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Abstract: Telecommunication industry is a very highly competitive compares to others, especially on internet packages segment which encourages 
operators to push their quality to survive the competition. By reaching and setting service standards is considered being one of the strategies. This is 
why the importance of measurement is inevitable. The research is to understand how price, brand image or/and product quality influences the loyalty of 

XL Axiata’s customer. For methodology, we used the quantitative associative method that distributed to 274 customers of Hotrod Internet data packages 
by XL Axiata. The research method used surveys. The unit of analysis for each problem identification is the data package analysis of Hotrod XL Axiata 
customer who used XL product. Time horizon in this study was cross-sectional. Mechanical analysis technique used is simple regression and multiple 

regressions. The results indicated that price, brand image or/and product quality influence the customer loyalty. It showed that price and brand image 
have a small contribution to customer loyalty, which amounted to 3.3%.  
 

Index Terms: Price, Brand Image, Product Quality, Customer Loyalty, and Quantitative  

——————————      —————————— 

 
1 INTRODUCTION             
Nowadays, information and communication are considered as 
the necessity for urban people. ICT (Information and 
Communication Technology) is the key to driving innovation in 
telecommunication services, not just a public utility but it has 
become commercials. In ASEAN, stated that 
telecommunication is the primary infrastructure for MEA. 
Cellphone users raise up to 2.707 billion in Asia Pacific from 
2011 until 2015. Indonesia is coming from 130,4 to 186 billions 
of cellphone users. It indicates that cellphone/smartphone is 
not only just a communication tools but a lifestyle. This is 
where telco providers came along to support. Both are related 
to one another. In the implementation of telecommunication 
operation competition, telecommunication providers are 
required to compete, and one of them is XL Axiata that should 
strive to continuously improve the performance of services, 
telecommunication stability and make it a good quality 
experience which will be perceived by the customer to 
maintain its position. There are some important things to be 
considered by the company to keep competing with other 
companies. Those things are price, brand image, and product 
quality. These factors are important to establish customer 
loyalty. Price is the relative value of the product (Ramli, 2013: 
51). Rate or price is one of the factors that must be controlled 
and in harmony with the objectives to be achieved by the 
company. In the journal of Putra (2012) pricing decisions 
became important in discovering the extent to which services 
rated by consumers and also in the process of building 
customer loyalty levels. For that, the price has several 
dimensions expressed in the journal of Selang (2013), which 
are: Price Affordability, Competitive Prices, and Price 
According to Quality. In the Journal Yi Zhang (2015) Brand 
image has been studied extensively since the 20th century 
due to its importance in building brand equity. In the 
increasingly competitive world marketplace, companies need 
to have a deeper insight into consumer behaviour and educate 
consumers about the brand in order to develop effective 
marketing strategies. Meanwhile journal of Wijayanto (2013) in 
general, brand associations especially those who made up the 
brand image become the basis for consumers purchasing 
decisions and loyalty to the brand. There are several 
dimensions of brand image proposed by Kotler (2009), which 
are: Corporate Image, User Image, and Product Image. 
Product Quality means the ability of a product to demonstrate 

its functions, and it includes the overall durability, reliability, 
accuracy, ease of operation and product repair and other 
product attributes. According to the Journal of Trisnawan 
(2014), the most important challenge faced by every company 
is a matter of product development for the formation of 
customer loyalty. Some dimensions of product quality are, 
Japarianto (2013): Performance, Features, Reliability, 
Conformance to Specification, Serviceability, and Perceived 
Quality. Customer loyalty is the most important part of the 
customer's purchase repetition (Caruana, 2002) according to 
the Journal of Japarianto (2013), customer loyalty is 
customer's commitment to a brand, based on the very positive 
attitude and is reflected in a consistent purchase repetition.  
For that, there are several dimensions of customer loyalty 
which are, Griffin (2009): Regular purchases, Purchase across 
product and service line, References to others, and 
Demonstrate immunity to the pull of competitors. 
Referring to the above background, the formulations of the 
problem are as follows: 
1. How is the effect of price towards the customer loyalty of 

XL Hotrod Internet data packages on the community of 
Xplor Forum in Jakarta? 

