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ABSTRACT 
Managing marketing communications properly is one of the activities of business mogul in 
achieving their goals because marketing communication serves as a liaison between 
entrepreneurs and consumers themselves. The number of gold jewelry entrepreneurs 
causes the competition between jewelry stores to get tougher. Sari Logam Jewelry Store 
faces a major challenge, namely building word of mouth communication to its customers, this 
is because recommendations from customers are usually considered more trustworthy than 
promotional activities originating from the company and can greatly influence the decisions of 
others. This research uses an associative quantitative approach. The population of this study 
were people who had bought gold jewelry at the Sari Logam Gianyar. The sampling 
technique in this research is purposive sampling. The sample size taken in the study was 
130 respondents. The data analysis technique used is PLS and VAF. The results of this 
study are service quality and trust have a positive and significant effect on word of mouth. 
Customer satisfaction has a positive and significant effect on word of mouth. Customer 
satisfaction partially mediates the relationship between service quality and word of mouth 
and trust in word of mouth. The implication of this research can complement the marketing 
literature and add new knowledge about the evaluation of the relationship model of four 
variables, namely service quality, trust, customer satisfaction and word of mouth in the 
jewelry sales business. Sari Logam Gold shop needs to pay attention to things that can 
foster a positive word of mouth attitude from customers, such as providing convenience and 
comfort in transactions, building a sense of customer trust and increasing customer 
satisfaction so that customers tell the advantages of Sari Logam to their closest people. 
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The development of the Indonesian economy is growing rapidly, thus encouraging high 
competition in the business world. Times and technology are increasingly advanced, pushing 
business competition to become tighter due to the large number of businesses operating in 
the same field, thus triggering many obstacles and challenges that must be faced by 
entrepreneurs today. Managing marketing communications properly is one of the activities of 
entrepreneurs in achieving their goals because marketing communication serves as a liaison 
between entrepreneurs and consumers themselves. One of the important communication 
tools is word of mouth or word of mouth marketing. Research conducted by Nielsen, said that 
about 88% of the most trusted sources of marketing or advertising communications in 
Southeast Asia came from consumer word of mouth. 

One of the businesses or industries that is growing rapidly recently is gold jewelry. 
Indonesia is a lucrative market for the jewelry industry in Southeast Asia due to the large 
number of middle class with adequate income. According to Nurdiyana (2013) gold jewelry is 
loved by the public because buying gold jewelry is a form of investment where the value is 
relatively stable and tends to increase in price. Buying gold jewelry has become a culture in 
Indonesian society because since ancient times all levels of society have been taught to buy 
gold as a protective asset when they need funds. The Euromonitor International study 
revealed that the domestic jewelry industry is predicted to grow 7.8 percent in 2016-2021. 
According to World Gold Council data, Indonesia's gold demand for jewelry increased 8.6% 
to 41.9 tons in 2018. This number is in sixth place as the country with the world's largest gold 
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demand after Russia (www.databoks.katadata.co. en, 2020). 
The large number of gold jewelry businessmen causes the competition between 

jewelry stores to be tighter, especially in the Gianyar area which is one of the centers for 
providing gold jewelry crafts in Bali. One of the retail businesses that sells gold jewelry in 
Gianyar is the Sari Logam Gold Shop, which is located at the Gianyar Public Market. The 
business provides a variety of jewelry products ranging from various shapes and models that 
are currently trending. Jewelry is included in the category of luxury goods so that in deciding 
to buy, consumers will tend to be more considerate and rely on recommendations from those 
closest to them. Sari Logam Gold shop Jewelry Store faces a major challenge, namely 
building word of mouth communication from its customers, this is because recommendations 
from customers are usually considered more trustworthy than promotional activities 
originating from the company and can greatly influence the decisions of others. Creating 
positive word of mouth is done by entrepreneurs by convincing potential consumers that the 
products offered are of high quality so that they are worthy of being made into news. 
Widagdo's research (2011) explains that currently product quality and price are no longer the 
main thing in making purchasing decisions, such as gold jewelry trading businesses which 
mostly sell product variants and prices are relatively not much different. Gold jewelry store 
managers don't just stop focusing on producing jewelry products, but also need to create a 
word of mouth attitude from customers so that other consumers can find out a picture of a 
jewelry store that is suitable and comfortable to visit. 

