The Mediating Role of Customer Satisfaction and Brand Trust between the Relationship
of Perceived Value and Brand Loyalty

Abstract

Purpose —This study aims to determine the mediating effect of customer satisfaction and brand trust
between perceived value and brand loyalty of telecommunications services.
Design/methodology/approach — The population in this study are customers of telecommunications
services in Aceh Province. The method of data analysis used in this study is a quantitative approach
consisting of Structural equation modeling (SEM) with Amos 2.2 and Sobel Test for testing the
mediation effect.

Findings — This study finds that perceived value significantly influences customer satisfaction and
brand trust, which means that telecommunications service providers must always provide products with
values that exceed customer expectations to increase customer satisfaction and trust. Then, customer
satisfaction and brand trust have a significant effect on brand loyalty. It means that telecommunications
service providers must always evaluate the conditions of customer satisfaction and increase customer
trust in the brands of telecommunications service to increase customer loyalty to the brand. Besides,
value also affects directly and indirectly on brand loyalty through customer satisfaction and brand trust.
Originality/Value-This study examines the role of mediating variables of customer satisfaction and
brand trust in measuring the level of brand loyalty of telecommunications service providers. This study
is one of several studies that comprehensively evaluates the influence of customer brand loyalty
determinants to create a competitive advantage in the telecommunications services industry and as an
effort of telecommunications service companies in increasing the growth of company revenue. There
has never been a similar previous study examining this relationship at the same research location.
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1. Introduction

Technological developments have transformed the telecommunications industry in the world.
At the beginning of the digital economy era or the industrial era 4.0, the telecommunications industry is
an important sector with the high market concentration and has contributed to the GDP of Indonesia as
the largest contributor to non-tax state revenues (DG SDPPI, 2018). Cellular telecommunications in
Indonesia was introduced in 1984 and made Indonesia one of the first countries to adopt a commercial
version of cellular technology (DG SDPPI, 2014). The cellular technology used at that time was NMT
(Nordic Mobile Telephone) from Europe, followed by AMPS (Advanced Mobile Phone System), both
with analog systems.

Statistically, the growth of cellular phones since 2004 was 29.8 million customers and
continued to grow until January 2019 of 355.5 million customers (Websindo.com, 2019). The high
growth of Indonesian cellular telephone customers can drive the growth of the cellular phone market
share to be higher and can make Indonesia as one of the potential areas for the telecommunications
market.A customer is an important unit in telecommunications services that operates in a competitive
brand environment, where telecommunications brand service providers need to be aware of various
factors driving customer loyalty to a brand to build effective business strategies for customer retention
(Lim, Widdows, & Park, 2006).The researchers find that each dissatisfied customers tend to
communicate their bad experiences to an average of 5 to 15 people, and 13% of them continue negative
promotions to more than 10 potential customers (Harari, 1997).The worst part is when dissatisfied
customers take action as soon as possible to move (customer churn) by bringing negative experiences
through word of mouth communication and the average level of brand telecommunications company
switching each year between 10 to 67 percent (Andres Kuusik & Varblane, 2009).

The managers of the service industry company try to create profitable strategies for the
company and try to maintain customer loyalty to the brand to develop a larger market share. Their main
concern is focused on customer loyalty through developing strategies to increase customer perceived



value and increase customer satisfaction and build brand trust (Rasheed & Abadi, 2014). Some
researchers have proven that consumer loyalty to brands can be identified through various variables,
such as opinions (C. C. Chang, 2015; Yeh, Wang, & Yieh, 2016a) states the perceived value through
the dimensions of emotional value, social value, price value, and quality value can increase service
brand loyalty. Meanwhile, (Dehghan, Alizadeh, & Mirzaei-Alamouti, 2015)states that the dimensions of
utilitarian values, hedonistic values, perceived value, customer satisfaction, and customer value can
measure customer loyalty to brands in Iran.

