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 The aim of this research is to delve into the dynamics of consumer behaviour and 

its relationship with brand image, product quality, brand trust, and repurchase 

intention, focusing on the Eiger brand. The study employs a causal method, 

collecting data through questionnaires from 227 Eiger product users in Indonesia, 

utilizing purposive sampling techniques. Data analysis is conducted using 

Structural Equation Modeling (SEM) and AMOS 24, with measurements of brand 

image, product quality, brand trust, and repurchase intention variables. The 

findings indicate that brand image and product quality have a positive and 

significant impact on repurchase intention, with brand trust acting as a mediator 

that strengthens this relationship. This research provides valuable insights into 

understanding the contributions of brand image, product quality, and brand trust in 

influencing consumer repurchase intentions. Marketing and brand development 

strategies are recommended to maintain the competitive edge of Eiger in the 

outdoor equipment market. Research limitations include restricted variables and 

study subjects, suggesting that future research could expand analyses to external 

factors and comparisons with key competitors to enhance the understanding of 

consumer dynamics. 
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1. Introduction  

 

As a leading company in the outdoor equipment industry, Eiger has built a strong brand image through its 

quality products and innovative designs. According to Arif (2019), a strong brand image can influence 

consumer purchasing intentions. Eiger's success, which can be seen from the opening of outlets at home and 

abroad as well as the prestigious awards they have received, such as The Best Industry Marketing Champion 

2022, reflects the importance of brand image in this industry (Alessandrina, 2023; Eiger, 2023). Research by 

Mandili et al. (2022), shows that consumers' desire in making additional purchases is significantly influenced 

by branding and product quality. Brand image, which includes reputation and credibility, becomes a guide for 

consumers to try and use products or services (Wijaya, 2013). Along with that, factors such as price, 

promotion, product quality and the brand also play a key role in shaping consumers repurchase interest 

(Wijaya, 2023). Trust can also make consumers interested in repurchasing a product (Nabila et al., 2023). 

According to Kotler and Armstrong, (2018), repurchase interest is the result of the process of forming 

consumer thinking to buy products and brands that best suit the criteria. 

Repurchase interest refers to the desire or intention to buy a product or brand again. The definition 

of repurchase interest by Kim and Yang, (2020) and Rafiq et al. (2020), explained that it involves individual 

beliefs, product or service evaluation, as well as the formation of attitudes and repurchase behaviour. 

Research by Prabowo et al. (2020), demonstrated that factors affecting service quality, financial prices, 

behavioral prices, and word-of-mouth all have an impact on repurchase interest. Consumer satisfaction, 
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which is the result of factors such as brand image and customer satisfaction, is a major consideration in 

repurchase intention (Saputra & Ekawati, 2020; Juniwati & Sumiyati, 2020). Furthermore, it has been 

determined that consumers' perceptions of a brand have a significant role in their decision to make additional 

purchases. 

The study concentrates on brand image, which is characterized as the overall perception and 

standing of a brand as articulated by (Bhakuni et al., 2021). Its positive influence on consumers repurchase 

intention as highlighted by Tong, (2022) becomes the basis for consumers understanding of the Eiger brand. 

In addition, research by Tunjungsari et al. (2020), explains that brand image reflects how consumers perceive 

and evaluate a brand, playing an important role in forming repurchase intentions. When customers hold a 

favorable view of a brand, they are generally more content with their experiences and inclined to engage in 

repeat purchases, according to research (Muthi & Utama, 2023). Further explanation by Wardana and 

Dirgantara, (2023), states that brand image includes the perception and evaluation of a brand by consumers 

including overall impression, reputation, quality and related characteristics. Another core factor that 

consumers consider in their interest in repurchasing is product quality. Product quality refers to the attributes 

and characteristics of a product that meet or exceed consumer expectations. 

