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Abstract: This study aims to analyze the relationship between service quality, corporate 

image, customer satisfaction and behavioral intention of Garuda Indonesia Airways’ 

customers. This research also investigates the roles of customer satisfaction as a mediating 

variable. The population of this study is all customers of Garuda Indonesia Airways. This 

study employs 150 customers as the respondents. The data collection has been conducted by 

using a convenience sampling method. This research analyzes the data by using the Structural 

Equation Modelling (SEM) with Partial Least Square (PLS). After some preliminary tests, this 

study found that service quality has a positive and significant impact on corporate image and 

customer satisfaction. Service quality has no significant direct impact on behavioral intention. 

The corporate image has significantly and positively related to behavioral intention. 

Customer satisfaction is a significant and positive antecedent of behavior intention. Even 

though there is no significant direct effect of service quality on behavioral intention, 

surprisingly, it has a significant indirect impact on behavioral intention through customer 

satisfaction as an intervening variable. Furthermore, some limitations and further research 

have been addressed. 
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Introduction 

Indonesia is one of the countries which is experiencing a relatively high growth in the aviation 

industry. This is supported by Indonesia's geographical condition which is an archipelagic 

country, even the largest archipelagic country in the world. Indonesia has more than 100,000 

islands stretching from Sabang to Merauke. Thus, the geographical conditions make air 

transportation become one of the main choices of transportation in Indonesia. Garuda 

Indonesia is one of the Aviation Company in Indonesia which provides a better service by 

offer the best facilities to increase its customer satisfaction in building behavioral intention. 

 

There are still many problems related to this aviation industry which consumers complain 

about in Indonesia. Common problems include delay, lack of alertness of employees in 

overcoming delays, baggage loss or damage and many other problems. So that, customers 

have considered that the services in the aviation industry in Indonesia are still needed to be 

improved. Whilst, consumers are the key for the success of a company in industry competition, 

hence, creating a higher customer value is a primary requirement to make consumers feel 

satisfied and are expected to be loyal customer. Customers who are satisfied with the 

performance provided by the company will encourage customers to behave in certain ways. 

According to Namkung & Jang (2007) Behavioral Intention is defined by the behavior of 

customers who are loyal to the company so that they are willing to recommend to others 

because they have received good service from the company. This is in line with the results of 

research conducted by Purwati & Tio (2017) where positive Behavioral intention also has 

many benefits for the company, one of them is consumers become loyal to the product or 

services.  

 

Moreover, in creating customer satisfaction, Garuda Indonesia has to provide the best quality 

services, such as providing a full-service carrier with several facilities, namely: lobby lounge, 

Garuda Frequent Flyer, etc. In running a Garuda Indonesia business that prioritizes customer 

satisfaction rather than having to compete with other airlines in lowering prices, Garuda 

Indonesia offers higher ticket prices with a superior service commitment. Therefore, in 

improving the service quality, Garuda Indonesia has created the Garuda Indonesia Experience 

concept. Service quality is the main factor that needs to be considered by Garuda Indonesia 

such as: carrying out a rejuvenation program for the old fleet, replacing the interior of the 

aircraft, increasing the ability of employees to provide servants and so on. 

 

Service quality and company image are important points to be considered. The better the 

quality of service provided by transportation service providers, the more the image of the 

company will be improved. This means that Garuda Indonesia have to balance the quality of 

service so that the creation of customer satisfaction and a good corporate image will make 

customers conduct repurchase and create good behavioral intention. Therefore this study 

focuses on the Influence of Service Quality, Corporate Image toward Behavioral Intention 

with Customer Satisfaction as Intervening Variables at Customers PT. Garuda Indonesia 

(Persero) Tbk in Padang City. 

 

Literature Review 

According to Namkung & Jang (2007), behavioral intention is the behavior of consumers who 

are loyal to the company so that they are willing to recommend to others because they get a 

good service from the company. Moreover, Purwati & Tio (2017) have stated that the positive 

behavioral intention also has many benefits for the company. One of them is that it may make 
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the consumers become loyal to the product or service used. Furthermore, Kuo & Tang (2013) 

said there are several behavioral indicators, namely: (1) Repurchase (2) Word of Mouth 

(WOM) and (3) Frequency. 

