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ABSTRACT

Blackberry has already changed the competition esfig in Indonesia smart phone market. And Nokia,market
leader in Indonesia cellular phone market, got if@act of this situation. Along this year, customdrom used Nokia
as their cell phone, tend to change their cell phaa Blackberry. The aim of this research is talenstand The
Influence brand image and customer value on custdmalty of Nokia High-end in Bandung. The qudiite,
descriptive, verificative analysis method is ugethis research to discover brand image, custoraéwesand customer
loyalty. This research also used the explanatoryhoe to find out brand image and customer valuecastomer
loyalty of Nokia High-end in Bandung. The resulbwkd that both variable signficantly influenced th@stomer
loyalty. And both of them have similar impact. Beghat, Nokia has a good image, and their custoratre are in the
high level and also their customer loyal to themrmdvation could be done by the improvement ofithednd benefit
that their competitors have such as BlackBerrydrample the BlackBerry Massenger fitur. Chattingliz (Nokia
Messenger Facility) with all the Nokia’s owner i@rtain types could make Nokia more competitivénéir tcompetitors
such as BlackBerry. Improvement in product and iserquality especially in accuracy and effectivenes service
would be usefull for Nokia to keep their custonogalty. Eventhough it is already good at serviag, $peed of service
and the accuracy still the pin point of the custonfenother variables such as the product mix, congp relation
management (CRM) can be used in the next res¢ardiscover the customer loyalty.
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1. INTRODUCTION

Seeing the recent success of the Blackberry, cameaalenied if the public interest against the $ptame is pretty
high. A very high open interest is certainly disrepme phone vendors that had been especially No&i&et share of
mobile phones in Indonesia.

Nokia has long been operating in Indonesia and woes preferences for various segments allegedharbeg be
affected by the presence of the Blackberry. In seoffproduct quality, Nokia also has a product tie the class same
with the Blackberry. Nokia E71 for example is a guot of Nokia that has the features and designlainid the
Blackberry. The launch was almost simultaneoushy wie Blackberry Bold 9000. Even with lower pricBsackberry
Bold 9000 remains the target consumer.

Since 2008, Blackberry is becoming a trend showsiogjal status. Initially, the Blackberry smart pbamse by young
people are included in the category of gadget fregla variety of smartphones. In its developm@&tackberry finally
become favorite among artists, mothers, and yowagple because it gives the user an easy and cleamunication
options via push e-mail or chat using an applicatiwovided by RIM. E-mail turned out to be a cheapans of
communication because they do not have a limitedbaun of words such as when using SMS.

The development of the Blackberry mobile phone allegedly the cause of the migration of consumemnthigh-end
Nokia phones to Blackberry product. Though the mdackberry developed in Indonesia in recent yeay.drhis is

certainly become an issue for Nokia because Nodgaltng been a market share of mobile phones ionksla through
a complete product line. However, customer vala Had been owned by Nokia and its image that kas built so
far allegedly did not make the Nokia high-end caonsts remain loyal when the product of Blackberryegps.
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Based on the introduction above, then the probkeforimulated as follows: What is the response spoadents over
the image of Nokia? What is the response of respaisdin the value of Nokia customer and how th@arses of
respondents on the Nokia customer loyalty? And howeh the influence of the brand image and custorakre to

Nokia customer loyalty?

The purpose of this research was to find out enstoresponses on the image of Nokia, to know tepamses of
respondents on customer value, and to determirteroes loyalty, and to know how much influence tharta image
and customer value to customer loyalty Nokia. Tésults of this research are expected to contribate additional
useful information for companies in the developn@rirand image and customer value.

2. LITERATURE REVIEW

A good brand image become a strong attractionite d@onsumers to purchase the products that offée at least the
desire or will generate a strong interest from comars to enjoy or buy the products that offered waill eventually

lead to the loyalty of their own. Reference [2] slsathat corporate image was an effect combinatiovatd observer
from all verbal and visual components of the comypanhich is planned or unplanned or from other exaéinfluence.

This could be mean that corporate image was atl #iing that influence the acceptances of the compa their target
market or even to a regular consumer. Referencstfdés that the image is a banner that can befasedotect for all

products that use them. There are four main thingbe aware of a brand, namely: (i) recognitiore (dbility of

consumers to recognize and remember a brand inrthieds), (i) the reputation (brand strength tbah build a high
enough status for a brand because in the consumaezyes a brand has a good track record), (finigf (emotional

relationship that arises between a brand with cmess), (iv) domain (concerning how large the scof& product that
would use the brand in question).

