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ARSTRALT

T chevrbopmnent of communization sechnology Bas imcdespone veiry sgmficant changes rng@e from dample b
moders, Chae af the visibke developmenis in commenicaton sschnodogy s the Smanphone. This sudy mme o
chetermime and anal v he effect of Brand Avareness, Brand Image, and Prosdec Csmbity om OPPO Smasiphone
B+ in Feban hora, The popaligicn of this siudy is consmen who bave OPPO snanphoses in Pekanbam Cay,
Samptng in this ehudy sesed the Accidental iI.|1m|:t.h1| methinl, 50 the sampe e dhis sudy was 124 respondents.
Meghnils of allecting dala nvigh geesiannaires and inferviews. The analysis baohmigue ia (80s ressanc iy te
Smcral Equmion kndel (SEM) wish the help of Smean Patial Leas Squere (PLS5 500 sdmeare. Based on the
resulis obdained im this dacly, the varibles of Bomel Awaneness, Brand Image. and Prodect Quality bave o
pesitive and cipnificant influenee on conaemer slisfaclion.

Eoeyvrards: Bl Asvarsmees, B Imsge, Prociacs Daelivy, Coscimer Satisfacton
Firliket Warketing, Masagemen. Technology
IRCNE: hbtgrs ko ! & T2 Blipekny v | 874

INTHCHH TN

The deselopment of comomumitinm technolopy has uadergone very sipnificant changes, from simple
i medenn, Cng of the vicihle developments is commumncntion echnology is the Smarphone. Smanphones e
ome of the fools [l cin connect everythizg in all pleces. Initally, smasphomes comkl onky be ssed o mike
phane calls and S5, kil noow srmariphoses bave dieveloped femeres such as games, socizl media. and akmng
pheics o videos from smamphones wimon gsing o digisl cimen,. Even smenphanes S sow sqoipped wim
nlemmel acces o thal geiting isfoamaton is Gt amld canbe acoessed anywhene el angtime. The linge pember
ol Smanprone gsere in Indonssis has made maay Smmphose mimiacrers eresiad in mirkermg shew
prosfs m Indosesa Ll now, there heve been msany ivps o famos smanpiaones circelaing in Indonsis,
including Sumsumg, QOFFO. VING, X Apple. Somy, Realme. esc. Thess smantphone compamies ofien make
OF CTEAE MDY B0ES 10 the company’s prockicts =0 teil Colcemers are mieresied in buyiss cell phones Fioo ihe
coompany (iaman. 300 The smariphone @Bkt ke this conses very fight competion amosg husiness
cormpetiion m the elecommamicabons secior. The many types uﬂh'-:hdmn&"rulm the mrket
Eive comsnimers ey chodoes pmil this greatly enooamages s nssll ri:h'pmh:::s willy goxnl qasaliny
amd commpetitive prices, mmmﬂ:mmlﬂnlﬂmmmﬁﬁd
amanme Hmm]m..ﬂ.ﬁmmmm i necks of desines of delr comsanmin aml plean
crainue i iy i conirm| lutnﬂhg mmarked sdans . wihich 1% 2 noweomer becausa i oitly enienad
the Indonesian madkes @ 2013 & koewn as PT. Workd Inervative Telecommmnication is o mubtinavinal

conyigaiky eagaged in dhe markering of the Opgs hraml
Tubde 1. Shipping Yobarme and Market Shore Dats
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Shipment Market Shipping Markol Vear-nn-year

Brumd e 2 2021 Share Q2 2020 Velume Q2 2021 Share (2 2020 change
iUehars s pLEETEY ([N 30 41 - PSS
Total [YIN] T ik TG0 [EEL 1)

Suowree: H.'.' Crparierly Mobvile Phone Tradker, 2000 03

Based on the recnlts of aehle . it con be reea thot OPPOYS shipment volumes increazed iy e secomd
cpiarter of J0X0 40 2021, Whese m e seoomd gquarter of 2020000 was a1 280 milTon m 021 it oecreased 40 .8
million so that in 3021 ghe shipren volume was @ 328 million. This indecoies that the presence of Oppa
amanphones 1§ saring o pet & pocdive rsponse from the pabdic, even thowgh when viewed as & whiske, Cppo
smartphones are in foosth position before Samesng, Xisomi and Agpla.