There is a case where there is a negative word of mouth attitude through social media 
where one of the customers of the Sari Logam Gianyar Gold Shop submits a complaint by 
making a status on his Facebook account with harsh words and giving a bad assessment to 
affect the ratings of other customers who are already loyal to the shop. This is due to 
complaints that are felt from the Sari Logam Gold shop service and feel that the store does 
not fulfill its promise when buying and selling transactions again. The account status also led 
to many comments from several customers who also submitted their complaints because 
they were not satisfied with the store's services. Some of the customer complaints that were 
conveyed in this status were the lack of friendliness of store employees in serving 
consumers, the store was not too large so it was a bit crowded during transactions, there 
was no large enough waiting room, some new gold models were still stored and not 
displayed in the window so they had to be ask the store clerk first, and the letter of guarantee 
is sometimes not clear in writing. 

The results of a pre-survey conducted on customers of the Sari Logam Gianyar Gold 
Shop also show that there are still many complaints from customers who experience 
inadequate service quality and a lack of trust from customers, thus making customers feel 
dissatisfied with buying and selling gold jewelry at Sari Logam Gold shop. 

This survey was conducted randomly from 30 respondents who had made transactions 
at the Sari Logam Gold shop , Gianyar. The services provided by the store such as 
politeness and friendliness of the employees to customers to make customers feel 
comfortable, but there are 10% of customers experiencing poor service quality from both 
employees and managers. The remaining 40% said the quality of service was good and 50% 
said the quality of service provided was still standard. A high level of customer trust is 20%, 
low trust is 20% and trust is quite standard 60%. Some customers who are still dissatisfied 
with the services of the Sari Logam Gold shop said that the product information received was 
sometimes still unclear and difficult to understand, and there were still many customers who 
doubted the truth of the contents of the guarantee letter given because the Sari Logam Gold 
shop was not computer-based, so in the case of writing a letter of guarantee, the risk of error 
is greater than that which has been integrated into a system. Most of the customers of Toko 
Sari Logam also demand guarantees from the store, who are willing to be responsible for 
providing convenience during resale transactions, such as the product will still be accepted if 
the guarantee letter is lost and a discount is given that is not too high or is harmed when 
selling the jewelry again. Word of mouth communication in the marketing of a trading 
business is very important in the development of its business because of the existence of 
sustainable gold buying and selling transactions so that Sari Logam Gold shop is required to 
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improve service quality, especially in serving consumer needs and being more informative 
and fostering a sense of consumer confidence to carry out transactions. buying and selling 
jewelry at the store in order to produce a satisfaction from the customer which will lead to a 
positive word of mouth attitude from customers to other consumers. 

Service quality is the basic reason that is important for customers to adopt a word of 
mouth attitude. Service is said to be of high quality if the services provided are able to meet 
the needs and desires of consumers. When the quality of service provided is in accordance 
with customer expectations, of course customers will think about doing a positive word of 
mouth attitude (Prasetyo, 2017). 

The higher the level of service quality provided by the company, the occurrence of 
positive word of mouth attitudes from customers. This is reinforced by the results of a study 
conducted by Giovanis et al. (2013), Nikookar et al. (2015), Rifky (2015), Liu and Lee (2016) 
state that service quality has a significant positive effect on word of mouth attitudes. In 
contrast to the research results of Yee and Faziharudean (2010), Saputro (2012), Destari 
(2012) stated that service quality has no significant effect on word of mouth attitudes. The 
trust that customers have is one of the foundations of a business. Trust is an awareness and 
feeling owned by customers to trust a company and is used by service/goods providers as a 
tool to establish long-term relationships with customers Diza et al. (2016). 

Trust is a belief that the statements of the other party can be relied on to fulfill their 
obligations. Trust will increase if the information received is judged to be accurate, relevant, 
and complete. This is reinforced by the research conducted by Rahayu (2011), Nguyen et al. 
(2013) and Chaipopopirutana (2014) state that consumer trust has a significant positive 
effect on word of mouth attitudes. On the other hand, there are still different research results 
conducted by Widiyanto and Toro (2012), Leonard et al. (2014), and Santi (2018) state that 
consumer trust has no significant effect on consumer loyalty. Loyalty is associated with word 
of mouth because each has the same attributes, namely referring others, loyal customers will 
recommend and have positive experiences about products and services from the company to 
their colleagues or other customers, so that they do not buy products and services from other 
companies. 

