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THE INFLUENCE OF PRODUCT QUALITY AND PRODUCT
HALAL AWARENESS TOWARDS SATISFACTION AND

WORD OF MOUTH FOR RESTAURANT CUSTOMERS IN
YOGYAKARTA

Sumadil

Management Department, Economic Faculty, Unilersitas lslam lndonesia, lndonesia.

.-lbstiuLt : Tl;i" r<t,,tteit Ltitti(i iu ptu\e L/td e-tpirrirr ettpirici.y the in/iuertce ofprotiuct quaiity
tnd halal product or\\treties.\ to\r\trds satisfaction and word ofmouthfor restaurant customers
in Yogt'akarta, Indonesiu. This reseurch tnodel ,'+'as organizetl by Jburth latent voiables that
are being .tsed lo construct this model- The ctLslomer satisfaction was predicled by quality
product and halal product awareness. While the cuttomer satisfaction, product quality and
halal product atvareness *,as the antecedent ,hat word of mouth.

The research used adull Moslem consumers in Yog,akarta as a sampling and data collected
virh non prob,zbilitv s,tnpliug. quo:a sampling and convenience approach, The sample was
I [0 rtspot ettts ,tnl tht En:piric.:: ;rtd Lznal)zed b), Stntctural Equalion Modelhg (SEM)
.lnos. Thc resull:an he erplain ri.tt there is positive and signifcant influence of product
quulin'und hulul product tt:..urettss tovard satisfaction ofrestauranl cuslomer- The product
qudlity and sdlisJi"dction dre inlue,tce positivelt :tnd, signifcantl-v bv the wortl of mouth, btt the
halal product awareness is no! signifcantly vith the vord of mouth.

Kqt'a4ft P,odtrct ?n!it,'. Ht!t! Pr'-,drct -4'.::r:,:ness. S::i:.[:tcl!cn. ll'crd Cf lletth,
Indonesian Reslaurant.

Introduction
Word of Mouth is a free and voluntary co[ununication between people about an object,
product, or service ( Silverman, 2001). The result of word of mouth towards an object may be
positive or negative. Word of mouth may occur by direct face to face communication between
people in office, school, house environment, playgroup, and through electronic media such as
internet in form ofblog, WhatsApp, and others social media ( Hawkins et,a1,2004).

Positive word of mouth is used for a company to create or increase image of products or the
institution itself. Word of mouth is a promotion tool to establish good image and create interest
to buy or use company's product. Whereas, negative word of mouth has bad effect for a
company. Word of mouth occurs because customerc are satisfied to the product they usc or
consume. Several studies have proven that word of rnouth is affected by customers satisfection
(Andenon, 1998; Anderson, et a1..2008; Anderson and Sulivan, 1993).
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Customers satisfaction happens because their expectations are fulfilled (Kotler and Keller'
2016). Customers satisfaction occurs due to several factors such as Product quali$r, service,
and price (Kotler and Keller,20l6, Kotler and Amstrong 2016)' However, satisfaction or not
may happen because of the factors of cultural, believe, religion, ethnic, and etc. The result of
Abdullah study (2002) in Malaysia explains that there are five importalt factors which
influence customers satisfaction. They are, Price, Service Quality, Branding, realizatioo prove

and halal. Generally, the practitioners and experts in marketing field have agreed that provide

and sell products which give satisfaction to customers will give many financial benefits to the

company. A satisfied customet rvill loyal to the cornpany and its product They tend to buy
again and again (Oliver, 1999). Infonnation on satisfaction and loyalty ofthe custome$ may

become company's material to arrange marketing strategy ( Hooley et al, 2008). The existence

ofhalal label on the company's product, which in this researcli is a restaurant, has a big role to

become satisfaction factor towards customers in which they will share the satisfaction

information to others. It is considered as a nerv thing and worth to examine. Based on that issue,

this research is worth conducting.

