
Qualitative and Quantitative Research Review, Vol.1, Issue 3, 2016. 
ISSN No: 2462-1978  

eISSN No:: 2462-2117 

 

47 
 

THE INFLUENCE OF BRAND IMAGE, CUSTOMER VALUE, 

EXCELLENT SERVICE, AND CUSTOMER EXPERIENCE 

TOWARDS CUSTOMER SATISFACTION AND ITS  

IMPACT ON CUSTOMER LOYALTY AMONG 

TELECOMMUNICATION INDUSTRY IN SOUTH SULAWESI 

 
 

ANSIR LAUNTU 

STIEM Bongaya Makassar 

 

ABSTRACT 

Brand image is an influential factor on lustomer loyalty, among 

customers in acrtoss the Telecommunications Industry. This study aims 

to analyze, the influence of brand image, customer value, excellent 

service, and customer experience to customer satisfaction, and on 

customer loyalty, which influence customer satisfaction. This study 

examined the relationship between independednt and dependent 

variables through explanatory research. The location of this research 

was in Pare-Pare in South Sulawesi, Makassar and Bulukumba region 

of Indonesia, with the target population of customers who have used 

atleast a mobile card. Measurement of the variables was done using a 

Likert scale and the data were analyzed using Structural Equation 

Modeling (SEM). These results indicate that there are nine point direct 

influences. Six lanes significant influence that the brand image, 

customer value, excellent service and customer experience on  

customer satisfaction and customer loyalty; customer experience and 

customer satisfaction on customer loyalty and among the hypothesis, 

three were not significant, which the brand image, customer value and 

excellent service to customer loyalty. Further brand image, customer 

value, excellent service and the customer experience had significant 

indirect on influence customer loyalty through customer satisfaction. 

Based on the result it is suggested that the brand image, customer 

value, excellent service and customer experience have a dominant 

influence on customer satisfaction and that should be maintained.  

While the brand image, customer value, excellent service and customer 

experiences were at low level on customer loyalty that needs to be 
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improved for better customer loyalty telecommunications industry in 

South Sulawesi. 

 

Keywords: Brand Image, Customer Value, Excellent Service,  

Customer Experience, Customer Satisfaction, Customer 

Loyalty 

BACKGROUND OF THE STUDY 

The nature and future of telecommunication industry is turned to be 

more competieve and it is much acceptable to people from rural and 

urban areas. The development of mobile telecommunications 

technology has a short time frame, moves fast and offers ease that 

usually leave customer choice, with advantages of longer durabiulity 

and with cheap cost. This brings the impact of changes in the value 

system in the aspects of human life, the transparency on the 

developmental aspects of social, political, cultural, and economic 

realm. In the current era of globalization, and as a consequence of an 

era of openness or free markets, the competition in the 

telecommunications world is more and more stringent. These situations 

persuade telecommunications companies in the country to adapt 

changes in various aspects of operations. In an effort to retain 

customers, companies need to strive to create customer loyalty. 

Customer loyalty by Andreassen and Lindestad (1998: 12) is reflective 

of psychological commitment to a particular brand. Interest repurchase 

and the desire to maintain a positive interaction "word of mouth", 

which is one indication of customer loyalty. Customer loyalty 

associated with the services of a company. Customers will be loyal if 

they are satisfied and will continue to work closely on an ongoing 

basis. Meanwhile the company tends to make customers feel satisfied 

an active strategy to maintain customer loyalty. (Margaretha, 2004, 

297). The companies are in need to realize in this context that the loyal 

attitude alone is not enough to ensure the survival of the company, 

because the loyal attitude may or may not have affect on sales and 

profit figures. (Buttle, 2004). Therefore, many companies have 

concluded for progressively adapting customer retention techniques in 

order to improve company performance (Hennig-Thurau and Klee, 

1997). This paetticular study looks at the effect of Brand Image, 
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Customer Value, Excellent Service, Customer Experience, on 

Customer Satisfaction and Customer Loyalty.  

LITERATURE REVIEW 

Researches Accomplished 

Past research aims to obtain a comparison and reference materials, as 

well as a means to avoid contention in common with other researchers. 