Service quality and trust are one of the most important keys to establish good 
relationships with consumers and are also the most important variables in building long-term 
relationships between one party and another so that consumer behavior will arise to do 
positive word of mouth. Based on previous research, there are still inconsistencies from the 
results of previous studies. These contradictory results form a gap to build a research 
framework with other variables as variables that link service quality and trust with word of 
mouth, namely adding the customer satisfaction variable as an intervening variable. 
Consumer satisfaction is a condition that will occur if the desires, needs and expectations of 
consumers for a product or service can be fulfilled as expected. 

Consumer satisfaction will be achieved if the quality of service provided is felt to meet 
expectations and there is a high sense of trust from the customer (Laely, 2016). Kotler and 
Keller (2016) found that higher customer satisfaction tends not only to make these customers 
stay and loyal to the product but also customers will talk about good things about the 
company and its products to others. Satisfied consumers will of course have a good effect on 
the company because it will indirectly encourage them to convey positive information to the 
people around them for their satisfaction in using a product so that it can lead to a positive 
word of mouth (WOM) attitude. This word of mouth will later be useful as a medium for 
companies to further increase their sales on the basis of experiences from previous 
customers. 

Based on the description of the phenomenon that occurs, it is stated that the problem 
of this research was carried out at the Sari Logam Gold shop , Gianyar. This consideration is 
expected to be able to assist the company in retaining and increasing the number of 
customers by building positive word of mouth from its customers. 
In addition, this concept is carried out to assist entrepreneurs in providing quality services 
and foster a sense of customer trust in the Sari Logam Gold shop so that it can influence the 
interest of other consumers to participate in buying and selling transactions at the store. In 
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accordance with the purpose of this study, namely to determine the role of satisfaction in 
mediating service quality and trust in word of mouth, the conceptual framework can be 
described as follows: 
 

 
 

Figure 1 – Conceptual Framework 
Source: Yee and Faziharudean (2010), Rahayu (2011), Hidayat et al., (2015) 

 
H1: Service quality has a positive and significant effect on word of mouth; 
H2: Service quality has a positive and significant effect on satisfaction; 
H3: Customer trust has a positive and significant effect on word of mouth; 
H4: Customer trust has a positive and significant effect on customer satisfaction; 
H5: Customer satisfaction has a positive and significant effect on word of mouth; 
H6: Customer satisfaction is able to mediate the effect of service quality on WOM; 
H7: Customer satisfaction is able to mediate trust in word of mouth. 

 
METHODS OF RESEARCH 

 
This study was analyzed using quantitative methods that are associative. The 

quantitative data comes from the results of the answer scores given by the respondents from 
the question items contained in the questionnaire. This study analyzes and explains the 
effect of service quality and trust on word of mouth mediated by customer satisfaction. The 
sampling technique in this research is purposive sampling. The data collection technique was 
in the form of distributing questionnaires to customers who had bought gold jewelry at the 
Sari Logam Gold shop Gianyar Store. The population of this study were people who had 
bought gold jewelry at the Sari Logam Gianyar Gold Jewelery Shop. According to Sekaran 
(2011), a good sample size for filling out the questionnaire is based on 5-10 times the 
number of indicators. The number of indicators in this study were 26 indicators, so the 
appropriate sample size used in this study was 130 to 260 respondents. The number of 
samples to be taken in the study were 130 respondents. Data analysis in this study used the 
Partial Least Square (PLS) approach. 
 

