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INTRODUCTION 
The escalating demand for innovative, high-tech products among 

the public has elevated the Internet to an indispensable utility in daily 

life. This rise is further propelled by the comprehensive needs and 
aspirations that drive individuals to seek faster and more efficient ways 
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Abstract 

 

This study seeks to garner empirical evidence concerning the 

influence of value and customer-based brand equity on loyalty, 
mediated by customer trust, among IndiHome Internet network users 

in Jambi province. The population investigated encompasses 

IndiHome customers across Jambi Province, Indonesia totaling 

74,771 individuals as of November 2021. Employing random 

sampling, a total of 301 respondents were selected to complete the 
research questionnaire. Data analysis was conducted using the 

Partial Least Squares method, incorporating a Structural Equation 

Model approach to test the impact of Customer-Based Brand Value 

and Equity on Customer Loyalty through Customer Trust. Findings 

indicate that customer value exerts a positive and significant impact 

on customer trust. Similarly, customer-based brand equity positively 
and significantly affects customer trust. Both customer value and 

customer-based brand equity were found to positively and 

significantly impact customer loyalty, with customer trust partially 

mediating the effects of customer value and customer-based brand 

equity on customer loyalty. study can be beneficial to many parties, 
especially for those who have concerns and responsibilities in the 

field of communications and media. Also, I hope that one day 

Indonesia will have a system of integrated, adaptive, and democratic 

communication as well as side with national interests. 
 
Keywords: Customer Value, Customer-Based Brand Equity, Customer 
Loyalty, Customer Trust. 
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of working, thereby amplifying the societal significance of internet 
availability and accessibility. 

The internet's role has burgeoned, becoming crucially entwined 
with social, economic, and political spheres of life in our increasingly 

globalized world. Year by year, its influence on human life intensifies. A 
report from the International Telecommunication Union (ITU), an 
agency of the United Nations (UN), highlighted that the number of 

global internet users in 2018 reached 3.9 billion, surpassing half of the 
global population. 

Indonesia has mirrored this trend, experiencing a surge in its 

internet user base. According to a 2019-2020 survey by the Indonesian 
Internet Service Providers Association, the number of internet users in 

Indonesia skyrocketed to 196.71 million, marking a 73.7% increase 
from the previous year's 171.17 million, or 64.8%. Over recent years, 
the deployment of Information and Communication Technology (ICT) by 

Indonesian households has witnessed swift advancement. The 
development of several indicators of ICT utilization by households in 

Indonesia is shown in Figure 1: 

 
Figure 1 Development of ICT in Indonesia 2015-2019 

Source: Central Bureau of Statistics, (2021) 

The internet, a prodigious product of technological engineering, 
profoundly impacts numerous facets of human life, spanning social, 

economic, and psychological realms. Indeed, internet products have 
woven a phenomenal aspect into the tapestry of contemporary human 
existence. 

Toronto (2009) posits that the internet has emerged as a defining 
hallmark of global society. Since the 1990s, the tidal wave of internet 

technology has assumed a pivotal role in the lives of younger 
generations. Furthermore, Toronto (2009) highlights how the deluge of 
information and resources, ushered in by revolutionary technological 

strides, has recalibrated the way people conduct business, forge 
connections, relate to one another, and access information both swiftly 
and efficiently. Internet providers proffer an array of products, 

encompassing a spectrum of price points, from affordable to premium. 
Possession of an internet product dissolves the boundaries of space and 

time, facilitating task completion without such conventional 
constraints. 
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Table 1. Internet Product Brands That Can Be Accessed by 
Residents 

No Internet Provider Operator Name 

1 IndiHome 

2 Biznet 

3 My Republic 

4 CBN 

5 Indosat M2 

6 Oxygen 

7 First Media 

8 MNCVision 

9 XL Home 

Source: Association of Indonesian Internet Service Providers (2020) 

Today's Internet users in Indonesia tend to seek convenience in 
accessing and can be used anywhere without being constrained by 

network disturbances, both externally and internally. This achievement 
can be achieved when producers can present products that are needed 
by all internet users, if they can meet these needs then these producers 

can dominate the market. 
phenomenon of long subscriptions to the Indihome Internet in 

