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ABSTRACT

In this stLrdy, the authors exarninecl the effect of prices" sen,ice qualitr,. aclvertising. and trLrst

tou,arcl bland slvitching behaviol to purchase nrobile sirrcard GSN{ celr-rllar in tlre citr of
Yogvaharta. 1'he sarnple userl 200 rcspondcl.)ts. I)ata collecteil lrr tlte srrn,e-r rre thrrcl u ith
cluestionnaircs clirectly to the lespondents. Data unal-r sis lccirriilLrcs in this stLrclr Lrsing Sl:\'1
itnalvsis (StluctLrral L,qLration N'loclcling) u'hicli is operatecl throLrgh a proglrlm r\N1OS ll.llrese
results indicate prices is signilicant positive el'lbct on the brancl srvitchiull bchavior'. scrlice tprality
is not significant negative eff'ect on the brand sr,r,itching behavior, advertising is signiticant negative
effect on the brand srvitching beliavior. brand trLrst is significarrt negative etlect on the brarrd
srvitching behavior.
Keyl,ortl.;. price .s', ,vervic:e quulit.t,. crtlrerli,sirrg, lt'rr.st trrrtl ltrunrl .s'tt itt'hin,g ltcltr r'irtr.

I. BACKCROUND
Telecorlrlunications toda1, plays an

irrportant role in everl aspects of lif'e.
'l'he developlnent ol'ClSN4 rnobile SIM
(-ard business latelv has shou,n rl

slnrlrtom. i.e. thc abundance arrcl

ciiversit;, of rrobile SIM Carcj prodr,rcts

offered by the cotnpan;, Q$\,{ SIN4

Card CSM mobile phorre product lirre
lvitlr tlre developrlerrt ol' increasins,lr
laster'. Developrrent ol a CiSN4 nrotrilc
SIM card products sLrch rapid sitLrated

at the price of'fLred ancl the clLralit; ol'
service is good. l'he longer tlrc
lacilities given cellr-rlar GSNi SIM Card
companies are increasingly maliing the

cousllrrer is l'r'ee to choose CSM
rrobile SIM Carcl in accorclance u'ith

ICMSDM-TW

needs. Mobile phone users in Irrdonesia

is cLrrrentll ciorninated by tlre r orrth.
Shiltirrg the age of cell phone Lrsels is

to bc captLrlccl b-r (;SNi cellLrlar

1-rrovicler in lndonesia. I-hc rcstr lts ot
the sLu'vc-\' I'op [Jland inilcr t il]l)
CSM cellLrlar card in lndoncsili irr lUl-1



can Lre seen in the table belorv:
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of the purposes of thc' bancirvidth. the
u,ide bandwidth is Lrsecl nrore alrd nrole
expensive. Relation of conlent changes
toivard rnultirredia commLrnications
with the need fbr qLlality and service
provision varies greatly deperrd on
capacity telecorrmunicntions networl(
irrll'aslrrrctrrre rrsed. Irr arrr conrpetition
organizels w'oLr Id atterrpt to nralie a

lrtelr]itltl'oLtslt l,r 11111r1,'1;

( urlll)utitit ettcsr rillr,l e ttsl.rtttuI irrt(r'r'\1.

lir inrprovirrg its corlpetitiveness. tlre
lange of'rnobile selviccs operator that
continues to be expandecl u,ith tlre
capacity ancJ qLrality in dellancl
corrtinLres to be inrprovecl in

Licco rda r-)ce rv itli reco gn i zed sta n cl arcl s.

Brand su,itching behavior in this stucll
to ureasLlre the variablc pricc CSN4

nrobile SIM cards offerecl by operatols.
the qLrality ol its selvices. advertising.
and belief-s tlrat in1'luence brand
su,itching behavior at the cellr"rlar GSN'l

SIM Card purchases. l'he researcir
concept is a rcplicatiun o1'thc nrodcl
tuseci bl Atzal. S.. t:t al (2011) ancl

SapLrtro Idi (201]). I]r'rncl CS\{
mobile SlNl C'ard to be trsecl as

relbrence questions fbr rcspondcnls
inclLrde all brand CSM nrobile SIM
Card irr Indonesia. So the researchers
conclLrcted this stud\/ ri'ith the titlc.
"Anall,sis o1' lJrand Su itchine
Behavior in I'urchasing Mobile CSN4

SIM Card in Yogyal<arta".

