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Abstract

The Bottled Drinking Water industry is experiencing rapid growth today in line with the
high demand for clean water for consumption and the availability of clean water in
several areas is very limited (Dewi, 2019). PT Oasis Waters International Bali Branch is
one of the bottled water producers under the Oasis brand that provides a variety of
products to meet consumer needs. The high level of competition in the bottled water
market in Bali makes management need to improve competitive advantages, product
quality and brand image to maintain customer satisfaction and consumer repurchase
intentions. This study analyzes the role of customer satisfaction in mediating brand
image and product quality on the repurchase intention of Oasis bottled water customers
in Bali. This study involved 150 respondents by applying the technique of proportionate
stratified random sampling in determining the sample. The results of this study show
that brand image and product quality have a significant positive effect on customer
satisfaction and repurchase intention and customer satisfaction is able to mediate the
influence of product quality and brand image on repurchase intention.

Keywords: Brand Image, Product Quality, Customer Satisfaction, Repurchase Intention,
Oasis.

INTRODUCTION

The high demand for bottle drinking water is currently due to changes in
consumer behavior from initially consuming boiled water to bottled water and
drinking bottled water is considered part of a healthy lifestyle (Lestari, 2021). The
growth of the bottle drinking water industry has grown by at least 5% each year, where
currently there are many bottle drinking water brands that have distribution permits
in Indonesia (Isma, 2023). Referring to the National Socio-Economic Survey (Susenas)
data published in March 2023 by the Central Statistics Agency (BPS), it is known that
40.64% of households use bottle drinking water or refilled water as a source of daily
drinking water (Muhammad, 2023).

PT Oasis Waters International (PT OWI) previously known as PT Santa Rosa
Indonesia (PT SRI) is one of the bottle drinking water industry players with the Oasis
trademark. This company has been established since 1984 and has factories and
branches in several regions in Indonesia, one of which is located in Tabanan Regency,
Bali. The products that have been produced and marketed are in the form of glass,
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bottle and gallon packaging. Ramadhan (2018) explained that the bottle drinking
water Oasis market share reached 2.8% which is below Aqua at 46.7%, Club at 4%, Le
Minerale at 3.5%, and 2 Tang at 2.8%.

In this condition, Oasis still applies a survival strategy on the quality and quantity
of products in the market which makes Oasis have to be ready to compete with
competitors who are able to offer cheaper prices and other brands that are already
known to the public through advertising media. The marketing challenge of Oasis in Bali
is also due to the emergence of Bali Governor Regulation Number 97 of 2018 concerning
the limitation of single-use plastic waste. This has caused the demand for Oasis plastic
bottle packaging products to decline since 2019 because customers, especially hotels,
restaurants and cafes (Horeca), choose to use bottle drinking water products in glass
bottles as a substitute for plastic bottle packaging. This condition has quite an impact on
the demand for Oasis in Bali, therefore Oasis management is now trying to maintain
various aspects, one of which is customer satisfaction which can affect repurchase
intentions.

Kusnandar & Afiff (2020); Putri & Yasa (2022); Mulyandi & Tjandra (2023)
explained that repurchase intention is consumer behavior to buy the same product or
service because they have good experiences or expectations of the product or service
used. The occurrence of repurchase intention shows that consumers are loyal to the
goods or services offered, are willing to pay a relatively high price and are willing to
offer products or services sincerely to people around them.

Product quality is often a consideration for consumers in choosing the products
they use. Albari & Kartikasari (2019) assessed that marketing a product can be said to
be successful if the consumer's product quality is in accordance with their
expectations and needs. Mahendrayanti & Wardana (2021) highlighted that product
quality plays a key role in generating repurchase intentions. On the other hand, brand
image also plays a big role in maintaining repurchase intentions. When the brand
image is considered positive in the minds of consumers, the brand has a high chance
of being chosen by consumers (Nurhasanah, et al., 2022).