Ceanmer satisfaction 15 formed whes consumers jeel thar ihe goods paschesed are in secondance with
whal corsimers was., This can Bappen based on comsumer espenences when hoving o peesfect, when
conmumers use the profuct and as on. Too fmd oot how salisfiod comeamaers ame with e company's Opps
amanipines, o re-sesearch sarvey will be conducted o 31 reszarch respondents. The Fnllowing are the resailis
of ihe pre-research survey oblained:

Fabde 2. Results of the Pre-Reasanch Survey

Amswrir
1] s emy Yo %
L, - Moeyom mebiclisd| idter optvgy EWTAD Y ol e A1 W
2 Wil you recommend the compaey o others. 20 SRS
& Wl you buy prodiscts fror the company agmin B3 . L

Scurce: Provcssed dase 22 E

Based om ghe sesuls of dobde 2, it cen be oboined ded ot respondems are satsfed with Oppo
smanphones. & seen foom 68 3% of consumeers Fecling satisfied afier using Oppo smanphones and moce than
TR of respomlents will meomeesd Oppo samerplonss W others aml will boy Oppes smofphones: agnin #
anoaher ime.

LITERATURE REYIEW
Conmamer Solslection

Acconding to {Kotler & Keller, 2016) sanisfaction s o person's feeliag of pleasurs of dissppointine e

resulting from companisg e ponccived porfommascs (or el of o prodoer or service with capedastions
(Hidayar e al.. 2022 Sapure et al., 2022 Savono en o, H0E5). IF the pedfonyance or experience is less than
expmidcd, lhe customer is dbsed, IF s mosocorcboes with eapecations, e cuslomer & salislisl. 1 i
wnordds expeciations, the customar i vory sitistied or higpy, Adcoonding 1o LAehan o al. 2005) shere are several
imporant paints regrding sallsfnotion, nenely: feclings that anse affer cvelusting the experiesce of using o
presduet ansomer mesponss & the cvalsatiom of perception or the differonee. beiwoes imitial espscialions bolore
prchase and the acioal perfomuance of the prodect s perceived ofter nsiag or consuming ihe prodect in
cue=tion, ovemnll sfbercabes svabosion that compares perceptions of product pesformence with pre-ponchase

gapmdations, & mesams of the performams of an enznizstion’s Wt product’ compased b & serivs of sustomor
requirements {Soherdin et al ., 2123),

Consamar Sulladion Indicalors

According to I,‘l'u’mha'. 2020y indicadors o comsamner satisfasison or;
I. Feelngs of sabisfacibon {in the sense of being smisfied with the produoct and s senaces). Tha s, an
anpresaion of feclings of =ilsfcion or Jisotisfaclion mom cusdomens: wign roceiving good servioe md
gmaldy producis from the company,
Abways buy pesdects, namely costomess will oontisse 1 uge and continue o by o product i their desised
wapectabions @ mel

3 Wil resormmmnd o others, mamely coitomers 280 o alshed oler wang o protet or serexe will el
odhers and ore shle o create new cussamers for o company.

[

4, Fulfillmenl of customar axpoctations afler purchsring & prslisd, namely shother oo not g guality of a
predut or service alfter paachasing a product malches e Gestome s expedtations
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BErand Awarmpiax

Accentding to (lrvanie & Supma, 20006, bramd aweareness 15 the ohility of a prospective boper |
Feragnize or nemember il & hrerdl & pam of b perticular presducs calegory. Hresd awereness i @ very durasle
amnd sstininighle woet. A prodect thal hes been chosen by consumers <o thad comsumers heve o dominem
aanreness of the product v very diffcuin go reploce with other prosiocts, Aceoxling i (Fadhitady, 208 3, hrand
awpreness (s e shiliny of consemess o desnfy brmdys i diflerem condgions, which & rellecied in brond
reconitiem or recall performance. According oo (Siagian, 2009 stakl tha brand waremess is the oty of
CONER TS T Ieeognize s rermernber § rand in clirle e sinsnons

Erand Avareneax Indicator:

Acconding to (Fadkiluh, 20151 Brand Asareness has four kevels of achieving awareness from he
COOERRNETS mvind oo e |n'¢5-| lewel, pamiely nol heing poase of i braed (Brand Uesane oo e highest
level, numely Top of Mind. Brnmed mwarenss: from the lewest to dhe highes level & ax fifllems: 115 Unrsease of
Braad incd inware of the bound) is the losest level im the brand awimeness pyrmid where consumers ane not
aaiife af o brand: (21 Bramd Becognition (Srunid recognitbibl is e mminio i level of b awsrenss. slcie
mecogmitiom of o brand sppears again offer being recalled havingl ascsistanee daided secalllc 39 Brand Becall
diaim] ecall) is recalling she brand wifour assistance {unahled recall); (49 Top ol Bliomd B s bramd i is
meTAbciicd First by Consuisers of s Tt e appcirs in the mdads of consuimers . of g Bl s e maoin ool
il vagises brunds inthe misds uf Ccossumers.

