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Abstract: The purpose of this research to test the influence of product quality and brand image to Positive Word 

Of Mouth through customer satisfaction shoes sports Nike. The number of samples to be taken as much as 140 

consumers shoes sports Nike with the methods purposive sampling. Data were collected through the distribution of 

the questionnaire. Technique the analysis used is sobel test by using path analysis. Based on the results of the 

analysis found that the variable quality products it has some positive effects and significantly to it WOM 

consumers Nike sneakers, the brand image it has some positive effects and did not significantly to it WOM Nike 

sneakers, it has some positive effects variable product quality and customer satisfaction significantly to Nike 

sneakers , it has some positive effects variable brand image and customer satisfaction significantly to Nike 

sneakers, it has some positive effects and variable customer satisfaction and consumer WOM it significantly to 

Nike sneakers Denpasar city. 
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1.  INTRODUCTION 

Businesses developed quite rapidly in this era of globalization, shown by the intensive business in producing a product 

both goods and services, resulting in tight business competition between companies (Putra and Sulistyawati, 2015). On 

the other hand, the rapid development of technology and information, provides opportunities for companies to make 

superior products (Ismayanti and Santika, 2017). 

This situation occurred in competition in the sports shoes market in Indonesia. One of them is Nike brand sports shoes 

that are in great demand by young people. Nike has been in Top Brand For Teens in 2015 to 2017, indicating that 

successful Nike shoes are in the first rank for 3 years continuously, but seen in the 2017 Nike Top Brand Index, showing a 

drastic decline caused by increasing the number of competitors and the position of foreign and local shoe brands. 

One method of the company to maintain its customers is word of mouth. Word of mouth arises when consumers are 

satisfied for the products and services they buy (Syriac, 2013: 169). Overall customer satisfaction, provides two main 

benefits for customers, one of them is word of mouth (Tjiptono and Chandra, 2012:57). The better customer satisfaction 

can lead to positive word of mouth (Wahyuni and Ekawati, 2018). The research results of Saraswulandari and Santika 

(2013), state that consumer satisfaction has a positive effect on word of mouth. Consumer satisfaction depends on the 

quality of the product and service. 

Satisfaction felt by a customer on the quality of a product, indirectly will encourage customers to make recommendations 

to others for the product (Puspasari, 2014). The results of other studies that support, is a study by Mismiwati (2016), with 

the results that product quality and customer satisfaction have a positive effect on word of mouth. Research by Febriana et 

al. (2017), Ackaradejruangsari (2013), Al-Tit (2015) and Gaol et al. (2016) also stated that product quality has a positive 

effect on customer satisfaction. However, the results of research by Nasirudin (2018), show conflicting results, there is a 

negative influence between product quality on word of mouth. Besides product quality, there is a determinant of customer 

satisfaction is a brand image. 
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Positive brand image can determine the level of customer satisfaction (Yu-Te et al., 2013). The better the brand image, the 

higher the customer satisfaction will be, indicating that the brand image has a positive and significant effect on customer 

satisfaction (Widiaswara, 2017, Sinaga, 2016). Brand image has a significant effect on word of mouth, meaning a strong 

brand image will affect word of mouth for consumers (Permadi et al., 2014). The results of this study are different by 

Ismail et al. (2015) which states that brand image does not have a significant effect on word of mouth. 

Based on the description of the background, and there is a research gap, the researcher is interested in researching further, 

about the role of consumer satisfaction mediating the effect of product quality and brand image on word of mouth, studies 

on consumers of Nike shoes in Denpasar City. 

2.  THEORITICAL FRAMEWORK AND LITERATURE REVIEW 

Product quality is the ability of an item to deliver the appropriate results or performance even more than what the 

customer wants (Kotler and Keller, 2009: 143), or to what extent, the product or service meets its specifications 

(Lupiyoadi, 2013: 212). So product quality is the overall characteristics or specifications of a product that has the ability 

to meet the needs of consumers. 

