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ABSTRACT--- PT. Telkom Indonesia introduced fixed 

broadband, with its IndiHome product in 2015. According to the 

Triple Play service, IndiHome's flagship service, as well as other 

services, the core of IndiHome products is its internet service. 

Other services, such as voice (telephone) and interactive 

television (UseeTV) are ride products (augmented products). The 

goal of this study is to provide insight for future studies that will 

be conducted by researchers on service quality, which includes 

network quality, customer service, information quality, and 

customer data security. It also involves customer satisfaction, 

behavioural loyalty, and attitude loyalty. The issue in this study 

is that the number of customers who churn (unsubscribe the 

services) is increasing, indicating that customers are less loyal to 

IndiHome services. This study sent a questionnaire to 258 Witel 

Denpasar respondents who had subscribed to IndiHome for more 

than one month and had visited the Plaza Telkom in August 2022 

in order to collect respondents' responses. The sampling 

technique used in this research is purposive sampling, which is a 

sampling technique with certain considerations. Data collection 

in this study was carried out by distributing questionnaires 

online via the Google form. And the data analysis technique used 

in this study is the structural equation modelling (SEM) method 

using LISREL 8.8 software. 
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I. INTRODUCTION 

 

In this study, the terms Internet Service Provider (ISP) 

and IndiHome will be used interchangeably based on the 

context discussed. Because, as an ISP, PT Telkom Indonesia 

sells its internet products under the IndiHome brand. ISP is a 

generic industry name, whereas IndiHome is a product brand. 

There is no difference in physical quality in terms of 

infrastructure (physical layer).  

PT Telkom Indonesia currently has branch offices 

throughout Indonesia. In every area of Indonesia, these offices 

have special services for customers called the Office Plaza 

Telkom. Witel (Wilayah Telekomunikasi) Denpasar is one of 

them.  

The number of customers in Witel Denpasar as Witel 

class A also reaps the many disorders that arise, even reaching 

the stage of customer churn. Aside from disruptions, the 

customer indication to churn or revoke service is the least 

expected problem. The number of IndiHome customers who 

churned always increased from time to time. This 

demonstrates the low quality of products and services. As a 

result, it is possible that this phenomenon exhibits both direct 

and indirect cause and effect relationships. Indirect because 

the perceived quality of service by customers may degrade the 

image of the company and reduce customer confidence to the 

company [1]. Both are expected to have an impact on 

customer satisfaction and loyalty. The phenomenon of 

customer satisfaction has been extensively studied, but 

nothing is well established. Similarly, the cause and effect 

relationship between the variables used is still expanding. 

Quality of service (SERVQUAL) is an important 

differentiator in a competitive business environment, and it is 

one of the drivers of service-based [2]. IndiHome service 

quality in this study is seen through the lens of network 

quality, customer service, and information quality, as well as 

the security of customer data. Customers are expected to have 

trust in IndiHome products as a result of the company's and 

IndiHome products high service quality. Customers can 

remain loyal to IndiHome products if they experience the 

expected level of satisfaction. 

 

II. LITERATURE STUDY  

 

a. Quality of Service 

The researchers identified five service quality determinants 

in the following order of importance [3]: 

1. Reliability; The ability to deliver on promises in a 

consistent and accurate manner. 

2. Responsiveness; Willingness to assist customers and 

provide prompt service. 

3.  Guarantee; Employee knowledge and courtesy, as well 

as their ability to convey trust and confidence. 

4.   Empathy; providing personalised attention to customers. 

5. Tangibles; The appearance of physical facilities, 

equipment, personnel, and communication. 

 

b. Broadband Service Quality 
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Previous research has shown that overall service quality 

assessment in the telecommunications industry is derived 

from customer perceptions of a stable and strong network 

quality, ready to serve the customer support team, support the 

informative site (website), and high levels of security and 

privacy that customers trust [4]. One of the primary service 

drivers in the telecommunications industry is network quality. 

According to the preceding, SERVQUAL dimensions for 

broadband services include network quality, customer service, 

information quality, and security [5]. Network quality, 

customer service, information quality, and security are the 

SERVQUAL dimensions for broadband services [6]. 

