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 Analysis of product quality and Word of Mouth that affects consumer 
loyalty directly or indirectly through consumer satisfaction is the purpose 
of this research in the culinary business. The instrument was developed 
using the Likert scale. Respondents as many as 100 consumers, validity and 
reliability tests using 30 respondents. This study uses quantitative path 
analysis methods to determine direct and indirect influences. Research 
results; Product Quality, Word of Mouth, and Consumer Satisfaction 
variables have an immediate effect on Consumer Loyalty. Indirect impact: 
both dependent variables can affect consumer loyalty indirectly through 
consumer satisfaction. 
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1. INTRODUCTION 

During the pandemic, many small and medium businesses emerged in anticipation of the community 
facing a crisis due to local government regulations that limited community social activities. It also affects 
the social and economic sectors through restrictions on human movement, distribution, and transportation 
[1]. The development of the business world is currently digital-based and led to the growth of online shops 
in cyberspace [2]. They serve the needs of the community with online services. Business development is 
increasing due to increasingly sophisticated technology. It is easy for entrepreneurs to provide information 
about their products on social media, in person, and even by word of mouth. Intense competition will make 
entrepreneurs try hard to continue improving the quality of their products for the sake of public trust in 
meeting their needs so that the effect of consumers being satisfied with their products will make them 
continue to meet their constant requirements for these products. Changes in consumer behavior in 
conditions like this must be detected as early as possible to maintain the wheels of business. Satisfaction 
can be seen from a consumer's feelings after feeling and comparing whether it follows his expectations [3]. 
Good quality products will become selling points for businesses in the culinary field to meet the needs of 
consumers and attract the attention of consumers [4]. Good-quality products will influence the decision to 
use/taste because consumers will believe in our products. According to Kotler & Armstrong (2008), Product 
quality is a characteristic that depends on the product's ability to satisfy customer needs and with the hope 
of being loyal to the products offered. 

Equally important, word of mouth also affects consumer satisfaction and consumer loyalty [6]. Word 
of mouth in various ways online or by word of mouth from consumers, in conditions that are completely 
limited from the social side. Word of Mouth allegedly plays an essential role in the availability of 
information. Pertiwi (2021) Word of mouth is one of the many unique features of word-of-mouth 
promotion. Consumers will pay close attention to these characteristics and then provide information about 
their experiences in their social environment. 
 

2. LITERATURE REVIEW 

Product Quality 

Products are designed in such a way as to meet the needs and desires of consumers so that it is hoped 
that they will also generate consumer satisfaction and loyalty. Products have a strategy that includes several 
uses, quality, features, brands, packaging, warranties, designs, and choices (various product features). The 
decision to diversify products is necessary in line with marketing developments [8]. The form of the product 
is not only tangible. It also includes something intangible such as services. All culminate in satisfying the 
needs and desires of consumers [9]. Laksana [10] Products are everything that is physical in the form of 
goods and non-physical in the form of services offered to consumers to fulfill their needs and desires. 



 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 
Jurnal Ekonomi, Volume 12, No 03,  2023 

ISSN: 2301-6280 (print) ISSN: 2721-9879 (online) 
 

 

Does Product Quality, Word Of Mouth Influence Consumer Loyalty Through Consumer Satisfaction?. Heidi 

Reza Ruliarto 

601 

According to Wibowo & Fausi [11], there are eight dimensions of product quality to provide good 
service: Performance, characteristics or advantages over other products, Reliability, appropriate 
specifications, Durability, Serviceability, Aesthetics, and perception of quality. 
H1 Product Quality Affects Consumer Satisfaction  
H2 Product Quality Affects Consumer Loyalty  
H3 Product Quality affects Consumer Loyalty mediated by Consumer Satisfaction. 
 

Word Of Mouth 

Word of Mouth is one way in which consumers get information about products/services. Word of 
mouth, or word of mouth promotion, is conveyed orally, and very excited to share information with the 
community. Chatting becomes a common thing when gathering with the district. Even though the strategy 
is ancient, this method is still influential today, especially in the culinary field [12]. According to Bancin [13], 
word of mouth is often referred to as word of mouth. This activity is formed due to perceptions of products 
consumers use and informs these perceptions to other consumers. This variable is also believed to be one 
of the most effective and efficient forms of promotion. 

