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Abstract:

Background: Generation Z is a valuable target market for the cellular telecommunications
industry due to their digital-native behavior. However, their loyalty is a challenge, making it
important to understand the factors that influence their loyalty to these services.

Purpose: The purpose of this study was to analyze the factors that influence the loyalty of
generation Z in using cellular internet services.

Design/methodology/approach: The sampling technique used non-probability sampling with
a voluntary sampling approach. Data was analyzed using the SEM-PLS model using SmartPLS
version 4. Total 146 samples are collected by online form submissions.

Finding/Result: The results of the Structural Equation Modeling (SEM) analysis show that
customer satisfaction and trust have a direct effect on Generation Z customer loyalty in using
mobile internet services. Meanwhile, other variables such as service quality and brand image
have an indirect effect through mediation of customer satisfaction. This finding confirms the
important role of customer satisfaction as a mediator in building customer loyalty.
Conclusion: Companies should offer extra services that match Generation Z's mobile internet
habits to boost satisfaction and loyalty. Using virtual assistants to handle their complaints can
also help maintain customer satisfaction.

Originality/value (State of the art): This research focus on analyze Generation Z behavior as
the active user of mobile internet providers.
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INTRODUCTION

The development of the Internet is supported by a
growth in the number of mobile phone users. The
Central Statistics Agency (BPS) explained that 67% of
Indonesia’s population will have mobile phones in 2022.
However, the growth of the mobile internet industry is
expected to stagnate in the future because the number
of new users is less than that in the previous year. This
result is supported by Medina and Prasetyo (2024),
who explained that the growth of mobile Internet users
in 2024 only grew by 5%. This could be caused by old
users not changing their mobile numbers. In addition,
Indonesia’s penetration rate will only increase by 1.31%
by 2023 (APJII, 2024). According to a 2024 survey by
the Internet Provider Association, 34.40% of Internet
users are from Generation Z, the highest proportion
among all generations. Known as self-driven digital
natives, Generation Z in Indonesia spends more than
3.5 hours per day online via smartphones, based on data
from the Nielsen Consumer and Media View (CMV).
This duration is 13% longer than that of the millennial
generation, with most usage focusing on accessing
information.

Previous studies have explored consumer behavior
across generations, noting that Generation Z is highly
attentive to product and service details (Karim,
2019). Thangavel et al. (2022) further indicate that
Generation Z has lower brand loyalty than earlier
generations, particularly in e-commerce purchases.
However, research specifically examining Generation
Z’s behavior in using mobile internet products remains
limited. Further studies are needed to enrich the
literature on this generation. XYZ, as the provider
with the highest market share in Indonesia, conducts a
customer survey, and the results indicate that customers
still stick with the XYZ provider because the network
quality and Internet speed are stable.

Both aspects reflect the service quality provided by the
XYZ providers. Service quality is an important aspect
for Internet service companies, especially in predicting
customer loyalty (Naz etal. 2021; Haryanto et al. 2022).
In addition to service quality, trust is an important factor
in analyzing customer loyalty, such as the security of
personal customer data (Torrdo and Teixeira, 2023).
Other factors that need to be analyzed are brand image.
Brand image can strengthen the relationship between
mobile providers and customers, based on customer
involvement and awareness of the providers brand
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(Nguyen, 2021). The results of this study also explain
that brand image development can be used as a reference
for formulating marketing strategies, especially for
the Generation Z target market. Brand image has a
significant impact on customer satisfaction and trust
(Nawang, 2024). Satisfaction is one of the key factors
used to analyze customer loyalty. For Generation Z,
loyalty, especially to digital services, is shaped by
various factors. According to Dwita (2022), experience
and perceived satisfaction play significant roles in
loyalty. Positive experiences with telecommunication
providers can lead to higher satisfaction and increased
loyalty. Therefore, improving trust and perceived
service quality can effectively enhance satisfaction
and build long-term customer loyalty (Rachmawati &
Mohaidin, 2019). Trust can shape loyalty (Samarah et
al. 2022). The results of the two studies also explain
that satisfaction has a direct effect on customer loyalty
and can be an intervening variable for brand image
on loyalty. Customer satisfaction is also formed by
a positive brand image (Nguyen, 2021; Shabbir,
2020). Based on the statements above, the following
hypothesis can be drawn: service quality positively
influences customer satisfaction, loyalty, and brand
image; customer satisfaction influences customer
loyalty and trust; and trust could increase customer
loyalty and brand image influence trust, customer
service, and loyalty.

