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Abstract

This study aims to determine and explain the effect of brand trust and customer satisfaction on customer loyalty among Indosat
users in Jombang. This research uses explanatory research using quantitative methods. The population in this study are Indosat
users in Jombang, while the sample used is 100 people. Data collection methods used are interviews, questionnaires, and
observations. The sampling technique in this study used a purposive sampling technique. Data analysis used multiple linear
regression, classical assumption test, and hypothesis testing and the coefficient of determination with the help of SPSS. Based
on the results of this study indicate that brand trust and customer satisfaction have a positive and significant relationship to

customer loyalty of Indosat users in Jombang.
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Introduction

Telecommunications is an important aspect of modern life,
with many benefits in various fields. In the academic world,
telecommunications are essential for students to
communicate and exchange information with others. With
the help of telecommunication technology, students can
easily access information and complete their assignments
without having to print them (Kompasiana, 2016).
Telecommunications also play an important role in the
business world by enabling online platforms such as
marketplaces and social media to function. This has led
businesses to focus on using advanced technology for
marketing strategies. Telecommunications also benefits
consumers by providing easy access to information about
products and services (Puspitasari, 2021).

Company To be able to win the competition, it is the customer
who must be the main focus of every company. Thus, the
company provides good enough service quality to its
customers, as well as increasing strong positive assessments
to create customer loyalty (Agustina, 2018).

Hasan (2008) states "Customer loyalty is a form of loyalty of
a consumer to a product to use the product continuously or
continue". One of the ways that companies increase customer
loyalty is by increasing customer satisfaction with the
product brands offered to consumers (Yuliantari et al., 2020)
(241 Consumers who are always satisfied by using a
company's products will definitely have confidence in the
company so that they have a tendency to make repeat
purchases and ignore products from competing companies
even though competing companies offer similar products
(Gultom and Ngatno, 2020) I,

Quoted from CNN Indonesia (2022) Indosat Ooredoo
Hutchison (IOH) is a mobile network operator in Indonesia
with more than 100 million subscribers as of December 2022.
The number of Indosat subscribers is increasing, with a
62.5% increase in 2022 compared to the previous year. The
company's revenue is also growing, reaching Rp 46.75
trillion in 2022. Indosat aims to create customer loyalty by
providing the best service to customers through improving
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the quality of service representatives and speed of problem
resolution. The company also uses marketing and public
relations strategies to promote its brand and disseminate
information to customers (Putri et al., 2021) (131,

Customer loyalty is influenced by several factors, including
Satisfaction and Trust (Juniati, 2020). Brand trust refers to
the willingness of consumers to rely on the brand's ability to
perform functions as promised (Japarianto & Agatha, 2020)
B, Brand trust is an important component in increasing
consumer loyalty, many brands are no longer recognized and
remembered by consumers and result in brand switching, this
can be due to brand trust in certain products by consumers
starting to disappear. (Apriliani, 2019) [,

PT Indosat has succeeded in building consumer trust in its
products through various strategies, such as improving
product and service quality, providing competitive prices,
and providing positive experiences to customers (Bahrudin,
2016). This can facilitate PT Indosat in the process of
marketing products to customers and maintaining customer
loyalty to its products.

Apart from trust, customer satisfaction is also one of the
factors that influence customer loyalty. Customer satisfaction
with the company can arise because there is an experience of
transacting with the company so that it gives a positive
reaction from customers (Kurniasari and Ernawati, 2012).
Satisfaction is an important element that reflects the success
of a producer or service provider. The word satisfaction
comes from the Latin satis (meaning good enough, adequate)
and facio (to do or make), so satisfaction can be interpreted
as an effort to fulfill something or make something adequate
(Molle et al., 2019) 191,

Customer satisfaction is a feeling that grows after consumers
compare a product that is expected according to the results, if
a product can fulfill what consumers need, consumers will
feel satisfied (Kotler 2006: 177).Consumers who are satisfied
with the services, products and prices provided by a
restaurant will influence other consumers, Efforts to satisfy
consumer needs are carried out with various strategies and
methods in the hope that consumers are satisfied and will
make repeat purchases (Selang, 2013) 181,
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To make customers feel satisfied with Indosat, PT Indosat
places customer service officers to provide services to
customers. Officers provide services to customers tailored to
service standards and officers are educated to have the skills
and knowledge to understand customer needs, both the need
for information and in handling customer complaints
properly so that customer satisfaction and loyalty will
increase. (Nurrahmi, 2023)

