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THE EFFECT OF BRAND EQUITY OF TELECOMMUNICATION SERVICES
TOWARDS CUSTOMER SATISFACTION IN JABODETABEK AND WEST JAVA
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The purpose of this study is to investigate the effect of Brand Equity towards Customer Satisfaction in
telecommunication services in Jabodetabek and West Java. The total questionnaire items used in this research
are 29 items with the sample taken as many as 400 respondents. The independent variable in this research is
Brand Equlty and the dependent variable is Customer Satisfaction which will be measured by Multiple Llnear
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2. Literature Review and F

2.1 Brand Equity

Brand equity is the added value endowed on products and services. It may be reflected in the way
consumers think, feel, and act with respect to the brand, as well as in the prices, market share, and profitability
the brand commands [5].
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2.2 Customer Satisfaction

In the competitive telecommunication industry, customer satisfaction is considered as the key to success
[6]. However, customer satisfaction is not static in nature. Companies can’t feel safe with their presently
“appeared to be satisfied customers”. Rather companies need to know how to keep their customers consistently
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4. Results

4.1 Characte

The data were assified into several

categories as follows:

4.1.1 Age
The respondent characteristi
33,50% or equals to 134 person. For the [owes

S years old with the percentage of
S0 years old with 6,25% or 25 person.

4.1.2 Gender
Male respondents dominate the total respondent which is there are 214 male respondents out of 400
respondents. Rest of the respondents are female respondents with 186 respondents.
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4.1.3 Domicile

The biggest respondent domicile has to be in Bandung and Jakarta with the percentage of 28,00% and
26,75% or equals to 112 and 107 person. On the other hands the lowest percentage is held by Sukabumi which
has 1,25% or equals to 5 people.

4.2
4.2.1

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: Brand Equity

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Customer Satisfaction
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Figure 2. Graph of Normality Test
Source: processed data

Figure 3. Graph of Normality Test
Source: processed data
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e 1. Multiple Regression Analysis
Coefficients®

Standardized
Coefficients

Beta

Unstandardized Coefficients
B Std. Error

Brand Awareness
Brand Association

271
,332

,052
058

1 (Constant) 377 523 721 471
Brand Loyalty 311 047 275 6,647 ,000
Perceive Quality 034 063 027 541 589

a. Dependent Variable: Brand Equity

rce: processed data
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one unit, then variable

le X, has increased

The value of X, combined w
one unit, then variable Y value wi

e variable X, has increased

The value of X;combined with regression ¢
one unit, then variable Y value will increase to 0,271 unit.

means that if the variable X;has increased

The value of X, combined with regression coefficient value of 0,332 it means that if the variable X, has increased
one unit, then variable Y value will increase to 0,332 unit.
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4.2.3 Simple Regression Analysis
Table 2. Simple Regression Analysis Test

Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
K (Constant) 2,908 416 6,986 ,000
Brand Equity 647 025 797 26,262 ,000

a. Dependent Variable: Customer Satisfaction

Customer Satisfaction = 2,908 + 0,647
Based on the above equation, the authors conclu
no brand equity, the customer satisfaction is 2,908.

nstant value (a) is 2,908 it means that if there is
ssion coefficient (b) is 0.647.

4.2.4 F Test

Based on regression analysis results can be seen that the independent variables influence simultaneously
to brand equity. This can be proven from the value of F is 0.000 is smaller than the level of significance that is
equal to 0.05 as shown in table 3 as follows:

Table 3. The Result of Regression F Test e

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 4876,837 4 1219,209 | 246,792 ,000°
Residual 1946,450 394 4,940
Total 6823,287 398

a. Dependent Variable: Brand Equity

h. Predictors: (Constant), Brand Association, Brand Loyalty, Perceive Quality, Brand
Awareness

Source: processed data
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in this case 0.05. If the value effect

on the
Result of Regre
Coefficients?
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 377 523 a21 471
Brand Loyalty 31 047 275 6,647 ,000
Perceive Quality ,034 ,063 ,027 541 ,589
Brand Awareness 271 052 304 5171 ,000
Brand Association 332 058 321 5,684 ,000

a. Dependent Variahle: Brand Equity

Source: processed data

Table 5. The Result of Regression T Test
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Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
K (Constant) 2,908 416 6,986 ,000
Brand Equity 647 025 797 26,262 ,000

a. Dependent Variable: Customer Satisfaction

the t
value

4.2.6
The value of R2 which is close to
required by dependent variable

varaibels giving almost any information

ent Determination

Table 6. Value of

Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 846° 716 713 2,21805

a. Predictors: (Constant), Brand Association, Brand Loyalty,
Perceive Quality, Brand Awareness

Source: processed data
btained by the magnitude of the in
ned by this equation model is equ
ded in the regression model.

to the
8,4%

7. Value of Coefficient Determin
Model Summary

Adjusted R
Model R R Square Square

1 79579 633 632
a. Predictors: (Constant), Brand Equity

Std. Error of
the Estimate

2,03178

Source: processed data
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¢ regression mo

to the
36,7%

questions as stated o
1. The consumer’s asse
telecommunication service
strong level which is above 68%:.

t Java is in the high and

Brand Awareness, the consumer -
Brand Association, the consumer’s assessment is 74%.
Percieve Quality, the consumer’s assessment is 73%.
Customer Satisfaction, the consumer’s assessment is 73%.
Brand Equity, the consumer’s assessment is 72%.

oao o
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f. Brand Loyalty, the consumer’s assessment is 71%.

2. Based on the result of this research, Brand Equity of consumers towards telecommunication services in
Jabodetabek and West Java is 72% (high). It means that there is a high level where a brand equity of a
telecommunication services is important for a consumers to see.

. So it
can

6. Based on the result of this research, that a bran has a significant direct effect to the brand equity.
A strong, positive associations help to strengthen brand#@hd the equity that is carried into a leverage situation if
affected by the types association made with the brand.

7. Based on the result of this research, that a brand equity has a significant direct effect to the customer
satisfaction. With the dimension that brand equity have it will affect the customer perception of the brand and
make them more satisfy with the services.

, telecommunication services man
out an ework model towards the effect
i in Jabodetabek and West Java. Tel
eeded to be concerned for the fu
lecommunication services mana;
the suggestions for telecommunica on the
brand equity towards customer s

ignificant factor from the frame

model t ards customer satisfacti
awarene jority factor. It me

The second ecommunication
services is brand as customers relate a
brand to being positive: ople will always think
that this brand is a good o fortable with the services
they will keep using it.

3. Brand Loyalty
The third factor that significantly influences the brand equity towards customer satisfaction of

telecommunication services is brand loyalty. The tendency of some consumers to continue buying the same
brand of goods rather than competing brands. It means that a brand should make the consumer’s feels satisfy



ISSN : 2355-9357 e-Proceeding of Management : Vol.5, No.3 Dsember 2018 | Page 3712

with the product and services that a brand give to them, and also always taking care with all the problem that
commonly accrued. Because people in this era always concern with what they get and is that worth it or not, so
at least make the services in a good quality with slightly different price that can compete the other brand.
Moreover, loyalty can get a chance to company to react against threats such as competition because as
consumers become loyal to a brand they become less sensitive to a price increase because of the product's ability

to sati
5.2.2

ndent
variab e can
be co y and
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