2. PI{OBLBM OII TI{E RESEARCII
l. Florv does the price afl'ect the brand

su,itching be havior on the plinrc CiSNI

card pLrrchases in Yogvaliarta'i
2. I-lorv does the qLralitl o['selvice
affect the brand srvitclring hehavior in

the pLrrchase ot'a CSN'l SIN'l cards in
Yt)g,\ ill\ilnil'l
i. I Iori cloes advertising on blancl

srr itclrrrrg ltchavior on thr prirlc (i5Nl

calcl pLrrchascs in Yogf lliarta'.'
zl. Ilorv cloes the brand trLrst aff'ect the
brancl su,itching belravior on thc prirre
CSM card pLrrchascs in Yograliarta'l

3.'l'l I lr.OIt E'l'l Cr\L ll ll V I I,- \'\,'

3.1. l'rice
1)rice cleterrlines the pLrlcilr:ing
clecisions ol cor.rsr.rrlers u,hen thc price
set nrLrsl be in accordauce \\ith rvlrat is
obtainecl br consLrn'rcrs. in othcr rr olcis
rr lxrt is paicl in accorclarrcc rr itlr ri lrrt is

obtaincd. 1Ijiptono in ,Ar,Lrs Santtrso"
l0 i lt. ,\ccoldinu to liotlcr .rrrrl

Arrrstrong (2010) plice is tlrc anrotrnt
lhal consLrmers pa) lbr an1, prorlucL or
service. and rvhen to [rur or Lrse A

product or service.

3.2. Qrralit,r ol' Scrvice
l-lnderstanding clLraiitl ol' servicc can

bc erplessecl as the lltio betrreen the

expectecl servie c colrsunrcl's rr itlt thc

services they receive. T'oda.l' the

concept and r.neasLrrelreut o1' cliralitl of
service has grou n rapiclll. i\ccorcling
Io ParasLrrarnan. Zeitharrl iincl llcr-rv in

l'.otler and I.,eller (10()6). r rnu]or'

contribLrtor in cler elrrping tlre :,e r-r ie c

qLralitl rneasLll'enicnt. c.\lrrcssed in llr,c
d inrerrsions. rrarleI,r :

L lleliabilitl' . the abilitr to provide the

pronr ised scrv'ice r.r'itlr irlnrediate.
accurale arrcl satislhctorl .

2. llcsponsir,crrcss. nanrcl\ thc desire

ol tlre staff to hellr consrrncrs iurd

pror''iclc scrviccs u ith tlre I'csl)r)llse .

3. Assurancc. rvhiclt ittcltrrles thc

Itnorvledge, ability. coLrrtes)' ancl

trurstlvorthl' natut'e ou'rred b-r tlte statL
fl'cc fl'onr dangcr'. risl< or cloubt.



4. Empathy (empathy), inclLrde the ease

of relationships. good conrrnunicatior-r.
personal attention and understarrd tlre
needs olconsrulers.
5. Direct evidence (tangiLrles). which
includes the plr1,s;.^, tacilities.
ecpriprnerrt. personnel and nteAl'ls ol'
conrnrLrnicalion.'fhe cLtstolrel's lu'c
gerrelalll' verv stressc(l in tlre lrrst
ditttcnsiot-t on tlte scrr.'ice ()r scrviccs
are \,el')' inrporlant arrd hopctl.tlrat carr

be trirsted.

3.3. Advertisernent
Advertisirrg is a fbrm ol' indirect
conrrnunication is based on infbrrration
aboul the advantages ol beneflts ol a

product that is structurecl such that
caLrse A serrse o1' firn that rvill change
sor.neorle's mir-rd to rnake a purchase
(Tiiptono.2000). Advertising is a

cost-effective wa\; to convel ntessa{le
to bLrild branci pelcelttion or to erlircirtc
people (l..otlcr ancl liel lcr" l0 I 0).
;\dvertising is ii lbrnr ol pronrotion that
is trnclertahen b1 the c()nrllrn\ irr olilcr'
to introduce their products to thc pLrblic
(Duriarrto the Coddess, 2012).
3.4. Tnrst
'l-rust is corlsLurer conflclerrce that he

could rell on the seller to provicle tlre
selvices promisecl. rvhilc the relatiorral
value can be detlned as thc pelception
of consuulers about the benellts
en-ioyed versus tlre costs incurred in l.lie

r.nainterrance ol an ongoing exchange
relatiorrship (Agustirr arrd Singh. 2005).
Trrrst is crLrcial irr bLrilding consun'rer
relatiortships u,itlr a strons [rraucl. anrl
positivell iissocialcd rr ith blanil lor ultr
(Ra liq Muhanmrarl. 10091.

3.5. Brand Srvitchirrg Behavior
Ilrarrd switchirrg belrai,ior is tlrc
process bv lvhiclr consLlnrers su,ilclr
fl'onr the use of one plocluct to auother
btrt ol the sanre categor')r (l(unrar ancl

Chaarlas, 201 1). Brand su,itching

behavior is ct.rrrsr.rr.ner bc:havior rr here

constuler behav ior varies cle pentl irrs.

on tlte level ot'crrstonrer satisfactiort br'

the provider ol colnllanl' (Cire nrlel ancl

Brorr,r.t iu Sathisli. M.. li..Saritlrtlsh
Kunrar" Naveen K.t. and V.
.lcevanantltatl. 20I I ).

l. l{F.st,_ \t{('il I t\ t,o t'il t..sts

[1,r pothescs rlcrir,cd ll'r)nt thc litcllriirru lti ie rr

and lbrrrrLrlation of' resealch ;lrotrlcrns lhat
have been raised previousll,. As fbr the
relatiorrship betrveen variables irr this stuclv is
the etl'ect o1'price on hrancl sr,r,itchins helravior.
influence tlre cltralitl ol service to brancl

switchittg bchrn'ior'. tlrc irrllLrerrcc ol'
advertising on brancl srr itch ine behavirrr. and
thc inflLrcnoe ol trLrsL in thc blarrcl srr itclrirrg
behaviot'. St-r it cirn bc lblnrLrlatecl ir,r1;othe scs

of this strldy are as fbllovvs:

III: Priee positive and sigrriflcunt iu)prte t r)n

tlrc bchrr iol o1- sri ilching brarrds.
lll: Selr ice Qrralill :ignillcirnt nc!.utirc clleet
on tlte bellrr ior ol-srr itching lrllrrrris.

