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Abstract— In the current era of globalization, the need for cellular phones has experienced a very high development.  So that the 
growing use of cell phones will have an impact on the cellular card industry. Where various cellular card industry companies have 
sprung up such as: Telkomsel, Indosat, Ooredoo, XL Axiata. This study aims to determine and analyze the effect of price and service 
quality on user satisfaction and loyalty of service providers Telkomsel in Makassar City. The effect of satisfaction on loyalty, as well 
as to find out and analyze the effect of price and service quality on the loyalty of Telkomsel service providers through satisfaction.  
Data collection techniques were carried out by distributing questionnaires, as well as data analysis techniques using descriptive 
analysis, research instrument testing, classical  assumption  tests,  path  analysis,  sobel test analysis and hypothesis testing. The 
results of the study found that price and service quality had a positive and significant effect on the satisfaction and loyalty of service 
provider users. Satisfaction has a positive   and significant effect on loyalty, and price and service quality have a positive and 
significant effect on loyalty of service provider users through service user satisfaction.
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I. INTRODUCTION

In the current era of globalization, the need for cellular phones has experienced a very high development. So that the 
growing use of cell phones will have an impact on the cellular card industry. Where various cellular card industry companies 
have sprung up such as: Telkomsel, Indosat, Ooredoo, XL Axiata.

The large development of cellular cards can be seen from the innovations made by cellular card providers, both in terms of 
products and services provided, this has triggered competition among cellular card providers. Using a cell phone or 
smartphone to meet daily communication needs cannot be separated from the use of the phone card itself. Currently there are 
many cellular card providers in Indonesia that provide two types of cards to choose from, namely prepaid and postpaid. 
Basically, prepaid and postpaid cards have differences in the method of payment, where prepaid card payments are made 
before using the service, while postpaid is precisely after using the service. From the observations, it is obtained data that the 
service provider user PT. Telkomsel in Indonesia in the third quarter of 2019 amounted to 170.9 million, while PT. Indosat 
Ooredoo in the third quarter of 2019 amounted to 59 million customers and customers of PT. XL Axiata, Tbk. in the third 
quarter of 2019, there were 55.5 million subscribers.

The level of competition for cellular cards is increasing, so each service provider company needs to retain customers by 
offering the best service to consumers. In order for each consumer who is a cellular card service user to feel satisfied with the 
services felt by each service provider company, customer satisfaction is important for the service provider company. 
According to Herlambang (2014:77) that satisfaction is the level of a person's feelings after comparing the perceived 
performance  (or result) compared to his expectations. So the level of satisfaction is a function of the difference between 
perceived performance and one's expectations, so that the satisfaction felt by customers will have an impact on customer 
loyalty or loyalty to the products offered. Hurriyati (2015: 128) suggests that customer loyalty has an important role in a 
company to maintain customer loyalty. So that loyalty becomes a deeply enduring customer commitment to want to buy or 
repurchase.

Griffin in Hurriyati (2015: 128) suggests that the benefits a company gets if it has loyal customers are that it can encourage a 
more positive word of mouth with the assumption that loyal customers also mean satisfied customers and besides that it can 
reduce marketing costs, because the cost of marketing to attract new customers is more beneficial. Efforts to increase customer 
satisfaction and loyalty, especially in service provider companies, have resulted in an increasingly high level of competition, as 
in recent years the public is being treated to various kinds of advertisements regarding attractive telecommunication products, 
as well as providers presenting attractive prices, this has led to tariff competition between providers, the tariff war caused 
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people to change numbers because they were tempted by the price offered.
According to Nuryadin (2013: 187) that price is a reflection of the perceived value of consumers. This shows that if the price 

