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Abstract: This study aims to determine the effect between product quality and 

price discounts on word of mouth (WOM) and purchasing decisions at Esteh 

Indonesia. The subjects of this survey were all Esteh Indonesia consumers. In 

this study, 250 respondents were involved, selected by accidental sampling 

method, which is a sampling technique based on the coincidence or 

availability of consumers in a location. Data was collected through the 

distribution of questionnaires. Data analysis was conducted using Structural 

Equation Modeling (SEM) using Smart-PLS software. The results showed that 

product quality has a significant impact on WOM, but is not proven to have a 

significant influence on purchasing decisions. In addition, price discounts are 

also proven to influence and have a significant impact on WOM and 

purchasing decisions. WOM is proven to have a significant impact on 

purchasing decisions, which is influenced by credibility, personal relevance, 

emotional connection, group influence, and relatively low costs. Because of 

this, WOM is one of the effective marketing strategies in influencing consumer 

behavior. 

Keywords: Product Quality, Price Discount, Word of Mouth, Purchasing Decisions

Introduction 

The development of the beverage business in Indonesia is currently growing rapidly 

as seen from many new beverage businesses popping up. One of the popular businesses in 

Indonesia today is Esteh Indonesia. Esteh Indonesia is one of the franchise beverage 

businesses that has the largest number outlets in Indonesia. 

In running a business, it is important for companies to understand the aspects that 

make consumers enamored so that they buy a product that is being sold. There are various 

aspects that make consumers attracted to a product including quality and price discount 

offers. Both of these factors can be considered by word of mouth (WOM) as a mediator, 

which has the potential to strengthen consumer desires in making purchasing decisions on 

a product. 

One of the company's strategies for marketing is by means of word of mouth (WOM). 

Wom was a policy related conversation between one individual and another. Word of 

Mouth (WOM) was made by companies for free to their loyal customers. WOM can also be 

defined as one of the important roles in purchasing decisions which serves to convince 

consumers that the desired product matches the criteria being sought (Wiratama et al., 2022; 
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Dabhilkar et al., 2011). There are several benefits of the wom strategy, namely being able to 

provide the best service for consumers, asking consumers to provide reviews, and utilizing 

social media (Miraza et al., 2021). Therefore, WOM can establish a positive impression of a 

product, so this can influence purchasing decisions. Thus, WOM is not just a form of 

communication, but it can significantly affect consumer behavior. 

What is meant by purchasing decisions is the stage of consumers in making a decision 

to buy a product after considering relevant information to assess whether the product is 

feasible or not (Saputra et al., 2022). Purchasing decisions can be said to be the main key to 

consumer behavior, because consumers take action after consuming a product. Purchasing 

decisions can also be interpreted as a step that allows consumers to make choices according 

to their needs, expectations, and desires so that when the item has been purchased, there 

will be a feeling of satisfaction or dissatisfaction. 

Based on Kotler and Armstrong (2008), the definition of product quality is such an 

important capabilities when performing direct marketings so that it may influence the 

implementation of a product. Product quality refers to the superiority of a product in 

fulfilling customer expectations and needs. Product quality is also reviewed from the 

fulfillment of standards, specifications and competitiveness of products on the market. 

Good product quality indicates that the product is designed, manufactured and delivered 

with purchasing decisions and excellence in mind. Therefore, it is very necessary for 

companies to maintain the quality of products from food or beverages so that consumers 

are more satisfied with the products served (Taufik et al., 2022; Amin et al., 2022). Based on 

research by Ababil et al., (2019) that there is no influence between purchasing decisions and 

product quality. The same thing is also explained based on Astaki and Purnami's (2019) 

research that wom can mediate purchasing decisions with product quality. 

Price discount is a price decrease given to buyers when they buy a product, either 

directly in a store or through an online platform (Syarifah Roviqoh & Supriati, 2022). The 

purpose of price discounts is to entice buyers to make large purchases, and this can affect 

consumer purchasing patterns and sales volume. The availability of a price discount makes 

consumers more likely to purchase the product, especially if the discount is perceived as 

attractive. Therefore, price discounts play an important role in consumer decisions to buy a 

product. The results of research conducted by Yildrim and Aydin (2012) explain that price 

discounts have a significant and positive effect on purchasing decisions. Therefore, it was 

concluded that price discounts are created when a consumer receives an information about 

a huge amount of price discounts, and it has potential for a product being purchased by a 

customer. As a result, the purpose of this research is to determine product quality and price 

discounts on wom and purchasing decisions. 
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Research Method 

 

Sample and procedure 

The population of this study were all consumers of Esteh Indonesia. This research was 

conducted in 2024. The 250 research participants were selected using the non-probability 

accidental sampling method, which is a sampling technique based on special 

considerations. Accidental sampling refers to a sampling technique that is done by chance 

or based on the availability of consumers in a location. Data were collected through the use 

of a questionnaire designed with questions based on indicators related to the research 

variables (Taherdoost, 2022; Haitao, 2022). A sample test was conducted on 30 Esteh 

Indonesia consumers to test the validity and reliability of the research variables. 

