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ABSTRACT 

The objective of this research is to examine the impact of service quality, product quality, 

promotion, and price on purchase intention with customer satisfaction and brand awareness 

as mediating variables in the context of healthy food culinary in Batam, Indonesia. 

Quantitative methods with a Structural Equation Modeling (SEM) approach are used to 

collect data from consumers who have purchased healthy foods. The results showed that 

brand awareness has a significant mediating role in linking service quality with purchase 

intention, while customer satisfaction also has an important influence on purchase intention. 

In addition, product quality has a significant impact on brand awareness and purchase 

intention. However, promotion and price do not have a significant effect on purchase 

intention. This research provides valuable insights for the healthy food culinary industry in 

Batam to develop marketing strategies that are more effective in attracting and retaining 

customers interested in healthy food. In conclusion, brand awareness, customer satisfaction, 

product quality, and service quality play a key role in shaping consumer purchase intentions 

on healthy foods, and implementing better strategies in these aspects can increase customer 

attraction and satisfaction. 
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INTRODUCTION 

The industrial sector plays a pivotal role in driving economic growth in Indonesia, 

surpassing other economic sectors in terms of contribution. However, recent years have 

witnessed a decline in its overall impact. As of 2022, the industrial sector accounts for 

17.84% of the nation's Gross Domestic Product (GDP), whereas the contribution of the non-

oil and gas industry to GDP reaches 16.01%. This downward trend raises concerns about the 

sector's resilience and prompts a need for strategic measures to bolster its performance and 

ensure sustained economic advancement. 

 

 
Figure 1: The industrial sector's contribution to the country's economy (first quarter 

2013–second quarter 2022) 
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Figure 2: The involvement of the industrial sector in the nation's economy (second 

quarter 2022) 

 

As per the information provided by the Central Statistics Agency (BPS), in the second 

quarter of 2022, the industrial sector recorded a value of Rp. 877.82 trillion with the food and 

beverage subsector contributing greatly to the GDP of the industrial sector recorded Rp. 

302.28 trillion (34.44%). 

 

 
Figure 3: Industrial sector GDP by subsector (second quarter of 2022) 

 

Along with the development of technology in Indonesia, many people are starting to 

continue to move forward, this also has an impact on the management of food to be 

consumed, this is due to the busyness of everyone so that customers prefer to consume fast 

food compared to processing their own food in the customer's kitchen (Yamin et al., 2021). 

Therefore, it is necessary to handle the above problems. One of the handlings that can 

be done is consuming healthy food, in Batam itself there are many business fields engaged in 

healthy food culinary. 

With the background that has been described, the author is encouraged to take topics 

that have a relationship with healthy food sales. The authors will examine various variables in 

this study regarding their impact on healthy eating. Here are some related factors that will be 

raised into variables, namely Service Quality (X1), Product Quality (X2), Promotion (X3), 

Price (X4), and Customer Satisfaction Mediation Variables (Z1) and Brand Awareness (Z2) 
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that affect the Purchase Intention Variable (Y1). From the variables listed above, the author 

obtained a title in the form of "The Effect of Service Quality, Product Quality, Promotion, 

and Price on Purchase Intention with Customer Satisfaction and Brand Awareness as 

Mediation in Healthy Food Culinary in Batam". 

 

LITERATURE REVIEW 

Khatoon et al. (2020) examine the association between the quality of electronic banking 

services (E) and customer purchase intention, with customer satisfaction acting as an 

intermediary variable. In this research, the variable under investigation as the outcome is 

customer purchasing intentions with customer satisfaction as an intermediary variable. While 

the independent variables in this research are efficiency, reliability, security, privacy, 

responsiveness and communication. The location of this study is at Jilin University, Dalian, 

China with a sample number of 235 data. Data from this study were analyzed primarily. 

Luthfi et al. (2022) research on factors that can affect buying interest and consumer 

satisfaction. In this research, customer satisfaction is considered as the outcome variable with 

a mediation variable, namely purchase interest. In this research, the variables under 

investigation were product quality and pricing, acting as independent factors. This research is 

located at Krisnadwipayana University, Unkris Jatiwaringin Campus, Jakarta, Indonesia. In 

this study there were 100 samples tested with the analysis methods used, namely descriptive 

and path analysis. 

Handoko et al. (2020) examine the correlation among customer satisfaction, brand 

image, perceived value, and interest in buying Bright Gas 5.5 Kg LPG Cylinder products in 

the community in the Special Region of Yogyakarta (DIY). The dependent variable in this 

study is the intention to make a purchase and there are also customer satisfaction, perceived 

value, and brand image as independent variables that will be tested in this study. This 

research was located at Brawijaya University Malang, Indonesia with a total of 170 data 

samples were subjected to testing. The study involves analyzing data descriptively and 

applying structural equation modeling utilizing the partial least squares program are some of 

the analytical methods used in this study for study. 

