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ABSTRACT

Tel ecommuni cationi ndustry inlndonesia has experienced a rapi d devel opnent fromt he past years, as
nowadays nobile phoneis nolonger al uxury product, but already a comnon product that is used by all ages as
a necessity. The devel opment of the mobile phone cannot be separated fromthe availahility of the cellular
service provider, because variety of featuresthat are produced by mobile phone conpany wll be uselessif the
cell uar service provider does not providethe support services. ‘ ‘3’ as one of the newcelluar service provider
that operate in Minado keeps increasingits service and also keep attracting new custoners. This researchis
purposed to exanine the consumner buying behavior of “ 3 celluar service provider in Manado, wth price,
guality, advertisenent, and brand awareness as t he variables. This research uses multiple regression nodel to
answer t he research problem. The popul ation observedis people who use“ 3’ ast heir cell ular service provider
in Minado withsanple as many as 100 respondents. This research concludes that variables of price quality,
and brand awareness i nfl uence consumer buyi ng behavi or of “ 3’ cell U ar service provider wth price asthe most
i nfluencing variable and advertise nent does nat influence consuner buying behavior of < <3” celldar service
prowvi der.
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I NTRODUCTI ON

Research Background

Tel ecommuni cati oni ndustryi nl ndonesia has experiencedrapi d devel op ment fromt he past years. Large
popul ation and hi gh economi ¢ grow hin I ndonesia offer bi g chance for telecommuni cationindustryto evol ve.
Nowadays, nobile phoneisnolonger aluxury product but already a common product fromchil drent o adultsas
a necessity product. People from different location and ti ne can easily communicate each other withthe
availahility of telecommunicationtechnol ogy. The devel opnent of nobile phone cannat be separated witht he
availability of celluar service provider. \ariety of features produced by nobile phone conpany will nat be
much usefu if celluar service provi der does nat provide the support servi ces.

The history of celluar service provider in Indonesia began on early 1980 when the service provider
used was NMT ( Nordic Mobile Telephone System) and AMPS ( Advanced Mbbile Phone Service) withthe
analog systemand very linited net work coverage. Then, around 1993 GSM ( Qobal Systemfor Mobile
Co mrmuni cation) arrived withthe digta technol ogy. The presence of GSMelim natedthe NMT and AMPS,
because GS Mused nmuch more advancedtechnal ogy withthe better sound quality and w der net wor k coverage.
Due to the developnent of telecomrunication industry in Indonesia the GSM service provider also
increasingly appeared Began wth Satelindot hat startedtheir servicein 1993 as thefirst GS Moperator service
inlndonesia fdlowed by Tel konsel in 1995 and Exelcomndo ( XL) in 1996. In 2007, Hutchinson enliventhe
mobile operator conpetition wth 3 (three) and fdlowed by Axisin 2008
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Each of celluar service providers set their own marketingstrategyto attract t he atterti on of custoners.
Wth tight conpetition among celluar service providers, each provider set its strategy carefuly to meet
custoners needs and wants. Gell uar service provider make great effort by setting upthe price, i ncrease service
quality, and produce good advertise nent to create brand awareness and attract customers as nany as they can
In Manado, there are several GS Mcelluar service provi ders such as Tel konsel, I ndosat, XL, 3 and Axis. ‘3’
as one of the newest cell Uar service provi der i nl ndonesia keepincreasi ngits services bathinter ng of price and
net work quality, alsoto keep attract newconsumers. When it was first i ntroduced i n 2007, ° *3” already gained
2,039 nillion users. In 2008, “ “3” users have i ncreased by 120%t o 4,501 nillion users andin 2012, € ‘3’ has
already around 14 nillion users.