is in accordance with the benefits obtained, it will provide satisfaction for customers. Ade Syarif Maulana's research (2016) 
shows a positive relationship between price and customer satisfaction. This means that the higher the feasibility of the price 
level, the higher the satisfaction felt by customers for the product purchased. Then price can affect customer loyalty, this is in 
accordance with the theory put forward by Herlambang (2014: 47) that price is the amount of money or goods needed to get a 
combination of other goods accompanied by service provision. This means that pricing in accordance with market demand 
tends to increase customer loyalty. Conversely, if the pricing is not appropriate, it will cause customers to be disloyal or move 
to other products or services. This is because customers are less satisfied with company policies, so automatically loyalty tends 
to decrease. If the price purchased meets the expectations that consumers want, this will build a level of customer loyalty. 
Such pricing decisions are important in finding how far a service is valued by consumers and also in the process of building a 
level of consumer loyalty (Lupiyoadi, 2016). The results of research conducted by Rifqy Purwo Adi (2013), prove that price 
affects customer loyalty. Meanwhile, research conducted by Laely (2016) shows that the price variable has a negative and 
significant effect on customer loyalty. Thus it can be said that the results of research conducted by previous researchers can be 
said to be inconsistent because there are differences with testing the effect of price on customer loyalty.

Increasing customer satisfaction and loyalty is not only determined by price, but companies need to improve service quality. 
Service quality affects customer satisfaction, according to Dimyati (2015: 157) that service quality is quality as the totality and 
characteristics of a product or service related to the ability to satisfy customers. Parasuraman Research, et al. (1990) stated that 
high service quality results in high customer satisfaction as well. If the service received or felt by the customer matches or 
even exceeds the customer's expectation, then the service is considered quality and satisfies the customer because the service 
received is in accordance with the customer's expectation. Juniantara and Sukawati's research (2018) found that service quality 
has a partial effect on customer satisfaction. Meanwhile, Sukmawati and Massie (2015) found that service quality has a 
positive and significant effect on customer satisfaction. So that in the research conducted by previous researchers, there was no 
research gap because most of the previous researchers found that service quality had a positive and significant effect on 
customer satisfaction.

Then service quality affects customer loyalty, as stated by Tjiptono (2017: 142) that service quality can be interpreted as a 
measure of how well the level of service provided is capable of or in accordance with customer expectations. Service quality is 
also a major factor affecting customer loyalty, because customers who are satisfied with their personal values and experiencing 
a positive mood for service will have high loyalty to the company. Customers are often disloyal due to poor service or lower 
quality of service than expected by the customer. Research by Waromin, et al. (2015) found that service quality has an effect 
on customer loyalty. Meanwhile, the results of research conducted by Sukmawati and Massie (2015) show that service quality 
has no significant effect on customer loyalty. Then Pongoh (2013) states that service quality affects customer loyalty. Thus in 
this study shows that the results of research on the effect of service quality on loyalty are inconsistent so that there is a 
research gap.

Furthermore, price affects customer loyalty through satisfaction, this is in accordance with the opinion of Van Looy, 
Gemmel, and Van Dierdonck (2003: 99) that price affects satisfaction and will also have an impact on long-term profit 
potential through customer loyalty to the service provider. Chandra Eddy Thungasal, et al. (2019) prove that customers who 
feel that the tariff price is in accordance with the purchasing power of the customer will make the customer feel satisfied, thus 
having an impact on customer loyalty. In addition, the results of research conducted by Budiastari (2012) indicate that price 
perception has no effect on loyalty through customer satisfaction. Thus, in this study, it was found that there was a research 
gap because the results of the research found by researchers before were consistent.

Then service quality affects customer loyalty through satisfaction, as quoted from Tjiptono and Chandra (2016) that 
customer satisfaction is a very determining factor in providing services. In a market where the level of competition is quite 
high, customer satisfaction and customer loyalty are interrelated, which means that if there is an effort from the company to 
increase customer satisfaction, customer loyalty will also increase, and vice versa if the company or business entity reduces 
customer satisfaction then automatically customer loyalty will also decrease. So in this case customer satisfaction is the cause 
of customer loyalty. Research by Hygid Starini (2013) found that service quality has an effect on customer loyalty which is 
mediated by customer satisfaction. Meanwhile, research conducted by Sukmawati and Massie (2015) states that service quality 
has a significant effect on customer loyalty through customer satisfaction. The results of other studies, namely Fasochah and 
Harnoto (2013) show that customer satisfaction cannot mediate the effect of service quality on customer satisfaction so that in 
this study there was a research gap.