Trust is defined as a condition in which one of the parties 

involved in the exchange process believes in the dependability 

and integrity of the other party [7]. Some essential 

components of trust are: 

1) Trust is the accumulation of previous experiences 

and actions. 

2) A trustworthy and reliable character. 

3) Trust necessitates a willingness to put oneself at risk. 

4) Trust entails feeling secure and confident in oneself 

and one's partner. 

 

c. Customer Satisfaction 

Customer satisfaction is the level of one's feelings after 

comparing one's performance or results with expectations; 

customer satisfaction is the result of the accumulation of 

consumers or customers in using products or services [8]. 

Customer satisfaction is a type of consumer behaviour. 

Consumer behaviour can be defined as the decision-making 

process and consumer activity involved in obtaining, 

evaluating, using, and discarding a product, including both 

services and goods. Customers who use the product will 

experience both positive and negative effects. 

 

d. Customer Loyalty 

Customer Loyalty refers to a customer who not only 

repurchases goods and services, but also has a commitment 

and a positive attitude towards service providers, such as by 

recommending others to buy [9]. 

Loyalty is a psychological condition (both attitudinal and 

behavioural) related to product attitudes; consumers will form 

beliefs, determine likes and dislikes, and decide whether or 

not to purchase a product [10]. Attitude loyalty (attitudinal) is 

a type of loyalty in which the customer is said to be loyal to 

the brand or company if the customer has a positive attitude 

and preference for it. Because the customer likes the 

company, product, service, or brand, he or she prefers to 

purchase from the company rather than competitors. This 

increases in terms of attitudinal loyalty. Customer loyalty is 

almost equivalent to increasing customer preferences for 

brands. 

  Behaviour (behavioural) loyalty is defined as actual 

customers who engage in repurchase activities, regardless of 

their attitude or preferences. Customers are said to be loyal to 

a company if they purchase from it and continue to do so. It is 

possible that a concession promotion on an airline with lower 

service standards has occurred. Customers who are not 

attitude loyal offer significantly lower tariffs than other 

companies. Attitude loyalty refers to a customer who has 

positive feelings about the products and services they use and 

tries to persuade others to use them by recommending those 

[10]. Behavioural loyalty is defined as a customer's 

willingness to repurchase and subscribe to products or 

services. This is a type of consumer behaviour that involves 

making repeated purchases of specific products or services on 

a regular basis. Companies must have behavioural loyalty in 

order to make a profit. 

Loyalty Attitudes can take the form of commitment or trust 

in the company that does not require any purchases [11]. 

Customers may have a positive attitude towards the company 

that provides the product or service, but they may have a more 

positive attitude towards other companies. Customers who are 

committed to their products and services not only demonstrate 

a positive attitude by purchasing again, patronising 

recommends products and services, but also demonstrate 

loyalty by not switching to another company. Consumer 

loyalty will occur if both attitudinal and behavioural loyalties 

occur. 

The theoretical framework is the basis of the entire study 

so that it can be said to be a theoretical framework is a 

description of a study. Based on the theory that has been 

developed, it can be used to describe framework Antecedents 

of Customer Satisfaction and Influence is presented on 

Attitude Loyalty and Behavioural Loyalty [12]. The 

framework of thought can be seen as follows: 

 
Figure 1: Thinking Framework H1-H10 

 

 
 

Figure 2: Thinking Framework H11-H14 
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Figure 3: Thinking Framework H14 

 

e. Hypothesis 

 

1) The Effect of Service Quality on Trust 

Customer trust is a critical success factor in the 

development and maintenance of any business [13]. Trust 

refers to customer perceptions of service providers, including 

the provider's ability, integrity, and virtue, and includes 

customer perception of the brand's ability to fulfil its promises. 

In the case of home internet services, trust can be assessed by 

investigating how customers perceive their service providers 

in terms of honesty, responsibility, professional behaviour, 

and level of understanding and care. Previous studies have 

suggested that customer satisfaction is a predictor of customer 

trust. The level of satisfaction with previous purchases has a 

direct impact on consumer confidence. 

H1: Service quality influences trust positively and 

significantly. 