Research Qbj ectives

The objectives of this research are to anal yze the i nfl uence of :

1 Price quality, advertiserent, and brand awareness to consumer buying behavior of ‘3’ celluar service
provider in Mwinado si multaneously

Price to consumer buying behavior of “ ‘3 celluar service provider in Mnado

Qualityto consuner buying behavior of © <3’ cell uar service provider in Minado

Advertisement to consuner buying behavior of ““3” cdluar service provider in Mnado

Brand awareness to consumer buying behavior of ‘3 ’celluar service provider in Munado

O~

THEORETI CAL FRAMEWORK

Theoretica Franmework

Price and Gonsuner Buying Behavior

The price of a product is ani nportant factor for consuner i ntheir buyi ng process. Price sensitivityis an
i nportant aspect inthe market today, as an average consuner woul d definitely prefer a product that is cheaper
than a product whichis above the budget (Agar val and Aggrawal, 2012).

Quality and Gonsuner Buyi ng Behavi or

The quality of product is a veryi nportant part in attracking consumners. Somnme consuner soireti nes
prefer the good quality product without consider other aspects. Rajput et al. (2012) statethat the quality of the
product you produce, that will leadto a successfu outcone inthe long run for every business inthe world

Advertise rent and Gonsurer Buyi ng Bzhavi or

Advertisenent is a way to make the consumer know and understand about a product or service.
Accordingto Solonon (2011) if the consumer like the advertise nent and he express his feelings it neans that
he is communi cate and deliver his needs and want tothe narketer.

Brand Awareness and Gonsurmer Buyi ng Behavi or

Brand awareness referstothe ability of athe potential consumner torecognize a brand \When consuners
want to purchase a product or service, and a brand name conetotheir mnds byitself, it can be saidthat the
product or service has hi gh brand awareness. It isi nportart for t he potertia consumersto be aware of a product
sothat it can becone one of the purchasing process (Foul adi vanda et a, 2013).

Previows Research

Raj put et al. (2012) found exa mnedt he relati onshi p bet ween consuer buyi ng behawvi or, product price,
product quality, and indicated that thereis a significant and positive relaionshi p bet ween price and buying
behavior but there is a negative relaionship between quality on buying behaviour. Nazi et al. (2012)
investi gated effective advertise ment and its i nfluence on consurmer buying behavi our, and found that thereis
positive relationship of emotional response wth consumner buying behaviour where consuner purchase t he
product from which consuner are e motionally attached andthe attachments are createdt hrough advertiseme nt
as audi g video, andtext for mwhich appealstothe custoner. Foul adivanda et al. (2013) anal yzedt he effect of
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brand equity on consumer buying behavior and foundthat brand awareness, brand | oyalty, perceived quality,
and brand association have significant i mpact on consuner buying behavior. Hsinet al. (2009) exam ned the
i npact of brand awareness on consuner purchase intertion found that brand i dertity and brand recall are
positivel yrelatedto purchaseintention Inother words, the higher the brand awareness, the hi gher t he purchase
inertion Hasan et al. (2013) examned factors influencing consuners nobile phone operators choice and
change behavi our and foundthat t he custoner give morei nportance onthe strong and w de net wor k coverage,
call charge, and faster internet connection while select and purchase nobile phone operatar services.

Price

Quality

Consuner
Buyi ng Behavi or

Advertise nent

— Partial influence
9 miltaneous
influence

Brand Awareness

Fgure L Gnceptual Frane work

Research Hypot hesis

The hypat heses of this research are:

HL: Price, Quality, Advertisenent, and Band awareness infl uence custoner buying behavi or of < <3’ cdlldar
service provider in Minado si multaneously

. Priceinfluence customer buying behavior of < “3” celluar service provi der in Manado partialy

: Qualityinfluence custo mer buying behavior of ¢ ‘3 *cell uar service provider in-Mnado partialy

. Advertise nent influence custoner buying behavior of ¢ <3’ cell uar service provider in Minado partialy

: Band awareness infl uence custormer buying behavi or of “ ‘3 cell uar service provider in Mnado partialy

FESS

RESEARCH METHOD

Types of Research

Type of thisresearchis associative research wherethe purposeisto deter mine whether one variable
causes ancther variable to occur or change. The independent variables of this research are price net work
coverage quality, advertisement, and brand awareness, and the dependent variable is consuner buyi ng behavior.