 

To build consumer loyalty and positive behavioral intentions, the first step that must be taken 

by the company is to create customer satisfaction. According to Kotler & Keller (2008) 

customer satisfaction is the feeling of being happy or disappointed from someone towards a 

product after the customer compares the performance of the product with their expectations. 

Kuo & Tang (2017) then added the indicators of customer satisfaction are comparisons 

between expectations and reality. 

 

Efforts to build customer satisfaction cannot be separated from the efforts of companies to 

provide good service to customers. According to Tjiptono (2011) service quality is an 

expected level of excellence where control over the level of excellence aims to meet customer 

needs. In addition, Loanata (2015) stated the quality of services provided by the company can 

meet customer expectations and be able to create a good perception of its service image. 

Furthermore, Aryani & Rosinta (2010) said that there are several service quality indicators, 

namely; (1) tangible, for example: Cleanliness of Physical facilities, Neatness of employees, 

modern or good physical facilities owned. (2) Empathy, Such as: Personal attention, Ease of 

contacting, Understanding Customer needs. (3) Reliability like Good service from beginning 

to the end, Administrative accuracy, Service as promised. (4) Responsiveness, such as: 

Service speed, overcoming difficulties quickly, Employee time. And (5) Assurance, for 

example: Corporate reputation, Employee competencies, and Employee friendliness. 

 

Besides the efforts in providing excellent service quality which to create customer satisfaction, 

the company must also be able to build a good corporate image in order to create sustainable 

excellence. According to Kotler & Keller (2012) imagery is a set of beliefs, ideas, and 

impressions that a person has towards an object. Based on Adona (2006) the image of the 

company is an impression or an image of a company in the eyes of the audience formed based 

on their own knowledge and experience. Then, Kuo and Tang (2013) used several indicators 

of corporate image, they are: (1) Reputation (2) Timeliness (3) Companies in the form of safe 

transportation. 

 

Kuo and Tang (2013) have asserted that customer satisfaction has a direct and significant 

influence on behavioral intention. In addition, Ryu, et al (2012) also have found that the 

customer satisfaction is significantly related to behavioral intention. Moreover, the study was 

conducted by Tahelele (2017) has explained that customer satisfaction has also positively 

influenced the behavioral intention. Accordingly, we argue the customer satisfaction is an 

antecedent of customer behavioral intention, therefore, we hypothesize that customer 

satisfaction has a positive and significant effect on behavioral intention (H1). 

 

Furthermore Chou & Kim (2009) found that service quality and customer satisfaction have a 

direct and positive relationship. Moreover, Kuo & Tang (2013) have asserted that the service 

quality plays an important and significant role in customer satisfaction. The study was 

conducted by Tahelele (2017) also has explained that service quality is an important variable 

which directly influences customer satisfaction. So, from this point of view we posit that the 

Garuda service quality has a positive and significant effect on customer satisfaction (H2). 
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Ladhari (2009) found that when customers feel that service quality is good then customers 

will naturally behave positively by making repeat purchases so that behavioral intention 

occurs. Accordingly, we might argue that service quality will also has a direct impact on 

behavioral intention. Saptenno (2011) has added that service quality has a direct, positive and 

significant influence on behavioral intention. When a customer has perceived a good service 

quality, it may lead to his/her behavioral intention such as repeat purchase or willing to 

recommend. From the discussion above, we propose a hypothesis that the service quality has 

a positive and significant direct effect on behavioral intention (H3). 

 

Kuo & Tang (2013) argue that company image also has a significant relationship to customer 

satisfaction. Previous research which is conducted by Wu (2014) found that the company's 

image has a positive effect on customer satisfaction. Furthermore, Tahelele (2017) in his study 

has explained that corporate image is an important variable that directly affects the customer 

satisfaction. Arguably, a company with a higher corporate image will have a more possibility 

to satisfy its customer. Therefore, we propose a hypothesis that company image has a positive 

and significant effect on customer satisfaction (H4). 