Customer-perceived value (CPV) is the differencerBen the prospective customer; s valuation ofhallbenefits and
all the costs of an offering and the perceivedra#tBves. Total customer benefits is the percevedetary value of the
bundle of economic, functional, and psychologicahdfits customers expect from a given market aféebecause of
the products, services, personnel and image indolVetal customer cost is the perceived bundleosts customers
incur in Evaluating Expect to, obtaining, using atisposing of the given market offering, includimpnetary, time,
energy, and psychological costs [6].

Reference [3] states that many companies rely stomer satisfaction as a guarantee of succese ifuthre but then
disappointed to find that the consumer who arisfead to buy competitors' products without hesitat According to
Griffin is also a loyal customer is a consumer Wias the characteristics: repeat purchase, purchasess product
lines, referrals and retention. According to Michi@@, in business context, loyalty could be undeosl as a customer
sacrifice whom a loyal customer will not consunaenpetitors product eventhough it is cheaper omgj\a chance to
other company to enhance their ability because usecéhey see another valuable aspect when they &kéesiness
with the competitors. Meanwhile, Ndubisi giving asdription of customer loyalty where customer lbyalould be
made, forced and maintenanced with marketing plaiclwhas several goals, such as : trust developmsmbwing
commitment, regular communication with customeliabde and proactive, and an efficient complaindiary [8].

Testing hypotheses between image and overall cestoralue to customer loyalty, expressed by theovalhg
statistical hypotheses:

Ho: All pYx1x2=0 Brand image and customer value did not influeneeNbkia's customer loyalty both
simultaneously or partially
H;: NotallpYx;x,=0 Brand image and customer value influence the Neldastomer loyalty loyalty both

simultaneously or partially

To test the overall model significance, used tlsé s&tistic F as follows [10] :

Fo= (n -k —l) R?y(x.x2)
hitung k (1— R? y(xlXZ))
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To test the partial model significance, statistietdst was used [10] :
P

" |1-R’yae)CR
(n-k-1)

Test Criteria:
If I:coum> Ftableor if tcounP ttable then F& iSijECtEd
If Fcount<FtabIe or If tcount <ttable then F& is accepted

The above test statistic follows the F-Fisher thstion witho = 5% and degree of freedom,aind db = k = nk-1
3. METHOD

This study consisted of four goals. The purpostheffirst, second and third is to find out customesponses on the
image, customer value and customer loyalty Nokisclosure of the three goals of the research usssrigtive
research method. This type of research data fothitee goals of the research is qualitative. Ashisrfourth goal of
research is to know how much influence the brandgenand customer value to customer loyalty thatsed in
verification research with research that uses rebedata using quantitative data.

The unit of analysis or observation is the Nokigtomers in Bandung. The spread of respondentsrpetbin 115
respondents will be deployed in Bandung Electr@gater (BEC) located in JI. Purnawarman Bandung.

The data required in this research consisted ofdwugces, namely: the results of research in #ld {primary data)
and data already available prior to this reseasebdndary data). The sampling method will be usattaw samples in
this research was convenience sangplihere the sample is selected subjectively by ésearchers of a population.
Researchers may select individuals because of dilmiipa considerations of time [1]. The samplekda from 115
respondents. Collecting data in this research edrmut by two techniques namely field research ufjino
guestionnaires, interviews and observation, andrjbresearch.

This research uses a brand image as an indepewvdeéable, in which the variable operationalizatioeasured by
using this indicators as follows: recognition wasasured by using an indicator known brands levalooivenience,
ease of familiar logos, packaging and easy to kdesign of Nokia. Reputation is measured by thellefrquality and
benefits of the product itself. Meanwhile, the wifff measured by the level of interest in the &, ¢uriosity of the
product, understanding the product, and fitnesstyile. Furthermore, a unit of measurement fodtain is the level
of knowledge of product differentiation.

Subsequently, a second independent variable isus®mer value, in which the variable operatiomion measured
by using this indicators as follows: firstly, therefit will be measured by the level of featured banefits of products,
easy of getting the product, easy of servicing amty service, the competence of employees in tinéicee and
reputation level of Nokia. Meanwhile, the cost isasured by the level of price, time to get the pobdthe energy
required to get the product, and level of comfaihg the product.

Meanwhile, this research uses customer loyaltghasdependent variable in which the variable opamatization

measured by using this indicators as follows:lfirghe repeat is measured by the level of repigeidokia products in
the future. Purchase a cross product lines meaduoedthe level of purchases of other support potsluRetention is
measured by the level of rejection of competitpreducts. And the last is measured by referencdsaNaroduct to

another party.

