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Abstract.

This study investigates the impact of customer satisfaction on brand loyalty,
with brand love as a mediating factor, among Samsung smartphone users at
the University of Darussalam Gontor. In the competitive smartphone market,
customer satisfaction alone often falls short in driving brand loyalty,
highlighting the critical role of emotional connections like brand love. Using a
quantitative approach, data were gathered from 171 respondents through
purposive sampling and analyzed using path analysis in SPSS. Findings reveal
that customer satisfaction significantly influences brand love but not brand
loyalty directly, while brand love strongly impacts brand loyalty and
effectively mediates the relationship. The study underscores the importance of
brand love in fostering loyalty, offering theoretical insights and practical
strategies for companies to strengthen emotional bonds with consumers.

Keywords: Customer Satisfaction, Brand Loyalty, Brand Love and Samsung.

l. INTRODUCTION

The rapid development of technology has significantly reshaped human life, with smartphones
emerging as an essential communication tool. In Indonesia, smartphone penetration has reached an
impressive 89%, with 167 million users, according to Goodstats and the Ministry of Communication and
Information.! Samsung, as one of the leading smartphone manufacturers, has built its reputation since the
launch of the Galaxy S series in 2010. Offering diverse product lines such as Galaxy A, J, M, S, Note, and
Fold, Samsung consistently innovates to meet market demands. Its advanced features, attractive designs, and
robust specifications have positioned Samsung as a top choice among global consumers and the leading
Android smartphone manufacturer for over a decade.’Maintaining market dominance in the highly
competitive smartphone industry depends heavily on customer satisfaction and brand loyalty. Customer
satisfaction, influenced by factors such as product quality, after-sales service, and ease of interaction, can
enhance loyalty. However, studies, including those by Wardani and Wiyadi, suggest that satisfaction alone
often does not guarantee loyalty.® Emotional connections, particularly brand love, play a critical role in
fostering a deeper attachment to the brand. Brand loyalty, characterized by attitudinal and behavioral
dimensions, is essential for business sustainability. It offers numerous advantages, such as reduced marketing
costs, increased customer retention, and improved resilience against market competition.*Brand love further
strengthens the bond between consumers and brands, contributing to long-term loyalty. It reflects a deep
emotional connection that develops when consumers have positive and satisfying experiences with a product
or service.

According to Abdullah, factors like social identity, brand image, and customer satisfaction
significantly shape brand love.” This emotional attachment not only enhances loyalty but also boosts
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consumer preferences, even in competitive markets. Research highlights that customer satisfaction alone is
insufficient; a strong emotional bond is necessary to build brand loyalty effectively. However, studies on
brand love and its mediating role in the electronics industry, particularly in Indonesia, remain limited, despite
the sector's significant contribution to the national economy.Recently, Samsung’s dominance in the global
smartphone market has been challenged. After leading the market for 13 consecutive years, Samsung was
overtaken by Apple in Q4 2023, as reported by the International Data Corporation (IDC).° Apple’s success is
attributed to the rising demand for premium devices. This shift raises important questions: has customer
satisfaction with Samsung smartphones declined, and does brand love play a significant role in maintaining
customer loyalty? This study aims to explore the influence of customer satisfaction on brand loyalty through
brand love, focusing on female students at the University of Darussalam Gontor. This demographic,
primarily Generation Z, is known for its tech-savviness and unique preferences, including prioritizing brand
interest and alignment between price and value when choosing a smartphone.

1. METHODS

This research utilized a quantitative approach, with data collected through an online questionnaire
distributed via Google Forms. The target population comprised 1,667 female students at the University of
Darussalam Gontor, while the sample focused on those who had used Samsung smartphones for a minimum
of two years or had repurchased Samsung smartphones at least twice. An initial survey revealed 300 students
who met these criteria, and the sample size was calculated to be 171 respondents using Slovin’s formula. The
collected data were analyzed using SPSS software, incorporating classical assumption tests, hypothesis
testing, and path analysis to examine both direct and indirect relationships between the variables.

. RESULT AND DISCUSSION

Customer Satisfaction on Brand Love

The results of the research data analysis proved that customer satisfaction has a positive and
significant effect on brand love. Customer satisfaction has a significance value of 0.00 and a regression
coefficient of 0.823 with a positive direction. So, customer satisfaction positively influences brand love.
These results show that H: is accepted.

The results of this study are consistent with the findings of the research conducted by Wardani and
Wiyadi, which demonstrated that stimulants have a substantial impact on the satisfaction of customers and
their passion for brands.” According to Kintana and Fadli, satisfaction results from brand engagement
experiences. These experiences include awareness, acquisition, and post-purchase appraisal of things.? As a
result of its enormous influence on both profitability and market share, customer satisfaction is an essential
component of marketing strategies.’ The level of love and loyalty consumers have for the Samsung brand is
directly proportional to their satisfaction level with the products and services that Samsung provides.