Fl3: Atlrer-tising signilicant negatirc el'iect on
the behavior ot'svi'itching brands.
H4: Trust a signilicant nesative ef'tect on the
behav ior ol sr,r'itch ing brancls.
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Subjects in this study were people irr the e it-1

of Yogyal<arta at least l71,ears old adolescents
and adLrlts Lrp to 30 years of age rvho Lrse GSM
mobile SIM Card.

6.2. Sanrpling'l'ech niques
The sampling techniqLre in tltis research is lton
probabilitl, sarrpling ntethoci is pLrrposivu
sarrplinr. The nLrmber o1' samplcs taken fbr'

exarninatiorr detenr-rined the arnount ot' 200
t'esponclenl.s. Deterrlination ol tltc rtuntbcl ol'
samples is based on the prol,isions cctntitined
in data analysis using SENI rnodeling is

leclLrired orr a rninintLrnt sarnple size o1' 100 and
tlien using a ratio ol' -5 observations fbr each
pararneter to be estimated (Ferdirrand, 2002).

6.3. Data Tl,pes
The t1'pe ol data in this stLrdv is divic'lecl into
lu'o, tratrel\:
I. Printary data
The primarl, clata obtained directly 1r-orn rhe
source rvere taken lo nteet the nceds o{' the
lesearch being conducted. 'lhe prirnarl, data
in this stLrdl,obtained front the clLlestiitnnailr:.
l. Secondar-r I)ata
Secondar\ data \\,ele obtainerl lionr cllrtli
collectecl other piirties fbr tlreir o\\ n purlloses.
Secondan, clata sources Ale fl'orl bool<s.
journals and notes.
Data Col Iection Techrr iclLre

Data collcction techniques usecl irr this stLrdy
\vas a questionnaire. QLrestionnait'es r,r,ill be

distribLrteci d ire ctlv to the responcleltts rr,ht'r itre
Lrsers of CSN{ rnobile SIM Card in Yoglaliarta
*'ith the nurrber of responLlents 200
respondents.

6.4. Variable Operational Defi nition

Variable Inclicator
i . Price (l'};

lncl icalor-s Lrseci to nle0sLlt'e thc lrrice l'clct's to
the opinion raised br,1-jiptono ilr AgLrs Santoso
(20r r):

- an af-fordable price

- Compliance rates with the qLrality of its
serv ices

- Cornpliance witlr the price bencflts

- \\/illingncss to pa\/ nrore

2. QLralitv of Service (QS)
Indicators Lrsed to nteasLlre thc clLralitl
of'service ref-ers to the opinion raised
b), ['arasLlrarlan. Zcitharrl ancl lJer.r r in
I(otler and I(ellcr (2006):

lcliabilitv the abilirl,to provide lhe
plttntisecl selvice t ith irnrle-il iate.

accLrate ancl satislhcton,.

- I{csponsivcness: thc desrre o1' the
stltll t() help coltsLrrners unci plovicle
scrr'iccs rr itlt tlrc rcsllr)nsc.

assrrrance: inclLliies the lirruu'lcrlge.
irbilitl. coLlrles\ ancl llu:lir ()i'tlt\ llatutc
ou ned b1 tlte stafl. oLtl of iltrngcr'. r'isli
or doLrbt.

- ernpathl ease in the relationshi;t.
gttod corln.tr-u.riciitior.r and pcrsonal
attcntion ancl Lrnderstitncl the ncecis ol
c0nsLlr')rers.

- I)irect cviclencc (tangitrlcs). u Irich
irrclucies the physical lacrlirics.
cclir iprlerrt, pelsonnel and llcults ol'
corr rn Lrn ication.
i. Acivcrtising
I lrc incl icalor Lrsccl to r)teilsurc
lirlr e r-tising lcle rs ttr thc ttgriniiin ruiscri
by Durianto thc Codcless (2(;I2):

I lrc nrcs:ar.c e on\ cy ccl in tltc itd
The appeal of'tlrc ntessagc

Slars - aci

- advertising slogan

4. TrLrst ('l)
The indicator usetl tr) treiisLtre tnrsl lclers to
the opirtiort raiscci l-.r AgLrstirr lncl Sinrlt
(2005):