Based on data on the number of customers from 3 service provider companies for 2019, namely PT. Telkomsel, PT. Indosat 
Ooredoo, PT. XL Axiata and PT. Smartfren Telecom, Tbk. Makassar Branch, it appears that the number of customers of PT. 
Indosat Ooredoo is in first place, followed by PT. Smartfren Telecom, Tbk. Then PT. Telkomsel is in third place. The decline 
in the number of subscribers shows that competition in the provider sector is very tight. So that with the comparison of data on 
the number of customers, to increase the number of customers due to competition in the service provider business, PT. 
Telkomsel establishes a customer loyalty strategy in order to excel with other competing companies. From the observations 
made that the cause of the decrease in the number of Telkomsel subscribers is due to the high selling price of services (pulses 
and quotas) when compared to Indosat, Smartfren and XL, then from the experience gained that the tariff for the pulse active 
period is too short and must be filled in. reset. In addition, the provision of quality service, especially customers who 
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complain, is not optimal. Therefore, to overcome the decline in customers, the company needs to carry out a strategy, namely 
by setting the right selling price as a reference or guideline for the company to increase sales, as well as setting the selling 
price in order to compete with other provider service companies. Besides that, PT. Telkomsel must provide adequate service 
quality, which includes: physical evidence, reliability, responsiveness, assurance and empathy, this is intended to provide 
satisfaction for customers and have an impact on customer loyalty. However, the problem that has occurred so far is that the 
customers of PT. Telkomsel is not satisfied with the selling price set by PT. Telkomsel which is higher than other provider 
companies. In addition, the quality of services provided by the company is not in accordance with the service performance 
desired by the company PT. Telkomsel Makassar Branch, so that it affects customer satisfaction as seen from the decline in 
company sales, because customers switch to other providers.

II. LITERATURE REVIEW

Review of the literature that will be used and related to this research consists of independent variables, dependent variables 
and intermediate variables as mediators of the independent variables to the dependent variable:

Price
The price of a product or service is a major determinant of market demand. Price affects the competitive position and share or 

market share of the company. The price of a product also affects the company's marketing program. To put the pricing role of a 
company's marketing program in proper perspective, it can be argued that price is important in explaining how marketers 
succeed. This explains the important role of price in marketing activities.

According to Nuryadin (2013: 187) states that: "Price is a reflection of the value perceived by consumers". In a competition 
for consumers, companies use tactics to beat their competitors. One tactic used is price. Creating a seemingly cheap price is 
often the goal, but it actually leads to lower profits for the industry. Limakrisna and Susilo (2014: 61) say that: "Price is a 
marketing tool used by an organization (marketing objectives)". As for the indicators used in measuring prices put forward by 
Kotler and Armstrong (2015), namely: Affordability of prices, suitability of prices with product quality and suitability of prices 
with benefits.

Service Quality
Service quality is a long-term consumer perspective and is a cognitive evaluation of transfer services. Companies that are 

committed to quality and consistently provide quality service will enjoy a competitive advantage so that the company can easily 
foster customer loyalty and foster successful customer relationships. This means that service quality is one aspect that 
contributes to the success of an organization. Thus, whether the quality of services provided depends on the service provider's 
ability to consistently meet customer expectations. According to Tjiptono and Chandra (2016: 113) that service quality 
contributes significantly to the creation of differentiation, positioning, and competitive strategies for every marketing 
organization, both manufacturing companies and service providers.