Literature revierv and hypothesis
Se1'eral explanations related to concept, research variable, operational definition which become

the references in this research will be explained as follows.

lYord of fiIouth
Generaily, word of Ivlouth is a free and voluntary communication between people about an

ob;ect, pio6uct, or service of a company (Silverman, 2001). Word of Mouth is an inforrnal

c.,mmunication which is done directly by customers. It can be the communication about

c.rmpany's orvnership, service use or service characteristic and about sales sen'ice (uoyd e,

r...:bttl. Buttle (2b08) also states that word of mouth refers to spoken evaluation of a

companr's oerformance.

Tbe statement within wolvl (rvord of mouth) may be positive or negative (wang,2002). woM
tliai contair.s posiiive oi negaiiie siaiement about a piod.ici 'i'ill bc i'ery helpfol in purchase

decision making. The result of research by Ennew et al, (2000) states that positive woM
atTecrs purchase increase. lvlazzarol et al, (2007) also explains that positive WOM may become

important media for company's advertisement'

C usto nt ers S at isfaclio n.
Satisfaction is plJasurable fulfillment ofanything that is wanted, consumed, purposed, and etc ( olivcr,

1999). Consumer is a person or party who uses Product for any interest, ior instance, last customer wto
direcily uses product ior individua.l consumption, or the colsumer agent who involves in disfibuting

p.Jo"t * ai.e product's econonimal benefit. Meanwhile, customer is a person or party -who oftcn
'makes a pw"hase. Customer can be last consumer or consumet agent. Customers satisfaction has

business incem to give information about customers' re-purchase or to become cheap promotion

media ipizam and EllL, 1999). Zairi, (2000) states that customers satisfaction can be a guidance to hack

and develop business performance. wang et al, (20021added that in malketing practice, custom€rs

satisfaction is an important goal ofeach business activity.

Several results ofrcsearches explain that customers satisfaction in a restaurant influences word ofmouth

(Jalilvand, et al.,2Ol .1i Sivadai & Jindal,2017). lt also happens to the satisfaction of another object

.u"h us con.rrm., satisfaction on private higher education in Taiwan that has positive and significant
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intluenc€ towards word of mouth. It shows the more satis! people will cause thc more Positivc word
of mouth (Chang Li,2013). Therefore, the hypothesis for this research is:

Hl: There is inlluence between customers satisfaction and word of mouth of restaurant

customers in Yogyakarta.

Product Quality
Quality is fitness for use ( Juran, 1988). Product quality is determined by customer not based on engineer
( Feigenbaum, 1987). The higher quality, the higher customers satislhction which support higher price
and lower cost (Kotler and Keller, 2016). Food quality is the basic entity of the whole customer's
experience in a restaurant ( Kivela et ul., 1999; Sulck & Henslcy, 2004). Mattila, (2001) also states
that food quality is the impotla[t factor that affects custorners' loyalry in choosing a restaurant. Thcrc
are several indicators to dctermine the quality of lbod in a rcstaurant. Thcy are; visiblc attractiveness,
food variation selection of healthy, delicious, and fresh food, also selection of service within several
tcmDcraturcs (Jalih,anrl. 20 I 7).

Several result of the res€archcs shows that there is positive and signitlcant inlluerce betrveen
produci quality in a restar,rant rnd customers satistaction (Almohaimmeed,20lT:). bet's een
general product quality and customers satisl'action (Awan et al., 20l l). Thus, this research
proposes the h)?otheses:

H2: There is influence between product quality and restaurant customers satisfaction in
Yogyakarta.

H3: There is influence between product quality and word of mouth for restaurani customcrs
in Yogyakarta.

Ax'areness of Halal Product
According to language, Halal means "free" or "not bound". Something which is halal is
something that free frorn any harms in this world or heaven (duniawi and ukhrawi). The halal
offood is related to non-material law. Halal means permitted (Riaz and Chaudry, 2004). Halal
food can be determined liom horv it is obtained and what kind of lbod ii is. Related to horv it
is obtain, Islam forbids a product or item that obtained from snitch, robbery, com:ption, and
fraud. The food that comes iiom the forbidden actions (law) is haram. Eventhough, basically
the food ingredients are halal. This forbidden (haram) is based on others element offood which
called as haram lighaiihi (lqbal, 2005)

Halal is a belief. Halal related to the product characteristics cannot be evaluated or ascertained
by customers by only examines or feels the product (Bonne and Verbeke 2008). Attribute of
halal product is related to the origin ofproduct, and the process in producing the product from
the beginning until it ready to be consumed (Bonne et a1.,2007). One of the ways to inform
and convince people that the product is halal is by giving a clear and responsible label on the
product packaging or shop.