The cellular market exhibits intense competition fueled
by an increasing number of operators and relatively
static conditions. Therefore, loyalty
evaluation based on the factors that shape consumer
loyalty for cellular providers is needed. Service quality,
trust, brand image, and customer satisfaction are critical
variables that warrant in-depth analysis in the context

of Generation Z given that this demographic represents

consumer

a strategically significant target market, particularly
within the telecommunications industry. Therefore,
the purpose of this study is to analyze the factors that
influence the loyalty of cellular Internet customers in
Generation Z. An analysis using SEM-PLS modeling
makes it possible to accurately predict the influence of
variables on customer loyalty.

As Generation Z is the new target market in any
industry, including telecommunications and Internet
service providers, companies need to understand the
factors that influence their loyalty. The purpose of this
study is to analyze the factors that influence Generation
Z using the mobile Internet.
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METHODS

This study uses primary data from a questionnaire
with a non-probability sampling approach to recruit
respondents. The sampling method used was purposive
sampling based on the following criteria: 1) users of the
XYZ brand mobile Internet provider for one year, 2)
aged 18 to 27 years, and 3) domiciled in Jabodetabek.

The questionnaires were distributed online on social
media, such as X, Instagram, and WhatsApp, using
Google Forms. The respondents were willing to fill out
the research questionnaire voluntarily.

Data analysis was carried out using the Structural
Equation Modeling (SEM) approach with SmartPLS
version 4 software. The initial stage involved evaluating
the outer model to identify and specify the relationship
between the latent constructs and their indicators, both
reflective and formative. The evaluation of the outer
model included a convergent validity test measured by
the loading factor value (> 0.70) and Average Variance
Extracted (AVE) (> 0.50), as referred to by Nasution
et al. (2020). Furthermore, a discriminant validity test
was carried out using the cross-loading value criteria (>
0.70) as well as an evaluation of composite reliability as
reviewed from the composite reliability value (ranging
from 0 to 1) and Cronbach’s alpha (between 0.70 and
0.90), in accordance with the guidelines of Hair et al.
(2014).

Next, an inner model evaluation was carried out to
determine the R-squared value, path coefficient, and
model fit. The parameters used were the R-square
value and model fit with a value of 0.19 giving a weak
influence; a value of 0.33 giving a moderate influence
and 0.67 giving a strong influence. The path coefficient
with the original sample value rule with a positive
value indicates a tendency for a unidirectional variable
relationship, and a negative value indicates a tendency
for an inverse variable relationship; the t-statistic value
and p-value determine a significant influence between
variables with a value of> 1.65 significance (10%)
and> 1.96 significance (5%), and a p-value <0.05.

Haryanto et al. (2022) found that higher service
quality significantly improves customer satisfaction
among Internet service users in Indonesia, particularly
when services meet or exceed customer expectations.
This aligns with Ozkan et al. (2020), who confirm

a positive relationship between service quality,
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customer satisfaction, and loyalty. Similarly, Dam

and Dam (2021) identified service quality as a key

predictor of brand image, with better service leading

to more positive brand perception. According to

Samarah et al. (2022), brand trust, shaped by customer

satisfaction, positively influences customer loyalty,

particularly through word-of-mouth. Nguyen (2021)

further emphasized that a positive brand image

enhances both trust and satisfaction in the context of

telecommunication services. Based on these findings,

the following hypothesis is proposed:

HI. Service quality has a positive effect on customer
satisfaction

H2. Customer satisfaction has a positive effect on
customer loyalty

H3. Service quality has a positive effect on customer
trust

H4. Service quality has a positive effect on brand image

HS5. Customer satisfaction has a positive effect on
customer trust

H6. Customer trust has a positive effect on customer
loyalty

H7. Brand image has a positive effect on customer trust

HS. Brand image has a positive effect on customer
satisfaction

H9. Brand image has a positive effect on customer
loyalty

This study uses the SEM model shown in Figure
1. Research with an exploratory approach involves
respondents using a voluntary sampling approach.
The questionnaire was answered using a five-point
Likert scale with five scales based on the statements
Strongly Agree (5), agree (4), neutral (3), disagree
(2), and Strongly Disagree (1). The number of
respondents in this study was 146, most of whom
used pre-paid number subscriptions. The number of
respondents was determined based on the maximum
likelihood estimation requirements for SEM, which
recommend 100-200 participants or five—ten times
the number of estimated parameters (Handayani et
al. 2021; Hair et al. 2017). The SEM model analysis
uses two measurements, namely, the outer and inner
model evaluation. The outer model evaluation was
based on convergent and discriminant validity and
reliability. The inner model is based on the influence
of independent variables on dependent variables as a
direct influence analysis, intervening variable analysis
as an indirect variable, and the R-square value as an
analysis of the contribution of independent values to
dependent variables (Table 1).
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Table 1. Questionnaire indicators
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Variabel Operational Definition Indicator %
Disagreed Neutral Agreed
Customer  Consumer tendencies L1. Customers give positive reviews 342 23.29 73.29
Loyalty =~ towardsabrandasa L2. Customers recommend internet services 5.48 2329 71.23
gﬁgg:;i:fhist};i}é?iﬁgcal L3. Customers upgrade service packages 11.64 37.67 50.68
attitudes and commitments L4 Customers do not consider switching 17.81 23.29 58.9
towards a brand. services
L5. Customers are willing to participate in 8.9 27.4 63.7
loyalty programs
Service Gap between customer Q1. Customer service provided as promised 342 15.07 81.51
Quality expectations and actual Q2. Mobile customer service is delivered 3.42 6.16 90.41
services provided to correctly from the start
customers. Q3. Provider provides responsive service 8.22 20.55 71.23
Q4. Provider is ready to respond to customer 8.22 23.29 68.49
requests
Q5. Customers feel safe providing personal 12.33 32.88 54.79
data if needed
Q6. Customer service is able to answer 2.74 25.34 71.92
customer questions
Q7. Customer service treats customers well 1.37 18.49 80.14
Q8. Customer service prioritizes customer 4.11 25.34 70.55
interests
Q9. Customer service appearance is attractive 10.96 12.33 76.71
Q10. Front-liner professional 2.05 13.7 84.25
Brand A combination of a brand's 11. Brand is recognized quickly 0.68 6.85 92.47
Image associations in consumer |3 Familiar with mobile internet brands 0.68 4.11 95.21
L‘;Zﬁl(;’;ye rt?:;tlliids o 13. Brand is casily recognized among 137 6.16  92.47
competitor brands
14. The mobile internet brand used is the 2.05 9.59 88.36
customer's choice
I5. The brand chosen by the customer is the 8.22 12.33 79.45
customer's first choice
Trust Trust can be thought of T1. Mobile internet provider cares about 342 19.86 76.71
as belief and intention. customers
Belief refers to customers' T2 Mobile internet provider is reliable 2.74 15.07  82.19
pereep tions of Fh.e T3. Mobile internet provider never 17.81 27.4 54.79
gttrlbgtes of abllhty and disappoints
integrity. Intention refers
to the willingness to rely
on a product/service.
Customer  Consumer emotional SAT1. Customer satisfaction with mobile 4.11 8.9 86.99
Satisfaction assessment of the use of internet providers
products and services SAT2. Mobile internet providers can meet 4.11 1507  80.82
where consumer expectations
expectations and needs SAT3. Confidence in choosing a mobile 2.74 13.7 83.56

have been met.

internet provider
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The framework of thought (Figure 1) in this study
is based on the results of previous studies that form
the model construct. The results of the study by
Haryanto et al. (2022) explain that service quality
affects satisfaction and loyalty. The results of the
study as a reference that the service quality of cellular
providers affects satisfaction and loyalty. In addition to
satisfaction and loyalty, service quality affects trust. The
results of this study are based on the results conducted
by Haryanto et al. (2022) which explain that internet
customer trust can increase with increasing quality of
service provided. In fact, trust and service quality affect
customer satisfaction and loyalty. Service quality can
also be a predictor of brand image which has a positive
impact (Dam and Dam, 2021).