2. How is the effect of the brand image towards the customer 
loyalty of XL Hotrod Internet data package on the 
community of Xplor Forum in Jakarta? 

3. How is the effect of products quality towards customer 
loyalty of XL Hotrod Internet data package on the 
community of Xplor Forum in Jakarta? 

4. How is the effect of price and brand image on customer 
loyalty of XL Hotrod Internet data package on the 
community of Xplor Forum in Jakarta? 

5. How is the effect of price and product quality towards 
customer loyalty of XL Hotrod Internet data package on the 
community of Xplor Forum in Jakarta? 

6. How is the effect of brand image and product quality on 
customer loyalty of XL Hotrod Internet data package on the 
community Xplor Forum in Jakarta? 

7. How is the effect of price, brand image and product quality 
towards customer loyalty of XL Hotrod Internet data 
package on the community of Xplor Forum in Jakarta? 

 

2.  RESEARCH METHOD 
 
2.1. Research Design 
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This research was associative quantitative that explained or 
determined the relationship between two or more variables 
(Sugiyono, 2015: 292). The research method used surveys. 
The unit of analysis for each problem identification is the data 
package analysis of Hotrod XL Axiata customer who used XL 
product. Time horizon in this study was cross-sectional. 
According to Sekaran (2013), cross-sectional research was 
research in which data is collected only once, perhaps for a 
few days or weeks or months, to be able to answer questions 
from the research. 
 
2.2. Variable - Independent variable in this research is, Price 
(X1), Brand image (X2) and Product Quality (X3) and the 
Dependent Variable in this research is customer loyalty (Y). 
2.3 Data Colletion Method- Questions or statements in a 
questionnaire measured using Likert scale, Observation, 
Literature studies. 
 
2.4. Population and Sample - The population in this study is 
a population of Xplor community forum in Jakarta. The 
population of this study is a group of society who become the 
member of the Xplor XL Axiata forum community and used the 
products and services of Hotrod Internet data package. 
The sampling technique used in this study was the purposive 
sampling technique which is a technique of collecting samples 
with certain considerations. According to Sekaran (2013: 241) 
samples are part of the population. It consists of several 
members who have been, in another sense only some, but not 
all the elements are in the population for the study. If there are 
1000 people, it can be 40 to 500 people as a sample. 
Therefore, the sample determined in this study was 274 
people. 
 
2.5. Data Analysis - Testing Instruments, Validity Test, 
Reliability Test, Classical assumptions test, Normality, 
Multicolinearity, Heteroscedasticity 
 
2.6.  Data Analysis Techniques - Regression Analysis, 
Simple Linear Regression Analysis, Multiple Linear 
Regression Analysis 
 
2.7 Hypothesis Test - Partial Test (T Test), Simultaneous Test 
(F Test), Coefficient of Determination Test (DT) 
 

3. RESULT 
 
According to the framework, the correlation or relationship of 
the data package between price (X1), Brand (X2), and Product 
Quality (X3) towards Customer Loyalty (Y) of Hotrod XL Axiata 
Internet is as follows: 

 

 

 
Figure 1. The correlation or relationship of the data 

package between price (X1), Brand (X2), and Product (X3)  
towards Customer Loyalty (Y) of Hotrod XL Axiata Internet 
Table 1 above is the result of data processing which can be 
summed up as follows: 