- Ilelieve against ploducts Lrsed

Believing that other prociucts cannot be

reliecl rrlton to pertirlll lirnctions u el I

llc'lieving tirat the proclucts Lrsetl nrect its
lcsponsibi I ities to cuslonlcrs

rcliablc lrroclrrcls rvhiclt alr
provicling sooci sclv ice

rrscci in

Blarrcl Su,itching behavior' ( RSR)
Indicatols Lrsecl to rreasLlre tlre braltci srvitching
behavior r-e[ers to the opinion laisccl b_r I(rrnrar
anci f'haarlas (201 I):

l,rtr lltc \iulc lrr',',.lLt. l ltLltirt



- It does not take a lot ol tirre aucl

consideration to buy the sarre prodLrct agairr

- Stop using the product and rnove on to
another prodLrct

6..I. PITOCIISS AND DA'|A AN,\I,YSIS

Anall,sis ol- the ciata in tiris rcscarch use

Structulal Equation N4odcling (SLlvl).
represented by AMOS softrvare 2l (Anal),sis
of Morrent Structures). 2l AMOS (Analysis of
Mornent StructLrres) is one of the CB-SEN,I
program developed bl, .larres L. ArbLrclile irr

I994. Stages in the CB-SEN1 there are 7 steps:
(l-lovle, 1995 and Kaplan. 2009 in southern
Heng. (20 r3 )

in this stLrdv slro\\ ccl the rlaloritr ol' tcst iirr'
norrlality in Lrnivariate nolnral rlistribtrtion
because tlre value of the critical latio 1cr'.1 lor
l<urtosis (liLrrtosis) and skervness (sken'ed).
were lvithin .t. 2.58
c. MLrlticollinearitl test: -['cst mLrlticollinc.rlitl
is a test to shorr ()crcr.u's u'hcther ()t not lhe
relittionship betri,een an indepencicnt r,ariable.
I1' the e orlelation e trel'lle ie nl be tri ccrr

irrcleperrtlcrrt vltriables:,0.t) tlren tlre moclci in
this stLrcll ciicl uot nteet tlte:issLrntption ol
nrLrlti-collinearitl'. (Chozali Intanr ancl [ruacl.
2012). Bascd on the oLrtpLrt correlrrlior.r
cocfllcicnt corlelatiorrs fbLrnd in tltis sttrcll tlte
relatirinslrip betr.i'een thc inclepenclcrrt r.'ariables
<0.9 can thLrs be conclLrclecl that tltcrc is ncr

rlLrlti-collinearitl, aurong tlre inclept-rrcierrt

variab I es.

Analysis o1'the data processing irr the lirli
model SEM conciLrctecl to test the sLritabilitl
aud statistical [ests. lest the f-easibility oI the
nroclel in thrs strrdv is

llesrrlts ol'cluta procc:;sinu lirr u lLrlllrnrtlrr;rs rrl

SIIN1 rroclcls shown in tire lls,Lrle bclr,ru:

Tert Reqll Goodrrisr

(iullts: t.f llr
lririx

(. Jtr.iqti.tic []rliir ttri.irrt lLtil li'
ItLL:r:rt ii- j,ri tirhlt

(il| o.ll tilltl \ilr1ll !i\ Ir'rl]ll

Rrlatle \
[\]l\i lrir

tfl
.\ii i: I

l

--lt-

,.i.ili

L Theoretical Model Development
2. Developr-nent Flowchart (Path Diagram)
3. StrLrctirral E,qLratiou

4. Choose the Tvpe InpLrt Matrix llstimation
Model and Proposed

5. Assessing StrurctLrral Model lclentiflcation
6. JLrciging Criteria Goodness of Fit
a. Sarrple size: The nurlber of sarnples iu this
studl' 200, meaning that it nrc'ets the nrles that
AMOS shoLrld be betu,een 100-100.
[t. Normalitl, Test: Norrnalitt' tcst is dortc br
looking at thc v'alLre ol'('ritiell I{atio (e r) lirr'

hLrrtosis (liLrrtosis) and slien'ness (skervecl) is

greater + 2.58. the distribLrlion is not nolnral in

r-rnivariate. While the r-nLrltivariate can be seen

in the cr the last line on the same temrs.
(FerdirTand, 2002). Data normalitl, test results

I lluil i

ll,rdtl

I lrrlrrlrliorr I

t-- -- l

iiir il.Li

,,.,,

.FT

ANALISIS PERILAKU KONSUMEI] SERALIH IVlEREK PADA PEI'tBELiAI]
K/I.RTu PERDANA SELULER GShl Ol KOTA \'aTGYAKARTA

FigLrre 2: SIIM Model



6.5. TBST IIYPOTIIESES

Afier testins the assLrntlttions SL:N4 and lltness
rnodel. fLrrther testing the hvpothesis ol- tlris
stLrdy vzrriables. The test results de ntonstratecl
the hypothesized relationship betrveen the
variables o1' regression weight value in tlre
colurrn on the corrdition that the valLre CR. CR
> + 1.96 at the 0.05 ievel scen li-orn the
probabiiitf i,alue (p) the condition p.:0.05.
Tlrc decisions tal<en. the rescaleh hr,ltotircsi: is
rc'.jcctcc1 i1'lhc t,aluc tll' p:' Q.(j: apil v ice r,e ;slr
re scarch It;-pothesis is acceplecl i1' the llrlLre ol'
p <0.05 (Chozali Imarn and lrLrad.20l2).

