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ABSTRACT: 
 
Aims: This study aims to determine the mediating effect of customer satisfaction and brand 
trust between perceived value and brand loyalty of telecommunications services. 
Study design:  Research paper. 
Place and Duration of Study: This research was conducted on telecommunication service 
product users in Aceh province, between 2019 to 2021. 
Methodology: The population in this study is telecommunication service customers in Aceh 
Province. Meanwhile, the sampling method used a purposive sampling approach, with a total 
sample of 304 telecommunication service users. The data analysis method used in this 
study is a quantitative approach consisting of Structural Equation Modeling (SEM) with Amos 
2.2 and Sobel Test for testing the mediating effect. 
Results: This study finds that perceived value significantly influences customer satisfaction 
and brand trust (P-Value 0,000), 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 (P-Value 0,000 and 0,013). 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, perceived value also affects directly and 
indirectly brand loyalty through customer satisfaction and brand trust. 
Conclusion: The results showed that perceived value, customer satisfaction, and brand 
trust had a significant effect on brand loyalty to telecommunication services in Aceh 
Province. Furthermore, customer satisfaction and brand trust can mediate the relationship 
between perceived value and brand loyalty of telecommunication services in Aceh Province. 
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1. Introduction  11 

The internet users also experienced an increase during 2016-2020, as indicated by the increase in the 12 
percentage of the population who accessed the internet in 2016 by around 25.37 percent to 53.73 percent in 13 
2020. The high number of Internet users as a basis for telecommunications services has been able to boost 14 
state revenues other than taxes to 97.4% (YoY) (Indrawati, 2021). This growth in internet use was also followed 15 
by population growth which using cell phones in 2020 reached 62.84 percent (Badan Pusat Statistik (BPS), 16 
2020). The high growth of Indonesian cellular telephone customers can drive the growth of the cellular phone 17 
market share to be higher and can make Indonesia one of the potential areas for the telecommunications 18 
market. A customer is an important unit in telecommunications services that operates in a competitive brand 19 
environment, where telecommunications brand service providers need to be aware of various factors driving 20 
customer loyalty to a brand to build effective business strategies for customer retention (Lim, Widdows, & Park, 21 
2006). The researchers find that dissatisfied customers tend to communicate their bad experiences to an 22 
average of 5 to 15 people, and 13% of them continue negative promotions to more than 10 potential customers 23 
(Harari, 1997). The worst part is when dissatisfied customers take action as soon as possible to move (customer 24 
churn) by bringing negative experiences through word of mouth communication and the average level of brand 25 
telecommunications company switching each year between 10 to 67 percent (Andres Kuusik & Varblane, 2009). 26 
 27 



 

 

The managers of the service industry company try to create profitable strategies for the company and try to 28 
maintain customer loyalty to the brand to develop a larger market share. Brand loyalty is a general marketing 29 
concept that pays attention to the development of long-term relationships between customers and brands 30 
(Altangerel & Munkhnasan, 2019). Their main concern is focused on customer loyalty through developing 31 
strategies to increase customer perceived value and increase customer satisfaction and build brand trust 32 
(Rasheed & Abadi, 2014). Some researchers have proven that consumer loyalty to brands can be identified 33 
through various variables, such as the research of (Atulkar, 2020) found that brand loyalty is directly or indirectly 34 
influenced by emotional value variables such as perceived quality, perceived value, customer satisfaction, and 35 
perceived differentiation but is also directly influenced by the brand trust. According to (DAM, 2020), perceived 36 
value and brand trust can significantly increase brand preferences and consumer purchase intentions. The 37 
results of other studies indicate that customer satisfaction has a direct effect on brand loyalty, and can indirectly 38 
mediate the effect of perceived value and brand trust on brand loyalty (Kataria & Saini, 2020). Meanwhile, in the 39 
digital marketing concept, e-trust has a significant effect on e-loyalty (Chalirafi, Matriadi, Munandar, Sutriani, & 40 
Mariana, 2021). In a study, (Pandey, Tripathi, Jain, & Roy, 2019) found that the impact of customer satisfaction, 41 
trust, loyalty, and perceived value on brand loyalty varied according to the nature of products. This study aims to 42 
determine the mediating effect of customer satisfaction and brand trust between perceived value and brand 43 
loyalty of telecommunications services. 44 

