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1. INTRODUCTION

The rapid development of information and communication technology has increased the
demand for reliable, high-speed internet services to support digital business activities in
Indonesia. As a response, PT Telkom presents IndiBiz—an internet and digital solutions
product focused on the Micro, Small, and Medium Enterprises (MSMEs) segment. IndiBiz
is designed to support business digitalisation by offering enterprise-level connectivity
tailored to MSME needs. However, its implementation in specific regions reveals
challenges that may affect service satisfaction and sustainability.

In Pangkalpinang, MSMEs represent a dominant sector in the regional economy,
yet their adoption of formal digital requirements remains relatively limited. Internal
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reports show that customer complaints frequently arise from three aspects: unstable
network performance, the obligation to submit a Tax Identification Number (NPWP), and
technical installation limitations such as maximum cable length requirements. Many
local MSMEs do not own NPWP, and several business areas are located far from main
network routes, making Pangkalpinang’s case relatively unique compared to urban
business clusters with more mature administrative and infrastructure readiness. These
characteristics indicate that satisfaction with IndiBiz in Pangkalpinang is formed not only
by network quality, but also by administrative feasibility aligned with the business profile
in the region.

Previous studies have widely discussed customer satisfaction in
telecommunications services, emphasising reliability, pricing transparency, service
responsiveness, and network performance as major determinants (Adeyemo, 2018);
Finley et al., 2017; Hendeniya & Fernando, 2022). In digital service contexts, trust is
recognised as a core psychological mechanism that links service performance and
consumer behavioural outcomes such as satisfaction and loyalty (Kurniadi & Rana,
2023; Nugraheni & Rimadias, 2023). However, most studies focus on consumer mobile
services or e-commerce platforms; very few address enterprise-oriented internet services
for MSMEs whose digital readiness varies by region. Therefore, selecting literature more
relevant to telecommunications and enterprise-level digital services clarifies that the
determinants of satisfaction in this market cannot be simplified to network quality alone
but must account for pricing fairness and administrative accessibility.

The relationship between service quality and customer satisfaction is an important
field of study in various sectors, including food services, banking, education, and
healthcare. High service quality is directly correlated with increased customer
satisfaction, as customer expectations are met or exceeded. This relationship is
supported by several studies that highlight dimensions of service quality, such as
reliability, responsiveness, assurance, and empathy, which significantly influence
customer satisfaction levels. The ability to reliably and accurately deliver promised
services, which is particularly important in sectors such as banking and education
(Ahmed, 2020; Yadav & Rai, 2015). Willingness to assist customers and provide prompt
service, which impacts satisfaction in food service and healthcare (Budianto et al., 2022;
Nuriyah & Erdkhadifa, 2023). Employee knowledge and politeness, which foster trust
and satisfaction, are particularly noted in the automotive and banking industries
(Kurniawan et al., 2025; Yadav & Rai, 2015). Providing caring and individual attention to
customers, which increases satisfaction in the context of service delivery (Budianto et al.,
2022; Nuriyah & Erdkhadifa, 2023).

High service quality not only increases customer satisfaction but also increases
loyalty and repeat business. Satisfied customers are more likely to recommend services to
others, as evidenced in the pharmaceutical sector (Budianto et al., 2022). Studies show
that businesses with superior service quality can achieve a competitive advantage,
leading to increased profitability and growth (Kurniawan et al., 2025).

The relationship between registration requirements and customer satisfaction
varies, covering aspects such as waiting time, service efficiency, and overall customer
experience. An effective registration process can significantly improve customer
satisfaction by minimizing delays and streamlining interactions. This relationship can be
explored through several key dimensions. Research shows that long waiting times during
registration can lead to decreased customer satisfaction. For example, one study found
that most patients expressed dissatisfaction due to prolonged waiting times during
outpatient registration, highlighting the need for timely service delivery (Samura et al.,
2022). The p-value of 0.022 in this study indicates a statistically significant relationship
between waiting time and patient satisfaction, emphasizing the importance of an efficient
registration process.
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Innovative registration methods, such as SMS-based product registration, can
increase customer satisfaction by simplifying the process. This system allows customers
to register products easily, which can lead to improved management and customer
satisfaction (Sun & Liu, 2023). The direct feedback and management capabilities
provided by the system can help organizations respond quickly to customer needs,
further increasing satisfaction levels (Nedelcu et al., 2010). Relationship marketing plays
an important role in customer satisfaction by focusing on personalized service and
building trust. This approach fosters long-term relationships, which are important for
retaining satisfied customers (Rosario & Casaca, 2023). A systematic review of the
literature shows that personalized interactions significantly contribute to customer
satisfaction, indicating that the registration process should be tailored to individual
customer needs.

