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ABSTRACT

People today are varying with different perception toward their purchasing behavior. They become
eager in purchasing product to guarantee they satisfied after used the product. Blackberry smartphone in the last
4 years became very popular in society at global market nowadays. BlackBerry smartphone nowadays in
Indonesia is turn into popular smartphone that already have by many people in every group of them. This
research wants to study about customer perceived value on customer satisfaction and repurchase intention of
BlackBerry users in Manado. The type of research used in this research is Structural Equation Modeling, or
SEM is a quantitative study with secondary data collection techniques. This study collected 200 data sample of
population of people who used BlackBerry smartphone in Manado. The conclusion of this study is perceived
value has significantly effect toward customer satisfaction. Perceived value has positive effect to repurchase
intention but did low significant effect. Customer satisfaction has positive and significant effect to repurchase
intention. BlackBerry Ltd. company should be more consider about their strategic marketing and management
on pricing by giving low cost (low price) to customer without decreasing the quality of product.
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INTRODUCTION

There are a million customers that live in the earth today that becoming company’s target market. Each
of them has different perception in making their purchase decision. Perception itself is a powerful force
stimulate in consumer nowadays towards their buying behavior. Though there’s million, there’s still a group of
people who have same interest toward the decision they choose.

Perception of each person in this world is varying and drive by a lot of factor. People perceive stimulus
today drive by considering products and services quality factor. Talk about quality, product is the mostly
become market goods that be always asking by the customer about how well the product’s quality. Quality is
become the indicator or considered item to the customer purchase decision.

The fact that always been faced in this situation, customer often insensibly start to perceive the quality
and the value of specific item to persuade their conscience to consider certain kind of product because of the
some information about the quality of the product provided. Not so long ago there’s smartphone product that
become famous and spread into the global market enormously at 2008. BlackBerry smartphone already spread
all around Indonesian nation, more than half percent of people in Indonesia had been already become
BlackBerry users.

Customer of Indonesia still perceived the value of BlackBerry Messenger as their ‘must have’ tools or
application that function to connect them with other people. The other reason customers in Indonesia still using
BlackBerry smartphone are satisfaction of the BlackBerry Messenger service that make easy to know and to use
application.
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Mostly knowing issue that very becoming critical point in the Manado market nowadays is about their
customer act of purchase behavior become really the mostly interesting value to find out they satisfied and
willing to repurchase BlackBerry smartphone that becoming life trend nowadays.

Research Objectives
The objectives of this research are to know the effect of:

1. Perceived value on customer satisfaction.
2. Perceived value on repurchase intention.
3. Customer satisfaction on repurchase intention.

THEORETICAL FRAMEWORK
Perceived Value

Customer’s perceived value can be defined from the customer perspectives of money, quality, benefit, and
social psychology. Hellier (2003) explained perceived value is “the customer's overall appraisal of the net worth
of the service, based on the customer's assessment of what is received (benefits provided by the service), and
what is given (costs or sacrifice in acquiring and utilizing the service).”

Customer Satisfaction

Farris, et al., (2010), definedcustomer satisfaction as the number of customers, or percentage of total
customers, whose reported - experience with a firm, its products, or its services (ratings) exceeds
specified satisfaction goals. Customer satisfaction in total is equal to the emotional perception (Wong, 2000).

Repurchase Intention

Hellier et al. (2003) explain about repurchase intention is the individual's judgment about buying again
a designated service from the same company, taking into account his or her current situation and likely
circumstances. Still others have considered the predictive validity of repurchase intention for subsequent
repurchase behavior (Mittal and Kamakura, 2001).