 45 

2. Material And Methodology  46 

2.1 Perceived Value 47 

To meet his needs, the customer will choose a product from several other products because they believe that 48 
the selected product will provide better value. In general, most research that studied the relationship between 49 
customer perceived value, customer satisfaction, and loyalty has considered customer perceived value as a 50 
unidimensional construct with emphasis on value for money (El-Adly, 2019). In competitive marketing practice, 51 
(Alzoubi, Alshurideh, Kurdi, & Inairat, 2020) identify customer segments through perceived value, although 52 
previous researchers have often ignored the effect of perceived value on brand loyalty, and perceived value can, 53 
directly and indirectly, improve the image and reputation of the company (Özkan, Süer, Keser, & Kocakoç, 54 
2020). Perceived Value has been generally defined as “the customers’ overall assessment of a product or a 55 
service utility based on their perception of what is received and what is given (Hamouda, 2019). The value 56 
perceived by a customer results from the interaction between the value produced by each experience and the 57 
given customer's personal preferences (Chen & Lin, 2019). And for customers, service excellence reflects the 58 
service that customers expect from the brand. 59 
  60 
Providing superior customer value will have a positive effect on customers and high customer value will be 61 
related to strong customer orientation. Most of the empirical studies in the telecommunications industry assess 62 
perceived service value (perceived service value) related to the evaluation of other service constructs such as 63 
customer satisfaction (Danish, Himayon, Iqbal, Raza, & Shahid, 2018; Nurysh, Naghavi, Chan, & Fah, 2019), 64 
brand trust (Kungumapriya & Malarmathi, 2018), and matters relating to service outcomes, especially brand 65 
loyalty (Kungumapriya & Malarmathi, 2018). Several other research findings say that value can drive customer 66 
satisfaction and trust in brands (Nikhashemi, Valaei, Rezaei, & Bressolles, 2020), and customer satisfaction and 67 
brand trust also affect brand loyalty (DURUKAN, 2020; Pandey et al., 2019). 68 
 69 
In the telecommunications industry, increasing customer satisfaction is a major determinant of financial 70 
performance in competitive markets (Kungumapriya & Malarmathi, 2018). If customers feel the perceived value 71 
and high trust, they will repurchase the brand. Furthermore, a perceived value significantly affects customer 72 
satisfaction and loyalty (Ilyas, Munir, Tamsah, Mustafa, & Yusriadi, 2021). This finding is in line with the study 73 
(Kungumapriya & Malarmathi, 2018), which found that the perceived value can directly influence brand trust or 74 
by involving customer satisfaction as a mediating variable in measuring brand loyalty. Accordingly, for this study, 75 
it is hypothesized in the context of telecommunication services: 76 

H1: Perceived value has a positive and significant effect on customer satisfaction in telecommunications 77 
services in Aceh Province. 78 

H2: Perceived value has a positive and significant effect on brand trust in telecommunications services in Aceh 79 
Province. 80 



 

 

H3: Perceived value has a positive and significant effect on brand loyalty in telecommunications services in Aceh 81 
Province. 82 

2.2 Customer Satisfaction 83 

Customer satisfaction is one of the objectives of marketing activities, which connects the purchasing and 84 
consumption process with the phenomenon of post-purchase. Customer satisfaction can be defined as, to 85 
please and satisfying the consumer for the service or product a brand is providing (Waqar & Khan, 2020). 86 
Satisfying customers is the key to a successful business (Özkan et al., 2020). Satisfaction is the response of 87 
consumers to meeting their needs (Lacap, Cham, & Lim, 2021). Satisfying customers is an important element in 88 
the marketing concept (Kotler & Armstrong, 2010), because it can influence future consumer buying behavior, 89 
and can affect profitability. so, according to (Jamshidi & Rousta, 2021) in various contexts, customer satisfaction 90 
is the main key to brand loyalty. 91 

According to (Lee, Cai, DeFranco, & Lee, 2020), satisfaction is a combination of customer emotions and 92 
cognition after product use, or often referred to as brand response by consumers. Satisfaction is the level where 93 
customers feel happy after using a product that suits the needs and desires of customers (Diputra & Yasa, 94 
2021). Consumer satisfaction or dissatisfaction is the response to the evaluation of discrepancies or perceived 95 
disconfirmation between previous expectations and the actual performance of the products felt after use. 96 
Customer satisfaction is important for a company because of its effect on customer perception(Hamzah & 97 
Shamsudin, 2020). Loyal customers can be the core for a business to build its brand and improve company 98 
performance (Aminuddin Mohd Don Basari & Farid Shamsudin, 2020). Overall, the researchers agree that 99 
customer satisfaction does not only determine brand loyalty but also mediates the relationship between service 100 
quality, perceived value, and brand image on brand loyalty. 101 

