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Business competition in the development of the 

current era of globalization makes companies 

have to quickly think hard about how to behave 

and act effectively and efficiently, especially when 

facing competition in a business environment that 

moves very fast and keeps up with the times and 

is full of uncertainty. Therefore, every company is 

required to compete competitively in terms of 

creating and maintaining loyal customers. This 

study aims to analyze customer loyalty by looking 

at the effect of satisfaction and trust whether it can 

influence customer loyalty sympathy on students 

of the Faculty of Economics and Business UPN 

"Veteran" East Java. The population in this study 

were students of the Faculty of Economics and 

Business UPN "Veteran" East Java, class of 2019 - 

2022. The sampling technique used was 

convenience. with 100 respondents who were 

determined as a sample. The questionnaire 

method is a method for collecting data in this 

study. This research data analysis technique uses 

Partial Least Square (PLS). The results showed 

that satisfaction and trust have a significant effect 

on customer loyalty. This can be interpreted that 

increasing customer satisfaction and trust will also 

increase loyalty to students of the Faculty of 

Economics and Business UPN Veteran East Java as 

customers of the sympathy card. 
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INTRODUCTION   
With rapidly developing technological advances, dynamic access is 

needed to obtain the latest information to support social life. The internet is an 

important factor in how people gain knowledge and insight into the outside 

world. The use of cellular operators can be said to be a tool or medium for 

connecting information via the internet. Apart from that, the need to use 

cellular operators is considered important because it can also be used as a 

means of communication between individuals and groups. In Indonesia itself, 

there are several cellular operators with three well-known operators such as 

Telkomsel, Indosat, and XL.  

The various cellular operators in Indonesia give rise to competition in the 

use of cellular operators. PT Telekomunikasi Seluler (Telkomsel) became the 

cellular operator with the most users in Indonesia in June 2021. This subsidiary 

of PT Telekomunikasi Indonesia (Persero) Tbk had 169.2 million customers in 

June 2021, an increase of 5.7% from the same period the previous year. In detail, 

Telkomsel has 162.48 million prepaid customers. Meanwhile, the remaining 6.72 

million people are postpaid customers. 

OnI TelkomselI cards,I thereI areI severalI simI cardI names,I namelyI ASI 

CardI andI SimpatiI cardI asI productI variations.I TheI useI ofI theseI twoI cardsI 

differsI overI timeI withI theI featuresI andI promosI offeredI therein.I BasedI onI 

TopI BrandI IndexI data,I itI showsI thatI inI 2019,I 2020,I 2021,I 2022,I andI theI 

firstI quarterI ofI 2023,I sympathyI cardsI experiencedI fluctuationsI upI andI 

downI everyI year.I InI 2019I sympathyI cardI presentationsI reachedI 40.30%,I 

thenI inI 2020I thereI wasI aI declineI toI 34.60%,I thenI inI 2021I sympathyI cardI 

presentationsI increasedI toI 36.40%,I inI 2022I sympathyI cardI presentationsI fellI 

toI 34.30%I andI inI 2023I experiencedI anI increaseI againI ofI 34.70%.I ThisI 

happensI becauseI competitionI inI theI electronicI goodsI businessI isI gettingI 

tighter.I ManyI factorsI influenceI theI useI ofI SimpatiI cardsI asI prepaidI SIMI 

cards.I  

DueI toI competitionI factorsI andI complaintsI ofI dissatisfactionI withI 

theI useI ofI cellularI operatorI cardsI inI particular,I TelkomselI hasI toI increaseI 

theI valueI theyI haveI toI minimizeI usersI switchingI toI otherI operatorsI andI 

maintainI customerI loyalty,I especiallyI withI theI SimpatiI cardI asI oneI ofI 

Telkomsel'sI products.I FactorsI thatI canI helpI TelkomselI overcomeI theI aboveI 

problemsI areI increasingI publicI satisfactionI andI trustI becauseI theseI twoI 