Payangan (2014: 147) states that service quality is a service model received by customers based on the existence of 
interaction relationships, the creation of a physical environment, and goal- oriented. Parasuraman develops five service 
dimensions which are further developed in the form of a measurement scale consisting of 24 items. These five dimensions 
according to Suryani (2017: 204), namely: Being, namely physical facilities, personnel (employees), and communication 
materials. Reliability refers to the ability to fulfill service promises that have been delivered to customers, adherence to 
promise-accuracy. Responsiveness, shows the willingness of the service provider to help customers and provide services as 
quickly as possible. Assurance, related to the knowledge, politeness and ability of employees to provide services, describes a 
product that makes customers trust the company.

Customer Satisfaction
Everyone in the service world or who is engaged in the service sector has a customer who must be satisfied. This is what 

every employee in a service agency must first be aware of. Customer satisfaction is needed by all of us, regardless of the 
position and job given to us where we work. So customer satisfaction is not solely the matter and responsibility of the marketing 
and service division. According to Adam (2015: 18) that: "Customer satisfaction or dissatisfaction is the difference / gap 
between expectations before purchase and the performance or results felt after the purchase". Sudaryono (2016: 78) says that: 
“Customer (consumer) satisfaction is the overall attitude shown by customers for goods and services after they acquire and use 
them. This is a post-election evaluative judgment caused by special purchase selection and experience using or consuming the 
goods or services ”.

Customer satisfaction is a consequence of comparisons made by customers that compare the levels of perceived benefits to 
the benefits expected by customers. The indicators of customer satisfaction (according to Irawan, 2014: 37), namely: 
Satisfaction (in the sense of being satisfied with the product and service, Always buying the product, Will recommending to 
others and fulfilling customer expectations after buying the product.

Customer Loyalty
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Loyalty in the marketing world is a state that marketers are looking for today. For marketers, customer loyalty is a barometer 
of the company's continuity because by having loyal customers, the company is guaranteed that its products will continue to be 
purchased and the business in the future will run smoothly. Loyal customers will not move to another heart even if given the 
lure or get tempting temptations because there is a long-term relationship between producers and consumers that continues.

Assauri (2018: 87) says that: "Customer loyalty is a dream of marketers, and is often the key to the success of a marketing 
business in the long term". Then Hasan (2014: 121) argues that: Customer loyalty is a behavior related to the brand of a product, 
including the possibility of renewing the brand contract in the future, how many possibilities are customers changing their 
support for the brand, what is the likelihood of the customer's desire to increase the positive ideals of a product . Based on these 
various descriptions, customer loyalty is a long-term commitment of customers, which is manifested in loyal behavior and 
attitudes towards the company and its products, by consuming regularly and repeatedly, so that the company and its products 
become an important part of the consumption process carried out by customers.

III. RESEARCH METHODS

Research Design 
The approach in this research is a quantitative approach by distributing questionnaires. According to Sugiyono (2016) a 

questionnaire or questionnaire is a data collection technique that   is carried out by giving questions or written statements to 
respondents to be answered. The type of research used in this research is survey research, namely research that directly makes 
observations on Telkomsel to find the relationship between the influence and the relationship of the independent variables 
(price and service quality) to the dependent variable (Y1 satisfaction and Y2 loyalty).

Population and Samples
Population is a group of people, events, or things that have certain characteristics that they want to learn about. In analyzing 

data, a very important first step is to determine the population to be studied (Arikunto (2014: 173). As for the population is the 
service provider Telkomsel users in Makassar City, where according to data obtained from PT. Telkomsel in Makassar that the 
number provider of 47,173 consisting of: SimPATI, As, Hello. Then to determine the number of samples from each service 
provider using the sloving formula and proportional stratified random sampling method, in order to obtain a total sample of 
396 respondents.

Data Collection Method
Collecting data in this study using primary data sources and secondary data sources. For this research, researchers collect 

data and information through research with the techniques used are: library research, is a data collection method by extracting 
information from various scientific papers, journals, the internet, books and so on, and field research ( field research), namely 
research conducted at the Telkomsel company to obtain data related to this research by means of: interviews, questionnaires 
and documentation.