Jambi Province for more than four years, occupying the 23rd position 

out of 32 provinces in Indonesia. When compared with the Provinces of 
DI Yogyakarta and the Provinces of East Kalimantan, where the 

population is almost close to the Province of Jambi, where the Province 
of Yogyakarta occupies the 6th position. Meanwhile, the Province of 
East Kalimantan occupies the 9th position for all of Indonesia. The 

authors also see a phenomenon where the length of Indihome Internet 
subscription in Jambi Province is more than four years, occupying the 

8th position out of 10 provinces on the island of Sumatra. When viewed 
from the Riau Archipelago Province, there is a very large difference. If 
you look at the Riau Islands Province, it occupies 3rd position out of 10 

Provinces in Sumatra, where the population of the Riau Islands 
Province is below Jambi Province. 

Factors that can affect loyalty are customer value. According to 

Saarijärvi et al., (2014), a concept that is believed to create customer 
loyalty is to get the value the customer wants. Customer loyalty can 

create a competitive advantage, and increase market share and profit in 
the long term. In addition, loyalty can reduce marketing costs, 
including promotional costs. Customer value is a choice that is felt by 

customers and evaluation of product and service attributes. Customers 
buying a product are not only limited to buying products that can meet 

their needs but more than that. 
It turns out that customer value alone is not enough to keep 

customers loyal. In addition to customer value, other factors affect 

customer loyalty, namely barriers to switching to other brands. 
Research conducted by Delcourt et al., (2013) shows that barriers to 
switching to other brands influence customer retention. This opinion 
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arises because many customers are willing to stick with a brand, even 
though their wishes are not fulfilled. 

The factor that determines loyal customers is customer trust. To 
achieve loyalty of course many ways that can be done by the company. 

One effective way to achieve loyalty is through trust. Where trust is 
customer awareness of expectations for brand performance based on 
experience and beliefs that are manifested in the form of attitudes. By 

creating trust, it will generate loyalty. 
From the above phenomenon and previous research, the authors 

feel the need to conduct research related to customer value, customer-

based brand equity, and its effect on loyalty mediated through 
customer trust: an empirical study of IndiHome internet network users 

in Jambi Province. 
 
LITERATURE REVIEW 

This research was conducted using marketing management 
theory as the Grand Theory and using the theory of consumer behavior 

and marketing communications as the middle-range theory. The 
combination of the two middle-range approaches to this theory aims to 
assess loyalty. While application theory as an elaboration of middle 

range theory, uses 4 (four) variables studied, namely customer value, 
customer-based brand equity, customer trust, and customer loyalty. 

According to Greenberg, (2010), a customer is an individual or 

group that buys a physical product or service by considering various 

factors such as price, quality, place, service and so on based on their 

own decisions. We can say that a customer is an asset that is valuable 

to the company. With customers, the company gains a market and 

earns profit. For this reason, now many companies are starting to roll, 

improving their performance, and strengthening their interactions with 

customers to provide satisfaction to customers, thus providing a 

positive assessment for customers of the company. Zeithaml et al., 

(2020), define customer value as a customer's overall assessment of the 

utility of a product based on his perception of what is received and 

what is given. Sanchez & Heene, (2005) provides a definition or 

understanding of Customer Value (customer value) as an emotional 

bond that exists between customers and producers after customers use 

products and services from companies and find these products or 

services to provide added value. According to Kotler et al., (2019), 

customer value is the difference between total customer value and total 

customer costs where total customer value is a set of benefits expected 

by customers from certain products or services and total customer 

costs are a set of costs expected by customers incurred for evaluating, 

obtaining, using, and disposing of products or services. 

A brand is a name, term, symbol, design, or a combination of the 

four, which identifies the seller's products and differentiates them from 

competing products. Joseph F. Hair et al., (2014). The meaning and role 

of a brand in a business are very important according to Kotler & 

Keller, (2018) a brand is a name, term, symbol design, or a combination 
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of these things which are intended to identify products or services 

produced by a seller or group of sellers and differentiate them from 

competitors. 

According to Keller, (2003), a customer-based brand equity model 

states that. Differences in response are the result of customers' 

knowledge of the brand, i.e. what they have learned, felt, seen, and 

heard about the brand as a result of their experiences over time. Thus, 

although heavily influenced by a firm's marketing activities, brand 

equity ultimately depends on what's on the customer's mind. 