4. DISCUSSION

To testing the validity of questionnaire items, tise product-moment correlation method of Pear$twe. calculation
of validity coefficients used with the help of SP36 for Windows software. Item declared valid ietkalues of
Pearson Product-Moment Correlation greater tharmtitieal value. Critical r value is set at 0.3 J1Results of testing
the validity coefficient is greater than the vabferitical r, so it can be concluded that therigeare valid and the items
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used to measure the variable image, customer @aldeustomer loyalty can produce accurate datadardance with
the purpose of research.

Methods of measuring the reliability of the techr@qused is the method of Cronbach, is looking Hier reliability of
the instrument that score was not 0-1, but a rdnej@een some values. To counting, author usedhediSPSS 16

for Windows software.

Table 1. The Result of Realibity Test

Variable Realibity Coefecients
Brand Image (X 0,901
Customer Value (¥ 0,811
Customer Loyality () 0,789

After testing by using SPSS 16 for Windows, Croftbalpha values obtained for the whole variableastivmore than
0.5. In accordance with the provisions of Kaplaweesazo [5], the question is said to reliable ifsitworth more than
0.5. Means research instrument for the variabladimmage, customer value and customer loyalty etiserreliable.

Raw data processing is done by only the incomirig dee grouped and tabulated by then given an eattm. Then
look for the answers to each element average twsegprmula:

> (frequency* weight)
Average _ value =
> sample(n)

The statistical analysis used by the author is patilysis. Data results of questionnaires thatased to ordinal scales
of measurement interval with the help of MSI pragsa After the data modified in the form invervélen path analysis
was done in order to analyze the influence of lvaitiables against the variables of interest.

4.1.Customer Perceptions of Brand Image, Customer Valuand Customer Loyalty of Nokia

4.1. 1.Customer Perception of Nokia’s Image

Scores of respondents from each of the indicatotkeé image is derived as follows: ideal scoreeéith item gets the
highest score) multiplied by the number of itemsltiplied by the number of respondents questiont thaqual to:
1x4x115 = 460. Lowest score (if each item receitrelowest score) multiplied by the number of itemgtiplied by
the number of respondents question, that is equalktlx115 = 115.

After that, created a range of scores and themedvinto 5 (five) categories. Customer perceptiooua the image is
shown in Table 2 below:

Table 2. Customer Perception of the Nokia's Image

NO INDICATOR SCORE CATEGORY
1 How familiar are you with the Nokia brand? 393 Reognize
2 How you memorized with the slogan of Nokia? 394 emdbrized
3 How far you know the character of Nokia? 393 Rioe
4 How far you can describe the logo of Nokia? 352 an Enough
TOTAL 1.532 Quite Well

Source : Results of field data processing, Febr2@iy.

Based on Table 2, the results of the classificatiboustomer perception score indicates that thegemof the Nokia is
in the category quite well. This indicates that ittnage of the Nokia is pretty good in the eyesaisumers. Both here
could mean that the efforts made by Nokia imaghrgugh quality products and services offered haenbcaptured
well by consumers. It is expected that with a gondge this will increase the trust of consumerg il ultimately
bring benefits to Nokia's own.

4.1. 2.Customer Perceptions of Nokia’s Customer Value
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Scores of respondents from each of the indicatothe variable value of customers acquired in Hraesmanner as in
the image. Customer perception of customer valaekaown in Table 3 below:

Table 3. Customer Perceptions of Nokia's Customeu®/al

NO INDICATOR SCORE | CATEGORY
1 The completeness features of Nokia cell phone? 4 39 Complete
2 The sophistication of Nokia phone? 394 Sophisticed
3 Easy of getting the Nokia phone? 463 Easy
4 Nokia mobile phone service? 396 Satiesfied
5 Nokia employee friendliness? 420 Friendly
Sub Total 2.067
6 Views on Nokia? 493 Very Well
7 Nokia mobile phone prices? 399 Cheap
8 The time it takes to get a Nokia phone? 394 thelit
9 Attempts to get a Nokia phone? 393 Small
10 The Confidence to the Nokia brand? 352 Quite trgt
Sub Total 2.031

TOTAL 4.098 High

Source : Results of field data processing, Febr2@iy.

The table above is known that the Customer Valu@ ihe high classification. This indicates tha¢ foroducts and
services delivered by Nokia is better in the eyasaustomers.

