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Abstract  

Background : The increasing competition in the fashion industry requires companies to 

continuously improve their capabilities to maintain customer satisfaction. In this 

context, digital capabilities have become an important factor that supports firms in 

improving product and service performance 

Purpose : This study aims to examine the role of digital capabilities in enhancing customer 

satisfaction through product quality and service quality in the context of local sport 

fashion brands in Indonesia 

Methodology : The study employs a quantitative approach using data collected from 100 

respondents who have experience purchasing products from local sport fashion 

brands. The data were analyzed using Partial Least Squares Structural Equation 

Modeling (PLS-SEM). 

Findings : The results indicate that digital capabilities have a significant positive effect on 

both product quality and service quality. Furthermore, product quality and service 

quality significantly influence customer satisfaction.  

Implications : The findings also reveal that digital capabilities indirectly enhance customer 

satisfaction through improvements in product and service quality. These results 

highlight the importance of integrating digital technologies into business processes 

to improve product performance and service responsiveness.  

Originality : The study provides practical implications for local sport fashion brands to 

strengthen their digital capabilities in order to enhance customer satisfaction and 

maintain competitiveness in the market. 

Keywords: Kedigital capabilities, product quality, service quality, customer satisfaction, sport fashion 

industry 

INTRODUCTION   

The fashion industry plays an important role in supporting economic growth and the 

development of creative industries in Indonesia (Abdullah, Putri, et al., 2025; Astuti, 2023) . This sector not 

only contributes to employment creation but also encourages innovation and competitiveness among 

small and medium enterprises (SMEs) (Arimany-Serrat et al., 2025; Ashok Kumar, 2025; Fani et al., 2025; 

Ika Nurizza et al., 2019; Rachmawati & Octavia, 2023; Singh et al., 2023). In particular, fashion SMEs have 

become one of the most dynamic sectors, driven by changing consumer trends and the increasing 

demand for diverse and innovative products (Abdullah, Putri, et al., 2025). 

However, despite its significant potential, many fashion SMEs currently face challenges related 

to declining product sales (Abdullah, Putri, et al., 2025; Achmad & Inrawan Wiratmadja, 2024; Achmad & 

Wiratmadja, 2025; Rumanti et al., 2023). The increasing level of market competition and the rapid changes 

in consumer preferences require businesses to continuously adapt their strategies to remain competitive 
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(Abdullah, Aprilia, et al., 2025). Consequently, companies must not only focus on production activities but 

also understand the factors that influence consumer purchasing decisions. 

In this context, sales performance is closely related to customer satisfaction (Bahri & Herawan, 

2020; Kalya Adzhani et al., 2021; Mustikasari, 2024). Customers tend to maintain repeat purchases and 

develop loyalty when their expectations are fulfilled or exceeded (Abdelmeguid et al., 2024; Astuti, 2023; 

Lodhi et al., 2022; Shen et al., 2017). Therefore, maintaining customer satisfaction has become an 

important strategic objective for businesses seeking to sustain their market position and improve overall 

performance. 

Furthermore, customer satisfaction is influenced by several key factors, particularly product 

quality and service quality (Adhia & Shihab, 2025; Bahri & Herawan, 2020; Haryadi et al., 2024; Mustikasari, 

2024; Rahman et al., 2024; Riswara et al., 2021). Product quality reflects the ability of a product to meet 

consumer expectations in terms of durability, design, and functionality, while service quality represents 

how well companies respond to customer needs and provide reliable support throughout the purchasing 

process (Budianto, 2019; Kumar & Agrawal, 2025; Mustikasari, 2024; Prameka et al., 2016). Both factors are 

widely recognized as essential determinants in shaping customer perceptions and satisfaction levels. 

Previous studies have also highlighted the importance of these relationships process (Budianto, 

2019; Kumar & Agrawal, 2025; Mustikasari, 2024; Prameka et al., 2016). Several studies indicate that product 

quality and service quality significantly influence customer satisfaction and purchasing decisions. In 

addition, recent research suggests that the development of digital capabilities enables firms to improve 

operational efficiency, strengthen service delivery, and better understand customer preferences through 

digital platforms (Khan et al., 2025; Wangsa et al., 2026). These findings demonstrate that the integration 

of digital technology can play an important role in improving customer satisfaction. 