thingsI areI directlyI relatedI toI customerI loyaltyI inI usingI aI product.I  

TheI firstI factorI thatI makesI customersI wantI toI useI aI product,I 

especiallyI aI cellularI telephoneI operator,I isI customerI satisfaction.I BusinessI 

competitionI inI theI currentI eraI ofI globalizationI makesI companiesI haveI toI 

thinkI hardI aboutI howI toI behaveI andI actI effectivelyI andI efficiently,I 

especiallyI whenI facingI competitionI inI aI businessI environmentI thatI movesI 
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veryI quicklyI keepsI upI withI theI timesI andI isI fullI ofI uncertainty.I Therefore,I 

everyI companyI isI requiredI toI competeI competitivelyI inI termsI ofI creatingI 

andI maintainingI loyalI consumersI (customers),I namelyI withI aI programI forI 

aI cellularI cardI productI thatI providesI benefits,I oneI ofI whichI isI providingI 

discountsI orI discountsI onI purchasingI itsI servicesI (Winni,I 2020).I revealedI 

thatI customerI satisfactionI isI aI post-purchaseI evaluationI whereI theI chosenI 

alternativeI atI leastI providesI resultsI thatI areI theI sameI orI exceedI customerI 

expectations,I whileI dissatisfactionI arisesI ifI theI resultsI obtainedI doI notI 

meetI customerI expectations. 

CustomerI trustI isI aI factorI thatI canI formI customerI loyalty.I AI 

customer'sI willingnessI toI relyI onI aI companyI theyI trustI isI theI definitionI ofI 

trust.I AI company'sI confidenceI inI beingI ableI toI workI withI customersI forI aI 

longI timeI orI theI company'sI willingnessI andI confidenceI inI itsI partnersI toI 

createI positiveI workingI relationshipsI isI calledI trustI (Purwanto,I 2014).I 

CustomerI satisfactionI canI beI fulfilledI whenI theI companyI canI meetI 

customerI needsI andI desiresI  

EaseI ofI accessI toI variousI productsI allowsI consumersI toI compareI 

oneI traderI withI another.I ThisI isI oneI ofI theI reasonsI whyI itI isI difficultI forI 

businessI peopleI toI attractI newI buyersI orI customersI andI retainI themI soI 

thatI theyI doI notI easilyI turnI toI otherI products.I ThisI alsoI includesI 

competitionI betweenI cellI phoneI cardI operatorsI andI howI theyI maintainI 

consumerI loyaltyI toI theirI companies.I ConsumerI loyaltyI isI oneI ofI theI 

factorsI thatI willI increaseI companyI profits.I ThisI isI becauseI loyalI consumersI 

willI beI willingI toI payI higherI costsI forI theI productsI offered,I andI willI beI 

moreI tolerantI ifI problemsI ariseI withI theI serviceI andI performanceI ofI aI 

product. 

BasedI onI theI descriptionI above,I thisI researchI aimsI toI provideI anI 

overviewI regardingI theI InterestI inI PurchasingI SimpatiI CardsI amongI 

studentsI atI theI FacultyI ofI EconomicsI andI Business,I UPNI VeteranI EastI 

Java,I byI selectingI SatisfactionI andI TrustI asI variablesI thatI willI beI examinedI 

toI seeI whetherI theI aboveI factorsI influenceI theI LoyaltyI ofI studentsI atI theI 

FacultyI ofI EconomicsI andI Business,I UPNI VeteranI EastI Java.I usingI aI 

SympathyI Card. 

 
THEORETICAL REVIEW 
Marketing Management (Grand Theory) 

AccordingI toI (Indrasari,I 2019)I inI NuryaniI (2022),I marketingI 

managementI isI theI artI andI scienceI ofI choosingI targetI marketsI andI 

reaching,I retainingI andI growingI customersI byI creating,I deliveringI andI 

communicatingI superiorI customerI value.I Meanwhile,I accordingI toI (Alfika,I 

2020)I marketingI managementI isI aI scienceI thatI isI appliedI toI aI businessI toI 
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keepI itI aliveI throughI theI processI ofI planning,I implementingI andI 

controllingI marketingI conceptI creationI programs. 

