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ABSTRACT: The purpose of this study is to know and analyze how to affect the brand image, product quality and 
relationship marketing with individually and collectively to customer satisfaction and loyalty. This research type is 
quantitative descriptive through population of optical network consumer. The sample data is saturated sample of 31 
respondents.This researchis case study for optical network devices in PT. Alcatel-Lucent Indonesia (Nokia Group). 
Research data using questionnaires, interviews, and document studies. Test the validity and reliability used to measure each 

item of research variables. Data analysis using descriptive statistics method to describe research variables and multiple 
linear regression analysis, with F-test and T-test for dependent variables. Based on regression analysis results obtained: 1. 
Brand Image (X1), Product Quality (X2), and Relationship Marketing (X3) with individually effect to Customer Satisfaction 
(Y1) and Customer Loyalty (Y2) evidenced by testing with T-test where the results research shows the significance value of 
all the independent variables <0.05. 2. Together Brand Image (X1), Product Quality (X2), and Relationship Marketing (X3) 
effect to Customer Satisfaction (Y1) and Customer Loyalty (Y2) as evidenced by F-test where the result of research shows 
significance value F <0.05. The presence of some disgruntled customers where a decrease in loyalty from customers will 
lead to the delivery of information from and among customers down the potential of subsequent customers and reduce the 

following customer loyalty. 

Keywords: brand image, product quality, marketing relationships, customer satisfaction and loyalty. 

 

I. INTRODUCTION 

The current competition has changed the company's point of view in serving its market. The demand 

for change is imperative, for only those who are ready to change can survive. Companies must always anticipate 

the occurrence of a change, because with the changes will create a new opportunity and the old to be left behind. 

In this study the author raised the theme with the product of the optical network devices as already 

mentioned. The capital expenditure of a consumer service provider is enormous, of which nearly 70% is used 

for the purchase of mobile infrastructure development equipment and the researcher focuses only on a part of 
the general capital spending of an operator for optical network devices ranging from 5 ~ 7% only. Along with 

the development of telecommunication infrastructure technology as well as cellular phones, the need for 

bandwidth by operators (Telkom, Telkomsel, Indosat, XL) and in the provision of long distance communication 

services (data or voice) has become even greater. The increase in bandwidth requirements by operators is 

reflected in the increase of internet usage in Indonesia by 58% (55 million people) from 2011 to 2012. 

In this study is the decline in consumer purchases of mobile operators for optical network devices in 

Indonesia, especially caused by the factors of brand image, product quality, and relationship marketing are 

limited and also affects the decrease in the number of customers and turnover at PT. Alcatel-Lucent Indonesia in 

particular. Therefore, with this decreasing number of subscribers and turnover, ALU Global has generally been 

acquired by Nokia Group recently, as ALU Global in the last three years cannot survive the tight market and 

changing customer patterns. 

II. STUDY THEORY 

Marketing is one of the main activities that need to be done by a company either a goods or service 

company in an effort to maintain its business survival. This is because marketing is one of the activities of the 

company, where directly related to the consumer. So marketing activities can be defined as human activities that 

take place in relation to the market. Kotler and Keller (2012: 5) suggests the definition of marketing means the 

process of planning and execution of a conception by setting the price, promotion, and distribution of ideas both 
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goods and or services to create exchanges that satisfy individual and organizational goals. So it can be said that 

the success of marketing is the key to success of a company. 

Brand Image 

Brand Image is a series of descriptions of associations and consumer beliefs on a particular brand. 

Brand Image of a good product will encourage potential buyers of the product compared to other brands with 

the same product. According to Frank Jefkin (Ardianto & Soemirat, 2010: 114) the image is defined as the 

impression of a person or an individual about something that arises as a result of his knowledge and experience. 

Product Quality 

The definition of product according to Kotler and Armstrong (2012: 283) is anything that can be 

offered to the market to get attention, bought, used, or consumed that can satisfy the desires or needs. According 

to Kotler and Keller (2009: 4), the product is a key element in the overall market supply. In addition, the product 

can also be defined as the consumer perceptions described by the producers through their production (Tjiptono, 

2008). 