Prasilowati et al. (2021) research on several factors that can affect the satisfaction of a 

consumer. Customer satisfaction is the dependent variable that will be tested in this study, 

while price and sales promotion are independent variables in this study there is also a 

moderation variable, namely service quality. This research is located at the IPWI College of 

Economics Jakarta, Indonesia. There were as many as 100 respondent data that were sampled 

in the research test. The data sample of this study was then analyzed using the primary data 

method using PLS SEM 7.0. 

Taufikqurrochman et al. (2021) examine the impact of pricing, product quality, and 

service quality provided online to Tokopedia customers. Customer satisfaction is a dependent 

variable that will be tested in this study with e-service quality and price as independent 

variables. The study was conducted at the University of Muhammadiyah Malang with a total 

sample of 100 research methods. This study used several analysis methods, namely, 

purposive sampling, primary data source, multiple regression analysis with t-fest, f-fest, and 

dominant test. 

Febrian and Fadly (2021) examine how customer satisfaction influences eWOM and 

interest in purchasing. The mediation variable in this study is culture, while the variable being 

observed is purchase intention, serving as the dependent variable. While brand equity, e-

WOM, and customer satisfaction as independent variables. This research was conducted at 

the Indonesian Technocratic University with a total sample of 280 data samples. Then it is 

analyzed by quantitative methods.  

Cuong (2020) investigated the empirical effects of credibility and brand perception on 
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both customer satisfaction and consumer purchase intention. Purchase intention is the 

dependent variable raised in this study, with brand credibility and perceived value as 

independent variables. Additionally, customer satisfaction acts as an intermediary variable in 

the study. The study took place at Ho Chi Minh City's Industrial University, Vietnam with a 

total research sample of 285 respondents. The study methodology employed in this study 

utilizes an analytic approach with the assistance of PLS-SEM. 

Erlinda et al. (2022) investigate how customer satisfaction is impacted by promotion, 

product quality, and service quality of Chatime products. Customer satisfaction is a 

dependent variable that will be examined along with the promotion, service quality, and 

product quality as independent variables. The location of this research is at Esa Unggul 

University, Jakarta, Indonesia with a sample of research that reached as many as 185 data 

which was then analyzed using the multiple regression analysis method.  

Winarno et al. (2020) explore the influence of price perception, company image, and 

quality of service on both customer satisfaction and loyalty. Customer satisfaction is the 

dependent variable tested in this study with price perception, company image, and service 

quality being the independent variables. There is also loyalty as a moderation variable. The 

study was conducted at Bina Sarana Informatika University on 173 research samples. The 

collected data was analyzed using saturated sample, quantitative research, and structural 

equation modeling (SEM) methods. 

Susanto et al. (2021) research what factors can affect customer satisfaction and 

repurchase interest in a product. Repurchase intention is the dependent variable taken in this 

study and customer satisfaction as a moderation variable with service quality and price as 

independent variables. The study was carried out in Narotama University, Surabaya, 

Indonesia on 86 research samples. The analysis method used is quantitative.  

Gani and Oroh (2021) examine how service, product quality, and pricing at Loki Store 

influence customer satisfaction. Customer satisfaction is a dependent variable taken with 

service quality, product quality, and pricing as independent variables that will be tested in this 

study. This research was conducted at Loki Store, located in Lombok, West Nusa Tenggara 

with a total of 150 respondents, who then this sample will be analyzed using quantitative 

methods.  

Woen and Santoso (2021) research what factors can affect customer satisfaction and 

loyalty to the Burger King brand. Service quality, product quality, promotions, and normal 

prices are independent variables tested in this study with consumer loyalty as the dependent 

variable, there is also consumer satisfaction as a mediating variable included with gender and 

education level as moderation variables. The location of this study was at Duta Wacana 

Christian University, Indonesia to 377 respondents. The analysis method used by researchers 

is analysis of moment structure (AMOS) software version 24. 

Gultom et al. (2022) research about the factors that influence the repurchase interest of 

a product. Repurchase intention is a dependent variable of research which will then be 

influenced by brand awareness and perceived quality as independent variables along with 

customer satisfaction as a mediating variable. The location of this study is at the University of 

Harapan Medan Indonesia with a sample of 97 research data which is then analyzed using 

causal methods and quantitative paradigms. 