Trust is defined as customer confidence in the reliability and integrity of the
provider (Suebsaiaun & Pimolsathean, 2019). When customers feel that a business is
acting in their best interests, their satisfaction levels increase, leading to stronger
emotional bonds. For example, in the banking sector, customer trust is found to be a
dominant factor influencing customer loyalty, alongside satisfaction (Nugraheni &
Rimadias, 2023). Customer satisfaction serves as a precursor to trust; satisfied
customers are more likely to view a brand as trustworthy (Leninkumar, 2017). A study in
Indonesian e-commerce revealed that consumer satisfaction significantly explains
variations in consumer trust, highlighting its role as a mediator in building loyalty. The
correlation between satisfaction and trust is evident, with satisfaction increasing the
likelihood of repeat business and positive word-of-mouth (Umami & Darma, 2021).

While prior research has established that network quality and pricing influence
satisfaction, there is limited empirical evidence on how administrative registration
requirements interact with customers’ behavioural perceptions in enterprise Internet
services for MSMEs. Moreover, existing studies have not sufficiently examined whether
customer trust mediates the relationship between service attributes and satisfaction—
especially in regions where MSME administrative readiness remains low, such as
Pangkalpinang. Thus, there is a need to explore the mediating role of customer trust to
understand how technical, pricing, and procedural aspects jointly shape satisfaction in
such contexts.

This study aims to analyse the influence of service price, registration requirements,
and network quality on IndiBiz customer satisfaction in Pangkalpinang, with customer
trust as a mediating variable. The findings are expected to offer recommendations for
strengthening customer satisfaction strategies and subscription continuity within the
MSME segment.

2. RESEARCH METHOD

This study employs a quantitative approach with a causal explanatory design to analyse
the direct and indirect effects of network quality, service price, and registration
requirements on customer satisfaction with IndiBiz services, mediated by customer trust
in Pangkalpinang. The population in this research includes all active IndiBiz business
internet users registered at the IndiBiz Pangkalpinang branch. Based on internal provider
records, more than 600 active MSME-based IndiBiz customers are currently recorded
across the Pangkalpinang service area, indicating a population with diverse
administrative readiness and usage characteristics. To ensure adequate representation of
this population, a total of 200 respondents were selected following sampling adequacy
rules for SEM analysis, which require 5-10 respondents per indicator. With 25 indicators
measured, the minimum number required was 125, and 200 respondents were chosen to
increase statistical power, reduce sampling error, and more accurately reflect the
diversity of customer experience.
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Purposive sampling was applied with inclusion criteria ensuring that respondents
had subscribed for at least six months, experienced the registration process, and
interacted with customer service as well as pricing systems. This approach was
considered appropriate because not all registered customers have sufficient user
experience to evaluate the constructs studied, particularly satisfaction and trust. By
selecting informed respondents, the data obtained better reflects behavioural perceptions
rather than incidental usage impressions. To maintain respondent objectivity,
questionnaires were anonymised, responses were collected without intervention from
IndiBiz officers, and items were structured using neutral, non-leading wording on a five-
point Likert scale.

Data were analysed using the Generalized Structured Component Analysis (GSCA)
method, which was selected because it is robust for moderate sample sizes, can estimate
hierarchical models, and is insensitive to data non-normality, making it highly suitable
for business service research involving behavioural variables. Although GSCA does not
require normality, normality distribution was still tested to detect outliers that might bias
estimation. Invalid or missing data were handled using listwise deletion, ensuring that
only respondents with complete and consistent responses were included in the analysis.
Instrument reliability and validity were assessed through Cronbach’s Alpha and
Composite Reliability values greater than 0.70. The study determined a factor loading
threshold of >0.70 to meet advanced measurement standards in behavioural service
studies, ensuring that every indicator strongly explains its respective latent variable.