Furthermore, (Park & Kim, 2016)say that brand loyalty can be measured through the
dimensions of brand value, brand trust, and brand effects. Furthermore, (Hou & Wonglorsaichon, 2016;
S. Y. Lam & Shankar, 2014) use the dimensions of perceived value, brand satisfaction, and trust to
increase brand loyalty. Other arguments, such as (Chiou, Wu, & Chuang, 2010; Karjaluoto,
Jayawardhena, Leppéaniemi, & Pihlstrom, 2012) also say that customer satisfaction and brand trust can
act as mediators between loyalty and determinants.This research is also expected to be a comprehensive
and dynamic new model development by involving emotional factors (customer satisfaction), relational
(brand trust) as mediating variables, and brand loyalty in the service context, especially in the cellular
telecommunications market area in Aceh Province.

2. Literature Review
2.1 Perceived Value

Customers will choose a product from several other products because they believe that the
product they choose will provide better value. In competitive marketing practices, (Floh, Zauner,
Kohler, & Rusch, 2014) identify customer segments through perceived value, but previous researchers
often ignore the effect of perceived value on loyalty. The superior value received and felt by customers
after the use of services is widely accepted as a competitive advantage for marketers (Rasheed & Abadi,
2014).

Providing superior customer value will have a positive effect on customers and employees
(Bayraktar, Tatoglu, Turkyilmaz, Delen, & Zaim, 2012), and high customer value will be related to
strong customer orientation. Most of the empirical studies in the telecommunications industry assess
perceived service value (perceived service value) related to the evaluation of other service constructs
such as customer satisfaction (Danish, Himayon, Igbal, Raza, & Shahid, 2018; Morgan, Govender, &
Govender, 2017; Nurysh, Naghavi, Chan, & Fah, 2019), brand trust (Kungumapriya & Malarmathi,
2018), and matters relating to service outcomes, especially brand loyalty (Kungumapriya &
Malarmathi, 2018; Marakanon & Panjakajornsak, 2017).

2.2 Customer Satisfaction

Customer satisfaction is one of the objectives of marketing activities, which connects the
purchasing and consumption process with the phenomenon of post-purchase. Satisfying customers is
the key to a successful business (Hussein, 2012). Satisfaction is the response of consumers in meeting
their needs (Ameer, 2014). Satisfying customers is an important element in the marketing concept
(Kotler & Armstrong, 2010), because it can influence future consumer buying behavior, and can affect
profitability.

According to (Saeed et al., 2013), satisfaction is a combination of customer emotions and
cognition after product use, or often referred to as brand response by consumers. Satisfaction is the level
where customers feel happy after using a product that suits the needs and desires of customers (Ahmed,
Rizwan, Ahmad, & Hag, 2014). Consumer satisfaction or dissatisfaction is the response to the
evaluation of discrepancies or perceived disconfirmation between previous expectations and the actual
performance of the products felt after use (Afifah & Asnan, 2015). Overall, the researchers agree that
customer satisfaction does not only determine brand loyalty but also mediates the relationship between
service quality, perceived value, and brand image on brand loyalty.

Furthermore, (Bayraktar et al., 2012) claim from various literature on customer satisfaction that
various customer satisfaction models have been developed based on various cumulative views on
satisfaction.For this purpose, many Customer Satisfaction Indexes have been designed, among which
the most prominent are the Swedish Customer Satisfaction Barometer (SCSB), the American Customer
Satisfaction Index (ACSI), and the European Customer Satisfaction Index (ACSI).



2.3 Brand Trust

Trust is the basic structure of business activities. Business transactions that occur between two
or more parties will occur if each party trusts one another. Trust cannot just grow in someone and be
recognized by other parties (business partners), but must be built from scratch and can be proven. Brand
trust is built and developed through direct customer experience through brands (Liao, 2015), and
according to (Melewar, Kitchen, Foroudi, Gupta, & Foroud, 2017), trust can be linked to consumer
perceptions about the company's ability to meet customer loyalty. So, it concludes that trust and loyalty
have a direct relationship with repurchase decisions.