This study also utilizes previous research conducted by Praja & Haryono (2022),
Sindarto, et al. (2023) and Girsang et al. (2020) which attempted to observe the
relationship between brand image and product quality variables on repurchase
intentions. These three studies utilize customer satisfaction as a mediating variable.
Based on the results of the study, it shows that customer satisfaction can affect brand
image and product quality on repurchase intentions. These results are the basis for
the author to utilize customer satisfaction to mediate product quality and brand
image on repurchase intentions for bottle drinking water Oasis products in the Bali
Branch.
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RESEARCH METHOD

This study uses a descriptive research type with a quantitative approach. The
location of the study was carried out in 6 regencies/cities in Bali, namely Tabanan
Regency, Singaraja Regency, Badung Regency, Gianyar Regency, Klungkung Regency
and Denpasar City. The reason for choosing this research location is because these 6
areas are the marketing areas for Oasis, both those carried out directly by Oasis
branch offices, distributors and Oasis agents. This study uses exogenous variables,
namely brand image and product quality. The endogenous variables in this study are
repurchase intentions and the mediating variable is customer satisfaction. Technique
proportionate stratified random sampling was used in this study because the
population has members or components that are not homogeneous and
proportionally stratified. A total of 150 respondents were selected in this study which
have been determined proportionally in 2 types of customers, namely business and
households and the percentage of sales in each district/city in Bali. Data testing in this
study utilized the Statistic Package of Social Science (SPSS) version 27 program.

RESEARCH RESULTS AND DISCUSSION

Good research is research with valid and reliable respondents. Validity test is
used as a measure that shows the validity or validity of the research instrument so
that it can determine the extent to which the instrument is carrying out its function.
Each instrument is considered valid if it has a correlation coefficient value > 0.30. The
statement item is valid if the calculated r value> r table or p value <0.05. In an effort
to obtain the results of the validity test on each indicator in the research variable, the
researcher distributed the instrument to 30 Oasis customer respondents so that the
following data was obtained.

Table 1. Results of Instrument Validity Test

Variables Indicator Pearson Information
Correlation

Brand Image 1. Brand identity 0.571 Valid

(X" 2. Brand personality 0.788 valid
3. Brand association 0.754 valid
4. Brand attitudes and behavior 0.674 valid
5. Benefits and advantages of 0.687 valid

brands

Product 1. Performance 0.761 valid

Quality (X*) 2. Feature 0.791 valid
3. Conformity to specifications 0.696 valid
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Product durability
Aesthetics
Perceived quality

Quality of service
Emotional factors
Price

Consumer costs

Transactional interest
Reference interest
Preference interests
Interest in exploration

0.592
0.732
0.721

0.700
0.764
0.667
0.644

0.785
0.773
0.912
0.771

valid
valid
valid

valid
valid
valid
valid

valid
valid
valid
valid

Source: SPSS Processing Results

The number of sample members (N) used is 30, so the r table value is 0.361.
Referring to the results of the validity test in table 2, it can be seen that all indicators
in each variable get valid results because the Pearson correlation value or r count of
each indicator is greater than 0.36. Based on this, the indicators used in the study are

then stated in the form of statement items on the questionnaire.

The effort to test reliability in this study uses the Cronbach's Alpha value to
evaluate the unidimensionality of statements related to the Latin variables studied
such as brand image, product quality, customer satisfaction and repurchase
intentions. Perfect reliability if the Cronbach's Alpha value is > 0.9. High reliability is the
Cronbach's Alpha value in the interval 0.7 - 0.9. Moderate reliability is said if the
Cronbach's Alpha values are in the interval 0.5 - 0.7. Low reliability occurs if the

Cronbach's Alpha value <0.5 or is said to be unreliable

Table 2. Results of the Research Instrument Reliability Test

Variables Statement Items
Brand Image (X") 5
Product Quality (X?) 6
Customer Satisfaction (2) 4
Repurchase Intention (Y) 4

Cronbach's Alpha

0.718
0.800
0.633

0.822

Information

Reliable
Reliable
Reliable

Reliable

Source: SPSS Processing Results

The Cronbach's Alpha value of the four research variables shows a value above

0.6 so that all variables are declared reliable. The brand image, product quality and
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repurchase intention variables have high reliability because the Cronbach's Alpha value
is in the interval of 0.7 - 0.9. The customer satisfaction variable is included in the
moderate reliability category because it has a Cronbach's Alpha value in the interval of
0.5-0.7. The reliability results show that if the questionnaire used as a measuring tool
for research variables is repeated, it can provide relatively the same results or scores.