Furthermore, (Bayraktar, Tatoglu, Turkyilmaz, Delen, & Zaim, 2012) claimed from various literature on customer 102 
satisfaction that various customer satisfaction models have been developed based on various cumulative views 103 
on satisfaction. For this purpose, many Customer Satisfaction Indexes have been designed, among which the 104 
most prominent are the Swedish Customer Satisfaction Barometer (SCSB), the American Customer Satisfaction 105 
Index (ACSI), and the European Customer Satisfaction Index (ACSI). Past literature confirmed that customer 106 
satisfaction is the important determinant of customer loyalty: If the customers are satisfied with the services of 107 
the firm, the result is that they will make repeat purchases (Islam et al., 2021). Then, to support this research, 108 
several empirical research results were presented, such as: (Budi, Hidayat, & Mani, 2021; Ofosu-boateng & 109 
Agyei, 2020), which revealed a strong positive relationship between customer satisfaction and loyalty. Thus, this 110 
study hypothesizes that: 111 
 112 
H4: Customer Satisfaction has a positive and significant effect on brand loyalty in telecommunications services 113 

in Aceh Province. 114 

2.3 Brand Trust  115 

Trust is the basic structure of business activities. Business transactions that occur between two or more parties 116 
will occur if each party trusts one another. Trust cannot just grow in someone and be recognized by other parties 117 
(business partners), but must be built from scratch and can be proven. Creating customer trust is essential for a 118 
business organization since it is considered an important element for successful relationships. Previous studies 119 
identified that, conceptually, trust is an antecedent of loyalty (Hapsari, Hussein, & Handrito, 2020). Brand trust is 120 
built and developed through direct customer experience through brands (Wijaya, Surachman, & Mugiono, 2020), 121 
and according to (Melewar, Kitchen, Foroudi, Gupta, & Foroud, 2017; Nikhashemi et al., 2020), trust can be 122 
linked to consumer perceptions about the company's ability to meet customer loyalty. Accordingly, brand trust is 123 
fulfilling the promises offered to customers, meeting the needs at the expected level, and acting in favor of the 124 
customer in the case of potential risk (DURUKAN, 2020). So, it concludes that trust and loyalty have a direct 125 
relationship with repurchase decisions.  126 

Furthermore, In a study, (Pandey et al., 2019) found that the impact of trust significantly on brand loyalty of 127 
products. Trust is a willingness to depend on an exchange partner that someone trusts (Hossaina, Kimb, 128 
Jahanc, & Mind, 2018). According to (Davis, 2017) three factors shape a person's trust in another individual or 129 
organization, namely ability, benevolence, and integrity. Trust in a relationship can be based on rational 130 
cognitive performance evaluation and based on emotional and affective responses (Khawaja, Ali, & Mostapha, 131 



 

 

2021; Zur, Leckie, & Webster, 2012), and (Bilgihan, 2016; Chalirafi et al., 2021) concludes that trust is the most 132 
important antecedent of e-loyalty for young customers. Thus, this study hypothesizes that: 133 

H5: Brand trust has a positive and significant effect on Brand Loyalty in telecommunications services in Aceh 134 
Province 135 

2.4 Brand Loyalty 136 

Brand loyalty is a concept that has garnered a lot of interest over the past few decades, with many companies 137 
trying to build brand loyalty from their consumers (Russell-Bennett, Härtel, & Worthington, 2013). Brand loyalties 138 
occur when consumers observe that the products of the brand are high quality and their prices are reasonable to 139 
buy. Brand loyalty also describes the strength of the brand (Mehta, Khan, Butt, Tariq, & Khalid, 2021). According 140 
to (Jamshidi & Rousta, 2021; Oliver, 1999; Omar, 2020) brand loyalty is a very strong commitment to 141 
consistently return or replace selected products/services in the future and cause repeated brand or brand 142 
purchases despite situational influences and marketing efforts that have the potential to cause switching 143 
behavior. High brand loyalty can increase trade and can attract new customers because they have the belief that 144 
buying branded products minimally reduces risk. According to (Ahmad, Ahmad, & Nadeem, 2014), building 145 
brand loyalty can be conducted through brand credibility and brand awareness. In addition, providing mobile 146 
applications allow customers to engage with the brand every day and create brand loyalty (YUSUFF & 147 
ODUBANJO, 2020).  148 
 149 