Rizqullah and Sulaiman (2021) research on factors that can affect customer satisfaction 

with smartphone users. Customer satisfaction as a dependent variable influenced by 

perceived quality and brand awareness as an independent variable. There is also brand equity 

as a mediating variable. The location of this study was at Syiah Kuala University against 394 

research samples. The tool used in data analysis is SEM (Structural Equation Modelling). 

Dash et al. (2021) research on factors that influence customer satisfaction and buying 

interest in the digital era. Purchase intention as the dependent variable under study and 
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customer satisfaction as the mediating variable. Brand interaction, brand integrity, brand 

image, and brand identity as independent variables complement the research test located at 

the College of Administration and Finance, Saudi Electronic University, Saudi Arabia, Rollin 

College, USA, University of Puerto Rico, San Juan, PR, USA, Distinguished Scholar, Indian 

Institute of Management- K, Kerala, India. The sample of this study was 508 samples. The 

analytical tools and methods used include surveys conducted in-person and online. 

Abbas et al. (2021) examine the impact of brand image on customer loyalty is 

examined, with customer satisfaction acting as a mediating factor and brand awareness to 

complete the test. The loyalty of the consumer as a dependent variable is influenced by the 

image of the brand as an independent variable. In this study, there are also mediation 

variables, specifically, it includes customer satisfaction and brand awareness. The research 

was conducted at The University of Selangor, Malaysia, Millennium University, Dhaka, 

Bangladesh, Bahauddinzakariya University, University of Education Lahore, Multan 

Campus, Pakistan. The sample for this study consisted of 300 research data which was then 

tested using tools and analysis methods e-sampling method and the cross-sectional strategy.  

Khumalo-Ncube and Motala (2021) conduct a study on how the quality features of 

Business-to-Business (B2B) services offered by third-party hotel booking websites affect 

travel agent satisfaction and their subsequent purchase intent. Purchase intention is a 

dependent variable that is influenced by visual appearance, information quality, and ease of 

use as independent variables. In this study, there is a mediation variable, namely customer 

satisfaction. The research location is at the University of Stellenbosch Business School, South 

Africa with a total of 400 research data samples analyzed using quantitative methods. 

Prianggoro and Sitio (2020) explore the impact of service quality and promotion on 

purchase decisions and their potential ramifications on customer satisfaction. Customer 

satisfaction as a dependent variable which is then influenced by the quality of service and 

promotion which acts as an independent variable with purchasing decisions as a mediating 

variable to complete the test. The study was conducted at Mercu Buana University (UMB) 

Jakarta, Indonesia with a sample of 100 research data tested using descriptive analytic 

research and SEM tools and methods. 

Ramadhaniati et al. (2020) examine the impact of service quality and pricing on 

customer satisfaction. Customer satisfaction as a dependent variable influenced by service 

quality and price as independent variables. The location of this study at STIE Jakarta 

International College, Indonesia was 78 research samples which were then analyzed and 

tested using SPSS 25, utilizing multiple linear regression and descriptive statistics techniques. 

Juliana et al. (2020) examine the elements that have an impact on purchase intention 

and customer satisfaction. Purchase intention as a dependent variable with customer 

satisfaction acting as an intermediary variable along with ease of use and trust as independent 

variables. This research was conducted at Universitas Pelita Harapan Indonesia on 300 

respondents. This study used quantitative descriptive method. 

Dash and Chakraborty (2021) research the correlation among customer satisfaction, 

digital marketing practices, customer engagement, and buying interest. Purchase intention as 

a dependent variable with customer satisfaction as a mediation variable and customer 

involvement as a moderation variable along with SEM, display, e-CRM, content marketing, 

and communication as independent variables. The study was located at the College of 

Administration and Financial Sciences, Saudi Electronic University, Riyadh, Saudi Arabia on 

535 research samples. The analysis tools and methods used are questionnaire developed with 

all the 28 variables, measure with diagram. 

Wisnama et al. (2020) research the factors that influence visitor loyalty. Brand loyalty 

as a dependent variable is influenced by customer satisfaction, brand awareness, brand image, 

and service quality. The location of this research was in Bandung, Indonesia against 200 
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research samples. This study was analyzed using quantitative and qualitative methods.  

Tran et al. (2021) examine the relationship among cultural distance, customer 

satisfaction and brand equity for tourist destinations. Destination brand loyalty will be 

examined as the outcome variable, with customer satisfaction acting as the moderating 

variable, while destination perceived quality, destination brand awareness, and brand image 

will serve as the independent variables. The location of this study at the University of Da 

Nang, Vietnam on 618 research samples with CB-SEM tools used for testing. 