Brand Tmape

According so {Ansilin, 20170 bramd fvege is wn sssociation of all available informaicn ol
prodocts, services and congmnies fom e brand in guestion (Al er ol 2020 Fajr et 21, 3021 Ths
information bs oluaimed by v wars, e T Droegh) direct consumeer eaperiones, wiicl coasists of furcrionsl
satisfaction mnd emotimnal seisiecion (ecan & Elgi, 20205, The brand mosi not anly be shle o work cqimally
and provide the promised performunce but mes glse be able s undemsiand cozsumer pesds, camy te values
eheired by corsmmers and wbio mect e indvidunl needs of omssmers whoe will contrbate b e relstionsbip
‘with the brand. Second, e perception fonwed by the compasy fiom tee brand  throogh vasions - forms of
comrmunici o, sty as sl verlising. promection., puldic reltiors, hogos, and s on (Parbaet sl 2023

Brand Image Indicabors
The teillowing are bramd ima pe ixlicarors accanding w s Cahyome, 20181 & folows

{1 Braiud Elesaily B o phivsicel idemity relmcd i (e Braiud oF prodig ! so ahisl oot can cisily recognise
amd slinguish il om olha bnmds or prechects, mech oy Joges, color, packaging, ocilion, cempany
chertity, slogans ol oot

bl Braml Poromalily The Estinctive chursdter of o bramd thal Forms a coraim pessosalily. os befits & bumon
it a0 thal consumeny Cam casily listmpish il from odber bromcs i ihe apme calcgory, for coemplea fom,
rigel, sughorintive, noble, smiling, warm, caring, socisl, or dynomic, oreative, independert wnd 5o oo
{Rennhdo et al., 20245,

(i) Bramd Association Specific things thal are approprise or slways associsted with o brand, < ariss foom o
wmique product offering. reposted and cossiztent activities. such = sponserdkip or social responaibiling
aAivilics, fanes Bt are vory songly nelaied o ghe braml or porsom; syimbaly and seriin meanings tat @
very strongly amtached o u brand,

{d) Brand Cosnmunicmios and Interectem Bebavior (Brad .'|.'||.iﬂ.|r. & Belavior) There e brands thal ae
cinmmimnic#scl iming magpropiale ol vecthical meithods i commmunicating. oo srviee I1lI'ED.'I.- ihg
pabilic's view af she brand's etioode and behavior (Jockson et al., 2021, On the other hand, sympathetic,
o, consisteond pititckcs and behavior betwesn promiscs ol eality, pood savive sad comcern far e
envisemment and she wider commeenity abo form & geml peracption of the bremds atiinds aod hebavior,

e Brand Benefits mnd Advonoges |Bramd Benefit & Competerce) These are the valses and unigue advantages
offered by & brasd o comsumaers That make consemers Toel the heaghiits bociusg thetr noedis, dosires, drians
and obaessions ore realized by what is offenzd. The Benefits, advantcpes sad unsque compeienze of & brond
will affect the brand bmigpe of the prodiel, individeal or company dnstisotisg,

Pt iy

Acconding o (Kotler & Armstrong, 2017 defines o product as saything thet cen be offcred 1o the
merket i be noticed, chiaised, meed, or consmsed ther can satlsly desires or néeds, Producis ineluds more than
just tangible objects, such as cams. competers, or @il phines. Avemdme o (Widpeyo, 2014 & produst i=
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anyshing thit can be eeffessd by a mansdbeiirer 1o be nediced, repested. sompid. urchised, ised or oomsumx)
by ghe market to fulfill she peeds or desines of the elevant market, Acconfing o (Ammishia & Setiawim, 2008y
the defimition ol a pendirt 1 " seq of sarihoses haah mngide inoenme ol colir, price., repaisiod of ke s3ane tha
werfle fresailer). anit famsory seroces. ax well s retilor serices meceived b the buyer in ocler 0 sitisfy desgmes”
i Adrian ¢ gl HEEE

Procduoct Quality Tadicaiors

Arceeding in |%'rryldi=l al., Ty there ane 8 damensioes af prodect qualiy as fnllows:
I, Form (Perforsaneed Inclodes e shae, shape, or phosical siructuns of e grodict
[Features | Feuture ) Progect characieristics S connplenment fhe hisic fnction of e pooduc

5, Poroeived Clualigy OFten said o be the readt of usig meisorememts that are cirmied ot indirectly beciuse
fhere §s i pesihilny tha conaress 4o o imderstnd or e infsrmanan oo S prdie) o iiesiss,

4, Durghiliny The mepsane af the &gpected operating 1Fe of the product pnder normal or steessful anditons, |5
a valushle atribuie For certain products.