RESULTS

The results of the evaluation of this research model are
based on Hair et al. (2017), which explains that there
are two models evaluated in the reflective SEM model:
the outer model and the inner model.

Outer Model Evaluation

The first evaluation is convergent validity, which
explains that the indicator is valid as a measure of
variables with two standards, namely a loading factor
value of more than 0.7 and an Average Variance
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Extracted (AVE) above 0.5 (Hair et al. 2017). The
results of the convergent validity analysis show that
there are five indicators that are not valid based on the
loading factor value below 0.70, so these five indicators
are removed (Table 2). Furthermore, the data were
reprocessed until the loading factor value was greater
than 0.7, which could be analyzed.

The results in Table 2 show that five variables do
not meet the requirements of convergent validity
with a loading factor that must be above 0.7. After
elimination, a re-evaluation was carried out, as shown
in Table 2. In addition to the analysis of the loading
factor value, convergent validity was also analyzed
using the AVE value, which must be above 0.5. The
AVE values in Table 3 are above 0.5 so that, indicating
that all variables are valid (Hair et al. 2014).

Furthermore, the discriminant validity test showed that
the indicators for measuring latent variables differed
from each other. The results of the discriminant test
can be analyzed based on the Fornell-Larcker value
and cross-loading values. The cross-loading value
shows that the indicator value for the analyzed variable
has the highest loading factor value compared to the
indicator value for testing other variables (Table 4).
The results of the analysis indicate that the indicators
for measuring latent variables differ from each other.
In addition to the cross-loading value, the discriminant
validity test was tested using Fornell-Larcker.

H3

Service Quality _I_Iip

Customer Satisfaction

=

Customer Loyalty

Brand Image

Customer trust

A

5

B\

o

Figure 1. Research framework
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Table 2. Loading factor values

Loading  Loading Loading  Loading
Variabel  Indicator  Factor Factor Result Variabel  Indicator  Factor Factor Result
(Before) (After) (Before) (After)
Service SQ3 0.775 0.796 Valid BI3 0.838 0.866 Valid
Quality SQ4 0.763 0.796 Valid Bl4 0.827 0.818 Valid
SQ6 0.845 0.867 Valid Trust T1 0.862 0.862 Valid
SQ7 0.783 0.817 Valid T2 0.894 0.893 Valid
SQ8 0.804 0.840 Valid T3 0.829 0.829 Valid
SQ10 0.747 0.720 Valid Customer CL1 0.820 0.820 Valid
Customer SAT1 0.920 0.920 Valid Loyalty CL2 0.850 0.850 Valid
Satisfaction  SAT2 0909 0.909  Valid CL3 0.813 0.813  Valid
SAT3 0.831 0.830 Valid CL4 0.799 0.799 Valid
Brand BI1 0.804 0.831 Valid CL5 0.746 0.746 Valid
Image BI2 0.839 0.898 Valid
Table 3. AVE value
Variabel Average variance extracted (AVE) Result
Brand Image 0.729 Valid
Customer Loyalty 0.650 Valid
Trust 0.743 Valid
Customer Satisfaction 0.788 Valid
Service Quality 0.652 Valid