Relationship Marketing  

The concept of relationship marketing for the first time was introduced by Berry in 1983 in the context 

of service organizations. Berry defines relationship marketing as a strategy to attract, retain, and enhance 

customer relationships (Berry, 1983; Ranjbarian & Berari, 2009, in Gilaninia, et.al, 2012). Taheri and Heidari 

(2004: 56) in Gilaninia, et.al (2012) defines "relationship marketing" as: "a business strategy that will be 

enhanced by technological developments and through paying companies to create cooperative benefits to 

optimize consumer perception value. 

Customer Satisfaction 

Customer Satisfaction is the response of the behavior shown by the customer by comparing the 

performance or perceived results with the expected. If the results are felt below expectations, the customer will 

be disappointed, dissatisfied even not satisfied, but otherwise when in accordance with expectations, customers 

will be satisfied and if performance exceeds expectations, customers will be very satisfied (Kotler, 2014: 150). 

Customer Loyalty 

According to Kotler and Keller (2012: 207), Loyalty is defined as a strongly held commitment to buy 

or subscribe to a particular product or service in the future. Customer loyalty will be the key to success, not only 

in the short run but in a sustainable competitive advantage, despite the influence of marketing situations and 

efforts that could potentially lead to behavioral change. 

Framework  

Sekaran (2003) suggests that the frame of mind is a conceptual model of how theory relates to various 

factors that have been identified as important issues. Based on this the authors compiled a frame of thought in 

this study are as follows: 

 

 
Figure 2.1. Framework 
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Hypothesis 

On the basis of the theoretical framework and the results of previous research, formulated hypotheses 

concerning Brand Image, Product Quality, Relationship Marketing, and Satisfaction and Customer Loyalty in 

case study for optical network devices in PT. Alcatel-Lucent Indonesia as follows: 

H1: Suspected there is influence of individual Brand Image to Customer Satisfaction. 

H2: Suspected there is influence of Product Quality individually to Customer Satisfaction. 

H3: Suspected there is influence of individual Relationship Marketing to Customer Satisfaction. 

H4: Suspected there is influence of Brand Image, Product Quality, and Relationship Marketing together towards 

Customer Satisfaction. 

H5: Suspected there is an Individual Brand Image influence on Customer Loyalty. 

H6: Suspected there is influence of individual Customer Satisfaction on Customer Loyalty. 

H7: Suspected there is an effect of Individual Product Quality to Customer Loyalty. 
H8: Suspected there is influence of individual Relationship Marketing to Customer Loyalty. 

H9: Suspected there is the influence of Brand Image, Product Quality, Relationship Marketing, and Customer 

Satisfaction collectively to Customer Loyalty. 

 

 

III. RESEARCH METHODS 

Design of Research 

The research method used in this research is quantitative analysis method, that is research which 

emphasizes its analysis on numerical data or numbers obtained by statistical method. Sugiyono (2010: 13) put 

forward as follows, Quantitative research can be interpreted as a research method based on positivism 

philosophy, used to examine the population or a particular sample, data collection using research instruments, 

quantitative / statistical data analysis, with the aim to test the hypothesis. 

Research Variable 

The instrument to be discussed consists of 3 (three) independent variables (Eksogen), namely brand 

image (X1) as the first independent variable, product quality (X2) as the second independent variable, (X2), and 

relationship marketing (X3) third, while the dependent variable (Endogen) is customer satisfaction as dependent 

variable (Y1) and customer loyalty (Y2). 

Variable Measurement 

The measurement scale is the whole used as a reference to determine the length of the short interval 

that is in the measuring instrument, so that the measuring instrument when used in the measurement will 

produce quantitative data. 

In this study, the variables used with the hypotheses and problems are: 

Exogenous variables (X), consisting of: 

1. Brand Image (X1) of the company logo ALU and this variable is done for case study with optical network 

devices in ALU-I. 

2. Product Quality (X2) in this case is the use and use of optical network devices for case studies in ALU-I. 

3. Relationship Marketing (X3) in this case is a sales and marketing strategy for the study of chassis with 

optical network devices in ALU-I. 

