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 This study aims to examine each variable that influences its respective role. For 
example, the influence of product quality on e-WOM, brand image, brand trust, 
and purchase intention at a dental clinic in Jakarta. This study involved 150 
dental clinic patients in Jakarta from December 2023 to February 2024. SmartPLS 
4.0 software was used to conduct data analysis using the Structural Equation 
Model (SEM). The study found that Service Quality, Electronic Word of Mouth, 
Brand Image, and Brand Trust have a positive effect on Purchase Intention, both 
directly and indirectly. Service Quality (SQ) has a positive effect on perceived 
Brand Image, and Quality of Brand Trust (BT) has a positive effect on Brand Trust 
(BT). This also supports this study. e-WOM has a positive impact. Good service 
quality at a dental clinic can create a positive perception in the minds of 
consumers regarding the clinic's image. Positive information from other 
customers on social media, online reviews, and digital platforms can improve 
consumers' perceptions of the clinic's service quality (Brand Image) while 
fostering a sense of security and trust in choosing the clinic (Brand Trust). 
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I. Introduction  
 

In today's digital era, consumers increasingly rely on information sources available online to guide 

them in making purchasing decisions. The role of the internet and social media has had a significant impact 

on changes in consumer behavior and the methods applied by companies in running their business (Dwivedi 

et al., 2021). The latest technological innovations have created various new communication mechanisms and 

tools, which provide opportunities for companies to establish communication and interaction with customers, 

both existing and potential (Ebrahim, 2020). Society today has transformed into a medium that allows 

collaboration and exchange of information (Verma & Yadav, 2021).  With increasingly easy internet access, 

consumers now seek more information about products or services through reviews, ratings, and the 

experiences of other consumers (Park & Kim, 2008).  Recommendations from fellow users are now considered 

more credible than traditional marketing (Morris, 2009). This is reinforced by the findings of Silaban et al. 

(2023), who stated that electronic word of mouth is one of the most effective forms of promotion today. 

 In the current marketing context, Electronic Word of Mouth (e-WOM) has become a topic of particular 

interest, especially in marketing literature. This is because e-WOM plays an important role in increasing 



2025. The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

 

GOLDEN RATIO OF MAPPING IDEA AND LITERATURE FORMAT  

VOLUME 6, ISSUE. 1 (2026)  

Website: https://goldenratio.id/index.php/grmilf 

 

 

Page | 1165  

 

ISSN [Online]: 2776-6381  

consumer awareness and has the potential to increase their intention to make purchases (Lee & An, 2018). By 

utilizing information technology, social media platforms, and various reviews from consumers, an opportunity 

is created for consumers to share information about products and their experiences using these products.  

One of the main advantages of e-WOM is its ability to facilitate two-way communication, allowing 

consumers to provide suggestions and reviews to each other. This has a significant impact on the product 

being discussed, especially before consumers make a purchasing decision. This factor is very influential in the 

consumer decision-making process (Nair & Radhakrishnan, 2019). Through the use of e-WOM, consumers can 

gain a broader and deeper perspective on products, which ultimately helps them to make more informed and 

informed choices. Of course, this must be supported by good product quality. Buyers are satisfied with high-

performance products Gelderman et al., 2021). If product quality is poor, consumers are less likely to make a 

purchase (Wang et al., 2019).  Consumers make inferences about product quality, and poor quality perceptions 

can negatively impact consumers' behavioral intentions toward products and producers (Gök et al., 2019). 

Business people need to understand the influence of social media and E-WOM, because the influence of social 

media and E-WOM can be (Urgency) increasing trust and interest in online shopping, so that business people 

can use online media to carry out buying and selling processes (Suryadiningrat et al., 2022). Factors such as 

service quality, product quality, physical environment quality, perceived price, trust, and happiness determine 

the level of customer satisfaction and customer loyalty, which can be used as a scientific reference in the 

marketing field, especially in the culinary business industry (Syah & Utami, 2024). 

Consumers are of the view that brand image plays an important role in determining the quality of a 

product; the better the brand image, the more the perceived quality of a product will increase. Brand image 

itself is a collection of various distinctive attributes and benefits, which differentiate a brand from its 

competitors in the market (Siddiqui et al., 2021). From a management perspective, it is very important for 

companies to realize that strengthening the brand image and recognizing its benefits can help in converting 

consumer perceptions into strong brand equity (Iglesias et al., 2019). Furthermore, brand image plays a role 

as the main trigger in creating consumer satisfaction and trust in the brand or brand trust (Song et al., 2019). 

The brand image perceived by consumers plays an important role in building trust in the brand (Ali et al., 

2018). Meanwhile, Seifert dan Kwon (2020) suggest that changes in brand trust and consumer attitudes 

towards involvement in the value co-creation process have a positive impact on purchase intentions. Based 

on the desire to buy a number of goods from a certain brand, when people buy goods and services, they make 

their own purchasing choices. Therefore, in encouraging purchase intentions, the formation of a good brand 

image, trust in the brand, positive e-WOM, and good product quality are very important. 