This study also analyzes the convergent validity of the outer model that appears

based on the loading factor of each indicator, where the indicator is considered
reliable if it has a correlation value > 0.70. This study uses 4 (four) variables with 19

indicators as described below.

Table 3. Results of Convergent Validity Test with Loading Factor

Brand Image  Product Customer Repurchase
Quality satisfaction Intention
X1.1 0.773
X1.2 0.791
X1.3 0.760
X1.4 0.777
X1.5 0.813
X2.1 0.794
X2.2 0.728
X2.3 0.813
X2.4 0.826
X2.5 0.735
X2.6 0.760
Z1 0.725
Z2 0.810
Z3 0.845
24 0.819
Y1 0.862
Y2 0.842
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Y3 0.854

Y4 0.805

Source: SPSS Processing Results

Based on the table above, it is known that all items in the questionnaire in this
study can be extracted perfectly and have a loading factor value > 0.7. This shows that
the items used in this study have good ability to explain the construct. In addition,
convergent validity testing can also be done by looking at the Average Variance Extracted
(AVE) value of each latent variable. The results of the convergent validity test using the
AVE value in the Smart PLS application can be seen in the following table.

Table 4. Results of Convergent Validity Test with AVE

Construct/Variable Average Variance Extracted (AVE)
Brand Image 0.613
Product Quality 0.604
Customer satisfaction 0.642
Repurchase Intention 0.707

Source: SPSS Processing Results

Based on the data above, it can be seen that the AVE value on the latent
variable shows results above 0.5, so it is considered to have good convergent validity
. The AVE value test data shows that all variables or constructs have values greater
than 0.5, so it can be stated that all variables or constructs are valid.

The structural model testing in this study uses R-square (R2 ) to assess the
influence of certain endogenous variables and whether exogenous variables have a
substantive influence. The structural model or inner model in this study can be seenin
the following figure.
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Figure 1. Structural Model (Inner model)
Source: SPSS Processing Results, 2025

Hypothesis testing aims to determine how much influence exogenous variables
have on endogenous variables. The statistical test used to conduct hypothesis testing is
the t-test. The following are the results of the direct influence test with bootstrapping
in SPSS analysis.

Table 5. Results of Direct Influence Test

Original ~ Sample Standard T statistics P
sample  mean  deviation  (|O/STDEV|)  value
(0) (M) (STDEV) s

Brand Image (X1) -> 0.282 0.283 0.089 3.183 0.001
Repurchase Intention

(v)

Product Quality (X2) -> 0.241 0.243 0.088 2,756 0.006
Repurchase Intention

(v)

Brand Image (X1) -> 0.348 0.347 0.084 4.167 0.000
Customer Satisfaction

(2)
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Product Quality (X2)->  0.456 0.458  0.079 5,801 0.000
Customer Satisfaction
@)
Customer Satisfaction 0.396 0.394 0.093 4.232 0.000
(2) -> Repurchase
Intention (Y)

Source: SPSS Processing Results

The influence of brand image on repurchase intention with an original sample value
of 0.282 shows a positive number so that between these variables can have a positive
influence. The bootstrapping calculation shows the results of the estimation coefficient
test of the brand image variable on repurchase intention is 0.283. The results of the t
statistic value of 3.183> t table 1.96 and the p value s 0.001 <a 0.05 indicate that brand
image has a positive and significant effect on repurchase intention.

The effect of product quality on repurchase intention with an original sample value
of 0.241 shows a positive number so that between these variables can provide a positive
influence. The bootstrapping calculation shows the results of the coefficient test of the
product quality variable estimation on repurchase intention is 0.243. The results of the t
statistic value of 2.756> t table 1.96 and the p value s 0.006 <a 0.05 indicate that product
quality has a positive and significant effect on repurchase intention.