 
Table 1. Discussion 

Variable Contribution Regression 
Equations 

Significance 

X1 → Y - 
Y = 24.891 + 

0.177 X1 
Significant 

X2 → Y - 
Y = 24.582 + 

0.166 X2 
Significant 

X3 → Y - 
Y = 18.261 + 

0.285 X3 
Significant 

X1,X2 → Y - 
Y = 21.673 + 

0.157 X1 + 0.144 X2 

X1, X2 

simultant : 
Significant 

X1, X3 → 

Y 
- 

Y = 15.927 + 

0.124 X1 + 0.274 X3 

X1, X3 

simultant : 
Significant   

X2, X3 → 
Y 

- 
Y = 16.923 + 

0.068 X2 + 0.274 X3 

X2, X3 

simultan : 
Significant 

X1, X2, X3 
→ Y 

11,7% 

Y = 14.968 + 

0.118 X1 + 0.055 X2 
+ 0.266 X3 

X1, X2, X3 

simultant : 
Significant 

Source: Output from the data analysis, 2019 
 

The hypothesis test results partially showed that Price variable 
of XL Axiata’s Hotrod Internet data package (X1) has a value 
of t-test (2.349) > t-table (1.65) with a significant level of 0.000. 
Therefore, Ho is rejected. Accordingly, the decision was that 
the price variable of XL Axiata’s Hotrod Internet data package 
has an effect towards Customer Loyalty on XL Axiata’s Hotrod 
Internet data package. The regression equation that described 
the relationship between the price variable of XL Axiata’s 
Hotrod Internet data package (X1) towards customer loyalty on 
XL Axiata’s Hotrod Internet data package (Y) was Y = 24.891 + 
0.177 X1. The equation stated that if the value of X1 variable 
is considered zero, therefore, the value of Y variable is 24.891 
units. Each additional unit of X1 variable will give an increase 
of 0.177 units. The hypothesis test results partially showed that 
Brand Image variable of XL Axiata’s Hotrod Internet data 
package (X2) has a value of t-test (2.204) > t-table (1.65) with 
a significant level of 0.000. Therefore, Ho is rejected. 
Accordingly, the decision was that Brand Image variable of  XL 
Axiata’s Hotrod Internet data package has an effect towards 
Customer Loyalty on XL Axiata’s Hotrod Internet data 
package. The regression equation that described the 
relationship between brand image variables of XL Axiata’s 
Hotrod Internet data package (X2) towards Customer Loyalty 
of XL Axiata’s Hotrod internet data package (Y) was Y = 
24.582 + 0.166 X2. The equation stated that if the value of X2 
variable is considered zero, therefore, the value of Y variable 
is 24.582 units. Each additional unit on X2 variable will give an 
increase of 0.166 units. The hypothesis test results partially 
showed that Product Quality variables of XL Axiata’s Hotrod 
Internet data package (X3) have the value of t-test (5.968) > t-
table (1.65) with a significant level of 0.000. Therefore, Ho is 
rejected. Accordingly, the decision was Product Quality 
variable of XL Axiata’s Hotrod Internet data package has an 
effect towards Customer Loyalty of XL Axiata’s Hotrod Internet 
data package. The regression equation that described the 
relationship between Product Quality variables of XL Axiata’s 
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Hotrod Internet data package (X3) towards Customer Loyalty 
of XL Axiata’s Hotrod Internet data package (Y) was Y = 
18.261 + 0.285 X3. The equation stated that if the value of X3 
variable is considered zero, therefore, the value of Y variable 
was 18.261 units. Each additional unit on X3 variable will give 
an increase of 0.285 units. The results of hypothesis testing on 
Price variable of XL Axiata’s Hotrod Internet data package (X1) 
and brand image of XL Axiata’s Hotrod Internet data package 
(X2) towards Customer Loyalty of XL Axiata’s Hotrod Internet 
data package (Y) simultaneously has a value of F test (4.603) 
> F table (2.64) with a significant level of 0.000. The decision 
was Ho rejected, therefore price variable and brand image 
variable of XL Axiata’s Hotrod Internet data package has an 
effect towards customer loyalty of XL Axiata’s Hotrod Internet 
data package. Price variable of XL Axiata’s Hotrod Internet 
data package (X1) and brand image variable of XL Axiata’s 
Hotrod Internet data package (X2) simultaneously contributed 
3.3% towards the customer loyalty (Y), which means that 3.3% 
of X1 and X2 variables affect variable Y. The remaining are 
affected by other variables. The regression equation that 
described the relationship between the price variable of XL 
Axiata’s Hotrod Internet data package (X1) and Brand Image 
variable of XL Axiata’s Hotrod Internet data package (X2) 
towards customer loyalty of XL Axiata’s Hotrod Internet data 
package (Y) was Y = 21.673 + 0.157 X1 + 0.144 X2. 
Constants of 21.673 units stated that if the value of X1 and X2 
variable are considered zero, therefore, the value of Y variable 
is 21.673. The regression coefficient of X1 variable was 0.157 
units stated that each additional unit of X1 variable would give 
an increase to Y variable of 0.157 units. The regression 
coefficient of X2 variable was 0.144 units stated that each 
additional unit of X2 variable would give an increase to Y 
variable of 0.144 units. The results of hypothesis testing on 
price variable of XL Axiata’s Hotrod Internet data package (X1) 
and product quality of XL Axiata’s Hotrod Internet data 
package (X3) towards customer loyalty of XL Axiata’s Hotrod 
Internet data package (Y) simultaneously has a value of F test 
(19.412) > F table (2.64) with a significant level of 0.000. The 
decision was Ho rejected. Therefore, price and Product Quality 
variable of XL Axiata’s Hotrod Internet data package has an 
effect towards Customer Loyalty of XL Axiata’s Hotrod Internet 
data package. Price variable of XL Axiata’s Hotrod Internet 
data package (X1) and Product Quality of XL Axiata’s Hotrod 
Internet data package (X3) simultaneously contributed 12.5% 
towards the Customer Loyalty of XL Axiata’s Hotrod Internet 
data package (Y), which means that 12.5% of X1 and X3 
variable affects the Y variable. The remaining are affected by 
other variables. The regression equation that described the 
relationship between the price variable of XL Axiata’s Hotrod 
Internet data package (X1) and Product Quality of XL Axiata’s 
Hotrod Internet data package (X3) towards customer loyalty of 
XL Axiata’s Hotrod Internet data package (Y) was Y = 4.910 + 
0.483 X1 + 0.203 X3. Constants of 4.910 units stated that if 
the value of X1 and X3 variable are considered zero, 
therefore, the value of Y variable is 4.910. The regression 
coefficient of X1 variable was 0.483 units stated that each 
additional unit of X1 variable would give an increase to Y 
variable for 0.483 units. The regression coefficient of X3 
variable was 0.203 units stated that each additional unit on X3 
variable would give an increase to Y variable of 0.203 units. 
Results of hypothesis testing on brand image variable of XL 
Axiata’s Hotrod Internet data package (X2) and Product 
Quality of XL Axiata’s Hotrod Internet data package (X3) 