 Taking the context of selling dental care products, this research seeks to understand how product 

quality and e-WOM influence purchase intentions, with brand trust and brand image acting as mediating 

variables. Although several studies have examined the influence of product quality, e-WOM, brand image, and 

brand trust on purchase intention, they focused on different industrial sectors. Research on the influence of 

product quality and e-WOM in the food industry has been carried out, such as in coffee shops (Armawan et al., 

2023; Meisye & Muhmin, 2023), food  (Handayani & Purnama, 2023).  Research on the influence of e-WOM, 

brand image, and brand trust on purchase intention in the health industry, namely hospitals (Ruswanti et al., 

2020) and beauty service products (Kohler et al., 2023; Nurhazizah, 2023; Salhab et al., 2023). In the fashion 

industry, research has also been conducted on the influence of e-WOM and brand image (Ibnu Khawari & Ilyas, 

2023; Ketaren & Ruswanti, 2022). Meanwhile, research on the influence of product quality, e-WOM, brand 

image, and brand trust on purchase intentions is also spread across other industries such as retail products 

(Anastasiei & Dospinescu, 2019; Nyagadza et al., 2023), vehicles (Jalilvand & Samiei, 2012), and ride-hailing 

(Subriadi & Baturohmah, 2023).  However, research on the influence of service quality and E-WOM on purchase 

intention in the dental care service sector is still rarely conducted (Gap).  

Based on this explanation, this research aims, among other things, to examine the influence of each 

variable on its respective role, which is related to the influence of Service Quality on e-commerce, brand image, 

brand trust, and purchase intention. At a dental clinic in Jakarta. It is hoped that this research has the potential 
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to fill gaps in the literature and provide insight into the field of sales of dental care products to improve the 

quality of their services while strengthening brand trust and brand image.  

 

II. Literature Review and Hypothesis Development 
 

2.1. Relationships Service Quality and Brand Image 

 

Service quality is a crucial factor in shaping consumer perceptions of a brand, particularly in the 

service sector, such as dental clinics. Good service quality, including reliability, responsiveness, assurance, 

empathy, and tangibles (Datta & Vardhan, 2017), can provide a positive experience for consumers during 

interactions with service providers. These consistent positive experiences will then create positive impressions 

and associations about the brand, thereby strengthening the brand image in consumers' minds (Zahid & 

Ruswanti, 2024). Consumers will perceive the brand as professional, trustworthy, and providing satisfactory 

service. Therefore, the higher the quality of service provided, the stronger the brand image formed in the eyes 

of consumers. Clinics with a good service reputation will receive positive assessments, which become a 

competitive advantage in attracting new customers and retaining existing ones.   

 

2.2. Service Quality and Brand Trust 

 

One of the factors that determines the level of customer trust in a brand is service quality. Customers 

who see that the service meets their expectations tend to share positive experiences and impressions and 

recommend the service to other potential customers (Purnamabroto et al., 2022). Service quality can be 

measured by meeting customer needs and expectations, as well as the accuracy of communication to meet 

customer expectations. Brand trust is a customer's trust in a product or company. Brand trust is very important 

in determining consumer purchasing decisions. If customers already trust a brand, they will become more 

loyal. It will be easier to build cooperative relationships if there is customer trust between the company and 

the customer. This trust is demonstrated by the credibility given by others because they have the desired skills 

to complete the task. Apart from that, customer trust can also be gained by doing the best for others during 

the relationship (Subhan & Thalib, 2022). 

 

2.3. e-WOM and Brand Trust 

 

Electronic Word of Mouth (e-WOM) is a form of communication between consumers through digital 

media that includes reviews, ratings, and experiences regarding a product or service. Because e-WOM 

originates from consumers' real experiences and has no direct commercial interest, this information is 

considered more authentic, honest, and trustworthy than traditional promotions (Saputra & Barus, 2020). 

Consumer trust in a brand (Brand Trust) is strongly influenced by the quality and consistency of the 

information they receive. When consumers find a lot of positive feedback about a brand on digital platforms, 

they will feel more confident that the brand is capable of providing satisfactory value and experiences (Zhou 

et al., 2020). This then increases their belief in the brand's reliability and credibility. 

 

2.4. e-WOM and Brand Image 

 

Electronic Word of Mouth (e-WOM) is informal communication between consumers through digital 

media that includes reviews, recommendations, and experiences related to a product or service. Information 

conveyed through e-WOM is often considered more objective and credible because it comes from other 

consumers who have had direct experience (Handoko & Melinda, 2021). Brand image is formed through 

consumer perceptions of a brand's characteristics and reputation. When consumers are exposed to positive 

information through e-WOM, such as satisfying reviews, high ratings, or testimonials describing the quality 
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and excellence of a service, positive associations with the brand become stronger and more consistent 

(Prahasti et al., 2023). Thus, e-WOM serves as a medium that helps expand exposure and strengthen a brand's 

image in the public eye.   