Table 4. Cross-Loading Value

Brand Image Customer Loyalty Trust Customer Satisfaction Service Quality
BI1 0.831 0.357 0.408 0.435 0.353
BI2 0.898 0.366 0.430 0.473 0.322
BI3 0.866 0.308 0.399 0.506 0.302
BI4 0.818 0.551 0.502 0.630 0.369
CL1 0.441 0.820 0.718 0.715 0.657
CL2 0.449 0.850 0.745 0.744 0.655
CL3 0.342 0.813 0.592 0.575 0.493
CL4 0.348 0.799 0.598 0.592 0.468
CL5 0.321 0.746 0.516 0.534 0.474
SAT1 0.518 0.745 0.725 0.920 0.662
SAT2 0.532 0.715 0.726 0.909 0.719
SAT3 0.586 0.651 0.619 0.830 0.502
SQ10 0.420 0.607 0.637 0.658 0.720
SQ3 0.325 0.559 0.482 0.536 0.796
SQ4 0.244 0.461 0.474 0.506 0.796
SQ6 0.318 0.529 0.629 0.565 0.867
SQ7 0.288 0.520 0.620 0.566 0.817
SQ8 0.299 0.636 0.624 0.582 0.840
T1 0.409 0.622 0.862 0.626 0.710
T2 0.600 0.717 0.893 0.760 0.620
T3 0.308 0.717 0.829 0.619 0.549
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The Fornell-Larcker test was conducted to evaluate
discriminant validity. The standard value of the Fornell-
Larcker technique is that the variable must not have the
same variance value as another variable that is greater
than the AVE (Malki et al. 2023). The Fornell-Larcker
value comes from the root of the AVE value for each of
these variables, based on the size of the loading factor
value (Table 5). The results of the Fornell-Larcker value
test show that the value for measuring the variable is
greater than that of the other variables. These results
indicate that the values of the indicators differ from
each other in measuring their variables so that they
meet the requirements of the discriminant validity test.

The reliability test value is the output of the composite
reliability, and Cronbachys alpha values are used to
measure the level of consistency in the indicator. A
variable is declared reliable if it has composite reliability
and a Cronbach>s alpha value above 0.7. Table 6
shows that all the variables met the requirements of
the reliability test. The results of the analysis indicate
that all variables are reliable, so that the model can be
declared reliable.

The results of the outer model test analysis show
that the measurement model in the SEM meets the
requirements, and the indicators analyzed can measure
the value of the latent variables well.

Table 5. Fornell-Larcker value
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Inner Model Evaluation

Inner model evaluation is used to predict the quality
relationship between latent variables or variables that
cannot be measured directly, which have been built
based on previous theories and studies. This assessment
test was carried out using a bootstrapping procedure
with SEM PLS. The test stages for the structural model
were obtained from the R-squared value in the path
coefficient estimation. The R-squared value is formed
from the determination coefficient in the endogenous
construct and is used to determine the predictive
strength of the inner model. The R-square value criteria
are 0.67 (strong), 0.33 (moderate) and 0.19 (weak).
Table 7 presents the R-square values obtained in this
study.

The service quality, brand image, trust, and customer
satisfaction variables explain loyalty by 71.80%,
while 28.20% is explained by other variables. Based
on Table 7, it can be interpreted that the brand image
variable is in the weak category and can explain the
variable by 15.8%. The trust and customer satisfaction
variables are in the moderate category and can explain
the variable by 61.1% and 63.5% respectively. The
customer loyalty variable is in the strong category and
can explain the variable by 71.7%. The remainder is
explained by other variables that were not included in
this model.

Brand Image  Customer Loyalty Trust Customer Satisfaction  Service Quality

Brand Image 0.854

Customer Loyalty 0.479 0.806

Trust 0.517 0.797 0.862

Customer Satisfaction 0.611 0.794 0.780 0.887

Service Quality 0.398 0.693 0.724 0.713 0.807
Table 6. Composite reliability and crobach’s alpha value

Variabel Composite reliability Cronbach’s alpha Detail

Brand Image 0.888 0.877 Reliable

Customer Loyalty 0.878 0.866 Reliable

Trust 0.834 0.827 Reliable

Customer Satisfaction 0.872 0.864 Reliable

Service Quality 0.894 0.892 Reliable
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Hypothesis Test

Hypothesis testing was conducted based on the results
of the path coefficient values obtained through the
bootstrapping mechanism using SmartPLS version
4 software (Figure 2). Bootstrapping produces the
original sample value, T-stat and P-Value. A significance
test of all structural model relationships was performed
to interpret the results of the model. The hypothesis
can be accepted if the T-stat value shows significant
results, namely, a value of >1.979, and the hypothesis
is rejected if the T-stat shows insignificant results, that
1s, a value of <1.979. Another value that can determine
the results of the hypothesis is the p-value test value. If
the P-Value was <0.05, the hypothesis was supported.
The bootstrapping results are shown in Table 8.