According to Keller, (2003), certain brands are said to have 

positive customer-based brand equity when customers react more 

favorably to certain products, and the way the product is marketed and 

identified when compared to when the brand has not been identified. A 

particular brand is said to have negative customer-based brand equity 

if customers react to the brand's marketing activities in similar 

situations. 

According to Keller, (2003), the key to creating customer-based 

brand equity is brand knowledge, which consists of brand awareness 

and brand image. Thus, new brand equity will be formed if customers 

have a high level of awareness and familiarity with a brand and have 

strong, positive, and unique brand associations in their memory. 

The word trust comes from the German trost Hellier et al., (2003) 

which means comfort. In a relationship, there needs to be trust. Trust 

is a guarantee of a relationship between two or more people in 

cooperation. According to Ba & Pavlou, (2002), trust is an assessment 

of one's relationship with other people who will carry out certain 

transactions by expectations in an environment full of uncertainty. 

Trust occurs when a person is sure of the reliability and integrity of the 

trusted person. According to Costabile (2010), customer trust is defined 

as the perception of reliability from the customer's point of view based 

on experience or more on sequences of transactions or interactions that 

are characterized by fulfilled expectations of product performance and 

satisfaction. 

From the above understandings, in general, trust can be 

interpreted as "an expectation that depends on a person or a group 

about words, promises, reports, or written arguments from individuals 

or other groups that can be justified". 

According to Harris & Goode, (2004), there are three factors to 

build trust: Situation, in building trust depends on the situation and 

the risks involved. Past events, the company will build trust if 

customers experience bad events in the past. Company credibility, to 

build customer trust, companies must have good credibility. Chen & 

Chang, (2008) said that by knowing the process of forming trust, the 

steps towards creating loyalty will be easier.  

The phases in the chart above (initial conditions, expectations, 

beliefs, and actions) are referred to as levels of trust. The trust phase on 

the right has a higher level than the phase on the left. Changing the 

level of belief and belief into action involves a process called 
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understanding or understanding. This understanding is an assessment 

made by the trustor on matters that can only be assessed through 

intensive interaction between the trustor and the trustee. From the 

study above, the trust referred to in this study is customer awareness 

of expectations for brand performance based on experience and beliefs 

that are manifested in the form of attitudes. Where is the use of 

dimensions that have been adapted to internet customers in Jambi, 

namely expectations, beliefs, and attitudes. 

Babin et al., (2005) say that customer loyalty is a commitment to 

hold in-depth to re-purchase or re-patronize selected products or 

services consistently in the future, even though situational influences 

and marketing efforts have the potential to cause changes in behavior. 

Another concept regarding customer loyalty states that the concept of 

loyalty is more directed to behavior than attitudes and a loyal customer 

will show buying behavior which can be interpreted as a regular and 

long-term purchase pattern, which is carried out by decision-making 

units or makers.  

Repurchase dimension with indicators of making repeat 

purchases, brand consuming habit dimension with indicators of 

making purchases in all product or service lines, Great brand liking 

dimension with indicators showing immunity from the attractiveness of 

similar products from competitors, Accuracy dimension of the brand 

with indicators of rejecting products from competitors and product 

recommendation dimensions with indicators of recommending products 

or services to others. 

Various views are given about loyalty or customer loyalty. Lassar 

et al., (1995) as well as Kumar & Shah, (2004) stated that there are two 

types of loyalty or loyalty, namely: 

Behavioral loyalty, Loyalty attitude. Behavioral loyalty is 

important for companies in increasing profits, whereas attitudinal 

loyalty is important for companies in overcoming obstacles that occur 

to their customers. 

Customer loyalty used in this study is the buyer's response which 

is reflected continuously from their buying behavior to repurchase, 

convey positive things, and stick to the same brand. The construct built 

is adjusted to the indicators contained in customer loyalty for internet 

customers. The dimensions used include repurchase, durability, and 

word-of-mouth communication. 

 
Figure 2. Research Model 
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Hypothesis 
H1: Customer value adoption benefits customer trust.  

H2: Customer-based brand equity improves customer trust. 
H3: Customer value positively impacts customer loyalty.  

