Brand	Experience	
(X1)	->	Brand	
Loyalty	(Z2)	

0.220	 0.220	 0.091	 2.421	

Brand	Trust	(X2)	->	
Word	of	Mouth	(Z1)	

0.238	 0.248	 0.072	 3.325	

Brand	Trust	(X2)	->	
Purchase	Intention	
(Y)	

0.195	 0.197	 0.067	 2.910	

Brand	Trust	(X2)	->	
Brand	Loyalty	(Z2)	

0.086	 0.097	 0.090	 0.952	

Brand	Love	(X3)	->	
Word	of	Mouth	(Z1)	

0.105	 0.115	 0.088	 1.192	

Brand	Love	(X3)	->	
Purchase	Intention	
(Y)	

0.058	 0.065	 0.073	 0.793	

Brand	Love	(X3)	->	
Brand	Loyalty	(Z2)	

0.118	 0.126	 0.085	 1.377	

Word	of	Mouth	(Z1)	
->	Purchase	
Intention	(Y)	

0.337	 0.335	 0.079	 4.292	

Brand	Loyalty	(Z2)	-
>	Purchase	
Intention	(Y)	

0.234	 0.232	 0.064	 3.652	

Source:	Attachment	7	

	

The	testing	results	show	that:	
a. Brand	Experience	has	significant	influences	toward	Word	of	Mouth,	in	which	the	values	

of	T	statistic	as	3.631	mean	bigger	than	1.96.		
b. Brand	 Experience	 does	 not	 have	 significant	 influences	 toward	 Purchase	 Intention,	 in	

which	the	values	of	T	statistic	as	1.001	mean	smaller	than	1.96.		

c. Brand	Experience	has	significant	influences	toward	Brand	Loyalty,	in	which	the	values	of	
T	statistic	as	2.421	mean	bigger	than	1.96.		

d. Brand	Trust	has	significant	influences	toward	Word	of	Mouth,	in	which	the	values	of	T	
statistic	as	3.325	mean	bigger	than	1.96.		

e. Brand	Trust	has	significant	influences	toward	Purchase	Intention,	in	which	the	values	
of	T	statistic	as	2.910	mean	bigger	than	1.96.		

f. Brand	Trust	 does	not	have	 significant	 influences	 toward	Brand	Loyalty,	 in	which	 the	
values	of	T	statistic	as	0.952	mean	smaller	than	1.96.		

g. Brand	Love	does	not	have	significant	 influences	toward	Word	of	Mouth,	 in	which	the	
values	of	T	statistic	as	1.192	mean	smaller	than	1.96.		

h. Brand	Love	 does	not	have	 significant	 influences	 toward	Purchase	 Intention,	 in	which	
the	values	of	T	statistic	as	0.793	mean	smaller	than	1.96.		

i. Brand	Love	 does	 not	 have	 significant	 influences	 toward	 Brand	 Loyalty,	 in	which	 the	
values	of	T	statistic	1.377	mean	smaller	than	1,96.	

j. Word	 of	 Mouth	 has	 significant	 influences	 toward	 Purchase	 Intention,	 in	 which	 the	
values	of	T	statistic	as	4.292	mean	bigger	than	1.96.		
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k. Brand	 Loyalty	 has	 significant	 influences	 toward	 Purchase	 Intention,	 in	 which	 the	
values	of	T	statistic	as	3.652	mean	bigger	than	1.96.		

	

Structural	Model	Testing	(Inner	Model)	
From	PLS	model,	the	results	can	be	seen	from	the	value	of	R-square	for	each	dependent	latent	
variable.	R-square	changes	can	be	used	for	evaluating	 independent	 latent	variable	 influences	

toward	 dependent	 latent	 variables	 whether	 having	 substantive	 influences.	 For	 endogenous	

latent	variables	in	structural	model	that	have	the	value	of	R2	as	0.75,	it	indicates	that	model	is	
strong,	 R2	 as	 0.50	 indicates	 that	model	 is	moderate,	 R2	 as	 0.25	 shows	 that	model	 is	 weak.	