Subsequently in this literature review, the researchers included previous 

researches, which include Syafei (2005), Pribanus Wantara ( 2009), 

Jeffry Tjenderas (2006), Rima Zhuhriah (2009), Bambang Pujadi 

(2010), Rahma (2007), Ratri (2007), Nuraini (2010), Siti (2010), Fauzi 

(2010 ), Wahyu (2005), Palilati (2007), Zekiyatul (2009) Endraswati 

(2002), Balqis Diab (2009) Desrina (2010), Rismaria (2007), Zuhri 

(2010), Ilham ( 2004), Amrih (2009), Ballerina (2005), Eko Ismono, 

(2004), Junianto (2010) Sylvster Strong (2009), Wahyu (2010) Hadiati 

(1999), Andreani (2006) Ibrahim (2009), Sarensen (2010), Sianipar 

(2008), Aaron (2006), Sugiharto (2007), Kandampully and Dwi (2000), 

Mahmud (2010), Bowen and Chen (2001), Kandampully and 

Suhartanto (2000) etc.  

 

Service marketing concepts used in this study as the basis of theoretical 

thinking to understand the concept and marketing strategy services, 

because the object of the study is that the insurance company service 

providers. In this section, before discussing the concept of marketing 

services first put forward the concept basic services. Services can be 

"deeds, processes and performances" (Zeithaml & Bitner, 2004: 3). 

Services may be ideas, ideas, processes and performance presented the 

service provider to customers whose production is intangible, in 

conjunction with the production of consumption, varied and not 

durable. The other view, the service is any action or activity that can be 

offered by one party to another that is essentially intangible production 

results. Thus, services marketing are marketing the idea, process and 

performance that can be offered by service providers to their customers. 

"Quality services are marketed assured on the quality of the work" 

(Gronross, 2000; Lovelock, Zeithaml & Bitner in Astuti, 2001). 'Brand 

image' Refers to how the target market perceives the brand (Doyle, 

1998: 172). According to Schiffman & Kanue (1997: 30), Brand Image 
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is perception about a brand as reflected by the brand associations held 

in consumer memory.Aaker (1992: 109), indicates Brand Association 

as anything linked on memory to a brand. 

 

Kotler (2000) mentions that the brand image is a number of beliefs 

about the brand. Keller (1998) defines brand image as perceptions 

about a brand as reflected by the brand itself into memory when a 

consumer sees the brand. The conceptual model of the brand image 

according to Keller includes the attributes of the brand, brand 

advantage and brand attitudes. Knowledge of a brand in the memory / 

memory essential in the making of a decision and have been well 

documented in the memory (Alba, Hutchinson, & Lynch, 1991 in 

Keller, 1993: 2) so that the knowledge of the brand (brand knowledge) 

is very important in influencing what people think by someone about a 

brand. Brand image (brand image) is an image of a brand that is 

regarded as a group of associates who connect consumer thinking 

toward a brand name (Biel, 1992: 8). Factors forming the brand image 

are the type of brand association, the advantage of brand association, 

brand association strength, and uniqueness of brand associations 

(Keller, 1993: 7). So a positive brand image created by an association 

of strong brands, unique and good (Keller, 1998: 51). Keller (1993: 11) 

mentions that the brand image built from brand association is usually 

associated with the information in the memory with something related 

to your services or products.  Kotler and Armstrong (1995) said that 

consumers develop a trust in the brand. Consumer confidence on a 

particular brand is called brand image. Consumer confidence will vary 

according to the actual image until a moment it leads to consumer 

attitudes and further toward alternative brand preference through a 

specific evaluation procedure. One of the procedures that affect the 

evaluation is confidence in the brand or brand image. In this study, an 

indicator of variable dimensions or corporate brand image (brand 

image), proxies by the dimension of corporate image proposed by 

Keller (2003).  

 

The concept of customer value provides an overview of the customers 

of a company, over on what they want and it will be associated with 

positive value and belief that they benefit from a product (Woodruff, 

1997, Band 1991, Zeithami, 1987).  Perception buyers about the value 

that describes a comparison between the qualities or benefits the 
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customers feel in a product with sacrifices they feel when paying the 

price of the product (Garvin 2001). 