Endogenous Variable (Y), consisting of 
1. Customer Satisfaction (Y1) where the customer to be conducted research in accordance with the limits of 

research located five major cellular and fixed service companies, namely Telkom, Telkomsel, Indosat 

Ooredoo, XL Axiata, and Moratel. 

2. Customer Loyalty (Y2) where the continuation after the customer feels fulfilled their needs and satisfied for 

the product built, thus bringing loyalty to the brand, in this case repeat order. 

3. In this study the operational table is as listed in the table below. 

The technique data used is through questionnaire (questionnaire), interview, and literature study.  
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Table 3.1. Research Variable Operational 

 
 

 
 

Questionnaire is a data collection technique that is done by giving a set of questions or written 

statement to the respondent to answer (Sugiyono, 2010: 199). 

The population of this study are some consumers of optical network devices at PT. Alcatel Lucent 

Indonesia (ALU-I) during the period 2015 ~ 2016, and where there are 5 (five) customer companies observed 

for customer satisfaction and loyalty behavior. namely: Telkom, Telkomsel, Indosat Ooredoo, XL Axiata, and 
Moratel, with the weight of the two companies at the beginning for an average sales volume of 78% of the total. 

The sample of research that meets the criteria desired by the researcher is in accordance with the 

problem restrictions listed in chapter 1 where the number of population during 2015 ~ 2016 is 31 customer 

correspondents. Since there is a total sample of 31 consumer correspondents, we say that the number of samples 

is a saturated sample of the existing population so no sampling technique is required using Slovin formula 

(Sunyoto, 2013: 16). So the number of samples used. 
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IV. RESULTS AND DISCUSSION 

Researchers process data of statistical research using SPSS v24 program then the output data is used as 

the basis for analysis and answer the proposed research hypothesis.Based on the results of respondents' answers 

to the questionnaires distributed, can be described profile of respondents by age, gender, and length of 
subscription as follows: 

Table 4.1. Description of Respondence Identity 

 
 

Descriptive analysis is used to determine the results of the responses of respondents to the variables 

used through the questionnaire items submitted. These variables are described in several indicators measured by 

Likert scale with a score of 1 to 5. The respondents' answers to each indicator variable are as follows: 

Table 4.2. Respondence Feedback 
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Table 4.2. Respondence Feedback (con’t) 

 
 

 

Validity and Reliability Test 

A research instrument can be said to be valid if it is able to measure what it wants to measure and can 

reveal the data of the variables studied permanently. According Sugiyono (2011: 134) if the correlation 

coefficient equal to 0.3 or more (smallest 0.3), then the instrument items declared valid. 

Reliability test is used to determine the consistency of measuring instruments, whether the measuring 

instruments used are reliable and remain consistent if the measurement is repeated. Reliability variable is 

determined based on the value of alpha cronbach, if the value of alpha is greater than 0.6 then said the variable 
is reliable or reliable. 

 

Table 4.3. Validity and Reliability Test 
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Y2 = 0,313X1 + 0,185X2 + 0,155X3 + 0,247Y1+ 0,365 

Analysis of Multiple Linear Regression 

Table 4.4. Coefficients Regression each Variable 

 
 

Classic Assumption Test 

From the results of data processing with SPSS program obtained the graph of Normality 
&Heteroskedasticity as follows: 

Figure 4.1. Normality Test 

 
 

Figure 4.2. Heteroscedasticity Test 

 
 

Correlation and Determination (R2) Coefficient 

Multiple coefficients are used to determine the strength of exogenous variables relationship to 

endogenous variables. Based on result of calculation result of multiple analysis as follows: 

 

 

 

 

Y1 = 0,177X1 + 0,353X2 + 0,237X3+ 0,808 
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Table 4.5. Correlation & Determination (R2) Coefficients 

 

The coefficient of determination (R2) is used to measure how much the exogenous variable in 

explaining or influencing the endogenous variables. 

Matrix of Correlation between Dimension 

The correlation matrix n random variables X1, ..., Xn are n × n matrices where i, j are Corr (Xi, Xj). If 

the correlation measure used is the product moment coefficient, the correlation matrix will be equal to the Xi / 

SD (Xi) standardized random variable covariance matrices for i = 1, ..., n. Thus, the correlation matrix is a non-

negative definite matrix. 