Product quality is described by Junikon and Ali, (2022) as the level of excellence or superiority 

perceived by the customer. This factor is very crucial in meeting consumer expectations and supporting 

repurchase interest (Sari, 2020). It is crucial for companies to prioritize product quality because this aspect 

significantly shapes customer decisions and enhances the likelihood of repeat purchases, as emphasized by 

(Mandili et al., 2022). In the context of the relationship between consumers and brands, the more consumers 

perceive that a product has good quality, the greater their loyalty to the brand. This is in line with research 

(Chinomona & Maziriri, 2017). According to Prastiwi and Iswari (2019), the quality of product information 

also holds significance in minimizing risks and uncertainties for consumers, thereby establishing trust as a 

fundamental element in the connection between intentions to repurchase. Apart from that, there is brand trust 

as a mediating role that influences these two key factors in consumer considerations in making repeat 

purchase intentions. 

Brand trust is defined as a customer's belief that a brand can be relied upon to act in their best 

interests when they hand over direct control (Yuwananda, 2021). This trust plays a crucial part in 

encouraging consumers to make repeat purchases of the brand (Priscillia et al., 2021; Trisna et al., 2020). A 

further definition of brand trust refers to the level of trust and dependence that customers have on a particular 

brand (Wijayajaya & Astuti, 2018). In this context, the risk perceived by consumers is also a factor that can 

be overcome by brand trust, reducing uncertainty and negative outcomes in purchasing decisions (Yeo et al., 

2021). Previous research, as exemplified by the comprehensive inquiry conducted by Juliana et al. (2021), 

has thoroughly investigated the interrelationships among brand image, brand trust, product quality, pricing, 

and purchase decisions. This research has yielded invaluable insights into the analysis of consumer behavior 

within the Food and Beverage industry. The antecedent study delved into the intricate dynamics that 

delineate consumer preferences and decisions in a fiercely competitive market. 

Overall, this study demonstrates that consumers' repurchase intentions in the context of the outdoor 

equipment industry are influenced by various factors, including brand image and product quality. While 

product quality stands out as the primary factor affecting repeat purchase decisions, a positive brand image 

can influence consumer interest in making a purchase. In this scenario, it is clear that brand trust plays a 

crucial role in mediating the relationship between the intention to repurchase and both brand image and 

product quality. To maintain a competitive edge and achieve success in the market, it is imperative for Eiger 

to continuously strengthen its brand image, produce high-quality products, and build consumer trust in their 

brand. By attentively considering these factors, Eiger can consistently gain consumer trust and uphold its 

leading position in the outdoor equipment industry. 

 

2. Research Method  

 

The research design used in this study is causal research. Data collection in this research used a questionnaire 

distributed to respondents who were deemed to meet the established criteria. The questionnaire uses a 5 point 

Likert scale (1 = strongly disagree, 5 = strongly agree). The measurement of brand image is based on five 

indicators, which include brand identity, brand personality, brand association, brand attitude, and brand 

benefit and competence, as established by (Ruhamak & Rahmadi, 2019). Product quality is measured based 

on 4 indicators, namely durability, comfort, reliability and ease of maintenance developed by (Darestani et 
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al., 2010; Juliana et al., 2021). Repurchase intention is measured based on 4 indicators, namely transactional 

interest, interest referrals. preferential interest and exploratory interest developed by (Girsang et al., 2020). 

Meanwhile, to measure brand trust using a design developed by Sunanti et al. (2021), with 4 indicators, 

namely credibility, brand competence, brand goodness and brand reputation. 

The number of samples collected and examined in this research was 227 respondents. The samples 

involved were Eiger product users who live in Indonesia. This research uses a purposive sampling technique, 

with the following criteria: 1) consumers of Eiger brand bags are at least 17 years old 2) respondents have 

used Eiger brand bags for at least 1 year 3) respondents play a role in making purchasing decisions. Sampling 

locations were distributed to various cities in Indonesia through an online questionnaires. 