The Effect of Service Quality to Customer
Satisfaction

The result in Table 8 explain that service quality has
an effect on customer satisfaction. The coefficient
value of the path of the influence of service quality on
satisfaction shows a positive value which explains that
the relationship between the two variables is in the same

Table 7. R-Square value
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direction. These results indicate that service quality
can increase customer satisfaction or the perception of
service quality of XYZ providers formed by consumers,
both of which are able to increase customer satisfaction
values. The results of this study are in accordance
with previous research statements which explain that
service quality can be a predictor of satisfaction for
certain business markets, including internet providers
(Hammoud et al. 2018). Service quality is related
to satisfaction because of customer perceptions of
the service received (Febrian et al. 2023). The most
important thing is the suitability of expectations with
the reality of the services provided by the company to
customers. In fact, service that is better than expected by
customers can increase satisfaction with the company.
Joudeh and Dandis (2018) explain that employees need
to understand the quality of the company's services in
order to provide a positive experience to customers.
In addition, a good CRM system is needed, such as
analyzing customer preferences,
personalities, and building long-term relationships.
What needs to be analyzed is well-managed customer

creating service

interactions that create customer satisfaction (Ozkan et
al. 2019).

Variabel R-square
Brand Image 0.158
Customer loyalty 0.718
Trust 0.611
Customer satisfaction 0.635

Table 8. Results of the analysis of the direct influence hypothesis test

Variables Path Coefficient t-stat p-value Results

HI Service Quality — Customer Satisfaction 0.558 9.649 0.000 Supported
H2 Service Quality — Customer Loyalty 0.117 1.274 0.203 Not Supported
H3 Service Quality — Brand Image 0.398 3.522 0.000 Supported
H4 Customer Satisfaction — Customer Loyalty 0.412 5.110 0.000 Supported
H5 Customer Satisfaction — Trust 0.741 9.673 0.000 Supported
H6 Trust — Customer Loyalty 0.407 4.211 0.000 Supported
H7 Brand Image — Trust 0.064 0.700 0.484 Not Supported
HS8 Brand Image — Customer Satisfaction 0.389 6.119 0.000 Supported
H9 Brand Image — Customer Loyalty -0.030 0.547 0.585 Not Supported
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The Effect of Customer Satisfaction to Customer
Loyalty

The concept of the results of this statement further
explains that the evaluation of the services received by
customers will form satisfaction first before loyalty can
be built. The results of this study are in accordance with
several previous studies which explain that service
quality does not have a direct effect on loyalty. Endwia
et al. (2021) explain that service quality has an indirect
effect on loyalty through consumer satisfaction. The
results of this analysis explain that it is necessary to
understand consumer behavior in using the services
provided. This explains that what needs to be designed
by mobile internet provider marketers is to understand
Generation Z's satisfaction in buying internet packages.
Pham et al. (2019) explained that satisfied customers
are more likely to form loyalty, what needs to be
analyzed in service quality is customer satisfaction so
that loyalty can be formed through satisfaction. The
results of the study also explain that service quality has
an indirect effect through satisfaction. Therefore, the
results of this study are supported by previous studies.

The results of the analysis show that increasing
customer satisfaction can increase the perception of
loyalty value. The thing that needs to be analyzed is
meeting customer needs in increasing satisfaction.
Cellular provider companies need to focus on
experience and meet customer expectations in order to
meet satisfaction and build loyalty (Kusumanegara and
Rachmawati, 2023). One thing that needs to be analyzed
is customer satisfaction because satisfaction is a key
variable in increasing loyalty. Therefore, companies
need to make efforts to create a good experience for
customers (Santos et al. 2023). Customer satisfaction is
fully mediated the relationship between service quality
and customer loyalty (Yacob et al. 2023).