Data Analysis Method
Descriptive Analysis

Descriptive statistical analysis will be used is the average statistic and index number. The average statistic is used to describe 
the average value of a variable under study on a certain group of respondents.
Validity and Reliability Test

The validity test used for a questionnaire is said to be valid (valid) if the questions on a questionnaire are able to reveal 
something to be measured by the questionnaire. If the validity test is carried out on each item of the question. Sugiyono (2016)

Reliability test is used to test the reliability is a measure of stability and consistency of respondents in answering matters 
relating to questions which are the dimensions of a variable arranged in a questionnaire form. It is said to be reliable if the 
cronbach alpha is above 0.60 and not reliable if the cronbach alpha is below 0.60. Sugiyono (2016).
Classic Assumption Test

Normality test, aims to test whether in the regression model, confounding or residual variables have a normal distribution or 
not.

Multicollinearity test, aims to test whether the regression model found a correlation between independent variables 
(independent). A good regression model should not have a correlation between the independent variables. Multicollinearity 
can be seen from the Tolerance value and the Variance Inflation Factor (VIF) value. If the Tolerance value> 0.10 or equal to 
the VIF value <10, it can be concluded that there is no multicollinearity between the independent variables in the regression 
model in this study.

Heteroscedasticity test, aims to test whether in the regression model there is an inequality of variance from the residuals of 
one observation to another. If the variance of the residuals from one observation to another is constant, then it is called 
homoscedasticity, and if it is different it is called heteroscedasticity. A good regression model is homoscedasticity or 
heteroscedasticity does not occur.

Path analysis is an analysis carried out to see the direct or indirect effect of independent (exogenous) variables on the 
dependent variable (endogenous) with the help of SPSS version 25 using the Rangkuty formula (2015: 164) as follows:
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Y1 = β0 + β1X1 + β2X2 + + e
Y2 = β0 + β1X1 + β2X2 + β3Y1 + e

Hypothesis testing:
Simultaneous test (F test) is used to determine whether all the independent variables together have a significant effect on the 

dependent variable. Testing is done by comparing the value of Fcount with Ftable at a degree of error of 5% (  = 0.05). If the 
value of Fcount> than the value of Ftable, it means that the independent variables simultaneously have a significant effect on 
the dependent variable.

Partial test (T test) is to determine whether the effect of each independent variable on the dependent variable is significant or 
not. The test is carried out by comparing the t-count value of each independent variable with the t-table value with a degree of 
error of 5% ( = 0.05), if the tcount> ttable, then the independent variable has a significant effect on the dependent variable 
(Sugiyono, 2016).

The correlation coefficient and the coefficient of determination are intended to measure the ability of the model to explain the 
variation in the independent variable. The coefficient of determination is between zero and one. The small value of R2 means 
that the ability of the independent variables to explain the variation in the dependent variable is very limited. A value close to 
one means that the independent variables provide almost all the information needed to predict the variation in the dependent 
variable.

IV.  RESULT AND DISCUSSION

A. RESULT
Validity and Realibility 

 The instrument test in this research can be classified into two tests, namely the validity test and the reliability test. For details, 
it can be described one by one as follows: 
Path Analysis

Path analysis is used in analyzing the pattern of relationships between variables in order to determine the direct or indirect 
effect of a set of independent (exogenous) variables on the dependent variable (endogenous). So that in this study, the path 
analysis aims to examine the effect of price and service quality on loyalty through user satisfaction of Telkomsel providers. 
Based on the results of data processing using the SPSS program, it will be presented through the path coefficient of each model 
which can be seen in the following table:

TABLE I
ANALYSIS OF THE PATH COEFFICIENT OF MODEL I WITH REGRESSION

Model Description
Unstandardized 

Coefficient
Standardized 

Coeficient thitung Sig.
B Std. 