Quality of service is a consumer judgement that helps 

distinguish between predictable and suspect services. [13]. the 

impact of service quality on the company's image is 

determined by each customer's assessment; some believe the 

quality is excellent, while others believe it is adequate. Then, 

if it is related to the company's image, some respondents 

believe that quality service has a strong influence on the 

company's image through customer satisfaction, while others 

believe that quality service can directly influence the 

company's image. 

H2: Service quality has a positive and significant impact on 

image. 

2) Effect of Service Quality on Customer Satisfaction 

Customers are more likely to switch service providers if 

they are dissatisfied with their current product or service [14]. 

Customer satisfaction has been shown to be an effective post-

purchase evaluation of total service experience. Consumers 

will be satisfied if brands can keep their promises and meet 

their expectations. It also states that customer satisfaction in 

Turkish cellular telecommunications services is influenced by 

customer expectations and quality perceptions [15]. Therefore, 

the following has been hypothesized: 

H3: Service quality has a positive and significant impact on 

customer satisfaction. 

3) Effect of Trust on Customer Satisfaction 

Trust refers to customer perceptions of service providers' 

capabilities, integrity, and benevolence, as well as customer 

perceptions of a brand's ability to fulfil its promises [16]. 

H4: Trust has a positive and significant impact on customer 

satisfaction. 

4) Effect of Image on Customer Satisfaction 

A positive organisational image has a direct impact on 

customer satisfaction and helps brands retain it [17]. 

H5: Image influences customer satisfaction positively and 

significantly. 

Customer satisfaction has a significant effect on purchase 

intentions, which is greater than the effect of service quality 

[18]. Explain in the "service profit chain" model how 

customer satisfaction leads directly to customer loyalty. 

Furthermore, other researchers have discovered a strong 

correlation between customer satisfaction and service 

loyalty.  Therefore, the following has been hypothesized: 

H6: Customer satisfaction influences attitude loyalty 

positively and significantly. 

H7: Customer satisfaction influences behaviour loyalty 

positively and significantly. 

5) Effect of attitude loyalty on behavioural loyalty 

According to a study on cell phone services in China, 

attitude loyalty had a significant positive effect on behaviour 

loyalty [19]. As a result, the researchers propose that the ISP 

service quality dimension has both direct and indirect 

influence on customer loyalty. The direct effect is channelled 

through the customers' loyalty of attitude. By therefore, the 

following has been hypothesized: 

H8: Loyalty attitude influences behaviour loyalty positively 

and significantly. 

6) Effect of Trust on Attitude Loyalty 

Trust encourages a highly valued exchange relationship, 

which promotes attitude. That trusted brand is purchased more 

frequently and has high attitude loyalty [20]. According to 

research, there is a positive relationship between trust and 

attitude loyalty. Thus, the relationship between trust and 

loyalty are hypothesized as: 

H9: Trust influences attitude loyalty positively and 

significantly. 

7) Effect of Image on Behavioural Loyalty 

When a consumer purchases a product, he or she is also 

purchasing the symbolic value contained in the product. 

People frequently purchase products for symbolic value rather 

than functional benefits. This symbolic value incorporates the 

manufacturer's identity or personality into a product or brand. 

Furthermore, consumers will perceive the symbolic value 

contained in this brand as brand image. A positive image of a 

product essentially assisted in simplifying consumer decisions 

when purchasing a product on a regular basis. With the help of 

positive imagery, consumers can make decisions to buy, 

subscribe to, and recommend the products mentioned to 

others. 
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H10: Image influences behaviour loyalty positively and 

significantly 

 

8) Effect of Indirect Relations 

Trust is the good of the company for its customers who 

focus on service quality, the company's intention, and its 

behaviour in providing services to customers. The image is the 

complete picture that consumers have of the company [21]. 

The identity, reputation, service level, and contact persons of 

the company are all image dimensions. Customer satisfaction 

is satisfaction that exceeds customer expectations. Service 

quality, product quality, promotion, and price of customer 

satisfaction all have an impact. Consumers' overall 

satisfaction can be measured using dimensions such as service 

quality, product quality, promotion, and price. 

H11: Trust and image strengthen the effect of service quality 

on satisfaction customer. 