Furthermore, (Veloutsou, 2015) defines trust as a form of trust in the reliability, truth, ability,
and sincerity of the brand by costumers. Trust is a willingness to depend on an exchange partner that
someone trusts (Hossaina, Kimb, Jahanc, & Mind, 2018). According to (Davis, 2017) three factors
shape a person's trust in another individual or organization, namely ability, benevolence, and integrity.
Trust in a relationship can be based on rational cognitive performance evaluation and based on
emotional and affective responses (Zur, Leckie, & Webster, 2012), and (Bilgihan, 2016) concludes that
trust is the most important antecedent of e-loyalty for young customers.

2.4Brand Loyalty

Brand loyalty is a concept that has garnered a lot of interest over the past few decades, with
many companies trying to build brand loyalty from their consumers (Russell-Bennett, Hartel, &
Worthington, 2013). According to (Oliver, 1999) brand loyalty is a very strong commitment to
consistently return or replace selected products/services in the future and cause repeated brand or brand
purchases despite situational influences and marketing efforts that have the potential to cause switching
behavior.High brand loyalty can increase trade and can attract new customers because they have the
belief that buying branded products minimally reduces risk. According to (Ahmad, Ahmad, & Nadeem,
2014), building brand loyalty can be conducted through brand credibility and brand awareness.

2.6.1 Relationship between Perceived Value and Customer Satisfaction

In the telecommunications industry, increasing customer satisfaction is a major determinant of
financial performance in competitive markets (Kungumapriya & Malarmathi, 2018). Customer
satisfaction arises from the response of customers to the perceived value. According to (C. Chang,
2015; S. Y. Lam & Shankar, 2014), there is a very significant relationship between perceived value and
customer satisfaction in measuring the loyalty of cellular phone brand devices.

The research findings confirm several other findings made in various developed countries, such
as (Chua, Lee, Goh, & Han, 2015; Dehghan et al., 2015; Deng, Lu, Wei, & Zhang, 2010; Ishaq, Bhutta,
Hamayun, Danish, & Hussain, 2014; Lai, 2015). Furthermore (Veloso, 2017), perceived value is the
main determinant of customer satisfaction. On the contrary, (Ahmed et al., 2014; Akbar, Mat Som,
Wadood, & Jamil Alzaidiyeen, 2010), the perceived value of the customer does not have a significant
effect on customer satisfaction.From the previous research, the relationship between variable perceived
value and customer satisfaction can be described as follows:

H1: Perceived value has a positive and significant effect on customer satisfaction in
telecommunications services in Aceh Province.

2.6.2 Relationship between Perceived Value and Brand Trust

Perceived value and brand trust are the determining variables of brand loyalty in the
telecommunications industry. Building a strong brand in the market is based on offering value of
customer expectations, so they believe that the brand can be relied upon under various conditions.
Meanwhile, (Ahmed et al., 2014; Karjaluoto et al., 2012) reveal that the perceived value of customer
directly affects customer trust toward a brand.

Perceived value is a determinant of increasing customer trust in a brand. Besides, (K.-C. Chang,
2014) the perceived value does not only affect customer trust directly but also becomes a moderating
variable between customer trust and the intention to repurchase a brand. If customers feel the perceived
value and highly trust, they will repurchase the brand.This finding is in line with the study
(Kungumapriya & Malarmathi, 2018; Prameka, Do, & Rofiq, 2016), which find that the perceived value



can directly influence brand trust or by involving customer satisfaction as a mediating variable in
measuring brand loyalty.

H2 : Perceived value has a positive and significant effect on brand trust in telecommunications services
in Aceh Province.

2.63 Relationship between Perceived Value and Brand Loyalty

The expectations of each consumer on a product are different, such as in terms of the number of
purchases, quality of service, comfort (before, during use, and after purchase), and so on.The sacrifices
of each consumer are also different in terms of time, money, energy/business, and so on. According to
(Rasheed & Abadi, 2014), perceived value is an important factor to measure loyalty. Several other
surveys related to the loyalty model, such as (A. Y. C. Lam, Lau, & Cheung, 2016; S. Y. Lam &
Shankar, 2014) report that in the initial adoption of intergenerational technology adopters, and
telecommunications devices emphasize the use of perceived value in the development of loyalty, while
the latter adopters depend on satisfaction with the brand in developing brand loyalty, but in developing
loyalty in a new generation of consumers, it depends more on trust than on perceived value.

