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ABSTRACT 
The aim of this study is to investigate the influence of Product Quality and Brand Image on 
the Purchase Decision of houses in Bali Surya Residence real estate, mediated by Customer 
Satisfaction. This study is an associative type of research to determine the relationship 
between two or more variables. The variables used are exogenous variables, mediating 
variables, and endogenous variables. This study uses probability sampling method and 
simple random sampling technique, with 140 respondents who have purchased a house in 
Bali Surya Residence as the sample. Validity and reliability tests are conducted to ensure the 
instrument's quality. Four data analysis methods are used, including descriptive statistical 
analysis, inferential statistical analysis in the form of Partial Least Square (PLS), hypothesis 
testing with resampling bootstrapping method, and testing of mediating variables in SEM-
PLS mediation model. Purchase Decision is a sequence of related processes in satisfying 
consumers' desires and needs. Product Quality is an important factor that influences 
consumers' decision in purchasing a product. Brand Image is a set of memories that 
consumers have about a brand. The results indicate that Customer Satisfaction partially 
mediates the influence of Product Quality and Brand Image on Purchase Decision, indicating 
that Product Quality and Brand Image, accompanied by satisfaction, will affect customers' 
Purchase Decision in a product. 
 
KEY WORDS 
Purchase decision, product quality, brand image, customer satisfaction, consumer, behavior. 
 

The development of an ever-increasing population has an impact on the increasing 
number of community needs. Development in the economic sector has also experienced 
extraordinary changes. The problem of urbanization due to the rapid development of 
economic activity creates good opportunities as housing needs. One of the things seen in 
the increasing need for a place to live or a house. Observing the existence of business 
opportunities, property companies have the opportunity to attract consumers' interest in 
purchasing housing products. This is done by property companies by taking into account the 
various factors that influence consumer decisions in buying a house, including by offering 
housing products in strategic locations and competitive prices. 

Bali Island is not only famous as a tourism island among the local community but also 
in the international arena. Even though it is still during the Covid-19 Pandemic, the tourism 
sector on the island of Bali has been affected so that it has experienced a decline, but there 
are still many local people who come to the island of Bali. Lately, foreign or international 
tourists have started coming to the island of Bali, even for vacations, this has made the 
property sector in Bali experience rapid development. The rise of the property business on 
this island has made many local and international business people and developers look to 
Bali to serve as their main destination or priority place to run a property business. 

Bali's tourism sector, which is now slowly starting to revive and begin to experience an 
increase, makes property investment opportunities on the island of Bali even more profitable. 
The benefits of property investment in Bali are not only felt in the present but also in the 
future. With the continued development of Bali as a tourism island, the benefits from Bali 
property investments that are carried out will also continue to experience promising 
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developments. The high number of tourists makes the demand for property continue to 
increase. The increasing number of immigrants is the first reason why property investment in 
Bali continues to increase. 

Unforeseen circumstances in the form of the Covid-19 disease outbreak have had an 
impact and influence on various sectors. In 2020, all countries in the world were preoccupied 
with the Covid-19 Pandemic which caused sales of all products to decline. The Covid-19 
Pandemic period caused intense competition between companies. Economic progress in this 
era has grown more advanced resulting in intense competition among business people. This 
competition is increasingly evident to marketers with the same type of goods or services 
(Nabilaturrahmah et al., 2021). 

The impact of the Covid-19 Pandemic and intense competition between companies, 
one of which is experienced by the Bali Surya Residence real estate. Existing competing 
developer companies, and possibly equally experiencing the impact of the pandemic, are 
such as Sekar Sari Mansion, Adhiwangsa Bali, Artha Perdana Land, Graha Fahreza, Sri 
Sedana, Rumah Baliku, Taman Griya Jimbaran, Taman Seminyak Residence, and many 
more real estate or developer company in Bali. So many developer companies cause 
competition for housing products, such as housing prices, housing locations, home designs, 
offers (discounts) or bonuses given by companies. In addition, housing locations that are 
close to competing developer housing locations sometimes make marketers try to find 
potential buyers. This caused sales to drop because it was still during the pandemic, not too 
many prospective buyers wanted to buy a house. Meanwhile, prospective buyers who have 
the capital to buy a house are selective in choosing and buying a house. As a result of the 
drop in home sales, the sales target was not achieved. 