3. RESULTS AND DISCUSSIONS

Based on the image shown, this model illustrates the causal relationship between several
latent variables, namely Network Quality, Service Price, and Registration Requirements,
on Customer Trust, which in turn affects Customer Satisfaction. Each relationship
between variables is supported by a significance value (p-value) and path coefficient,
which indicate the strength and direction of the relationship.

Figure 1. Pls Boostrapping

The bootstrapping test results in Figure 1 show that Service Price (PP), Network
Quality (KJ), and Registration Requirements (PP) have different roles in influencing
Customer Trust (HL) and Customer Satisfaction (CS). It can be seen that only Service
Price and Registration Requirements have a significant effect on Customer Trust, as
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indicated by strong path values and p-values below 0.05. This indicates that fair pricing
and ease of administrative procedures increase customer trust in IndiBiz. Meanwhile, the
Network Quality variable does not have a significant direct effect on satisfaction, but only
influences the formation of trust, so that network quality is assessed by customers as a
minimum requirement (basic expectation), not a primary source of satisfaction.

In addition, the influence of Customer Trust on Customer Satisfaction appears to
be very dominant with the highest loading value in the model (loading 0.708), confirming
that customer satisfaction is formed primarily through the belief that service providers
are responsible, transparent, and reliable. This can be seen from several significant
indirect paths, such as the influence of price and requirements through trust, so that
satisfaction is not formed directly from technical or financial aspects. Thus, this model
confirms that IndiBiz's customer satisfaction improvement strategy should focus on
strengthening trust through price transparency, simplification of procedures, proactive
communication, and service consistency, rather than simply improving the network or

adjusting rates.
Table 1. The Path Coefficients

Original Sample Standard T statistics P values
sample (O)  mean (M) deviation (|O/STDEV )
(STDEV)

Service Price -> Customer Trust 0.332 0.334 0.122 2.716 0.007

Service Price -> Cust Satisfaction 0.076 0.078 0.128 0.592 0.554

Customer Trust -> Cust 0.705 0.708 0.142 4.969 0.000
Satisfaction

Network Quality -> Cust Trust 0.214 0.206 0.105 2.034 0.042

Network Quality -> Cust 0.157 0.151 0.115 1.367 0.172
Satisfaction

Reg Requirements -> Customer 0.357 0.366 0.100 3.552 0.000

Trust

Reg Requirements -> Cust -0.060 -0.060 0.097 0.613 0.540
Satisfaction

Service Price -> Customer Trust -> 0.234 0.240 0.107 2191 0.028

Cust satisfaction
Network Quality -> Customer 0.151 0.143 0.078 1.933 0.053
Trust -> Cust Satisfaction
Reg Requirements -> Customer 0.252 0.259 0.090 2.801 0.005

Trust -> Cust Satisfaction

The results of the analysis are shown in Table 1. The Path Coefficients indicate
that the relationships between variables in the model have different dynamics in
influencing customer trust and satisfaction with IndiBiz services in Pangkalpinang. First,
the service price variable was found to have a significant effect on customer trust with a
coefficient of 0.332 (p = 0.007), indicating that the more fair, transparent, and in line
with customer expectations the benefits received are, the higher the level of customer
trust in IndiBiz. However, the effect of price on satisfaction is not significant, with a
coefficient of 0.076 (p = 0.554). This finding confirms that IndiBiz customers are not
necessarily satisfied simply because the price is affordable; rather, they first need to feel
confident that the price they pay reflects the integrity and commitment of the service.
Thus, price perception does not directly affect satisfaction, but forms the foundation of
trust that ultimately fosters satisfaction.