 

The study was conducted by Wu (2014) found that the company's image is also directly related 

to behavioral intention. Then supported by Mukhlison et al. (2016) who stated that the 

company's image has a significant influence on behavioral intention. Moreover, Tahelele 

(2017) revealed that a good corporate image will form a positive relationship to behavioral 

intention. Hence, we propose the fifth Hypothesis (H5) that corporate image has a positive 

and significant effect on behavioral intention. 

 

Chou & Kim (2009) explain that service quality is a fundamental driver of corporate image. 

Therefore, active monitoring and management of service quality needs to be made a 

component for the company's image. The study was conducted by Kuo & Tang (2013) found 

that the service quality is positively related to the company image. Finally, we posit the last 

hypothesis (H6) of this study that the service Quality has a positive and significant effect on 

Company Image. 

 

Based on the theory and literature above, the conceptual framework for this study can be 

created as follow: 

 

 

 

 

 

 

 

 

 

 

Figure 1: Research Model 

 

H1 = Customer satisfaction has a positive and significant effect on behavioral intention. 

H2 = service quality has a positive and significant effect on customer satisfaction. 

H3 = Service quality has a positive and significant effect on behavioral intention. 

H3 
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H4 = Company image has a positive and significant effect on customer satisfaction. 

H5 = Corporate image has a positive and significant effect on behavioral intention. 

H6 = Service Quality has a positive and significant effect on Corporate Image. 

 

Research Methodology 

This research is a causative research. This study explains the relationship between Service 

Quality, Corporate Image and Behavioral Intention. In addition, we employed the customer 

Satisfaction as an intervening variable. Population of this study is all passenger of PT. Garuda 

Indonesia (Persero) Tbk in Padang City. The amount of sample is 150 which is taken by using 

purposive sampling technique with criteria considered by the people in Padang City who have 

used Garuda airlines. We analyze the data by using the Structural Equation Model (SEM) 

using the Partial Least Square (PLS) and SmartPLS version 3.2.7. Furthermore, some 

preliminary analyses, such as outlier, validity and reliability test have been applied (Wardi, 

Abror, & Trinanda, 2018; Hair, Black, Babin, & Anderson, 2010). 

 

Result and Discussion 

 

Result 

 

Descriptive Variable Statistics 

This study has conducted descriptive statistical analysis to get some general information, 

such as mean value of variables and the respondent characteristics. The results can be seen 

as follow: 

Table 1. Results of The Average Assessment Criteria 

 

Variable Mean 

Service Quality 3.82 

Corporate Image  3.96 

Customer 

Satisfaction 

3.86 

Behavioral 

Intention 

4.00 

Source: Primary Data (Research findings) 

 

Evaluation Outer Model 

Convergent validity is determined by using the loading factor / outer loading value 

parameter and the AVE (Average Variance Extracted) value. Measurement can be 

categorized as having good convergent validity if the value of outer loading> 0.6 and the 

value of AVE> 0.5 (Ghozali & Latan, 2012). Table 2 shows the loading factors of 25 

indicators which is used in this study: 

 

Table 2. Outer Loading 

Variable No  Indicator  Outer loading 

(>,06) 

Explanation  

Service 

Quality  

1 KPT1 0,782 Valid  

2 KPT2 0,689 Valid 

3 KPT3 0,751 Valid 

4 KPEM1 0,599 Valid 
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Source: Primary Data (Research Finding) 

 

Table 2 shows 25 valid indicators. According to Hussein (2015), if there is an outer loading 

value below 0.6, the indicator can be omitted because it does not represent the existing 

construct. So that this study has no indicator which will be eliminated because all of them are 

valid. Therefore, the following figure shows the research model with the path diagram for all 

indicators: 

 