Trrhd .l

[,,'tl ul]1.t. . .r L r

Pillll [\ltt]lltt (.R, P Ilj,,ntl,,,,,, lirrrliilliir

' Ri'rLrlt l

l - r" \,ri
):1

\llllr ll: I

\l.tililii.rl

I'esting Ilvpothesis 2
[{esLrlts ol'testing the h_r pothcsis ] ir this stLrclr

rvas the tlLrrrlitv oI scrvices lltrl n() :rignillr.rrtt
negative irnpt.tct on brancl srr itcltirrg bchur ior.
Based on the data processing that is shttrr n irr

Table 4:18, note that the valLre estirlate on lhe
relationship betrveen qLrality of service rvith
brancl srvitching bchavior o1' -0.089. Nesrrrir c
valLrcs orr tlrc value estinlrte inrl iclrtes that
rre!.ativcl_r iilfect the clLralitr ol'sl'r'iec brancl
:\\\ ite ltittg ltcltar iei'trpti .r pcglrlir e ', ltlire ()1 tltt
valrre ol'this (-R indicalcs thrl tlte tlLrirlilr ol'
scrvice has a relationship r.r,itlt thc oplrusirc
ciirection of' brancl su,itc'ltirrg beltaviur. \\rhiie
the r,'alLre o1'f'll on tlre rc.lationship bctri.een
qLralitr of' service ri,ith brand srr ilch ing
behaviol lrntoLrntccl to -i.0!)l qLriililr ( Il - _+,

I .96. Seen sienil'icltrrt valLte ol' yr i ulLrc Lri'

0.526 ineligible p <0.05. So ii clir bc
conclLrclccl that tltc qLralitl ()l- ie i'\ ie c lrri: ir

negative and sigrrif rcant eflect orr the bchur ior'
of'switching brancls. ThLrs it cnn be saicl rirat
the sccorrcl hr potltesis of' this stu.l) ilrc ltot
s Lr1-rportecl.

Testing Ill pothcsis 3

3 h1 pothcsis lcsting rrsLrlis irr lltir strirl.r i, .r

signilicant ncqati\rc e1'lcet iiclvcltrsirrg on Lrruncl

sri itching bcltavioi'. IJaseci oil thc (latii
processing that is shou,r'r in lhble -l:18. note
that the valLre eslirnate on tlre lclltionsltip
betn'een aciverLising r ith branrl srr itching
bchar iol ol' -().070. \cgatirre valLte s incl i,.irLe

that lhc acivertising valtre estirratc ncgati\/cll
all-ect brarrrl su ite lring lrciravittl iuril rrc!lrrir u

valLlcs ori CR \,0lrrcs slrori ccl tltrt lrtls llrve u

relationship in the opposite clilection u,itir lhe
brancl slvitching belral'ior. While thc- r,uluc o1'

CR on the relatiorrship betu,een lrclr ertising
u ith brancl sri,itching bchavior alloLrnrccl to
- I .98 I have clLralifiecl C I{ :, .t I 90. Sccn
siqniflcant valrre ol 1r valrre o1' 0.017 ltave
qLralilied p <0.0-i. So i1 can be cone ltrclcti tltat
lhe acl has a nccative ancl srgnilieanL intlxct oir
the Lrelrarvior o1'su,itching brancls. l'hLrs it cnn
be said tlrat llre stLrcll sLrlrprtrteci the it-r 1'rotlresis

:[esting Ilr lrotlresis .l

.l Ir-r pothesis tcstinu. rcsLr lts in tltls strrtlr rras
thc bclicl'l siunilieant negatrve cf'lc,,:t on iltu

()
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Testing Fll,pothesis I

ResLrlts of hl,pothesis testing I in this stLrdr
\vere positive and sigrrificant el'l'ect on tlre
price of the brand si,i,itching behavior. Llased
on the clata processing that is shou,r.r in -lable

"1:18, note that the valLre cslintate on tlre
relationship betrveen price and brand
srvitchirrg behavior arrounted to 0.665.
Positive values on the valLte estimate slrows
that the price lras positive influence on brancj
su,itching behavior arrd positive varlLres on the
vitlue of CR This indicates tltar plices have
trnicJirectional relationship n,ith the brarrcl
su itchinr-l bcltar,'ior. \\/lrile the valrrc o1'f'[l on
the relationship betu,een price and brand
srlitchirre belravior antoLrnted to 5.35-5 have
qualif ied CI{ > + 1.96. Seen siqnil'lcant valLre
o1'p value o1'0.000 had qLralifiecl p .<0.05. tci it
carr be conclircled that the price has a positirc
rnc{ sienillcant ellect on thc Lreltavior ol'
slvitching brands. ThLrs it can be saicl that tlte
stLtcll, sLrpported tlre fir,pothesis I .