(Ghozali,	2016).	PLS	Outputs	can	be	seen	as	explained	as	follows:	

	

Table	7.	Nilai	R-Square	
	

R	Square	

Brand	Experience	(X1)	 	

Brand	Trust	(X2)	 	

Brand	Love	(X3)	 	

Word	of	Mouth	(Z1)	 0.323	

Brand	Loyalty	(Z2)	 0.121	

Purchase	Intention	(Y)	 0.435	

Source:	Attachment	7	

	

Based	on	the	value	testing	results	of	R-square	above,	so	it	can	be	interpreted	that:	
1. Independent	variables	of	Brand	Experience,	Brand	Trust,	and	Brand	Love	that	influence	

variables	of	Word	of	Mouth	in	structural	model,	have	the	R	values	as	0.323	that	indicate	
that	the	model	is	weak.		

2. Variables	of	Brand	Experience,	Brand	Trust,	and	Brand	Love	that	influence	the	variables	
of	Brand	Loyalty,	have	the	R2	values	as	0.121	that	indicate	that	the	model	is	weak.		

3. Variables	 of	 Brand	 Experience,	 Brand	 Trust,	 Brand	 Love,	Word	 of	Mouth,	 and	 Brand	
Loyalty	that	influence	the	variables	of	Purchase	Intention,	have	the	R2	values	as	0.435	
that	indicate	that	the	model	is	weak.		

	

The	structural	model	suitabilities	can	be	seen	from	Q2	as	follows:	
Q2	=	1	–	[(1	–	R1)*(1	–	R2)	*(1	–	R3)]	

		=		 1	–	[(1	–	0.323)*(1	–	0.121)*(1	–	0.435)]	

=	1	–	[(0.677)*(0.879)	*(0.565)]	
=	1	-	[0.336]	

=	0.664	
	

The	 Q2	 calculational	 results	 show	 that	 the	 Q2	 values	 as	 0.664	 show	 that	 the	 Q2	 values	 are	

strong.	According	to	Ghozali	(2014),	the	values	of	Q2	can	be	used	for	measuring	how	good	are	
the	 observational	 values	 resulted	 by	 the	 model	 and	 also	 the	 parameter	 estimation.	 So,	 the	

prediction	 Q2	 values	 conducted	 by	 the	 model	 are	 evaluated	 that	 they	 have	 had	 predictive	
relevance.	
	

DISCUSSIONS	

Influences	of	Brand	Experience	Toward	Word	of	Mouth	
Based	on	 the	 research	 results,	 it	 is	 gotten	 that	Brand	Experience	 influences	 toward	Word	of	

Mouth	 in	Fashion	Branded	 in	East	Surabaya,	because	 the	values	of	T	statistic	 as	3.631	mean	
bigger	than	1.96.		
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Brand	experience	is	very	important	because	company	can	create	beautiful	moments	and	they	can	
be	directly	accepted	by	consumer	so	consumer	will	feel	respected	and	capture	good	impressions	
from	 the	 company	 after	 doing	 purchase.	 Consumer	who	 has	 done	 direct	 and	 indirect	 contacts	
toward	some	product,	will	emerge	impressions	personally	through	emotions	that	will	determine	
consumer	choices	(Brakus	et	al,	2009).		
	

The	 results	 in	 this	 research	 are	 proven	 that	 brand	 experience	 has	 significant	 and	 positive	
influences	 toward	 word	 of	 mouth.	 Positive	 influences	 that	 happen	 can	 be	 meant	 there	 are	

influences	in	the	same	directions	between	brand	experience	and	word	of	mouth.	This	case	can	

be	meant	 that	 the	better	 the	experiences	 felt	 by	 consumer	when	consuming	and	purchasing	
products,	so	it	will	increase	and	increase	consumer	interests	fore	referencing	products	as	some	

personal	communications	between	purchaser	and	the	people	around	him/her.		
		