Table 4.6. Correlations Matrix 

 

The correlation matrix is always symmetrical, ie the correlation between Xi and Xj is the same as the 

correlation between Xj and Xi). 

Hypothesis Testing 

From Table 4.4 Model-1 (t-test) Hypotheses 1, 2, and 3 can be seen that: 

 The significance value of Brand Image Variable X (X1) is 0,030. The value indicates that individually 

Brand Image (X1) have an effect on Customer Satisfaction (Y1) because of significance value t <0,05. 

 The significance value of Product Quality variable (X2) is 0.000. These values indicate that individually 

Product Quality (X2) affects Customer Satisfaction (Y1) because of the significance value t <0,05. 

 The significance value of t Relationship Marketing (X3) variable is 0.000. The value indicates that 

individually Relationship Marketing (X3) affects Customer Satisfaction (Y1) because of significance value 

t <0,05. 

From table 4.7 (F-test) Hypotheses 4 and 9 it can be seen that: 

 This indicates that simultaneously Brand 

Image (X1), Product Quality (X2), and 

Relationship Marketing (X3) have an effect 

on Customer Satisfaction (Y1) because of 

significance value F <0,05. 

 This shows that simultaneously Brand Image 

(X1), Product Quality (X2), Relationship 

Marketing (X3), and Customer Satisfaction 

(Y1) influence Customer Loyalty (Y2) 

because F significance value <0,05. 

Table 4.7. Correlation Matrix 
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From table 4.4 Model-2 (t-test) Hypotheses 5, 6, 7 and 8 can be seen that: 

 The significance value of Brand Image variable (X1) is 0.000. The value indicates that individually Brand 

Image (X1) has an effect on Customer Loyalty (Y2) because of significance value t <0,05. 

 The significance value of Product Quality variable (X2) is 0,001. The value indicates that individually 

Product Quality (X2) affects Customer Loyalty (Y2) because of significance value t <0,05. 

 Value of significance t variable Relationship Marketing (X3) of 0.001. The value indicates that 

individually Relationship Marketing (X3) affects Customer Loyalty (Y2) because of significance value t 
<0,05. 

 Value of significance t Customer Satisfaction variable (Y1) of 0.043. These values indicate that 

individually Customer Satisfaction (Y1) affects Customer Loyalty (Y2) because the significance value t 

<0,05. 

Analysis of Multiple Linear Regression  

Path analysis is an extension and development of multiple linear regression, and which allows the 

analysis of more complex models (Streiner, 2005). The Line Analysis Technique is used to test the amount of 

contribution (contribution) shown by the path coefficient on each path diagram of the causal relationship 

between variables. Based on the results of research known Brand Image (X1), Product Quality (X2), 

Relationship Marketing (X3), and Customer Satisfaction (Y1) individually and together influence to Customer 

Loyalty (Y2). 

 

 
Figure 4.2. Path Analysis of Linear Regression 

 

 

V. CONCLUSIONS 

Based on the results of the research, the conclusions obtained from this study are as follows: 
 Brand Image (X1), Product Quality (X2), and Relationship Marketing (X3) individually influence 

Customer Satisfaction (Y1). The result of research with t test means supporting hypothesis 1, 2, and 3 

submitted. 

 Brand Image (X1), Product Quality (X2), and Relationship Marketing (X3) together affect Customer 

Satisfaction (Y1). The result of the research with the F test means supporting the hypothesis 4 proposed. 

 Brand Image (X1), Product Quality (X2), Relationship Marketing (X3), and Customer Satisfaction (Y1) 

individually influence Customer Loyalty (Y2). The result of research with t test means supporting 

hypothesis 5, 6, 7, and 8 submitted. 

 Brand Image (X1), Product Quality (X2), Relationship Marketing (X3), and Customer Satisfaction (Y1) 

jointly affect Customer Loyalty (Y2). The result of the research with the F test means supporting the 

proposed hypothesis 9. 
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