Previous Research

Choi and Kim (2013) shows that the positive relationships between quality and value and customer
satisfaction and repurchase intention found in numerous previous studies also exist in the context of social
enterprises and perceived values have positive effects on customer satisfaction and repurchase intention in the
future. Tsiotsou (2005) investigated the effect of various perceived quality levels on product involvement,
overall satisfaction and purchase intentions. perceived quality explained more of the variance in overall
satisfaction than in product involvement and purchase intentions. Jahanshahi et al., (2011) study showed that
there are high positive correlation between the constructs of customer service and product quality with customer
satisfaction and loyalty. Hellier et al., (2003) develops a general service sector model of repurchase intention
from the consumer theory literature and finds that although perceived quality doesn’t directly affect customer
satisfaction, it does so indirectly via customer equity and value perceptions. Hellier et al., (2003) finds that past
purchase loyalty is not directly related to customer satisfaction or current brand preference and that brand
preference is an intervening factor between customer satisfactions and repurchase intention. Kuo et al., (2009)
purposes to construct an instrument to evaluate service quality of mobile value-added services and have a
further discussion of the relationships among service quality, perceived value, customer satisfaction, and post-
purchase intention. The main findings of Kuo et al., (2009) as follows: (1) service quality positively influences
both perceived value and customer satisfaction; (2) perceived value positively influences on both customer
satisfaction and post-purchase intention; (3) customer satisfaction positively influences post-purchase intention;
(4) service quality has an indirect positive influence on post-purchase intention through customer satisfaction or
perceived value; (5) among the dimensions of service quality, “customer service and system reliability” is most
influential on perceived value and customer satisfaction, and the influence of “content quality” ranks second; (6)
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the proposed model is proven with the effectiveness in explaining the relationships among service quality,
perceived value, customer satisfaction, and post-purchase intention in mobile added-value services. Anwar &
Gulzar (2011) intends to find out the impact of perceived value on word of mouth endorsement and customer
satisfaction exploring a mediating role of repurchase intentions.

2.7 Research Hypothesis

In order to check the relationship between the independent and dependent variables, three hypotheses were
developed.

H1. Perceived value has an effect on customer satisfaction.
H2. Perceived value has an effect on repurchase intention.
H3. Customer satisfaction has an effect on repurchase intention.

Perceived Value Customer
X) Satisfaction (Y1)

Repurchase
Intention (Y2)

Figure 1. Conceptual Framework
Source: Theoretical Review

RESEARCH METHOD

Type of Research

This research is using causal research which is this research explores the effect of one thing on another
and more specifically, the effect of one variable on another variable. The research is used to measure what
impact a specific change will have on existing norms and allows market researchers to predict hypothetical
scenarios upon which a company can base its business plan.

Place and Time of Research
The study is conducted in Manado between September-October 2013, among the people who ever purchase
Blackberry smartphone.

Population and Sample

Castillo (2009) explained research population is generally a large collection of individuals or objects
that is the main focus of a scientific query or also known as a well-defined collection of individuals or objects
known to have similar characteristics. It is for the benefit of the population that researches are done. It can be
defined in many ways, for example by age, ethnicity, and type of housing, birthplace or location. Base on this
study case the population targeting the people who using BlackBerry inside Manado society.

Data Collection Method

Hair et al., (2010:26) to collect the primary data of research by do survey (spread questionnaires) and to
collect the secondary data, this research browsed the information through internet, marketing books and
marketing journal. Much of primary data collection required for solving marketing problems involves asking
questions to respondents and recording their response. To collect primary data, this research does survey by
spreading questionnaires to gather information. A questionnaire is a formal framework consisting of a set of
questions and scales designed to generate primary raw data (Hair et al., 2010:178).
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Operational Definition and Measurement of Research Variables
Operational Definition of Research Variables

The variable of this research will be measured by using Likert-scale. Likert scale is designed to examine
how strongly subjects agree or disagree with statements on a five-point scale with the following anchors: 1 =
“strongly disagree”, 2 = “disagree”, 3 = “neither agree nor disagree”, 4 = “agree”, 5 = “strongly agree” (Sekaran
and Bougie, 2009:152).

Data Analysis Method

Validity test is the extent to which the conclusions drawn from the experiment are true (Hair et al.,
2010:120). The measurement of validity test in this research is using SPSS software with analyzing MSA
(Measures of Sampling Adequacy). Validity test will said its valid if in “Anti-Image Correlation” is more than
0.5. Reliability tests are the extent to which the measurements taken with a particular instrument are repeatable
(Hair et al., 2010:156). Reliability tests that used to analyze the collection of data by looking the Cronbach’s
Alpha. Reliability test will said it’s reliable and consistency if alpha is more than or equal with 0.7.

Structural equation modeling (SEM) Analysis Model

Structural Equation Modeling, or SEM, is a very general statistical modeling technique, which is widely
used in the behavioral sciences. It can be viewed as a combination of factor analysis and regression or path
analysis. The interest in SEM is often on theoretical constructs, which are represented by the latent factors. The
relationships between the theoretical constructs are represented by regression or path coefficients between the
factors. The structural equation model implies a structure for the covariances between the observed variables,
which provides the alternative name covariance structure modeling. However, the model can be extended to
include means of observed variables or factors in the model, which makes covariance structure modeling a less
accurate name. Many researchers will simply think of these models as ‘Lisrel-models,” which is also less
accurate. LISREL is an abbreviation of linear structural relations, and the name used by Jéreskog for one of the
first and most popular SEM programs.