5. Relighility Is 2 measare af the probabilisy that o prosdact will et malfunction or il wishin o centiin time.

6, [Ease of Bepolr s & messune of fhe ease al repairing a pecduen when (8 malfunetions or fails (Goh 2 ol
HOEZh

T, Style Describes the appeanmce imil Feelof the product o e yger,

&, Design 16 the toaulivy of feammes thit affeo the appesrance, teel. and function of the prodics based on
cuslomer neds

=d

Hy preficsls Farmilaiion
The Infliaemee of Brasd Awarengss on Ciasumer Satisfaction

According 1o dReiler, 20060 Bramd awerences Al miRiesess e creatim of COnSEmer saiisia o,
where when o bramd has become wp of mind, the iendency for cessomers to e sitisfied will be geeater.
Heseanch Resalis Acoonding in Research (Direaswnn. 2004 saies thar there @0 sizmificant isfluence hetween
Franid awareness on comsumer sabisEaciom sl (Mowriasda et gl 200D wistes shat ibere & an influence bejween
Braru] awEreness On Cansmer salisiaction

H 17 Bimnd Awareness infliences Consimser S Laction of QPP Seeinphone Ligers in Fetanbam
The Inflmnce of Braml Image on Consumer Satisfaction

Brand Image is one of lhe siralegies carmied oul by companies tal gims o make consamers el
satisTiecl (Mumiths eral,, M2, Brand imape is 5ol st e sanee of o prcaluct, bl hoaw Bom il image can create i
mew ke whene the brumd caa provide something differeal amed doconding o consumer expecialions | Amiaet al.
AR Amin & Wijeva, 2024 The rehionship berecen beond image and consumer saisfacton s ihe
relatlodship between Draiad imege the hos @ sgnifica posdiive Influence on oossamer sglsfecioin The Deiler
the bramd imuge hat 5 succesiully implested by he company, the mone it will encourge the wreition of
ety imer s s Rdtion, Rescarc resiles pocondingg so (Lasendes, 20135 siae ghid Beand isage s o slgeilcant
effect om conumer stsfaotion, oo Tanodisecia et al., 20060 state kot brand image has a significant effect on
cieeumn er satisfcticm.

HI: Hamiml Ii‘llnﬁm an eedt an Cotsimer Salialoction of OFPO Saumphnse Use s o Pekianbain
The Infleence of Consumer Satisfucism on Consumer Lavaliy

Prisbect Gralily is the ahvanlage oo smengih of Be pasduct which aims 1o mike consemers saisfied
wibeih Buviing Al prodie, To meibs b guelivy prodiet st lodles e conisescins S have becn deemmingd by
the company. The melnionskip betoeen brand gualine and comsumer salisfoction is the relbonstdp berweon
B e that D @ sigmlicam peesilive mlocse e on custore ] salishdtion. T, B beiey (0 geslity of 1k
e produc L, e mops it will dcourege inerensad consamer sdisfuction. Research vesailis acgording o
iAming & Masuil, 2008, @se 2 product quality Bas a signeficant effect on consuner snisction, @nd
darianly, 20051 siates i prvslact qualivy iy & sigiilcont efTéc) off Coiisnied sblisfnlon

HE: Prosdfect Cualisy AdPects Conswmer Satisfacion of OPPO Smanphose Users in Pelanbam
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Figure 1, Framework of Thowghe

METHOD LAY

Paxpulafing and Samiple

(Bupiyomn, 051 popakation a8 a genemalication. pres comsistng of objedsiashieds thal hae cortain
cpatities wnd ¢harsctenstics determined by resemchers g be siudisd and ihen comekisions drawn {Selanm £
Bougie, 10165, The popalstion o be woed 0l decy e comsomens who hove 0P Soonphones: in
Tekaskaru where ke populabion number cimnol be kmvan with cemtamty. Aceonling to (Sugiyemo, 2015 o
sumple is pan of the member end dharschericncs poseeseed by the popolotion. [f the populaios is large, ond

mesearchers cinmnl siedy everyshing m e populitioa, for esample doe (o bmited fonck. manpowor and Bme,

then recesrohen con e amphss teken from that popalation. The nomber of resstich sasples iz desermined