 

Zhang explained that the six elements of customer value that 

appearance, idiosyncrasies, beliefs, suitability, durability, ease of 

customer value is the perceived quality of customers that are tailored on 

the relative prices of products produced by a company (Slater & 

Narver, 1994). With the value of the customer or the customer, it 

interpret the emotional bond formed between customers and 

manufacturers as customers use a product or service is important that 

produced by the manufacturer and found these products provide an 

additional value (Butz & Goodstein, 1996). In detail Schmitt in 2006 

said that the customer experience which is connected to marketing 

approach can be seen from the following indicators: Sense, Feel, Think, 

Act, and Relate. Oliver (1997) defines customer satisfaction as the 

evaluation, where the perceptions of the performance of alternative 

products or services that meets or exceeds the expectations before 

purchase. If the perceptions of the performance cannot meet 

expectations, then there will be dissatisfaction (Umar, 2003). 

Purnawarman (2003) in Muharmawati (2004) explains that the 

satisfaction level of one's feelings is after comparing the performance 

(perceived outcome compared with expectations). So the level of 

satisfaction is a function of the difference between performances on the 

felt (performance) with expectations. Wijono (1999) itself defines 

satisfaction as perceived levels of state of a person that is the result of 

comparing the appearance or outcome of product that is perceived in 

relation to one's expectations. The relationship between sales, service, 

customer satisfaction and profit is direct. The more satisfied a 

customer, the more money they will be is spending. The more money 

they spens, the more services will be sold. This implies that if the 

company sells more then the greater the benefits (Rochmawati: 2004).  

 

Other definitions are also delivered by Oliver (1997) that satisfaction is 

the consumer's fulfillment response. It is a judgment that a product or 

service features, or the product or service itself, provided (or is 

providing) a pleasurable feeling of consumption related fulfillment, 

including the level of under-or over-fulfillment. This means that 

satisfaction is the fulfillment process. It is an assessment of the 
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characteristics of products or services itself. The joy of fulfillment of 

customers, including more or less on the level of fulfillment.  

 

Caruana et al (2000) used four items measuring customer satisfaction, 

namely: 1) the expectations of the performance of products / services; 

2) the achievement of the performance of products / services; 3) 

noncompliance with the performance of products / services; and 4) 

satisfaction with the performance of the product / service. According to 

Tse and Wilton (in Tjiptono Fandy 2004) the satisfaction or 

dissatisfaction of customers is the customer response to the evaluation 

of the perceived mismatch between the expectations of the previous 

(more performance norm) and the actual performance of the product 

that is felt after use. 

 

Customer Loyalty 

 

In the decade of the 2000s, the orientation of world-class company 

experienced a shift from the conventional approach towards 

contemporary approaches (Bhote, 1996). This contemporary approach 

focuses on customer loyalty. There is nothing wrong in the 

conventional approach, but what is done is not enough. In the language 

of mathematics, the conventional approach "necessary but not 

sufficient" to contend on future. For example, satisfied customers could 

switch suppliers if there are competitors that provide discounts or better 

service.  According schanaars (1998) there are four kinds of possible 

relationships between customer satisfaction and loyalty the failures, 

forced loyalty, and SUCCESSES defector". Customer satisfaction 

should be accompanied by the customer loyalty. Customers who truly 

loyal not only on the word-of-mouth-advertisers, but most likely also 

loyal to the company's portfolio of products and services for many 

years.  Loyalty in relation to actual behavior began to emerge in the era 

of the 1970s, after a period in which the majority of studies have shown 

that loyalty is a repeat purchase patterns (Oliver, 1997). Loyalty is the 

most important factor in determining the success of a retail business 

and the sustainability of the store, and in the absence of loyalty in the 

retail business, the competitive advantages possessed as never existed 

and was not successful (Omar: 1999). Mowen and Minor (1998) 

defines loyalty as a condition where the customer has a positive attitude 

toward a brand, has a commitment to the brand, and intends to continue 
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the purchase in the future.  Customers who are considered loyal to 

subscribe or make repeat purchases over a certain period. Loyal 

customers are very meaningful for enterprises because the cost to 

acquire new customers is more expensive than maintaining. 

 

PROBLEM FORMULATION 

Based on the background issues that have been described above, it can 

be formulated research problems in general and thorough as follows: 

1. Does brand image significantly influence customer satisfaction 

in the telecommunications industry in South Sulawesi? 