The method of promotion of word of mouth communication (Word of Mouth) is a form of written, 
spoken, or electronic communication between consumers who have a good perception of the product or 
experience of the product or service that is felt. Word of mouth is a spontaneous event, where this news can 
happen anytime and anywhere [14] 
H4 Word of Mouth Affects Consumer Satisfaction  
H5 Word of Mouth Affects Consumer Loyalty  
H6 Word of Mouth Affects Consumer Loyalty mediated by Consumer Satisfaction 

 

Consumer Satisfaction 

The primary foundation of a company's success is customer satisfaction, so it is expected to be loyal 
to its products. Consumers will reuse the same product/service after feeling the benefits and creating a 
sense of satisfaction with the product/service [15]. Based on the compatibility between what they feel and 
the desired expectations, consumers' feelings about the goods and services they have used can be 
interpreted as consumer satisfaction. The satisfaction felt by consumers will win the competition if the 
company can create it and, of course, can also retain customers so as not to be interested in trying 
products/services from competitors. The main component that contains modern marketing thoughts and 
practices has indicators of customer satisfaction in the form of conformity to product expectations, the 
desire to revisit, and the willingness to recommend to other parties [16].  
H7 Consumer Satisfaction Affects Consumer Loyalty. 
 

Consumer Loyalty 

Consumer Loyalty represents loyalty to a particular product or service, and consumers who have 
reused it will provide more benefits to the company. Consumers committed to the development do not 
easily change their opinion of the product. On the other hand, consumers will promote their communities 
indirectly [17]. Consumer Loyalty is part of human activity that constantly changes according to the 
circumstances and conditions of the social environment, but the company maintains the expected 
consumer behavior. Loyalty means customers will continue making regular purchases [18]. Customer 
loyalty is a form of consumer loyalty in terms of attitudes and behavior shown through a long-term 
commitment to regularly and repeatedly using products and services [19]. Loyalty is seen in behaviour that 
repeatedly uses products/services. These four characteristics describe loyal consumers: regular purchases, 
interest in using the products offered, recommending them to other parties, and showing immunity to the 
attractiveness of other company products [18]. Figure 1 Research structure, with substructure 1 in Figure 
2 and substructure 2 in Figure 3. 

 
Figure 1. Structure of path analysis 
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Table 1. Operational Definition of Research Variables 
No. Variable  Operational Definition Indicator 

1. Product 
Quality (X1) 

Characterize products and services 
in their ability to  satisfy customer 
needs [20] 

1. Flavor  
2. Consistency 
3. Texture 
4. Nutritional  
5. Visual  
6. Aromatic  
7. Temperature 

2. Word Of 

Mouth (X2) 
Oral, written, or electronic 
communication involves excellent 
experience buying or using 
products or services. [14] 

1. Talkers 

2. Topics 

3. Tools 

4. Taking Part 

5. Tracking 

3. Customer 
Satisfaction 
(Y1) 

Efforts to meet needs make 
something adequate for the needs 
and desires of consumers.[21] 

1. Match expectations 
2. Interest in revisiting 
3. Willingness to recommend 

4. Consumer 
Loyalty (Y2) 

Consumer behavior that 
continuously making purchases 
periodically [22]. 

1. Make purchases regularly 
2. Make purchases across all 

product or service lines 
3. Recommend products to others 
4. Demonstrate immunity from the 

attractiveness of similar 
products from competitors. 

 
3. METHODS 

In this section, it is necessary to define a quantitative research method, and a survey method was 
used in this study. Thirty respondents were assigned to test the validity and reliability, and one hundred 
respondents were used to calculate the path analysis test. The research respondents were 100 
respondents/consumers of Can Bos Cibinong Skin Rice. Sampling used a survey method with the Roscoe 
technique, 10 to 20 times the number of variables. 

Questionnaires with a Likert scale are used to test hypotheses with four instruments: Product 
Quality, Word of Mouth, Consumer Satisfaction, and Consumer Loyalty. Data collection is intended to obtain 
a valuable score in seeing the influence of Product Quality and Word of Mouth on Consumer Loyalty through 
Consumer Satisfaction. This research was conducted in July 2022. 

Path Analysis is used by testing the instrument for each variable's validity, reliability, and classical 
assumptions. The IBM SPSS 26 application was used to test the direct effect, and the Sobel calculator was 
used to test the indirect effect.  
 

4. RESULTS AND DISCUSSION 

Validity test 

Validity test it is known that all statements in Product Quality (X1), Word of Mouth (X2), Consumer 
Satisfaction (Y1), and Consumer Loyalty (Y2), are declared valid, namely r-table of 0.361<r-count value at 
significance level 5 % 
 

Reliability Test 

Table 1 below proves that all variables have Alpha coefficients above 0.700, and all variables have 
met the reliability test we can conclude. 