RESULTS AND DISCUSSION 
 

Based on the results of the questionnaire distribution, showing gender, it appears that 
there are more female respondents, namely 69.2 percent. This information indicates that 
women are more likely to have the intention to purchase gold at the Sari Logam Gold shop 
Gianyar Store. In terms of age characteristics, the respondent's age range from 35 to 42 
years and the age range from 43 years to 50 years has the highest number, namely 34.62 
percent. This indicates that respondents who are classified as adults aged 35 to 50 years 
have the intention to buy and visit gold shops more often than those aged 27 to 34 years. 
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Based on the characteristics of the latest education, it appears that respondents who 
have the last education of S1 more than 26.2 percent. This indicates that respondents tend 
to have a good education so they can decide to buy gold and/or visit a gold shop. Based on 
job characteristics, it appears that respondents with self-employed jobs have the largest 
number, namely 44.6 percent. This indicates that entrepreneurs tend to visit gold shops more 
often than others. Based on the characteristics of respondents with an income of IDR 
6,000,001 to IDR 9,000,000, the highest number is 53.8% percent, this indicates that 
respondents with an income of IDR 6,000,001 to IDR 9,000,000 tend to visit gold shops more 
often and can think and decide. to buy gold, other than as jewelry can be as savings for 
investment in the future. The assessment of the model with PLS begins by looking at the R-
square for each dependent latent variable. 
 

Table 1 – R-Square 
 

Variable R Square 

Satisfaction 0.507 
WOM 0.768 
 

Source: Data processed, 2021. 

 
Table 1 shows the R-square value of the satisfaction variables 0.507 and WOM 0.768. 

The higher the R-square value, the greater the ability of the exogenous variable to be 
explained by the endogenous variable so that the better the structural equation. The 
satisfaction variable has an R square value of 0.507 which means that 50.7% of the variance 
in service quality and trust can be explained by the satisfaction variable while the rest is 
explained by other variables outside the research model. The WOM variable has an R-
square value of 0.768 meaning 76.8% variance in service quality, trust and satisfaction can 
be explained by the WOM variable while the rest is explained by other variables outside the 
research model. 

The significance of the estimated parameters provides very useful information about 
the relationship between the research variables. The basis used in testing the hypothesis is 
the value contained in the output result for inner weight. Table 2 provides the estimated 
output for structural model testing. 
 

Table 2 – Result for Inner Weight 

 
Direct Effect Result 
 

Variable Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values 

Service Quality  WOM 0.296 0.291 0.105 2.811 0.005 
Service Quality  Satisfaction 0.425 0.417 0.097 4.383 0.000 
Trust  WOM 0.295 0.291 0.086 3.416 0.001 
Trust  Satisfaction 0.337 0.347 0.086 3.910 0.000 
Satisfaction  WOM 0.394 0.400 0.108 3.648 0.000 

 

Source: Data processed, 2021. 

 
Table 3 – Indirect Effect Result 

 

 
Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values 

Service Quality  Satisfaction WOM 0.168 0.170 0.069 2.419 0.016 
Trust  Satisfaction  WOM 0.133 0.140 0.054 2.465 0.014 

 

Source: Data processed, 2021. 

 
Table 4 – Variance Accounted For (VAF) 

 

Variable’s effect Direct effect Indirect Effect Total Effect VAF 

Service Quality  WOM 0.296 0.168 0.464 0.362 
Service quality  satisfaction 0.425 - 0.425  
Trust  WOM 0.295 0.133 0.428 0.311 
trust  satisfaction 0.337 - 0.337 

 
satisfaction  WOM 0.394 - 0.394 

  

Source: Data processed, 2021. 
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VAF is a measure of how much the mediating variable is able to absorb the previously 
significant direct effect of the unmediated model. If the VAF value is above 80%, it can be 
declared fully mediating, and if the value is between 20% and 80%, it can be categorized as 
partial mediation, but if the VAF is less than 20% it can be concluded that there is almost no 
mediating effect. Based on the results from Table 5.14, it is obtained that VAF for satisfaction 
testing as a mediator of the relationship between trust in word of mouth and the relationship 
between service quality and word of mouth is worth between 20% to 80%, namely 31.1% 
and 36.2% so that it can be categorized as mediating. partially. 
 