 

CustomerI Loyalty  

AccordingI toI (Tjiptono,I 2012)I inI GultomI (2020)I CustomerI loyaltyI isI 

aI customer'sI commitmentI toI aI brand,I shopI orI supplier,I basedI onI aI 

positiveI attitudeI andI reflectedI inI consistentI repeatI purchases.I CustomerI 

loyaltyI isI aI customer'sI deepI commitmentI toI re-subscribeI orI re-purchaseI 

selectedI products/servicesI consistentlyI inI theI future,I evenI thoughI 

situationalI influencesI andI marketingI effortsI haveI theI potentialI toI causeI 

changesI inI behavior.I AccordingI toI (Durianto,I 2001:I 90)I AdityaI (2021)I statesI 

thatI brandI loyaltyI isI aI measureI ofI customerI connectionI toI aI brand.I ThisI 

measureI isI alsoI ableI toI provideI anI ideaI ofI whetherI orI notI aI customerI 

mightI switchI toI anotherI brand,I especiallyI ifI thereI areI changesI toI thatI 

brand,I whetherI regardingI priceI orI otherI attributes.I CustomersI whoI haveI 

brandI loyaltyI willI generallyI continueI toI purchaseI thatI brandI evenI thoughI 

theyI areI facedI withI manyI alternativeI competingI brandsI thatI offerI superiorI 

productI characteristics.I AccordingI toI JillI GriffinI (2005:I 31),I CustomerI 

LoyaltyI IndicatorsI areI asI follows: 

1. MakeI purchasesI repeatedlyI andI showI immunityI toI theI pullI ofI 

competitors 

2. ReferI toI othersI  

3. TalkI aboutI positiveI thingsI toI otherI people 

4. DemonstrateI immunityI toI pullI fromI competitors 

 

CustomerI Satisfaction 

AccordingI toI (KotlerI &I Armstrong,I 2016)I inI RamadhanyI andI 

SupriyuonoI (2022),I customers'I feelingsI whichI areI directlyI proportionalI toI 

theirI expectationsI whenI takingI advantageI ofI aI productI orI serviceI areI 

knownI asI customerI satisfaction.I AI consumerI willI becomeI aI customerI 

whenI theyI feelI satisfiedI withI theI valueI ofI theI productI orI serviceI used.I 

Service,I qualityI andI valueI willI createI customerI satisfaction.I TrueI 

satisfactionI willI beI achievedI ifI theI companyI canI understandI customerI 

needsI andI desires.I ThisI canI happenI whenI aI consumerI decidesI toI haveI aI 

closeI relationshipI withI aI companyI forI aI longI period.I ToI achieveI thisI 

relationship,I companiesI needI toI maintainI theI qualityI ofI theirI productsI andI 

theI companyI itself. 

AccordingI toI (KotlerI &I Keller,I 2016)I inI HadiI &I HidayatI (2018),I 

"SatisfactionI isI aI person'sI feelingI ofI joyI orI disappointmentI resultingI fromI 

comparingI theI perceivedI performanceI orI productI resultsI withI expectations.I 

IfI performanceI fallsI shortI ofI expectations,I theI resultsI areI unsatisfactory.I IfI 
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itI meetsI expectations,I theI customerI isI satisfiedI orI happy."I ThisI meansI 

satisfactionI isI aI person'sI feelingI ofI satisfactionI orI disappointmentI resultingI 

fromI comparingI productI performanceI orI resultsI withI expectations.I 

IndicatorsI ofI customerI satisfactionI accordingI toI DharmestaI &I IrawanI 

(2012)I areI asI follows:I  

1. FeelingI ofI satisfaction 

2. AlwaysI buyI productsI repeatedly 

3. FulfillmentI ofI customerI expectationsI afterI purchasingI theI product 

 

