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Abstract: This research aims to study and determine how the effects of promotion, product quality, brand
image, and price variables on customer satisfaction and brand switching variables on cellular
telecommunication XL card users in Denpasar city, Bali, Indonesia. Data collection technique used
questionnaires for 100 respondents living in Denpasar City and using XL cards. The data was analyzed
through Structure Equation Modeling (SEM) data analysis technique with AMOS program. Results of the
research show that the promotion, product quality, brand image variables affect positively on the
customer satisfaction while the price variable affects negatively on the customer satisfaction. On another
side, the promotion, product quality, brand image and customer satisfaction variables affect negatively on
brand switching and customer satisfaction affects negatively on brand switching and price variable affects
positively on the brand switching of XL card users in Denpasar city.
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INTRODUCTION

Currently, there is a rapid development of
technology so that there are some tools or devices to
be used to assist in human life. One of the
technologies that has been developed in the field of

style. This can be seen from the increasingly broad
users of digital services in the community with the
increased smartphone sales by 40% or 65 billion
people from the total cellular phone users in
Indonesia. Smartphone penetration is signed by the

telecommunication is telephone. It functions to
connect one area with others. This current great
rapid development of technology can change the
pattern of community living in which formerly they
only used communication devices in the forms of
cable phone, nowadays it has been left and started to
use cellular phone. Human life will be difficult if
there is no communication tool.

Development of technology leads to

increasingly easy and reachable access to internet-
based information so that it can create added value
for the community to meet their needs and life

shift of telecommunication service use from SMS
and Phone into Data/ internet service.

Currently, cellular phones do not only serve as
telecommunication device, it also has a number of
facilities such as video, camera, game, radio, TV
and internet. Concerning cellular phone, it cannot
be separated from cellular operators as the service
providers of the cellular phones. In Indonesia,
currently, there are many companies engaging in
the field of telecommunication such as Telkomsel,

Komang Gede Ginantra®, IJMEI Volume 3 Issue 12 December 2017



PR Research

L) j Analysis

journals

International Journal of Management and Economics
Invention ISSN (e): 2395-7220
[[Volume||3||Issue||12||Pages-1514-1523||Dec.-2017||

Index Copernicus ICV: 72.76, DOI: 10.18535/ijmei/v3i12.03

Indosat, Three (3), XlI, Telkom Flexi and
SmartFren.

Along by the increasing number of companies
engaging in the field of telecommunication, there
are increasing numbers of various facilities. So, this
leads to increasingly tense competition among the
companies so that it can benefit the customers
because when cellular operator companies compete
to offer their products, customers can select various
brand options based on their needs and wise. This
certainly can cause customers to switch their
cellular operators at any time.

One of the companies engaging in the field of
the cellular telecommunication is PT XL Axiata
Ltd. or called as XL. XL is a company starting its
commercial operation on 8 October 1996 and is the
first private company providing cellular telephone
service in Indonesia. The following will be
presented the number of XL Axiata customers in
2014 until 2016 that can be seen in table 1 below:

Table 1. Number of XL Axiata Customers in 2014
until 2016

Types XL Axiata customers (in thousands)
of
services 2014 2015 2016
Prepaid 58.053 42,395 46.172
Postpaid 377 355 306
TOTAL 58.43 42,75  46.478

Source: Annual Report of XL Axiata in 2016

Based on the table above, it is known that in 2014
until 2016, there were decreases on the number of
XL customers both prepaid and postpaid by
20,45%. The decreases on number of XL Axiata
above indicate unsatisfied XL customers and
customers conducting brand switching to other
providers.

Brand switching can be caused by some factors,
one of which is promotion. High competitor

promotion provides stimulation and encourages
customers for brand switching. Bad and good
promotion by the company gives great impacts on
customers for brand switching because the
customers have less knowledge about the new
offered products.

Quality is one of the keys in winning
competitions among business competitors. When a
company has an ability to serve high quality
products, it means that the company has built one
of the foundations in creating customer satisfaction.
So, when costumers are satisfied then there will be
lower willingness for brand switching.

Brand image is also a factor in brand switching
decision behavior. If a brand has been known and
then in the customers’ mind, the brand has positive
value, so the customers will have perception that
the products have high quality and also they will be
satisfied as well as there will be lower willingness
to conduct brand switching.