 

2.5. Brand Image and Brand Trust 

 

Brand image has long been recognized as one of a company's most valuable assets. This is not only a 

visual or perceptual representation of a brand, but also a reflection of the values and expectations instilled in 

consumers' minds (Ermawati & Afifi, 2018; Luthfitawati & Sutejo, 2026). Articulates that brand image is not only 

related to how consumers perceive the brand, but also to the set of values they believe in. As a result of this 

perception, brand image plays a central role in consumer purchasing decisions. In the context of brand trust, 

defined by Park et al. (2006) as the expectation that a brand will be consistent and responsive to consumer 

needs, previous experience with the brand plays a crucial role. Brand trust arises from previous experiences 

that suggest the brand is reliable. However, what is interesting is how brand image can influence the 

formation of these beliefs. Numerous studies have shown a significant relationship between brand image and 

brand trust. Oppong et al. (2023) found that brand image has a direct influence on brand trust. Furthermore, 

Ulfa (2019) stated that brand image strengthens brand trust, indicating that when brand image is 

strengthened, brand trust also increases. When a brand image is perceived positively by consumers, this leads 

to the formation and strengthening of brand trust.   

 

2.6. Variable Relationships Brand Image and Purchase Intention 

 

Brand image is a crucial factor influencing consumer purchasing decisions. As an external signal, 

brand image helps consumers assess product quality, especially when product attributes are difficult to 

evaluate directly (Grewal et al., 2013). A strong brand image is generally associated with higher quality, thus 

providing a sense of confidence and reducing uncertainty in decision-making (Santi & Suasana, 2021). Various 

studies have shown that brand image has a positive effect on purchase intention (Fasha et al., 2022; Jalilvand 

& Samiei, 2012; Susanti et al., 2026). In addition to its direct influence, brand image can also influence purchase 

intention through perceived quality and brand trust. Consumers who view a brand positively tend to have 

better quality perceptions and higher trust in that brand, thus increasing their motivation to make a purchase 

(Erida & Rangkuti, 2017; Putri & Nasution, 2021). Thus, a strong brand image not only increases the brand's 

value in the eyes of consumers but also increases the likelihood of consumers choosing and purchasing that 

product or service. 

 

2.7. Brand Trust and Purchase Intention 

 

Brand trust is widely recognized as one of the main catalysts influencing consumer purchase 

intentions. This element marks the level of confidence that consumers have in a brand, influencing whether 

consumers will choose to engage in purchasing transactions. In this context, Giantari et al. (2013) stated that 

trust is an important pillar in marketing dynamics, providing a basis for consumers in making purchasing 

decisions. Definition from Ali et al. (2018) regarding brand trust highlights the importance of consumer 

commitment, describing brand trust as a consumer's desire to rely on a brand despite risks, in the hope that 

the brand will provide positive outcomes.  The implication is that consumers who have high trust in the brand 

will have stronger purchasing intentions. According to Putra & Sumartik (2024) confirms this view is confirmed 

by stating that brand trust that has been well formed will have a positive impact on purchase intentions. The 

focus on purchase intention as a result of brand trust was also emphasized by Punyatoya (2019), who found 

that brand trust can drive higher purchase intent.   
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2.8. The Relationship Between Service Quality Variables and Purchase Intention 

 

Dennisa & Santoso (2016) found that service quality significantly influences brand image, while brand 

image can mediate the influence of service quality on consumer purchase intention (Benhardy et al., 2020). 

(Kotler et al., 2018) also emphasized that good quality encourages consumers to choose and purchase 

products. Furthermore, brand trust arises when consumers believe in a brand's ability to meet their 

expectations (Seo et al., 2020).  Several studies have shown that product quality has a positive effect on 

purchasing decisions (Amron, 2018; Diyanto et al., 2020; Fatmawati et al., 2017), where brand trust also 

mediates this relationship (Lailiyah & Setiyaningsih, 2020). Thus, high product quality not only strengthens 

consumers' image and trust in the brand but also increases their purchase intention. 

 

2.9. e-WOM Variables to Purchase Intention 

 

In the digital era, consumers increasingly rely on information obtained through electronic media. 