CustomerI Trust 

TrustI isI definedI asI theI subjectiveI probabilityI thatI consumersI expectI 

theI sellerI toI carryI outI certainI transactionsI byI consumerI trustI expectations.I 

AccordingI toI ImandaI andI NuridinI (2018)I inI PringgadiniI (2022),I trustI isI 

theI willingnessI ofI oneI partyI toI acceptI risksI fromI anotherI partyI basedI onI 

theI beliefI andI expectationI thatI theI otherI partyI willI provideI treatmentI byI 

whatI isI desired,I evenI thoughI theI twoI partiesI doI notI yetI knowI eachI other.I 

othersI andI canI buildI long-termI relationships.I AccordingI toI (Gul,I 2014)I inI 

KamilullahI (2016)I trustI isI aI positiveI psychologicalI stateI thatI occursI inI 

certainI relationships,I inI otherI words,I customerI trustI isI aI positiveI 

psychologicalI stateI thatI occursI betweenI customersI andI certainI productsI orI 

services.I TrustI isI veryI importantI inI theI distributionI ofI computingI systemsI 

whichI areI usedI toI guaranteeI theI systemI throughI trustI managementI soI 

thatI itI canI provideI validI andI effectiveI informationI services.I TrustI 

indicatorsI accordingI toI RofiqI &I MulaI (2010)I areI asI follows 

1. Sincerity/SincerityI (Benevolence) 

2. AbilityI  

3. Integrity 

 

TheI InfluenceI ofI SatisfactionI onI CustomerI Loyalty 

TheI relationshipI betweenI satisfactionI andI customerI loyaltyI wasI putI 

forwardI byI researchI byI KurniaI KhafidhaturI RafiahI (2019)I whichI showedI 

thatI basedI onI theI evaluationI andI analysisI carriedI out,I itI wasI knownI thatI 

customerI satisfactionI hadI aI significantI andI positiveI effectI onI loyalty.I 

ResearchI byI RohanaI (2022)I showsI thatI satisfactionI hasI aI positiveI effectI onI 

customerI loyalty.I Likewise,I researchI fromI DwiI Apriliani,I NikmahI 

BaqiyyatusI S.,I RizkaI Febila,I andI VickyI F.I SanjayaI (2020)I statesI thatI theI 

customerI satisfactionI variableI hasI aI positiveI andI significantI effectI onI 

customerI loyalty. 

HadiI &I HidayatI (2018)I defineI satisfactionI asI aI person'sI feelingI ofI 

satisfactionI orI disappointmentI resultingI fromI comparingI productI 

performanceI orI resultsI withI expectations.I SeveralI previousI studiesI haveI 
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statedI aI linkI betweenI theI influenceI ofI customerI satisfactionI onI customerI 

loyalty.I InI researchI (Hidayat,I 2018)I itI isI explainedI thatI currentlyI moreI andI 

moreI companiesI areI includingI theirI commitmentI toI customerI satisfactionI 

inI theirI missionI statementsI andI advertising.I TheI mainI keyI forI companiesI 

toI winI theI competitionI isI toI provideI valueI andI satisfactionI toI customersI 

throughI theI deliveryI ofI qualityI productsI andI services.I AccordingI toI 

RohanaI (2020),I companiesI mustI beI ableI toI createI qualityI productsI toI 

createI consumerI satisfactionI withI theI companyI brand.I  

BasedI onI theI descriptionI above,I itI canI beI assumedI thatI satisfactionI 

isI oneI ofI theI factorsI thatI influenceI aI consumer'sI loyaltyI toI aI product.I ThisI 

isI becauseI satisfiedI customersI willI repurchaseI theI productI orI theyI willI 

recommendI theI productI toI otherI peopleI soI thatI loyaltyI isI formed. 