However, although previous studies have examined the relationship between product quality, 

service quality, and customer satisfaction, limited research has explored how digital capabilities act as 

a strategic driver that strengthens these relationships, particularly in the context of fashion SMEs. This 

gap indicates the need for further investigation to understand how digital capabilities can support firms 

in improving both product and service quality to enhance customer satisfaction. 

Therefore, this study aims to examine the role of digital capabilities in enhancing customer 

satisfaction through product quality and service quality. Understanding these relationships is expected 

to provide valuable insights for SMEs in developing strategies that improve customer satisfaction and 

strengthen business competitiveness in the digital era. 

METHODOLOGY  

This study employed a quantitative research approach to examine the role of digital capabilities in 

enhancing customer satisfaction through product quality and service quality in the fashion sports 

industry. The quantitative approach was chosen because it allows for the systematic measurement of 

relationships between variables and enables statistical analysis of the proposed research model. The 

research was designed to test the causal relationships between digital capabilities, product quality, 

service quality, and customer satisfaction using empirical data collected from consumers who have 

experience purchasing local sport fashion products in Indonesia.  

The research procedure was carried out through several systematic stages. The process began with 

a deep identification of the research problem related to declining sales performance in fashion sport 

products and the importance of improving customer satisfaction. Based on this problem identification, 

the research variables and conceptual framework were determined. The next stage involved developing 

the research instrument in the form of a questionnaire based on indicators derived from previous studies. 

After the instrument was prepared, data were collected from respondents who met the research criteria. 

The collected data were then tested for validity and reliability to ensure that the measurement indicators 
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were appropriate. If the indicators met the required criteria, the study proceeded to hypothesis testing 

using structural model analysis. The overall research procedure used in this study is illustrated in Figure 

1. 

 

Figure 1. Research procedure for analyzing the role of digital capabilities in building customer 

satisfaction 

Population and Sample 

The population in this study consisted of consumers who have purchased products from local sport 

fashion brands in Indonesia. The sampling technique used was purposive sampling, where respondents 

were selected based on specific criteria relevant to the research objectives. The criteria for respondents 

included individuals who had previously purchased sports fashion products from three major local 

brands in Indonesia. A total of 100 respondents participated in this study and provided the data used 

for analysis (Abdullah, Putri, et al., 2025). Table 1 presents identification of respondents. 

Table 1. To better understand the characteristics of respondents involved in this study, demographic 

information was collected. The following table presents the categories of respondent information used in 

the questionnaire 

Variable Category 

Gender Male / Female 

Age 
<20 years / 21–25 years / 26–30 

years / >30 years 

Occupation 
Student / Employee / 

Entrepreneur / Others 

Frequency of 

Purchase 
1 time / 2–3 times / >3 times 

Purchased Brand Brand A / Brand B / Brand C 

Data Collection Technique 

Data were collected using a structured questionnaire distributed to consumers who met the 

respondent criteria. The questionnaire consisted of several statements designed to measure digital 

capabilities, product quality, service quality, and customer satisfaction. The measurement used a Likert 

scale ranging from 1 to 5, where 1 represents strong disagreement and 5 represents strong agreement 

(Abdullah, Putri, et al., 2025). This method allows respondents to express their perceptions and 

experiences regarding the products and services provided by the selected fashion sport brands. 

Measurement of Variables 

The variables used in this study include digital capabilities, product quality, service quality, and 

customer satisfaction. Each variable was measured using several indicators adapted from relevant 

literature to ensure conceptual validity. Digital capabilities reflect the firm's ability to utilize digital 

technology to support business operations and customer interactions. Product quality represents the 

performance, reliability, and design of the products offered to consumers. Service quality describes the 
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ability of businesses to provide responsive and reliable services. Meanwhile, customer satisfaction 

reflects the overall evaluation of consumers regarding their purchasing experience. The detailed 

indicators used to measure each variable are presented in Table 2. 