Paying attention to the desires and needs of consumers must be carried out by a 
company so that the company can easily win market competition. In addition to paying 
attention to the company's marketing mix, consumer behavior must also be considered in 
purchasing a product. A product is something that is offered to the market to get attention so 
that the product being sold can be purchased, used or consumed to meet consumer needs 
and desires (Firmansyah, 2018). Kotler and Keller (2016:27) argue that "marketing is about 
identifying and meeting human and social needs" which means marketing is about identifying 
and meeting human and social needs. Marketing can also be defined briefly, namely 
"meeting needs profitably" which means meeting needs in a profitable way. The essence of 
marketing is identifying and satisfying human needs in a profitable way. 

According to Kotler and Keller (2016: 27), "Marketing Management as the art and 
science of choosing target markets and getting, keeping, and growing, customers through 
creating, delivering, and communicating superior customer value". Marketing management 
as the art and science of choosing target markets and getting, growing customers, creating, 
delivering and communicating superior value to customers. Based on the various meanings 
from the above publications, it can be concluded that marketing management is an activity 
that is synonymous with planning and managing resources efficiently that occurs in the 
buying and selling process between business actors and potential consumers so as to 
produce profits that are agreed upon by both parties. 

A marketing is basically plans that are comprehensive, integrated, and unified in the 
field of marketing which provide a guideline of the activities to be carried out to achieve the 
goals of a company, in other words, a marketing strategy is a series of objectives and 
suggestions, policies and gives direction in businesses which include promotion, production, 
distribution and price (Wijaya et al., 2016). To achieve optimal marketing results, marketers 
must understand STP (Segmenting, Targeting and Positioning) for the products being 
marketed. Market segmentation is basically dividing the market potential into certain parts. In 
the target market, a series of marketing programs carried out must be in accordance with the 
characteristics of the target market to be addressed. The final step is positioning which 
creates a unique product position in the perception of potential customers to be targeted. 

To achieve marketing objectives, the company's strategy must pay attention to the 
conditions and situations that exist so that companies need factors that influence consumer 
decisions in buying the products offered. Companies are required to know what are the 
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tastes and needs of consumers so that this understanding of Consumer Behavior will provide 
input to companies in evaluating marketing strategy policies. For this reason, companies 
must have a good marketing strategy by implementing a marketing mix in each of their 
marketing activities and must pay attention to consumer behavior in making decisions to buy 
a product. 

According to research by Wardani et al., (2015), in terms of consumer preferences, 
consumer preference variables that influence Purchase Decisions include environmental 
influences, payment methods and recommendations from other parties to make purchases. 
This is a positive value shown by consumers towards the company (developer). In addition, 
Consumer Behavior variables that influence housing Purchase Decisions include developer 
image, products and facilities (Wardani et al., 2015). 

Consumer Behavior is an element that is used as a reference by CV. Bali Surya 
Dewata, where this company is one of the developer companies (developers) in the Province 
of Bali which has housing projects in Bali as shown in Table 1.1. This company has been 
established since 2015 and has built hundreds of houses. Strategic location and affordable 
prices are the hallmarks of this company. In addition, the quality of building and service 
quality of the company's staff in serving buyers. Home designs that are unique and 
according to taste are also one of the considerations for people to buy a house, besides that 
adequate public facilities also need to be considered to attract the attention of buyers. 

According to Kalesaran et al., (2013), the factors that influence the choice of housing 
by consumers are related to practical aspects, economic aspects, and quality aspects which 
include variables such as electricity, social environment, clean water, residential road quality, 
service guarantees from developers, close to roads main, close to the place of 
work/business, quality of the building, and the price is more affordable than other housing. In 
addition, consumer perception variables that influence housing purchase decisions include 
developer image, products, and facilities (Wardani et al., 2015). 