The Effect of Service Quality on Word of Mouth 

The results of data analysis show that service quality has a positive and significant 
effect on word of mouth. This means that the better the quality of service provided by the Sari 
Logam Gold shop to its customers, the more positive word of mouth occurs. The quality of 
service in this study consists of the dimensions of physical evidence, reliability, 
responsiveness, assurance, and empathy. The service provided by the Sari Logam Gold 
shop to its customers is highly optimized because Sari Logam Gold shop has adequate 
equipment such as reliable scales, so that there is a positive word of mouth attitude, namely 
customers encourage other people to carry out buying and selling transactions for gold 
jewelry at the Sari Logam Gold shop. The results of this study are in accordance with 
Nikookar et al. (2015) states that service quality is one of the variables that can affect word of 
mouth. His research states that the quality of service positively affects the tendency of 
customers to do word of mouth attitude. The perception of the company's service quality that 
is higher than consumer expectations will create a positive word of mouth. Yee and 
Faziharudean (2010) in their research found that service quality has a positive effect on 
loyalty and positive word of mouth attitudes. Based on research by Setyawati (2012), 
Giovanis et al. (2013), and Liu and Lee (2016) show that service quality has a significant 
influence on word of mouth. The conclusion from previous research is that to create word of 
mouth by customers, entrepreneurs must improve the quality of services provided so as to 
encourage customers to adopt a positive word of mouth attitude. 
 
The Effect of Service Quality on Satisfaction 

The results of data analysis show that service quality has a positive and significant 
effect on customer satisfaction. This means that the better the quality of service provided by 
the Sari Logam Gold shop to its customers, the higher the customer satisfaction that occurs. 
The quality of service in this study consists of the dimensions of physical evidence, reliability, 
responsiveness, assurance, and empathy. The service that the Sari Logam Gold shop 
provides to its customers is optimized as well as possible because Sari Logam Gold shop 
has equipment such as scales that are trusted and meet customer expectations in buying 
and selling gold jewelry, this is able to increase customer satisfaction at the Sari Logam Gold 
shop. Theoretically, when the service provided is able to meet or exceed the expectations or 
expectations of consumers, the customer will feel satisfied. The results of this study are in 
accordance with research conducted by Saintz (2018) which states that service quality has a 
positive and significant effect on consumer satisfaction at fast food restaurants in Surabaya. 
This means that the study states that if the quality of service is improved, then customer 
satisfaction will also increase. Puspitasari (2011) states that service quality has a significant 
positive effect on customer satisfaction, so it can be concluded that the higher the service 
quality, the higher the customer satisfaction. Based on research by Akbar and Parvez (2011), 
Malik (2012), Putro et al. (2014), and Saintz (2018) show that service quality has a significant 
influence on customer satisfaction. The conclusion from previous research is that to increase 
customer satisfaction, companies must improve the quality of services provided. 
 
The Effect of Belief on the Word of Mouth 

The results of data analysis show that trust has a positive and significant effect on word 
of mouth. This means that the more customer trust in the Sari Logam Gold shop there is 
positive word of mouth. Trust in this study consists of the dimensions of integrity, kindness 
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and competence. The integrity of the Sari Logam Gold shop in providing correct information 
to customers can form positive word of mouth that influences Sari Logam Gold shop 
customers to invite other people to make transactions at the Sari Logam Gold shop. This is in 
accordance with the research results of Rahayu's study (2011) showing where consumer 
trust has a significant influence in the formation of word of mouth so that the higher the sense 
of trust that consumers have, the more word of mouth attitudes appear from these 
consumers. Trust is a belief caused by other people so that it causes an action from oneself 
which can be in the form of cognitive, affective, or conative. Based on research by Riana 
(2008), Ismail et al. (2012), Chandio et al. (2015) shows that trust has a significant influence 
on word of mouth attitudes. The conclusion from previous research is to form a positive word 
of mouth attitude from customers, companies must foster a sense of trust from customers. It 
can be said that the higher the trust held in a company, the higher the customer's desire to 
carry out a positive word of mouth attitude. 
 
The Effect of Trust on Customer Satisfaction 

The results of data analysis show that trust has a positive and significant effect on 
customer satisfaction. This means that the more customer confidence in the Sari Logam 
Gold shop , the better customer satisfaction that occurs. Trust in this study consists of the 
dimensions of integrity, kindness and competence. The integrity of the Sari Logam Gold shop 
in providing correct information to customers can increase customer satisfaction so that it 
meets customer expectations when making transactions, this is able to increase customer 
satisfaction at Sari Logam Gold shop stores. Customer trust is defined as a thought, feeling, 
emotion, or behavior that is manifested when customers feel that the provider can be relied 
on to act in their best interests when they give up direct control (Leninkumar, 2017). This is in 
accordance with the research of Bricci et al. (2016) who examined customers from the 
cleaning and professional cleaning products sector at Viseu Portugal showed that customer 
trust has a direct positive effect on customer satisfaction in the distribution sector in Portugal. 
Based on the research of Diza et al. (2016) and Gul (2014) show that trust has a significant 
influence on the level of customer satisfaction. The conclusion from previous research is that 
to increase the incidence of customer satisfaction, companies must increase and foster a 
high sense of trust from customers. It can be said that the higher the trust held in the 
company, the higher the customer satisfaction that will be felt. 
 