Furthermore, (Dehghan et al., 2015; Yeh, Wang, & Yieh, 2016b) find that perceived values that
include functional values, emotional values, social values, and brand identification have a positive
influence on brand loyalty of cellular phones in Taiwan.In line with previous researchers, (Nikhashemi,
Tarofder, Gaur, & Haque, 2016; Rahmani, Ranjbar, Gara, & Gorji, 2017) conclude that the creation of
customer value will influence the high customer loyalty in consuming telecommunications brands.

H3 : Perceived Value has a positive and significant effect on Brand Loyalty in telecommunications
services in Aceh Province.

2.6.4 Relationship between Customer Satisfaction and Brand Loyalty

Theoretically, it can be argued that customer satisfaction is a key influence on consumer
purchasing behavior, which can lead to high customer loyalty in certain brands (Wongsuchat &
Ngamyan, 2014; Yeboah-Asiamah, Nimako, Quaye, & Buame, 2016). Over several decades, customer
satisfaction predictors have been able to increase brand loyalty (Afifah & Asnan, 2015; Ahmed et al.,
2014). Customers who are satisfied after consuming the brand will have an impact on loyalty (Rahmani
et al., 2017). These findings have validated previous studies showing that satisfaction has a significant
effect on brand loyalty (Mittal, 2016; Morgan et al., 2017).

It is almost the same with previous researchers (Barusman & Riorini, 2016; C. C. Chang, 2015;
Chua et al., 2015; Dehghan et al., 2015; Drennan et al., 2015; Oh, Chung, & Park, 2016) who also find
that customer satisfaction has a positive and significant effect on brand loyalty in examining the
conceptual model of brand loyalty of mobile phone users.
H4 : Customer Satisfaction has a positive and significant effect on Brand Loyalty in
telecommunications services in Aceh Province.

2.6.5 Relationship between Brand Trust and Brand Loyalty

The brand will have a reputation if the quality is always maintained consistently and has
credibility so that makes consumers interested in consuming it. Besides, the brand must also be able to
increase customer emotional involvement so that customers have a bond and are loyal to the brand
(Barusman & Riorini, 2016). Satisfaction driven by trust in a brand will better explain true loyalty.

Therefore, an understanding of customer loyalty to the brand is less than perfect without an
explanation of brand trust. Furthermore, (Hasan, Kiong, & Ainuddin, 2014) say that the shared trust and
the perceived value have a long-term relationship with the brand. The brand trust will ultimately direct
customers to their commitment and loyalty to the brand. Meanwhile, (Hou & Wonglorsaichon,
2016)states that brand trust has a positive effect on loyalty. It means that the perceived value is
objective and based on a rational process that determines whether the other party in the relationship can
be trusted.

H5 : Brand trust has a positive and significant effect on Brand Loyalty in telecommunications services
in Aceh Province.



2.6.6Customer Satisfaction memediasi hubungan antara Perceived Value dengan Brand Loyalty

The indirect relationship between perceived value and consumer loyalty to the brand can occur
through the involvement of other variables such as satisfaction. Researchers, such as (Chua et al., 2015;
Lee, Moon, Kim, & Yi, 2015; Seiler, Rudolf, & Krume, 2013) say that satisfaction and trust are
mediating factors for the indirect effect between usability and brand loyalty.Other research (Moriuchi &
Takahashi, 2016) identifies the importance of the role of customer brand identification to build
customer brand loyalty through brand satisfaction and trust.Furthermore, (Hew, Lee, Ooi, & Lin, 2016)
claim that customer satisfaction can be a mediating variable in confirming and strengthening the
influence of all channels in the loyalty model for cellular phone brand users in Selangor, Malaysia.
Besides, (Oh et al., 2016; Rahmani et al., 2017)find that customer satisfaction mediates an indirect
relationship between perceived value and brand loyalty.