H4: Customer-based brand equity adoption positively impacts customer 
loyalty. 
H5: Customer trust has a beneficial effect on customer loyalty. 

H6: Customer value adoption benefits customer loyalty through 
customer trust orientation. 
H7: Customer-based brand equity benefits customer loyalty 

performance through customer trust orientation. 
 

METHOD 
This research is included in the descriptive research. This study 

examines several variables that affect customer value, brand-based 

equity, customer trust, and customer loyalty. The population in this 

study is Indihome customers throughout Jambi Province as of 

November 2021, totaling 74,771 people. The method of determining the 

number of samples used in this study is to use convenience sampling. 

Based on these calculations, the authors only took samples in the city 

of Jambi, Sungai Penuh, and Bungo Regency, while the number of 

samples was 301 samples of IndiHome customers. Sampling is done by 

random sampling technique to determine the sample if the object to be 

studied is very broad. That's collection data instrument used For This 

Study is a five-part list question. Part A contains questions about the 

respondent's characteristics, Part B asks about social media adoption, 

Part C focuses on internet products, Part D is interested in service, And 

Part E includes a question about loyalty to the product. Parts B, C, D, 

And E include based items on authentic research at That moment This 

area from interest. That's the data analyzed using scale type Likert 5 

points range from very no agree (1) to with strong agree (5). 

The variables checked in This Study are mark customers, equity 

brand-based customers, trust, and loyalty. At first, he Formerly 

assumed That the only one variable bound study is variable final. 

Adoption mark customers, equity brand-based customers, and loyalty 

are made as variable independent, with trust orientation as mediation 

variable. 

Sweeny & Soutar give elements for variable mark customers 

(2001). This survey part is divided into four categories and contains 

eight items. There is four categories: 'Emotional Value' (2 items), 'Social 

Value' (2 items), 'Quality/Performance Value' (2 items), and 

'Price/Value of Money' (2 items). 

Related variables with Equity Brand Based Customer has 

adapted from Aaker, (2013). Part survey This shared becomes four 

categories containing eight items, 'Brand awareness' (2 items), 'Brand 

association' (2 items), and 'Perceived quality' (4 items), 

Variable Trust Customer originate from McKnight et al (2002). 

survey This part is divided into four parts and contains ten items. 
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Those categories are 'Trusting belief ' (two items), 'Integrity' (two items), 

'Competence' (two items), and 'Trusting intention' (four items). 

Griffin (2012) has given We variable Loyalty Customer. This 

survey part is divided into four categories and contains ten items. There 

are four categories: 'Purchases re '(two items)', Habit consume brand 

'(two items)', Great liking on brand '(two items)', Accuracy on brand 

'(two items), and Recommendation '(two items)'. 

A learning pilot was Once held with 30 participants. The 

respondents to it's the pilot project are Not included in in the main 

survey. The researcher held it's a learning pilot to ensure That all 

survey items are legally acceptable and reliable. A Smart Help was Once 

used to code questionnaire data with Correct And count score reliability 

and validity for each of their construction, esp Cronbach's alpha value, 

and AVE. Coefficient reliability (r) for every part is as follows: Value 

customers, R = 0.956; equity brand-based customers, R = 0.954; trust 

customers, r = 0.966; and loyalty customers, r = 0.950. Because all 

variables get a score bigger than 0.70, then everything considered can 

be reliable. Temporary that is all from that variable has A road more-big 

versus 0.5, shows That they are valid. We carefully inspect the 

weakness project pilot and take steps addition to overcome it repair 

That instrument survey before use for collecting data. 

Some at least box is A statistics technique used for predictive 

modeling in in situation where there are Lots of predictor variables and 
a limited Sample size. How big or small he is in This type of analysis 
depends on several factors, including the number of variable predictors 

and latent, the level of desired precision, and the complexity of the 
model. Quantitative data analysis was done using SEM-PLS (Warp PLS 
7.0), with varying parameters, is loyalty customer (Y), value customer 

and equity brand-based customer (X), and factor the objective is trust 
customer (Z). The researchers have used analysis thematic to produce a 

theme related to the interview qualitative data analysis. 
 