The measurement and structural models of the research constructs under development will be 

analyzed and assessed in this study using Structural Equation Modeling (SEM) and AMOS 24 statistical 

techniques. A variety of goodness of fit index parameters, including chi square (χ2), CMIN/DF, Root Mean 

Square Error of Approxiation (RMSEA), root mean squared residual (RMR), Tucker Lewis Index (TLI), 

Incremental Fit Index (IFI), Comparative Fit Index (CFI), and Normed Fit Index (NFI), will be used to 

evaluate the fit test model. The reliability construct will be based on the findings of the tabulation of 

construct reliability (CR) and average variance extracted (AVE) values, while the validity evaluation will be 

based on the standardized loading factor (SLF) value, which must be ≥0.50 (Hair et al., 2014:618). After that, 

a structural model analysis using SEM is performed to determine whether or not the proposed research 

hypothesis is accepted. Each coefficient's computed t-value will be shown via SEM analysis. If the t-count 

number is less than or equal to the t table (1.96) at a significant level of α (often α = 0.05), the hypothesis is 

considered to have a causal relationship. 

 

 
Figure 1. Conceptual framework 

 

Brand Image and Repurchase Intention 

Brand image is one of the most important components in brand development (Wijaya, 2013). In this 

context, Ahn et al. (2014), mention that repurchase intention includes the desire to buy and use a product or 

service, evaluate it, form specific attitudes and express repurchase behaviour. Thus, repurchase intention is 

the desire to continue using the product or service currently used by consumers (Kim & Yang, 2020). Earlier 

studies conducted by Huang et al. (2019), demonstrate that brand image has a notable impact on the intention 

to make repeat purchases. This discovery is also corroborated by the research conducted by Nawi et al. 

(2019), which indicates a significant influence of brand image on repurchase intention. The research by 

Ellitan et al. (2023), demonstrates how repurchase intentions might rise with a strong brand image. 

Moreover, studies conducted by Bupalan et al. (2019), discovered that the impression of a brand significantly 

affects the inclination to buy counterfeit products again. According to research by Prihatini and Gumilang, 

(2021), brand image is the collective impression or recollection created by consumers regarding a brand and 

is described as an individual's viewpoint of that brand. Overall, this literature review provides a 

comprehensive understanding that brand image has an important role in influencing repurchase intention and 

consumer behaviour in various sectors, including the Eiger brand which is relevant to previous research. 

Product Quality and Repurchase Intention 

According to Junikon and Ali, (2022), product quality refers to the consumer's perception of product 

quality related to the advantages or superiority of a product. Research conducted by Top and Hilal, (2019) 

shows that product quality has a significant and influential effect on repurchase intention. These discoveries 
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are backed by studies Shalehah et al. (2019), it demonstrates that the propensity to repurchase a product is 

positively and significantly impacted by its quality. This aligns with studies carried out by Cuong, (2022) 

shows that product quality has a positive and significant influence on repurchase intention. Other research by 

Pasaribu et al. (2019), product quality has a significant influence on repurchase intention, because products of 

superior quality, which fulfill the needs and desires of consumers, lead to increased purchase decisions and 

intentions to buy again. These findings are also supported by research Sanam and K, (2019) which explains 

that product quality has a positive and significant effect on consumers' repurchase intentions at Restaurant. 

Overall, this literature review emphasizes that product quality plays a vital role in shaping consumer 

preferences and influencing repurchase intention. 

Brand Image and Brand Trust 

The research conducted by Han et al. (2019), indicates that brand image has a significant and 

positive impact on brand trust. These findings are supported by research Song et al. (2019), which confirms 

that brand image has a positive and significant effect on brand trust. This is in line with research conducted 

by Shiffa et al. (2021) and Jalantina, (2022) shows that brand image, which includes factors such as company 

image, reputation, and advertising, has a positive and significant direct influence on brand trust. Other 

research by Ling et al. (2023), brand image has a significant influence on brand trust in the context of fresh 

food e-commerce platforms. Overall, this literature review emphasizes that brand image plays a vital role in 

shaping brand trust, impacting repurchase intention.  