There are many companies having no ability to
handle good product price determination, though
the product price is one of the important variables
in the marketing, in which the product price can
affect on the customers for decision making to buy
a product or conduct brand switching.

Besides the factors that have been mentioned
above, customer satisfaction also affects on the
brand switching behavior. In meeting customer
satisfaction, the company is required to determine
shift of customer’s needs and wise that almost
change any time. An unsatisfied customer in the
post consumption period has possibility to change
his or her purchase decision behavior by brand
switching to look for other brand alternatives.

LITERATURE STUDY

Brand
Brand is valuable since it can affect on customer

selection. According to The American Marketing
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Assosiation (in Djan and Ruvendi 2006) brand is
name, term, sign, symbol, design or combinations
of any things with the purpose to identify one
product or service from others and differentiate it
from competitors’ products or services.

Brand Switching
Petter and Olson (2014;522) expressed that *“ Brand

switching is purchasing patterns characterized by a
change or shift from one brand to another brand ”.

Customer Satisfaction
Customer satisfaction according to Kotler and

Keller (2016:153) :Satisfaction is a person’s
feelings of pleasure or disappointment that result
from comparing a product or service’s perceived
performance (or outcome) to expectations. It means
that customers can face one of the three general
satisfaction levels, namely if the performance is
beyond the expectation, the customers will be
disappointed but if the performance is well-
adjusted to the customer expectation then the
customers will be satisfied and if the performance
exceeds the expectation than the customers will be
very satisfied and happy.

Promotion

The following is a definition of promotion
according to Kotler and Armstrong
(2012:76) “promotion  means  activities  that
communicate the merits of the product and persuade

target customers to buy it”.

Product Quality
The product serves an important role for the

company because in the absence of the product, the
company will not be able to do anything from its
efforts. According to Kotler and Armstrong (2012:
283) product quality is the ability of a product in
demonstrating its function, it includes overall
durability, reliability, operation, and product repairs,
as well as other product attributes.

Brand Image

Simamora in Sangadji and Sopiah (2013:327)
expressed that “Brand image is a series of unique
association to be created or maintained by
marketers. The associations state the real of the
brand and what promised to the customers are.”

Price
Price is one of the most essential elements in
determining company market and profitability in
affecting the decision. According to Kotler and
Armstrong (2014:313) explained that price is the
amount of money charged for a product or service,
or the sum of the values that customers exchange for
the benefits of having or using the product or
service.
Based on the literature study, then the hypotheses to
be proposed in the research are:
H1 :Promotion affects positively on customer
satisfaction
H2 :Promotion affects negatively on brand
switching
H3 : Product quality affects positively on customer
satisfaction
H4: Product quality affects negatively on brand
switching
H5 :Brand Image affects positively on customer
satisfaction
H6 :Brand Image affects negatively on brand
switching
H7 . Price affects negatively on customer
satisfaction
H8 :Price affects positively on brand switching
H9 :Customer satisfaction affects negatively on
brand switching

RESEARCH METHOD

This research was conducted in Denpasar City, Bali
Province with unknown population because so far
there is no accurate data that can mention number of
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XL card provider customers in Denpasar City. Data collection technique was by questionnaire
Therefore, sampling technique used is categorized in  distribution related research variables. Data analysis
the category of non-probability sampling. The was using SEM (Structure Equation Modeling)
number of respondents is 100 taken using the assisted by AMOS 24 program.

unknown population formula (Frendy, 2011: 53).

Promotion

Product
Quality

Customer Brand

Satisfaction - Switching

Figure 1. Theoretical Thinking Framework

RESULTS AND DISCUSSION indicators used are above 0.5 so, all of the indicators
used can be said to be valid.