I .1.-i) I l



behavior o1' switching brands. Based on the
data processing that is shown in Table 4:18,
note that the value estirrate on the relationship
betvveen the brarrd trurst n,itlr the brancl
sivitchins behavior ol'-0. I -5 I . Ncgative r alLres

on the valire estirrate slrorvs that negatively
afl-ect brarrd su,itching bel'ravior ancl a negativc
valLre on the valLre CR shorvs tlrat trust in the
opposite direction Irave a relationship rvith the
brand switchirrg behavior. While the valr,rc ol
CR on the relationslrip betr,r,een thc tlLlst uitlt
the brancl su,itching belrai,ior arlorrntcd 1o

-2.2,i-i qLralil\, CR > t, I .96. Sce n si_snillcant
value of'p valr.re ot-0.02-l clLralilr p <[).05. So ir
crn be conclLrded tirat lhc tlust has a negrrtir c

and significant itrpact on the behavior ol'
srvitching brands. ThLrs it can be said that the
stLrdy supportecl the hypothesis 4.

7. DISCUSSION
lnflLrential Positive and Significant price on
Bland Srr ilclrirrg Belrrviol'
These resLrlts indicate that the hypothesis I is

supported narnely price positive and
signilicarrt irnpact on the behavior o1'the
srvitch brancl on the CSM rrobile SIM Carcl in
the citl oI Yogvaliarta. I-his ntean5 thrrr thc
hisher tire pricc. the CSM rnobilc SI\4 ('artl
brand sri,iLclring behaviol in thc CSN,{ niobilc.
SIM cards is increasing. Rates cellular CSNl
SII\4 Cald prices are high and not atlbrclable is

one reason consLllrers to sw'itch brands.
llesides tarilli that do not rratclr the qLratlitl, 6l
services arrd beneflts that consLlrel's f'ccl are
also liliel,r, to inflLrence consLlntcl s to srr itch to
other brands nrore aflirclable ancl providc
qi:ality sen,ice as u,ell as the beneflts
perceived by consLlrrers. B Lrt sometinres
consllrxers do not .iust look at an affordable
price or tarifl. althoLrglt prices or tariffs brand
CSM rnobile SIM Card or expensive higlr
consLnners are still u,illing to pa) nrore
becaLrse the qualitl of'the selvices anci bcrrclits
proviciecl b1 brand CSN4 nrobilc SI\,1 carris
tlrev Lrse accorclinglr.'flre resLrlts alc consisterrt
rvith the statenreut llerrntaun, AL: Xia. K.R .l
Mouroe H.F. (2007) states that the average
price has a positive inrpact on brarrcl sn itching
bclravior. I1'the service providers charue higlr

prices, the rnore consr-tnters n'ill su,ilch to
another brand. According to Price. the
E,rrrayarrti et al (2006) also states that the pricc
ditl'ercncc betrr,ecn brrirrcl carr inflrrcnce [rrar-rcl

srr'itchrrrg bchlr ior. llris rcscarrclr i: lrlstr
consistent u,itlr previoLts stLlclies conclLrctcci br
SLrlistivani (1006) irr lris resealcir sltrr,,r ctl ir

positive arrd signifrcant efftct on the pricr. ol
th e prt-rd Lrc t ou th e dec is io n va l ia b le

displacernent brand.

QLralit,r of Servicc arrcl Not Signil-ieant
\egative Intpact on ilxrrrd Srr.ite hing llcllir iur.

l'ltcse rcstrlts inci iclrtc that tltc hr ltothcsis I is

n()t sullportccl is the qLraiitr ol'scrr iccs lrr(l rrrr

signillcant ncgativc inr1l,rct otr blirrrti 5\\ itcllltg
bchavior in the CSN{ nrobilc SiNrl ( arri rn rhc
city of Yogvaliart-. This rreans that the better
qLralitl, of'service fbr CSM rrobile SIM (lard
then srvitclting behavior at the ccllLrIar CSNl
SI\,'l C'artl is gcttirru lorr, ()t' clct'iirtirrr
Accorcling to Lovclocli (201 i) I'he ir.rlcllrL tiol
ol sct't iccs crtcncls ll'ortt c0ntlLl l!r L!ijt'rlie I

lriglr-lori. lliglt-er,rrtlre t \cl'\ ic\' r'trluiru:
interaction betu,een tlte custonter ancl rhc
colrpany ol organization dtrring service
process. Meetirrg cLrstorler and the selviee
providel tarl.cs place in a tangiblc natule anri
ph,rsical. Nlciirru ltilc. ii lorr e olillle t :(r\ ir,i-

onlr irrvr.rlr'cs littlc phlsieal conltrct iretirccn
the cLrstonrcr irnrl tirc sclr.icc 1;i.olitict. L'r)lrLiirl
onlr oce Llls rr ithin a rl is[line c tlrirrLtglr
electronic nreclia or phl,sical distribLrtiurr
clrannel oriented cotl fbrt. Interaction selr ie cs
proviclccl bi' thc CSN4 rnobile SINl ( ard
c(lnrpan\ 1tl consLtntets oLltsLlctcltctl ilt
COntact-lorr. l-lriS nrcans tltat colrsUnre|s iio not
facc direellr to tltt- corrrl'rirrrr trl tltl (i:\l
rnobile SlN,l Ca|cl. llLrt con5rrillc|s.jLisl lcci iltc
qLrality o1'servicc il'orn existing lnciliries rt
CSM rnobile SIM Card itself. Iror eramplc.
cellLrlar CSM netr,i,orl< SIM Card is stlong.
cellLrlar CSM SIM Card lates are a1'lbrclable