Product Quality and Brand Trust 

Research conducted by Hapsoro and Hafidh, (2018) shows that the higher the quality of the products 

provided by the company, the greater the consumer's sense of trust in the brand. These findings are supported 

by research Suharto et al. (2019), which confirms that trust in a brand is formed when the quality of the 

product meets consumer needs. Product quality can influence brand trust by creating positive perceptions of a 

brand's ability to deliver on its promises and meet customer expectations (Rahmat & Kurniawati, 2022). 

Other research by Ling et al. (2021), explains that product quality plays an important role in building brand 

trust. Research conducted by Rohmat et al. (2022), regarding the relationship between product quality and 

brand trust in smartphone brands shows that product quality has a positive effect on brand trust. Responses to 

products that have high quality standards reflect the brand's dedication to providing reliable and trustworthy 

products. Overall, this literature review highlights that product quality plays a crucial role in shaping 

consumer preferences, influencing brand trust. 

Brand Trust and Repurchase Intention 

Brand trust refers to consumers' expectations that a product can fulfil its commitments to them 

(Jalantina, 2022). Research by Meilatinova, (2021) shows that there is a positive and significant association 

between trust and repurchase intention by examining the interaction between the two in the setting of social 

commerce enterprises. These findings are supported by research Dash et al. (2022) and Thanki et al., (2022), 

which shows that trust has a positive and significant relationship with repurchase intention. This finding is 

consistent with the findings of a previous study by Han et al. (2019), which revealed that brand trust has a 

positive impact on repurchase intention in the airline sector in South Korea. Another study conducted by 

Ling et al. (2023), demonstrates that repurchase intention is positively and significantly impacted by brand 

trust. Previous studies have shown that repurchase intentions are positively impacted by brand trust. When 

consumers have high trust in a brand, they tend to have a strong desire to repurchase the product or brand, 

creating a close relationship between brand trust and repurchase intention (Girsang et al., 2020). Overall, 

these studies consistently confirm that brand trust is a key factor in influencing consumer repurchase 

intentions in various industry sectors. 

Brand Trust mediates Brand Image on Repurchase Intention 

Research conducted by Tian et al. (2022), shows that brand trust mediates the relationship between 

brand image and repurchase interest in organic tea among millennial consumers. In addition, previous studies 

were conducted in other industries such as virtual customer hotel operators and digital multi-sided platforms 

Shiffa et al. (2021) and Rizki et al. (2022), also reached the conclusion that the relationship between brand 

image and repurchase intention is significantly mediated by trust. In addition, research by Wydyanto and 

Ilhamalimy, (2021) indicates brand image has a significant influence on trust, which in turn influences 

repurchase intention. Another study conducted by Hutomo et al. (2020), shows brand image has a direct 

impact on repurchase intention, and this effect is mediated by trust. Positive brand trust builds trust, which in 

turn influences repurchase intentions. 
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Brand Trust mediates Product Quality and Repurchase Intention 

Research conducted by Maharani et al. (2023), shows that the influence of product quality on 

repurchase intention is mediated by brand trust. This finding is in line with research conducted by Alrasyid et 

al. (2023), found that product quality had a positive effect on intention to repurchase Yamalube oil. In 

addition, the study conducted by Vásquez and Vera-Martínez, (2020) found a high level of determination for 

behavioral intention and a moderate level of determination for repeat purchase indicating that product quality 

and brand trust play a role in repurchase behaviour. In addition, research by Hermanto et al. (2020), explains 

that product quality has a significant impact on repurchase intention, with brand trust playing a mediating 

role. These findings emphasize the importance of building consumer trust in the brand as a mechanism that 

links product quality with repurchase interest, thereby increasing the company's chances of success in a 

competitive market. 

 

3. Results And Discussions  

 

Result 

Characteristics of Respondents 

Analysis of respondent profiles in this study is based on the demographics characteristics contained 

in Tabel 1. The demographic characteristic presented include respondent’s domicile, age, gender, last 

education, work, income per month and pocket money per month.  