towards Customer Loyalty of XL Axiata’s Hotrod Internet data 
package (Y) simultaneously has a value of F test (74.819) > F 
table (2.64) with a significant level of 0.000. The decision was 
Ho rejected. Therefore, brand image and Product Quality 
variable of XL Axiata’s Hotrod Internet data package has an 
effect on Customer Loyalty of XL Axiata’s Hotrod Internet data 
package. Brand image variable (X2) and Product Quality of XL 
Axiata’s Hotrod Internet data package (X3) simultaneously 
contributed 11.9% to the Customer Loyalty (Y), which means 
that 11.9% of X2 and X3 variable affects variable Y. The 
remaining are affected by other variables. The regression 
equation that described the relationship between Brand Image 
variable of XL Axiata’s Hotrod Internet data package (X2) and 
Product Quality of XL Axiata’s Hotrod Internet data package 
(X3) on customer loyalty of XL Axiata’s Hotrod Internet data 
package (Y) was Y = 15.927 + 0.124 X1 + 0.274 X3. 
Constants of 15.927 units stated that if the value of X2 and X3 
variable are considered zero, therefore, the value of Y variable 
is 15.927. The regression coefficient of X2 variable was 1.124 
units stated that each additional unit of X2 variable would give 
an increase to Y variable of 0.124 units. The regression 
coefficient of X3 variable was 0.274 units stated that each 
additional unit on X3 variable would give an increase to Y 
variable of 0.274 units. Results of hypothesis testing on price 
variable of XL Axiata’s Hotrod Internet data package (X1), 
Brand Image of XL Axiata’s Hotrod Internet data package (X2) 
and Product Quality of XL Axiata’s Hotrod Internet data 
package (X3) towards Customer Loyalty of XL Axiata’s Hotrod 
Internet data package (Y) simultaneously has a value of F test 
(13.105)> F table (2.64) with a significant level of 0.000. The 
decision was Ho rejected. Therefore, the variable of price, 
brand image and product quality of XL Axiata’s Hotrod Internet 
data package have an effect towards Customer Loyalty of XL 
Axiata’s Hotrod Internet data package. Variable of Price of XL 
Axiata’s Hotrod Internet data package (X1), Brand Image of XL 
Axiata’s Hotrod Internet data package (X2) and Product 
Quality of XL Axiata’s Hotrod Internet data package (X3) 
simultaneously contributed 11.7% on the Customer Loyalty of 
XL Axiata’s Hotrod Internet data package (Y), which means 
that 11.7% of X1, X2, and X3 variable affects variable Y. The 
remaining are affected by other variables. The regression 
equation that described the relationship between the price 
variable of XL Axiata’s Hotrod Internet data package (X1), 
Brand image of XL Axiata’s Hotrod Internet data package (X2) 
and Product Quality of XL Axiata’s Hotrod Internet data 
package (X3) towards Customer Loyalty of XL Axiata’s Hotrod 
Internet data package (Y) was Y = 14.968 + 0.118 X1 + 0.055 
X2 + 0.266 X3. Constants of 14.968 units stated that if the 
value of X1, X2 and X3 variable are considered zero, therefore 
the value of Y variable is 14.968. The regression coefficient of 
X1 variable was 0.118 units stated that each additional unit of 
X1 variable would give an increase to Y variable for 0.118 
units. The regression coefficient of X2 variable was 0.055 units 
stated that each additional unit of X2 variable would give an 
increase to Y variable of 0.055 units. The regression 
coefficient of X3 variable was 0.266 units stated that each 
additional unit on the X3 variable would give an increase to Y 
variable for 0.266 units. 