 
Table 2. Reliability Test Results 

Variable Cronbach's Alpha Results 

Product Quality 0.947 Reliable 
Word of Mouth 0.952 Reliable 
Customer Satisfaction 0.950 Reliable 
Customer Loyalty 0.929 Reliable 
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 Classic assumption test 

 
Table 3. Classical Assumption Test Results 

Substructure 1 

  Multi collinearity Heteros elasticity Linearity Norm 

Product Quality 2.564 
Heteros elasticity 

does not occur 

0.000 
0.379 Word of Mouth 2.564 0.000 

Customer Satisfaction    
Substructure 2 

 Multi collinearity Heteros elasticity Linearity Norm 

Product Quality 2.822 
Heteros elasticity 

does not occur 

0.000 

0.199 
Word of Mouth 5.139 0.000 
Customer Satisfaction 5.105 0.000 
Customer Loyalty     

 
Table 2 shows that all classical assumption tests have met the requirements for using multiple linear 

regression analysis: Multicollinearity = >1<10, no heteroscedasticity, linearity = 0.05<, and normality test 
= >.0.05. 
 

Hypothesis test 

Based on Figure 1 above, there are two exogenous variables: Product Quality (X1) and Word of Mouth 
(X2). There are also two endogenous variables: Consumer Satisfaction (Y1) and Consumer Loyalty (Y2), each 
of which must have a residual value. 

 
Table 4. model summary 2 Substructure 

  Substruktur 1 Substruktur 2 

R 0.897 0.906 
R2 0.804 0.821 

 

Table 5. Feasibility Test Model 2  
  Substruktur 1 Substruktur 2 

F 199.110 146.754 
Sig. 0.000 0.000 

 

 

Analysis of the Effect of Product Quality and Word of Mouth on Consumer Satisfaction (Substructure 

1) 

 
Figure 2. Substructure 1 

 

R2 has a value of 0.804, seen in Table 3, used to see the simultaneous effect of exogenous variables 
on consumer satisfaction with the calculation of the coefficient of determination: R2x100% = 0.804x100%= 
80.4%. This figure indicates the effect of exogenous variables on consumer satisfaction simultaneously at 
80.4%, while the remaining 19.6% is the size of other factors that can influence it. The value of e1 is a 
variant of the Consumer Satisfaction variable not explained by the independent variables in this study, 
namely Product Quality and Word of Mouth. The magnitude of Q 1= √(1 − T 2)= √(1 − .804)= .443. 

The feasibility of the regression model is described in Table 4. Based on a significant number of 
0.000<0.05, it means that there is a linear relationship between Product Quality and Word of Mouth on 
Consumer Satisfaction. 

The partial effect of exogenous variables on consumer satisfaction variables will be explained in the 
t-test. 
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Table 6. Substructure 1 Test t 
Model t Sig. 

1 (Constant) -1.820 0.072 
  Product Quality 3.122 0.002 
  Word Of Mouth 9.870 0.000 

 

Effect of Product Quality on Consumer Satisfaction 

The t-value is 3.122 with a significance of 0.002, a sense of 0.05, and a t-table of 1,983. It means t-
count>t-table, namely 3.122>1.983, which means H1 is accepted. Product quality has a significant positive 
effect on consumer satisfaction. Customer satisfaction is very dependent on how the level of product quality 
offered and the level of product performance exceeds consumer expectations so that consumers will feel 
satisfied and vice versa [2], [23], [24]. 
 

The Effect of Word of Mouth on Consumer Satisfaction 

The calculated t-value is 9,870 with a significance level of 0.000, a significance of 0.05, and a t-table 
of 1,983. It means t-count > t-table, namely 9.870 > 1.983, which means H2 is accepted. Word of Mouth has 
a significant positive effect on consumer satisfaction. Word of Mouth can be effective in marketing with the 
conformity of expectations desired by consumers so that satisfaction and loyalty can be generated [6], [25] 

 
Analysis of the Influence of Product Quality, Word of Mouth, and Consumer Satisfaction on 

Consumer Loyalty (Substructure2) 

  
Figure 3. Substructure 2 

 

Table 3 in substructure two shows the simultaneous effect of Product Quality, Word of Mouth, and 
Consumer Satisfaction on Loyalty by calculating the Coefficient of Determination: KD= R2x100%= 
.821x100= 82.1 %. This figure indicates the simultaneous influence of Product Quality, Word of Mouth, and 
Consumer Satisfaction on Consumer Loyalty of 82.1%. The remaining 17.9% is the size of other factors that 
can influence it. e2 is a variant value of the Consumer Loyalty variable not explained by exogen variables: 
Product Quality, Word of Mouth, and Consumer Satisfaction. The magnitude of Q 2= √(1 − T 2)= √(1 − .821) 
= .423. The feasibility of the model in substructure two can be seen in Table 4. The significance value is 
0.000<0.05, meaning a linear relationship exists between exogenous variables and consumer loyalty. 