Because the perceived value of online transactions 

mediates the influence of trust on loyalty, the influence of 

trust on loyalty is highly dependent on value. However, most 

researchers agree that trust has a direct and strong influence 

on loyalty. Customer loyalty is positively related to both trust 

and satisfaction. Empirical research into the role of trust in e-

commerce concludes that trust influences purchase intentions, 

which in turn influences attitude loyalty [22]. As previously 

stated, we focus our research on loyalty attitude, which refers 

to the level of psychological and customer attachment attitude 

defence. 

H12: Customer satisfaction reinforces the influence of 

antecedents on attitude loyalty and Behavioural loyalty. 

The image is defined as the accumulation of all thoughts, 

the association of ideas associated with that person with 

specific products, brands, companies, and people. Image is the 

overall impression formed in the minds of consumers from all 

sources. The subjective perception of association bundles that 

consumers have about the brand is used to form an image of 

the brand. That high service quality can result in high 

customer satisfaction and increased customer loyalty . Thus 

customer satisfaction is results from service quality. 

H13: Attitude loyalty reinforces the effect of customer 

satisfaction on behavioural loyalty. 

A well-designed website can increase customer 

engagement and provide useful information about the 

company's services. The quality of information is critical in 

developing a customer's overall positive attitude towards the 

company [23]. The quality of information and support website 

information, on the other hand, is a distinct dimension of ISP 

service quality. 

H14: The most influential dimension among service quality 

dimensions is information quality. 

 

III. METHODOLOGY  

 

The method used in this study is a quantitative research 

method (analysing numerical data) and a causative research 

method (investigating causal relationships). This study's 

population is a PT. Telkom Indonesia Witel Denpasar 

IndiHome customer who has previously visited Plasa Telkom 

Witel Denpasar and has been a subscriber to IndiHome for 

more than one month. The sample consisted of 258 IndiHome 

customers from PT Telkom Indonesia Witel Denpasar. A 

questionnaire distributed online via Google Forms was used to 

collect primary data. For analysis, the Structural Equation 

Model using LISREL 8.8 software [24]. The testing in this 

study is divided into three stages: the validity and reliability 

test, the goodness of test fit test, and the test hypotheses. 

 

 
 

Figure 4: Overview of Research Structural Models 

 

 

IV. RESULTS AND DISCUSS 

 

a. Characteristics of Respondents 

For primary data, this study relies on a questionnaire 

distributed to respondents. This research sample was drawn 

using a non-probability sampling technique with a purposive 

type sampling aimed at IndiHome customers PT. Telkom 

Indonesia Witel Denpasar who have already visited Plaza 

Telkom Witel Denpasar and subscribed for at least one month. 

Google Forms was used to distribute the questionnaire, which 

was completed online.  

Respondent data was obtained through the distribution of 

questionnaires with 364 respondents and valid data that could 

be processed with only 258 respondents. 69% dominated by 

male gender as many as 179 respondents, 36% aged 26-35 

years as many as 94 respondents, 51% had a bachelor degree 

as many as 133 people, 64% worked as private employees, 

namely 165 people, 37% have an income of 4-5 million, as 

many as 96 people, and 36% have used IndiHome for an 

average of 2-3 years, as many as 94 people. 

 

Validity and Reliability Test 

According to the Good of Fit Indices table and the 

explanation above, the research model performed poorly, with 

1 GOF measure indicating a poor or poor fit. 1 GOF size 

indicates marginal fit, while 12 GOF sizes indicate Good or 

Good Fit [25]. 

In these results, the measurement index that a structural 

model can be said suitable if a minimum of 5 indexes in the 

Goodness of Fit measurement are stated to match in value 

criteria, so it can be concluded that all of the models in this 

research model are compatible Goodness of Fit (Good Fit). 
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TABLE I 

TEST RESULTS VALIDITY AND RELIABILITY 

 
 

Goodness of Fit Test 

TABLE II 

GOODNESS OF FIT IN STRUCTURAL MODELS 

 
 

 

b. Hypothesis Testing 

The significance and strength of the relationship between 

the variables variable in accordance with the hypothesis that 

has been made were used to determine hypothesis testing in 

this study. The T-value on the results LISREL output indicates 

significance. In this study, with a 95% confidence level, the 

hypothesis will be accepted if the T-value is greater than 1.96 

or less than 1.96. 