Dhingra et al. (2020) research the influence of the quality of online services provided 

by e-commerce websites on customer satisfaction and buying interest. Purchase intention as a 

dependent variable is influenced by customer satisfaction, overall service quality, 

personalization, trust, responsiveness, reliability, and website design as independent 

variables. This research was conducted at Guru Gobind Singh Indraprastha University on 278 

research samples. This research was conducted by distributing questionnaires. 

 

METHODOLOGY 

This study is categorized as basic research, with the primary objective of building 

theories based on previous research. To achieve this, a quantitative approach is adopted, 

involving the distribution of questionnaires to consumers who have previously purchased 

healthy food in Batam. The study aims to explore the relationships between various factors 

such as service quality, product quality, promotion, and price with customers' purchase 

intention. Additionally, customer satisfaction and brand awareness act as mediators in 

understanding these relationships. 

The research focuses on customers who have experienced purchasing healthy food from 

various culinary establishments in Batam. To ensure a representative sample, the study 

employs a random sampling method, offering an equal chance for all members of the 

population to be part of the research. A minimum sample size of 350 participants is deemed 

necessary based on established guidelines. 

Two methods of data collection are utilized: primary data through the distribution of 

questionnaires to the target population and secondary data obtained through the examination 

of previous research literature, including relevant journals and books. The data analysis 

follows a quantitative approach, involving the use of Structural Equation Modeling (SEM) 

based on variance or component SEM. This method aims to develop theories based on the 

concepts described by previous researchers. The collected data is subjected to descriptive 

analysis, providing insights into respondents' gender, education level, age, occupation, 

income, frequency of visits to healthy food places, and the locations frequently visited by 

respondents. 

To evaluate the validity of the questions used in the questionnaire, a validity test is 

conducted. Validity is confirmed when the questions accurately measure the intended 

concepts. Similarly, a reliability test is performed to assess the accuracy and consistency of 

the research model. The Structural Model evaluates the direct relationships between 

variables, without considering mediating variables. It analyzes the significance of these 

relationships and whether they have a direct impact on purchase intention. 

Finally, the study includes the Quality Index test to evaluate the overall accuracy of the 

model. The Goodness of Fit (GoF) index is used to measure the model's quality, with higher 

values indicating stronger model performance. These analyses collectively contribute to a 

comprehensive understanding of the factors influencing customers' purchase intention and the 

role of customer satisfaction and brand awareness as mediators in the context of healthy food 

consumption in Batam. 
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RESULTS AND ANALYSIS 

 

Descriptive Statistical Test Results 

Descriptive Statistics is the statistical science of collecting, processing, presenting, and 

analyzing quantitative and qualitative data descriptively which is done to simplify and 

facilitate the reading of information from a data (Maysani & Pujiastuti, 2020). 

In general, descriptive statistics are divided into 2 based on the way of processing, 

namely the processing of descriptive statistical data for qualitative and quantitative data 

(Sugiyono, 2018). 

 

Table 1: Respondents by gender 

Number of Respondents 

Valid 351 

Invalid 0 

 

The statistical table shows the amount of data analyzed, it can be seen that the data 

analyzed is as many as 351 respondents. 

 

Table 2: Respondents by gender 

Gender Sum Percentage (%) 

Man 145 41.3 

Woman 206 58.7 

Total 351 100.0 

 

The table of respondents by sex shows the frequency of each sex group in the processed 

data. The table shows that there were 206 or 58.7% female respondents and 145 or 41.3% 

male respondents. It can be concluded that the percentage of female respondents is greater 

than that of male respondents. 

 

Table 3: Respondents by recent education 

Recent Education Sum Percentage (%) 

High School / Vocational School 56 16.0 

Diploma 75 21.4 

Bachelor 188 53.6 

Magister 32 9.1 

Total 351 100.0 

 

The table of respondents based on the last education shows the frequency of each group 

of recent education on the data that has been processed. The table shows that there are 188 or 

53.6% of respondents have a bachelor's last education, 75 or 21.4% of respondents have a 

diploma's last education, 56 or 16% of respondents have a high school / vocational school last 

education, and 32 or 9.1% of respondents have a master's last education. It can be concluded 

that the percentage of respondents with undergraduate final education is greater than 

respondents with high school / vocational education, diplomas, and masters. 