 

4. CONCLUSION AND RECOMMENDATION 
 
4.1. Conclusion 
The conclusions obtained based on the discussion in the 
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previous chapters are as follows: The price of XL Axiata’s 
Hotrod Internet data package has an effect on customer 
loyalty of XL Axiata’s Hotrod Internet data package at Xplor 
community forum in Jakarta with a t-test value of (2.349) > t-
table (1.65) with a significant level of 0.000. Brand Image of XL 
Axiata’s Hotrod Internet data package has an effect on 
customer loyalty of XL Axiata’s Hotrod Internet data package 
at Xplor community forum in Jakarta with a t-test (2.204) > t-
table (1.65) with a significant level of 0.000, the brand image 
has the lowest value compared to other variables. Product 
Quality of XL Axiata’s Hotrod Internet data package has an 
effect on Customer Loyalty of XL Axiata’s Hotrod Internet data 
package at Xplor community forum in Jakarta with a t-test 
(5.968) > t-table (1.65) with a significant level of 0.000. Price of 
XL Axiata’s Hotrod Internet data package and Brand Image of 
XL Axiata’s Hotrod Internet data package have an effect on 
customer loyalty of XL Axiata’s Hotrod Internet data package 
at Xplor community forum in Jakarta with F test (4.603) > F 
table (2.64) with a significant level 0.000. Price and Brand 
image Variable contributed 3.3% towards customer loyalty. 
Price and Product Quality of XL Axiata’s Hotrod Internet data 
package have an effect on customer loyalty of XL Axiata’s 
Hotrod Internet data package at Xplor community forum in 
Jakarta with F test (19.412) > F table (2.64) with a significant 
level 0.000. Brand Image and Product Quality of XL Axiata’s 
Hotrod Internet data package have an effect on customer 
loyalty of XL Axiata’s Hotrod Internet data package at Xplor 
community forum in Jakarta with F test (74.819) > F table 
(2.64) with a significant level of 0.000. Price, Brand image, and 
product Quality have an effect on customer loyalty of XL 
Axiata’s Hotrod Internet data package at Xplor community 
forum in Jakarta with F test (13.105) > F table (2.64) with a 
significant level of 0.000. Variable of price, brand image, and 
product quality contributed 11.7% of the Customer Loyalty. 