 
Table 1. Characteristics of respondents 

Categories Items f % 

Respondent's Domicile 

Kalimantan 56 24.7 

Java 66 29.1 

Sulawesi 23 10.1 

Papua 9 4 

Sumatra 23 10.1 

Nusa Tenggara 14 6.2 

Bali 22 9.7 

Maluku 11 4.8 

Jakarta 3 1.3 

Total 227 100 

Age 

17 – 21 Years 37 16.3 

22 - 30 Years 154 67.8 
31 - 40 Years 36 15.9 

Total 227 100 

Gender 
Man 101 44.5 
Woman 126 55.5 

Total 227 100 

Last education 

elementary school 0 0 
Middle/Junior High 

School 
2 

0.9 

high school/high 
school 

99 
43.6 

D1/D2/D3/D4 34 15 

Bachelor degree 79 34.8 

Postgraduate (S2/S3) 13 5.7 

Total 227 100 

Work 

Student 2 0.9 

Student/i 76 33.5 
Civil servants 25 11 

POLRI/TNI 6 2.6 

Businessman 29 12.8 
Private sector 

employee 
62 

27.3 

BUMN 24 10.6 
Nurse 1 0.4 

Midwife 1 0.4 

Pharmacist 1 0.4 
Total 227 100 

Income Per month (for those who are already 

working) 

< 2 million 15 6.6 

2 - 4 million 42 18.5 
> 4 - 6 million 43 18.9 

> 6 - 8 million 37 16.3 

> 8 - 10 million 23 10.1 
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Categories Items f % 

> 10 million 4 1.8 

Not yet working 63 27.8 
Total 227 100 

Pocket money per month (for those who have not 

worked) 

< 1 million 12 5.3 

1 - 1.5 million 17 7.5 
> 1.5 - 2 million 20 8.8 

> 2 - 2.5 million 10 4.4 

> 2.5 million 4 1.8 
Already working 164 72.2 

Total 227 100 

 

Based on information from respondents responses to the questionnaire, it is known that the 

consumption behaviour characteristics of most respondents also use other bags for the same reasons when 

using Eiger brand bags, namely influenced by discounts and promotions, quality of materials, quality of 

stitching, various collections or variations, easy to obtain, price according to quality, bag design according to 

taste and contemporary design. As for the information obtained from the questionnaire, respondents used 

other brands of bags, such as Arei 74 respondents, Consina 65 respondents, Deuter 47 respondents and 

Avtech 41 respondents. 

Measurement Models 

The results of the suitability, validity and reliability tests are as follows. 

 
Table 2. Value of standardized loading factor, construct reliability (CR), and  

average variance extracted (AVE) in overall model fit 
 Items SLF CR AVE 

Brand Image I can easily distinguish the Eiger brand among other similar 

backpack brands. 
0.687 

0.744 0.595 

I recognize Eiger as a brand synonymous with backpacks that are 
widely favored by individuals with an adventurous spirit. 

0.766 

The Eiger brand is highly renowned among outdoor enthusiasts. 0.805 

Eiger is known as an adventure brand. 0.824 
I recognize Eiger as a brand of backpacks with distinctive 

characteristics, especially in design and color variations. 
0.756 

Eiger is known as a brand of bags that has a strong sense of 
community interaction among its users. 

0.767 

Eiger is recognized as a brand of bags that can meet the needs and 

desires of its users for quality, especially in terms of load capacity. 
0.790 

Product Quality I recognize Eiger brand bags as durable and resilient. 0.867 0.776 0.647 
Eiger brand bags are durable and resistant to damage, not easily 

prone to wear and tear. 
0.800 

In my opinion, the design of Eiger brand bags fulfills functional 
aspects, making them comfortable for use. 