Literature Review

Definition of Brand Trust and Customer Satisfaction
Gecti and Zengin (2013) I state that brand trust is one of the
factors that can affect brand loyalty.Lau and Han (1999) state
that customer trust in a brand is the willingness of customers
to trust the brand at all costs, because there is hope that the
brand can provide positive results for customer trust in the
brand which is formed by several characteristics. According
to lka and Kustini (2011) Brand Trust can be measured
through 2 variables, namely:

1. Dimension of Viability

This dimension is the perception that a brand can meet and
satisfy consumer needs and values. This dimension is
measured through satisfaction and value.

2. Dimension of Intentionality

This dimension is a reflection of the feeling of security of a
brand. This dimension can be measured through security and
trust.

Kotler (2000) says that satisfaction is a person's level of
satisfaction after comparing the perceived performance or
results compared to his expectations. Irawan (2008) ' argues
that customer satisfaction is the accumulated result of
consumers or customers in using products and services.
Customers are satisfied if after buying a product and using
the product. Indicators of Customer Satisfaction (customer
satisfaction) according to lrawan (2008) [ as follows:
Feeling satisfied, Always buying products, Recommending
to others, Fulfilling customer expectations after buying a
product.
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Definition of Customer Loyalty

Tjiptono (2009: 387) states that customer loyalty is a
customer commitment to a brand, store, or supplier, based on
a very positive attitude and is reflected in consistent repeat
purchases. Hasan (2008: 84) suggests that customer loyalty is
a behavioral habit of repeating purchases, high linkage and
involvement in their choice and is characterized by the
disbursement of external information and evaluation of
alternatives.

Indicators that affect customer loyalty according to Tjiptono
(2013) are as follows: Loyalty in buying products (Repeat),
Resistance to negative influences on the company
(Retention), Referencing the company's existence (Referalls)

Research methods

This research uses quantitative research methods. The type of
research used in this study is a type of verification research,
quantitative approach and explanatory method where the aim
is to examine between variables that explain a certain
phenomenon. By using a Likert measurement scale, data
collection methods by means of observation, interviews,
questionnaires and documentation. The data analysis
technique uses multiple linear regression methods, classical
assumption tests and hypothesis testing with the help of the
SPSS 25 program. The method used in this research is a
survey method, namely respondents are given questions in
the form of a questionnaire or questionnaire, thus the data
source is primary data taken directly from the sample and
collected directly.

Result

The interpretation of the equation is that the regression shows
that the variables of brand trust (X1) and customer
satisfaction (X2) have a positive influence on customer
loyalty (). It can be interpreted that the higher the brand trust
variable (X1) and customer satisfaction (X2), the customer
loyalty variable (Y) will also increase, and vice versa if the
brand trust variable (X1) and customer satisfaction (X2) are
low, the customer loyalty variable (Y) will decrease.

Table 1: Hypothesis Testing Results

Coefficients?

Unstandardized Coefficients

Standardized Coefficients

Model B Std. Error Beta t Sig.
(Constant) 2,543 ,616 4,129 ,000

1 Kepercayaan Merk (X1) ,396 ,043 470 9,157 ,000
Kepuasan Pelanggan (X2) 452 ,043 ,544 10,603 ,000

a. Dependent Variable: Loyalitas Pelanggan (Y)

Source: SPSS processed data

Conclusion

Based on the results of research that has been conducted on

Indosat users regarding the influence of Brand Trust (X1) and

Customer Satisfaction (X2) on Customer Loyalty (Y), the

following conclusions are obtained:

1. Customer trust in the Indosat brand is able to increase
customer loyalty in using the Indosat network in
Jombang. Customers believe in using Indosat and the
security of the Indosat brand and Indosat provides what
customers need.

2. Customer satisfaction is able to increase Indosat
customer loyalty in Jombang. Customers always use
Indosat and are willing to recommend to others and
Indosat customers feel their expectations match what is
provided by Indosat.
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