 
4.2. Recommendation 
By observing the analysis and discussion, the suggestions that 
can be used as a feedback to XL and further research, are as 
follows: Companies - The companies are expected to provide 
price information in accordance with the prices offered, and 
inversely proportional to the quality of products offered as well, 
by providing discounts, or promotion. XL also should improve 
the company's brand image by creating a slogan to remind the 
public on trademark or characteristic of the product, or they 
can also create a campaign that makes people participates in 
understanding the brand image of the product. For Further 
Research - The researcher expects the further research to 
discuss other variables, such as Digital Marketing and 
Strategic Marketing with a wider scope, as well as the addition 
of research period to produce better information. Further 
research is expected to explore more deeply about the 
respondent's profile as well as data from companies that 
cannot be obtained, for further similar studies. 
 

5 REFERENCES 
[1] Alfian, B. (2012). Pengaruh Citra Merek (Brand 

Image) Terhadap Pengambilan Keputusan 
Pembelian Mobil Toyota Kijang Inova Pada PT. 
HadjiKalla Cabang Polman Makasar. Makasar: 
Universitas Hasanuddin. 

[2] Bose, C. (2012). Principle of management and 
administration (2nd ed.). Delhi: Asoke K. Ghos, PHI 
learning Private Limited, Rimjhim House, 111, 

Patparganj Industral Estate. 
[3] Cannon, J. P., Perreault, W. D., & 

Jerome.McCarthy, E. (2008). Pemasaran Dasar- 
Pendekatan Manajemen Global. Jakarta: Salemba 
Empat. 

[4] Caruana, A. (2002). Service Loyalty The Effects of 
Service Quality and The Mediating Role of 
Customer Satisfaction. European Journal of 
Marketing 

[5] Chen, L. (2015, June 1). The World's Largest 
Telecom Companies: China Mobile Beats Verizon, 
AT&T Again. Retrieved March 21, 2016, from 
Forbes: 
http://www.forbes.com/sites/liyanchen/2015/06/01/t
he-worlds-largest-telecom-companies-china-
mobile-beats-verizon-att-again/#f8086201b48a 

[6] DetikFinance. (2014, March 6). Negara dengan 
Penduduk Terbanyak di Dunia, RI Masuk 4 Besar. 
Retrieved April 20, 
2016,fromhttp://finance.detik.com/read/2014/03/06/
134053/2517461/4/negara-dengan-penduduk-
terbanyak-di-dunia-ri-masuk-4-besar 

[7] Elliot, G., Thiele, S. R., & Waller, D. (2014). 
Marketing (3rd ed.). Australia: Wiley. 