The Effect of Service Quality to Customer Loyalty

The results of the analysis in Table 8 show that service
quality has no effect on customer loyalty. The results
of this analysis are different from several previous
studies which explain that service quality has an effect
on customer loyalty. The results of the study conducted
by Joudeh and Dandis (2018) explain that service can
be one of the variables used to increase loyalty directly.
The results of the study explain that the service that
is in accordance with what is expected by consumers
will make customers loyal to the company. The results
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of this statement explain that the services provided by
the company must be in accordance with consumer
expectations.

The Effect of Service Quality to Brand Image

The results of the hypothesis test show that service
quality has an effect on brand image. The results of this
study indicate that service quality can be a predictive
variable in improving brand image perception. The
most important thing for marketing management to
do is to provide a good communication plan, such as
advertising, community services, or other promotional
tools that form a positive image of the brand provider
(Dam and Dam, 2021). Companies need to continuously
evaluate the provided and maintain
relationships with customers (Setyadi et al. 2017). The
results of this study explain that service quality is one
of the variables that companies need to pay attention to,

services

especially regarding the image aspect that is formed.
A good image formed in Generation Z customers can
have a very big influence on the company. One of the
behaviors of Generation Z is to provide both positive
and negative reviews on social media. Companies that
are not responsive to these complaints form a negative
image for customers or the public on social media.

The Effect of Customer Satisfaction to Trust

The results of the t-statistic test show that customer
satisfaction has a positive effect on trust. The results
of the hypotheses explain that customer satisfaction
has an effect on trust. The results of the statistical test
explain that the hypothesis is supported based on the
t-statistic and p-value values below 5%. The results of
this analysis indicate that customer satisfaction can be
a variable that can increase customer trust because of
the positive direction of influence. Satisfaction is an
important factor in building trust, especially online
customers (Kassim and Abdullah, 2010). The results of
the analysis show that the value of the path coefficient
of the influence of satisfaction on customer loyalty
of internet providers is 0.412 or 41.20% while the
influence on trust is 0.741 or a path coefficient of 74%
is formed. The path coefficient value explains that the
influence of satisfaction on trust is greater than customer
loyalty. However, the value of the path coefficient of
satisfaction is the highest coefficient value compared
to the value of the path coefficient of trust on loyalty.
Therefore, satisfaction is a strong predictive variable
for both trust. The value of customer perception of
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mobile internet providers needs to be improved if
they want to increase customer loyalty and trust. The
thing that needs to be considered by mobile internet
service providers is that the experience formed must
be positive so that customers are willing to recommend
internet services to people close to them, such as
family, friends, or other relatives. Generation Z is a
generation that evaluates through social media so that
the experiences of satisfied and dissatisfied customers
will be spread through social media.

The Effect of Trust to Customer Loyalty

Trust is a very important variable for building and
maintaining good services, the most important thing for
a company is to improve service quality and customer
satisfaction. Consumers who are satisfied based on their
experience of using the company's services will be more
trusting than competitors and will reuse the services
provided. Therefore, internet providers such as XYZ
are expected to be able to show a high commitment to
the services provided and be transparent to consumers
(Kurniadi and Rana, 2023). The results of this study
also explain that the estimated influence of customer
satisfaction in increasing trust is very large, even
more than 50% of the path coefficient value formed
on the relationship between the two variables. The
satisfaction variable is reflected by satisfaction with the
services provided by consumers while trust is reflected
as a reliable internet provider service. These results
indicate that PT XYZ as an internet provider needs
to meet customer expectations regarding the services
provided so that a perception is formed that the XYZ
mobile internet provider can be relied on.

The results of the study explain that trust affects
customer loyalty based on the t-statistic test and p-value
(Table 8). The results of this study explain that trust is
one of the variables that can increase customer loyalty.
The path coefficient value of the influence of trust on
loyalty is 0.407 or trust is one of the variables that
can increase loyalty by more than 40%. These results
indicate that trust is one of the most important variables
in building customer loyalty. The results of this study
are supported by Leninkumar (2017) who explained
that trust has a positive effect on customer loyalty.
Therefore, companies need to develop strategies to
make customers happy so that trust is built and makes
customers loyal. The results of the study by Aulia et
al. (2022) explain that PT XYZ as a market leader
should maintain and improve the quality of services
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provided because customer trust is very important in
increasing loyalty. The results of this analysis explain
the importance of building consumer trust to increase
loyalty. Loyalty can be formed by increasing customer
trust. What needs to be done by internet provider
companies is to provide good information related to
customers, maintain and improve integrity in providing
services, and keep promises to customers.