 

Brand image is the perception and confidence of consumers of a brand that is embedded in the minds of consumers and is 

always remembered first when hearing certain slogans (Kotler and Keller, 2009: 403). Brand image is also expressed as a 

series or total summation of brand associations held in consumer memory which leads to perceptions of temporary brands 

(Chinomona, 2016). Brand image shows a representation of the whole of the brand so that it is embedded in the minds of 

consumers. 

Satisfaction is a feeling of being happy or disappointed someone who arises because of comparing the perceived 

performance of the product to customer expectations (Kotler and Keller, 2009: 139). According to the fact, customer 

satisfaction is a satisfied customer if the product purchased is in accordance with consumer expectations (Bayraktar et al., 

2012; Jian et al., 2009; Shanin et al., 2011). Consumer satisfaction reflects a consumer's attitude towards a product and 

service as a result of consumer evaluation based on consumer experience after using a product and and service. 

Word of mouth marketing is oral, written, or electronic communication to people relating to benefits or experience in 

buying or using product services (Kotler and Keller, 2009: 512). Trusov et al. (2009) stated that word of mouth strategy is 

an interesting strategy because this strategy combines low financing and rapid interpersonal communication through 

strategy and social media. Word of mouth is related to the process of providing information from consumers to other 

consumers through oral communication (Lo, 2012). Consumers can influence brand perceptions of other consumers that 

they invite to interact or communicate (Meiners et al., 2010). Positive word of mouth is communication from mouth to 

mouth in the form of positive recommendations both between individuals and groups on an item or service that aims to 

provide information personally. 

3.  RESEARCH HYPOTHESIS 

Satisfaction felt by a customer on the quality of a product, indirectly will encourage customers to make recommendations 

to others for the product (Puspasari, 2014). The statement is in accordance with the results of Mismiwati (2016) research, 

where product quality has a positive and significant effect on word of mouth. However, research by Nasirudin (2018), the 

results are contradictory, which indicates a negative influence between product quality on word of mouth (WOM). Based 

on the explanation, the following hypotheses can be arranged H1 : Product quality has a significant positive effect on 

positive word of mouth. 

A good image is formed through the experience of consumers who will communicate the brand (Ismail, 2012). Research 

by Permadi et al. (2014), shows that brand image has a positive and significant effect on word of mouth, but this 

statement is not in line with research by Ismail et al. (2015), which states that brand image does not have a significant 

effect on word of mouth. In line with the explanation, the research hypothesis is: H2: Brand image has a significant 

positive effect on positive word of mouth. 

The more quality products and services provided by the company, the higher the satisfaction felt by consumers (Kotler 

and Armstrong, 2008: 272). Quality has a direct impact on the performance of a product or service, therefore quality is 

closely related to value and customer satisfaction. This statement is supported by research by Febriana et al. (2017), 

Ackaradejruangsari (2013), Al-Tit (2015) and Gaol et al. (2016), which shows that product quality has a positive effect on 
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customer satisfaction. According to this explanation the research hypothesis can be: H3: Product quality has a 

significant positive effect on customer satisfaction. 

Positive brand image makes consumers have their own satisfaction in using these products. Positive brand image, greatly 

determines the level of customer satisfaction (Yu-Te et al., 2013). The results of the research by Widiaswara (2017) and 

Sinaga (2016) show that brand image has a positive and significant effect on customer satisfaction. The research 

hypothesis is as follows: H4: Brand image has a significant positive effect on customer satisfaction.  

Customer satisfaction is a feeling of pleasure or disappointment someone who appears after comparing products with one 

another and in accordance with consumer expectations (Kotler and Keller, 2009: 139). Satisfied customers will remain 

loyal for a long period of time, so they tend to buy back, when producers issue new products and talk about good things 

about the product or service to others (Kotler and Keller, 2009: 40). The research of Saraswulandari and Santika (2013), 

shows that consumer satisfaction has a positive effect on word of mouth, so the research hypothesis is: H5 : Consumer 

satisfaction has a significant positive effect on positive word of mouth. 