M ace and Ti ne of Research

The research was conductedin Manado bet ween June - July 2013, The questionnaires were distributed
tothe ‘3’ celluar service provider user in Minado, and the data collection and anal ysis process was taken
around a nonth

Popu ation and Sanple

Popul ationreferstot he entire group of people, events, or things of i nterest t hat t he researcher wishesto
investigate (Sekaran and Bougie, 2009 262), and A sanpleis a subset of the populaion It conprises somnme
me mbers sel ected fromt he popul ati on ( Sekaran and Bougie, 2009: 263). The popul ation of thisresearchis the
entire‘ 3’ celluar service provider usersin Minado wthsanple of 100respondentsanong  “3°celluar service
privider user in Minado, using purposive sanpling

Data (ollection Mthod
The data usedinthisresearch consists of t wotypes whichare pri nary datathrough questionnaires and
secondary data fromdocuments o reports and ot her datarelevant tothis research
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Operational Defintions and Masure nent of Research Variah es

Table 1 Qperational Definition of Research Variables

Variable Definition I'ndii cat ors
Price ( X1) Priceisthe anmount of noneythat custoner spentto| - Price of S MCard
purchase a product or service - Call, and SMH MIVB charge
- Internet package charge
Quality () Qualityisthetaality of features and characteristics| - Call and SM5 network
of a product or service that bear on its ahility to coberage quality
satisfy stated or i nplied needs. (Kotler and Keller, | - Irternet network coerage
2009: 169) quality

The features and bonuses
offered

Advertise ment
(X

Advertisingis a nass communi cationtools available
to marketers whichis a communication process, a
mar keting process, an economc and socia process,
a public relations process or an infor nation and
persiasi on process ( Ayanwale et a, 2005)

The contain of advertise nent
The nessage of advertise nent
The nunber of advertisement
appeared

Brand Brand awareness reflects the salience of a brandin| - Brandrecal

Awar eness the consuners mnd (Aaker, 1996) - Brandrecognition

(X4 - Brand nane

Consu ner Consuner behavior is the study of the processes | - Choose the serviceto use
Buying involved when individuals or group select, | - Keep usingthe service
Behavior () purchase, use, or dispose of product, services, ideas, | - Recomnmendedto a her

or experience to satisfy needs and desires.
(Sol ormon, 2011: 33)
Source: Data Processed 2013

Instruments inthis research measured by using L kert Scale, in which sonme questions with multiple
answers wll be giventothe respondents. The Li kert scaleis designtoexanine howstrongly subjects agree or
disagree withstate nents ona five poirnt scale, whichare 1L Srongly Osagree, 2 Disagree, 3. Neither Agree or
Dsagree, 4 Agree, 5 Srongly Agree.

Data Analysis Techni que

Validty and Realikility Testing

Validtytestingis used to know whether the neasurenent tool that selected can neasure what t hat
supposedto be neasured Validinstrunent meansthe measurenent toolsthat usedto get the datais valid The
instrunent considered as a validif the correlation coefficient bet weenthe score of oneindicator andthetotal
score of dl indicators is positive and norethan Q3 (r > Q 3).

Reliability of a rmeasure is anindication of the stability and consistency wth wich the instrument
measurest he concept and hel pstoassesst he  ‘goodness * of a measure. Consistencyi ndicates how well theitens
measuring a concept hang together as a set. Gronbach’s Alphais areability coefficiert that indicates how well
theitensinaset are positivel y correlatedt o one another. Gronbach’s Al phais conputedinter ns of the average
intercorrel ations anong the itens neasuringthe concept. The closer Gronbach’s alphaisto 1, the hi gher the
internal consistency reliability.