Electronic word of mouth (e-WOM) is a crucial factor influencing purchase intentions because it allows 

consumers to obtain reviews and recommendations from a vast social network without geographical 

boundaries. (Chan & Ngai, 2011). Consumers tend to trust the opinions of others, so e-WOM can shape 

perceptions and drive purchasing decisions. (Patel, 2015). Consequently, companies that are able to foster 

positive e-WOM will experience increased conversions and business growth. Furthermore, brand image also 

plays a role in influencing purchase intentions. A positive brand image can increase consumer trust and 

loyalty, making them more confident in choosing a product or service. (Chen et al., 2018; Nugroho & Sutisna, 

2026). Several studies have shown that brand image can mediate the relationship between e-WOM and 

purchase intentions. Jalilvand & Samiei, (2012) Found that in addition to having a direct influence on purchase 

intentions, e-WOM also strengthens brand image, ultimately increasing consumer desire to purchase. Thus, e-

WOM can influence purchase intentions both directly and through enhancing brand image. Based on the 

literature review above, the relationship between e-WOM and purchase intention can be explained as follows: 

 

 

 

 

Figure 1. Research Method 
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The hypothesis proposed in this study is as follows: 

 

H1: Service Quality (SQ) has a positive influence on Brand Image (BI) 
H2: Service Quality (SQ) has a positive influence on Brand Trust (BT) 
H3: Electronic Word of Mouth (E-WOM) has a positive influence on Brand Trust (BT) 
H4: E-WOM has a positive influence on Brand Image (BI) 
H5: Brand Image (BI) has a positive influence on Brand Trust (BT) 
H6: Brand Image (BI) has a positive influence on Purchase intention 
H7: Brand Trust (BT) has a positive influence on Purchase Intention 
H8. Service Quality (SQ) has a positive influence on Purchase Intentions (PI) 
H9. Electronic Word of Mouth (E-WOM) has a positive influence on Purchase Intentions (PI) 

 

III. Research Methods 
 

This research uses a quantitative approach, using numbers, data in the form of certain numbers 

(scores or values) to predict that a certain variable will influence other variables (Creswell, 2014). The method 

used is the Structural Equation Model (SEM), with data processing and analysis using SmartPLS 4.0 software. 

Test validity and reliability using Cronbach's Alpha. Mark Cronbach’s Alpha, which is close to 1, indicates the 

reliability of the test is getting better (Hair et al., 2014). Data collection in this research used an online survey 

method using Google Forms. The research population is the entire unit or element to be analyzed (Budiastuti 

& Bandur, 2018).  

The questionnaire is divided into three parts, where the first part contains name, occupation, age, 

income, education, and gender. Meanwhile, the second part contains customer behavior regarding the 

frequency of purchasing dental care products and brands purchased in a certain time period. The third section 

contains 30 questions regarding the five variables measured. The e-WOM section has five questions that adopt 

e-WOM measurements (Kala & Chaubey, 2018). Six questions adopted Service Quality measurements (Razak 

et al., 2016). Four questions adopted brand image measurement (Kala & Chaubey, 2018). Eight questions 

measuring brand trust (Zixin et al., 2023). Seven questions were adopted to measure purchase intention 

(Prasad et al., 2019).  

Measurement of e-WOM, Brand Image, and purchase intention was carried out using a Likert scale 

with five answer choices, ranging from strongly disagree (1) to strongly agree (5). One of the advantages of 

using an interval scale is that it allows researchers to use a variety of statistical methods for nominal and ordinal 

scale data. These techniques can not only be applied to the arithmetic mean, standard deviation, product-

moment correlation, and other commonly used statistics, but also allow researchers to use a variety of other 

statistical techniques. In marketing research (Malhotra et al., 2013).  

  

3.1. Sample 

 

With 30 question subjects, the minimum sample taken is 5 x 30 = 150 samples. The sampling 

technique in this research used non-probability sampling, with the research sample criteria being individuals 

who live in Jakarta and purchase dental care product services. 

 

3.2. Data Collection Method 

 

The data collection method in this study used a quantitative approach through a survey. Primary data 

was obtained directly from respondents, who were dental clinic patients who had used the services within a 

specific period. The survey was conducted using a structured questionnaire based on indicators for each 

research variable: Service Quality, e-WOM Promotion, Brand Image, Brand Trust, and Purchase Intention. 
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3.3. Hypothesis Testing  

 

The hypothesis testing process in this study was conducted by assessing the significance of the path 

coefficient for each relationship between variables. The bootstrapping technique was used to obtain the T-

statistic and P-value as the basis for decision-making. The hypothesis was accepted if it met the statistical 

criteria, namely the T-statistic > 1.96 at a 5% significance level (two-tailed) and the P-value < 0.05, and the 

direction of the coefficient must be positive in accordance with the proposed hypothesis. Thus, the test results 

can indicate whether the relationship between variables in the research model is significant. 