 

Table 4: Respondents by age 

Age Sum Percentage (%) 

19-23 Years 100 28.5 

24-28 Years 150 42.7 

about:blank


European Journal of Science, Innovation and Technology 

www.ejsit-journal.com 

 

 
43 

29-33 Years 51 14.5 

34-38 Years 31 8.8 

>38 Years 19 5.4 

Total 351 100.0 

 

The table of respondents by age shows the frequency of each age group in the 

processed data. The table shows that there are 150 or 42.7% of respondents ranging in the age 

of 24-28 years, 100 or 28.5% of respondents ranging in the age of 19-23 years, 51 or 14.5% 

of respondents ranging in the age of 29-33 years, 31 or 8.8% of respondents ranging in the 

age of 34-38 years, and 19 or 5.4% of respondents ranging in the age of over 38 years. It can 

be concluded that the percentage of respondents aged 24-28 years is greater than respondents 

who range from 19-23 years old and 29-38 years and over. 

 

Table 5: Respondents by occupation 

Job Sum Percentage (%) 

Private 296 84.3 

Entrepreneurial 43 12.3 

State Officer 12 3.4 

Total 351 100.0 

 

The respondent table by occupation shows the frequency of each job group on the 

processed data. The table shows that 296 or 84.3% of respondents are private employees, 43 

or 12.3% of respondents are entrepreneurs, and 12 or 3.4% of respondents are civil servants. 

It can be concluded that the percentage of respondents who have private employee jobs is 

greater than respondents with entrepreneurial jobs and civil servants. 

 

Table 6: Respondents by income 

Income Sum Percentage (%) 

< Rp. 4.500.000 101 28.8 

Rp 4.500.000 - Rp 8.000.000 182 51.9 

Rp 8.000.000 - Rp 10.000.000 45 12.8 

> Rp 10.000.000 23 6.6 

Total 351 100.0 

 

The table of respondents by income shows the frequency of each income group in the 

processed data. The table shows that there are 182 or 51.9% of respondents earning around 

Rp 4,500,000 – Rp 8,000,000 per month, 101 or 28.8% of respondents earning below Rp 

4,500,000 per month, 45 or 12.8% of respondents earning around Rp 8,000,000 – Rp 

10,000,000 per month, 23 or 6.6% of respondents earning above Rp 10,000,000 per month. It 

can be concluded that the percentage of respondents who have an income of Rp. 4,500,000 to 

Rp. 8,000,000 is greater than respondents who earn Rp. 4,500,000 and Rp. 8,000,000 and 

above. 

 

Table 7: Respondents by number of visitors 

Number of Visitors Sum Percentage (%) 

< 5 times 173 49.3 

6 - 10 times 144 41.0 

> 10 times 34 9.7 

Total 351 100.0 
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The respondent table based on the number of visitors shows the frequency of the 

number of visitors to Batam healthy food culinary customers each month in the processed 

data. The table shows that 173 or 49.3% of respondents visit culinary less than 5 times per 

month, 144 or 41% of respondents visit culinary about 6-10 times per month, and 34 or 9.7% 

of respondents visit culinary more than 10 times per month. It can be concluded that the 

percentage of respondents who visit Batam healthy food culinary is about less than 5 times 

greater than respondents who visit Batam healthy food culinary around 6-10 times to more 

than 10 times each month. 

 

Table 8: Respondents by places frequently visited 

Frequently Visited Places Sum Percentage (%) 

Fortunate Taste Vegetarian Restaurant 21 6.0 

Restaurant Nature Vegetarian 35 10.0 

Fortunate Cafe 53 15.1 

Salad Bar 170 48.4 

Healthy Box 72 20.5 

Total 351 100.0 

 

The respondent table based on frequently visited places shows the frequency of places 

most frequented by respondents on processed data. The table shows that 170 or 48.4% of 

respondents often visit Salad Bar, 72 or 20.5% of respondents often visit Healthy Box, 53 or 

15.1% of respondents often visit Fortunate Cafe, 35 or 10% of respondents often visit Nature 

Vegetarian Restaurant, 21 or 6% of respondents often visit Fortunate Taste Vegetarian 

Restaurant. It can be concluded that the percentage of places most frequented by respondents 

is Salad Bar compared to other places. 

 

Model Evaluation Results 

Outer loading validity testing is used as a measurement indicator of whether each 

variable is suitable and good for use in measurement. The test result is valid if the value of 

outer loading does not exceed 0.6.  