Awareness is a condition whero someone knows and understands about ths requirements of
product to be permitted by Islamio Law. Halal product awareness is a condition whert someone
knows and understands that the offered entity, sewice, or consumed product is p€rmitted by
Islamic law. The product offered by a restaurant is all foods, beverages and services for the
consumer. Muslim consumers have their own consideration on halal of the Droducts which is
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more important than price, packaging, and taste. In example, the halal status ofmeat relatcd to
how it is slaughtered, and for processed food product it is related to the list ofhalal ingredients
(Kumar, Garg, & Garg, 201l). Furthemore, Hanzaee and Ramezani (201 l) describe that halal
is not only an issue that limited only on one religion.

Several results of researches show that halal information and guarantee of a product have
significant relation in strengthening strategy and marketing management also a tool to increase
competitiveness (Jonathan, et al., 2010). Halal has positive correlation rvith customers
satisfaction. It means the more products can give infonnation and insurance of halal. Thus
customers rvill be more satisfied ( Abdullah et al., 2012). Ahnohaimmeed (2017) also states

that a restaurant that provides and guarantee tlieir products are halal, so custorners will be

satisfied. The result of Kamarulzarlan et al., study (2017) states that company of food industry
in Malaysia which is able to give guarantee that their products are halal by giving certificatc
logo halal from the responsible instinrtion (JAKIM) makes their cr.rstomers more satisfied.
Based on the explanation above, the proposed hlpotheses are :

H4: There is influence between halal Droduct :rrvareness and reslanranl customers in
Yogyakarta.

H5: There is influence between halal product awareness and word of mouth by restaurant
customers in Yogyakarta.

Any relation that has been explained in this literary revierv. relationship be:.*een research
variables, can be simplified and described in a r.'scarch rnodcl uithin tlo\r chan diagnm as

follows.

Research Methodolog/
Structural Model Testing
Stsucrural model testing is aimed to know whether the relationship between variables as

research model structurally meet the requirements and goodness of-fit or not. The assessrnent

is conducted by looking at the comparison between the result number and the used standard

number (cut-off value).

Word Of Mouth

Figure I : Rese|rch Mod€l
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The result ofGoodness of Fit SEM testing is Chi-Square, = 180,973; probability value = 0,072;

CMIN/DF = 1,318; RMSEA: 0,074; Qp1= 9,945; AGFI = 0,989; TLI = 0,95 I and CFI = 0,993.
By looking at the result numbers, so theoritically structural model can be accepted and the data

is corresponding. Consequently, this research may be continued.

Discussion and Result.
Testing of research's hypotheses is done by conceming on sign and regr€ssion coefficient

number, critical ratio and probability value (sig.) that are produced by computer calculation
using SEI\,I analysis. To determine rvhether the h1'potheses are accepted or rejected is by
looking at the result ofthe rnentioned calculation. Number and sign of standardized regression

coefficienl, critical rario (cR) or t calculation and probability value (sig) from the calculation

of computer data are presellted in brief belorv.
fable I Result ofHypothesis Testing

Stardatdized C tical Ratio Prob.