 

TheI InfluenceI ofI TrustI onI CustomerI Loyalty 

TheI relationshipI betweenI TrustI andI CustomerI LoyaltyI wasI putI 

forwardI byI researchI byI MartinaI RahmawatiI Masitoh,I HermansyahI AndiI 

Wibowo,I andI KhairulI IkhsanI (2019)I thatI customerI satisfactionI hasI aI 

significantI effectI onI CustomerI Loyalty.I ApartI fromI that,I researchI 

conductedI byI RamadhanyI andI SupriyonoI (2022)I showsI thatI customerI trustI 

hasI aI significantlyI positiveI effectI onI customerI loyalty.I ResearchI byI BayuI 

DevirmanI andI JontroI SimanjuntakI (2021)I alsoI showsI thatI trustI partiallyI 

hasI aI positiveI andI significantI effectI onI consumerI loyalty.I  

(FerrinadewiI andI Erna,I 2008)I RachmanI (2021)I definesI consumerI 

trustI asI theI consumer'sI willingnessI toI trustI aI brandI whichI willI produceI 

positiveI resultsI forI consumersI itI canI leadI toI loyaltyI toI aI brand.I TheI 

relationshipI betweenI trustI andI loyaltyI hasI aI closeI influence.I TrustI inI aI 

productI isI oftenI aI considerationI andI determiningI factorI forI potentialI 

consumersI toI makeI repeatI purchasesI whichI createsI aI feelingI ofI loyaltyI toI 

theI desiredI productI inI additionI toI otherI factors.I  

BasedI onI theI descriptionI above,I itI canI beI assumedI thatI trustI isI oneI 

ofI theI factorsI thatI influencesI consumersI toI haveI aI senseI ofI loyaltyI toI aI 

product.I Thus,I asI consumerI confidenceI increases,I customerI loyaltyI willI 

alsoI increase.I Conversely,I ifI consumerI trustI decreases,I customerI loyaltyI 

willI alsoI decrease. 
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Conceptual Framework 

 
Figure 1. Conceptual Framework 

 
Hypothesis 
H1: Satisfaction has a positive effect on Simpati Card Customer Loyalty among 
Students at the Faculty of Economics and Business, UPN Veteran East Java 
H2: Trust has a positive effect on Simpati Card Customer Loyalty among 
Students at the Faculty of Economics and Business, UPN Veteran East Java 

  
METHODOLOGY   

 This research is classified as quantitative research. The variables chosen 
by the researcher include the dependent variable, namely Customer Loyalty (Y) 
and independent variables, including Satisfaction (X1) and Trust (X2). The 
sampling technique used in this research was carried out using Purposive 
sampling, namely a technique for determining samples based on certain 
considerations. This sampling method was chosen to facilitate the 
implementation of research with the criteria for respondents used being 
students from the Faculty of Economics and Business, UPN Veteran East Java 
from the 2019-2022 class who use sympathy cards. In this research, the data 
collection method was through distributing questionnaires using 100 
respondents as the sample. SmartPLS is used as an analytical tool in this 
research, and data analysis is carried out using a component-based SEM 
(Structural Equation Modeling) approach. The Partial Least Square (PLS) 
methodology was chosen because it is often used for complex predictive causal 
analysis and is an appropriate method for developing theories and making 
predictions, for example in this investigation. 
 
RESULTS 
Validity and Reliability Test 

Table 1 Average variance extracted (AVE) 
 AVE 

Trust (X2) 0,828 

Satisfaction (X1) 0,727 

Customer Loyalty (Y) 0,778 
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The AVE test results for the Satisfaction variable (X1) are 0.727, the Trust 

variable (X2) is 0.828, and Customer Loyalty (Y) is 0.778, these three variables 

show a value of more than 0.5, so overall the variables in this research can be 

said to have validity Good.  

