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Introduction:-

Technology advancement in communication, especially internet and cell phone, really influences the payment
system development (Sumarwan, 2015:346). PT Telekomunikasi Seluler, Tbk issued a product that is relevant
with electronic money trend that is T-Cash.

Telkomsel in this case has become one of the celuller operator that supports the digital lifestyle by its digital cash
service called T-Cash. Today, this mobile money service has had increased transaction traffic up to 150% compared
with the previous year. The popularity of T-Cash is getting higher as more people use the service. Telkomsel has
become the cell phone operator with the most customers in Indonesia. Telkomsel is able to cover all market of
communication with its 157, 4 million customers (pre-research).

Differentiation strategy held by PT Telekomunikasi Seluler, Tbk in order to please its customers is through many
promotions offered by the T-Cash product, TAP by presenting many merchants joined. Consumer behavior must
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have bigger portion, consumers spend the product and service to fulfill their needs (Schiffman and Kanuk in
Sumarwan, 2015:4).

Identification and Problem Formulation

1. Does Differentiation influence Customer Satisfaction?

2. Does Promotion influence Customer Satisfaction?

3. Does Consumer Behavior influence Customer Satisfaction?

Product Differentiation

According to Jasfar (2011), Product differentiation is a process where a company intentionally chooses, makes and
offers its product differently or shows more unique look of the product than its competitor’s product to win the
competition in the market.

Measuring product differentiation uses 9 dimensions which are forms, features, conformance, performance quality,
conformance quality, durability, reliability, reparability and style (Kotler and Keller, 2009).

Promotion

According to Alma (2014), promotion is a communication that give explanation that convince the prospective
consumer about the goods and service. The promotion objective is to gain attention, educate, remind and convince
the prospective buyers or consumers.

Evaluating promotion needs to use five dimensions that are personal selling, advertising, sales promotion, publicity,
public relation (Walker in Sunyoto, 2015).

Consumer Behavior

Umar (2005:49) stated that consumer behavior is a direct action in having, consuming and spending products and
services. There are three dimensions in measuring consumer behavior that are culture factor, social factor and
personal factor (Hawkins and Mothersbaugh, 2010)

Customer Satisfaction
Kotler and Keller (2009:14) then explained that customer satisfaction reflects one’s judgment on the product
performance (or result) in term of expectation.

Measuring customer satisfaction needs to use three dimensions that are loyalty to product, words of mouth
recommendation, and company become the main consideration ( Tjiptono, 2015)

Hypothesis
The Impact of product differentiation to customer satisfaction
H1: Positive impact of product differentiation toward the satisfaction of Telkomsel T-Cash customers.

The impact of promotion to customer satisfaction
H2: Positive impact of promotion toward the satisfaction of Telkomsel T-Cash customers

The impact of consumer behavior toward customer satisfaction
H3: Positive impact of consumer behavior toward the satisfaction of Telkomsel T-Cash customers

Research Concept

According to the context of this research, it is then continued to the concept of this research which are product
differentiation impact, promotion, and customer behavior toward the satisfaction of T-Cash customers and the tool
analysis used is SPSS version 22 with the customers of PT. Telekomunikasi Seluler Thk as the research objects.
Figure 1.
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Figure 1:-Conceptual research model

Product
Differentiation

Promotion

Research Methodology:-
The design of this research uses descriptive and quantitative and qualitative statistics through the survey approach
(Sugiono ,2013). Data collecting technique used is through questionnaire by using L

inker scale 1-5 that is: 1= strongly agree, 2= agree, 3= adequately agree, 4 = disagree, 5 = strongly disagree. The
sample used is 200 customers of PT. Telkomunikasi Selular that uses T-Cash TAP and the sampling technique held
is incidental.

Customer
Satisfactions

=/

Customer Behavio

The tool used to describe the product differentiation variable, promotion variable, consumer behavior variable and
customer satisfaction variable us presentation and average statistics descriptive, and to analyze the inter-variables
impact, SPSS version 22 with double regression is used.

Research Result (Computer Data)

Descriptive Analysis

In the research result, average respondents evaluated that promotion was still problematic, while product
differentiation, consumer behavior and customer satisfaction had run well.

The Impact of Inter-Variables
Computer output result toward hypothesis test on the impact of product differentiation, promotion, and consumer
behavior toward customer satisfaction can be seen in Table 1

Tabel 1:-Multiple Linear Regression Test Results

Coefficients®

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 713 .184 3.882 .000
Product Differentiation .245 .062 .252 3.980 .000
Promotion .284 .063 310 4,529 .000
Consumer Behavior .330 .055 .349 6.008 .000

a. Dependent Variable: Customer Satisfaction

Equation Test Result

From the calculation of double linear regression analysis, it is resulted the regression equation as follow:

Y =0,713 + 0,245 X; + 0,284 X, + 0,330 X3

1. Ifall independent variables have the value of O (zero), then the bounded variable or Y (Customer satisfaction) is
0,713.

2. Regression coefficient for positive product diferrentiation variable of 0,245 shows that everytime product
differentiation level has one added, customer satisfaction will also add 0,245 each.

3. Regression coefficient for positive promotion variable of 0,284 shows that everytime promotion level has one
added, customer satisfaction will also add 0,284 each.

4. Regression coefficient for positive customer behavior variable of 0,330 shows that everytime customer behavior
level has one added, customer satisfaction will also add 0,330 each.

5. From the decision making based on the impact of product differentiation, promotion, and consumer behavior
toward customer satisfaction, it is achieved that:
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If Sig. > 0, 05 then HO accepted

If Sig. < 0, 05 then HO denied, Ha accepted

It is seen in Sig. column for the variable of product differentiation, promotion, and consumer behavior
toward customer satisfaction that has Sig. Value of 0,000 < 0,05, so Ho is denied and Ha is accepted which
means those three variables significantly influence customer satisfaction.

T-test Evaluation Result (Partially)

T- Table with 200 respondents, 4 variables by searching for df = n-k-1, then df = 195 is gained with a. = 0, 05 of 1,

6522. Based on Table 1 it can be known that:

1. Product differentiation (X1) toward customer satisfaction (). T-Test result on product differentiation variable
(X1) has t-count of 3,980 where t-table of 1,6522 so t-count >t table.

2. Promotion (X2) toward customer satisfaction (Y). on promotion variable (X2) the tt-test result is t-count value >
t table, that is 4,529 > 1,6522 and Sig. Value < 0,05, that is 0,000 < 0,05.

3. Consumer behavior (X3) toward customer satisfaction (Y) . Based on t-test result on consumer behavior
variable (X3), it has t-count of 6,008 where t-table is 1,6522 so  t-count > t table. Bothe tests above are
significant verification.

Research Result

Descriptive Analysis

The analysis result of descriptive research shows that respondents evaluated there is still a problematic variables and
need to be improved:

Promotion that is still problematic and the items need to be improved are T-cash Tap offer by executive, T-cash
advertisement on television, and T-cash article innewspaper/magazine.

Conclusion:-
The conclusion of this research result is that hypothesis test based on empirical data is proved to be positive and
significant.
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