 

Table 9: Validity test results 

Variable Average Variance Extracted (AVE) Conclusion 

Brand Awareness  0,702 Evident 

Customer Satisfaction  0,704 Evident 

Price  0,708 Evident 

Product Quality  0,690 Evident 

Promotion  0,702 Evident 

Purchase Intention  0,703 Evident 

Service Quality  0,708 Evident 

 

The results of the validity test in the table above show where AVE with brand 

awareness variables is 0.702, customer satisfaction variables are 0.704, price variables are 

0.708, product quality variables are 0.690, promotion variables are 0.702, purchase intention 

variables are 0.703, and service quality variables are 0.708. So that the validity test of 35 

(thirty-five) questions is 5 (five) questions from the brand awareness variable, 5 (five) 

questions from the customer satisfaction variable, 5 (five) questions from the price variable, 5 

(five) questions from the product quality variable, 5 (five) questions from the promotion 

variable, 5 (five) questions from the purchase intention variable, and 5 (five) questions from 

service quality variables. Based on the table above, it can be concluded that all research 
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constructs or variables have met the criteria of good validity. This coincides with an Average 

Variance Extracted (AVE) value above 0.50 according to the recommended criteria. 

 

Table 10: Reliability test results 

Variable 
Composite 

Reliability 

Cronbach's 

Alpha 
Conclusion 

Brand Awareness  0,922  0,894 Reliable 

Customer Satisfaction  0,923  0,895 Reliable 

Price  0,924  0,897 Reliable 

Product Quality  0,918  0,888 Reliable 

Promotion  0,922  0,894 Reliable 

Purchase Intention  0,922  0,894 Reliable 

Service Quality  0,924  0,897 Reliable 

 

Reliability tests are used to see if the reliability of each variable is sufficient for 

research. This can help researchers measure the consistency of a questionnaire. This 

reliability test can be done in 2 (two) ways, namely Cronbach's alpha and composite 

reliability (Tugiman, Herman, & Yudhana, 2022). Cronbach's alpha and composite reliability 

constructs when each variable has a value greater than 0.70. The results of Cronbach's alpha 

brand awareness variable test are 0.894, customer satisfaction variable is 0.895, price variable 

is 0.897, product quality variable is 0.888, promotion variable is 0.894, purchase intention 

variable is 0.894, and service quality variable is 0.897. This shows that Cronbach's alpha 

value for each variable is reliable. 

The results of Cronbach's alpha and composite reliability tests from the 2 tables above 

each construct have a value of more than 0.70 which means all variables are reliable. The 

results of the composite reliability test of brand awareness variables are 0.922, customer 

satisfaction variables are 0.923, price variables are 0.924, product quality variables are 0.918, 

promotion variables are 0.922, purchase intention variables are 0.922, and service quality 

variables are 0.924. This shows that the composite reliability value of each variable is 

reliable. 

 

Table 11: Test results of unmediated structural models 

X -> Y / Direct Without Mediation T Statistics P Values Conclusion 

Brand Awareness -> Purchase Intention  3,192 0,002  H1: Significant 

Customer Satisfaction -> Purchase Intention  2,931 0,004  H2: Significant 

Price -> Purchase Intention  3,456  0,001 H3: Significant 

Product Quality -> Brand Awareness  50,534  0,000 H4: Significant 

Product Quality -> Purchase Intention  1,265  0,206 H5: Insignificant 

Promotion -> Purchase Intention  1,593  0,112 H6: Insignificant 

Service Quality -> Customer Satisfaction  48,679  0,000 H7: Significant 

Service Quality -> Purchase Intention  2,316  0,021 H8: Significant 

 

The results of the direct influence test without the role of mediation variables show the 

calculation of significance tests between independent brand awareness variables on purchase 

intention, customer satisfaction variables on purchase intention, price variables on purchase 

intention, product quality variables satisfaction, and product quality variables on purchase 

intention, promotion variables for purchase intention, service quality variables on customer 

satisfaction,  and service quality variables against purchase intention. Based on the table 

above, there are 6 direct hypotheses that can be stated as significant. This can be known 
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based on t-statistics values > 1.96 and p-values < 0.05. 

The results of the direct influence test in the table above show a t-statistics value of 

3.192 greater than the value of 1.96 and a p-value of 0.002 below the value of 0.05. This 

proves that hypothesis 1 is acceptable. This is in accordance with research from Gultom et al. 

(2022) which explains that the brand awareness variable has a significant impact on purchase 

intention which shows that if brand awareness increases, then purchase intention will also 

increase. 

The results of the direct influence test in the table above show a t-statistics value of 

2.931 greater than the value of 1.96 and a p-value of 0.004 below the value of 0.05. This 

proves that hypothesis 2 is acceptable. This is in accordance with research from Handoko et 

al. (2020) and Dash et al. (2021) that customer satisfaction has a significant effect on 

purchase intention because satisfied customers will increase customer buying interest. 