RESULT AND DISCUSSION 

A Brief Overview of the Respondents 

The respondents have been classified according to their gender, 

age, long subscription, education level, monthly revenue, business field, 

number of members in the household, Reasons to use the internet, and 

IndiHome packages, The characteristics of the respondents are listed in 

Table 2. 

Table 2. Respondent Characteristics 
Characteristics Criteria Number Percentage (%) 

Gender Male 181 60.13 

Female 120 39.87 

Total  301 100 

Age (Years) 26–32 74 24.58 

33–39 102 33.89 

40–46 53 17.61 

47–53 43 14.29 
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54–60 26 8.64 

> 61 3 1.00 

Total  301 100 

Long Subscription 1–2 90 29.90 

3–4 123 40.86 

4–5 4 1.32 

>5 34 11.30 

<1 3 1.00 

Education level Senior High School/equivalent 66 21.93 

Associate’s Degree/ equivalent 16 5.32 

Bachelor's Degree 154 51.16 

Master Degree 59 19.60 

Doctoral Degree 6 2.00 

Total  301 100 

Turnover per Month (IDR) < 1,000,000 2 0.66 

1,000,000–5,000,000 174 57.81 

5,000,000–10,000,000 85 28.24 

10,000,000–15,000,000 21 6.98 

>15.000.000 19 6.31 

Total  301 100 

Business Field Self-Employed 79 26.25 

Public Servant 88 29.24 

Private Services 106 35.21 

MSME Merchants 1 0.33 

Pensionary 5 1.33 

Lecturer 22 7.31 

Total  301 100 

Number of members in the 
household (person) 

1–2 25 8.31 

3–4 174 57.81 

5–6 92 30.56 

More than 7 10 3.32 

Total   301 100 

Reasons to use the 

internet work 73 24.25 

Communications 35 11.62 

Entertainment Facility 44 14.62 

Browsing 29 9.64 

Work, Study, Entertainment 1 0.33 

Social-Media and Surfing 72 23.92 

Play Games 6 2.00 

Working, Social-Media, and 

Browsing, Entertainment, 

Communication 

29 9.64 

Trading/Commerce 7 2.32 

Working and Home Businesses 1 0.33 

Steaming  3 1.0 

Work and School Requirements 1 0.33 

Total  301 100 

IndiHome packages 

(Mbps) 

20 127 42.19 

30 82 27.24 

40 30 9.97 

50 32 10.63 

100 30 9.97 

Total  301 100 

Current Internet Usage Just the internet 135 44.84 
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Table 2 shows that approximately 60.13% of respondents are 

male, 33.89% are between 33-39 years old, and 40.86% had a 
subscription length of three to four years. Apart from that, the number 

of members in a household, 57.81%, is between 3 and 4 people, while 
23.92% use it for social media and surfing. More than 42.19% of them 
use Indihome 20 Mbps. And around 44.84 only use the internet to use 

its services. In comparison, when respondents were asked whether they 
felt such an impact on reliability. 

 

Reliability and Validity Test 

The validity and reliability of an instrument's items are critical in 
determining its efficacy and functionality. Validity entails that all of the 

scores of an instrument must be justifiable, meaningful, and effective in 
assisting the analyst to reach valuable, comprehensive conclusions. 
Reliability refers to the coherence of scores, which is necessary for 

validity (Creswell & Creswell, 2017). Validity and reliability are 
inextricably linked; meaningless scores are incoherent, and vice versa. 

The reliability and validity tests for each construct variable are 
shown in Table 3. 

Table 3: Construct reliability and validity 

Latent Variable Coefficients 
Customer 

Value 

Customer 
Based Brabd 

Equity 

Customer 
Trust 

Customer 
Loyalty 

R-squared coefficients 
  

0.767 0.801 

Adjusted R-squared coefficients 
  

0.766 0.800 

Composite reliability coefficients 0.956 0.954 0966 0.950 

Cronbach's alpha coefficients 0.946 0.946 0.961 0.938 

Average variances extracted 0.730 0.721 0.744 0.668 

Q-squared coefficients 
  

0.769 0.803 

According to Table 3, variable customer value, customer-based 
brand equity, customer trust, dan customer loyalty were 0,946, 0,946, 
0,961, and 0,938, respectively. These values demonstrate the accuracy 

and reliability of all of the variables, as all of the scores were greater 

 