and in l inc rr itlt rr hut tltc c()lnltrlit\ ltas
prorrisccl a CSM ccllLr lrtr e lrul. i lris is r lr-r

e()nsr.riltcis (l() lt()t :rr iLeit ir) ltil()LItr'l l;ilLir.i. liU

thc qLralitr o1'st'rr icc rlocs nol aller't Iltc bltrrci
sw itching bchavior. l'his stLrcll is in Iine ri'ith
thc' statenrent ol Cerrarci and C'Lrnninglranr (in
L.ce. ILichard Ancl \4Lrrphr'. .lanr ie 200--i) that
thc price is nrore irrllLrential than tlic qLralitl of



service \\'iren s\\,itching banks. Marrl lilct()rs
that cause cousumers to stal u'ith the existiur
provider or sr.r,itch to rt corllpetitor'. Most
stLrclies as rvell as conventional rvisclont
indicates tlrat improve the quality of service
meets cllstomer arrd thus rnaintain their Iovalty
Advertising and Sigrrificarrt Ncgative Irrpact
on Brand Srvitchirrg Behavior
These results irrilicate that the hypothesis 3 is
ad sLrpportecl a signilicant neqative effect ou
the behavior of the su,itch brand on the CSM
rnobile SIM Card irr the cit1,, o1'Yogl,al<arta.
TIr is l'neans that the better or attractii e

advertiserrents CSM mobile SIN4 cards that
displav thc brancl srvitclrirrc tre hal ior rt lltc
cellLrlar CSNi SIN{ Carcl clecrcases. iJased on
plcvioLrs rcsearch RahalLr ancl \\'ard (2012).
Ilaclanruri (2013). Bahtivar' (201i)" SapLrtlo
Ecli (2013) in his lesearch on blancl sr,itclring
behavior also states that ads inf'luence on
brand srvitchirrg behavior. Their ads that olien
appear or seen cousLulers rvi l l atlect
consurners in the pLrrchase. \\ri1h ads that olten
arise, consLrnters rvill contpare what is olten
boLrght rvith the nen,l1, pLrrchasecl proclLrct. Il'
consutrers pref-er the old prodLrct. then
cousLrrrers rvill return the plodLrct to cor.rsurne

ever. I-lou,ever. if the ne\\/ly pLrrchased

products provide rrore beneflls than the old
prodLrct. the cor.tsurler rr,ill ntal,c the sh i1r

brancl.
-frLrst and Significant Negativc Inrpact on
llr'.irrti \ri itclrirrr lJchirr it,r'
'lhese resLrlts indicate lhat tlre hr pothcsis -l is

sLrpported confldence a sigrrificant negatir r--

efTect orr the behavior oI the switch blanci on
Ihe CSN4 mobile SIM Card in tlre cit1, ,,1'

Yogyaliarta. 'l-his rlcans that tlre highel tlte
contlclence in the CSM nrobile SIM C.ard

brand srvitchirrg behavior at the cellLrlar CS\4
SIM Card is getting loiv or declinirrg. 'The high
consLrnrer trust caused by CSM rlobile SIN,I

cards rvhich they Lrse can be relied Lrpon to
perform fLrnctions well. provicle good serrice,
and can lirlllll its responsibilities to consunrels
so that consLrlers r.i ill rrot srr itch to ur.rotlrcr

brand. 1-his stLrdl, is in line u ith ltrei ioLrs

researclr conclLrcteci b1 AIzal. S.. l:t lrl ql0ll;
describcs in his research on the brarrd tltat the
variable clisplacerrent trltst a signilieanr

8.2. Ilesearch Limitation
lrr this resealclt. there arc- sonre linr itations as
lbllorvs:
I . This stud,r' only apply v ia the enclosccJ
qLrestiorrnaile sLlrve),rrethod that has not beerr
trble to reveal conslrmer opinion beyoncl that
available in the statentent item in the

lregatiVC ell-ect on lhe behar ior 0l' su ite'hirrg

brancls.

[)ractical Inrpl ications
Flonr the anall'sis o1'this stLrclr can bc sccn
that the SIM Card GSM cellLrlar conrparr,r in
lndonesia shoLrld pal ntore attention t() l)t'icing
Strategies. qLralitl, of' seryice. tl-rc acls sc;r,cd"
ancl contldence in the CISM nrotrilc Sl\,1 ('aril.
High prices ntalie cor.rsLnlcls s\\,itch to other
blancls that provicle lorr, ltricc: irril in

accordancc r,i,ith the qrralit_r, of' scrliccs
provided. Cood clLralitl, selvices sLrch as a

strong uetl,orli. the service proviclel coLl'teoLts
ancl Iiindll plovidecl b_r thc conrparrr u ill
rnalic e orrstrirrcrs rlill not su itclt tr) alr()ther
brand. In aciclition to 1tull acls titat liirerl alstr
inlltrencc consunrels to con:liclcr' (il\1 rnLrl-rile