 The results of the direct influence test in the table above show a t-statistics value of 

3.456 greater than the value of 1.96 and a p-value of 0.001 below the value of 0.05. This 

proves that hypothesis 3 is acceptable. This is in accordance with research from Susanto et al. 

(2021) and Rahman et al. (2019) that the price variable has a significant effect on the 

purchase intention variable, this is because prices that are too high can affect consumer 

buying interest. 

The results of the direct influence test in the table above show a t-statistics value of 

50.534 greater than the value of 1.96 and a p-value of 0.000 below the value of 0.05. This 

proves that hypothesis 4 is acceptable. This is in accordance with research from Kusuma et 

al. (2022) because product quality positively affects brand awareness supported by 

reputation, repeat purchases, positive reviews, and word of mouth marketing. 

The results of the direct influence test in the table above show a t-statistics value of 

1.265, smaller than a value of 1.96 and a p-value of 0.206 above a value of 0.05. This proves 

that hypothesis 5 is unacceptable. This is not in accordance with research from Amanda et al. 

(2021), and Rahman et al. (2019) which shows that product quality has an important effect on 

customer buying interest. 

The results of the direct influence test in the table above show a t-statistics value of 

1.593, smaller than a value of 1.96 and a p-value of 0.112 above a value of 0.05. This proves 

that hypothesis 6 is unacceptable. This is not in accordance with research from Rahman et al. 

(2019), and Nursadiah and Maharani (2018) which shows that promotions have a positively 

significant influence on buying interest. 

The results of the direct influence test in the table above show a t-statistics value of 

48.679 greater than the value of 1.96 and a p-value of 0.000 below the value of 0.05. This 

proves that hypothesis 7 is acceptable. This is in accordance with research from Susanto et al. 

(2021) and Lukitaningsih et al. (2022) which states that the variable service quality has a 

significant relationship with customer satisfaction because good service quality can be a 

positive experience for customers, this can increase customer satisfaction. 

The results of the direct influence test in the table above show a t-statistics value of 

2.316 greater than a value of 1.96 and a p-value of 0.021 below a value of 0.05. This proves 

that hypothesis 8 is acceptable. This is in accordance with research from Gultom et al. (2022) 

where the variable of brand awareness is positive and significant to the variable of purchase 

interest, this is because brand awareness can have a positive impact in influencing customer 

perceptions of product quality and value so as to increase customer desire to buy products. 
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Table 12: Test results of structural models with mediation 

(X → M) x (M → Y) / Indirect with 

Mediation 
T Statistics P Values Conclusion 

Product Quality -> Brand Awareness -> 

Purchase Intention 
 3,191  0,002 H9: Significant 

Service Quality -> Customer Satisfaction -> 

Purchase Intention 
 2,941 0,003  H10: Significant 

 

Table 13: R Square test results 

Variable R Square Conclusion 

Brand Awareness  0,774  Strong 

Customer Satisfaction 0,764 Strong 

Purchase Intention  0.855  Strong 

 

R Square is a test model that explains how far the dependent variable can be described 

by the independent variable. The R Square value will be categorized as strong if the value is 

> 0.67, moderate > 0.33, and weak for < 0.33. In this study, the R Square value in the brand 

awareness variable is 0.774 which can be stated strong, customer satisfaction 0.764 which 

can be stated strong, and purchase intention with a value of 0.855 which can be categorized 

as strong. 

 

Table 14: Index quality test results 

AVE R Square GoF Conclusion 

0,702 0,797 0,559 Strong 

 

The research model must first be tested for feasibility using goodness of fit (GoF) 

testing. The standard in this test is that the GoF value must be > 0.5 so that it can be declared 

a viable model. In the table above, the G0F value is 0.559 which is above the value of 0.5 

which means that the service research model is used. 

 

CONCLUSIONS AND IMPLICATIONS 
 

Conclusions 

The proposed research entitled "The Effect of Service Quality, Product Quality, 

Promotion, and Price on Purchase Intention with Customer Satisfaction and Brand Awareness 

as mediation in Healthy Food Culinary in Batam" aims to determine the relationship between 

factors taken in healthy food sales, namely Service Quality, Product Quality, Promotion, and 

Price. These factors can influence consumer purchase intent. 

 This study involved 351 respondents with the majority of women, undergraduate final 

education, age range 24-28 years, private employees, with an income of around Rp. 

4,500,000 – 8,000,000 per month. When frequency of visiting places that are often visited, 

most respondents visit healthy food culinary in Batam less than 5 times per month, with Salad 

Bar as the majority of places that are often visited. 