Developers are currently on the rise offering a variety of residential houses with various 
designs and prices that are able to win the hearts of consumers. Customers are faced with a 
wide variety of housing options and each has its own advantages and disadvantages, 
especially now that customers are very smart, discerning and careful in making choices 
according to their wants and needs. This reason makes developers obliged to strengthen 
Product Quality in order to create a positive Brand Image that sticks in the minds of 
customers. Residential houses that have a strong and positive corporate brand image and 
residential quality tend to be remembered more by customers, while other developers will not 
be considered. According to Dwiantari (2020), Brand Image and Product Quality have an 
important role in creating Customer Satisfaction and Purchase Decisions. 
 

Table 1 – List of Projects and Number of Buyers in Bali Surya Residence Real Estate 
 

Location Total Sales (Unit) 
Sales Year 

2016 2017 2018 2019 2020 2021 2022 

Pemogan 1 2 2       
Pemogan 2 3  3      
Pemogan 3 12   4 4 4   
Ungasan 2    1 1   
Jimbaran 1 dan 2 34 9 14 5 1 3 2  
Jimbaran 3 12     1 9 2 
Poh Gading 15 4 5 1 4 1   
Mahendradatta 1 18 7 4 4 3    
Mahendradatta 2 4   3  1   
Mahendradatta 3 6     3 3  
Gunung Mas 12     2 8 2 
Dalung 18 1  4 5 6 1 1 
Canggu 2      2  
Total 140 23 26 21 18 22 25 5 
 

Source: CV Bali Surya Dewata Office Database (2022). 

 
There are several results of previous research which show that the research gap is 

related to the 1st hypothesis (H1), namely in research conducted by Soliha and Nurul (2017) 
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stating that the Product Quality variable has a positive and significant effect on Purchase 
Decisions. In contrast to Krisnawati and Mahmud's research (2017) which states that the 
Product Quality variable has no positive and significant effect on Purchase Decisions. The 
research gap is related to the 2nd hypothesis (H2), namely in the research conducted by 
Widiatmoko and Hadi (2016) which states that the Brand Image variable has a positive and 
significant effect on Purchase Decisions. In contrast to Kartikasari's research (2013) which 
states that the brand image variable has no positive and insignificant effect on purchase 
decisions. The research gap is related to the 3rd hypothesis (H3), namely in research 
conducted by Hutapea (2016) which states that the Product Quality variable has a positive 
and significant effect on Customer Satisfaction. In contrast to the research by Damayanti and 
Wahyono (2015) which states that the Product Quality variable has no positive and 
insignificant effect on Customer Satisfaction. 

The research gap is related to the 4th hypothesis (H4), namely in the research 
conducted by Beladin and Dwiyanto (2013) which states that the Brand Image variable has a 
positive and significant effect on Customer Satisfaction. In contrast to Lasander's research 
(2013) which states that the Brand Image variable has no positive and insignificant effect on 
Customer Satisfaction. The research gap is related to the 5th hypothesis (H5), namely in 
research conducted by Simanjuntak et al., (2020) which states that the Customer 
Satisfaction variable has a positive and significant effect on Purchase Decisions. In contrast 
to the research by Sibarani et al., (2020) which states that the Customer Satisfaction variable 
has no positive and insignificant effect on Purchase Decisions. 