Companies need to see the importance of product quality, because it can affect customer satisfaction by providing 

services and performance higher than expected by consumers. Research by Gaol et al. (2016) which states that product 

quality has a positive effect on customer satisfaction. Customers who feel satisfied will remain loyal for a long period of 

time, so they tend to buy back when the producer issues a new product and talks about good things about the product or 

service to others (Kotler and Keller, 2009: 40). This is supported by Mismiwati (2016) research, with the results that 

customer satisfaction, product quality, and experiential marketing have a positive effect on word of mouth. The research 

hypothesis is: H6 : Consumer satisfaction significantly plays a role in mediating the effect of product quality on 

positive word of mouth. 

Positive brand image, makes consumers have their own satisfaction in using these products (Sangadji, 2013). The results 

of the research by Widiaswara (2017) and Sinaga (2016) state that brand image has a positive and significant effect on 

customer satisfaction. Permadi et al. (2014) in their research, concluded that with a strong brand image it will affect word 

of mouth for consumers. This is supported by the results of research by Mismiwati (2016) which states that customer 

satisfaction, product quality, and experiential marketing have a positive effect on word of mouth. The research hypothesis 

is as follows: H7 : Consumer satisfaction significantly mediates the influence of brand image on positive word of 

mouth. 

4.   RESEARCH METHOD 

This study uses a quantitative approach and is classified into associative research. The population in this study were all 

consumers in the city of Denpasar, who had purchased Nike sport shoes with an infinite number. The sample size is 140 

respondents. Methods of collecting data using a questionnaire. The data analysis technique used for this study is 

descriptive and inferential statistics, because it analyzes data by describing it to conclude, the data has been collected. 

Inferential statistics are path analysis tests, classical assumptions and sobel tests. 

5.  RESULT 

Path analysis was used to test the data in this study, with the following results: 

 

Figure 1 : Path Analysis Result 
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Based on the analysis results of ε1 and ε2, the total determination coefficient can be calculated as follows:  

Structure Equation 1: 

Y1= β1X1 + β2X2 + e1 

Y1= 0,439 X1 + 0,416 X2 + e1 

ε1 (error1)  =   

  =  

  0,607 

Structure Equation 2 : 

Y2= β3X1 + β4X2 + β5Y1 + e2 

Y2= 0,157 X1 + 0,088 X2 + 0,544 Y1 + e2 

e2 (error2)  =   

   =  

0,674 

R²m = 1 - (ε1)
2  

(ε2)
2 

= 0.833.  The total value of determination is 0.833, meaning that 83.3 percent of positive word of 

mouth variation is influenced by variations in product quality, brand image, and customer satisfaction, while the 

remaining 16.7 percent is explained by other factors not included in the model. 

Table 1: Direct Influence and Indirect Effects and Effect of Total Product Quality (X1), Consumer Satisfaction 

(Y1), and Positive Word Of Mouth (Y2) 

Variable Effect 
Direct 

Effect 

 Indirect Effect  

(mx1) x (ym) 
Total Effect 

Product Quality → Customer Satisfaction 0,439 - 0,439 

Customer Satisfaction  →Positive Word Of Mouth 0,544 - 0,544 

Product Quality → Positive Word Of Mouth 0,157 0,238 0,395 

      Source : processed data 

Table 2: Direct Effects and Indirect Effects and the Effect of Total Brand Image (X2), Consumer Satisfaction (Y1), 

and Positive Word Of Mouth (Y2) 

Variable Effect  Direct Effect 
Indirect Effect  

(mx2) x (ym) 
Total Effect 

Brand Image → Customer Satisfaction 0,416 - 0,416 

Customer Satisfaction  → Positive Word Of Mouth 0,088 - 0,088 

Brand Image → Positive Word Of Mouth 0,544 0,226 0,314 

     Source : processed data 

F value is 54,348 with probability value (sig) = 0,000, Significance value is 0,000 <0,05, H0 is rejected and H1 is 

accepted, this means that Product Quality, Brand Image, and Consumer Satisfaction simultaneously and significantly 

affect Positive Word Of Mouth.  

The sobel test of the effect of product quality (X1) and brand image (X2) through customer satisfaction (Y1) on positive 

word of mouth (Y2) is as follows: Based on the results of the analysis, the calculated Z value is 4.38. The z value is 4.38> 

z table is 1.96, this indicates that H0 is rejected and H6 is accepted. This means that customer satisfaction mediates the 

effect of product quality on positive word of mouth. Based on the results of the analysis, the calculated Z value is 4.12. 