Multide Regression Analysis

Multiple regression anal ysis is used in a situation where two or nore independent variables is
hypat hesi zed t o affect one dependent variable Inthisresearch, multiperegression analysisis usedtotest the
i npact of eachindependent variable (price, net work coverage quality, advertisement, and brand awareness) to
the dependent variable (consurmer buyi ng behavi or).

The for milais:

Y=a+bhX +hX +hX +h X
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Where
Y = Customer Buying Behavior
X = Price
X = Network Coverage Quality
X = Advertisenent
X, = Brand Awareness
a = the constart, when all the independent variables equal to 0
b = theslope for each independent variable
RESULT AND DI SCUSSI ON
Resut

Validtytestis usedto know whether theinstrunentis valid or not. Theinstrumentis validifthe score

of indicator is positive and nore than 0.3 (r > 0.3). The result shows that price (.393), quality (.327),
advertise nent (. 310), and brand awareness (. 346). Since all correlation bet ween variablesis norethan 0. 3 then
theinstrunent is valid Reliabilitytest is usedto checkthe consistency of the measurenent instrument. The
reliabilitytest inthisresearch using O onbanch A pha that wll showt heinstrunentisreliableifthe coefficient
is morethan 0.6 The val ue of Gronbach’s Alphais 0.670 whichis norethan 0.6. Therefore, the measurement
instrunents usedforthisresearcharereliable andtheinstrunent can get t he consistent result if usedi n different
ti nes.

Multide Regression Analysis
Table 2 Mitide Regression Resut

Mo del Unst andar di zed S andardi zed
Coeffidents Coeffidients
B Sd Bror |Beta t Sg
1 (Constart) .590 .537 1098 |.275
Price .294 118 .240 2479 |.015
Quality .169 .074 .213 2271 |.025
Advertise nent .108 .101 .105 1066 |[.289
Brand Awareness | .229 J111 .201 2 060 .042

a. Dependent \ariable: Consumer Buying Behavior

Source: Data Processed 2013

The Equationis as fdlowvs:

Y =059 +0294 XL +0169 X2 +0108 X3 + Q229 X4

The explanations of the equation are:

a Constant 0.0590 shows t hei nfl uence of price ( X1), quality ( X2), advertise nent ( X3), and brand awareness
(X4) to consuner buying behavior (Y). It nmeans that, when independent variables are constart (zero),
consuner buying behavior (Y) as dependent variableis predictedto be 0 551

b. 0.294is the slope of price (X1) neaning if priceis increasing while other variables are constant then
consumner buying behavior is predictedtoincrease by 0.294.

c. 0.169isthe slope of quality (X2) nmeaningif quality isincreasing while other variables are constant then
consuner buying behavi or is predictedtoincrease by 0. 169,

d 0.108isthe slope of advertisenent ( X3) neaningif advertisenent isincreasing while other variables are
constant then Y consurmer buying behavior is predicted toincrease by 0 108

e. 0.229isthe sl ope of brand awareness ( X4) neaningif brand awareness isincreasing while other variabl es
are constart then consumer buying behavi or is predicted toincrease by 0 229,
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Table 3 Tabe Rand R

Adjusted R
Model R R Square Square

1 .516' . 266 .335

a. Predictars: (Constant), Rice, Quality, Advertisenent, Brand Awareness
b. Dependent \ariable: Consumrer Buying Behavior
Source: Data Processed 2013

Rand R are usedtoseetherelationshi p bet weenindependert and dependert variables. The val ue of R
is 0. 516 ndi cating a positive rel ati onshi p bet weeni ndependent and dependert variable. The val ue of R is 0. 266
meaning price, quality, advertisenent and brand awareness as independert variables are able to influence
custoner buying behavior as much as 26.6 % whilethe rest 73 4%at her factor is not included inthis research