The research gap is related to the 6th hypothesis (H6), namely in research conducted 
by Mantauv (2014) which states that the role of Customer Satisfaction has a positive effect 
and significantly mediates the effect of Product Quality on Purchase Decisions. In contrast to 
Afifah's research (2018) which states that the role of Customer Satisfaction has no positive 
and insignificant effect in mediating the influence of Product Quality on Purchase Decisions. 
The research gap is related to the 7th hypothesis (H7), namely in research conducted by 
Sanosra et al (2022) which states that the role of Customer Satisfaction has a positive effect 
and significantly mediates the effect of Brand Image on Purchase Decisions. In contrast to 
Tammubua's research (2017), it states that the role of Customer Satisfaction has no positive 
and insignificant effect in mediating the influence of Brand Image on Purchase Decisions. 
The link between customer loyalty and Purchase Decision is that customer loyalty has a 
positive and significant effect on Purchase Decision through Customer Satisfaction, meaning 
that the higher customer loyalty, the higher the Purchase Decision (Ahmadien et al., 2019). 
 

METHODS OF RESEARCH 
 

This research belongs to the type of associative research, which is research that aims 
to find out the relationship between two variables or even more (Sugiyono, 2019). In this 
research, an associative research strategy is used to identify the extent to which the 
independent variables influence the dependent variable either partially or simultaneously. 
The independent variables in this study are Product Quality (X1) and Brand Image (X2) with 
the mediating variable namely Customer Satisfaction (M) and the dependent variable is 
Purchase Decision (Y). The relationship between variables can be divided into three types, 
namely symmetrical, causal or causal, and reciprocal or reciprocal. Types of data based on 
their nature used in this study are quantitative data and qualitative data. Sources of data 
used in this study are primary and secondary data. 

The population of this study are consumers who have bought and have bought a 
house in Bali Surya Residence real estate with a total of 200 people. This study uses the 
probability sampling method which is a sampling technique that provides equal opportunities 
for each element (member) of the population to be selected as a member of the sample. In 
this study the technique of taking samples from a population, using simple random sampling 
technique. In this study, the sample used was 140 respondents. This study uses data 
collection techniques by collecting data from the results of distributing questionnaires directly 
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to predetermined samples. The data analysis method used in this research is descriptive and 
inferential statistical analysis using Partial Least Square (PLS) Analysis. 
 

RESULTS AND DISCUSSION 
 

This method is used to measure the correlation between constructs and latent 
variables by measuring the score value of indicator items with their variable score, which is 
calculated using PLS. The individual reflection measure can be seen from the standardized 
loading factor value. The standardized loading factor describes the degree of correlation 
between each measurement item or indicator with its construct. 
 

Table 2 – Loading factor value 
 

 Brand Image Customer Satisfaction Purchase Decision Product Quality 

M.1  0,928   

M.2  0,928   

M.3  0,956   

M.4  0,938   

X1.1    0,911 
X1.2    0,929 
X1.3    0,928 
X1.4    0,887 
X2.1 0,911    

X2.2 0,934    

X2.3 0,940    

Y.1   0,933  

Y.2   0,946  

Y.3   0,930  

 

Source: Data processed, 2022. 

 
The loading factor value shown in Table 2 is already greater than 0.7 so that it can be 

declared ideal, which means that the indicator is said to be valid in measuring its construct. 
 

Table 3 – Discriminant Validity Test Results 
 

Variable 
Average Variance Extracted 
(AVE) 

Square Root of Average Variance Extracted 
(AVE) 

Brand Image 0,862 0,743 
Customer Satisfaction 0,879 0,773 
Purchase Decision 0,877 0,770 
Product Quality 0,835 0,697 
 

Source: Data processed, 2022. 

 
The data in Table 3 shows that the AVE measurement value is greater than 0.5 and 

the square root of average variance extracted (AVE) value is smaller than the AVE value. 
However, it is recommended that the measurement value should be greater than 0.5. 
 