Brand	Experience	Influences	Toward	Purchase	Intention		

Based	 on	 the	 research	 results,	 it	 is	 gotten	 that	 Brand	 Experience	 does	 not	 influence	
significantly	 but	 it	 has	 positive	 direction	 influences	 toward	 Purchase	 Intention	 in	 Fashion	

Branded	in	East	Surabaya,	because	the	values	of	T	statistic	as	1.001	mean	smaller	than	1.96.		

	
Purchase	 intention	 is	 consumer	 step	 in	 choosing	 among	 several	 brand	 choices,	 then	 finally	

doing	 purchases	 in	 the	 most	 favourite	 alternatives	 or	 processes	 passed	 by	 consumer	 for	
purchasing	some	products	or	services	based	on	many	considerations.		

	

The	research	results	are	proven	that	brand	experience	does	not	influence	significantly	toward	
purchase	 intention	 but	 it	 has	 not	 negative	 influences.	 This	 case	 means	 that	 high	 consumer	

intention	 for	 purchasing	 can	 be	 formed	 through	 experiences	 felt	 by	 consumer	 when	

purchasing	or	consuming	some	products.		
	

Brand	Experience	Influences	Toward	Brand	Loyalty 
Based	on	the	research	results,	it	is	gotten	the	results	that	Brand	Experience	influences	toward	

Brand	Loyalty	in	Fashion	Branded	in	East	Surabaya,	because	the	values	of	T	statistic	as	2.421	

mean	bigger	than	1.96.		
	

The	 analysis	 results	 are	 proven	 that	 brand	 experience	 influences	 significantly	 toward	 brand	
loyalty	by	having	positive	influences.	This	case	can	be	meant	more	clearly	that	the	better	the	

consumer	 experience	 formed	 through	 using	 some	 product	 or	 service,	 so	 it	 will	 increase	

consumer	 good	 attitudes	 toward	 some	 brand	 and	 have	 seriosity	 toward	 brand	 and	 have	
desires	for	forwarding	the	purchases	in	the	future.		

	

The	results	 in	 this	research	support	 the	 findings	of	Pertiwi,	Djawahir,	and	Andarwati	(2017)	
who	 proved	 that	 there	 are	 direct	 significant	 influences	 in	 brand	 experience	 toward	 brand	

loyalty.		
	

Brand	Trust	Influences	Toward	Word	of	Mouth	
Based	on	the	research	results,	it	is	gotten	the	results	that	Brand	Trust	influences	toward	Word	
of	Mouth	in	Fashion	Branded	in	East	Surabaya,	because	the	values	of	T	statistic	as	3.325	mean	

bigger	than	1.96.		

	
Andriani	 and	 Bunga	 (2017)	 explained	 that	 brand	 trust	 is	 no	 doubt	 anymore	 as	 one	 of	 the	

strongest	 instruments	 for	 making	 relations	 between	 consumers	 and	 company	 as	 the	 most	
dominant	marketing	instruments.		
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The	analysis	results	 in	 this	 research	are	proven	 that	brand	 trust	has	 significant	and	positive	

influences	 toward	 word	 of	 mouth	 so	 it	 can	 be	 concluded	 that	 high	 consumer	 trust	 toward	

brand	 can	 give	 contributions	 toward	 consumer	 for	 communications	 for	 exchanging	
informations	 such	 as	 giving	 recommendations	 personally	 or	more	 toward	 some	products	or	

services.		
	

Brand	Trust	Influences	Toward	Purchase	Intention	
Based	 on	 the	 research	 results,	 it	 is	 gotten	 the	 results	 that	 Brand	 Trust	 influences	 toward	
Purchase	 Intention	 in	Fashion	Branded	 in	East	Surabaya,	because	 the	values	of	T	 statistic	 as	

2.910	mean	bigger	than	1.96.		

	
From	the	results	achieved	through	this	hypothesis	testing,	it	is	found	that	there	are	significant	

influences	between	brand	 trust	 and	purchase	 intention	by	positive	direction	 influences.	This	
case	 can	 be	meant	 that	 the	higher	 the	 consumer	 trust	 toward	 some	 certain	 brand,	 so	 it	will	

increase	and	increase	consumer	intention	in	purchasing	some	brand.		
 