Table 2. Research Variables and Measurement Indicators Used in Measuring the Influence of Digital 

Capabilities, Product Quality, and Service Quality on Customer Satisfaction 

Variable Indicators 

Digital Capabilities 
Digital platform usage (D1), data utilization(D2), online interaction 

capability(D3) 

Product Quality Durability(P1), design(P2), product reliability (P3) 

Service Quality Responsiveness (S1), reliability (S2), customer assistance (S3) 

Customer 

Satisfaction 
Satisfaction level (C1), expectation fulfillment (C2), repurchase intention (C3) 

Data Analysis Technique 

The data collected in this study were analyzed using Partial Least Squares Structural Equation Modeling 

(PLS-SEM). This method was chosen because it is suitable for analyzing complex relationships between 

latent variables and can effectively handle relatively small sample sizes. The analysis process involved 

two main stages: the evaluation of the measurement model (outer model) and the evaluation of the 

structural model (inner model). The outer model assessment includes validity and reliability testing, 

while the inner model evaluation examines the relationships between variables and tests the proposed 

research hypotheses . 

 

Research Framework 

The research framework developed in this study explains the relationship between digital capabilities, 

product quality, service quality, and customer satisfaction in the context of the fashion sports industry. 

Digital capabilities are considered an important strategic resource that enables companies to utilize 

digital technologies in improving business processes and customer interactions. Figure 2 shown 

research framework. 

 

 

Figure 2. Conceptual Framework of the Relationship between Digital Capabilities, Product Quality, 

Service Quality, and Customer Satisfaction (Self Produced) 

In this model, digital capabilities act as an independent variable that influences two mediating variables, 

namely product quality and service quality. Digital capabilities allow companies to optimize production 

processes, monitor product standards, and utilize digital platforms to enhance communication with 

customers. As a result, companies that effectively leverage digital technologies are more likely to 

improve the quality of their products and services. 
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Furthermore, product quality and service quality function as mediating variables that directly influence 

customer satisfaction. Product quality reflects the ability of products to meet customer expectations in 

terms of durability, design, and performance. Meanwhile, service quality represents the company’s 

ability to deliver reliable, responsive, and customer-oriented services. When customers perceive that 

the products and services meet or exceed their expectations, their level of satisfaction increases. 

Finally, customer satisfaction is positioned as the dependent variable in this research model. Customer 

satisfaction reflects the overall evaluation of customers after purchasing and using the product. High 

customer satisfaction is expected to strengthen customer loyalty and encourage repeat purchases. 

Each latent variable in this study is measured using several indicators. Digital capabilities are measured 

by indicators D1–D3, product quality by indicators P1–P3, service quality by indicators S1–S3, and 

customer satisfaction by indicators C1–C3. These indicators represent respondents’ perceptions and 

experiences regarding the digital capabilities of firms, the quality of products and services, and their 

overall satisfaction with the purchased products. 

RESULTS AND DISCUSSION 

Data Collection 

The data used in this study were collected from 100 respondents who had experience 

purchasing products from local sport fashion brands in Indonesia. The questionnaire was distributed to 

consumers who met the research criteria, and their responses were used to analyze the relationships 

between digital capabilities, product quality, service quality, and customer satisfaction. 

Based on the demographic data presented in Figure 3, the distribution of respondents by gender 

shows that female respondents slightly dominate the sample compared to male respondents. This 

indicates that female consumers tend to be more active in purchasing sport fashion products from local 

brands. 

 
Figure 3. (a) Respondent based on gender 

 
Figure 3. (b) Respondent based on age 

Gender

male female

Age

<20 years 21-25 years 26-30 years >30 years
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Figure 3. (c) Respondent based on occupational 

Figure 3. Demographic Characteristics of Respondents: (a) Gender Distribution, (b) Age Distribution, and (c) 

Occupational Background, 

 

The demographic distribution of respondents indicates that the majority fall within the 21–25 

years age group, followed by respondents aged 26–30 years, suggesting that local sport fashion products 

are predominantly consumed by young adults who are generally more familiar with digital platforms 

and current fashion trends. In terms of occupation, most respondents are employees, followed by 

students, while a smaller proportion consists of entrepreneurs and other occupations. This pattern 

implies that consumers of local sport fashion brands largely come from individuals with active lifestyles 

and relatively stable purchasing power, particularly those already engaged in the workforce. Overall, 

the respondent profile reflects consumers who are actively involved in the sport fashion market and 

possess sufficient familiarity with digital technologies, making them appropriate participants for 

examining the role of digital capabilities in enhancing product quality, service quality, and customer 

satisfaction. 