0.767 

Eiger brand bags come in a variety of colors with standard options, 

suitable for both men and women. 
0.754 

Eiger brand bags are made from high-quality materials. 0.808 

Eiger brand bags feature excellent stitching quality. 0.798 

Eiger brand bags are easy to maintain. 0.813 

Eiger brand bags are flexible for carrying and storage, adapting to 

individual needs. 
0.825 

Brand Trust I consider my Eiger bag as a credible and reliable brand. 0.817 0.763 0.613 
I believe that Eiger is known as a superior brand. 0.730 

I am confident that Eiger, as a bag brand, always follows 

contemporary design trends. 
0.824 

I believe that Eiger conducts its business with honesty. 0.792 

The Eiger brand is able to create an impression that they truly 

understand the needs and desires of their consumers. 
0.754 

I believe Eiger sets prices that align with the quality they offer. 0.806 

Eiger is an established brand that has been known by many people 

for a long time. 
0.744 

I believe that Eiger is a strong brand, capable of competing in the 

market. 
0.792 

Repurchase 
Intention 

 

I intend to repurchase Eiger brand bags in the future. 0.835 0.754 0.612 
I also recommend Eiger brand bags to others. 0.783 

I prioritize Eiger brand bags over other similar brands. 0.751 

I choose the Eiger brand as my primary choice when buying bags. 0.765 
I am interested in seeking information about Eiger brand bags from 

various sources. 
0.778 
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Based on Table 2, the results of the validity and reliability tests show that the indicators in the model 

built meet the validity and reliability criteria. All indicators have a Standardized Loading Factor (SLF) value 

above 0.50, indicating that each metric has sufficient validity to measure the overall construct of the resulting 

model. Apart from that, the Average Variance Extracted (AVE) value of all indicator instruments obtained 

also meets the criteria, with an AVE value ≥ 0.50. This indicates that most of the variation in each construct 

can be explained by the indicators contained in that construct. Furthermore, the Construct Reliability (CR) 

test shows that almost all instruments are reliable and consistent in measuring structure throughout the 

models built, because the CR value is more than 0.70. These results illustrate that the indicators in the model 

have an adequate level of reliability. 

 The results of the model test refer to the standard value of goodness of fit, while the validity test will 

look at the acquisition of the value of the standardized loading factor (SLF), while the reliability test will 

assess the acquisition of Average Variance Extracted (AVE) and Construct Reliability (CR). 

 
Table 3. Goodness of fit index 

Goodness of Fit Index Cut off Value Results 

χ2 Expected to be low 801.340 
Df  345 

χ2- Significance Probability ≥ 0.05 0,000 

CMIN/DF ≤3.00 2,323 
RMSEA ≤ 0.08 0.077 

RMR < 0.05 0.073 

NFI ≥ 0.90 0.836 
IFI ≥0.90 0.900 

TLI ≥0.90 0.889 

CFI ≥0.90 0.899 

  

The findings of the model fit test are presented in Table 3. A stated by on the results of the model fit 

test, it indicates that the model meets the requirements and is deemed suitable. The research model is deemed 

appropriate and acceptable if three to four out of the seven measurements demonstrate a good fit or surpass 

the predefined cut-off value (Hair et al., 2014). 

 

 
Figure 2. Full model testing 

 

Hypothesis Testing 

The results of testing the influence of the relationship between variables in the study configuration 

built in this research can be presented as follows. 

 
Table 4. Hypothesis testing 

Hypothesis Path Estimate S.E CR P 

H1 Brand Image --> Repurchase Intention 0.218 0.099 2,202 .028 
H2 Product Quality --> Repurchase Intention 0.235 0.075 3,126 ,002 

H3 Brand Image --> Brand Trust 0.338 0.090 3,742 *** 

H4 Product Quality --> Brand Trust 0.305 0.066 4,618 *** 
H5 Brand Trust --> Repurchase Intention 0.304 0.082 3,705 *** 
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The analysis of the hypotheses in the research model reveals a notable correlation between the 

examined variables. First, there is evidence that Brand Image has a significant positive impact on Repurchase 