The partial effect of exogenous variables on variables on Consumer Loyalty variables will be 
explained by testing each variable using the t-test. 

 
Table 7. Substructure 2 Test t 

Model t Sig. 

2 (Constant) 0.525 0.600 
  Product Quality 2.170 0.032 
  Word Of Mouth 2.446 0.016 
  Consumer Satisfaction 5.690 0.000 

 

Effect of Product Quality on Consumer Loyalty 

The calculated t-value is 2.170 with a significance level of 0.000, with a significance of 0.05, and a t-
table of 1.983. It means t-count>t-table, namely 2.170>1.983, which means H3 is accepted. Product quality 
has a significant positive effect on consumer loyalty. Products are the result of production activities that aim 
to fulfill and satisfy consumer needs and desires to achieve potential consumers [24], [26], [27] 
 



 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 
Jurnal Ekonomi, Volume 12, No 03,  2023 

ISSN: 2301-6280 (print) ISSN: 2721-9879 (online) 
 

 

Does Product Quality, Word Of Mouth Influence Consumer Loyalty Through Consumer Satisfaction?. Heidi 

Reza Ruliarto 

605 

The Effect of Word of Mouth on Consumer Loyalty 

The calculated t-value is 2.446 with a significance level of 0.000, with a significance of 0.05, and a t-
table of 1.983. It means t-count>t-table, namely 2.446>1.983, which means H4 is accepted. Word of Mouth 
has a significant positive effect on Consumer Loyalty Word of Mouth can be effective in marketing with the 
conformity of expectations desired by consumers so that satisfaction and loyalty can be generated. In other 
words, satisfaction and dedication can be increased—good Word of Mouth [6], [28]. 
 

Effect of Consumer Satisfaction on Consumer Loyalty 

The calculated t-value is 5.690 with a significance level of 0.000, with a significance of 0.05, and a t-
table of 1.983. It means t-count>t-table, namely 5.690>1.983, which means H5 is accepted. Consumer 
satisfaction has a significant positive effect on consumer loyalty. Consumers often form comfortable 
perceptions of products after comparing their expectations with performance or results that they feel 
exceed expectations, so repeat purchases will occur. [6], [24], [29], [30] 

 
Indirect Influence 

 
Table 8. Sobel test results 

Hypothesis 6 

      B Std. Error t-value Sig. 

X1  
 

Y1 0.166 0.053 
2.748 0.005 

Y1   Y2 0.401 0.070 
Hypothesis 7 

      B Std. Error t-value Sig. 

X2  Y1 0.642 0.065 
4.955 0.000 

Y1   Y2 0.401 0.070 
 

The indirect influence between exogenous variables and endogenous variables, namely: 
Product Quality on Consumer Loyalty through Consumer Satisfaction. 

The calculated t-value and significance level is 2.748, and the significance level is 0.005 compared to 
the t-table of 1.978 and a significance of 0.05, namely t-count t-table, 2.748>1.978 and 0.005<0.05, which 
means H6 is accepted. Thus, the sixth hypothesis is accepted. Product Quality significantly influences 
Consumer Loyalty through Consumer Satisfaction. It indicates that when product quality adjusts to the 
needs and desires that satisfy consumers, it will automatically make them potential consumers. 
 

The Effect of Word of Mouth on Consumer Loyalty through Consumer Satisfaction 

The calculated t-value and significance level is 4.955, and the significance level is 0.000 compared to 
the t-table of 1.978 and a significance of 0.05, namely t-count>t-table, namely 4.955>1.978 and 0.000<0.05, 
which means H7 is accepted. Thus, the seventh hypothesis is accepted. Word of Mouth significantly 
influences Consumer Loyalty through Customer Satisfaction. The conversation is something consumers 
usually do when they get together. Word-of-mouth information is conveyed orally, and very excited about 
sharing information with the community. Of course, positive chat satisfies consumers and eventually 
becomes potential customers. 
 

5. CONCLUSION 

After testing the hypothesis, we find the following conclusions: In the direct effect, Product Quality 
and Word of Mouth partially affect customer satisfaction and Consumer Loyalty. In indirect effects, both 
Product Quality and Word of Mouth affect Consumer Satisfaction, and the subsequent effect affects 
Consumer Loyalty. From the results of the conclusions above, it can be seen that the culinary business 
cannot be separated from the performance of product quality needed, and following the wishes of 
consumers, this kind of thing will increase consumer satisfaction, which is ultimately expected to become a 
potential consumer. 
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