H6 : Customer Satisfaction can mediate well the relationship between perceived value and brand loyalty
in telecommunications services in Aceh Province.

2.6.7 Brand Trust memediasi hubungan antara Perceived Value dengan Brand Lotalty

The growth of the telecommunications industry has been predicted based on the high perceived
value of customers through an intermediary trust towards brand loyalty (Karjaluoto et al., 2012). The
ability of the trust variable to explain the indirect relationship between variables has been tested in
various contexts, including in explaining the indirect relationship between the perceived value of
customers to brand loyalty (Lee et al., 2015). Furthermore, (Moriuchi & Takahashi, 2016) identify the
importance of the role of customer brand identification to build customer brand loyalty through brand
trust variables.

Studies outside the telecommunications context (Bennur & Jin, 2017) find that customer trust
can be a strong predictor between hedonic utilitarian value and brand loyalty. Meanwhile, (Rahmani et
al., 2017) conclude that trust is a predictor of an indirect relationship between perceived value and
customer loyalty to brands. The utilitarian value is considered more important in building brand trust,
and function to increase consumer loyalty to the brand (Oh et al., 2016).

H7 : Brand Trust can mediate well the relationship between Perceived Value and Brand Loyalty in
telecommunications services in Aceh Province.
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Figure 1.
Proposed Conceptual Model

3. Research Methodology

This research is conducted on customers of the cellular phone service providers in Aceh
Province. The method used in analyzing data is a tiered structure model, and the hypotheses proposed
are examined using the SEM (Structural Equation Modeling) analysis technique operated through the
AMOS (Analysis of Moment Structure) program. SEM is used to see the relationship between variables
and measurement errors. Each variable is described in indicators and measured through a scale of 1-5
intervals.

The population in this study are customers or service users of cell phone providers. The
determination of the samples is done by taking into account the data analysis tool, namely structural
equation modeling (SEM) using the Amos 2.2. In determining the sample size for SEM, several
assumptions must be met, one of which depends on the method of estimating the sample size used (Hair
et al., 2010). By using the Maximum Likelihood (MLE) parameter method, the recommended sample



size is between 100-200. The number of samples is 304 respondents collected through the Google Form

tool.

4, Results

4.1 Characteristics of Respondents

Table 1 presents the profile of the respondents. Most of them are male (50.7%) with ages
between 18 and 30 years old (49.20%), have undergraduate education (52.69%), married (73.50%) and
work as Civil Servants (61.10%).

Table 1.
Sampel demographic
Characteristics

Demographic Characteristics Frequency Percentage
Gender

Male 169 55,6%
Female 135 44,4%
Total 304 100%
Age

<20 Tahun 47 15,5%
20 — 30 Tahun 85 28,0%
30 - 40 Tahun 140 46,1%
31-35 Tahun 20 9,1%
>40 Tahun 32 10,5%
Total 304 100%
Employment Status

Student (Pelajar/Mahasiswa) 83 27,3%
Government Employess (PNS) 91 29,9%
Entrepreneur (wiraswasta) 39 12,8%
Private Employess (Pegawai swasta) 76 25,0%
TNI/Polri 15 4,9%
Total 304 100%
Alasan Utama Penggunaan Merek

Lebih berkualitas 150 49,3%
Lebih Murah 45 14,8%
Mudah diperoleh 109 35,9%
Total 304 100%

4.2 Reliability and Validity of the Measurement Model

Statistical model measurements are in Table 2. CFA through SEM procedures is performed to
evaluate the reliability and validity of measurement instruments. All constructs are reliable because the
values of Cronbach and construct reliability are higher than 0.70, as recommended (Hair et al. 2014).
The validity of the instrument is measured using a Likert scale (scale 1-5). Discriminate Validity is
confirmed by Average Variance Extracted (AVE), as recommended (Malhotra, 2010).The AVE value
for each construct is greater than the value of the recommended shared variance that shows discriminant
validity. AVE values above 0.50 indicate convergent validity. The measurement model also shows Fit
statistically (see Table 3) with degrees of freedom (2 / df = 1.726), Tucker-Lewis index (TLI = 0.965),
comparative fit index (CFI = 0.969) and root mean square error of approximation ( RMSEA = 0.049)
and confirm the construct validity. Thus, it can be concluded that the model is statistically fit.