2.5 Research conceptual framework 150 

 151 

 152 
Fig 1. Proposed Conceptual Model 153 

 154 

2.6 Research Methods 155 

This research is causality associative research, which is research that aims to analyze the relationship between 156 
the independent variable and the dependent variable. The research location is in Aceh Province and the 157 
population in this study are users of telecommunication services from 2018 to 2021. 158 
 159 
The sampling method uses a purposive sampling technique. the number of samples in this study was 304 users 160 
of telecommunication services and data collection was carried out through questionnaires using the google 161 
forms application. The data analysis tool uses structural equation modeling (SEM) Amos 2.2. data analysis 162 
begins with testing the validity and reliability of the data.  163 
 164 

3. Results And Discussion 165 

3.1 Characteristics of Respondents  166 

Table 1 presents the profile of the respondents. Most of them are male (50.7%) with ages between 18 and 30 167 
years old (49.20%), have undergraduate education (52.69%), are married (73.50%), and work as Civil Servants 168 
(61.10%). 169 

Table 1. Respondent of Characteristics 170 



 

 

Demographic Characteristics Frequency Percentage 

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

Age   
<20 years 47 15,5% 
20 – 30 years 85 28,0% 
30 – 40 years 140 46,1% 
31 – 35 tears 20 9,1% 
>40 years 32 10,5% 
Total 304 100% 

Employment Status   
Students 83 27,3% 
Government Employees 91 29,9% 
Entrepreneur 39 12,8% 
Private Employess  76 25,0% 
Indonesian National Army/Police 15 4,9% 
Total  304 100% 

Main Reasons for Using 
Telecommunication Service 
Marks 

  

More quality 150 49,3% 
Low price 45 14,8% 
Products Easy to get 109 35,9% 
Total 304 100% 

                      Source: SPSS data processing results, 2021  171 

3.2  Reliability and Validity of the Measurement Model 172 

Statistical model measurements are in Table 2. CFA through SEM procedures is performed to evaluate the 173 
reliability and validity of measurement instruments. All constructs are reliable because the values of Cronbach 174 
and construct reliability are higher than 0.70, and the validity of the instrument is measured using a Likert scale 175 
(scale 1-5). Discriminant Validity is confirmed by Average Variance Extracted (AVE), as recommended (Joseph 176 
F. Hair, Black, Babin, & Anderson, 2018). The AVE value for each construct is greater than the value of the 177 
recommended shared variance that shows discriminant validity. AVE values above 0.50 indicate convergent 178 
validity. The measurement model also shows Fit statistically (see Table 3) with degrees of freedom (χ2 / df = 179 
1.726), Tucker-Lewis index (TLI = 0.965), comparative fit index (CFI = 0.969) and root mean square error of 180 
approximation (RMSEA = 0.049) and confirm the construct validity. Thus, it can be concluded that the model is 181 
statistically fit. 182 
 183 

Table 2. Reliability and Convergent and Discriminant Validity result Summary 184 

Contruct and item 
Factor 
loading 

Composite 
Reliability 

AVE 
Shared 

Variance 
Cronbach 

Alpha 

Perceived Value 

Val1 
Val2 
Val3 
Val5 
Val6 
Val9 

 
0,782 
0,844 
0,842 
0,863 
0,829 
0,807 

 

 
0,929 

 
0,686 

 
0,570 

 
0,940 

Customer Satisfaction 
Sat1 
Sat2 
Sat3 
Sat4 
Sat5 

 
0,807 
0,844 
0,883 
0,823 
0,816 

 

 
0,920 

 
0,697 

 
0,848 

 
0,912 



 

 

Contruct and item 
Factor 
loading 

Composite 
Reliability 

AVE 
Shared 

Variance 
Cronbach 

Alpha 

Brand Trust 

Trust1 
Trust2 
Trust3 
Trust4 
Trust5 

 
0,706 
0,741 
0,791 
0,815 
0,740 

 