 

IV. Results And Discussion 
 

Respondents in this study were consumers from several dental clinics in DKI Jakarta. Data was 

collected from early February to mid-March 2024. Of the 150 respondents, the majority were 108 women 

(72%) and 42 men (28%). The distribution of patients at this dental clinic in terms of age in this study was under 

18 years 19 people (12.7%), 18-24 amounted to 43 people or 28.7%, aged 25-30 were 48 (32%) and 31-40 years 

amounted to 22 people (14.7%) and over 40 years 18 people (12%).  In terms of employment, there were 40 

students (26.7%), 60 employees (40%), 34 self-employed people or 22.7% and 16 others or 10.7%.  Sarstedt et 

al. (2017) recommend carrying out Construct Validity and Reliability Tests on the reflective measurement 

model, where the value Loading Factor required in SmartPLS 4.0 is ³ 0.70. The measurement of construct 

validity in this research is acceptable and stated as valid, because the indicators for each variable have a value 

Loading Factor above 0.7. The calculation results of Composite Reliability (CR) and Average Variance Extracted 

(AVE) in this study can be said to fulfill the requirements as a whole. Hair et al. (2017) argue that the required 

values are CR ³ 0.70 and AVE ³ 0.50. Obtained CR and AVE results for variables Electronic Word of Mouth 

(CR=0.912; AVE=0.677), variable Service Quality (CR=0.949; AVE=0.757), variable Brand Image (CR=0.884; 

AVE=0.792), variable Brand Trust (CR=0.870; AVE=0.691), and variable Purchase Intention (CR=0.963; 

AVE=0.897). For further information regarding construct validity and reliability tests, see the attachment. 

 According to Henseler et al., (2015)Test Discriminant Validity is specified as valid if the AVE root of 

each latent variable is higher than the correlation with other latent variables (Fornell-Larcker Criterion), and 

indicators also have a higher correlation to their respective latent variables compared to other latent variables 

(Cross Loading) can be seen in the attachment. The next analysis is to find out the size of the R value on each 

equation. R value function 2 is to show the strength of the independent variable, which can explain the 

dependent variable that is influenced. Variable Purchase Intention is influenced jointly by variables Electronic 

Word of Mouth, Service Quality, Brand Image, and Brand Trust, with an R² value as high as 0.495. These results 

explain that 49.5% of the variables Purchase Intention can be explained by variables Electronic Word of Mouth, 

Service Quality, Brand Image, and Brand Trust, whereas the remaining 50.5% is influenced by other variables. 

Variable Brand Image is influenced jointly by variables Electronic Word of Mouth and Service Quality, with an 

R² value as high as 0.277. The data obtained by 22.5% explains that the variable Brand Image is explained 

jointly by variables Electronic Word of Mouth and Service Quality, while the remaining 77.5% is influenced by 

other variables. 

 The next analysis is variable Brand Trust, which is jointly influenced by variables Electronic Word of 

Mouth and Service Quality, with an R² value as high as 0.098. The results show that 9.8% variable Brand Trust 

can be explained by variables Electronic Word of Mouth and Service Quality, while the remaining 90.1% is 

explained by other variables outside of this research. Results on analysis model fit, most of the variables show 

a good fit, among them have values standardized root mean square residual (SRMR) in the model test results. 

SRMR values are categorized as a good fit value when below 0.1. The results of this research show that the 

SRMR value is 0.021, so it falls into the category of a good fit.  The research results were obtained from data 

processed using software SmartPLS is depicted in the model structure, and there is a T-diagram Value as 

follows: 
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Figure 2. Path Diagram T-Value 

 

Through the path diagram T-Value in Figure 2 (two) above, the sound of the hypothetical test for this 

research model is as follows: 

 

Table 1. Research Model Hypothesis Testing 

Hypothesis Hypothesis Statement 
Mark 

T-

Value 
Information 

H1 
Service Quality (SQ) has a positive influence on Brand 
Image (BI) 

4,373 
 Data support the 
hypothesis. 

H2 
Service Quality (SQ) has a positive influence on Brand 
Trust (BT). 

15,590 
 Data support the 
hypothesis. 

H3 
Electronic Word of Mouth (E-WOM) has a positive 
influence on Brand Trust (BT) 

3,030 
Data support the 
hypothesis. 

H4 
Electronic Word of Mouth (E-WOM) has a positive 
influence on Brand Image (BI). 

16,934 
 Data support the 
hypothesis. 

H5 
Brand Image (BI) has a positive influence on Brand 
Trust (BT) 

2,834 
 Data support the 
hypothesis. 

H6 
Brand Image (BI) has a positive influence on Purchase 
Intentions (PI) 

1,103 
 The data do not support 
the hypothesis. 

H7 
Brand Trust (BT) has a positive influence on Purchase 
Intentions (PI) 

4,796 
Data support the 
hypothesis. 

H8 
Service Quality (SQ) has a positive influence on 
Purchase Intentions (PI) 

3,313 
Data support the 
hypothesis. 

H9 
Electronic Word of Mouth (E-WOM) has a positive 
influence on Purchase Intentions (PI) 

1,497 
The data do not support 
the hypothesis. 