2. Does customer value having any significant effect on customer 

satisfaction in the telecommunications industry in South 

Sulawesi? 

3. Does excellent service significantly influence customer 

satisfaction in the telecommunications industry in South 

Sulawesi? 

4. Does customer experience a significant effect on customer 

satisfaction in the telecommunications industry in South 

Sulawesi? 

5. Does brand image have a significant effect on customer loyalty 

in the telecommunications industry in South Sulawesi? 

6. Does customer value having significant effect on customer 

loyalty in the telecommunications industry in South Sulawesi? 

7. Does excellent service significant effect on customer loyalty in 

the telecommunications industry in South Sulawesi? 

8. Does the customer experience significant effect on customer 

loyalty in the telecommunications industry in South Sulawesi? 

9. Does customer satisfaction have a significant effect on customer 

loyalty in the telecommunications industry in South Sulawesi? 

10. Does the brand image influence on customer loyalty through 

customer satisfaction in the telecommunications industry in 

South Sulawesi? 

11. Does the customer value effect on customer loyalty through 

customer satisfaction in the telecommunications industry in 

South Sulawesi? 
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12. Does excellent service influence on customer loyalty through 

customer satisfaction in the telecommunications industry in 

South Sulawesi? 

13. Does the customer experience influence on customer loyalty 

through customer satisfaction in the telecommunications 

industry in South Sulawesi? 

Scope of the study 

1. This research is useful for researchers in terms of adding more 

in-depth knowledge of scientific principles, alternatively put 

forward a new theory, by testing a theory forwarding with 

alternative solutions to problems that are useful to the field of 

study relating to the development of theory in marketing 

management, by integrating various aspects in management 

theory and business organizations in particular about customer 

loyalty.  

2. The results of this study are expected to provide benefits in 

decision making, related to customer feedback in 

telecommunications industry. It further support especially the 

mobile professionals in communicating ideas and expand the 

horizons of marketing with a level of accuracy that is proven 

and measurable in all aspects, in the implementation of 

marketing strategies and marketing policies in 

telecommunication organizations.  

3. The outcome will support an increase in the number of new 

entrans and also will increase the number of competitors 

(competitor) in the world telecommunications industry as 

cellular providers.    

4. This research is useful as a source of inspiration for 

consideration and reference material or reference for the 

academicians and other researchers if they would like to 

explore and reveal new findings about the brand image, 

customer value, customer experience excellent service, 

customer satisfaction and customer loyalty in the 

telecommunications industry in South Sulawesi 

  



Qualitative and Quantitative Research Review, Vol.1, Issue 3, 2016. 
ISSN No: 2462-1978  

eISSN No:: 2462-2117 

 

55 
 

RESEARCH METHODS 

Research Method 

This study followed quantitative research using a survey method viz., 

taking the sample of the population and using questionnaires as the 

primary means of data collection. Based on research problems 

mentioned earlier, this study followed explanatory research or research 

leading to hypothesis testing. 

Analysis of inferential statistics 

This analysis is used to examine the effect between independent 

variables and the dependent variable. This technique is used to test 

hypotheses through testing for each constructs (latent variables). To 

analyze the data used The Structural Equation Modeling (SEM) of a 

statistical software package AMOS 18 in the model and review the 

hypothesis. A structural equation model, Structural Equation Model 

(SEM) is a set of statistical techniques that allow the testing of a series 

of relative relationship "complicated" simultaneously (Ferdinand, 

2000).  Detailed SEM analysis results are shown in the following 

figure:  

 

Figure 1 Measurement of variables Relationship Model (in Bahasa 

language, Indonesia) 
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The results of the test model is presented are evaluated based on 

goodness of fit indices with the criteria presented models as well as 

critical values that have compatibility data. From the evaluation of the 

eight criteria model shows a goodness of fit indices on the eight 

criteria, and proposed a new one that meets the criteria. So the study 

modifies the model which is valid for prooving the hypothesis. 