 
0,872 

 
0,584 

 
0,377 

 
0,873 

Brand Loyalty 
Loy1 
Loy2 
Loy3 
Loy4 
Loy5 
Loy7 
Loy9 

 
0,862 
0,855 
0,853 
0,851 
0,879 
0,814 
0,765 

 
0,944 

 
0,707 

 
0,695 

 
0,942 

     Source: SEM Amos data processing Result, 2021 185 
 186 

Table 3. The goodness of fit indices in the measurement model 187 

Selected 
Indices 

Result 
Outcome 

Acceptable Level of Fit Source for Suggested 
Cut off Limits Normed χ

2
/df 1.726 (χ2/df) ≥ 3; 5 Sometimes Permissible Hair et al. (2014), 

Malhotra (2010) TLI 0.965 TLI > 0.90  

CFI 0.969 CFI > 0.90  

RMSEA 0.049 RMSEA < 0.05 good; 0.05 to 0.10 
Acceptable 

 

    Source: SEM Amos data processing Result, 2021 188 

3.3 Structural Model Analysis 189 

Structural models are used to assess the relationships between constructs and to validate the hypothesis of this 190 
study (H1-H5) that was formulated earlier. The theoretical model (see Figure 1) was tested with the Amos SEM 191 
tool with maximum likelihood estimates of the model parameters. These parameters include standardized 192 
regression weights (β) and significance values (P-values) from different paths. The results of the analysis are 193 
presented in Table 5 and Figure 2. Table 5 and Figure 2 show the coefficient of standardized regression weights 194 
for the direct relationship between research constructs and confirm the hypothesis relationship. First, there is a 195 
positive and significant relationship between perceived value and customer satisfaction (β = 0.447, t = 5.926, p = 196 
0.00). These results are consistent with H1 and the hypothesis is accepted. Second, the test results determine 197 
that the perceived value has a positive and significant effect on brand trust (β = 0.247, t = 4.604, p = 0.000). 198 
These results are consistent with H2 and the hypothesis is accepted. Third, perceived value has a positive and 199 
significant effect on brand loyalty with a value (β = 0.211, t = 3.638, p = 000), which accepts H3. 200 
 201 
Fourth, Customer satisfaction has a positive and significant effect on brand loyalty (β = 0.344, t = 0.3770, p = 202 
0.00). This result is consistent with the H4 statement, and the hypothesis is accepted. And the fifth, Brand trust 203 
has a positive and significant effect on brand loyalty (β = 0.344, t = 0.3770, p = 0.00). This result is consistent 204 
with the H4 statement, and the hypothesis is accepted. As shown in Table 3, the structural model is also 205 
statistically fit, which is indicated by (χ2 / df = 1.726, TLI = 0.965, CFI = 0.969, and RMSEA = 0.049). So, it 206 
concludes that the research model supports the data as suggested by (Joseph F. Hair et al., 2018). 207 
 208 

Table 4. Relationships between constructs 209 

Research constructs Perceived_Value Brand_Trust Customer_Satisfaction LP 

Perceived_Value 1.000    
Brand_Trust 0.305 1.000   
Customer_Satisfaction 0.370 0.113 1.000  
Brand Loyalty 0.165 0.283 0.264 1.000 

Source: SEM Amos data processing Result, 2021 
 

Table 5. Hypothesis testing and results for the structural model 

Hypotheses Direct t- Probability Hipotheses 



 

 

path 
estimates 

(β) 

Statistics value (P) result (p < 
0.05) 

H1 : Perceived Value  Customer Satisfaction 0.443 5,860 0.000 Supported  
H2 : Perceived Value  Brand Trust 0.239 4,474 0.000 Supported 
H3 : Customer Satisfaction  Brand Loyalty 0.144 2,480 0.013 Supported 
H4 : Brand Trust  Brand Loyalty 0.271 3,031 0.002 Supported  
H5 : Perceived Value  Brand Loyalty 0,270 3,918 0,000 Supported 

Source: SEM Amos data processing Result, 2021 210 
 211 
Figure 2 shows the direct effect between latent variables to prove the hypothesis (H1, H2, H3, H4, and H5) in 212 
this study. The result shows that perceived value has a positive and significant effect on customer satisfaction, 213 
brand trust, and brand loyalty. Then, customer satisfaction and brand trust also affect positively and significantly 214 
brand loyalty. 215 
 216 