  
Based on the data from the hypothesis testing table presented above, it is known that all hypotheses 

have a T-value above 1.96 and a significant value below 0.05, so it can be concluded that the data support the 

research hypothesis being developed.  This research aims to look at the relationship between Electronic Word 

of Mouth (E-WOM), Service Quality, to Purchase Intention (PI) mediated by Brand Image (BI) on X dental clinic 

products in Jakarta. From the research results, it was found that Service Quality, Electronic Word of Mouth, 

Brand Image, and Brand Trust had a positive effect on Purchasing Intention, either directly or indirectly. 
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The first hypothesis, which shows that the relationship between Service Quality has a positive 

influence on Brand Image, is accepted. The results of this research are in accordance with previous research 

conducted by  (Hartanti & Budiarti, 2023), where the quality of the product received by consumers plays a very 

important role and is closely related to the brand reputation of a product. The higher and better the quality of 

the product provided by a brand, the more consumers will remember it. This means that the better the quality 

of the product received by consumers, the better image it will create in the minds of consumers, so that 

consumers will always think that the product always provides the best, and of course, this will make it easier 

for consumers to recognize the product. High product quality tends to provide a positive experience to 

consumers. Products that are reliable, durable, and meet or even exceed user expectations will increase 

consumer satisfaction. Good quality products tend to receive positive reviews from consumers and reviewers. 

These positive reviews and recommendations can strengthen the brand image as a brand that offers high-

quality products. 

 The second hypothesis, which states that Service Quality (SQ) has a positive influence on Brand Trust 

(BT), is accepted. This finding is in accordance with the results of research conducted by Hanaysha & Al-Shaikh, 

(2024) and Hapsoro & Hafidh, (2018) Stated that high Service Quality (SQ) high ones tends to provide a positive 

experience to consumers. When products meet or even exceed customer expectations in terms of quality, 

reliability, and performance, this can strengthen consumer trust in the brand. Products with consistent and 

proven quality can build consumer trust in the brand. Consumers feel more confident that the brand will 

deliver products that meet high-quality standards every time they buy. Service Quality (SQ) Good ones can be 

a strong foundation for the formation of Brand Trust. Companies that place a focus on ensuring the quality of 

their products can build stronger relationships with consumers, which will ultimately support brand growth 

and success in the long term. 

 Research data for the third hypothesis in this study also support it. e-WOM has a positive and 

significant influence on consumer brand trust at dental clinic X. This means that the better the e-WOM 

information received by consumers, the higher the level of consumer trust in the brand. The results of this 

study are in line with research conducted by Tariq et al., (2019) and Seifert & Kwon, (2020) Which stated that 

e-WOM has a positive and significant effect on brand trust. When consumers see positive reviews or 

testimonials about a brand from fellow consumers on online platforms such as review sites, social media, or 

forums, they tend to perceive the brand as more trustworthy. E-WOM allows consumers to hear the opinions 

of individuals who are independent and largely unattached to commercial interests, which can increase their 

trust in brands. E-WOM creates social proof that many other people have had positive experiences with the 

brand. This strengthens the perception that the brand is reliable and meets consumer expectations, thereby 

increasing Brand Trust. E-WOM creates transparency that can increase consumer trust in brands. Brands that 

communicate openly, respond to consumer feedback, and acknowledge both the advantages and 

disadvantages of their products on online platforms can build stronger Brand Trust. 

 The fourth hypothesis states that Electronic Word of Mouth (E-WOM) has a positive influence on 

Brand Image (BI). These results are supported by research by Alcocer, (2017). Technological developments, 

such as advances in internet communication, provide opportunities for people to provide reviews and 

recommendations for a product. (Siddiqui et al., 2021). E-WOM opens up opportunities for people to have 

opinions and evaluate a product, thereby influencing consumer confidence in that product (Kohler et al., 

2023). Branding is an important thing for companies, which is considered an intangible asset.  The results of 

the fifth hypothesis data processing with a positive coefficient value show that brand image has a positive 

effect on brand trust; the better the brand image applied to the products produced by the company, the more 

loyalty to the resulting brand will increase. This research is in accordance with research by Yoeliastuti et al., 

(2022) The better the company is at implementing the image of the product brand it produces, the more it 

can increase customer trust in the product brand. Customers will pay attention to the brand image of a 

product through the company that created the product itself, and will pay attention to other customers who 

also consume the product. If this is considered good or in line with customer expectations, their trust in a 

particular product brand produced by the company will increase. The significant influence of brand image on 
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brand trust shows that brand image can be used to directly predict its influence on brand trust. If a company 

can show a good image of its product brand to its customers, these customers will trust the product brand 

they produce, such as deciding to consume it in the long term, showing a sincere and honest feeling in using 

products of a particular brand. The customer's decision to buy the company's product in the long term by 

assessing the brand image of the product produced is quite irrational, because in fact it is only an expression 

of customer satisfaction from the results of consuming the resulting product. The proof is that if the company 

is less competitive than other companies, the customer will easily move to another company. 