From table 3. above, we can note that the totalevédr the benefit is 2067. While the total valoe the cost amounted
to 2031. Hence the value of Nokia customers afelksvs:

Valud Benefit _ 2067 _

=102
Cos 2031

From the above calculation is known that the Na&imore than one customer. This indicates thab#mefits received
by consumers is greater than the cost they mustt.sdewever, customer value above this one is roessarily better
when compared with the value customers from cortgseti
1.3. Respondents perception of Nokia Customer Loyl

Scores of respondents from each of the indicatoistomer loyalty is obtained in the same manednahe image
and customer value. Customer perceptions aboutlthgilty shown in Table 4 below:

Table 4. Customer Perceptions of Nokia’s Customeltgy

NO INDICATOR SCORE CATEGORY
1 The desire to buy back a Nokia phone 493 Quite want
2 The desire to buy products other than mobile peanade by Nokia 394 Want
3 Rejection of the other phone than Nokia 452 Reject
4 The desire to recommend a Nokia mobile phonkdmther party 393 Want to Promote
TOTAL 1.732 Loyal

Source : Results of field data processing, Febr2@iy.

Based on Table 4, the results of the classificatiocustomer perception scores showed that custofridokia is in the
loyal classification. This indicates that consumare loyal to Nokia products. However, the reswoltscompleted
guestionnaires, some respondents considered #rat dine still ways to improve customer loyalty frbiokia.

4.2. Analysis of Brand Image, Customer Value and Custonrd_oyalty of Nokia

Based on test results, it is known that there ageifscant influences together and partially betwebe variables of
image and customer value to customer loyalty Nok&for pictures relations between &nd X% to Y is as shown in
Figure 1 below:
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Chi-Square=0.00, df=0, F-walue=1.00000, RM3EA=0.000
Figure 1. Path diagram and coefficients gfaXd X to Y
Based on the value of coefficient of determinatibis known that amounted to 77.22% change inNb&ia customer

loyalty due to a change of image and customer vaNigle the rest, 22.78%, influenced by other festbeyond the
two variables, as stated in Table 5 below:

Table 5. Influence of Each Variable X to Y

- INFLUENCE
VARIABEL Coefficients ; - TOTAL
Direct Indirect
Brand Image (X 0,46 21,16% 17,35% 38,61%
&O?S“mer palugSom 21,26% | 17,35%  38,61%
2
TOTAL INFLUENCE 77,22%
Residue Factor 22,78%

From the research result shows that these twohblasaoth brand image and customer value have aal effect on
customer loyalty Nokia. And the influence of botrese variables, either directly or indirectly, tarimble strong
customer loyalty.

Based on partial results of hypothesis testingn theth variables have a significant influence ostemer loyalty
Nokia, as shown in Table 6 :

Table 6. Effect of Partial Variable Hypothesis Tesage and Customer Value on Nokia’s Customer Loyalty

No Hypotesis Coefficients| Tount | Tiable Result Statistic Summary
1 | Image affects Ho rejected, meaning that there |is
customer loyalty 0,46 4,76/ 1,98 Significantsignificant influence between the image
on customer loyalty
2 | Customer value Ho rejected, meaning that there |is
affects customer 0,46 4,76 | 1,98 Significant| significant influence between customer
loyalty value to customer loyalty

5. CONCLUSION

Based on research results, Nokia image includaterncategory quite well. Guaranteed product qualitgported by
excellent service quality service into the imageéNokia in the eyes of consumers. A complete protinetand quality
makes Nokia the choice of consumers. The resudts ellow that the value of Nokia customers are dedun the high
category. Customers judge that the benefits redefinean their Nokia phones is greater than the cthstg must spent.
In addition, the cost to be incurred by any custoroempetitive and reasonable in accordance wihgilmality product
they can. Meanwhile, customer loyalty which hasmbereated is included in the high category. Custsraéso feel that
Nokia has the power to detain them not to switchnother brand phone. The results also showedhhagignificant
effect of variable image Nokia and customer valieethe same in influencing customer loyalty. And thfluence of
both these variables, either directly or indirectif/variable very strong consumer interest.

Innovation can be done by adding the facility tatctvith fellow owners of certain models of Nokiaople (Nokia
facilities Messenger) will certainly make the Nokia be more competitive with other manufacturergshsas
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Blackberry. Improving the quality of services, esiplly services, fast and reliable service will\mry useful for Nokia
to keep the loyalty of its customers. Althoughastheen good overall, but the service speed andamcof service is
still in the spotlight of the customer against NoKin addition, quality improvement can be donalways considering
the needs and desires of customers. Althoughdtdir has a good name, but still must remain vigéaa maintain the
quality of the output. Many emergence of similaopés and increasing competition can be used as/atioti for
improvement. Subsequent research could be donediynly at other variables that affect customer lkyya/ariable
product mix and Customer Relations Management (CBAn)be used to further explore the Nokia custdmeity.
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