illlit,-,i\'.ri,blc C"'liill.rurr Vliue E\liulrtiolr(cR)
Regression

PQ - CS - 0,1il 1.9;l 0,047 H2 Supported

HPA - CS - 0,611 3,116 0,030 H4 Supported

PQ -- WOI\I
HPA - \\'OM

- 0,15J 2,359 0,010 H3 Supponcd
0,210 H5 no Supported-n 7to r,254

CS -- UOM + 0,2?3 1,968 0,044 Hl Suppoded

Based on the summary ofcalculalion result in table I above, it can be seen that there is Positive
and significant influence betNeen produc! qualir;- a-nd customers satisfaction on significancy

degrei;et,. It is sholnbl tlie numberof sllnd:rrdized regression coefficient +0,112,critical

rati-o 1,972 and probability value (sig) 0,0{7. This resulr proves that hyphothesis 2, there is

influence benlr-in fo!-d producr q'.nlin anrl. custt'n.'rs satisfaction can be accepted. The finding

ofthis research is in lini rvith the rese3rch rhat stales there is rositive and significant influence

between food product and customer satisfaction in a restaurant by Almohaimmeed (2017) and

the product quality in generai with customors satisfaction by Awan et al'( 201l)'

Consumers' awareness torvard halal product has positive and significant influence torvards

satisfaction. It can be explained by the number ofcalculation result of standardized regression

coeffrcient + 0,64j, c;itical ratio 2,116 and probability value (sig) 0,030. Consumers'

awareness includes the understanding that product provider guarantee that the oftbred products

by the restaurants are halal. The positive and signiticant result means when a company can

guarantee and provide halal product, thus customer's satisfaction will increase. This rezult

iroves that hypothesis 4 thai states there is influence between halal food awareness and

iestaurant cusiomen in Yogyakarta can be aocepted. This finding supports that product vdJh

halal assurance influence customers' satisfaction just like a r€search in Malaysia conducted by

Abdutah et al (2012). A restaurant which is able to give halal assurance makes customer

satisfie4 Almoiraimmed (2017). Also, it is in line with a research by Kamaruzzaman et al

(2017) in Malaysia that industries with halal assuranca makes customer satisfied,

Produot quality of a restaurant has direct influence towards rvord of mouth positively an{

ripin."nify *lttout througb customer satisfaction. It is proven by the result of standatdizcd

re"gession coeffrcient + 0,454, critical ratio 2,35g and probability value (sig) 0,010. It describe_s

ttlt ighrt proau.t quality, the higher WOM based on customer assessment and perception. It
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can prove hypothesis 3 that states there is influence between quality product and rcstaurant
culomers satisfaction in Yogyakarta. Whereas, direct inflnence ofconsumer awareness towards
halal product is not significant. Therefore, hypothesis 4 that states there is influence between
product quality and rvord of mouth on restaurant customers in Yogyakarta must be rejected or
is not proved.

Mcanwhile, customcr satisthction as mediating variabls for product quality and customer
satisfaction to\4ards halal product antl rvortl of mouth has positive anti significant influence. It
can bc describcd by result of the calcuation that shows + 0,273 critioal ratio 1,96E and
probability valuc (sig) 0,044. This finding can prove thc first hyphotesis that states there is
intiuence between customers satist'action and rvord of rnouth of restaurant custorners in
Yog5'akarta. It describes that rvhen custonters satisfaction of a restaurant in Yogyakarta is
increasing and positive, so as rvell as word of mouth. This research is in line with a research by
Jalilvand. et al., 2017; Sivadas & Jindal, 2017 that customers satisfaction has influence lorvards
sord ot mouth. This research also support a research by Chang Li (2013) in Tairvan that
consRners :atisfaction on private higher education has positive and significant influence
to* ards s'ord of mouth.

Conclasion and Inplicatiott
In this research can be concluded that product quality and halal guarantee have positive and
significant influence toward satisfaction and the satisfaction itselfhas positive and significant
influence toward \rord ofmouth. Prodr.rct quality directly has positive and significant inlluence
to\ards r\trrd oimouth rvithout through satisfaction variable. NeYenheless, direct inlluence of
halal product gueranree torvards rvord of mouth is not significant. The influence offood halal
torvards *ord oimouth must pass satisfaction mediation first.

Based on the result of:his research, the role ofhalal product guarantee has important meanings
tbr restaurant custom€rs to create their satisfaction. It happens because customers iue aware
that consume halal product is an urgent material. In consequences, giving halal guarantee for
the producls of a resmuant is need to be conducted. The existence of halai prociucr guarantee
and its certification may be used for cheap promotion media through word of mouth.
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