Purnamasari	and	Yulianto	(2018)	explained	that	trust	feeling	gotten	from	consumer	emerges	

because	 of	 information	 that	 they	 seek	 from	 various	 websites	 in	 internet	 medias,	 further	

consumer	will	also	conduct	evaluational	steps	for	determining	purchase	of	some	product.		
	
The	finding	results	of	Wang	&	dan	Lee	(2016)	are	parallel	with	the	results	in	this	results,	that	
found	that	brand	trust	has	significant	influences	toward	purchase	intention.	 
	

Brand	Trust	Influences	Toward	Brand	Loyalty 
Consumer	 love	 feelings	 toward	 some	 product	 also	 influence	 consumers	 indirectly	 in	

recommending	the	favourite	brand	toward	other	people.	The	attitude	of	recommending	brand	

toward	other	people	in	this	case	is	word	of	mouth.	According	to	Sunyoto	(2015)	he	stated	that	
consumer	will	talk	to	other	consumers	about	the	experiences	in	using	the	products	purchased,	

so	advertisement	through	Word	of	Mouth	characterizes	as	reference	from	other	people.		
	
Based	on	the	research	results,	it	is	gotten	that	Brand	Trust	does	not	influence	significantly	but	

it	has	positive	influences	toward	Brand	Loyalty	in	Fashion	Branded	in	East	Surabaya,	because	
the	values	of	T	statistic	as	0.952	mean	smaller	than	1.96.		

	
Trust	is	the	most	important	variable	in	developing	long-term	relations	between	one	party	and	

the	other	party.	Kusuma	(2014)	said	that	consumer	trust	toward	brand	will	impact	on	attitude	

loyalty	or	consumer	attitude	toward	some	brand.	Loyalty	in	this	case	is	brand	loyalty.		
	

The	analysis	results	prove	that	brand	trust	does	not	have	significant	influences	toward	brand	

loyalty	but	it	has	positive	influence	directions.	These	positive	influence	directions	can	be	meant	
that	 the	higer	 the	 trust	 felt	 by	 consumer	 toward	 some	 certain	 brand,	 so	 it	will	 increase	 and	

increase	consumer	loyalty	toward	the	brand.		
	

Brand	Love	Influences	Toward	Word	of	Mouth	
Based	 on	 the	 research	 results,	 it	 is	 gotten	 the	 results	 that	 Brand	 Love	 does	 not	 influence	
significantly	but	it	has	positive	influence	directions	toward	Word	of	Mouth	in	Fashion	Branded	

in	East	Surabaya,	because	the	values	of	T	statistic	as	1.192	mean	smaller	than	1.96.		
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Consumer	 love	 feelings	 toward	 some	 product	 also	 influence	 consumers	 indirectly	 in	

recommending	the	favourite	brand	toward	other	people.	The	attitude	of	recommending	brand	
toward	other	people	in	this	case	is	word	of	mouth.	According	to	Sunyoto	(2015)	he	stated	that	

consumer	will	talk	to	other	consumers	about	the	experiences	in	using	the	products	purchased,	

so	advertisement	through	Word	of	Mouth	characterizes	as	reference	from	other	people.		
	

These	research	results	do	not	support	 the	research	results	conducted	by	Borges	et	al	 (2016)	
who	proved	that	brand	love	has	significant	influences	toward	WOM.	These	results	are	also	not	

parallel	with	the	research	results	of	Fetscherin	et	al	(2014)	who	found	that	there	are	positive	

and	significant	relations	between	brand	love	and	WOM.		
	

Brand	Love	Influences	Toward	Purchase	Intention	
Based	 on	 the	 research	 results,	 it	 is	 gotten	 the	 results	 that	 Brand	 Love	 does	 not	 influence	

significantly	 but	 it	 has	 positive	 influence	 directions	 toward	 Purchase	 Intention	 in	 Fashion	

Branded	in	East	Surabaya,	because	the	values	of	T	statistic	as	0.793	mean	smaller	than	1.96.		
	