Intention with a p-value of 0.028 which is smaller than the significance level of 0.05 (α = 0.05). Likewise, 

Product Quality is also proven to have a positive and significant effect on Repurchase Intention, with a p-

value of 0.002. Furthermore, in the context of Brand Trust, the analysis results show that Brand Image has a 

significant positive impact on Brand Trust, expressed by a p-value of <0.001. Likewise, Product Quality 

makes a positive and significant contribution to Brand Trust, with a p-value of <0.001. Finally, there is 

evidence that Brand Trust has a significant positive impact on Repurchase Intention, with a p-value of 

<0.001. Overall, these findings confirm that factors such as Brand Image, Brand Quality and Brand Trust 

have a crucial role in shaping consumers' intention to repurchase, providing strong empirical support for the 

conceptual model developed in this research. 

Following that, in order to examine the indirect impact on the mediating variable, we present Table 

5, derived from the Sobel test results. 

 
Table 5. Sobel test - significance of mediation 

 Sobel test 

statistics 

Two-tailed 

probability 

Brand Image--> Brand Trust --> Repurchase Intention 2.63 0.00833 

Product Quality--> Brand Trust --> Repurchase Intention 2.89 0.00383 

 

By referring to the Sobel test results in Table 5, it was found that the Brand Image and Repurchase 

Intention variables through the mediator Brand Trust, the statistical value of the Sobel test was 2.63 with a p-

value of 0.00833. Meanwhile, for the variables Product Quality and Repeat Purchase Intention through the 

mediator Brand Trust, the Sobel test yielded a statistical value of 2.89 with a corresponding p-value of 

0.00383. The two Sobel test statistical values exceed the t-table value of 1.96 and have a p-value of less than 

0.05 (α = 0.05). These findings indicate that there is a significant indirect influence of Brand Image and 

Product Quality on Repurchase Intention through the mediator Brand Trust. 

Discussion 

The results of the first hypothesis research state that brand image has a positive and significant 

impact on repurchase intention. The results of statistical analysis show a p-value of 0.028 (< 0.05). This 

means that the Eiger brand image has an important role in shaping consumers' intentions to make repeat 

purchases. These findings align with previous research indicating that brand image has a positive impact on 

repeat purchase intention, both in the context of fashion products and other brands (Bupalan et al., 2019; 

Ellitan et al., 2023; Huang et al., 2019; Nawi et al., 2019; Prihatini & Gumilang, 2021). The results of 

statistical analysis support the second hypothesis which states that product quality has a positive and 

significant effect on repurchase intention. The p-value is 0.002 (< 0.05), confirming that consumers tend to 

be more interested in repurchasing Eiger brand bags if they believe in the quality of the product. This finding 

is consistent with previous research which shows that product quality has a positive impact on repurchase 

intention (Cuong, 2022; Pasaribu et al., 2019; Sanam & K, 2019; Shalehah et al., 2019). 

The results of the third research hypothesis state that brand image has a positive and significant 

effect on brand trust. The p-value is <0.001, indicating that the Eiger brand image not only influences 

repurchase intention directly but also shapes consumer trust in the brand. This is in line with literature which 

shows that positive perceptions of a brand can increase the level of consumer trust (Shiffa et al., 2021; Han et 

al., 2019; Ling et al., 2023; Song et al., 2019). The results of statistical analysis also support the fourth 

hypothesis, which states that product quality has a positive and significant effect on brand trust. The p-value 

<0.001, confirms that consumers who consider the quality of Eiger products to be high tend to have a higher 

level of trust in the brand. These findings are consistent with previous research highlighting the role of 

product quality in shaping consumer trust (Hapsoro & Hafidh, 2018; Ling et al., 2021; Rohmat et al., 2022; 

Ruhamak & Rahmadi, 2019; Suharto et al., 2019). 