Table 4 – Cross loading value 
 

 Brand Image Customer Satisfaction Purchase Decision Product Quality 

M.1 0,768 0,928 0,851 0,799 
M.2 0,770 0,928 0,891 0,787 
M.3 0,810 0,956 0,904 0,844 
M.4 0,768 0,938 0,862 0,777 
X1.1 0,698 0,760 0,771 0,911 
X1.2 0,736 0,842 0,852 0,929 
X1.3 0,724 0,790 0,792 0,928 
X1.4 0,703 0,728 0,724 0,887 
X2.1 0,911 0,805 0,821 0,762 
X2.2 0,934 0,771 0,778 0,737 
X2.3 0,940 0,735 0,749 0,676 
Y.1 0,784 0,884 0,933 0,817 
Y.2 0,827 0,878 0,946 0,807 
Y.3 0,761 0,869 0,930 0,796 
 

Source: Data processed, 2022. 
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Data Table 4 shows the cross loading value of each variable indicator has a correlation 
coefficient that is greater than the constructs of the other blocks. This means the model has 
good discriminant validity. 
 

Table 5 – Composite reliability value 
 

Variable Cronbach's Alpha Composite Reliability 

Brand Image 0,920 0,949 
Customer Satisfaction 0,954 0,967 
Purchase Decision 0,930 0,955 
Product Quality 0,934 0,953 
 

Source: Data processed, 2022. 

 
The data in Table 5 shows the value of Cronbach's alpha and composite reliability > 

0.6. So it can be stated that the construct used is consistently used as a measuring tool. 
 

Table 6 – R-square value 
 

Endogenous Variables R-Square Description 

Customer Satisfaction 0,800 Strong 
Purchase Decision 0,898 Strong 
 

Source: Data processed, 2022. 

 
The results of the analysis of the R2 value obtained from the calculation results show a 

diverse distribution. Table 6 presents the calculation results obtained by using the SmartPLS 
version 3.6 software, namely the value of R2. The R2 value of 0.800 for Customer 
Satisfaction is classified as strong, and the R2 value of 0.898 for the Purchase Decision is 
classified as strong. The next inner model assessment is by measuring the relevance of the 
prediction (Q2). 
 

Q2 = 1 – [(1 – R12) (1 – R22)] = 0,98 

 
Based on the calculation results obtained a Q2 value of 0.98 which means that 98 

percent of the variation in the Purchase Decision variable is expressed by variations in 
Product Quality, Brand Image and Customer Satisfaction, while the remaining 2 percent is 
from variations in changes in the value of other factors not included in this research model. 
 

 
 

Figure 1 – SEM-PLS Test Results Bootstrapping Analysis (Source: data processed, 2022) 

 
The results of the SEM–PLS test on the effect test of Product Quality on Purchase 

Decisions showed an Original Sample (O) value of 0.179 with a T Statistics value of 2.607 
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and P Values of 0.009. P values that are smaller than the 5 percent significant level (0.05) 
indicate that the first hypothesis (H1) in this study is acceptable. This means that Product 
Quality has a positive and significant effect on Purchase Decision. The results of the SEM–
PLS test on the influence test of Brand Image on Purchase Decisions show an Original 
Sample (O) value of 0.172 with a T Statistics value of 2.145 and P Values of 0.032. The P 
values which are smaller than the significant level of 5 percent (0.05) indicate that the 
second hypothesis (H2) in this study is acceptable. This means that Brand Image has a 
positive and significant effect on Purchase Decision. 
 

Table 7 – Results of the Direct Effect Hypothesis Test 
 

Effect 
Original Sample 
(O) 

Standard Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Product Quality -> Purchase Decision 0,179 0,069 2,607 0,009 
Brand Image -> Purchase Decision 0,172 0,080 2,145 0,032 
Product Quality -> Customer Satisfaction 0,528 0,133 3,984 0,000 
Brand Image -> Customer Satisfaction 0,418 0,134 3,125 0,002 
Customer Satisfaction -> Purchase Decision 0,640 0,071 8,954 0,000 
 

Source: Data processed, 2022. 