From	 the	analysis	 results,	 it	 is	 achieved	 that	brand	 love	does	not	have	 significant	 influences	

toward	purchase	 intention	but	 it	has	positive	or	 the	same	directions.	The	positive	 influences	
mean	that	 the	 increasing	the	consumer	 love	 level	 toward	some	brand,	so	 it	can	 increase	and	

increase	consumer	interest	for	purchasing	also.	So	it	can	be	said	that	high	purchase	intention	
can	be	formed	through	consumer	love	toward	the	brand.		

	

Bargozzi,	cs	(2014)	stated	that	brand	love	stimulates	consumer	repurchase	intention.	This	case	
is	parallel	with	the	statement	said	by	Borges	et	al	(2016)	who	said	that	brand	love	has	positive	

impacts	 toward	 purchase	 intention.	 The	 results	 in	 this	 research	 are	 not	 parallel	 with	 the	
research	 finding	 results	 of	 Fetscherin	 et	 al	 (2014)	 who	 proved	 that	 there	 are	 significant	
relations	of	brand	love	toward	purchase	intention	but	they	are	equally	positive.		
	
Brand	Love	Influences	Toward	Brand	Loyalty		
Based	 on	 the	 research	 results,	 it	 is	 gotten	 the	 results	 that	 Brand	 Love	 does	 not	 influence	

toward	Brand	Loyalty	in	Fashion	Branded	in	East	Surabaya,	because	the	values	of	T	statistic	as	
1.377	mean	smaller	than	1.96.		

	
Brand	 loyalty	 is	 consumer	good	attitude	 toward	a	brand,	having	 seriosity	 toward	 the	brand.	

Consumer	good	attitude	toward	some	brand	in	this	case	is	brand	love.		
	
	The	 hypothesis	 testing	 results	 in	 this	 research	 are	 proven	 that	 brand	 love	 does	 not	 have	

significant	influences	toward	brand	loyalty,	but	in	the	research	results	are	achieved	that	brand	

love	has	positive	influences	toward	brand	loyalty.	It	means	that	the	higher	the	love	feelings	felt	
by	 consumers	 toward	 some	brand,	 so	 it	 can	 increase	 and	 increase	 consumer	 loyalty	 toward	

some	brand.		
	
The	research	results	are	parallel	with	the	research	results	conducted	by	Andriani	and	Bunga	

(2017)	in	which	in	their	research	was	found	that	brand	love	does	not	influence	toward	brand	
loyalty.		
	

Word	of	Mouth	Influences	Toward	Purchase	Intention	
Based	 on	 the	 hypothesis	 testing	 results,	 it	 is	 achieved	 that	 word	 of	 mouth	 has	 significant	

influences	 toward	 purchase	 intention	 by	 positive	 influences.	 The	 positive	 influences	 can	 be	
said	that	there	are	the	influences	in	the	same	directions	between	word	of	mouth	and	purchase	

intention	that	mean	that	the	higer	the	communications	from	mouth	to	mouth	by	consumers	for	
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referencing	some	brand,	so	it	will	increase	and	increase	consumer	purchase	intention.	So	high	

purchase	intention	can	be	formed	by	good	word	of	mouth.		

	
The	 research	 results	 are	 parallel	 with	 the	 research	 of	 Setyawan	 and	 Adiwijaya	 (2018)	who	

found	that	Word	of	Mouth	influences	toward	Purchase	Intention.	In	which	the	results	show	that	
the	better	 the	words	 said	by	 consumer	 toward	other	people	about	 some	products,	 so	 it	will	

increase	and	increase	consumer	intention	for	purchasing.		

	
Brand	Loyalty	Influences	Toward	Purchase	Intention	
Based	 on	 the	 research	 results,	 it	 is	 gotten	 the	 results	 that	 Brand	 Loyalty	 influences	 toward	

Purchase	 Intention	 in	Fashion	Branded	 in	East	Surabaya,	because	 the	values	of	T	 statistic	 as	
3.652	mean	bigger	than	1.96.		