Irue Bosone' s oinioa This, heciese the ioial wariohles i i sl gre 4 aarkahies consisaing ol 3 independcs

vartables | Freekand [ dependent virishle (houmd b, she muimber of samgles io0be used in the sinfy iz 3l x4 = 10,
. e pieannes of quesiinnnares Jives 10 Comsnmers b |10 reeparces,

Trata Cedlesction Medbnd amid Tt Analysis Teakiniag ee

Tienbtmin melevam daln thet g the achievement of presonrsly et nhpectives in e implementision
ol this sty dome collection echnlgoes wene sl with qoestionnnires ssd inerviews CAL, 2004; B e sl
M2 Setyowadi ol al., A023). The analysix ool nsed in thic sioky SF55 imd PLS wene wsed o e the effec of
frand swareness. brumd muge. and prodect @ality on comsumer sitsacios (Resaldo, Subardjo. et al . 2021
Hemakhn, Wamsdiom, ¢l al JII3

EESLL TS ANTE TRESCLISSION

Iheseriptiven nf Besearch Bospendemnts

The popadstum of this stady a5 Conammers who e (FPCY Smadphoaes in Pekanhars. The
cpestionnaire distribuied on December 4. 2021 o Jamory 1, 3022 was 100 people who wene disiribated osmg
Civangle Foam The descripiion of the respident pofile consiss ol spe, pender, type ol job, i8eome s oph-
clisizicl. The mespoodent profile explains the backgroand of the sespondents who are the simples in the sy,
[eata regarding the charasieristies of respondenis ane shown in Tahlez 3

Tabde X Responident Pradile

Demasgrap hics LTy s i %)
= K Years el L3
LE-3) ¥ ears ] T W
Age 31-43 Yean 3 1 0%
= 43 Yewrs 3 2 A
bale Lt | d5 N
_ Sixem Fi) 24 20%
. Scli-Employpeid 13 1 A0
S Friviae Empluyce a5 05
ASN, . [
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. Demcgraphies  Uslsgory Eroquemey (%)
| 0L A

'B-mTN'llil'l]'IIum
TeschernLectwrer L] 1,30
Dghers 3 S A0
o Bip. | S{H)HD,- 45 AT S0
i = Rp. | 5000000 — R 300K - 47 36 A
= Rp 5000000 — Rp 4 SHEHL- i | BT T
= B, 4501000 - 4 R
B Wiy i TS0
Bukil Raya 10 105
Eulim B L8 N3 EFR
Wi Fulub 1] b
Marpeyam Drimui i7 14 0%
Payung Seknki £ [
Feanbam Ko 1% (B
Suibs-districe Barnmbai fi A I
Eumbai Bamt i 130
Rambzi Tizmr | 0 200
Sl r 1 T
Senepelan 1 0 A1
; 10 ERTE
Tesayan Raya ; 4 20
Tusth Maabini 2 |.70%,

Lo Primery Protosaal Data, 2000

Table 3 shows that someimes aged 20-30 yours s 95 [95% ) rosgruekoats and convumme s who slay
the Furava Horel ere domisated by female consemers s meny & 32 respondents (335, sad consumers with
high sehoolfvratione] kigh school clweiion levcls anc B reapomdenis 665, amd alss consmers whi have
jnhs as privale empdoyees are dominmed by 55 responceass (539 ), and consumers with incomes of DR
| AWHIAHMG - JEYR 3 OCKLD00 e 39 rempondenis (95 ), el omsumers sith (he porpess of staring are doeinaiol

the purpose of viciliomang. namaly 43 respondents (43%)

Dratn Amalysis
Walididy aml Beliahifity Tesi

T ksl M guecstemmins &5 & macarch s, saliddy amd wlahility o1z wm wssd. Sn matnoment
is sid g0 be valid if & is able o measune whin s o e mezsared asd car reveal dota fram the varinhles being
studicd consstonly, Meunwhile. the meails of fhe mlability t=4 e used o dotomine whetber the resich
instrument smed san be wspd ropeatedly ot Jifferent imes. Testing the irctrumem) in lorms af s validity o

rellability agains 100 respondests can peoduce reseanch nsults whene the cormelation value iv is preofer ihas 0.3
and the relinhility coslficiont vake {Alpka Crombach] i preater than 006, For more dotils, soe the follewing

dakble:
Tiwhle 4. Villdity und Reflabdlity Test
Varlable Andicaior  Validity  Relishiliiy  Loading Facior  Cruss Loading.