 
Figure 2: Research Model 

5 KPEM2 0,653 Valid 

6 KPEM3 0,673 Valid 

7 KPR1 0,642 Valid 

8 KPR2 0,673 Valid 

9 KPR3 0,580 Valid 

10 KPRES1 0,741 Valid 

11 KPRES2 0,723 Valid 

12 KPRES3 0,692 Valid 

13 KPAS1 0,684 Valid 

14 KPA2 0,710 Valid 

15 KPA3 0,539 Valid 

Corporate 

Image  

16 CP1 0,821 Valid 

17 CP2 0,830 Valid 

18 CP3 0,816 Valid 

19 CP4 0,848 Valid 

Customer 

Satisfaction  

20 KEPE1 0,860 Valid 

21 KEPE2 0,872 Valid 

22 KEPE3 0,750 Valid 

Behavioral 

Intention 

23 BI1 0,873 Valid 

24 BI2 0,844 Valid 

25 BI3 0,868 Valid 
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Discriminant Validity 

We have tested the discriminant validity by using Fornell Larkers’s criteria. The indicators 

that have been derived from different constructs should not be highly correlated (Ghozali 

& Latan, 2012).  
 

Table 3. Discriminant Validity 

Variable BI  CI SQ CS 

Behavioral 

Intention 

0,862    

Company 

image 

0,831 0,829   

Service 

Quality 

0,781 0,778 0,829  

Customer 

Satisfaction 

0,713 0,794 0,717 0,678 

Source: Primary Data (Research Finding) 

 

Table 3 shows that the values of square root of AVE in the diagonal are greater than the 

correlation values in the column. Hence, it means that all variables in this study are valid. 

 

Average Variance Extracted (AVE) 

The convergent validity of the measurement model is also seen from the AVE value. AVE 

value describes the magnitude of the diversity of the manifest/indicator variables contained 

in the construct. Based on Ghozali and Latan (2012), the use of AVE values is needed in 

convergent validity test. Furthermore, the recommended AVE value is at least 0.5 to 

indicate a good convergent validity. 

 

Table 4. AVE value (Average Variance Extracted) 

 

Variable  Value AVE 

(>0,5) 

Service quality(X1) 0,460 

Corporate Image(X2) 0,686 

Customer Satisfaction  

(Z) 

0,688 

Behavioral Intention 

(Y) 

0,743 

Source: Primary Data (Research Founding) 
 

Table 4 shows that the service quality has a lower AVE value than 0.5. It can be stated that 

more than half of the variants in each indicator of this study has good convergent validity. 
 

Composite Reliability 

We have also examined the composite reliability value of the data. The criterion is that value 

should be equal or greater than 0.7.  We found that all the constructs have so that, the variable 

can be said to be reliable (Hussein, 2015). The following is a results of composite reliability 

values: 
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Table 5. Composite Reliability Value 

Variable Composite Realibity (>0,7) Explanation  

Service quality(X1) 0,927 Reliable 

Corporate Image(X2) 0,898 Reliable 

Customer Satisfaction (Z) 0,869 Reliable 

Behavioral Intention (Y) 0,896 Reliable 
Source: Primary Data (Research Founding) 

 

Table 5 describes each variable in this study has a good composite reliability value which is 

greater than 0.7. Therefore, each variable in this study have fulfilled the requirements that 

have a level of reliability in accordance with the specified conditions. 

 

Inner Model Evaluation 

Evaluating the inner model or structural model aims to see the direct or indirect influence 

between variables. Evaluation of the structural model can be started by looking at the R-square 

value in endogenous latent variables. According to Ghozali and Latan (2012), the R-square 

value of 0.75, 0.5 and 0.25 defines the model as strong, moderate and weak in explaining the 

effect of exogenous latent variables on endogenous latent variables. 