 
The results of the SEM–PLS test on the effect test of Product Quality on Customer 

Satisfaction showed an Original Sample (O) value of 0.528 with a T Statistics value of 3.984 
and a P Value of 0.000. P values that are smaller than the 5 percent significant level (0.05) 
indicate that the third hypothesis (H3) in this study is acceptable. This means that Product 
Quality has a positive and significant effect on Customer Satisfaction. The results of the 
SEM–PLS test on the influence test of Brand Image on Customer Satisfaction showed an 
Original Sample (O) value of 0.418 with a T Statistics value of 3.125 and P Values of 0.002. 
P values that are smaller than the 5 percent significant level (0.05) indicate that the fourth 
hypothesis (H4) in this study is acceptable. This means that Brand Image has a positive and 
significant effect on Customer Satisfaction. The results of the SEM–PLS test on the influence 
test of Customer Satisfaction on Purchase Decisions show an Original Sample (O) value of 
0.640 with a T Statistics value of 8.954 and P Values of 0.000. P values that are smaller than 
the 5 percent significant level (0.05) indicate that the fifth hypothesis (H5) in this study is 
acceptable. This means that Customer Satisfaction has a positive and significant effect on 
Purchase Decision. 
 

Table 8 – Results of the Indirect Effect Hypothesis Test 
 

Effect 
Original 
Sample (O) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Product Quality -> Customer Satisfaction -> Purchase Decision 0,338 0,088 3,830 0,000 
Brand Image -> Customer Satisfaction -> Purchase Decision 0,267 0,094 2,842 0,005 
 

Source: Data processed, 2022. 

 
The results of the SEM–PLS test on the role test of Customer Satisfaction (M) mediate 

the influence of Product Quality (X1) on Purchase Decision (Y) showing an Original Sample 
(O) value of 0.338 with a T Statistics value of 3.830 and P Values of 0.000. P values that are 
smaller than the 5 percent significant level (0.05) indicate that the sixth hypothesis (H6) in 
this study is acceptable. This means that Customer Satisfaction is able to mediate the 
influence of Product Quality on Purchase Decisions. 

Table 9 shows that the VAF value is 0.346 or 34.6 percent. The VAF value, which is in 
the range of 20 percent and 80 percent, indicates that the mediation role that occurs is 
partial mediation. The results of the SEM–PLS test on the role test of Customer Satisfaction 
(M) mediate the influence of Brand Image (X2) on Purchase Decision (Y) showing an 
Original Sample (O) value of 0.267 with a T Statistics value of 2.842 and P Values of 0.005. 
The P values which are smaller than the 5 percent significance level (0.05) indicate that the 
seventh hypothesis (H7) in this study is acceptable. This means that Customer Satisfaction 
is able to mediate the influence of Brand Image on Purchase Decisions. 
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Table 9 – Calculation of VAF on the Role of Customer Satisfaction Mediates the Influence of Product 
Quality on Purchase Decisions 

 

Direct Effect A   0,179 
Indirect Effect B * C 0,528 0,640 0,338 
Total Effect A + (B x C)   0,517 
Variance Accounted For (VAF)  

  0,346 
 

Source: Data processed, 2022. 

 
Table 10 – Calculation of VAF on the Role of Customer Satisfaction Mediating the Effect of Brand 

Image on Purchase Decisions 
 

Direct Effect A   0,172 
Indirect Effect B * C 0,418 0,640 0,268 
Total Effect A + (B x C)   0,440 
Variance Accounted For (VAF)  

  0,391 
 

Source: Data processed, 2022. 

 
Table 10 shows that the VAF value is 0.391 or 39.1 percent. The VAF value, which is 

in the range of 20 percent and 80 percent, indicates that the mediation role that occurs is 
partial mediation. The results of this study explain that the better the Product Quality 
(residential housing) made by CV. Bali Surya Dewata, the higher the Purchase Decision 
level of the house in Bali Surya Residence real estate. So that buyers will buy a house if the 
quality of the building sold by the developer is of good quality. This is consistent with 
research conducted by Sari et al., (2015) that there is a positive and significant effect of 
Product Quality on Purchase Decisions. This is consistent with research by Haryoko and 
Febriyanti (2020) where Product Quality has a positive and significant effect on the stability 
of Purchase Decisions. This is also supported by research conducted by Anwar (2015), 
Mirabi et al., (2015), Amron (2018), and Dapas et al., (2019) which prove that Product 
Quality has a positive influence on Purchase Decisions. 