[8] eMarketer. (2013, September 30). Asia-Pacific 
Reaches Whopping 2.5 Billion Mobile Phone 
Users. Retrieved March 26, 2016, from 
http://www.emarketer.com/Article/Asia-Pacific-
Reaches-Whopping-25-Billion-Mobile-Phone-
Users/1010247 

[9] eMarketer. (2015, September 16). Asia-Pacific 
Boasts More Than 1 Billion Smartphone Users. 
Retrieved April 20, 2016, from 
http://www.emarketer.com/Article/Asia-Pacific-
Boasts-More-Than-1-Billion-Smartphone-
Users/1012984 

[10] eMarketer. (2015, September 16). Asia-Pacific 
Boasts More Than 1 Billion Smartphone Users. 
Retrieved April 20, 2016, from 
http://www.emarketer.com/Article/Asia-Pacific-
Boasts-More-Than-1-Billion-Smartphone-
Users/1012984 

[11] Fandy, T. (2011). Pemasaran Jasa. Malang: 
Bayumedia. 

[12] Griffin, J. (2009). Customer loyalty how to earn it, 
how to keep it. Kentucky : Mc Graw Hill. 

[13] Indonesia Konsumen. (n.d.). Retrieved April 20, 
2016, from Marketing: 
http//www.marketing.co.id/pasarkonsumen/Indones
ia-konsumen/11290 

[14] Indosat Ooredoo. (n.d.). Retrieved March 8, 2016, 
from www.indosatooredoo.com 

[15] Japarianto, E. (2013). Analisa Pengaruh Kualitas 
produk Terhadap Loyalitas Melalui Kepuasan 
sebagai Variabel Intervening Pada pelanggan 
restoran PorKee Surabaya. JURNAL 
MANAJEMEN PEMASARAN, 1(2), 1-8. 

[16] Khizindar, T. M. (2015). An Empirical Study of 
Factors Affecting Customer Loyalty of 
Telecomunication Industry in The Kingdom of 
Saudi Arabia. British Journal of Marketing Studies, 
3(5), 98-115. 

[17] Kominfo. (n.d.). Perkembangan Jumlah Pelanggan 



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 9, ISSUE 01, JANUARY 2020       ISSN 2277-8616 
 

 

1671 
IJSTR©2020 

www.ijstr.org 

PT. Indosat Tahun 2010-2012. Retrieved March 7, 
2016, from Data & Statistik Kementerian 
Komunikasi dan Informatika RI: 
http://statistik.kominfo.go.id/site/data?idtree=422&i
ddoc=1366&data-data_page=11 

[18] Kompas. (n.d.). Retrieved March 7, 2016, from 
http://kompas.com 

[19] Kotler. (2009). Manajemen Pemasaran (1 and 2 
ed.). Jakarta: Prenhllindo. 

[20] Kotler, P., & Amstrong, G. (2012). Prinsip-prinsip 
Pemasaran (13th ed., Vol. 1). Jakarta: Erlangga. 

[21] Kotler, P., & Keller, K. (2012). Marketing 
Management. United State of America: Pearson 
Education Limited. 

[22] Kuncoro, M. (2011). Metode Kuantitatif Teori Dan 
Aplikasi Untuk Bisnis dan Ekonomi. Yogyakarta: 
UPP-AMP YKPN. 

[23] Malik, F. (2012). The Impact of Price Perception, 
Service Quality, and Brand Image on Customer 
(Study of Hospitality Industry in Pakistan). 
INTERDISCIPLINARY JOURNAL OF 
CONTEMPORARY RESEARCH IN BUSINESS, 
4(5). 

[24] Maulana, A. (2015, April 9). Xplor Forum, Layanan 
Forum ala Kaskus dari XL. Retrieved March 4, 
2016, from Liputan6: 
http://liputan6.com/read/2210508/xplor-forum-
layanan-forum-dari-xl 

[25] Ministry of Foreign Affairs Republic of Indonesia. 
(n.d.). Masyarakat Ekonomi ASEAN (MEA). 
Retrieved March 8, 2016, from 
http://www.kemlu.go.id/id/kebijakan/asean/Pages/
Masyarakat-Ekonomi-ASEAN-(MEA).aspx 

[26] Oentoro, D. (2012). Manajemen Pemasaran 
Modern. Yogyakarta: Laksbang Pressindo. 