 

Data Analysis Technique 

Validity and Reability 

The survey data collected in this study were first evaluated through validity and reliability testing to 

ensure the accuracy and consistency of the measurement instruments. The results of these tests are 

presented in Tables 2 and 3. Table 2 shows that all questionnaire items related to digital capabilities, 

product quality, service quality, and customer satisfaction meet the validity criteria, as the calculated r-

values are greater than the r-table value. With a sample size of 100 respondents, the degree of freedom 

was calculated using the formula DF = N − 2, resulting in DF = 98. Based on this value, the r-table 

value used in the validity test was 0.161(Abdullah, Putri, et al., 2025). Furthermore, the reliability of the 

measurement instrument was evaluated using Cronbach’s alpha. A reliability coefficient greater than 

0.70 indicates that the measurement instrument has acceptable internal consistency (Abdullah, Putri, et 

al., 2025). The results show that all variables have Cronbach’s alpha values above the required threshold, 

confirming that all measurement items are both valid and reliable and therefore suitable for further 

analysis in this study. Table 3 shown result validity and reability. 

 

Table 3. Test Results of Measurement Indicators for Digital Capabilities, Product Quality, Service 

Quality, and Customer Satisfaction. 

Variable Items 
Correlation 

(r2) 

Reability 

Occupation

student employee entrepreuner others
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R2 Status 
Cronbach 

alpha 

Status 

Digital 

Capabilities 

D1 0.913 Valid 

0.795 Realible D2 0.719 Valid 

D3 0.883 Valid 

Product 

Quality 

P1 0.999 Valid 

0.999 Realible P2 0.998 Valid 

P3 0.998 Valid 

Service 

Quality 

S1 0.839 Valid 

0.836 Realible S2 0.869 Valid 

S3 0.892 Valid 

Customer 

Satisfaction 

C1 0.999 Valid 

0.998 Realible C2 0.998 Valid 

C3 0.998 Valid 

 

The results of the validity and reliability tests presented in Table 3 indicate that all measurement 

indicators used in this study meet the required criteria. Based on the validity test, all items for the 

variables digital capabilities, product quality, service quality, and customer satisfaction show correlation 

values (r²) greater than the minimum r-table value of 0.161, indicating that each indicator is valid and 

capable of representing its respective construct. The digital capabilities indicators have correlation 

values ranging from 0.719 to 0.913, while product quality and customer satisfaction indicators show 

very high correlation values between 0.998 and 0.999. Meanwhile, the service quality indicators range 

from 0.839 to 0.892, confirming their validity in measuring service-related aspects. Furthermore, the 

reliability test results show that all variables have Cronbach’s alpha values above the recommended 

threshold of 0.70, with digital capabilities at 0.795, product quality at 0.999, service quality at 0.836, 

and customer satisfaction at 0.998. These results demonstrate that the measurement instruments used in 

this study are both valid and reliable, and therefore suitable for further analysis in examining the 

relationships among the variables in the proposed research model. 

Hyphothesis Test 

Table 4 presents the results of the hypothesis testing conducted using the Partial Least Squares 

Structural Equation Modeling (PLS-SEM) approach. The analysis evaluates the relationships between 

digital capabilities, product quality, service quality, and customer satisfaction as proposed in the 

research framework. The results are interpreted based on the path coefficient values, t-statistics, and p-

values obtained from the bootstrapping procedure. A hypothesis is considered supported when the t-

statistic value exceeds the critical threshold of 1.96 and the p-value is less than 0.05, indicating a 

statistically significant relationship between the variables. The findings provide empirical evidence 

regarding the influence of digital capabilities on product quality and service quality, as well as the 

impact of these variables on customer satisfaction. 

 

Table 4. Hypothesis Testing Results from the PLS-SEM Structural Model Based on t-Statistic and p-Value 

Thresholds (t > 1.96; p < 0.05) at a 95% Confidence Level 

Hyphothesis Tcount Coef. 