The Effect of Brand Image to Trust

The results of the analysis in this study indicate that
brand image does not effect to trust. Brand image in
the service industry is not a factor that drives customer
trust. This contradicts research findings that suggest
a positive brand image for a company will influence
customer trust and increase purchase intention. A
strong brand image does not influence customer trust
in the service provided, in this study, mobile internet
services.

The Effect of Brand Image to Customer Satisfaction

The results of the analysis in this study indicate that
brand image has an influence on satisfaction. Brand is
one of the forces that explains customer commitment.
Therefore, a strong brand image can affect profit and
market share (Ricadona et al. 2021). These findings
align with the current study, indicating that brand image
does not significantly influence customer loyalty. Based
on the result, satisfaction is an intervening variable of
brand image. The results of this study indicate that
brand image has an effect on satisfaction. The brand
image that is formed is evaluated by Generation Z
customers as a whole to achieve customer satisfaction.
The results of this study are in accordance with the
results of research conducted by Handayani et al.,
(2021) which explains that brand image influences
satisfaction both directly and indirectly. Satisfaction
values are very important, especially those measured in
brand image. This is related to the image formed based
on satisfaction evaluation (Yuniar et al. 2023).

The Effect of Brand Image to Customer Loyalty

Theresults of the analysis in this study indicate that brand
image does not effect to customer loyalty. However,
the results of this study are supported by Upamanyu
and Mathur (2012) who explained that brand image
does not affect customer loyalty. This is supported by
indicator values showing that brand image is associated
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with well-known or familiar internet provider brands.
However, Generation Z customers do not use known
products as a reference to other customers. The main
thing is to form satisfaction first. A positive brand
image impacts customer loyalty, so customers will
repeat purchases of services and recommend the brand
used to others (Suson et al. 2023).

Managerial Implications

XYZ Company, as a mobile internet provider, needs
to maintain customer satisfaction by maintaining good
service quality. Generation Z customers feel satisfied
when customer service officers provide solutions to
complaints while using the service. Companies need to
maintain good methods and explore new communication
models so that they can be well-received by Generation
Z. Optimizing the use of virtual assistants that support
Generation Z’s digital activities as digital natives
to increase customer satisfaction. Establishing a
strong brand image that aligns with Generation Z’s
characteristics is essential to maintaining customer trust
in XYZ’s mobile Internet services and encouraging
word-of-mouth recommendations. Since Generation
Z relies heavily on the mobile Internet for their daily
activities, consistent service quality plays a crucial role
in sustaining their confidence in the brand.

CONCLUSIONS AND RECOMMENDATIONS
Conclusions

Customer satisfaction has emerged as the most
influential determinant of customer loyalty. It serves
not only as a direct predictor, but also plays a crucial
mediating role through which other variables exert
their influence on customer loyalty, particularly among
Generation Z. This generational cohort, characterized
by high digital literacy and strong brand consciousness,
demands service experiences that meet or exceed
expectations. Generation Z customers tend to hold
elevated expectations toward both service quality and
brand image, influenced by their exposure to digital
information and competitive market alternatives.
When service quality aligns with or surpasses these
expectations and the company projects a strong,
positive brand image, it leads to heightened levels of
satisfaction. In turn, this satisfaction acts as a mediating
variable that enhances customer loyalty. Thus, even
when service quality and brand image do not directly
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influence loyalty, their impact is effectively channeled
through customer satisfaction, ultimately reinforcing
the commitment of Generation Z customers to remain
with the brand.

Recommendations

The next studies can examine Generation Z’s behavior
in using Internet products from other brands or on an
industry-wide scale within the telecommunications
sector. It is important to explore the role of brand
image in reinforcing customer trust, particularly among
Generation Z, whose digital habits and expectations
differ significantly from those of the previous
generations. This can also provide insights into how
brand image influences customer loyalty and decision-
making across different age groups beyond Generation
Z.
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