Furthermore, customer trust is a very strong factor in shaping satisfaction, as
evidenced by a coefficient of 0.705 (p = 0.000), the highest value in the model. This shows
that IndiBiz customer satisfaction is not solely influenced by technical services, but
rather depends heavily on the belief that IndiBiz is consistent, credible, and looks after
the interests of its customers. On the other hand, network quality has a significant
influence on customer trust (0.214, p = 0.042), but does not have a direct influence on
satisfaction (0.157, p = 0.172). This indicates that customers consider network stability
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to be a "must-have", so that it is no longer a source of satisfaction, but rather a minimum
standard that only has an impact when it affects perceptions of trust in the service
provider.

The registration requirement variable makes a unique contribution to this study.
Registration requirements have a significant effect on trust (0.357, p = 0.000) but no
significant effect on satisfaction (-0.060, p = 0.540). This condition shows that customers
do not consider the smoothness of the registration process as a factor that makes them
satisfied, but a clear, transparent, and non-discriminatory process actually builds the
perception that IndiBiz is a professional and trustworthy service. Administrative
requirements—for example, the obligation to have an NPWP—can weaken trust if they are
considered difficult, but in the context of this study, transparency and assistance during
the registration process have a greater influence on perceptions of trust than user
satisfaction.

Mediation analysis reinforces the central role of trust in the model. Price has an
indirect effect on satisfaction through trust with a mediation value of 0.234 (p = 0.028),
indicating that price perception only contributes to satisfaction if customers first believe
in the integrity of the service provider. Similarly, registration requirements have a
significant indirect effect on satisfaction through trust (0.252, p = 0.005), emphasising
that initial administrative experiences affect satisfaction only if the procedures
successfully build service credibility. Meanwhile, the indirect effect of network quality
through trust is almost significant (0.151, p = 0.053), showing that trust can strengthen
the contribution of technical quality to satisfaction, although in this condition the
statistical evidence is not yet fully robust. With these overall findings, the research model
shows that in digital business service markets such as IndiBiz, customer satisfaction is
not directly shaped by technical aspects, but by trust, which acts as a psychological
bridge between service quality, procedures, and price value in the satisfaction experience.

The findings of this study indicate that the dynamics of IndiBiz customer
satisfaction in Pangkalpinang are not only influenced by technical elements such as price
and network quality, but are strongly shaped by psychological mechanisms through
customer trust. From the perspective of SERVQUAL theory (Parasuraman et al., 1988),
the dimensions of reliability and responsiveness should be the main factors driving
satisfaction with telecommunications services, especially business internet services.
However, the results of this study show a shift in orientation whereby network quality is
no longer considered a source of satisfaction for IndiBiz customers, but rather an
expected standard. This indicates that improving network quality does not result in
additional satisfaction if customers consider it a "must", in line with the concept of basic
expected performance in SERVQUAL. In other words, IndiBiz customers view the network
only as a basic prerequisite, so that technical quality only has an impact when it serves
as the basis for building trust, not as a direct trigger for satisfaction.

This finding is further reinforced when linked to Expectation Confirmation Theory
(Oliver, 1980), which states that satisfaction is formed when service performance meets
or exceeds initial expectations. In the context of IndiBiz, customers in Pangkalpinang
already have basic expectations that business internet should be stable, high quality,
and uninterrupted. When these basic expectations are met, customers do not experience
increased satisfaction, but rather only feel confirmation without delight. Conversely,
satisfaction arises more when non-technical elements such as the registration process
and price clarity form a positive perception of service integrity. This condition explains
why price and registration requirements do not directly affect satisfaction, but become
significant when converted into trust-based satisfaction. Thus, this study confirms that
in digital B2B services, satisfaction does not solely rely on the confirmation of technical
expectations, but through the mechanism of trust formation.

The Trust Theory perspective (Gefen, 2000; McKnight et al., 2002) further clarifies
these findings. Trust functions as a psychological mediator that bridges customers'
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perceptions of service characteristics and their ultimate satisfaction experience. In this
study, fair pricing, administrative transparency, and a clear registration experience build
perceptions of service provider integrity. When customers believe that service providers
act on the basis of honesty, professionalism, and data security, this trust reduces risk
perceptions, increases tolerance for technical disruptions, and builds relational rather
than transactional satisfaction. Specifically, for IndiBiz customers who are MSME players
in Pangkalpinang, trust is a crucial element given that most customers have
administrative limitations (e.g., NPWP ownership) and are highly dependent on services to
maintain business continuity. It is this trust that is the basis for why customers remain
satisfied even though prices are not cheap or there are certain technical obstacles.