 
Figure 5: T-values in the Research Model 

 

The T-value on each relationship between variables in the 

study, as shown in Figure 5, is obtained from the LISREL 

programme. If the number is black, it indicates that the T-

value is greater than 1.96 or less than -1.96, indicating a 

significant relationship between variables. In contrast, if the 

red T-value indicates a non-significant relationship between 

variables. 

TABLE III 

T-VALUES AND REGRESSION COEFFICIENTS 

 
 

 

 

c. Overall Business Implication 

Based on the results of the discussion, conclusions can be 

drawn about the current state of the company PT. Telkom 

Indonesia, specifically IndiHome service quality in terms of 

infrastructure reliability and responsibility. From services to 

infrastructure reliability, the programme is currently in effect 

3 on 3 (installation acceleration, interference handling 

acceleration, and increasing service level guarantee), then 

from the service side is implemented speeding up accessing 

service channels such as digital touch with implemented 

“MyIndihome”, easy access to services centralised at call 
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centre 147, and opening outlets in the form of Telkom group 

Grapari and also Telkom Plaza. IndiHome's service quality is 

expected to be well perceived by customers, which is expected 

to directly improve customer satisfaction. 

Despite, in this study, the quality of IndiHome services 

must first be trusted and relied on by the customer, and it must 

have a positive image in the eyes of the customer; only then 

will it achieve customer satisfaction. The IndiHome image of 

PT. Telkom Indonesia is not directly related to behavioural 

loyalty in this study. In terms of the company's current state, 

PT. Telkom Indonesia is implementing the programme 

Customer Get Customer to influence the community, as has 

been done in collaboration with RT / RW, then conducted an 

introduction and at the same time as an IndiHome marketing 

agent with fostered business partners using CDC (Community 

Development Centre) funds. Many testimonials were 

delivered to IndiHome subscribers and prospective customers 

in the programme. IndiHome is a massive project that is being 

implemented in stages, beginning with programmes in the 

central region and progressing to programmes in regional 

areas and Witel (Wilayah Telekomunikasi), including Witel 

Denpasar. Improvement programmes to improve 

infrastructure reliability and service quality are expected to 

increase behaviour loyalty, with customers continuing to 

subscribe to IndiHome. 

Customer satisfaction has no effect on behaviour loyalty, 

which may lead to an increase in churn levels from 2021 to 

2022. Because of the numerous fibre optic and non-fiber optic 

interferences that appear, customers are dissatisfied. Overall, 

casement IndiHome customer satisfaction only affects the 

stage at which the customer places a positive value on 

IndiHome products and influences them to recommend them 

to others, not the point of purchase. Attitude loyalty can be 

defined as a commitment or trust in a company that does not 

require a purchase.  

 

V. CONCLUSIONS 

Based on the results of research that has been conducted by 

researchers to find out "Antecedents of Satisfaction Customers 

and their Influence on Attitude Loyalty and Behavioural 

Loyalty "can then be withdrawn conclusion as follows: 

a. Service Quality has a positive and significant relationship to 

Trust. Service quality has a positive and significant 

relationship to the image. Service quality does not have a 

positive and significant direct relationship to satisfaction 

customer. 

b. Trust has a positive and significant relationship to customer 

satisfaction. Image has a positive and significant 

relationship to customer satisfaction. Trust has a positive 

and significant relationship to attitude loyalty. 

c. Customer satisfaction has a positive and significant 

relationship directly to attitude loyalty. Customer 

satisfaction does not have a positive and significant direct 

relationship to loyalty behaviour. 

d. Loyalty attitude has a positive and significant relationship 

to behavioural loyalty.  The image does not have a positive 

and significant direct relationship to behavioural loyalty. 

e. Trust and image have a total influence in mediating the 

effect of service quality on customer satisfaction. Customer 

trust and satisfaction has a total influence in mediating the 

influence of service quality towards attitude loyalty. 

f. Image and customer satisfaction have a total influence in 

mediating the influence of service quality towards and 

loyalty behaviour. The most influential dimension among 

the dimensions of service quality is information quality. 
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