 217 

 218 
Fig 2. Full Research Model 219 

Source: SEM Amos data processing Result, 2021 220 

Furthermore, based on Figure 3, mediation testing for H6 and H7 directly influences the shape of the mediation 221 
role. Figure 3 shows that customer satisfaction and brand trust act as mediating variables as (Baron & Kenny, 222 
1986) assessment criteria. The results of the theoretical assessment by (Baron & Kenny, 1986) function to 223 
explain the role of mediation, then all paths a, b, and c must have a significantly lower value than alpha 0.05. For 224 
H6 and H7, and the significant values of paths a, b and c are lower than 0.05 (significant), So, it means that 225 
customer satisfaction and brand trust mediate well the relationship between perceived value and brand loyalty. 226 

 227 

Fig 3. Customer Satisfaction Mediation Model 228 
Source: Sobel Test Calculator 229 



 

 

 230 
 Fig 4. Customer Satisfaction Mediation Model 231 

Source: Sobel Test Calculator 232 
 233 

3.4 Results and Discussions 234 

 235 
The results show that telecommunications service customers in Aceh Province perceive that the perceived value 236 
of the services used can affect customer satisfaction positively and significantly with a coefficient value of 0.443. 237 
This study concludes that customers perceive well the products and services provided by telecommunications 238 
service providers, and can encourage increased customer satisfaction with products and service brands. 239 
Furthermore, the perceived value perceived by the customer is also able to increase brand trust in the service 240 
brand with a coefficient value of 0.239. These findings are in line with research (Berraies, Ben Yahia, & 241 
Hannachi, 2017; Carnevale, Loureiro, & Kabadayi, 2018; Khawaja et al., 2021; Wijaya et al., 2020), which say 242 
that customer trust in telecommunications service brands are positively and significantly related to products 243 
value. Then, perceived value also affects brand loyalty with a coefficient of 0.270. This finding is in line with 244 
several previous empirical studies, such as (Chen & Lin, 2019; Chuah, Marimuthu, Kandampully, & Bilgihan, 245 
2017; Ilyas et al., 2021; Limpasirisuwan & Donkwa, 2017), which say that perceived value significantly 246 
influences customer loyalty, and perceived value will usually increase customer commitment to loyalty on brands 247 
(Berraies et al., 2017). 248 
 249 
Then, in examining the effect of customer satisfaction on brand loyalty, it finds that customer satisfaction can 250 
affect brand loyalty by 0.144. The results of this study reinforce the research (Chen & Lin, 2019; Hamouda, 251 
2019; Khawaja et al., 2021; Mehta et al., 2021), which indicated that customer satisfaction is an important factor 252 
in strengthening customer loyalty to brands. This research also confirms that brand trust can encourage an 253 
increase in the loyal attitude of telecommunications service customers, and is in line with research (Atulkar, 254 
2020; Berraies et al., 2017; Hapsari et al., 2020; Shi, Lin, Liu, & Hui, 2018), brand trust has a positive and 255 
significant effect on brand loyalty. Therefore H1, H2, H3, H4, and H5 are accepted and indicate that perceived 256 
value is a strong predictor for customer satisfaction and brand trust. Furthermore, customer satisfaction and 257 
brand trust are predictors of brand loyalty (Dauch, 2016). This shows that the better the perceived value of 258 
customers, the higher the satisfaction and trust of customers to the brand, and the more customer loyalty to the 259 
telecommunications service brand in Aceh Province. 260 
 261 
Furthermore, examining the role of mediation shows that customer satisfaction can properly mediate the 262 
relationship between value and loyalty. This finding confirms the study (Chen & Lin, 2019; Chuah et al., 2017; 263 
Hamouda, 2019; Hasan, Uddin, Alim, Azad, & Ali, 2020; Hew, Lee, Ooi, & Lin, 2016), which says that customer 264 
satisfaction is a mediating variable that can confirm the effect of values in the telecommunications service brand 265 
user loyalty model. Several other studies also find that satisfaction is a mediating variable between values and 266 
loyalty, such as (Ashraf, Ilyas, Imtiaz, & Ahmad, 2018; Oh, Chung, & Park, 2016; Rahmani, Ranjbar, Gara, & 267 
Gorji, 2017). Then brand trust was also found to play a role as a mediating variable between value and loyalty, 268 
where the results of this study are by the conclusion (Inegbedion & Obadiaru, 2019; Wijaya et al., 2020) that 269 
customer trust can have an effect as an important variable in building customer loyalty in telecommunication 270 
service brands. 271 
 272 