RESULT AND DISCUSSION
Result
In this part showed the result of chi-square, degrees of freedom and probability level minimum was
achieved is displayed here when a model was fitted successfully:

Chi-square =24.364
Degrees of freedom =25
Probability level =0.498

The model must be same as the empirical data because if it is same “fit”, so HO must be accepted then
Chi-square must be “not significant” Chi-square with low value will be produce the significant level bigger than
0.05 and the value degree of freedom is 25, it is means more than 0, so the model worthy to estimated. The
result of calculate estimate must be minimum was achieved then the research can continue to process the data,
but if it is not the research must recalculate and remake our research data. In this research the result of calculate
estimate is minimum was achieved. The probability level from this AMOS output of this research is 0.498. It is
above 0.05 so it is totally fit with the data of sample.
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Table 1. Goodness of Fit Table

Goodness of fit indices Cut-off value Output
RMSEA <0.08 0.000
GFlI >0.90 0.974
AGFI >0.90 0.952
CMIN/DF <2 0.975
TLI >0.95 1.001
CFI >0.94 1.000

Source: Data analysis result SEM, 2013

Hypothesis
HO = the model is same as the empirical data
HA = the model is not same as the empirical data

The basis of Decision Making:
1. If probability (the sig) > 0.05 HO is accepted, the model is same as the empirical data.
2. If probability (the sig) < 0.05 HA is accepted, the model is not same as the empirical data.
Decision:
In the above table the value sig = 0.498 > 0.05, so HO is accepted, and the model same as the empirical data.

Result of SEM Analysis

SEM Model

Base on SEM analysis, it is show SEM model there are three variables which is perceived value (X1), customer
satisfaction (Y1), repurchase intention (Y2) and each variables consists of three indicator, where’s perceived
value (X1) indicators are emotional value (X11), functional value (X12), and emaotional value (X13).Customer
satisfaction (Y1) indicators are expectation (Y11), price (Y12), and reliability (Y13).Repurchase intention (Y2)
indicators are brand preference (Y21), durability (Y22), appraisal (Y23).

Figure 2. The Model Displayed X1 as Eksogen, Y2 as Endogen and Y1 as Endogen.
Source: Data Analysis SEM, 2013
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Discussion

Perceived Value and Customer Satisfaction

Customer satisfaction influence by perceived value regarding to the customer expectation toward the
product, the price, also how reliable BlackBerry smartphone in the eye of their customer. Perceived value is a
visionary sense used by customer perception to stimulate and increasing customer belief to purchase product or
services (in this study research is BlackBerry smartphone). By increasing belief, the beneficial and expectation
toward the product that customer wants increasing their purchase intention and also their satisfaction before and
after they making purchase decision. People today used their perception very well to make sure being satisfied
by purchasing specific product or services after find out information of the product or services on internet or
news. There’s important role of customer perceived value as the internal media for customer to increase their
interest to purchase the product and customer satisfaction become the target the need to be achieved by the
customer after perceived the value of the product or services. Quality perspective, value is the difference
between the money paid for a certain product and the quality of the product (Bishop, 1984). In other words,
when less money is paid for a high quality product, positive perceived value will be created.

Perceived Value and Repurchase Intention

Perceived value has a positive effect towards the repurchase intention. Perceiving product and services
affect customer will to their repurchase intention. The probability on AMOS result shown that perceived value
has positive effect on repurchase intention but with a little significance. The relationship between perceived
value toward repurchase intention strengthen by indicator of the customer perceived value and also the
intermediate of perceived value. Perceived value is not enough to increase customer intention to purchase
BlackBerry smartphone. Customers of BlackBerry in Manado expecting something better from the product
though when customer become half satisfied, it just because there’s something better products and services
provided from another smartphone companies that making alternate choices toward customer repurchase
intention. Social value become part of perceived value has positive effects on repurchase intention for green
products through the level of perceived importance, is similar to this research. Rhee and Ryu (2012) who
empirically showed the relationships between social value and repurchase intention. When consumers rate the
social value of a company highly, they form positive opinions about the company, which in turn increase
repurchase intention. Choi and Kim (2013), finds that the high ratings of the functional, emotional and social
value of social enterprises lead to customer satisfaction, which results in repurchase intention. In this case
customer satisfaction is become the rope that tied and strengthen this two variable’s relationship. Sweeney and
Soutar (2001) pointed out that perceived value including the purchase process of products and services is
created at the pre-purchase stage, while customer satisfaction is related to the experience of using products or
services at the post-purchase stage. The perception of value is the preceding factor of satisfaction level, whereas
the satisfaction level acts as a resulting factor. That is, perceived value is the factor of satisfaction level. To
enable the development of a comprehensive theory of customer perceived value, further researches is required
on the effect of customer satisfaction and repurchase intention upon repurchase behavior (Mittal and Kamakura,
2001).