Qassica Assunption Tests

The Muilticdlinearity proble mshows through the collinearity statistics, inthe tolerance and variance
inflaedfactors (M F) table. Ifthetaderance value morethan 0.10 andthe M F valueless than 10, it indicates
thereis no nulticdlinearity. Thetol erance val ue of priceis 0. 821, qualityis 0. 882, advertisenent is 0. 793, and
brand awareness is 0.813 which are nore than 0.10. The MF value of price is 1217, qualityis 1 134,
advertisenent is 1 261, and brand awarenessis 1 230 whicharelessthan 10. So, theresult of thet ol erance and
M F val ue showt hat this researchis free from nulticollinearity. Heteroscedasticity occurs if there are dots
which for ma certain pattern regularly as waves. Honoscedasticity occurs if there are no certain patterns
which are clear, andthe dots spread above and bel owthe Othe Y-axis. The patterns of t he dots are spreadi ng,
andthe dats are spreadi ng above and bel owt he zero point of Y-axis. So, thereis no heteroscedasticityinthis
regression Nor nalitytest can beidentifying by using graph of P-P Plat. The data will distribute nor mallyif
the value of P-P Pl a is near diagonal line of the graph. The dots are spreading near t he diagonal line and
fdlowthe direction of the diagonal line. Therefore, the datais distributed nor nally.

Hy pot hesis Testing

Hyphat hesis testing consist of F Test and T Test. Ftest is usedto deter mine the si miltaneous effect,
and T-test is usedto deter mine the partial effect of each independent variableto dependent variable.

Table 4 F Test Resut

Model Sum of
Squares Df Mean Square |F Sg
1 Regression | 8 486 4 2122 8 606 .000*
Resi dual 23420 95 247
Total 31 907 99

a Pedictors: (Constant), Brand_Awareness, Quality, Price, Advertise nent
b. Dependent \ariable: Consurner_Buying_Behavior
Source: Data Processed 2013

Table 4 shows that the degree of freedom1 (df1) is 4 andthe degree of freedom2 (df2) is 95 withthe
level of significanceis 0.05. The Fcourt is 8 606 andthe Rableis 2 47. Therefare, Fcount (8 606) > Rable
(247). Sincethe Fcountis morethan Rable the Hois rejectedandthe Hais accepted So, the variables of price,
quality, advertise nent, and brand awareness si multaneousl yi nfl uence t he dependent variable wichis consumer
buyi ng behavi or.
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Table 5 t Test Resut

Mo del Unstandar di zed S andardi zed
Coeffidents Coeffidients
Sd
B Eror Beta t Sg
1 (Constart) .590 .537 1098 .275
Price .294 .118 . 240 2 479 .015
Quality .169 .074 213 2271 .025
Advertise nent .108 .101 .105 1066 .289
Brand Awareness .229 11 .201 2. 060 .042

a Dependent \ariable: Gonsuner Buying Behavior
Source: Deta Processed 2013

The partia influence for each independent variable wll be explai ned as fdlowvs:

1 Priceand Consuner Buying Behavior. Thetableshowsthat Tcount val ue of priceis 2 479, and Ttable with
thelevel of significance 95%is 1. 985 The resultis Tcount (2 479) > Ttable (1 985), and because Tcourt is
more than Ttable Ho is rejected and Ha is accepted It means that price has significant influence to
consuner buying behawvi or.

2 Qualityand Consuner Buying Behavior. The table shows that Tcount val ue of qualityis 2 271 and Ttable
withthe level of significance 95%is 1. 985 The result is Tcount (2 271) > Ttable (1 985), and because
Tcountis norethan Ttable, Hoisrejectedand Hais accepted It neansthat quality has si gnificart i nfl uence
to consuner buyi ng behavior.

3. Advertisenent and Consumer Buying Behavi or. The table shows t hat Tcount value of advertisnentis 1 066
and Ttable withthe level of significance 95%is 1 985 The result is Tcount (1066) < Ttable (1 985), and
because Tcount islessthan Ttable, Hois accepted and Hais rejected It neansthat advertise nent has no
si gnificart infl uence to consuner buyi ng behavi or.