Modification of the model precedence only based on the correlation 

between items and or error indicators in accordance with the 

instructions of the modification indices and without modifying the 

effect track. The results of SEM analysis on the stage of the final model 

are presented in appendix and more output in the form of a path 

diagram is presented below: 

 

 Figure 2 Relationship variables Measurement Model 
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Model test results presented in above diagram are evaluated based on 

the goodness of fit indices with the criteria presented in the models as 

well as critical values that have compatibility data. 

From the evaluation of the model showed of the eight criteria of 

goodness of fit indices only three who do not meet the criteria of the 

AGFI although the values are approaching a critical value. While chi-

square and a probability value of this were due to a very large sample 

that is 371, consequently sig probability cannot be taken into account 

(Hair, at all, 2006; 753). So it can be concluded that the overall model 

is said to have been in accordance with the data and can be analyzed 

further. 

RESULTS 

Overview Objects and Research Respondents (Result) 

Mobile telecommunication system in Indonesia, including in South 

Sulawesi are currently under two mobile telecommunications system 

viz., the Global System for Mobile communication (GSM) and Code 

Division Multiple Access (CDMA). 371 questionnaires were 

distributed randomly in three Cities viz., Parepare 74 respondents, Kota 

Makassar 186 respondents and Bulukumba 111 respondent. Thus the 

rate of return the questionnaire respondents obtained is 371 and it is 

from 9 providers in Sulawesi South PT Telkomsel Tbk, PT Indosat 

Tbk, PT XL Axiata, Natrindo, PT. Hutchison Cp Telekomunication, 

Bakrie Telecom, Mobile-8 Telecom, Smart Telecom and 

Telekomunication. 

DISCUSSION 

This discussion is focused on the outcomes resulting from hypothesis 

testing, as an attempt to answer the formulation of the research 

problem. The results of the analysis of hypothesis testing are described 

as follows: 

Effect of Brand Image Customer Satisfaction 

The table indicates that the brand image (X1) has positive and 

significant impact on customer satisfaction (Y1). The results of this 

study showed that ‘a good brand image’ will make customers more 
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satisfied. This finding agrees with the results of past research conducted 

by several reseaerchers (Wantara 2009, Parasuraman et. al. 1998, 

Sivadas 2000, & Selnes 1993.  

Empirical evidence shows that in order to have a competitive 

advantage, the services offered by the company must be truly 

competent. The strategy to be formulated by the companies on quality 

services with the support of research and development so that the 

services offered are always up to date which is oriented to meet 

customer desires as well as which meet the meet customer expectations 

on deliveries.  

As it is mentioned by Graeff (1996) the development of the market is 

so rapid, it will encourage consumers to be more expensive than its 

brand image to the characteristics of the products offered. This 

condition indicates that the product is in the "mature" product life 

cycle. Murphy (1990) shows three levels of the product life cycle, 

including proprietary, competitive and stage image. Proprietary 

explains that the brand was able to demonstrate the uniqueness of a 

product on the market. Competitive explains that the brand is able to 

describe a product that has competitive advantage which will drive the 

competitors to perform product development in order to survive in the 

market. While the stage to explain that the brand image of a product 

capable of being decisive in differentiating a product in the minds of 

consumers in their purchasing decisions than other products. In 

building a good brand image there are several variables that are 

relevant to be studied further. Meenaghan and Shipley (1999) noted the 

importance of marketing communication in enhancing the brand image. 

Graeff (1996), also discussed the importance of the promotion in 

building a brand. Based on the description and the research, above, it is 

inferred that there is a direct effect of a significant and positive brand 

image to customer satisfaction. 

Effect of Customer Value Customer Satisfaction 

The test results show that the Customer Value (X2) has positive and 

significant influence on customer satisfaction services (Y1). The results 

of this study showed that the value of good customer will make 

customers more satisfied. This finding agrees with the results of 

research of Siti (2010), Naser et. al., (1999), Selnes (1993, Slater & 
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Narver, (1994), Amrih (2009) with the title of Indosat M2 influence of 

excellent service to the customer satisfaction. Mowen (1993) states that 

customers tend to use excellent service as an indicator of quality so 

excellent service plays an important role in providing satisfaction to 

customers. Excellent service that does not meet customer expectations 

will cause a sense of dissatisfaction. Kotler (1997) suggests that a 

person's feelings regarding comfort or disappointment as a result of a 

comparison between the performance (outcomes) productions / services 

are perceived in relation to expectations. Whether the buyer satisfied 

after the purchase is depending on the performance offered in 

conjunction with the least fulfilled expectations of customers / buyers. 