The results of this study explain that the better the Brand Image of the developer 
company CV Bali Surya Dewata, the more confident and certain someone will buy a house 
in Bali Surya Residence real estate. So that buyers will buy a house if the brand image or 
reputation of the developer company selling the house is good and good too. This is 
consistent with research conducted by Sari et al., (2015) that there is a positive and 
significant influence of Brand Image on Purchase Decisions. This research has the same 
results as research conducted by Miati (2020), which shows that brand image has a positive 
effect on purchase decisions, meaning that the better the influence of brand image, the more 
it will improve purchase decisions. The results of this study are supported by research 
conducted by Dharma et al., (2015). 

The results of this study explain that the better the Product Quality (occupancy) sold in 
Bali Surya Residence real estate, the higher the Customer Satisfaction obtained and felt by 
buyers after buying a house in Bali Surya Residence real estate. So that buyers will get a 
sense of satisfaction if the quality of the residential house purchased by the buyer is of good 
quality. This is in accordance with research conducted by Suyatmi and Sitio (2019) it is 
known that Product Quality partially has a significant effect on Customer Satisfaction. This 
research is in line with previous research conducted by Putra and Nganto (2017) which 
showed that Product Quality affects Customer Satisfaction through Purchase Decisions. This 
research is supported by the research results of Putro et al., (2014), Ishaq et al., (2014), 
Ghezelbash and Khodadadi (2017) and Gök et al., (2019) which prove that Product Quality 
has a positive effect on customer satisfaction. 

The results of this study explain that the better the Brand Image of the developer 
company CV Bali Surya Dewata, the higher the Customer Satisfaction obtained and felt by 
buyers after buying a house in Bali Surya Residence real estate. So that buyers will get a 
sense of satisfaction if the brand image of the development company has a good image and 
reputation. This is consistent with research conducted by Nasution (2017), explaining that 
product image has a significant effect on customer satisfaction. The results of this study are 
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supported by what was stated in Ahmad (2013) that product image has a positive influence 
on customer satisfaction. In addition, based on research conducted by Yana et al., (2015) 
that brand image has a significant influence on Dian Pelangi's customer satisfaction in 
Malaysia. 

The results of this study explain that the higher the level of Customer Satisfaction of a 
home buyer, the higher the level of Purchase Decision the buyer buys a residential house in 
Bali Surya Residence real estate. So that buyers will buy residential houses in Bali Surya 
Residence real estate if the buyers are satisfied and have confidence in the development 
company. This is in accordance with research conducted by Dewi and Sutanto (2018) that 
the Purchase Decision made by consumers will give a satisfied or dissatisfied value to the 
Purchase Decision of Chang Tea consumers in Surabaya. This is in line with the research of 
Jakpar et al., (2012) namely Customer Satisfaction on Product Quality discounts which are 
based on three attributes, namely perceived quality, performance, reliability. The higher the 
Purchase Decision level of airplane tickets at the discounted price, the higher the satisfaction 
given by the customer to the company. The results of this study are supported by the results 
of research from Muiszudin and Sista (2016), Kautsar et al., (2012) and Jung & Yoon (2012), 
that there is a positive influence of consumer satisfaction on purchase decisions. 

The mediating role of the Customer Satisfaction variable in the relationship between 
Product Quality and Purchase Decision indicates that this variable is classified as a partial 
mediating variable. These results explain that the sixth hypothesis (H6) can be accepted. 
Customer Satisfaction can mediate the influence of Product Quality on the Purchase 
Decision of houses in Bali Surya Residence real estate, meaning how much the level of 
Customer Satisfaction plays an important role in considering the customer or home buyer to 
make a Purchase Decision to buy a house in Bali Surya Residence real estate influenced by 
Product Quality (residential) which is sold by the developer CV Bali Surya Dewata. In other 
words, customers are satisfied with the quality of the residential buildings sold by the 
developer, so customers will be sure and definitely buy a house in the Bali Surya Residence 
real estate. 