Table 2 Reliability Test 

 Composite Reliability 

Trust (X2) 0,935 

Satisfacation (X1) 0,888 

Customer Loyality (Y) 0,933 

Meanwhile, the Composite Reliability test results show that the 

Satisfaction variable (X1) is 0.888, the Trust variable (X2) is 0.935, and Customer 

Loyalty (Y) is 0.933, these three variables show a Composite Reliability value 

above 0.70 so it can be said that all the variables in the research this is reliable or 

dependable. 

Hypothesis Testing 

Table 3 Path Coefficients (Mean, STDEV, T-Values) 
 

 Original 
sample 

(O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDE

V|) 

P 
value

s 

Satisfaction (X1) -> 
Customer Loyalty (Y) 

0,316 0,329 0,084 3,737 0,000 

Trust (X2) -> Customer 
Loyalty (Y) 

0,422 0,420 0,083 5,108 0,000 

 

FromI theI tableI aboveI itI canI beI concludedI thatI theI hypothesisI states: 
SatisfactionI hasI aI positiveI influenceI onI customerI loyaltyI whichI isI 

acceptable,I withI pathI coefficientsI ofI 0.316,I andI aI T-statisticI valueI ofI 3.737I 

<I 1.96I (fromI theI tableI valueI ZαI =I 0.05)I orI aI P-ValueI ofI 0.000I >I 0.05,I withI 

significantI (positive)I results. 
TrustI hasI aI positiveI effectI onI customerI loyaltyI whichI isI acceptable,I 

withI pathI coefficientsI ofI 0.422,I andI aI T-statisticI valueI ofI 5.108I >I 1.96I 

(fromI theI tableI valueI ZαI =I 0.05)I orI aI P-ValueI ofI 0.000I <I 0.05,I withI 

significantI (positive)I results. 
 
DISCUSSION 
TheI InfluenceI ofI SatisfactionI (X1)I onI CustomerI LoyaltyI (Y) 

BasedI onI theI resultsI ofI theI researchI thatI hasI beenI carriedI out,I itI 

wasI foundI thatI SatisfactionI (X1)I hasI aI positiveI effectI onI CustomerI LoyaltyI 

(Y)I ofI theI SimpatiI CardI andI isI acceptable,I withI pathI coefficientsI ofI 0.316,I 
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andI aI T-statisticI valueI ofI 3.737I <I 1.96I (fromI theI tableI valueI ZαI =I 0,I 05)I 

orI P-ValueI 0.000I >I 0.05,I withI significantI (positive)I results,I whichI meansI 

thatI thisI influenceI showsI aI relationshipI betweenI satisfactionI andI customerI 

loyalty,I theI betterI customerI satisfactionI influencesI onI increasingI customerI 

loyalty.I  

TheI resultsI ofI theI analysisI ofI theI SatisfactionI variable,I showI thatI 

theI indicatorI thatI hasI theI mostI influenceI onI customerI loyaltyI isI alwaysI 

buyingI theI product.I ThisI showsI thatI theI factorI thatI makesI customers,I 

especiallyI students,I alwaysI payI attentionI toI satisfactionI toI makeI themI 

loyalI isI theirI routineI purchaseI ofI products,I whetherI internetI packages,I 

creditI orI otherI productsI offeredI byI theI SimpatiI card.I TheI activityI ofI 

alwaysI buyingI productsI repeatedlyI makesI studentsI loyalI becauseI alwaysI 

buyingI SimpatiI productsI indicatesI thatI thereI isI satisfactionI arisingI fromI 

theI qualityI andI quantityI ofI theI productsI offeredI byI theI SimpatiI card.I 

Therefore,I withI satisfactionI withI theI SimpatiI productI thatI hasI beenI 

formed,I studentsI haveI aI senseI ofI loyaltyI toI usingI theI SimpatiI card.I  

TheI resultsI ofI thisI researchI areI byI researchI fromI RohanaI (2022)I 

whichI statesI thatI customerI satisfactionI hasI aI positiveI andI significantI effectI 

onI customerI loyalty,I asI wellI asI researchI conductedI byI DwiI Apriliani,I etI alI 

(2020)I whichI alsoI statesI thatI customerI satisfactionI aI positiveI andI 

significantI effectI onI customerI loyalty. 