The sixth hypothesis that Brand Image has a positive and significant effect on Purchase Intention is 

not proven in this study. The results of the study indicate that Brand Image (BI) does not have a positive and 

significant influence on Purchase Intention (PI) at Dental Clinics. This finding indicates that although 

consumers may have a favorable perception of a clinic's brand, this is not enough to motivate them to seek 

dental care at that clinic. In the context of healthcare services, particularly dental clinics, consumer decisions 

are based more on utilitarian factors such as service quality, dentist competence, perceived safety, and 

treatment outcomes. In other words, consumers prioritize tangible evidence and service reliability over the 

brand image built through marketing communications. This indicates that brand image is not yet a primary 

consideration in assessing the quality of dental clinics. Furthermore, brand image differentiation between 

dental clinics is often not strong or clear enough. Many clinics have similar values and marketing messages, 

making it difficult for patients to discern significant differences between brands. This situation can diminish 

the role of brand image as a driving factor in purchase intention. The level of risk in choosing healthcare 

services is also high. Consumers are more cautious and rely on trusted recommendations, local medical 

reputations, and previous personal experiences. A positive brand image does not necessarily reduce this 

perceived risk, thus weakening its influence on purchase intention. The findings of this study align with several 

previous studies, such as those by (Burman, 2019; Mao et al., 2024; Solihin, 2021), which also found that brand 

image is not a dominant factor influencing purchasing decisions in the healthcare sector.  These results 

support  Burman, (2019) Research shows that Brand Image has a significant and positive influence on Purchase 

Intention. A good brand image is able to make consumers interested and believe in a brand, so that it can 

create a feeling of desire to own or purchase intention in the minds of consumers towards a brand. The results 

of this study are in line with research conducted by Mao et al., (2024) and Solihin, (2021). Dental clinics are 

known by many consumers as a form of increasing brand image. Brand image for products can increase 

Purchase Intention. The better the quality provided, the better the positive image will be, thus making 

customers interested in purchasing the product. 

 The seventh hypothesis that Brand Trust (BT) has a positive influence on Purchase Intentions (PI) is 

also proven in this research. Research carried out by Burman (2019) has hypothesis testing results that are 

appropriate and in line with this research. In this study, respondents most strongly agree with the statements 

"I am comfortable with this product and would recommend it" and "If anyone asks about this product, I will 

recommend it"; this illustrates that consumer trust in a brand/product will become a means of promotion. It's 

free because they will recommend it to other people, so that it can attract buying interest from potential new 

consumers. Brand Trust is often related to consistency in the quality of their products or services. Consumers 

believe they will get consistent value from the brand, which leads to great Purchase Intention. The higher the 

brand trust provided by a product, the higher the consumer's commitment to that product. Brand trust has a 

positive response to consumer purchasing intentions, so brand trust is really needed by consumers in order 

to trust the brand. Consumer trust in the brand image of a product will also strengthen the relationship 

between 

 Based on the results of the eighth hypothesis statistical test, it shows a significant positive influence 

between Service Quality (SQ) and Purchase Intention (PI). Good product quality will influence consumer 

buying interest. Dental products in this study provide product quality as promised. Therefore, when 

consumers know and have tried the product, buying interest arises in the consumer's mind, so that product 

quality is a key factor in influencing buying interest. The results of this research are in line with research 

conducted by Hartanti & Budiarti, (2023), where the results of this research show that Service Quality has a 
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positive and significant influence on purchase intention for Maybelline cosmetics. Product quality is 

accompanied by consumer trust, so that the formation of a product's brand image is able to encourage 

consumers' desire to buy. 

 The ninth hypothesis that Electronic Word of Mouth (E-WOM) has a positive influence on Purchase 

Intentions (PI) in this research is not proven. In the context of healthcare services, particularly dental care, 

consumers' perceived risk is high. Consumers tend to be less easily influenced by online reviews or comments, 

as dental care directly relates to safety, comfort, and perceived medical outcomes. They rely more on trusted 

sources of information, such as doctors, family, and the real-life experiences of those closest to them, rather 

than digital testimonials from unknown individuals. Furthermore, consumers are increasingly aware that not 

all online information is objective. Many reviews are biased, influenced by promotions, and even potentially 

inconsistent with the actual service experience. This uncertainty about the credibility of e-WOM can reduce 

its effectiveness in increasing Purchase Intention. Another factor is that e-WOM activity for dental clinics may 

be relatively low or not yet widespread, thus not creating strong enough social proof for consumers to feel 

confident in choosing the service. If e-WOM content is limited to a few specific platforms, its impact on 

purchase decisions is less significant.  When consumers read positive reviews and recommendations from 

fellow users, they tend to have more confidence that the brand can meet their expectations. In health services 

such as dental clinics, there is a high level of uncertainty. Positive reviews from other users help reduce this 

uncertainty by providing proof that the services offered by the clinic are reliable and of high quality. When 

many people speak positively about a brand, consumers tend to feel more comfortable and confident with 

their decision to choose that brand, because they see that many other people also trust and choose the same 

brand. The research results strengthen previous studies conducted by 

 