 Based on this research, an understanding of consumer preferences and behaviors 

related to healthy food culinary in Batam has been revealed. This information can be 

fundamental in developing more effective marketing strategies to attract and retain customers 

interested in healthy foods. 

The results of this study point to several relevant hypotheses. First, hypothesis 1 states 

that knowledge of a brand has a significant impact on the purchase intent of goods. This is 
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evidenced by the t-statistics value of 3.192, which exceeds the established standard (1.96), 

and the p-value of 0.002, which is lower than the standard (0.05). 

Furthermore, hypothesis 2 suggests that customer satisfaction has a significant impact 

on the purchase intent of goods. This evidence is reinforced by a t-statistics value of 2.931, 

which exceeds the established standard (1.96), and a p-value of 0.004, which is lower than 

the standard (0.05). 

Hypothesis 3 states that price affects buying interest significantly. This finding is 

supported by a t-statistics value of 3.456, which exceeds the predetermined standard (1.96), 

and a p-value of 0.001, which is lower than the standard (0.05). 

Then, hypothesis 4 revealed a significant influence of product quality on brand 

awareness. This evidence is supported by a t-statistics value of 50.534, which far exceeds the 

established standard (1.96), and a p-value of 0.000, which is much lower than the standard 

(0.05). 

Meanwhile, hypothesis 5 suggests that the desire to buy goods is not significantly 

influenced by the quality of the product. It can be confirmed from a t-statistics value of 1.265, 

which is below the established standard (1.96), and a p-value of 0.206, which is higher than 

the standard (0.05). 

Hypothesis 6 states that there is an insignificant influence of promotion on purchase 

intent. It can be seen from the t-statistics value of 1.593, which is below the established 

standard (1.96), and the p-value of 0.112, which is higher than the standard (0.05). 

Furthermore, hypothesis 7 suggests that service quality has a significant impact on 

customer satisfaction. This is supported by a t-statistics value of 48.679, which exceeds the 

established standard (1.96), and a p-value of 0.000, which is lower than the standard (0.05). 

Hypothesis 8 reveals a significant influence of brand awareness on purchase intent. 

This finding is supported by a t-statistics value of 2.316, which exceeds the established 

standard (1.96), and a p-value of 0.021, which is lower than the standard (0.05). 

Hypothesis 9 states that there is a significant influence of product quality on purchase 

intent with brand awareness as mediation. This evidence is reinforced by a t-statistics value 

of 3.191, which exceeds the established standard (1.96), and a p-value of 0.002, which is 

lower than the standard (0.05). 

Finally, hypothesis 10 revealed a significant influence of service quality on purchase 

intent with customer satisfaction as mediation. This is supported by a t-statistics value of 

2.941, which exceeds the established standard (1.96), and a p-value of 0.003, which is lower 

than the standard (0.05). 

 

Implications 

The research titled "The Effect of Service Quality, Product Quality, Promotion, and 

Price on Purchase Intention with Customer Satisfaction and Brand Awareness as mediation in 

Healthy Food Culinary in Batam" provides valuable insights for stakeholders in the culinary 

industry.  

The implications derived from the study are as follows: (1) Future researchers are 

encouraged to conduct similar studies with a larger number of respondents to overcome the 

limitations in sample size and geographic coverage. By doing so, a more comprehensive 

understanding of the factors influencing consumer preferences for healthy food in Batam can 

be attained. This expanded perspective will serve as a solid foundation for informed 

marketing and business decisions within the culinary sector. (2) For a more comprehensive 

and holistic output, it is advisable to include additional variables such as social factors, 

personal preferences, or economic indicators in future research. By considering these diverse 

influences, researchers can gain more nuanced insights into the culinary choices of Batam 

residents, leading to the development of targeted marketing strategies that cater to the diverse 
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preferences and needs of the local consumers. (3) Utilizing diverse data collection methods, 

such as in-depth interviews or direct observations, is crucial to gaining deeper insights into 

the factors impacting consumer preferences for healthy food. By engaging with consumers 

through qualitative research, researchers can uncover valuable insights into the underlying 

motivations and attitudes driving their food choices. This understanding will aid in designing 

more appealing and customer-centric culinary offerings that align with the preferences of the 

target market in Batam. (4) The research highlights the significance of including detailed time 

measurements, such as monitoring market trends and customer preferences over time, in 

future studies. By tracking the changing interests and preferences of consumers, researchers 

can identify external factors that may influence purchase intentions over time. Understanding 

these evolving dynamics will enable culinary businesses to adapt their strategies in response 

to market shifts, ensuring continued relevance and success in the competitive landscape. 
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