 

Table 6. R-Square Value 

Variable R-Square Information 

Behavioral 

Intention 

0,738 Strong 

Corporate Image 0,631 Moderate 

Customer 

Satisfaction 

0,632 Moderate 

Source: Primary Data (Research Founding) 

 

Table 6 illustrates that the value of R-Square for behavioral intention variable is 0.738, this 

indicates that the service quality, company image, and customer satisfaction have explained 

73.8% of behavioral intention variation, whilst, the remaining 26.2% are affected by other 

factors. Furthermore, the value of R-Square Company Image of 0.631, hence, this indicates 

that the influence of service quality on corporate image is 63.1%. Finally, 63.2% of the 

customer satisfaction has been affected by service quality and corporate image. 

 

Hypothesis Testing 

Table 7 shows the hypotheses testing. Based on the results, we found that only one hypothesis 

(out of 6) is not significant. Service quality has no direct significant relationship with 

behavioral intention. However, it has significant indirect relationship through customer 

satisfaction and corporate image as the mediator. 
 

Table 7. Hypothesis Testing 

 Path 

coefficient 

T Statistic  P Value Information 

Customer 

Satisfaction-> 

Behavioral Intention 

0,328 3,874 0,000 H1 accepted 
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Service Quality -> 

Customer 

Satisfaction 

0,267 2,875 0,004 H2 accepted 

Service Quality -> 

Behavioral Intention 

0,054 0,614 0,539 H3 rejected 

Corporate Image -> 

Customer 

Satisfaction 

0,566 6,495 0,000 H4 accepted 

Corporate Image -> 

Behavioral Intention  

0,533 5,253 0,000 H5 accepted 

Service Quality ->  

Corporate Image  

0,794 25,624 0,000 H6 accepted  

 Source: Primary Data (Research Findings) 

 

Discussion 

Base on the results, it can be explained as follows: 

1. A positive and significant relationship between customer satisfaction and behavioral 

intention in PT. Garuda Indonesia (Persero) Tbk in Padang City. The result of this 

study is in accordance with previous studies, such as Tahelele (2017), who has claimed 

that the satisfaction felt by customers has a positive impact on customer behavior 

intentions. Furthermore, Mukhlison et al. (2016) have explained that customer 

satisfaction also has a significant effect on behavioral intention. In addition, Kuo & 

Tang (2013) said that customer satisfaction has a direct influence on behavioral 

intention. And according to Wu (2014) in his research explained that customer 

satisfaction is related to behavioral intention. In the results of this study there is a 

positive relationship between customer satisfaction and behavioral intention of the 

customers of PT. Garuda Indonesia (Persero) Tbk. The implication is that the company 

has to increase customer satisfaction by listening to customers wishes and improving 

employee performance so that the creation of customer satisfaction and itself will 

create behavioral intention because if customers are satisfied with the performance 

provided by Garuda Indonesia, customers will conduct repurchase activities and use 

Garuda Indonesia repeatedly and customers will definitely recommend Garuda 

Indonesia to their closest relatives, friends and family to use Garuda Indonesia airlines. 

2. This study found a positive and significant relationship between service quality and 

customer satisfaction of PT Garuda Indonesia (Persero) Tbk. The result of this study 

supports some previous studies, such as Chou & Kim (2009) who has examined a 

positive and significant relationship between service quality and customer satisfaction. 

According to Kuo & Deng (2009), service quality also has a positive impact on 

customer satisfaction. Tahelele (2017) explained that service quality is an important 

variable that directly affects customer satisfaction. Moreover, Kuo & Tang (2013) 

found service quality plays an important and significant role in customer satisfaction. 

In the results of this study there is a positive relationship between service quality and 

customer satisfaction in the customers of PT. Garuda Indonesia (Persero) Tbk in 

Padang City. The implication is that companies have to provide the best service to 

customers by providing full service carrier and several good facilities such as lobby 

lounge and Garuda Frequent Flyer for customers who are loyal to Garuda Indonesia. 