The success of proving this mediating role is in line with the results of research 
conducted by Mantauv (2014), it can be interpreted that the consumer satisfaction variable 
mediates partially (partial mediation) the relationship between brand image and Product 
Quality variables on Purchase Decisions. The results of this study are supported by previous 
research conducted by Pardede et al. (2017), Dianah & Welsa (2017), Fuadi et al. (2021), 
and Sisrahmayanti & Muslikh (2022), which concluded that customer satisfaction mediates 
the positive influence of product quality on purchase decision. The results of this study are 
supported by the results of previous studies from Kaura et al., (2015), Waluya et al., (2019), 
and Khatoon et al., (2020). 

Customer Satisfaction can mediate the influence of Brand Image on the Purchase 
Decision of homes in Bali Surya Residence real estate, meaning the level of Customer 
Satisfaction plays an important role in customers' consideration to make a Purchase 
Decision to buy a house in Bali Surya Residence real estate, influenced by the Brand Image 
or reputation of the developer company, CV. Bali Surya Dewata. In other words, if customers 
are satisfied with the good Brand Image of the company, they will be confident and certain to 
buy a house in Bali Surya Residence real estate. The success in proving this mediating role 
is in line with the findings of Maulana's (2018) research, where satisfaction as a mediator 
variable can mediate the influence of Brand Image on the Purchase Decision of Brownies 
Maylisa Banyumanik. These results are supported by previous studies conducted by 
Maramis et al. (2022), Adabi (2020), Santoso & Yuniati (2018), Ghaisani & Purbawati (2020). 
 

CONCLUSION 
 

Product Quality has a positive and significant effect on the Purchase Decision of 
houses in Bali Surya Residence real estate, meaning that the better Product Quality will 
create a level of Purchase Decision by consumers because quality products have the added 
value expected by consumers. Brand Image has a positive and significant effect on 
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Purchase Decision of houses in Bali Surya Residence real estate, meaning that a good 
Brand Image makes the company maintain a well-known brand and this will have an impact 
on consumer interest in products from that brand when consumers will make a Purchase 
Decision. Product Quality has a positive and significant effect on Customer Satisfaction in 
Bali Surya Residence real estate, meaning that the company offers the best quality products 
to create consumer satisfaction and consumers who feel the results of a quality product will 
feel satisfied and will leave a distinct impression on the minds of consumers. Brand image 
has a positive and significant effect on customer satisfaction in Bali Surya Residence real 
estate, meaning that customer satisfaction will occur if consumers perceive that the product 
has a good brand image and the products purchased are in accordance with what 
consumers want. Customer Satisfaction has a positive and significant effect on the Purchase 
Decision of a house in Bali Surya Residence real estate, meaning that consumers feel happy 
and satisfied that arise from comparing perceptions of a quality product with their 
expectations so that consumers are confident that they will make a Purchase Decision for 
that product. There is a Customer Satisfaction role in partially mediating Product Quality on 
the Purchase Decision of a house in Bali Surya Residence real estate, meaning that 
consumers who are happy and satisfied with the perception of a quality product and in line 
with the expectations of the wishes of consumers will become a consideration for consumers 
to carry out the Purchase Decision process on the product. There is a Customer Satisfaction 
role in partially mediating the Brand Image on the Purchase Decision of the house in Bali 
Surya Residence Real Estate, so consumers who are happy and satisfied with the 
perception of the Brand Image and good reputation of the product or company will become a 
consideration for consumers to make a Purchase Decision process on the product. 

Based on the results and conclusions of this study, the suggestions that can be 
submitted are as follows. The Product Quality of the Bali Surya Residence residential real 
estate needs to be improved in order to increase Customer Satisfaction and Purchase 
Decisions for building houses. 
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