4. Brand Awareness and Consumer Buying Behavior. Thetableshows t hat Tcount val ue of brand awarenessis
2 060 and Ttable withthelevel of significance 95 %is 1. 985 The resultis Tcount (2 060) > Ttable (1 985),
and because Tcount is norethan Ttable Hoisrejected and Hais accepted It meansthat brand awareness
has si gnificant infl uence toconsuner buyi ng behavi or.

O scussion
Price

The result of the multiperegression anal ysis shows that the val ue of significance obtainedfor priceis
0.015 <o =0.05 It means that price has significart i nfl uence to consuner buying behavior of < “3” cellular
service provider userin Manado. Theinstrunent that usedto nmeasurethe price variableinthisresearchis price
of Sl Mcard, the call, sns, and mns rates, and the internet package rates. Referring to the result, the
contribution of priceto consuner buying behavior of“ <3 cell dar service provider is considered significant by
the““3” user in Minado. The significant i nfluence because the ‘3’ custonersin Manado assume that < <3 has
affordable price andrates. The price of the SI Mcard whenfirst purchasedis considered as affordable. Besides,
the call, s ns/ mns, andinternet package rates also very affordablefor the customers.” “3” has several packagesto
offer the custoners. * ‘555 package ° consist of 500 m nutes call to 3 operator, 5000s ns toall operator and 3MB
internet freefor customers with Rp. 555, - per day. ‘ ‘9 package * consist of 99 minutes call toall operator, 2 000
freesns toall operator with only Rp. 399,- and 5 VB freeinternet each day. © ‘Short call package > wth Rp. 15,-
/minute for call rates and Rp. 399,- for one sns, and thenfree 20.000s ns to all operator, and Rp. 399, - per day
for 5MB internet. 3’ also has Aways On (AON for internet package wth only Rp.10.000,- a month
Rp. 35.000,- 6 month and Rp. 50.000,- a year for freeinternet li nitedto 10 sites. & her i nternet package such as
1GBa month with Rp. 50.000,- and 2GBa nonth with Rp. 75000, -. The various and affordabl e package of 3’
conpared wth other cell uar service provider nade the customers choose and keep using“ ‘3’ astheir cellular
service prowvi der.
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Quality

The result of the nmultiperegressionanal ysisshows t hat t he val ue of si gnificance obtai nedfor qualityis
0.025 <a =0.05 It nmeansthat quality has si gnificance i nfl uence t o consu mer buyi ng behavi or of < <3’ cellul ar
service provider userin Manado. Theinstrunent that usedto nmeasurethe quality variableisthe call, sns, and
mns net work coverage quality, the internet net work coverage quality, andthe features offeredto custoners,
suchas theinternet package, bonus or free call and sns, etc. Referringtothe result, the contribution of quality
to consumer buying behavior of < 3” celluar service provider is considered significant by the“ ‘3’ user in
Manado. The significance infl uence because 3’ custonersin Minado assunes that net work coverage quality
for call, sns, andinternetis quite satisfactary, consider ‘ ‘3’ as one of the newest cell uar service provider that
operate in Minado. The connection of < “3”is overall good, although soneti nes several connection probl erms
happened. The featwresthat offeredto customners also attractive and satisfying, because“3’gwve ala of bonus
for call and s ns, and various kinds of i nternet package for the custoners. Those are sone custoners reasont o
purchase and keep using‘ 3’ astheir celluar service provider. But there are alsocustonersthat suggest “ 3 ’to
i nprovetheir net wor k coverage quality bothi nsi de and outside Minado, expandt heir net wor k especialyint he
renote area, and mni mze the net work problem

Advertise nent

The resut of multiple regression analysis shows that the value of significance obtained for
advertisenentis 0.289 > o =0.05. It meanst hat advertise nent has no si gnificancei nfl uencetoconsumner buying
behavior of < <3 celldar service provider user in Manado. Advertisenent cannot be used as the factor to
measurethe consuner buying behavi or of < ‘3’celluar service providerin Minado. The consuner thinksthat the
advertisenent of < “3’isnat appeal tothe mand many consurners did not re me nber t he 3 advertise nent. In other
wor ds, the advertise nent appeal, the nessage of advertisenent, andthe nunber of advertise nent appear may
nat bethe major factor toinfluence consuner buying behavior of 3 cellu ar service provi der. The consu mers
of celluar service provider gi ve nore i nportance on the strong and w de net work coverage, call charge, and
faster internet features while choice, select, and purchase nobile phone operator services ( Hasan et al,
2013: 165).