This finding contributes to the development of literature on B2B
telecommunications services in Indonesia, showing that customer satisfaction with
business internet services cannot be adequately explained through technical quality
(SERVQUAL) or expectation fulfilment (ECT) frameworks alone. Digital B2B services
require strategic trust-building mechanisms, not merely operational ones. IndiBiz
Pangkalpinang shows that in the MSME market, with its limitations in administration
and digital literacy, satisfaction must be managed through price transparency policies,
simplified procedures, and communication that reinforces the perception of corporate
integrity. Thus, satisfaction is formed not only through good service, but through the
belief that the service provider is trustworthy, long-term oriented, and focused on the
needs of business customers.

The findings confirm that IndiBiz customer satisfaction is not directly influenced
by technical factors or price, but rather depends predominantly on customer trust in the
credibility of the service provider. Therefore, IndiBiz's management strategy must shift its
focus from simply promoting its network and tariffs to an operational strategy that
emphasises transparency, administrative assistance and service consistency. First,
IndiBiz needs to establish a price transparency policy based on price-benefit
communication. Information about tariffs, price adjustments, and service limitations
must be explained through digital media and field officers in a format that is simple,
unambiguous, and easy to analyse by MSMEs with limited administrative capabilities.
This transparency will convert price perceptions into trust, rather than just numbers
compared with competitors.

Secondly, the registration process should be focused as a strategic stage for
building early trust. IndiBiz can implement an assisted registration protocol, which is a
registration assistance system with field staff or digital onboarding assistants who help
prospective customers without complicated communication requirements. For MSMEs
that do not yet have an NPWP or formal business documents, IndiBiz can offer a
progressive compliance scheme—registration can still be carried out, but customers are
given a deadline and support to complete the documents after the service is running.
This approach not only simplifies registration but also builds IndiBiz's reputation as a
pro-digitalisation service for MSMEs, rather than a barrier to business growth.

Thirdly, improving network quality should be positioned not merely as a technical
improvement, but as a trust reinforcement strategy. IndiBiz can implement predictive
maintenance and public uptime reporting, which are network maintenance programmes
based on predicted disruptions and regular publication of network stability levels
through an open dashboard. This publication will strengthen the perception of integrity,
as customers will not only rely on technical promises, but also on measurable and
accessible performance evidence.

Fourth, customer service must shift to a trust-centric approach. IndiBiz can
implement a proactive communication policy by providing early notification of
disruptions, measurable compensation for specific downtime, and consistent responses
to complaints. Clear and automatic compensation will be seen as a form of service
accountability, which not only resolves technical issues but also strengthens customers'
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emotional connection to the IndiBiz brand. In addition, service staff training needs to
emphasise empathetic and educational communication, rather than merely resolving
technical complaints.

3 CONCLUSION

This study demonstrates that customer satisfaction with IndiBiz in Pangkalpinang is not
formed directly by service price, network quality, or registration requirements, but
instead occurs through a strong mediating mechanism of customer trust, as indicated by
the significant indirect effects and the dominant path of trust on satisfaction. Price and
registration requirements influence satisfaction only after they first build trust, while
network quality—although expected as a basic requirement—contributes to satisfaction
only when it strengthens customer confidence in the reliability of the service. These
results extend service behavior literature by confirming that satisfaction in B2B
telecommunications is relational rather than merely transactional, thereby enriching
SERVQUAL and Expectation Confirmation Theory with a trust-based perspective.
Practically, the findings underscore that IndiBiz must prioritise trust-building strategies
such as transparent pricing, assisted and fair registration procedures, proactive
communication, and measurable accountability in network performance to generate
sustainable satisfaction among MSME wusers. Therefore, customer trust should be
positioned as a strategic driver of satisfaction and not a secondary outcome of service
delivery.
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