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PENGARUH PRODUCT QUALITY DAN SERVICE QUALITY TERHADAP
BRAND SWITCHING MELALUI CUSTOMER VALUE” (STUDI PADA
MANTAN PELANGGAN INDIHOME DI KOTA SEMARANG)

ABSTRAKSI

Di era digitalisasi, kebutuhan hidup masyarakat semakin beragam, kebutuhan
pokok tidak hanya berupa barang saja, akan tetapi juga kebutuhan akan jasa.
Internet menjadi kebutuhan primer yang wajib dipenuhi untuk memperoleh
informasi pada waktu tertentu dengan waktu yang relatif cepat. IndiHome sebagai
produk unggulan dari PT. Telkom merupakan produk yang memberikan layanan
ISP (Internet Service Provider) dengan jumlah pelanggan terbanyak di Indonesia.
Di Jawa Tengah sampai pada tahun 2020 jumlah pelanggannya mencapai 850 ribu
pelanggan dengan presentase 20% pelanggannya tersebar di Semarang, akan tetapi
pelanggan seringkali melayangkan keluhan kepada IndiHome mengenai lambatnya
akses internet, pelayanan yang kurang responsif dan lain sebagainya bahkan sampai
menjadi trending topic di twitter.

Penelitian ini bertujuan untuk mengetahui pengaruh product quality dan
service quality terhadap brand switching melalui customer value” (studi pada
mantan pelanggan IndiHome di kota Semarang). Tipe penelitian ini adalah
explanatory research. Metode pengambilan sampel pada riset ini adalah
nonprobability sampling dengan cara purposive sampling. Proses pengumpulan
datanya menggunakan Google form dengan 100 responden mantan pelanggan
IndiHome di kota Semarang yang menjadi sampel penelitian. Analisis yang
digunakan adalah analisis regresi dan path analysis.

Hasil riset menunjukkan product quality berpengaruh pada customer value,
service quality berpengaruh pada customer value, product quality memberi
pengaruh negatif pada brand switching, service quality tidak memberi pengaruh
pada brand switching, dan customer value tidak berpengaruh pada brand switching.
Pada hasil path analysis, menunjukkan adanya pengaruh antara product quality
terhadap brand switching melalui customer value secara tidak langsung, sehingga
customer value memediasi secara parsial antara product quality dan brand
switching. selain itu adanya pengaruh antara service quality terhadap brand
switching melalui customer value secara langsung, sehingga customer value tidak
dapat memediasi secara parsial antara service quality dan brand switching.

Saran yang dapat diberikan kepada IndiHome diantaranya yaitu melakukan
pembaharuan pada produk inti dan inovasi pada fitur, meningkatkan awarenesss
pelanggan terkait aplikasi My IndiHome dan mengadakan training kepada para
petugas, memberikan diskon atau promo pada saat tertentu serta aktif menghubungi
pelanggan secara berkala untuk memastikan apakah ada keluhan dan kendala apa
saja yang dialami pelanggan.

Kata Kunci : Product Quality; Service Quality; Brand Switching; Customer Value
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THE EFFECT OF PRODUCT QUALITY AND SERVICE QUALITY ON
BRAND SWITCHING THROUGH CUSTOMER VALUE” (STUDY ON
FORMER INDIHOME CUSTOMERS IN SEMARANG CITY)

ABSTRACT

In the era of digitalization, the needs of people's lives are increasingly diverse,
basic needs are not only in the form of goods, but also the need for services. The
internet is a primary need that must be met to obtain information at a certain time
in a relatively fast time. IndiHome as a superior product from PT. Telkom is a
product that provides ISP (Internet Service Provider) services with the largest
number of customers in Indonesia. In Central Java, until 2020 the number of
subscribers reached 850 thousand customers with a percentage of 20% of
customers spread across Semarang, but customers often complain to IndiHome
about slow internet access, unresponsive services and so on, even becoming a
trending topic on Twitter.

This study aims to determine the effect of product quality and service quality on
brand switching through customer value” (study of former IndiHome customers in
Semarang). This type of research is explanatory research. The sampling method in
this research is non-probability sampling by purposive sampling. The data
collection process uses Google forms with 100 respondents from former IndiHome
customers in Semarang City as the research sample. The analysis used is regression
analysis and path analysis.

The results of the research show that product quality has an effect on customer
value, service quality has an effect on customer value, product quality has a
negative effect on brand switching, service quality has no effect on brand switching,
and customer value has no effect on brand switching. The results of the path
analysis show that there is an indirect effect between product quality on brand
switching through customer value, so that customer value partially mediates
between product quality and brand switching. in addition, there is a direct influence
between service quality on brand switching through customer value, so that
customer value cannot partially mediate between service quality and brand
switching.

Suggestions that can be given to IndiHome include updating core products and
innovations in features, increasing customer awareness regarding the My
IndiHome application and conducting training for officers, providing discounts or
promos at certain times and actively contacting customers regularly to ensure
whether there are complaints. and what problems the customer is experiencing.

Keywords: Product Quality; Service Quality; Brand Switching; Customer Value
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