The z value is 4.12> z table is 1.96, this indicates that H0 is rejected and H7 is accepted. This means that customer 

satisfaction mediates the influence of brand image on positive word of mouth. 
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5.1  HYPOTESIS TEST 

Based on the results of the analysis it can be concluded that product quality (X1) has a positive and significant effect on 

positive word of mouth (Y2) consumers of nike sports shoes in Denpasar city. These results indicate that consumers' 

perceptions of Nike's sports shoes are good, because the quality of Nike's sport shoes has a strong endurance so 

consumers are satisfied with that. The results of this study support the research conducted by Mismiwati (2016). 

The results of the analysis also show that brand image (X2) has a positive and insignificant influence on positive word of 

mouth (Y2) consumers of Nike sports shoes in Denpasar City. These results show that the brand image is positive, do not 

do word of mouth, which is caused by the Nike sports shoe brand already popular in the community. The results of this 

study are in line with the research conducted by Ismail et al. (2015). 

The results showed that product quality (X1) had a positive and significant effect on consumer satisfaction (Y1) for Nike 

sport shoes consumers in Denpasar City. This means that the quality of Nike sports shoes is able to carry out its functions 

exceeding consumer expectations, which causes consumers to be satisfied using it. The results of this study support the 

study by Febriana et al. (2017), Ackaradejruangsari (2013), Al-Tit (2015) and Gaol et al (2016). 

Positive and significant influence is also shown in brand image (X2) on consumer satisfaction (Y1) of Nike's sports shoes 

in Denpasar City. The results of this study indicate that the brand image of Nike sports shoes is very popular so 

consumers have their own satisfaction in using the product. This result is in accordance with the research of Widiaswara 

(2017) and Sinaga (2016). 

Consumer satisfaction variable (Y1) has a significant influence on word of mouth (Y2) positive for Nike sport shoes 

consumers in Denpasar City, which indicates that consumers are satisfied using Nike sport shoes, and consumers 

communicate word of mouth to other consumers. The results of this study support the research by Saraswulandari and 

Santika (2013). 

The results of this study indicate that directly the quality of the product has a positive and significant effect on positive 

word of mouth and indirectly the quality of the product through customer satisfaction has a significant influence on 

positive word of mouth. The results of the study can explain that the quality of Nike sports shoes is able to carry out its 

functions exceeding consumer expectations so that consumers are satisfied in using Nike sports shoes and are able to 

communicate to other consumers. The results of this study are in line with research by Febriana et al. (2017), 

Ackaradejruangsari (2013), Al-Tit (2015), Gaol et al (2016), Saraswulandari and Santika (2013).  

The results of this study indicate that directly brand image does not have a significant effect on positive word of mouth, 

and indirectly brand image through customer satisfaction, has a significant influence on positive word of mouth. This is in 

accordance with the hypothesis, that consumer satisfaction significantly plays a role in mediating the influence of brand 

image on positive word of mouth. The results of this study are in line with the research of Widiaswara (2017), Sinaga 

(2016), Saraswulandari and Santika (2013). 

6.  CONCLUSION, RECOMMENDATION, AND LIMITATIONS 

This study has limitations because the scope of the research is carried out only in the Denpasar city area, so that the results 

of this study cannot be generalized to consumers in a wider area. On the other hand, the study was also only for teenagers 

in the city of Denpasar, so the results of this study could not be generalized to wider consumers.  

Considering that this research was carried out in a certain period of time (cross section), while the environment 

experienced very rapid changes, such as consumer purchasing power, this research is important to do again in the future. 

The results of this study are expected to be used for the management of Nike brand sports shoes in designing marketing 

strategies based on product quality and brand image in order to increase consumer satisfaction and positive word of mouth 

for the product. The strategy that can be carried out by the company is to improve product quality and continue to 

innovate so that the Nike sports shoe brand becomes popular so that consumers become satisfied and able to communicate 

with other consumers.  
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