The influence of brand image on customer satisfaction with an original sample
value of 0.348 shows a positive number so that between these variables can provide a
positive influence. The bootstrapping calculation shows the results of the estimation
coefficient test of the brand image variable on customer satisfaction is 0.347. The results
of the t statistic value of 4.167> t table 1.96 and the p value s 0.000 <a 0.05 indicate that
brand image has a positive and significant effect on customer satisfaction.

The effect of product quality on customer satisfaction with an original sample value
of 0.456 shows a positive number so that between these variables can provide a positive
influence. The bootstrapping calculation shows the results of the coefficient test of the
product quality variable estimation on customer satisfaction is 0.458. The results of the
t statistic value of 5.801> t table 1.96 and the p value s 0.000 <a 0.05 indicate that product
quality has a positive and significant effect on customer satisfaction.

The influence of customer satisfaction on repurchase intention with an original
sample value of 0.396 shows a positive number so that between these variables can have
a positive influence. The bootstrapping calculation shows the results of the customer
satisfaction variable estimation coefficient test on repurchase intention is 0.394. The
results of the t statistic value of 4.232> t table 1.96 and the p value s 0.000 <a 0.05
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indicate that customer satisfaction has a positive and significant effect on repurchase
intention.

The indirect influence test or mediation variable in this study refers to customer
satisfaction in mediating the influence of brand image and product quality on
repurchase intention. The mediation variable has a positive and significant influence
when the t statistic value result is > t table and p value < significance value or a 0.05. The
following are the results of the indirect influence test on the mediation variable.

Table 6 Results of Indirect Effect Test (Mediation)

Original ~ Sample  Standard T statistics ~ Pvalues
sample mean deviation
P viaH (|o/STDEV])
(0) (M) (STDEV)
Brand image -> 0.138 0.137 0.047 2,950 0.003
Customer satisfaction -
> Repurchase intention
Product quality -> 0.180 0.180 0.050 3.601 0.000

Customer satisfaction -
> Repurchase intention

Source: SPSS Processing Results

Based on the results of the indirect or mediation effect test in this study, it can be
explained as follows. First, the effect of brand image on repurchase intention through
customer satisfaction as a mediator obtained an original sample value of 0.138, which
means it can have a positive effect. The results of the t statistic s value of 2.950> t table
1.96 and the p value s value of 0.003 <a 0.05 indicate that brand image has a positive
and significant effect on repurchase intention through customer satisfaction. Second,
the effect of product quality on repurchase intention through customer satisfaction as
a mediator obtained an original sample value of 0.180, which means it can have a
positive effect. The results of the t statistic s value of 3.601> t table 1.96 and the p value
s value of 0.000 <a 0.05 indicate that product quality has a positive and significant effect
on repurchase intention through customer satisfaction.

CONCLUSION

Based on the discussion and analysis that has been described in the previous section,
several conclusions can be drawn as follows: 1) Brand image has a positive and
significant effect on the repurchase intention of the Oasis’s customers in Bali. Based on
this, when customers feel that the Oasis brand image is good, it can increase the
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customer's repurchase intention for Oasis’s bottle water. 2) Product quality has a
positive and significant effect on the repurchase intention of Oasis’s customers in Bali.
This is because the better the quality of the Oasis’s product, the higher the customer's
repurchase intention for the Oasis product. 3) Brand image has a positive and significant
effect on the satisfaction of Oasis’s customers in Bali. This means that the better the
Oasis’s brand image, the greater the satisfaction of Oasis customers. 4) Product quality
has a positive and significant effect on the satisfaction of Oasis’s customers in Bali. 5)
Customer satisfaction has a positive and significant effect on repurchase intention. 6)
Customer satisfaction mediates the effect of brand image on repurchase intention. 7)
Customer satisfaction mediates the effect of product quality on repurchase intention.
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