Ostrowski et.al (1993), Fullerton and Taylor (2002) and Caruana et.al 

(2000) which states that the perception of excellent service has a 

positive effect on customer satisfaction. While Cronin and Taylor 

(1992), Mahmudah (2010) with the title of the analysis of the influence 

of the customer experience (customer experience) to customer 

satisfaction at KFC Branch, (Mowen, 1994). The results support the 

research Ratri (2007) with the title of the relationship between a mobile 

operator brand image and loyalty on student cell phone users in the 

Faculty of Economics Regular Diponegoro University of Semarang. 

(Setiadi, 2003, 124-125) and their resistance to the brand alternative 

(Arnould, Price & Zinkan 2005, h.783). This can be seen from the 

results of studies that reveal that as many as 61.2% of the subjects did 

not want to switch to another provider brand (Horton, 1984).  

Pyramid loyalty according to Aaker (1991, p. 40-41) states that the 

consumer at the highest level of customer loyalty will demonstrate 

psychological commitment to the brand, by recommending the brand to 

others, as well as having pride as a user of the brand. In line with the 

research of Davis (2000, p. 6-7). Dongoran (2001, p. 222), (Ilintutu 

2003, h.160), (Davis, 2000, p.207); satisfaction / dissatisfaction over 

the brand, product quality and sales promotion (Dharmmesta, 1999); 

brand image, logo image, product image, the image of the user, the use 

of the image, and the image of associative (Zyman, 1999); good brand 

reputation, brand image, price, product, persuasion (Crask et al, 1998, 

in Dongoran, 2000, Drezner, 2002), Sengupta, 2005, p.133, Pringle & 

Thompson, 2001, p.64-87,  Budiati, 2010, Sugiharto, 2007) Tony 

Sitinjak (2004) Ni Gusti Agung and Made Between (2005) Herndrajana 

(2005) and Edi Rusandi (2004)  is supported by research. Rismaria 
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(2007), Caruana (2002 Caruana (2002), Parasuraman (1998) and 

Cronin et.al (1992) indicates that the excellent service have significant 

positive effect on loyalty customer. Bloemer et al (1998) and Burnham 

et al, (2003), Lam (2004) suggests the customer experience to 

encourage consumers to recommend to the other consumers (Assael 

1995, Ruyten & Bloemer 1999; Soderlund 1998; Soderlund, 1998). 

While Bei and Chiao (2006), Ostrowski et.al (1993), Kandampuly and 

Suhartanto (2000), Bowen and Chen (2001) and Caruana (2002) which 

states that the customers' satisfaction significantly influence customer 

loyalty. The significant influence of customer satisfaction on customer 

loyalty in the telecommunications industry in South Sulawesi to 

support the results of research conducted by Utari (2004) and Eternal 

(2006). This is important because Strauss & Neuhaus (1997) found that 

the number of customers expressing satisfaction, they also changed the 

brand. Ruyten & Bloemer (1999); Soderlund (1998) states that 

satisfaction has a positive association with loyalty, but with a record 

increase in satisfaction does not always result in increased loyalty to the 

same degree (Soderlund, 1998). 

EMPIRICAL FINDINGS 

Empirical findings identified based on customer complaints are as 

follows: 

1. Complaints reported that the customer’s cell phone numbers are 

stolen at each pulse. Complaints received indicates that pulse 

sucked customers after receiving short messages (SMS) contains 

offer content, quizzes, raffles, or bonus. They claimed to fret and 

do not know what else to report to in order pulses were refilled 

not sucked up again by the operator premium numbers. Most 

customers received an SMS from a four digit number that tells the 

customer gets a bonus or prize. Customers are asked to check in 

code to claim the bonus or prize. Once the code is checked, they 

will often receive SMS and direct truncated pulse Rp 1,000 or Rp 

2,000. 

2. Complaints on consumers about the quality of services provided 

by mobile operators, consumers or customers who are less 

satisfied with the services made available by telecommunication 

providers. Consumer complaints in general, quality of service and 
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are becoming worse. Always difficult to contact or be contacted 

because the network is busy or full, and the signal is weak. 