 

 
 

 

 

 

 

 
 

 

 

 

 
 

Internet + TV 118 39.20 

Brochure 61 20.26 

Others 65 21.60 

Sales/Employees 30 9.97 

Social-Media/Internet 110 36.55 

YouTube 3 1.00 

Print Media 9 3.00 

The Name IndiHome is Well-

Known 

Everywhere 

1 0.33 

Mutation from Speedy 1 0.33 

TV 14 4.65 

Office 1 0.33 

TV, Social Media, and Other 

People 

1 0.33 

Exhibition Stand 4 1.32 

Family 1 0.33 

Total  301 100 
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than 0.7. At the same time, 0,956, 0,954, 0,966, and 0,950. 
respectively. The results indicate that the overall variable was reliable, 

as the scores were higher than 0.7. 
The variables for customer value, customer-based brand equity, 

customer trust, dan customer loyalty were 0,730, 0,721, 0,744, and 
0,668, respectively. The results indicate that the overall variable was 
valid, as the scores exceeded      0.5. 

Additional statistical testing was conducted to determine the R 
square value's influence on the research model (see Table 3). According 
to Table 3, the R-square value of customer trust was 0.767 when a 

criterion of 0.3 was used. This means that the adoption of customer 
trust had a 0.767% impact on the performance of customer loyalty. 

Meanwhile, the R-square value for customer loyalty was 0.801 with a 
criterion of 0.3, indicating that customer value and customer-based 
brand equity orientation by up to 0.801. The measurement results were 

described using SEM–PLS (Warp PLS 7.0), and the complete model was 
used (Figure 3). 

 
Figure 3. Full Model 

 

 
CONCLUSION 

Discourse literature discloses that marketing relational is a 
strategy business For interesting, satisfying, and maintaining 
customers. Based on the findings of the research, these can taken 

conclusion as follows: 

1. Customer value and customer trust (H1): The results 

measurement study is within range and the results structurally 

show that the role of customer trust mediation is proven through 

trust and commitment. More-further, the findings study support 

findings previously done by Helwen (2011), and Fajarisman 

(2011). 
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2. Customer-based brand equity and customer trust (H2): likewise, 

H2 proved significantly that shows that customer-based brand 

equity is based on an increased level of customer trust, and the 

same result was also confirmed by studies previously including 

Mishra & Datta (2011), Fariqi & Toriq (2012), and Koklic et al. 

(2017). 

3. Customer value and customer loyalty (H3): proves that 

commitment is influential and significant on customer loyalty 

and his findings are similar to the findings of Siwantara (2011), 

Rahadian (2006, and Sarkar et al. (2010). 

4. Customer-based brand equity and customer loyalty (H4): findings 

disclose that there is influential significance towards negating 

customer loyalty findings previously that there is a connection 

positive between both of them include: Taylor et al. (2004), and 

Ginting (2008). 

5. Customer trust and customer loyalty (H5): analysis study finds 

connection positive and significant between customer trust and 

customer loyalty as well shown in the study Maharsi & Fenny 

(2006), Treasures (2009), and Soegoto (2015). 

6. Customer trust and customer loyalty through customer trust 

(H6): prove that commitment is influential and significant on 

customer loyalty and his findings similar to findings: 

7. Customer-based brand equity and customer loyalty through 

customer trust (H7): proving that commitment is influential and 

significant on customer loyalty and his findings similar to the 

findings. 

Limitations and direction Study in Period Home: Research this 
own several possible limitations influence ability generalization and 
Support For do study in Century front. First, because the data is 

collected from several districts in Jambi, the ability to generalize 
findings is also limited to the context. Because of that, the researcher's 

period front can done in region geographical and/or other industries to 
increase the superiority of his findings. Second, participants are fixed 
broadband owners, and customers from other industries can make an 

object study in the period front. Third, research can consider only two 
dimensions of marketing connection to customers, dimensions and/or 
other variables too can entered into the study next. Fourth, research 

This is based on an approach quantitative, research qualitative 
recommended For study furthermore To use explore horizon theoretical 

new. Fifth, only perspective Indihome internet customers studied in a 
study this, meanwhile corner look provider can research more carry on 
in matter this. 
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