CXLL 0669 0.7 0.7

X2 nadl 0.5 =3
K13 o 0,74 0,740
Xl4 0,74 O.K23 L8233
Kewinl Asimesieg (X1] K15 01, 76 0734 0,734
X146 0.7 0,747 0747

XL 0686 0734 0,73

K1 0.573 _BLhid 0.633

X2l 0.3 1Y DAL
33 0.6 0.7 0,730
%21 GNE: i, /00 1,1
EREm Mot $ %24 01,614 L 0.7 Hy 0,716
X2.5 0,724 0,747 0,747
X200 0,707 0,756 0,736
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1,744

01,760

0.TEH

.62
0,704
0,723
0,735
0.785
0. 764)
.71
(LRI
0.724
0.7
(L (]
0758
b.7a2
0,77
n.77
o532
0,404
0.A7H
0675
0.7
0.7u8
0.7
0,707
0,H32
0.1
0,544
0. 707
.70
021
0,793

(53
11,74
073
1,735
0. 743
0,700
0,75
0, i
0,724
0,75
0,53
0,754
0. 7593
0.7
0,7
(1531
£, i
0,674
L1675
LU,
0,704
0,47
0,47
0,532
0.8
i, 844
i, 767
£, 758
0,571
0. 7%

Haced o0y tahle 4 aboie, i o that all statement itemss for variahles © sl v Bave o oomeelomon vake
preater than 0.3 dnd an alpha coefficent grmber than 006, Amd For the looding fctor, the mesolts have met
coavvergest snliday hecise il Facor oadingE)ans = 0.5, Thas, iz can be conchoded thit the convergent validiny
ol ol enchagenous consimiet groams = walid, Thus, § means (Bar the stieimeid s on verahes X omd Y e

vakidl qmil reliable for forder esting
IHseriminam Validity

CSetiaman. MO0 Discrinvingnd vulidey = & refleciive indicainr ihal cin he seen s dhe eross-lnsding
value hetiveen the indicabcr anid it constiet. Trscriminimt validity s related o the principhe that differesd
CONSANeCT mekarers (maniless varahles) showld nod B comefaned

Tihle 5. Discriminant Vikidily

Varishic Indicatar

X1.1
X2
X143
X14
X15

Boramil Awaromess (X1}

Irandl Equity (X2 Xig

X215

Hrumi

Ay

0,700
01685
075
0.523
0,734
0,747
.74
.633
0,720
0,622
0614
0308
CLA2R

Brsnd  Prodsc

Equity  Chaality
1572 11534
TEALE 04T
AT 11647
0721 [T
0570 0552
045 AT
[ 435 1h532
i £33 0578
0811 0737
0720 0599
D 0.5En
Tl iLalh
747 (LGET

{ usinmer
Sulisfmction
11518
{Lh32
{530
1ATH
11 50
11,504
051
(R
1723
0,530
0507
11542
11,545
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Hrsedl Hrsnd Produsct LTS hT o

Variahle Indlicator - Equily Craality Satisfaction
A2 {1t 7%k {1 11 HH
[0 Ty 0300 (320 Em 0740
N ] i1, et {704 0.751 1160
XIo 0.643 (723 1.673 f1.610
XL (.643 735 0.TH 1757
A, L30T .44 ILTES 1]
XE2 0,634 750 . TR {1550
XAS 0.552 .71 0.7%1 {1655
NA4 0614 [ £l 1,508 0025
X35 i [ B0 724 1630
LN LR [0, 737 (1750 11000
XAT 0,731 1774 L K] {1Lh55
(5o i.623 13 50 0.75% (LA2K
i LER 1.3 [h.504 0. 79E LI
Froduct Cluslity (X3 ﬁ_,ifl o t B tias i_JTu"l i1 TN
CENT] T o AL 07T T
LENF: [N E [T [[E15] [T
LERE] 0,558 a7 11, 5ikl .62h
LEAE ] .57 636 1578 {L5R5
X315 0671 [ 11.p45
NEin 1,773 [EXSE 0. TiKT 04667
LN ) 0,537 [075% 0798 171
LN L] [N LE [EECAE] 0.7y 1.1HH)
Wl L5445 [ 5TH 11.55% {1
Y12 0 654 13 £ [ 1432
Y. 0,675 054 LI LR
i 2 V.4 0,637 g7 1. TAG 544
Etote St i tholi (Y1) Y18 01559 DA% sl 0767
Y6 (NS L7 LI Y .95
YI.7 Rt I THH 07 i 821
V1K 714 175K (k1% 1745