Based on validity test with confirmatory factor
analysis in table 2 below, all of the values of

Table 2. Validity test with confirmatory factor analysis

Estimate Estimate
PR1 <--- PR 0.95 HR2 <--- HR 0.879
PR2 <--- PR 0.935 HR3 <--- HR 0.825
PR3 <--- PR 0.876 KK1 <--- KK 0.761
KP1 <--- KP 0.702 KK2 <--- KK 0.878
KP2 <---  KP 0.776 KK3 <--- KK 0.807
KP3 <---  KP 0.734 KK4 <--- KK 0.659
CMm1 <--- CM 0.885 KK5 <--- KK 0.572
CM2 <-—-- CM 0.85 PM1 <--- PM 0.759
CM3 <-—-- CM 0.955 PM2 <--- PM 0.94
HR1 <--- HR 0.787 PM3 <--- PM 0.751

Source: AMOS output analysis
Table 3 indicated results of reliability test that all of the variables of construct reliability test are above 0.7
and the AVE values are greater than 0.5. It means that all of the variables are reliable to be tested to further
stages.
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Table 3. Reliability test with construct reliability and average variance extracted (AVE)

. Construct
Estimat . AVE
stimate Reliability

. Construct
Estimat . AVE
stimate Reliability

PRI <- PR 0095
PR2 <- PR 0935 0,944 0,848
PR3 <- PR 0.876

KK1 <-- KK 0.761

KK2 <-- KK 0.878

KK3 <-- KK 0.807 0,858 0,553

KP1 <-- KP 0.702
KP2 <-- KP 0.776 0,782 0,545
KP3 <-- KP 0.734
CM1 <- CM 0.885
CM2 <- CM 0.85 0,926 0,806
CM3 <-- CM 0.955
HR1 <- HR 0.787
HR2 <- HR 0.879 0,870 0,691
HR3 <- HR 0.825

KK4 <-- KK 0.659

KK5 <-- KK 0.572

PM1 <-- PM 0.759

PM2 <-- PM 0.94 0,860 0,675

PM3 <- PM 0.751

Source: AMOS output analysis

Note : PR=Promotion, HR=Price, KP=Product Quality, CM=Brand Image, PP=Brand Switching

Table 4. Regression Weights

Variables S.E. C.R. P
Customer satisfaction <«  Promotion 0.079 2.464 0.014
Customer satisfaction «  Product quality 0.273 4.455 ikl
Customer satisfaction <«  Price 0.103 -0.273 0.785
Customer satisfaction <« Brand image 0.092 2.883 0.004
Brand Switching < Customer Satisfaction 0.173 -1.22 0.222
Brand Switching < Promotion 0.075 -4.459 folakel
Brand Switching «— Price 0.084 2.674 0.007
Brand Switching «— Brand image 0.078 -0.272 0.786

Brand Switching < Product quality

0.283 -0.605 0.545

Source: AMOS output analysis

Based on table 4, results of the analysis can be
explained as follow:
1. Effects of the promotion on the customer

satisfaction has CR value = 2,464 > 2,000 and 2.

probability by 0,014 < 0,05 showing that the
effects of the promotion on the customer
satisfaction are positive and significant. This

result is supporting to the pevious study by
Khulug et al., (2016) found tht promotion is
effect on customer satisfaction.

Effects of the promotion on the brand switching
has CR value = -4,459< 2,000 and probability
by ***< 0,05 showing that the effects of the
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promotion on the brand switching are negative
positive and significant.

3. Effects of the product quality on the customer
satisfaction has CR value CR = 4,455 > 2,000
and probability by *** < 0,05 showing that the
effects of the product quality on the customer
satisfaction are positive and significant.

4. Effects of the product quality on the brand
switching has CR value = -0,605 < 2,000 and
probability by 0,545 > 0,05 showing that the
effects of the product quality variable on the
brand switching are negative and insignificant.
This result is supporting to Zainudin and Soestyo
(2014), indicate that the promotion and
dissatisfaction positive significant effect on brand
switching mobile phones Nokia. While the
quality of the products has a significant negative
effect on brand switching of Nokia mobile phone.

5. Effects of the brand image on the customer
satisfaction has CR value = 2,883 > 2,000 and
probability by 0,004 < 0,05 showing that the
effects of the brand image variable on the
customer satisfaction are positive and significant.
This result is supporting to Thakur and Singh
(2012), Tu, Mei Wang and Hsiao-Chien Chang
(2012), their study shown that three brand image
benefit namely functional, social and appearance
enhance has positively and significantly related to
customer satisfaction and loyalty intention and
two benefit namely experiential and symbolic has
no significant impact on customer satisfaction
and loyalty intention on the other hand result
indicate that there is a positive relationship