Path 

Information 

Digital 

Capabilities→Product 

Quality 

13.732 0.000 Sig 

Digital Capabilites 

→Service Quality 
37.263 0.000 Sig 
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Product Quality→ 

Customer Satisfaction 
4.353 0.000 Sig 

Service Quality → 

Customer Satisfaction 
14.291 0.000 Sig 

Digital 

Capabilities→Product 

Quality→ Customer 

Satisfaction 

3.767 0.000 Sig 

Digital 

Capabilities→Service 

Quality → Customer 

Satisfaction 

11.730 0.000 Sig 

 

The results of the hypothesis testing presented in Table 4 indicate that all proposed hypotheses 

are statistically significant. Digital capabilities have a significant positive effect on product quality, as 

indicated by a t-value of 13.732 and a significance value of 0.000, suggesting that the ability of firms 

to utilize digital technologies contributes to improving the quality of products offered to customers. 

Similarly, digital capabilities also show a significant positive influence on service quality with a t-value 

of 37.263, indicating that the use of digital platforms and digital communication tools helps firms 

enhance their service performance and responsiveness to customer needs. Furthermore, product quality 

has a significant positive effect on customer satisfaction, with a t-value of 4.353, implying that higher 

product performance, durability, and design quality lead to greater satisfaction among consumers. 

Service quality also significantly influences customer satisfaction, as reflected by a t-value of 14.291, 

demonstrating that responsive and reliable services contribute strongly to improving customer 

satisfaction levels. In addition, the mediation analysis shows that digital capabilities indirectly influence 

customer satisfaction through product quality (t = 3.767) and service quality (t = 11.730), both of which 

are statistically significant. These findings indicate that digital capabilities not only directly improve 

product and service quality but also indirectly enhance customer satisfaction through these two 

mediating variables. Overall, the results confirm that the integration of digital capabilities plays a crucial 

role in strengthening product quality and service quality, which ultimately leads to higher customer 

satisfaction. Figure 5 shown model hyphothesis result. 

 

Figure 3. Bootstrapping Results of the Structural Model Showing t-Statistic Values for the Relationships 

between Digital Capabilities, Product Quality, Service Quality, and Customer Satisfaction. 
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Discussion 

1. Digital Capabilities → Product Quality 

The results of this study indicate that digital capabilities have a significant positive effect on product 

quality. This finding suggests that the ability of firms to utilize digital technologies plays an important 

role in improving product performance, design, and reliability. Through digital tools, companies can 

better manage production processes, monitor product standards, and collect customer feedback that can 

be used to improve product development. 

This finding is consistent with previous studies which emphasize that digital capabilities contribute 

to improving operational efficiency and product development processes (Kumar & Agrawal, 2025; 

Mustikasari, 2024; Rahman et al., 2024; Wangsa et al., 2026). Prior research has shown that firms with strong 

digital capabilities are able to integrate digital systems into production and quality control processes, 

enabling them to deliver products that better meet consumer expectations. 

From the relationship identified in this study, it can be simulated that companies with higher digital 

capability adoption are more likely to develop better product quality through improved data 

management, digital monitoring of production processes, and faster adaptation to customer preferences. 

Consequently, digital transformation becomes an important strategic resource for firms seeking to 

improve product competitiveness. 

 

2. Digital Capabiliies → Service Quality 

The findings also reveal that digital capabilities significantly influence service quality. This 

indicates that companies that effectively adopt digital technologies are better able to improve the 

responsiveness, reliability, and accessibility of services provided to customers. Digital platforms allow 

firms to interact with customers more efficiently and respond more quickly to consumer needs. 

These results support previous studies which highlight the importance of digital technologies in 

enhancing service delivery. Earlier research has demonstrated that digital platforms such as online 

communication systems, customer service applications, and digital feedback mechanisms enable firms 

to provide faster and more efficient services. 

Based on this relationship, it can be simulated that the integration of digital systems within business 

operations enables companies to improve customer service performance. For example, digital 

communication channels allow customers to access services more easily, while digital information 

systems help companies respond more quickly to customer inquiries and complaints. 