Source: Proossel Dain, 22

Hased o oblke 50 can ke concluded trar all coves-knading vesuless of each vorissle bave 3 lnedng
frchor value that is greaser than that of other variables when companed 5o coch variable . This can be concleded
thet each venable Baca goed discrmminant sariasle

Composiie Belaboity Test as an altsmative to dhe Cromhach Alpla wer, o measare g comverpssd
validity of o reflective model. Aoconling o messrchers, the compeeste meliabihity value is higher thim ihe
Cronhech Alphn et resul solie, The comgeise eelinhility volue venes from 2eno i 1 For explormong
meseavh, the manimwm composte rebiability value s 06D or mae thas 10000 confirmigory research (Sctiaman,
A1H 1K)

Tl o Ih'hlurug'nlﬂ.}'
Uronbach's chin A men:h Avcruge \'nrlﬁu
Alpha : Relihility Extracisl {(AVE}
Brand Avarcness 072 0,676 {1500 B 53]
Brand Equily D515 0.920 .50 566
Prohact Puadity DESS Ous7 .51 AN
Customer Sasfactben L RE R ] {1 [T

Hourve; Provessed Data, A

Based on table 6, the composite relisbility value m tohle 422 is above =000 for @ miniem of
explmatory maconch, sl the mmnimmm comgosise meliability solug is 0 or moee then 0,710 can be comcluced
that all varighles in this study are measured validly following he vaninbles, ond the reliohility mesdel is alas
poced. Bocam be concluded thar the indicators inthis stedy are reliable.

tinsver Maslet Testing
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Thiz msdel focuses on She lafeni vamahlz siructure model, whese the lesd vamables e assumand &
e ot linear relidicaship ancd have a cusal relationship (Devi o al, 200 5). The inner mecel couation &:

¥ =218, 420X £ 0211 %
Hypthesis Test Besnlis

The hypothesiv in s iy weex e boolkinpping method  (Himapash, 00230 etsrappnp &
resamplmg o deErmine te @ valse

Tukle 7. Hypolhesic Tes) Heonliy
T Stadistle (@hsidevh) P Valae  Description

Brumd Awarenss = Custamer Satisficting lji'-ll ) “IEIIJI_f'i-'l ] !ii!ghl_iiﬂ.:'mu
Biransf |mmge = Custhomer SalisFaction 24153 (I Signilicant
Proaduet Quality = Customer Sutisfaction 1.040 03 Sipnificani

Sourz: Provesod Rewslis, 2022
Hazad om the table gl the nesehs of this sl e

|, The Hrand Awsseness vafgihle s b t-coemt of 2219 while the t-able is 199063, S0 that the oot (-
sable, and supported by u significesd sl of 0074 which s srmller than the sl of 0 = 005, i s
eonglided thit Brand Awerones has a posities ond significest effect on Cosssmir SatisEaclion

The Brese lmapdurabie hos o tomntof 2053 while the table &= 150003, S0 dat the scouncs tasble,
and axpporied by g signaficoni result of 8041 which iz smaller thun the yalue of @ =005, 4 iz conclwdad tsat
Erand Imags has & positive and significent eftect on Consuener Satisfacton,

3. The Procloce Quelity Brand Awsfes voriabde hos o t-oount of 2080 while the s-uable i | S8065. S0 that 1-
suuntz t-table; nnd sapporked BEY significim resll ol D003 which i smuller thin 15 wales of o = 105, 11 &
concluded thot Preduct Qaskity hie o positive asd signaficant effect on Coasumer Salisfnetion

The EMect of Brumd Avorenes on Cesnsamer Salilaction

Fromn the duseriptive amalysas. @ shows thin the Brand Awareses sarisble imclicalor hisan sversge of
4,12 jgondh, which nezing thm the Brond Awerenss variables is well received by the respondenia. This is also
suppanizd by the seaules of the regression sea whoch hies o poesitive sulue, whick moeans that Brand Asarees
Tt @ positive effect on Conaemer Satisfactom, From the mesults of desoriptive datistics, it cam be seen that mosd
respondenis siuied thet they remembered the OPPO smaniphone brand aiter seeing the mony smanphone outles
ghat promade OF PO This = heczise thee e ey cellphone catlets that promole OFFO emblooms
sk s green ikdventis lors, the presenee of o Brge DFPO mascod in front of the cellphane cutled. 5o this
supipinte the hypeothieis thm Brand Aw senss b a positiee ond significsm sfect on Cossnmer Satisfacion in
Pk ambaru City. Thus, il respondenis e inoncisingly sw'gre of the CFPC brand and imcreadngly famaliar wigh
the smasnphene brend, resposcienrs will be sarisfed with QPP smasphones The results of thds sy aze inling
with provioos shchies oonducted by CAriowiboo et ol 2005, | Darmawan, 20090, ami {Novriamla of o 2018)
wivich shiwed that Boand Awaremeses hirs a significam effect on Consmer Satisfactom