. - Composite Shared Cronbach
Contruct and item Factor loading Reliability AVE Variance Alpha
Perceived Value
Vall 0,782 0,929 0,686 0,570 0,940
Val2 0,844
Val3 0,842
Val5 0,863
Val6 0,829
Val9 0,807
Customer Satisfaction
Satl 0,807 0,920 0,697 0,848 0,912
Sat2 0,844
Sat3 0,883
Sat4 0,823
Sat5 0,816
Brand Trust
Trustl 0,706 0,872 0,584 0,377 0,873
Trust2 0,741
Trust3 0,791
Trust4 0,815
Trust5 0,740
Brand Loyalty
Loyl 0,862 0,944 0,707 0,695 0,942
Loy?2 0,855

Table 2.

Reliability and
Convergent and
Discriminant Validity
Result Summary




Loy3 0,853

Loy4 0,851
Loy5 0,879

Loy7 0,814

Loy9 0,765

Selected Indices Result Acceptable Level of Fit Source for Suggested Cut off

Normed y?/df 1.726 (x2/df) > 3; 5 Sometimes Permissible Hair et al. (2014), Malhotra

TH 0965 TLI>0.90 Goodness of fitﬂ?]t()jlii;
CFl 0.969 CF1>0.90 in the measurement
RMSEA 0.049 RMSEA < 0.05 good; 0.05 to 0.10 Acceptable model

Structural Model Analysis

Structural models are used to assess the relationships between constructs and to validate the
hypothesis of this study (H1-H4) that was formulated earlier. The theoretical model (see Figure 1) was
tested with the Amos SEM tool with maximum likelihood estimates of the model parameters. These
parameters include standardized regression weights (B) and significance values (P-values) from
different paths. The results of the analysis are presented in Table 5 and Figure 2. Table 5 and Figure 2
show the coefficient of standardized regression weights for the direct relationship between research
constructs and confirm the hypothesis relationship. First, there is a positive and significant relationship
between perceived value and customer satisfaction (B = 0.447, t = 5.926, p = 0.00).These results are
consistent with H1 and the hypothesis is accepted. Second, the test results determine that the perceived
value has a positive and significant effect on brand trust (§ = 0.247, t = 4.604, p = 0.000). These results
are consistent with H2 and the hypothesis is accepted. Third, customer satisfaction has a positive and
significant effect on brand loyalty with a value (f = 0.211, t =3.638, p = 000), which accepts H3.

Fourth, brand trust has a positive and significant effect on brand loyalty (p = 0.344, t = 0.3770,
p = 0.00). This result is consistent with the H4 statement, and the hypothesis is accepted. As shown in
Table 3, the structural model is also statistically fit, which is indicated by (¥2 / df = 1.726, TLI = 0.965,
CFI = 0.969, and RMSEA = 0.049). So, it concludes that the research model supports the data as
suggested byHair et al. (2010).

Research constructs Perceived_Value Brand_Trust Customer_Satisfaction LP
Perceived_Value 1.000
Tabel 4. Brand_Trust 0.305 1.000
Hubungan Customer_Satisfaction 0.370 0.113 1.000
antar konstruk ~ Brand Loyalty 0.165 0.283 0.264 1.000
. - Hipotheses
Hypotheses D[rect path t-Statistics Prolb ab':alty result (p <
Tabel 5 estimates () value (P) 0.05)
Hypothesis H1 : Perceived Value->Customer Satisfaction 0.443 5,860 0.000 Supported
testing and H2 : Perceived Value>Brand Trust 0.239 4,474 0.000 Supported
results for the H3 : Customer Satisfaction->Brand Loyalty 0.144 2,480 0.013 Supported
structural model H4 : Brand Trust->Brand Loyalty 0.271 3,031 0.002 Supported