 

3.Product Quality → Customer Satisfaction 

The results of this study indicate that product quality has a significant positive effect on 

customer satisfaction. This finding suggests that customers tend to feel more satisfied when the products 

they purchase meet their expectations in terms of durability, design, and functionality. High product 

quality enhances customer perceptions and increases the likelihood of repeat purchases.. 

From the identified relationship, it can be simulated that improvements in product quality will 

directly increase customer satisfaction levels. When companies consistently provide products that meet 

consumer expectations, customers are more likely to develop positive perceptions and long-term loyalty 

toward the brand. 

 

4.Service Quality → Customer Satisfaction 

The findings also demonstrate that service quality has a significant positive influence on 

customer satisfaction. This indicates that the quality of service provided during the purchasing process 
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plays an important role in shaping customer evaluations and experiences. Responsive and reliable 

services contribute to creating positive interactions between firms and consumers. 

From this relationship, it can be simulated that improving service quality will significantly 

enhance customer satisfaction levels. Companies that prioritize customer-oriented service strategies are 

more likely to create positive experiences that strengthen customer relationships and encourage repeat 

purchases. 

 

5.Indirect Effect: The Role of Digital Capabilities in the Relationship between Product Quality 

and Customer Satisfaction. 

The results of the mediation analysis indicate that digital capabilities indirectly influence 

customer satisfaction through product quality. This finding suggests that digital capabilities play an 

important role in strengthening the relationship between product quality and customer satisfaction. 

Companies that effectively utilize digital technologies are better able to improve product development 

processes, monitor product performance, and respond more quickly to consumer feedback, which 

ultimately enhances the perceived quality of products. 

This result is consistent with previous studies highlighting that digital capabilities enable firms 

to optimize production processes and maintain higher product standards. Prior research has shown that 

digital technologies, such as data management systems and digital monitoring tools, support companies 

in improving product quality and aligning products with customer expectations. 

Based on this relationship, it can be simulated that companies with strong digital capabilities are more 

capable of continuously improving product quality through digital integration in their operational 

processes. As product quality improves, customer satisfaction is also likely to increase, indicating that 

digital capabilities act as an important supporting mechanism in strengthening the impact of product 

quality on customer satisfaction. 

 

6.Indirect Effect: The Role of Digital Capabilities in the Relationship between Service Quality 

and Customer Satisfaction. 

The findings also reveal that digital capabilities indirectly influence customer satisfaction through 

service quality. This indicates that digital capabilities enhance the effectiveness of service delivery, 

which subsequently strengthens the relationship between service quality and customer satisfaction. The 

adoption of digital platforms enables companies to improve communication with customers, provide 

faster responses, and deliver more efficient services. 

From this relationship, it can be simulated that firms with higher digital capabilities are able to 

optimize service processes and improve customer interaction through digital platforms. As service 

quality improves, customers are more likely to develop positive perceptions and experience higher 

levels of satisfaction. Therefore, digital capabilities function as a key strategic resource that strengthens 

the influence of service quality on customer satisfaction. 

CONCLUSION   

In the context of regional sport fashion brands in Indonesia, this study investigates how digital 

capabilities enhance customer satisfaction through product quality and service quality. The findings 

indicate that digital capabilities significantly influence both product quality and service quality. This 

suggests that a firm’s ability to utilize digital technologies can support more efficient production 

processes, improve product performance, and enhance the responsiveness of customer services. 

The results also show that product quality and service quality have a significant impact on customer 

satisfaction. Customers tend to feel more satisfied when the products they purchase perform well and 
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when the services they receive meet their expectations. These findings highlight the importance of 

maintaining high standards in both product development and service delivery. 

 

Furthermore, the study reveals that digital capabilities indirectly increase customer satisfaction 

through improvements in product quality and service quality. In other words, the adoption of digital 

technologies enables firms to strengthen the performance of their products and services, which 

ultimately leads to higher levels of customer satisfaction. 

Overall, these results emphasize the importance of integrating digital capabilities into business 

strategies, particularly for regional sport fashion brands operating in a competitive market environment. 

By strengthening digital capabilities, companies can maintain product standards, provide more 

responsive services, and better meet customer expectations, which may contribute to increased customer 

satisfaction and long-term business sustainability 
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