Error
Beta

The effect of price, service Constant 1,670 0,702
quality on user satisfaction of Price 0,429 0,050 0,347 8,546 0,000
Telkomsel service providers Quality of 0,474 0,041 0,474 11,672 0,000

service
R = 0,711 Fhitung = 200,45
Adjusted R square = 0,505 Sign. = 0,000

 Source: Processed data

Based on the data above, namely the path coefficient analysis of each independent variable, namely: price, service quality 
and customer satisfaction as well as the dependent variable employee performance, the structural equation is:      Y = yX1 X1 
+ yX2 X2 + 1. So that the path coefficient equation in this study is as follows: Y = 0.429X1 + 0.474X2 + 0.704.

Prior to the results of the path testing regarding the effect of price, service quality and satisfaction with the loyalty of users 
of Telkomsel service providers in Makassar, the path coefficient with regression analysis is presented using the SPSS program, 
namely: 

TABLE II
ANALYSIS OF THE PATH COEFFICIENT OF MODEL 2 WITH REGRESSION

Model Uraian
Unstandardized 

Coefficient
Standardized 

Coeficient thitung Sig.
β Std. Error Beta

The effect of price, Constant 2,544 0,703
service quality, satis- Price 0,214 0,054 0,171 3,928 0,000
faction on the loyalty Quality of 0,112 0,047 0,111 2,382 0,018

service
of service 
providers 

User 
satisfaction

0,533 0,050 0,529 10,627 0,000
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Telkomsel
R = 0,721 Fhitung = 141,30
Adjusted R square = 0,516 Sign. = 0,000

Source: Processed data
Based on table 2, namely the path coefficient analysis with regression processed using the SPSS program, the equation will 

be presented, namely: Z = zX1 X1 + zX2 X2 + 3 Yy. So the path equation is as follows: Z = 0.214X1 + 0.112X2 + 
0.533Y.

Hypothesis test
Based on the results of the research data analysis that has been carried out, a summary of the results of hypothesis testing 

will be presented which can be seen in the following table:
TABLE III

RESEARCH HYPOTHESIS TESTING

Code 
Hypothesis Information

Direct 
influence

Indirect 
influence thitung Sign. Information

H1 The effect of price on user 
satisfaction of service 
providers

0,429 - 9,546 0,000 +/significant

H2 The effect of service quality on 
user satisfaction of service 
providers

0,474 - 11,672 0,000 +/significant

H3 The effect of price on the 
loyalty of service provider 
users

0,214 - 3,928 0,000 +/significant

H4 The effect of service quality on 
user satisfaction of service 
providers

0,112 - 2,382 0,018 +/significant

H5 The effect of satisfaction on 
service provider user loyalty

0,533 - 10,627 0,000 +/significant

H6 The effect of price on loyalty 
through user satisfaction of 
service providers

0,214 0,229 6,646 - Mediate 
partially

H7 The effect of servi-ce quality 
on loyal-ty through service
provider user satisfaction

0,112 0,253 7,789 - Mediate 
partially

Source: Processed data

B. DISCUSSION
In relation to the findings in this study, a discussion of the results of the research will be presented which can be described 

as follows:

The effect of price on customer satisfaction
The results of the analysis regarding the perception of the answers of service provider users who use simPATI, AS and 

Halo cards show that the selling price of provider services set by Telkomsel is already in a good category, although there are 
still service provider users who respond that the selling price of service providers is still relatively higher. expensive when 
compared to the service providers specified by other provider companies. It can be seen that from the 3 question items related 
to the selling price of service providers, it turns out that the smallest respondent's answer score is the Telkomsel pulse tariff 
which is affordable for the community. This is because there are still Telkomsel provider service users, such as: SimPATI, As 
and Halo have stated that Telkomsel's pulse rates are not yet affordable to the public, the reason is that the pulse rates set are 
slightly more expensive compared to other credit and card rates. Then the score of answers to service providers at PT. 
Telkomsel has the highest level of tariff conformity with the quality of Telkomsel's service products. Where the results of 
distributing questionnaires to a number of service provider users have perceived that the pulse rates set by Telkomsel as a 
service provider company are in accordance with the quality of Telkomsel's service products. This can be seen from the very 
high quality of the network, where the continuity of the telephone connection is a world standard, where the connection rate 
reaches 98.66%. Service correction convenience is supported by Dual-Band GSM 900, 1800, plus 3G (WCDMA / HSDPA) 
network access.