H5 : Perceived Value - Brand Loyalty 0,270 3,918 0,000 Supported
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SEM model

Figure 2 shows the direct effect between latent variables to prove the hypothesis (H1, H2, H3, H4, and
H5) in this study. The result shows that perceived value has a positive and significant effect on
customer satisfaction, brand trust, and brand loyalty. Then, customer satisfaction and brand trust also
affect positively and significantly on brand loyalty. Furthermore, based on Figure 3, mediation testing
for H6 and H7 directly influences the shape of the mediation role.Figure 3 shows that customer
satisfaction and brand trust act as mediating variables as (Baron & Kenny, 1986) assessment criteria.
The results of the theoretical assessment by (Baron & Kenny, 1986) function to explain the role of
mediation, then all paths a, b, and ¢ must have a significantly lower value than alpha 0.05. For H6 and
H &, the significance values of paths a, b and c are lower than 0.05 (significant), So, it means that

customer satisfaction and brand trust mei e relationship between perceived value and brand
loyalty. 2= 0,443 SAT ™ b=o014e
Sh=0,58

Sa=0,76
P=0,00 P =0,000
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Discussions

The results show that telecommunications service customers in Aceh Province perceive that the
perceived value of the services used can affect customer satisfaction positively and significantly with a
coefficient value of 0.443. This study concludes that customers perceive well the products and services
provided by telecommunications service providers, and can encourage increased customer satisfaction
with products and service brands.Furthermore, the perceived value perceived by the customer is also
able to increase brand trust in the service brand with a coefficient value of 0.239. These findings are in



line with research (Berraies, Ben Yahia, & Hannachi, 2017; Carnevale, Loureiro, & Kabadayi, 2018),
which say that customer trust in telecommunications service brands is positively and significantly
related to products value.Then, perceived value also affects brand loyalty with a coefficient of 0.270.
This finding is in line with several previous empirical studies, such as (Chuah, Marimuthu,
Kandampully, & Bilgihan, 2017; Limpasirisuwan & Donkwa, 2017), which say that perceived value
significantly influences customer loyalty, and perceived value will usually increase customer
commitment to loyalty on brands (Berraies et al., 2017).

Then, in examining the effect of customer satisfaction on brand loyalty, it finds that customer
satisfaction can affect brand loyalty by 0.144. The results of this study reinforce the research (Chuah et
al., 2017; Diaz, 2017; Nobre & Silva, 2014), which indicated that customer satisfaction is an important
factor in strengthening customer loyalty to brands.This research also confirms that brand trust can
encourage an increase in the loyal attitude of telecommunications service customers, and is in line with
research (Berraies et al., 2017; Shi, Lin, Liu, & Hui, 2018), brand trust has a positive and significant
effect on brand loyalty. Therefore H1, H2, H3, H4, and H5 are accepted and indicate that perceived
value is a strong predictor for customer satisfaction and brand trust. Furthermore, customer satisfaction
and brand trust are predictors of brand loyalty (Dauch, 2016).This shows that the better the perceived
value of customers, the higher the satisfaction and trust of customers to the brand, and the more
customer loyalty to the telecommunications service brand in Aceh Province.

Furthermore, in examining the role of mediation shows that customer satisfaction can properly
mediate the relationship between value and loyalty. This finding confirms the study (Chuah et al., 2017;
Hew et al., 2016), which says that customer satisfaction is a mediating variable that can confirm the
effect of values in the telecommunications service brand user loyalty model. Several other studies also
find that satisfaction is a mediating variable between values and loyalty, such as (Ashraf, llyas, Imtiaz,
& Ahmad, 2018; Oh et al., 2016; Rahmani et al., 2017). Kemudian brand trust juga ditemukan berperan
sebagai variabel mediasi antara nilai dan loyalitas, dimana hasil penelitian ini sesuai dengan
kesimpulan(Chinomona, 2016; Limpasirisuwan & Donkwa, 2017)bahwa kepercayaan pelanggan dapat
berpengaruh sebagai variabel penting dalam membangun loyalitas pelanggan pada merek jasa
telekomunikasi.