The Effect of Customer Satisfaction on Word of Mouth 

The results of data analysis show that satisfaction has a positive and significant effect 
on word of mouth. This means that the higher the customer satisfaction of the Sari Logam 
Gold shop , the positive word of mouth attitude occurs. Satisfaction in this study consists of 
dimensions of conformity to expectations, perceived performance, and customer ratings. The 
services provided by the Sari Logam Gold shop in conducting transactions can meet 
customer expectations and needs so as to realize positive word of mouth which will later 
influence Sari Logam Gold shop customers to make buying and selling transactions at the 
Sari Logam Gold shop. The results of this study are in accordance with the research of 
Pranastiti (2012), Saputro (2012), and Saraswlandari and Santika (2013) which show that 
customer satisfaction has a significant influence on the emergence of word of mouth 
attitudes from customers. The conclusion from previous research is to realize a positive word 
of mouth attitude from customers, companies must improve and grow customer satisfaction. 
It can be said that the higher the satisfaction felt by the customer towards a company, the 
higher the desire to do a positive word of mouth attitude from the customer. 
 
The Role of Customer Satisfaction in Mediating the Effect of Service Quality on the 
Word of Mouth 

The results of data analysis indicate that customer satisfaction can mediate the effect 
of service quality on word of mouth. This means that the quality of service perceived by 
customers and supported by the satisfaction felt by customers will encourage word of mouth 
attitudes. When Sari Logam Gold shop customers feel that the quality of service provided by 
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the Sari Logam Gold shop is very good, such as providing reliable weighing tools and 
supported by customer satisfaction, such as meeting customer expectations and needs when 
making transactions at Sari Logam Gold shop , this will encourage word of mouth. where 
later customers will encourage other people to participate in transactions at the Sari Logam 
Gold shop store. The results of this study are in accordance with the results of research 
conducted by Hidayat (2015) proving that service quality is the most dominant factor in 
increasing customer satisfaction, which in the end will indirectly increase the loyalty of 
growing word of mouth attitudes. The results of research by Rigopoulou et al. (2008) 
concluded that service quality has a significant effect on customer satisfaction, and then 
customer satisfaction has a significant effect on word of mouth so that customer satisfaction 
is able to mediate service quality on word of mouth. Yonika's research (2018) states that 
customer satisfaction is able to be a connecting variable between service quality and word of 
mouth, so that the higher the customer's perception of the perceived service quality, the 
higher the customer satisfaction which will ultimately foster a positive word of mouth attitude. 
from that customer. The conclusion from previous research is to increase the emergence of 
positive word of mouth attitudes from customers, companies must improve and grow 
customer satisfaction by providing good service quality. 
 
The Role of Customer Satisfaction Mediates the Effect of Trust on the Word of Mouth 

The results of data analysis indicate that customer satisfaction can mediate the effect 
of trust on word of mouth. This means that the trust felt by the customer and supported by 
the satisfaction felt by the customer will encourage word of mouth. When the customer of the 
Sari Logam Gold shop feels that the Sari Logam Gold shop conveys information properly and 
correctly and is supported by customer satisfaction such as the fulfillment of customer 
expectations and needs when making transactions at the Sari Logam Gold shop , this will 
encourage positive word of mouth where the customer will will encourage other people to 
make buying and selling transactions at the Sari Logam Gold shop. Customer trust is closely 
related to customer satisfaction. The results of this study are in accordance with the results 
of research conducted by Hidayat (2015) proving that trust is one of the most dominant 
factors in increasing customer satisfaction, which in the end will indirectly increase the loyalty 
of growing word of mouth attitudes. The results of research conducted by Bricci et al. (2016) 
show that customer trust has a direct positive effect on satisfaction. Rahayu's study (2011) in 
his article shows that consumer satisfaction has a significant influence in the formation of 
customer loyalty, where there is a satisfaction relationship that is influenced by customer 
trust in word of mouth communication so that the higher the sense of trust felt by consumers 
in a company, the higher the trust. customer satisfaction which in turn will foster a positive 
word of mouth attitude from these customers. Research conducted by Ranaweera and 
Prabhu (2013) states that the high sense of trust possessed by customers affects the level of 
perceived satisfaction so that it has an effect on encouraging customers to make positive 
comments so that consumer satisfaction is able to mediate the influence of trust on word of 
mouth. Research conducted by Wijayanti (2016) states that customer satisfaction is able to 
be a connecting variable between trust in word of mouth, so that the higher the customer's 
sense of trust in the expectations he wants is achieved, the greater the perceived customer 
satisfaction so that in the end it will foster a word of mouth attitude. positive of mouth from 
the customer. The conclusion from previous research is to increase the emergence of 
positive word of mouth attitudes from customers, companies must improve and grow 
customer satisfaction by strengthening the sense of trust held by customers. 
 