[27] Plimbi Editor. (2015, January 11). Inilah Alasan 
Perkembangkan Handphone China Terus 
Meningkat! Retrieved April 20, 2016, from Plimbi: 
http://www.plimbi.com/news/158623/alasan-
perkembangkan-handphone-china 

[28] Priyatno, D. (2014). SPSS 22 Pengolah Data 
Terpraktis. Yogyakarta: ANDI. 

[29] Putra, F. T. (2012). Analisis Pengaruh Kualitas 
Pelayanan, Harga, dan Kepuasan Pelanggan 
Terhadap Loyalitas Pelanggan di Bengkel Mobil 
Rapiglass Autocar, Semarang. DIPONEGORO 
JOURNAL OF MANAGEMENT, 1(1). 

[30] Rai, A., & Srivastava, M. (2013). The Antecedents 
of Customer Loyalty: An Empirical Investigation in 
Life Insurance Context. Delhi. 

[31] Ramli, S. (2013). Bacaan Wajib Para Praktisi 
Pengadaan Barang/Jasa pemerintah. Jakarta: 
Visimedia. 

[32] Riduwan, & Rusyana, A. (2013). Cara Mudah 
Belajar SPSS 17.0 Dan Aplikasi Statistik Penelitian. 
Bandung: Alfabeta. 

[33] Sekaran, U., & Bougie, R. (2013). Research 
Methods for Business: A Skill-Building Approach 
(6th ed.). UK: Wiley. 

[34] Selang, Christian. (2013). ―Bauran Pemasaran 
(Marketing Mix) Pengaruhnya Terhadap 

[35] Loyalitas Konsumen Pada Fresh Mart Bahu Mall 
Mandao‖. Jurnal Ekonomi 

[36] Manajemen dan Bisnis Akuntansi (EMBA). Vol. 1. 
No. 3. Juni 2013. Hal. 

[37] 71 – 80. Universitas Sam Ratulangi Manado. 
Manado.  

[38] Smartfren. (n.d.). Retrieved March 8 , 2016, from 
www.Smartfren.com 

[39] Sugiyono. (2015). Metode Penelitian Kombinasi 
(mixed method). Bandung: alfabeta. 

[40] Sujarweni, V. W. (2015). SPSS Untuk Penelitian. 
Yogyakarta: Pustaka Baru Press. 

[41] Suparyanto, & Rosad. (2015). Manajemen 
pemasaran, dilengkapi 45 judul penelitian dan 
kasus sehari hari di Indonesia. Indonesia: 
Mitrawacana. 

[42] Telkom. (n.d.). My Telkom. Retrieved March 21, 
2016, from 
http://www.telkom.co.id/product/mytelkom/ 

[43] Terry, G., & Rue, L. W. (2013). Dasar-Dasar 
Manajemen. Jakarta: Bumi Aksara. 

[44] Trisnawan, A. D. (2014). Pengaruh Kualitas 
Produk, Harga, Promosi dan Distribusi Terhadap 
Loyalitas Konsumen Handphone Samsung Di 
Semarang. Jurnal Management. 

[45] Wheeler, A. (2013). Designing Brand Identity: An 
Essential Guide for The Whole Branding Team. 
New Jersey: John Wiley & Sons, Inc. . 

[46] Wijayanto, I. (2013). Pengaruh Citra Merek 
Terhadap Loyalitas Konsumen. Jurnal Ilmu 
Manajemen , 1(3). 

[47] XL. (n.d.). Transformasi XL Tunjukkan Hasil Positif. 
Retrieved March 7, 2016, from 
http://www.xl.co.id/corporate/id/investor/informasi/tr
ansformasi-xl-tunjukkan-hasil-positif 

[48] Zorantenello, L., & Delassus, V. P. (2015). The 
Handbook of Management Scales. New York: 
Routledge. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 