Table 5.Goodness of Fit after modification

between customer satisfaction and loyalty

intention.
Effects of the brand image on the brand
switching has CR value = 0,772 < 2,000 and
probability by 0,786 > 0,05 showing that the
effects of the brand image on the brand
switching are negative and insignificant.
Effects of the price on the customer satisfaction
has CR value = -0,273 < 2,000 and probability
by 0,785 > 0,05 showing that the effects of the
price on the customer satisfaction are negative
and insignificant.
Effects of the price on the brand switching has
CR value = 2,674 > 2,000 and probability by
0,007 < 0,05 showing that the effects of the
price variable on the brand switching are
positive and significant.
Effects of the customer satisfaction on the brand
switching has CR value = -1,22 < 2,000 and
probability by 0,222 > 0,05 showing that the
effects of the customer satisfaction on the brand
switching are negative and insignificant. This
result is supprting to Shukla (2004), his study
emphasises that marketers will have to keep a
constant eye to understand the usage pattern
associated with their products and the
satisfaction derived out of it and also at how
customers involve themselves with the product
to lessen the brand switching behaviour among
their customers.

Model results before

Model results after

Criteria e L. e Critical value Conclusion
modification modification

Chi-Square 242,282 169,752 Expected to be small® Better

Prob 0,000 0,087 > 0,05 Good

RMSEA 0,075 0,041 <0,08 Good
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GFI 0,800 0,860 >0,90 Better
AGFI 0,728 0,798 >0,90 Better
CMIN/DF 1,563 1,163 <2,00 Good
TLI 0,921 0,977 >0,95 Good
CFlI 0,935 0,982 >0,95 Good

Source: AMOS output analysis

According Solimun (2006), it is stated if there are
one or two criteria of goodness of fit that has met
the model, then it is said to be good. Looking at
Table 5 of Goodness of Fit, it shows that the
modified model shows an improvement to a better
direction. This indicates that both statistically and
theoretically, the built models can explain and
define the constructs of brand displacement as
described in the definition of research variables.

CONCLUSION
Based on results of the discussion above, it can be
drawn the conclusion as follow:

1. The promotion has positive and significant
effects directly on the satisfaction of XL
card user customers in Denpasar city.

2. The promotion has negative and significant
effects directly on the brand switching of
XL card users in Denpasar city.

3. The product quality has positive and
significant  effects directly on the
satisfaction of XL card user customers in
Denpasar city.

4. The product quality has negative effects
directly on the brand switching of XL card
user customers in Denpasar city but the
effects are insignificant.

5. The brand image has positive and significant
effects directly on the satisfaction of XL
card user customers in Denpasar city.

6. The brand image has negative effects
directly on the brand switching of XL card

user customers in Denpasar city but the
effects are insignificant.

7. The price has negative effects directly on the
satisfaction of XL card user customers in
Denpasar city but the effects are
insignificant.

8. The price has positive and significant effects
directly on the brand switching of XL card
user customers in Denpasar city.

9. The customer satisfaction has negative
effects directly on the brand switching of
XL card user customers in Denpasar city
but the effects are insignificant.

RECOMMENDATIONS

Based on the above conclusions then there are some
recommendations that can be proposed, namely,
first, the company is expected to always increase the
intensity of promotion both from social media and
on other media; second, the company should must
always keep innovating with the latest technology in
order to keep displaying high quality products that
will affect on the image so that there will be always
positive brand image owned by the company. In
addition, the company must continue to maintain the
low price program, which offers cheaper price than
any competitors; this will encourage consumers to
try (buy) or keep using XL cards. Given the results
of this study, it indicates that the price variable has
the greatest direct effect than any other variables on
the brand switching.
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RESEARCH IMPLICATION

From this research that has been done to the XL card
user in Denpasar city, it can deliver business
implication namely if the company conduct proper
promotion, product quality, positive brand image
and proper pricing, then these will increase XL card
user satisfaction level. Besides, to maintain the
customers so that they will keep using XL card, the
company should pay attention to any factors that can
make create customer satisfaction and do not
conduct any brand switching. The result also imply
that marketing manager should focus on the brand
image to win the customer satisfaction in order to
make the customer loyal about their product and
service.

FURTHER RESEARCH

Any further research is expected to develop and
study on research model with other variables having
greater effects on the customer satisfaction and any
factors encouraging brand switching.
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