 

TheI EffectI ofI TrustI (X2)I onI CustomerI LoyaltyI (Y) 

BasedI onI theI resultsI ofI theI researchI thatI hasI beenI carriedI out,I theI 

resultsI obtainedI areI thatI TrustI (X2)I hasI aI positiveI effectI onI CustomerI 

LoyaltyI (Y)I ofI theI SimpatiI CardI whichI isI acceptable,I withI pathI coefficientsI 

ofI 0.422,I andI aI T-statisticI valueI ofI 5.108I >I 1.96I (fromI theI tableI valueI ZαI =I 

0I .05)I orI P-ValueI 0.000I <I 0.05,I withI significantI (positive)I results.I ThisI 

meansI thatI thisI influenceI showsI thatI thereI isI aI relationshipI betweenI TrustI 

andI CustomerI Loyalty,I theI betterI theI trustI inI aI product,I theI greaterI theI 

impactI onI consumerI loyaltyI toI thatI product. 

TheI resultsI ofI theI analysisI ofI theI TrustI variableI showI thatI theI 

indicatorI thatI hasI theI mostI influenceI onI customerI loyaltyI isI Integrity.I ThisI 

showsI thatI consumersI willI tendI toI beI moreI interestedI inI theI perceptionI 

thatI productsI areI basedI onI theI amountI ofI trustI betweenI customersI andI 

sympathyI cardsI thatI haveI goalsI andI motivationsI whichI areI anI advantageI 

inI formingI loyaltyI toI theseI customers.I TheI higherI aI person'sI trustI inI aI 

productI dueI toI variousI factorsI suchI asI theI serviceI andI productsI offered,I 

theI higherI theI senseI ofI loyaltyI feltI byI theI customerI toI continueI usingI theI 

productI onI theI TelkomselI cellularI operator. 
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 TheI resultsI ofI thisI researchI areI inI lineI withI researchI conductedI byI 

RamadhanyI andI SupriyonoI (2022)I showingI thatI customerI trustI hasI aI 

significantlyI positiveI effectI onI customerI loyalty.I ResearchI byI BayuI 

DevirmanI andI JontroI SimanjuntakI (2021)I alsoI showsI thatI trustI partiallyI 

hasI aI positiveI andI significantI effectI onI consumerI loyalty.I  

 

CONCLUSIONS AND RECOMMENDATIONS 

 BasedI onI theI resultsI ofI theI analysisI ofI dataI testingI usingI PLSI andI 

theI discussionI ofI theI researchI resultsI presented,I aI conclusionI canI beI 

drawn,I namelyI first,I satisfactionI canI contributeI toI customerI loyaltyI toI 

SimpatiI cardI products.I Second,I trustI canI contributeI toI customerI loyaltyI toI 

SimpatiI KatuI products.I PTI Telkomsel,I especiallyI inI developingI SimpatiI 

cardI products,I isI expectedI toI improveI itsI strategyI toI buildI satisfactionI forI 

SimpatiI customersI bothI byI improvingI serviceI andI productI qualityI soI thatI 

customersI whoI haveI usedI SimpatiI productsI doI notI switchI toI otherI 

operators.I TheI suggestionI inI thisI researchI isI thatI thereI areI limitationsI toI 

thisI researchI soI itI isI recommendedI toI useI otherI variablesI thatI haveI notI 

beenI shownI inI thisI research,I thingsI relatedI toI customerI loyaltyI forI aI 

product.I ApartI fromI that,I youI canI alsoI useI otherI researchI objectsI besidesI 

SimpatiI cards. 

  

FURTHER STUDY 

 Research in depth the factors that influence customer satisfaction with 

sympathy cards among students of the Faculty of Economics and Business UPN 

Veteran East Java. 
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