Brand Awareness

The result of the multipe regression anal ysis shows that the val ue of significance obtained for brand
awareness is 0.042 < a = 0.05 It neans that brand awareness has si gnificance influence to consuner buying
behavior of <“3’ celluar service provider user in Manado. The instrunent that used to nmeasure the brand
awareness variableisthe brand recall, when consuners see a product category and they can a recall a brand
nane exactly, and brandrecognition, when consumers have abilityt oi dentifya brand whenthereisa brand cue,
and brand nare, whichreflectsthe nane of a product or service.  Referringto the resut, the contribution of
brand awareness to consumer buyi ng behavi or of “ ‘3 *celluar service provider is considered significant bythe
<3’ user in Minado. The significance influence because the“ <3’ custoners in Manado assumes that <3 has
good brand awareness anong ot her cell uar service provider. Brandrecall of < “3’is quite good, as sone of the
respondents canrecall < ‘3’exactly whent hey hear about cellular service provi der category. Brandrecognition of
“3’anongthe custonersis very good, because many canrecognize‘ ‘3’ easily whenthey seethe product cue
suchasthelogo. And brand name of “ “3’isalso very good, because many respondentsthinkthat < “3’is a good
and e norabl e brand name. The si nplicity of the brand nane, andthel ogothat veryrepresert the brand nane
is one of the reason customers keep rene mber “ “3” as one of the cell dar service provi der.

CONCLUSI ON AND RECOMMENDATI ON
Concl wsion

Based onthe resuts of the research, it can be drawn concl usi ons as fdlows:

a Price, Quality, Advertiserrent, and Brand Awareness are proved to have influence on Consuner Buying
Behavi or si multaneously.

b. Price which consists of SIM card price, call, sns and mns rates, and internet rates are proved to have
i nfl uence on consuner buying behavior of © <3” cell uar service provider partidly
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c.  Quality which consists of call, sns, and mns net work coverage quality, the internet net work coverage
guality, andthe feat ures offeredt o customers, such ast he i nternet package, bonus or free call and s ns, etc
are proved to have infl uence on consuner buying behavi or of 3 cell uar service provider partialy:.

d Advertisenent which consists of t he advertise ment appeal, the message of advertise nent, andt he number of
advertise nent appear are provedto have influence to consumner buying behavior of “ “3’ celluar service
provi der partialy:.

e. Brand Awareness which consists of brand recall, brand recognition and brand nane are provedto have
si gnificart infl uence to consurer buying behavior (V) of © <3’ celldar service provider partialy.

Reco mne ndati on

The recommendations are:

a  The significant i nfluence referred by price ( X1), quality( X2), and brand awareness ( X4) shows t hat t hose
variables are considered as the significant factors that influence consumer buying behavior (Y) of <3’
celluar service provider user in Minado. Therefore, itisrecommendedto* 3’ celluar service provider to
meintainall goodthings relatedto varialles, such as keepthe affordable price for the custoners, and keep
i nprovingthe quality of service.

b. Advertisenent ( X3) haveto be nonitored and reviewed all thethings relatedto this variable, such as pay
attention to the contain of advertisenent, as consunmers thinks that that the advertisenent of 3 isn’t
interesting and ot hers not re e nber t he advertise nent, sothe consuners can understand and re ne nmber t he
message delivered by the advertisenent, because based on this research advertisenent does not have
si gnificart infl uence to consuner buyi ng behavi or of 37 celluar service provi der user in Minado.
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