Conclusions

This study aims to determine the effect of perceived value, customer satisfaction, brand trust on
brand loyalty in the telecommunications service industry in Aceh Province. The results of this study
indicate that perceived value has a positive and significant relationship to customer satisfaction and trust
and also to brand loyalty. Furthermore, the results of the study reveal that customer satisfaction and
brand trust have a relationship to the formation of customer loyalty attitudes in the brand of
telecommunications service providers.Then, in examining the indirect relationship, it shows that
customer satisfaction and brand trust can mediate well the relationship between perceived value and
brand loyalty. Finally, this research is expected to influence the development of the marketing strategy
of the telecommunications industry on an ongoing basis through the process of increasing customer
loyalty to the brand. The application of this guideline must enable the telecommunications industry as
one of the business actors that can drive the economic growth of Indonesia by increasing the use of
telecommunications services (especially cellular telephones) as an alternative media to support the
marketing of other products. This effort will enable the telecommunications industry to improve
business competitiveness through the involvement of information technology-based marketing media.

Theoretical implications

This research proposes theoretical and practical benefits. From a theoretical perspective, the
results of the study confirm that the measurement scale used to measure indicators of perceived value,
customer satisfaction, brand trust, and brand loyalty are reliable and valid statistically.This research
model is developed from theory and has been verified so that the research model can confirm the
relationship between perceived value constructs with customer satisfaction and brand trust and customer
satisfaction and brand trust toward brand loyalty of the telecommunications industry in Aceh Province.
It concludes that this study provides an important contribution to the relationship marketing theory by
exploring the relationship of variables in strengthening customer loyalty to the brand of
telecommunications service providers in Aceh Province.



From a practical perspective, the results of this study make an important contribution in helping
service providers and their customers to understand how perceived value affects customer satisfaction,
which in turn will lead to increased customer loyalty of corporate brands and telecommunications
products in Aceh Province in the long run. This study suggests that there is a positive relationship
between perceived value, customer satisfaction, brand trust, and brand loyalty, as strengthened by
empirical research (Gandhi, Sachdeva, & Gupta, 2019; Russell-Bennett, McColl-Kennedy, & Coote,
2007).

Managerial implications

First, telecommunications service providers must pay attention to various important factors
such as value, customer satisfaction, and trust in their brands to increase customer loyalty to companies
and brands. Increasing the value of products and services will have an impact on high customer
satisfaction so that it can foster the brand trust of customers. In the long run, all these factors will
greatly benefit telecommunications service providers because the company can improve and maintain
loyalty. To achieve this, service providers need to improve product performance and the ability of
service delivery employees. Such efforts tend to lead to beneficial results in the long run, such as
competitive advantage, increased market share, and increased customer relations. This finding can help
service providers in developing their marketing strategies through the delivery of customer value, high
satisfaction, and customer trust, which will ultimately affect the high customer loyalty to the company
and brand.

Second, service provider companies need to improve their marketing strategies by focusing on
increasing customer involvement in brands through customer relationships, product reviews, quality
assurance, and trust as a strategy to increase customer repurchase intentions. Therefore, this strategy is
expected to be able to equip service providers about determinants that stimulate customer loyalty with
ongoing purchase decisions.

Limitations and future research

This study aims to understand the process of forming brand loyalty and its antecedent
variableson the telecommunications industry in Aceh Province. As a result, this study has limitations in
the context of geography and the involvement of participants in research, and the use of research
variables. Therefore, further research must be carried out in a wider geographic area and involve more
participants and other research variables such as customer service quality and price as important factors
in service marketing activities, especially telecommunications service businesses with high levels of
competition.
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