 

Measure 

Primary data was collected through distributing questionnaires to consumers who 

purchased Esteh Indonesia products using a platform, namely google form. This research 

evaluates each question using a Likert scale with a range of 1 to 5 which can be interpreted 

as: (1) strongly disagree, (2) disagree, (3) neutral, (4) agree, and (5) strongly agree. The 

variables measured involve product quality, price discounts, word of mouth (wom) and 

purchasing decisions. 

 

Data analysis procedures  

This research uses a quantitative approach where the Structural Equation Modeling 

(SEM) method with the Partial Least Square (PLS) approach is used to test the hypothesis. 

The analysis tool applied is SmartPLS version 3.0. PLS-SEM was used to evaluate the 

hypothesis in this study. According to Hair et al. (2014), PLS is a multivariate data analysis 

technique that is not bound by distribution assumptions. With SEM, the relationship 

between latent variables can be measured. 

 

 

Result and Discussion 

 

Descriptive Analysis Results 

 

Based on the demographic data of the respondents recorded in the table, there were 

250 respondents who took part in this study. The majority of respondents, 51.6%, are female, 

while the remaining 48.4% are male. In the age of group, respondents aged 15-25 years 

dominate with the highest percentage reaching 35.2%. Meanwhile, the S1 education level 

shows the highest percentage at 50.4%. The occupation as a civil servant has the largest share 

with a percentage reaching 18.8%.  
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Table 1 Demographic Profile of Respondents 

No. Profile Category Frequency (N=250) Percentage (%) 

1 Gender Male 121 48,4 

    Female 129 51,6 

2 Age 15-25 years old 88 35,2 

    26-35 years old 56 22,4 

    36-45 years old 41 16,4 

    46-55 years old 35 1,4 

  >55 years old 30 1,2 

3 Education SMP 12 0,48 

    SMA/SMK 30 1,2 

    S1 126 50,4 

  >S1 182 32,8 

  Others -  

4 Occupation TNI/POLRI 24 0,96 

    PNS 47 18,8 

  Student 26 10,4 

  Businessman 26 10,4 

  Private Employee 110 4,4 

    Housewife 11 0,44 

  Others 6 0,24 

 

Assessment of measurement model 

Once the data is inputted to the construct model in SmartPLS, it is run to measure its 

validity and reliability. This process can be repeated several times until all indicator factor 

loading values reach the validity limit of 0.70(Hair et al., 2017). Indicators with a loading 

factor under 0.70 need to be removed to improve the validity and reliability of the model. 

The results of SmartPLS calculations that pass the validity and reliability requirements can 

be seen in the following figures and tables: 

 
Figure 1 Structural Model 
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Table 2 Convergent Measurement Items, Reliability and Validity. 

Variable  Indicators Item 
Loading 

Factor 
Reliability  AVE 

Product Quality 

(X1) 

1. Appereance 

2. Texture 

3. Flavor 

PQ1 

PQ3 

 

0.909 

0.937 

 0.920 0.853 

(Vaclavik & 

W.Christian, 2018) 

  

Price Discount (X2) 

1. Amount of 

price 

discounts 

2. Time of 

discount 

3. Product 

variants that 

get discounts 

(Sutisna, 

2002) 

PD1 

PD3 

PD5 

 

0.882  

0.901 

0.882 

0.918 0.789 

Word Of Mouth 

(Y1) 

1. Talkers 

2. Topics 

3. Tools 

4. Taking Part 

5. Tracking 

(Sernovitz, 

2012) 

WOM3 

WOM6 

 

0.953 

0.953 

0.952 0.909 

Purchasing 

Decision (Y2) 

1. Seeking 

Information 

2. Knowing the 

Problem 

3. Evaluate the 

Alternative 

4. Purchasing 

Decision 

5. Post-Purchase 

Behavior 

PD3 

PD6 

0.959 

0.955 

0.956 0.916 

(Kotler & Keller, 

2009) 

  

 

According to the results of data analysis using SmartPLS listed in Table 2, it can be 

seen that all indicators on each variable in this research have a loading factor value that 

exceeds 0.70, indicating qualified convergent validity. Discriminant validity is done by 

observing the cross-loading value between measurement constructs. The cross-loading 
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value shows how much the cross-loading value is correlated between each construct with 

its own indicators and indicators from other constructs. A measurement model is 

considered to have good discriminant validity if the correlation between the construct and 

its indicators is higher than the correlation with indicators from other constructs. After the 

data analysis process using SmartPLS 3.0, the cross-loading results can be seen in Table 3. 