The results of the fifth research hypothesis state that brand trust has a positive and significant impact 

on repurchase intention. This is in accordance with previous research (Dash et al., 2022; Meilatinova, 2021; 

Thanki et al., 2022). The p-value is <0.001, indicating that consumer trust in the Eiger brand not only builds 

brand loyalty but also increases the intention to make repeat purchases. The results of the Sobel test show 

that there is a significant indirect effect of brand image on repurchase intention through the mediator of brand 

trust. The statistical value of the Sobel test is 2.63 with a p-value of 0.00833, confirming that brand trust 
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mediates the relationship between brand image and repurchase intention (Hutomo et al., 2020; Rizki et al., 

2022; Tian et al., 2022; Wydyanto & Ilhamalimy, 2021). 

Similar to brand image, the Sobel test results show that product quality also has a significant indirect 

influence on repurchase intention through the mediator of brand trust. The statistical value of the Sobel test is 

2.89 with a p-value of 0.00383, confirming that brand trust plays a role as a mediator in the relationship 

between product quality and repurchase intention. This is in line with previous research. It can be said that 

this research has shown how brand image, product quality, and brand trust all have a big relationship on 

consumers' repurchase interest in Eiger brand bags, both in direct influence and indirect influence mediated 

by brand trust (Hermanto et al., 2020; Maharani et al., 2023; Alrasyid et al., 2023). 

 

4. Conclusion  

 

Based This research delves into the intricate dynamics of consumer behavior and its intricate connections 

with brand image, product quality, brand trust, and repurchase intention, with a specific focus on Eiger brand 

bags. The statistical analyses reveal a robust relationship between brand image and product quality, 

intertwined with repurchase intention and further accentuated by the mediating influence of brand trust. 

Eiger's brand image emerges as a pivotal driver, not only fostering consumer trust but also laying a strong 

foundation for repeat purchases. The study underscores the clarity and allure of the brand image as a key 

differentiator, shaping positive consumer perceptions. Simultaneously, the central role of Eiger's product 

quality in building consumer trust is highlighted, emphasizing the durability and meticulous design of Eiger 

bags as a cornerstone for consumer confidence.  

Brand trust, operating as a mediator between brand image, product quality, and repurchase intention, 

reinforces the existing relationship, with consumers relying on Eiger as a trustworthy brand that aligns with 

their expectations, fueling a heightened desire for repeat purchases. In light of these findings, the research 

recommends refining marketing strategies and ongoing brand development initiatives, focusing on fortifying 

a distinct brand image and perpetually enhancing product quality. These endeavors are identified as crucial 

elements in bolstering the foundation of brand trust, consequently driving repurchase interest. Overall, this 

research significantly contributes to the field of marketing by providing valuable insights for both theoretical 

understanding and practical application in the design of effective and sustainable marketing strategies. 

To maintain and improve its position in the market, Eiger needs to prioritize consistency of brand 

messaging, development of distinctive designs and active involvement in marketing activities. Positive 

interactions with consumers, both online and physically, are the main focus with quick responses to feedback 

and participation in the community. Improving product quality can be achieved through continuous 

innovation and deep understanding of market trends, while strengthening brand trust involves transparency in 

production processes and involvement in social initiatives. In the face of competition, advanced research on 

consumer preferences and market analysis can provide additional insights for product diversification and 

improved marketing strategies. Overall, these findings provide a strong basis for Eiger to optimize marketing 

and brand management strategies.  

This research has limitations in the variables and objects studied so that future researchers can carry 

out further exploration of market segments to understand consumer preferences which can provide additional 

insight for product diversification or developing more effective marketing strategies. Additionally, research 

can be expanded to include external factors such as economic conditions, fashion trends, and demographic 

factors to gain a deeper understanding of consumer purchasing dynamics. A comparative analysis of the 

brand with its main competitors is also very relevant, because it can help Eiger to understand its competitive 

advantages and identify potential improvements needed to strengthen its brand position in the market. 

Overall, further research in this area will make a significant contribution to the future development of Eiger's 

marketing and brand management strategies. 
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