CONCLUSIONS 273 

 274 
This study aims to determine the effect of perceived value, customer satisfaction, brand trust on brand loyalty in 275 
the telecommunications service industry in Aceh Province. The results of this study indicate that perceived value 276 
has a positive and significant relationship to customer satisfaction and trust and also to brand loyalty. 277 
Furthermore, the results of the study reveal that customer satisfaction and brand trust have a relationship to the 278 
formation of customer loyalty attitudes in the brand of telecommunications service providers. Then, in examining 279 
the indirect relationship, it shows that customer satisfaction and brand trust can mediate well the relationship 280 



 

 

between perceived value and brand loyalty. Finally, this research is expected to influence the development of 281 
the marketing strategy of the telecommunications industry on an ongoing basis through the process of 282 
increasing customer loyalty to the brand. The application of this guideline must enable the telecommunications 283 
industry as one of the business actors that can drive the economic growth of Indonesia by increasing the use of 284 
telecommunications services (especially cellular telephones) as an alternative media to support the marketing of 285 
other products. This effort will enable the telecommunications industry to improve business competitiveness 286 
through the involvement of information technology-based marketing media. 287 

 288 

Theoretical Implications 289 

 290 
This research proposes theoretical and practical benefits. From a theoretical perspective, the results of the study 291 
confirm that the measurement scale used to measure indicators of perceived value, customer satisfaction, brand 292 
trust, and brand loyalty are reliable and valid statistically. This research model is developed from theory and has 293 
been verified so that the research model can confirm the relationship between perceived value constructs with 294 
customer satisfaction and brand trust and customer satisfaction and brand trust toward brand loyalty of the 295 
telecommunications industry in Aceh Province. It concludes that this study provides an important contribution to 296 
the relationship marketing theory by exploring the relationship of variables in strengthening customer loyalty to 297 
the brand of telecommunications service providers in Aceh Province. 298 
 299 
From a practical perspective, the results of this study make an important contribution in helping service providers 300 
and their customers to understand how perceived value affects customer satisfaction, which in turn will lead to 301 
increased customer loyalty of corporate brands and telecommunications products in Aceh Province in the long 302 
run. This study suggests that there is a positive relationship between perceived value, customer satisfaction, 303 
brand trust, and brand loyalty, as strengthened by empirical research (Gandhi, Sachdeva, & Gupta, 2019; 304 
Russell-Bennett, McColl-Kennedy, & Coote, 2007). 305 
 306 

Managerial Implications 307 

 308 

 First, telecommunications service providers must pay attention to various important factors such as 309 
value, customer satisfaction, and trust in their brands to increase customer loyalty to companies and brands. 310 
Increasing the value of products and services will have an impact on high customer satisfaction so that it can 311 
foster the brand trust of customers. In the long run, all these factors will greatly benefit telecommunications 312 
service providers because the company can improve and maintain loyalty. To achieve this, service providers 313 
need to improve product performance and the ability of service delivery employees. Such efforts tend to lead to 314 
beneficial results in the long run, such as competitive advantage, increased market share, and increased 315 
customer relations. This finding can help service providers in developing their marketing strategies through the 316 
delivery of customer value, high satisfaction, and customer trust, which will ultimately affect the high customer 317 
loyalty to the company and brand. 318 
 Second, service provider companies need to improve their marketing strategies by focusing on 319 
increasing customer involvement in brands through customer relationships, product reviews, quality assurance, 320 
and trust as a strategy to increase customer repurchase intentions. Therefore, this strategy is expected to be 321 
able to equip service providers with determinants that stimulate customer loyalty with ongoing purchase 322 
decisions. 323 

 324 

Limitation And Future Research 325 

 326 
This study aims to understand the process of forming brand loyalty and its antecedent variables on the 327 
telecommunications industry in Aceh Province. As a result, this study has limitations in the context of geography 328 
and the involvement of participants in research, and the use of research variables. Therefore, further research 329 
must be carried out in a wider geographic area and involve more participants and other research variables such 330 
as customer service quality and price as important factors in service marketing activities, especially 331 
telecommunications service businesses with high levels of competition. 332 
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Suggestion 339 

This research is also expected to make an important contribution to the development of a new, comprehensive, 340 
and dynamic model involving emotional factors (customer satisfaction), relational (brand trust) as a mediating 341 
variable, and brand loyalty in the context of telecommunications services, especially in the telecommunications 342 
market area in Aceh Province. 343 
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