 

Tabel 3 Discriminant Validity Test with Cross Loading Criteria 

  Product Quality Price Discount Word Of Mouth Purchasing Decision 

PQ1 0.827 0.834 0.908 0.959 

PQ3 0.813 0.826 0.854 0.955 

PD1 0.823 0.882 0.736 0.723 

PD3 0.825 0.901 0.883 0.867 

PD5 0.748 0.882 0.717 0.703 

WOM3 0.909 0.829 0.739 0.716 

WOM6 0.937 0.835 0.886 0.855 

KP3 0.845 0.838 0.953 0.880 

KP6 0.844 0.846 0.953 0.876 

 

The cross-loading results recorded in Table 3 show that the correlation between each 

construct and their indicators is higher than the correlation with other constructs. Therefore, 

it can be concluded that all the constructs or latent variables have shown sufficient 

discriminant validity, where indicators in each construct block are superior to indicators in 

other blocks. 

 

Tabel 4 Discriminant Validity Test 

  Purchasing Decision Price Discount Product Quality WOM 

Purchasing Decision 0.957    

Price Discount 0.867 0.888   

Product Quality 0.857 0.900 0.923  

WOM 0.921 0.883 0.886 0.953 

 

Discriminant validity tests are evaluated based on cross-loading which should show 

higher indicator scores for each construct compared to indicators for other constructs 

(Sekaran & Bougie, 2019). Based on the table above, the highest values were found for the 

purchasing decision variable (0.957), the wom variable (0.953), the product quality variable 

(0.923), and the price discount variable for staying (0.888). This shows that each question 

indicator has a higher cross-loading value on the latent construct compared to its construct 

compared to indicators on other latent constructs. As a result, the conclusion is that the 

discriminant validity test is valid. 
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Tabel 5 Results of R Square and Adjusted R Square Analysis  
R Square R Square Adjusted 

Purchasing Decision (KP) 0,862 0,861 

Word Of Mouth (WOM) 0,824 0,823 

 

Variant Analysis (R2) or Determination Test is used to determine how much effect on the 

independent variable has on the dependent variable by measuring the coefficient of 

determination. Based on information from Table 5, it can be concluded that 86.2% of 

purchasing decision variables can be explained by WOM variables, price perceptions, and 

price discounts, while the remaining 13.8% is influenced by other factors not included in the 

model. Meanwhile, about 82.4% of the variation in Word of Mouth (WOM) can be 

explained, while the other 17.6% is influenced by factors not explained in this study. The 

criteria for the R-square value, which is described as substantial, moderate, and weak with 

values of 0.75, 0.50, or 0.25, indicate that the model has moderate strength (Hair et al., 2017).  

 

Tabel 6 Results of F Square Analysis 

Variable f2 Information 

Price Discount (PD) -> Purchasing Decision (KP) 0,047 Small 

Price Discount (PD) ->Word of Mouth (WOM) 0,220 Medium 

Product Quality (PQ) -> Purchasing Decision (KP) 0,007 No effect 

Product Quality (PQ) ->Word of Mouth (WOM) 0,247 Medium 

Word Of Mouth (WOM) -> Purchasing Decision (KP) 0,579 Big 

 

Besides evaluating the existence of significant relationships between variables, the 

authors are also suggested to use a size effect such as f-squared to assess how large the effect 

between variables is (Kwong & Wong, 2013). The standard f-squared measure is 0.02 for 

small effects, 0.15 for medium effects, and 0.35 for large effects. Values less than 0.02 can be 

considered insignificant or can be ignored (Sarstedt et al., 2017). 

Based on Table 6, the size of the effect of the Price Discount variable on Purchasing 

Decisions and WOM of 0.047 and 0.220 indicates a significant effect at a small to medium 

level. For the Word Of Mouth (WOM) variable on Purchasing Decisions is 0.579 which 

indicates a large influence. The amount of f2 of the Product Quality variable on WOM is 

0.247, indicating a moderate influence. Meanwhile, there are variables that have had no 

effect, namely Product Quality on Purchasing Decisions of 0.007. From these f-squared 

values, it can be concluded that the influence of the Word Of Mouth (WOM) variable on 

Purchasing Decisions is the greatest influence observed in this analysis. 