V. Conclusion 
 

In this study, nine hypotheses were accepted, and four other hypotheses could not be proven in this 

study. Service Quality (SQ) has a direct influence on Brand Image (WITH A), Brand Trust (BT), and Purchase 

Intention. E-WOM directly influences Brand Image (BI) day Brand Trust (BT) but has no direct effect on Purchase 

Intention (PI).  Service Quality (SQ) has an indirect influence on mediated Purchase Intention Brand Trust (BT) 

but not mediated Brand Image (BI). Brand Trust (BT) that is formed will encourage increasing Purchase 

Intention (PI). The goods are of good quality and are felt by consumers who have used them to create Brand 

Image (BI) of these goods, so that there is consumer trust, which is better known as Brand Trust (BT). The better 

and Brand Trust (BT) of a product in the community, the it will increase the purchasing power until it reaches 

high Purchase Intention (PI). Reviews and recommendations given by consumers, especially on social media, 

become magnets for potential consumers' behavior, Purchase Intention (PI). Reviews and experiences 

provided by previous consumers are often carried out online, as a form of electronic word of mouth (E-WOM) 

is more trusted by other people than promotions carried out by companies. Apart from that, the product is 

also trusted by potential consumers and has its own brand image, which is often reviewed and recommended 

by those who have used a product or service.  

Service Quality, high and positive e-WOM may have a very strong influence on purchase Intention 

directly, thus reducing the mediating role of brand image. Patients may simply decide based on the quality of 

service and positive reviews without having to weigh in on brand image. In the context of health services such 

as dental clinics, the factors of trust and risk perception are very important. Patients may focus more attention 

on aspects directly related to reliability and safety, such as service quality and e-WOM, compared to brand 

image. The more dental clinics that operate and produce products for dental health, the stronger the 

competition with similar businesses will be, so companies must struggle to get consumers to continue 

operating and achieve their company targets. Getting consumers is not easy, because consumers are also 

careful in making choices before deciding to use a product. Good product quality, so that it has trust, image, 

and recommendations obtained online, is very necessary to get consumers, so that consumers have a high 

desire to use the product, or better known as Purchase Intention (PI). It is hoped that the application of the 
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results of this research will be useful managerially in the field of marketing to improve Purchase Intention (PI) 

through the influence of Service Quality (SQ), electronic word of mouth (E-WOM), Brand Image (BI), and Day 

Brand Trust (BT). 

Service quality has been shown to have a positive effect on brand image, consistent with previous 

research showing that good service quality improves a clinic's reputation and brand image. Furthermore, 

service quality also has a positive effect on brand trust, as professional, safe, and comfortable service fosters 

patient trust in a dental clinic. Furthermore, e-WOM has a positive effect on brand trust, as positive 

testimonials and reviews from fellow consumers increase the perceived reliability and credibility of a dental 

clinic. Furthermore, e-WOM has also been shown to improve brand image, as online information and 

recommendations can influence how consumers perceive a brand. However, brand image has no significant 

effect on purchase intention, indicating that in healthcare, patients focus more on service quality and the 

doctor's expertise than brand image. In the context of dental clinics, reputation and treatment outcomes are 

considered more important than branding. Furthermore, brand trust has a positive effect on purchase 

intention, as patient trust encourages recommendations to others and increases their likelihood of seeking 

treatment. Service quality has also been shown to increase purchase intention, consistent with the concept 

that perceived quality is a key factor in healthcare decision-making. Finally, the effect of e-WOM on purchase 

intention is insignificant. Consumers prefer direct recommendations from trusted individuals and real clinical 

service data over potentially biased or unverifiable online reviews, especially given the high risk involved in 

choosing a healthcare service. 

This study has several limitations that need to be considered. First, the scope of the study only 

focused on one dental clinic, so the findings cannot be generalized to all dental clinics in other regions that 

may have different patient characteristics. Furthermore, the data collection technique using a self-report 

questionnaire can introduce subjective bias, such as respondents' tendency to provide answers that are 

considered good, or limitations in accurately recalling service experiences. The respondent profile in this study 

was also not diverse enough, so it did not fully represent all segments of dental clinic patients based on age, 

education, or frequency of visits, which can influence views on e-WOM and other variables. Furthermore, the 

research model did not include other important factors that also influence service selection decisions, such as 

price, clinic location, healthcare professional recommendations, and previous personal experiences. Finally, 

the analysis of e-WOM is still general because it does not differentiate information quality, such as valence 

(positive or negative) and source credibility, so it is not able to describe the influence of e-WOM more 

specifically on other variables in the study. 
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