Then in terms of product and service innovation, Telkomsel presents services that meet Mobile Lifestyle such as 3G 
access, Telkomsel Flash, Mobile Banking, Mobile Wallet T-Cash, Blackberry Internet Service, iPhone 3G, personal dial tone 
and thousands of other service content. Therefore, with the advantages of Telkomsel products (SimPATI cards, Ace cards, and 
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Halo), Telkomsel products are in great demand by people in the city of Makassar. The findings obtained by researchers are in 
line with the results of research conducted by Maulana (2016), which states that selling prices have a positive and significant 
effect on customer satisfaction. And besides that, it is in line with the opinion expressed by Nuryadin (2013: 187) that if the 
price is in accordance with the benefits obtained, it will provide satisfaction for customers.

The effect of service quality on user satisfaction of service providers
The results of distributing questionnaires that have been stated are related to the quality of service where the quality of 

service provided by PT. Telkomsel in Makassar is in the good category. This can be seen from the lowest score of respondents' 
answers are Telkomsel employees who care about customer desires, the reason is because customers who use Telkomsel cards 
(simPATI, As and Halo) are still not satisfied with the care of Telkomsel employees in fulfilling customer desires. Where 
Telkomsel employees are slow in resolving customer complaints so this is a concern of PT. Telkomsel to be further improved.

The findings of research conducted by researchers support the results of research conducted by Juniantara and Sukawati 
(2018) which found that service quality has a positive and significant effect on customer satisfaction.

The effect of price on user loyalty of service providers
The findings obtained after analyzing research data show that competitive selling prices in the marketing of service 

providers will have an impact on the loyalty of service provider users. This is in accordance with the perception of the answers 
of respondents who use the Telkomsel service provider in Makassar, where customers have responded that the pulse rates set 
by PT. Telkomsel is in accordance with the quality of the service provider products so that customers who use the Telkomsel 
service providers remain loyal.

The findings in this study indicate that competitive selling prices can keep customers to continue using the service 
providers of PT. Telkomsel, so this research is in line with the opinion expressed by Herlambang (2014: 47) that determining 
prices in accordance with market demand tends to increase customer loyalty.

The effect of service quality on service provider user loyalty
The results of the analysis regarding the perceptions of respondents' answers related to service quality to customer 

satisfaction using Telkomsel service providers, where the quality of service carried out so far has been good, the reason is 
because PT. Telkomsel Makassar Branch has provided additional services quickly such as replacement of damaged Simcards 
and customer care. Then in providing services to every customer who uses service providers, it shows that Telkomsel 
operators in Makassar are always friendly and have the ability to quickly provide information, besides that Telkomsel 
employees are able to foster a sense of trust in each cellular card. This is supported by the condition of the telecommunications 
equipment used which is classified as modern and sophisticated.

Based on the findings of this study which are in accordance with the opinion expressed by Tjiptono (2017: 142) that 
service quality can be interpreted as a measure of how well the level of service is able or in accordance with expectations. 
Service quality is a major factor affecting customer loyalty.

The effect of satisfaction on service provider user loyalty
Based on the results of the analysis of respondents' perceptions of answers regarding service provider user satisfaction at 

PT. Telkomsel in the city of Makassar where service provider user satisfaction can be categorized as satisfied, the reason is 
because the quality of Telkomsel service products has provided satisfaction for service provider users and besides that because 
of the very fast Telkomsel network speed in accordance with the expectations of customers who use Telkomsel service 
products.