 

 

 

 

 

 



Journal of Business and Halal Industry, Volume 1, Number 3, 2024 8 of 11 

 

 

https://economics.pubmedia.id/index.php/jbhi 

Table 7 Prediction Accuracy Tes (Q2) 

Variable SSO SSE Q² (=1-SSE/SSO) 

Purchasing Decision 500.000 108.567 0.783 

Price Discount 750.000 750.000 
 

Product Quality 500.000 500.000 
 

Word Of Mouth 500.000 130.862 0.738 

 

Evaluation of the accuracy of the prediction method can be done using the Q-square 

value. When the Q2 value is greater than 0, it signifies that the exogenous variables have 

significant predictive relevance to the endogenous construct variables. Otherwise, when the 

Q2 value is smaller than 0, it indicates that the exogenous variables have lower predictive 

relevance to the endogenous construct variables. Once a model is considered to have good 

predictive ability if Q2 is greater than 0, while a model is considered to have poor predictive 

ability if Q2 is less than 0. Table 7 shows that purchasing decisions and word of mouth 

(WOM) are included in variables with Q2 greater than 0. Testing predictive accuracy can be 

done using the Q2 value. 

 

Table 8 Pat Coefisient 

Influence 

Between 

Variables 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T 

Statistics 

(|O/STD

EV|) 

P Values Conclusion 

WOM -> 

Purchasing 

Decision 

0,673 0,676 0,068 9,843 0,000 Significant 

Product 

Quality -> 

WOM 

0,479 0,480 0,070 6,884 0,000 Significant 

Product 

Quality -> 

Purchasing 

Decision 

0,077 0,077 0,075 1,022 0,307 No 

Significant 

Price Discount 

-> WOM 

0,452 0,451 0,069 6,566 0,000 Significant 

Price Discount 

-> Purchasing 

Decision 

0,204 0,201 0,073 2,793 0,005 Significant 

 

Discussion  

The results of this hypothesis testing are based on the analysis of parameter coefficients 

in the inner (structural) model and t-statistics. The assessment of whether a hypothesis can 

be accepted or rejected is based on the significance value between constructs, the t-statistic, 

and the p-value. Hypothesis testing in this research was carried out using SmartPLS (Partial 
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Least Square) 3.0 software, and these values can be found in the results of the bootstrapping 

process. The rule of thumb used in this study is that the t-statistic should be greater than 

1.96, with a p-value of less than 0.05 (5%) at the significance level, as well as the presence of 

a positive beta coefficient. The results of hypothesis testing are presented in Table 8. 

The first hypothesis tests whether word of mouth has a positive impact on purchasing 

decisions. The analysis results show that the coefficient for word of mouth (WOM) on 

purchasing decisions is 0.673, with a t-statistic value of 9.843, or >1.96, and a p-value of less 

than 0.05 (0.000). Because of that, the first hypothesis is accepted. This finding confirms that 

word of mouth (WOM) significantly influences purchasing decisions with a positive effect. 

This second hypothesis examined if the product quality has a positive effect on word 

of mouth (WOM). The analysis results show that the beta coefficient for product quality on 

WOM is 0.479, with a t-statistic value of 6.884, and a P-value of 0.000. Based on the results, 

the t-statistic is considered significant because the value is higher than 1.96, and the P-value 

is smaller than 0.05, so that the second hypothesis can be accepted. This result indicates that 

product quality significantly influences word of mouth (WOM) with a positive impact. 

The third hypothesis tests whether product quality has a positive impact on 

purchasing decisions. The analysis results show that the beta coefficient for product quality 

on purchasing decisions is 0.077, with a t-statistic value of 1.022, and a P-value of 0.307. 

From these results, the t-statistic is considered insignificant because the value does not 

exceed 1.96, and the P-value is greater than 0.05, so the third hypothesis cannot be accepted. 

This is supported by previous research which states that product quality has no effect on 

purchasing decisions (Ababil et al., 2019) . Therefore, it has been proven that product quality 

does not have a significant impact on purchasing decisions because consumers prioritize 

products that can meet their needs and desires, not just focus on product quality alone. 

Consumers also look for products that have prominent benefits and advantages. 

The fourth hypothesis tests whether price discounts have a positive impact on word 

of mouth (WOM). The analysis results show that the beta coefficient of price discount on 

WOM is 0.452, with a t-statistic value of 6.566, and a P-value of 0.000. Based on these results, 

the t-statistic is significant because the value exceeds 1.96, and the P-value is less than 0.05, 

so the fourth hypothesis can be accepted. This result confirms that price discount 

significantly influences word of mouth (WOM) with a positive effect. 

The fifth hypothesis tests whether price discounts have a positive effect on purchasing 

decisions. The analysis results show that the beta coefficient for price discount on 

purchasing decisions is 0.204, with a t-statistic value of 2.793, and a P-value of 0.005. Based 

on these results, the t-statistic is considered significant because the value is above 1.96, and 

the P-value is less than 0.05, so the fifth hypothesis can be accepted. This finding indicates 

that price discounts significantly influence purchasing decisions with a positive impact. 
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Conclusion 
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