By offering customer based on what they likes or tastes make customers feel satisfied 

with the services provided by Garuda Indonesia airlines. 
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3. Service quality have a positive effect, however, it is not significantly influence 

behavioral intention of customers PT. Garuda Indonesia (Persero) Tbk, this result is 

inversely proportional to previous research conducted by Saptemo (2011), who has 

explained that service quality has an effect on behavioral intention. However, even 

though the service quality has no direct significant relationship to behavioral intention, 

it has a positive and significant indirect relationship to behavioral intention through 

customer satisfaction and corporate image as the mediator. This finding is in line with 

Tahelele (2017) who argue that service quality will lead to customer satisfaction before 

it has an impact on behavioral intention.  

4. There is a positive and significant relationship between corporate image and customer 

satisfaction of PT. Garuda Indonesia (Persero) Tbk. This result is congruent with Kuo 

& Tang (2013) who assert that corporate image is a significant antecedent of customer 

satisfaction. Moreover, Mukhlison, et al (2016) have examined a significant effect of 

corporate image on customer satisfaction. Accordingly, a better corporate image will 

lead to a better customer satisfaction. Therefore, the Garuda Indonesia has to build its 

corporate image which is different with other airlines. 

5. Corporate image also has a significant and positive impact on behavioral intention. 

The result of this study supports some previous studies. For example, Wu (2014) has 

investigated a significant and positive impact of corporate image on customer 

behavioral intention. Furthermore, Mukhlison, et al (2016) have also found that 

corporate image has a significant influence on behavioral intention. The implication is 

that company has to create corporate image building program, such as recruiting high 

competencies flight attendants. By having good management, a good corporate image 

will be formed. With a good corporate image will make customers believe in the 

company and customers who believe in the company will create loyalty so that 

customers themselves will recommend Garuda Indonesia to others. The image of PT. 

Garuda Indonesia that is currently good in the eyes of customers have to provide a 

customer-focused strategy by providing the best service to customers. If customers are 

satisfied with the services provided by Garuda Indonesia, they will automatically 

conducts a repurchase and travel by using Garuda Indonesia for the next. 

6. There is a Positive and significant relationship between service quality and company 

image in PT. Garuda Indonesia (Persero) Tbk in Padang City. The results of this study 

are consistent with previous studies conducted by Chou & Kim (2009) explaining that 

service quality is a fundamental driver of corporate image. And according to Kuo & 

Tang (2013) said that there is a positive relationship between service quality and 

corporate image. While according to Wu (2014) service quality is directly related to 

corporate image. In the results of this study there is a positive relationship between 

service quality and company image in the customers of PT. Garuda Indonesia 

(Persero) Tbk in Padang City. The implication is that companies must actively monitor 

and manage service quality to improve a good corporate image. Service quality and 

good image of Garuda Indonesia are things that need to be considered by the company. 

The better quality of service provided by the company, the better the image of the 

company as well. 

 

Conclusion 

The conclusion of this study is: 

1. There is a significant and positive influence of Customer Satisfaction on Behavioral 

Intention of customers PT. Garuda Indonesia (Persero). 
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2. There is the influence of service quality on customer satisfaction of customers PT. 

Garuda Indonesia (Persero) Tbk in Padang City, the hypothesis can be accepted or 

proven and these findings support and provide reinforcement in previous studies. 

3. Variable service quality does not have a significant and positive effect on behavioral 

intention on customers PT. Garuda Indonesia (Persero) Tbk in Padang City, but the 

service quality has a significant and positive influence on behavioral intention through 

customer satisfaction. 

4. There is the influence of corporate image on customer satisfaction of customers PT. 

Garuda Indonesia (Persero) Tbk in Padang City, this research hypothesis can be 

accepted or proven and these findings support and provide reinforcement in previous 

studies. 

5. There is the influence of corporate image on behavioral intention of customers PT. 

Garuda Indonesia (Persero) Tbk in Padang City, this research hypothesis can be 

accepted or proven and these findings support and provide reinforcement in previous 

studies. 

6. There is the influence of service quality on the company's image of the customers PT. 

Garuda Indonesia (Persero) Tbk in Padang City, this research hypothesis can be 

accepted or proven and these findings support and provide reinforcement in previous 

studies. 
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