The Inflsence of Bravd Tmage on Consumer Satistaetion

Fromn the descriptive analysis, it shows thal she Bramd Image varisble indicator has an average of .13
ipocclh, which means thal the Brand bmape vorabbe is well moeived by the responcests. Thie 1s akn sapporial
iy ghe resules of the regressaon s which has o positive vulue, which means ta Brand Emoge s o pesitive
effech on Cansurmer Sutichiction. From the results of decriptive staniclics, it s be coen that most smpon denss
atre] ther DIPPCY Smantphiones nre spitahie for cotsumers who like s Ees. This is Bevsase PP snanphoses
havwe varlois feamres, spechilly povsd camermn feamies 8 fTon&able prices compomed sa KPP compelionrs (8
Chiamlr o al - 20050 5o, thes supports ghe bypothesis (ki Breacd Foage his o pesative amd signifocimt efled on
Consgaey Saistacgion in Pekanhom City 0T Chandrs o3 &, 3025 Segoea eral,, H2T0 This can blso be seen
frum 1he increasme momher of moinle phone anlels offering QPP ararphores, makme comsomers familise
with OFPO smamipbaomes and trying o use ghern. This cen sxcounige an mosesse 0 ooRsumer satisfacton s
Inng b CHPPCE s oabde o e inea i i ieage in the eyes of comsimers, The reciins Gl this emidy are in line with
provioas studies Bnh:l.u:-l.l by {Tonbokary et al . 2003, {Lasander. 2003y, (Rahman, 20081, (Simipar, 20043,
annf { Tanuclirexdja e al . 2086 which showed that Hrend Tmagpe has o slgniflcnnt effect on Cansumer Sabsfacion,

I

T EMeed off Prodact Cmalty on Censemer Satisfaciaon
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Frosm the dhescriphive analyxix shows thin the Product Omality vanshle melicator bos an average of 416
ool which means that the Prodod Qualily vanable is well recetved by the respondents. This is also
suppaned by she reenilis ol the nepeesslen et wisch has g postlive valie, which means she Prodect Oualing Bas
o pewitive infleence oo Commsumer Satisfaction. From she rearlic of descriptive siafistios, it can be ssen $al mos
Tespiadenns Simee s the DR smargiione colod B overy cossemporary ond diverse, This s hacanse OFRC
smimphones Chosely ol she developmest of current tremds, bisides tal smanphones kave steomge hatiery e
ami stremg screens. making the praduct gealdy pood. The oomliion can aitrsd coeamers fn use OFPO
Simitphones, cegeciolly e idllenninl geseration who ke Snmmphoies (el have comomgor iy colon. aikl
fesures 50 kot this cam affect consumer satisfactiom. So; this suppors the ypathesis thit Prodoct Cloality bes a
frritive pnd significan) ey on Corsanser SensPactaon in Pekanluee Ciry, The resolis of dhie I-I.I.u.B-l'r- in Line
with pecviots sudics conduciod by dAriEmy, 200 5), {Leimeun o al.. 2004, CAMing & Hastati, 2003 ) wiich swow
thiat Prodect Qualley i asignifican effecton Cormsumer Satisfociion,

{"l'.l."'tlﬂlﬁfijtlﬂ

This ssxly iims o determmine the Infuence of Baed Awarmes, Brand Inage, and Product CQuality on
Conramnes Sab=lcrim, Hene aie some conclosions ksl cam Be drawn Troim e il of e escach thi Eas
bcen conduciol s [ollews | Brod ASwarokess leas o poeilive and signifcan infloence o Cossnmer
Sitisloction. An incresse in the Brasd Aovaremcss vorlable will have an impao on lecraasing Coasumer
Salislectiogi. 1 Baaimd Iimage ks @ positive 40d signifiessn inDosie on Conine Salnlaiod Ad inireess i
the FArend lmage virable will have an impaot on inoreasing Convemer Satisfoction. 3. Procuo Quality bas o
pewsitive 2ml significant mflueence o Consumer Sarisfction Ay inorease in the Prodect (reality varizble will
v an gt on iscreasing Comsumsr Solisfaction
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