The findings in this study indicate that satisfaction has an effect on increasing the loyalty of service providers. This can be 
indicated that the higher the satisfaction felt by customers after using the Telkomsel service provider so that it has an impact 
on increasing customer loyalty. The findings made by researchers are in line with the research of Thungasal, et al. (2019), that 
customer satisfaction has a positive and significant effect on customer satisfaction.

The effect of price on service provider user loyalty through satisfaction
The results of the analysis in this study indicate that the price has a direct effect on increasing the satisfaction of users of 

PT. Telkomsel in Makassar. Meanwhile, seen from the results of the mediation test using the Sobel test, it shows that user 
satisfaction from Telkomsel's service providers can have a significant effect, the reason is that competitive selling prices will 
be able to provide satisfaction   for   customers   which   has   an    impact    on    increasing    customer    loyalty.    The 
findings of the research conducted are in line with the opinion given by Van Looy Gemmel and Van Dierdonck (2003: 99) that 
price affects satisfaction and will also have an impact on long-term profit potential through customer loyalty. In addition, the 
results of research conducted by previous researchers, namely Chandra Edy Thungasal (2019), stated that prices / tariffs that 
are in accordance with the purchasing power of customers will make customers feel satisfied so that it has an impact on 
customer loyalty.

The effect of service quality on customer loyalty through service provider user satisfaction
Based on the results of the data analysis of this study, it shows that service quality has a direct influence on the loyalty of 
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service provider users. It can be indicated that high service quality will have a direct effect on customer loyalty. Meanwhile, 
from the results of the mediation test using the sobel test, it appears that the quality of service has an indirect effect on the 
loyalty of service provider users through satisfaction. The findings made by researchers, namely Sukmawati and Massie 
(2015), that customer satisfaction can mediate the effect of service quality on customer loyalty, and do not support the results 
of research conducted by Fasochah and Harnanto, so it can be concluded that the previously stated hypothesis is proven.

V. CONCLUSIONS

Based on the results of the analysis and discussion, several conclusions are presented in this study, namely: Price has a 
positive and significant effect on user satisfaction. It can be said that the competitive selling price in service provider activities 
in the scope of PT. Telkomsel will be able to have an impact in increasing user satisfaction of service providers. Service quality 
has a positive and significant effect on service provider user satisfaction. Price has a positive and significant effect on service 
provider loyalty. The findings of this study indicate that competitive selling prices can increase customer loyalty using 
Telkomsel's service providers. Service quality has a positive and significant effect on service provider loyalty. Satisfaction has a 
positive and significant effect on the loyalty of service provider users, where it can be indicated that the high satisfaction of 
service provider users is in accordance with the expectations of increasing the loyalty of service provider users at PT. 
Telkomsel. Price has a positive and significant effect on service provider loyalty. It can be said that competitive prices will 
make service provider users feel satisfied so that it has an impact on increasing customer loyalty. Service quality has a positive 
and significant effect on service provider loyalty. These findings indicate that if the quality of Telkomsel services matches the 
expectations of service providers, it will provide satisfaction, thus impacting customer loyalty.      As for the suggestions that 
can be given in connection with this research that in determining the price, the company should still maintain affordable credit 
rates so that customers will not switch to other cellular operators, considering that the tariff or price has a significant effect on 
customer satisfaction. It is recommended that the management of PT. Telkomsel to pay more attention and improve the quality 
of its services, especially for customers who complain, namely by alerting customer service to be more responsive in handling 
customer complaints, so that customers feel comfortable and continue to use the products offered by PT. Telkomsel. To further 
increase the satisfaction of service providers, PT. Telkomsel to improve or maintain the quality of Telkomsel's service products 
by continuing to innovate in order to be able to improve the quality of its products so that the company can survive considering 
that competition in the telecommunications sector is getting tighter, also due to the increasing consumer appetite as a result of 
the increasingly modern times. It is recommended that to increase customer loyalty, the company provides more reliable 
information, especially regarding Telkomsel products offered in accordance with customer expectations, so that with a match 
between expectations and desires, customers will recommend to family and friends to use products that are offered by PT. 
Telkomsel.
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