	
The	 analysis	 results	 prove	 that	 brand	 loyalty	 has	 significant	 and	 positive	 influences	 toward	

purchase	 intention.	 The	 positive	 influence	 directions	 can	 be	 meant	 that	 the	 more	 loyal	 the	
consumer	attitudes	toward	some	brand,	so	it	will	increase	and	increase	consumer	intention	for	
purchasing	toward	some	certain	brand.		

	
According	 to	 Andriani	 and	 Bunga	 (2017),	 brand	 loyalty	 can	 be	 defined	 as	 happy	 attitudes	

toward	 some	 brand	 represented	 in	 consistent	 purchases	 toward	 the	 brand	 all	 the	 time.	 In	

brand	 loyalty,	 there	 is	no	 longer	brand	considered	 for	purchased	besides	 the	product	brand	
that	is	ofter	purchased.	Purchase	Intention	is	attitude	that	emerges	as	response	toward	object.	

Purchase	 Intention	 is	 also	 repurchase	 intention	 that	 shows	 consumer	 will	 for	 repurchasing	

(Wijaya,	2011).		
	

CONCLUSIONS	

From	 the	 research	 results	 that	 have	 been	 conducted,	 so	 it	 can	 be	 taken	 the	 conclusions	 as	

follows:	

1. Brand	 Experience	 influences	 toward	 Word	 of	 Mouth	 in	 Fashion	 Branded	 in	 East	
Surabaya.		

2. Brand	 Experience	 does	 not	 influence	 significantly	 but	 having	 positive	 influence	
directions	toward	Purchase	Intention	in	Fashion	Branded	in	East	Surabaya.		

3. Brand	Experience	influences	toward	Brand	Loyalty	in	Fashion	Branded	in	East	Java.		
4. Brand	Trust	influences	toward	Word	of	Mouth	in	Fashion	Branded	in	East	Surabaya.		
5. Brand	Trust	influences	toward	Purchase	Intention	in	Fashion	Branded	in	East	Surabaya.		
6. Brand	Trust	does	not	influence	significantly	but	it	has	positive	influences	toward	Brand	

Loyalty	in	Fashion	Branded	in	East	Surabaya.		
7. Brand	 Love	 does	 not	 influence	 significantly	 but	 it	 has	 positive	 influence	 directions	

toward	Word	of	Mouth	in	Fashion	Branded	in	East	Surabaya.		
8. Brand	 Love	 does	 not	 influence	 significantly	 but	 it	 has	 positive	 influence	 directions	

toward	Purchase	Intention	in	Fashion	Branded	in	East	Surabaya.		

9. Brand	 Love	 does	 not	 influence	 toward	 Brand	 Loyalty	 in	 Fashion	 Branded	 in	 East	
Surabaya.		

10. Word	 of	 Mouth	 influences	 toward	 Purchase	 Intention	 in	 Fashion	 Branded	 in	 East	
Surabaya.		

11. Brand	 Loyalty	 influences	 toward	 Purchase	 Intention	 in	 Fashion	 Branded	 in	 East	
Surabaya.		
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SUGGESTIONS	

From	the	analysis	and	discussions	conducted,	the	suggestions	submitted	are	as	follows:		
1. It	 is	hoped	that	Nike	Trademark	can	 improve	guaranteed	qualities	so	 it	can	be	able	 to	

improve	 consumer	 trusts	 toward	 Nike	 trademark	 and	 it	 impacts	 on	 the	 increasing	

purchase	interests	also.		
2. It	is	hoped	that	Nike	Trademark	can	give	strong	impression	toward	consumer	sense	of	

sight	as	good	trademark	experience	indication	so	it	can	drive	consumers	for	referencing	
the	trademark	to	other	people	as	word	of	mouth	form.		

3. It	is	hoped	that	the	next	researchers	who	want	to	research	thew	same	topics,	in	order	to	
be	able	to	use	other	variables	that	can	influence	purchase	intention	levels	such	as	brand	
image,	product	quality,	and	price	so	it	can	improve	the	research	results	that	have	been	
achieved	in	this	research.		
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