3. Complain about the activation of the registration viz., the mobile 

cards are too complicated and difficult to be activated. Just as 

experienced by other users which complained that the telephone 

tariff of telecom operators was a trick or expensive, because the 

tariff was promoted in several media does not correspond to 

reality 

4. Complaints about telecommunications network who suddenly 

experience the "Network Coverage" when the pulse is still 

insufficient and are still in the active period. Further the attitude 

of call centers are less responsive in responding to customer 

complaints.  

All the above complaints if exposed then consist of: 

a. SMS Spam, for example, cutting pulses, and could not 

content provider services to 57 per cent 

b. Dispute, e.g. advertising rates do not match the promise 

alias many terms and conditions that apply, but it is not 

known to customers. Reporting on these cases reached 

21 percent. 

c. Quality of service, for example, cannot call SMS, or a 

slow connection or missing. Reporting on these cases 

reached 14 percent. 

d. Fraud, for example a transfer request or the content of 

credit. Reporting on these cases reached 6 percent. 

e. Other reaching 2 percent. (Source: Kompas.Com) 

CONCLUSION  

After conducting an analysis of the hypothesis being tested in the study, 

then a number of conclusions in this study, namely: 

1. The results of this study proved empirically that brand image 

have direct and significant effect on customer satisfaction. 
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However, the brand image does not have significant and direct 

effect on customer loyalty. This shows the importance of brand 

image in improving customer satisfaction. This is consistent 

with the hypothsis 1 (H1) and it is proved that the brand image 

has significant positive effect on customer satisfaction 

telecommunications industry in South Sulawesi. 

2. It is empirically proved that customer’s value has significant 

positive effect on customer satisfaction, but insignificant and 

direct effect on customer loyalty. The evidence shows that 

customer satisfaction is highly dependent on the level of 

customer value offered. Thus, customers will always be 

satisfied; if companies would be able to produce quality value 

corresponding to the needs and expectations of customers. 

3. It is prooven empirically that the excellent service have 

significant positive effect on customer satisfaction, but 

insignificant and direct effect on customer loyalty. This 

indicates that excellent service as important marketing variables 

that have a role in improving customer satisfaction. Companies 

must pay attention to excellent services that fit the customer 

value and brand image. 

4. It can be proved empirically that the customer experience has 

significant positive effect on customer satisfaction and loyalty. 

If the customer experience high customer satisfaction where the 

loyalty will be higher as well. This is because the customer 

experience is a barrier that prevents them in choosing to switch 

on customer value and brand image to another. Based on such 

understanding a company needs to build up higher customer 

experience which won’t entertain costomer’s in switching 

behavior from one products and services to others. 

5. Proven empirically that customer satisfaction is positive and 

significant impact on customer loyalty. This means that when 

customers feel satisfied then certainly they will also have 

loyalty to the telecommunications industry. The loyalty that is 

created should be followed by action of purchase or reuse 
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cellular card product, recommend it to others, conveying 

positive things about telecommunications services offered to 

other parties. 

It is empirically proved that the brand image, customer value, excellent 

service and the customer experience significantly influence customer 

loyalty through satisfaction. 

RECOMMENDATIONS 

Based on the conclusions from the results of this research, then put 

forward some suggestions into the implications of the results of this 

study are as follows: 

 On the agenda, the research can be done on the respondents 

who previously used but later no longer use the card/products of 

the mobile telecommunications company. 

 Low brand image, customer value and excellent service 

provided by the telecommunications company needs to be 

improved in order to increase customer satisfaction and 

ultimately increase customer loyalty card/products mobile 

 Increased customer satisfaction and loyalty can be obtained 

through improving good imaging. Telecom companies should 

be aware of the shortcomings and fix them immediately and 

responded with an industry that has the prospect of better 

progress in comparison with companies which are unresponsive 

imaging, meaning that the number of By curbing the image 

issues, the companies should to re-image their psoducts and 

services in order to increase customer satisfaction and loyalty. 

 In a subsequent study it is expected to add to the study of the 

theory that became the foundation of research; with more 

complex measurements; increase the number of samples into a 

research platform that research results in general is applicable in 

all telecom industry. 
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