SlN,{ C'arcl that thet rrill rrsc ancl lirrrirs
tnaintain cousur'ner conllcicncc in lhe lrllinrl str

that consr.rnrers do uot s\vitch to arrothel brancl.
-I'heoretical 

I rr pl icatiorrs
In tlris stLld) the literatLrre Ltseci is aboLrt lhc
Ilrcorr ol price. clLralitl ol- servicc. iiclr u'ti'irrg.
trLlst and brancl sri,itch ing bchav ioi' us ri e il as

on tltc relationship Lrcl\\ cL'n thc r lrriahle:,, tllrt
irrl'ltrence brarrcl sr'i,itclting behar ior'. 'f'lris
research is erpectecl to irrcleasc or errrich the
research. a ref-erence and acarient ic stLrclv

rraterials" especiall-r on the colrccpt ol
eolrsLnrer behavior t() s\\'itch blancis.

It. c0NC LI isIoNs,\NI) Sii(;{; Ij.s'i'i{}Ns
,3.1. f.oltcirrsion
l:ront tltc rcsuI1s ol- r,;scarclt orr ilrc tl'lLcl ,.rl-

price. qLralitl, ol service, adyet'tising" apcl

corrlldence in thc brancl su,itching bchar,iol in

thc (iS\4 rnobilc'SIN4 Carcl in the eit-r o1-

\/ogr.ali.arla. []aseci olr tlre rcsLr lts o1' thc
anal,r,sis pcr'lblnred in this stLrcll'Lrsinu S[].\1
attalr sis it can be conclrriiccl rrs firilori s

L The price has a positive anci significarrtll
elltcts to tite behavior sr,r,itching brarrd .

2. Quality of services has rlot ncgutive
significantll ell'ects to the brancl su itchins
bcha v ior'.

1.,\cllert ising has lt ncgativc antl signilleltntlr
el'l'ects to thc brarrd sri itchinS lrcllri ior
-J. ['r'rr:t lrrrs ir ncgritir r ltirtj :igniliirrirl r.r lic,.:I rrri

the br-ancl srvitch in g [rc-hin,itrr'.

Afzal"S.. Clranclio. A. K.. Shaiklr Sarria. Bhand
\4Lrsli.an. (lhLrntli_r. B.,r\.. arrd i(hLrlrro "

A. l(.. (l0ll). "1.(t(tot.\ [jt,ltitttl
lJnrnrl ,\'tt it<'ltittg ltt ( t, lltrltrr
,\'L'ltrork.s". Interrrational .lorrrrrll ot'
Asian Social Scieltcc. j (l).
n 2()9-107



8.2. llesea rch I-irn itation
ln tlris lesearch. there ale sonre linritatitlrrs us

lbllor'i s:

L l'his stLrclr onl,v appll'vie the encloscd
(lLlestionnaire sLrve,\' rrethocl Ihat has not been

able to reveal consumer opirrion bel,clnd that
available iu the statement iteur in the
questionnaire.
2. This stud1,' only looli at the price factor. tlie
clLralitv 01' the service. adveltising. ancl

contldence in the blarrcl su,itching behav'ior'.

llrancl sivitching belravior is a plrerrolrenot.l
tlrat ltas lllanlr fnql.rs srtch as tlissittislaetitlrt
fhctors aucl firctors ol' attractiverress
cclrl petitors.
3. -l'his sttrdr on11, follou'ecl tlre respotrclents itt
the citl'cl1'\/ogy,alialta and has an asc linrit
bctrr eerr I 7-30 ),eilrs u'hcle surlc\
[e5ponc]elrts are nol crtettsiVe ltrri vrrIicti.

8.J. Suggestion
Based on the results of thc stLrdl. thc
researchers sLrggestiou is as ibllorvs:
l. I--urther researclr is reconrnrended to use the

surve)/ rlethod with questiorrnaire ans\\,crs

opc'n so that the responcient can express tlreir
o;linions reasons or u,ider u,ith regarcl to the
phenonrcuon of' bland sr,r,itching bchavior ancl

the data obtained are also more accurate.
2. Increase the valiables for'ltrlther studt,
because this study only uses [bLrr variables
onlv tlre r,arilrble plice. qLralitl ol'scrviec-
acJi,eltisirtg. itncl contldcncc in the [rlirtirl
su'itchinc belial'ior. \\/hile tlrclc rile r]riur\

otlrcr valii'rblcs that alltct tlrc hchavior ol'
su itcliing brancis such as: clissatisllctit,rr
factors and factors ol' attractiveness
conr petitors.
3. Increase the sanrple of over' 200 rcspondents.
so expect the resLrlts acltic'r,ecl can bc

optinrized arrd can urore specificallr, reveal thc
realitl'accordins to the conditions in the llelcl.
4. For tlre object and the sutr.fect o1' fLrrthcr'

research coLrld take a bloader respondeuts ancl

varied as u,ell as the research ob.iect in

ditlerent places in the hope gairred a clearer
picture of the brand srr,itcltirrg beltetvior.
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