CONCLUSION 
 

Service quality has a positive and significant effect on word of mouth. This means that 
the better the quality of service provided by the Sari Logam Gold shop to its customers, the 
more positive word of mouth occurs from customers. Service quality has a positive and 
significant effect on customer satisfaction. This means that the better the quality of service 
provided by the Sari Logam Gold shop to its customers, the higher the satisfaction felt by the 
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customer. Trust has a positive and significant effect on word of mouth. This means that the 
higher the trust that the Sari Logam Gold shop customers have, the more positive word of 
mouth will occur from customers. Trust has a positive and significant effect on customer 
satisfaction. This means that the higher the trust that the Sari Logam Gold shop customer 
has, the higher the satisfaction felt by the customer. Satisfaction has a positive and 
significant effect on word of mouth. This means that the higher the satisfaction felt by the Sari 
Logam Gold shop customers, the more positive word of mouth occurs from customers. 
Customer satisfaction can mediate the effect of service quality on word of mouth. This means 
that the better the quality of service felt by customers and supported by the high satisfaction 
felt by customers, it encourages positive word of mouth. Customer satisfaction can mediate 
the effect of trust on word of mouth. This means that the higher the level of trust held by 
customers and supported by the satisfaction felt by customers, it encourages positive word of 
mouth. 

Based on the conclusions that have been described, the suggestions that can be given 
are for the company. Based on the service quality variable, the indicator that gets the lowest 
score is "Sari Logam serves me in a friendly manner", so what can be suggested to the Sari 
Logam Gold shop is that the store should be an employee and the owner always provides 
good service, from greeting the first time to after sales service. Because even when that 
person visits the Sari Logam Gold shop store, they don't make buying and selling 
transactions, it also affects the word of mouth that will arise later. Based on the trust variable, 
the indicator that has the lowest value is "I believe Sari Logam Gold shop can respond to 
customer complaints", this needs to be considered by the Sari Logam Gold shop to always 
listen more to various customer complaints and be able to overcome all complaints when 
buying and selling transactions at the Sari Logam Gold shop and is always responsible to its 
customers, so this will help in building positive word of mouth related to the Sari Logam Gold 
shop. Based on the satisfaction variable, the lowest indicator is "I feel satisfied after buying 
and selling jewelry at Sari Logam Gold shop Gianyar", the satisfaction of a customer must 
always be considered, a customer's satisfaction can come from the quality of service and the 
level of trust that the customer has, the Sari Logam Gold shop should pay more attention to 
customer satisfaction, both when conducting transactions and/or after sales, so as to help 
generate positive word of mouth for customers in the future. Based on the word of mouth 
variable, the indicator with the lowest value is "I will tell other people about the advantages of 
trading at Sari Logam Gold shop ". A customer will be said to give positive word of mouth if 
he tells his shopping experience at a place and can encourage other people to do shopping 
at the previously recommended places, this needs to be considered by the Sari Logam Gold 
shop store by providing good service, building a sense of customer trust and increasing 
customer satisfaction will assist customers in telling the advantages of making transactions 
at the Sari Logam Gold shop store. For further research, it is expected to add other variables 
that might affect word of mouth such as company image and perceived value. Further 
research can compare word of mouth on similar products at two different companies or in 
different demographics. 
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