Customer Satisfaction and Repurchase Intention

A direct positive relationship between customer satisfaction and repurchase intention is supported by a
wide variety of product and service studies (Anderson and Sullivan, 1993). Hellier, et al. (2003) result studies
establish that “overall customer satisfaction with a service is strongly associated with the behavioral intention to
return to the same service provider”. However, it must be kept in mind that the direct positive relationship of
satisfaction upon repurchase intention is a simplification of the matter. While customer satisfaction is a major
factor, it is only one of the many variables that can impact upon customer repurchase intention (Sharma and
Patterson, 2000). Customer satisfaction has a direct positive effect on repurchase intention. The research of
Patterson et al. (1997) confirmed customer satisfaction to be a significant predictor of RI, and perceived value to
be a significant predictor of customer satisfaction supporting.
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CONCLUSION AND RECOMMENDATION

Based on the research objectives, this research concludes that:

1. Perceived value has direct effect toward customer satisfaction. The BlackBerry users in Manado develop
their perception to make sure they satisfied from what they expected from BlackBerry smartphone. The
customer in Manado perceived BlackBerry smartphone as their daily need back to three years ago until
know the life cycle of BlackBerry seems reach to the end or depletion, there’s still people use their
BlackBerry and still satisfied using it because of easy to use and services provided from Telcos company
(such as Telkomsel, Axiata, Hutchinson, etc.) is very beneficial for them especially for student and college
student. The customers in Manado see BlackBerry not only as it functions but also toward their emotional
and especially social value which is very helpful for them in their daily activity on communication, it
conclude they very satisfied by using BlackBerry smartphone.

2. Perceived value itself has a positive but a little significant effect onward repurchase intention. That seems
BlackBerry users in Manado perceived something more and attracted to other option of smartphone that
being developed from different smartphone company. In this case BlackBerry smartphone is a little too late
and left behind to see this point which is just trying to create same product (mean of BlackBerry Messenger)
but didn’t aware and well updated from what happen to the society right now which is very developed and
has brand new technology that BlackBerry didn’t have it. The customer intention to repurchase is
considered low when they perceived the value of buying BlackBerry smartphone.

3. Customer satisfaction is greatly effect to customer of BlackBerry smartphone’s repurchase intention.
BlackBerry users in Manado satisfied toward the price of BlackBerry also their expectation toward
BlackBerry smartphone product is greatly affected their intention to repurchase BlackBerry. Many people in
Manado whose are people who work in traditional market, private worker, civil servant, until the
entrepreneur have BlackBerry smartphone because of the price is very good and affordable for all kind of
groups of people. The customer in Manado satisfied from what BlackBerry smartphone provided and had
greatly interest to intent to repurchase BlackBerry smartphone.

Recommendation

The relationship of each variables that be used in this research were good but to be sure the relationship
between perceived value and repurchase intention needed customer satisfaction to increase their significance. In
the future researches recommended to making another model such that customer satisfaction affected perceived
value to measure if there’s direct relationship between perceived value and repurchase intention because of
perceived value is an important factor of customer satisfaction. Besides keep create and expand the customer
satisfaction, BlackBerry could consider to improving on their customer repurchase intention. BlackBerry should
also develop their product to attract and increasing customer belief to maintain customer still looking for buying
BlackBerry smartphone. BlackBerry may be making new innovation or sell their product with low price to
attract low salary worker to purchase their product considered there’s a lot of low salary worker also student and
college student whose they’ll afford to purchase the product. BlackBerry also considered about the society
needs today which is there’s ton of application and games that inaccessible to their smartphone so their
customer perceived alternate choice in their intention to repurchase a smartphone.

For further research, another variable besides perceived value might be utilized to see the effect of
customer satisfaction and repurchase intention, for example perceived quality and social enterprise. Future
research could also take more specific sample like better group of age match the generation Y, X, Z; occupation
and interest. Then, use the combination of quantitative analysis method such as analysis factor or regression will
be great for more understanding of customer repurchase intention.
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