Customer Satisfaction on Brand Loyalty

The research data analysis proved that Customer Satisfaction does not affect Brand loyalty.
Customer Satisfaction has a significance of 0.771 > 0.05 and a regression coefficient of 0.036, which means
that Hz is rejected. This indicates that Customer Satisfaction alone cannot encourage Brand Loyalty to
Samsung Smartphones.The findings of this study align with Purwianti's research, emphasizing that while
customer satisfaction plays a crucial role, it is not the sole factor in achieving brand loyalty.™ Oliver supports
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this notion by highlighting the inconsistent relationship between satisfaction and loyalty. Although loyal
customers are often satisfied, satisfaction does not necessarily lead to loyalty. In his analysis of six scenarios
exploring this relationship, Oliver suggests that satisfaction represents the starting point of a progression that
ultimately culminates in loyalty, as demonstrated in the sixth scenario. Notably, loyalty can exist
independently of satisfaction in certain cases.'* Other researchers have emphasized that consumer
satisfaction by itself is not a good predictor of brand loyalty, so consumer emotional attachment should also
be considered.” Regarding technology items, customer satisfaction is not the only factor determining an
individual's commitment to a brand. It is common for emotional ties, brand trust, and brand experience to
have a more significant influence on the formation of brand loyalty. Other factors that influence brand
loyalty include emotional relationships.™

Brand Love on Brand Loyalty

The research data analysis proves that Brand Love positively and significantly affects Brand
Loyalty. Brand Love has a significance value of 0.000, less than 0.05, and a regression coefficient of 1.144,
which is positive towards Brand Loyalty. Then, it can be said that Hs is accepted. Brand love is believed to
be one factor that creates brand loyalty. According to Oktavia and Sicily's research, which reveals that Brand
Love has a direct and substantial beneficial influence on Brand Loyalty, this study's conclusions agree with
those findings.* In addition, Asiyah and Irfayanti argue that Brand Love works to cultivate a strong
emotional connection between customers and brands, which helps to ensure customer loyalty despite the
presence of a large number of competitors.”> The fact that this is the case suggests that Brand Love is the
pinnacle of the emotional anguish that customers experience, which may affect their loyalty to a particular
brand. According to the conclusions of the research, it is projected that Samsung would further strengthen
the emotional connection that consumers have with the brand by encouraging positive experiences and
personal relevance for consumers.

Effect of Customer Satisfaction on Brand Loyalty Trough Brand Love

The data analysis confirms that brand love mediates the relationship between customer satisfaction
and brand loyalty. The path analysis results show that Customer Satisfaction has a standardized beta
coefficient of 0.823 (p-value = 0.000), while its direct effect on Brand Loyalty is not significant (beta =
0.022, p-value = 0.771). Figure 4.3 indicated that Customer Satisfaction does not exert a direct and
significant influence on Brand Loyalty. The mediation analysis depicted that the overall correlation effect of
Customer Satisfaction on Brand Love is 0.688, with a p-value of 0.04, which is less than 0.05. The Partial
Mediation or Full Mediation Customer Satisfaction Test for Brand Loyalty Through Brand Love indicates
that B1 > B2, signifying that Brand Love can fully mediate the relationship between Customer Satisfaction
and Brand Loyalty. The findings suggest that H4 was approved. This concept of loyalty can also be associated
with the values in the Quran, as explained in Surah  Al-Hujurat verse 15:
“The 'true” believers are only those who believe in Allah and His Messenger—never doubting—and strive
with their wealth and lives in Allah's cause. They are the ones true in faith.”

This verse emphasizes that true loyalty is based on solid trust and commitment, which can be
interpreted in the context of brand loyalty, which is consumers' complete trust in a brand so that they still
choose the brand despite many competitors. The findings of this study corroborate earlier research by
Wahyuni, demonstrating that brand love mediates the connection between customer happiness and brand
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loyalty.® Consequently, fostering brand affection as a long-term approach is essential for enhancing
Samsung's smartphone loyalty. By cultivating an emotionally and personally gratifying customer experience,
Samsung may enhance Customer Satisfaction, which can be reinforced with Brand Love to foster customer
loyalty.

Iv. CONCLUSION

The study involved distributing surveys to female students at the University Darussalam Gontor who
use Samsung smartphones, resulting in the following findings: Satisfying customers' needs and desires
positively and significantly influences their loyalty to a business. This suggests that consumers' emotional
connection with brands may be strengthened when customers are satisfied with their purchases. To a certain
extent, customer satisfaction does not directly influence brand loyalty. Consequently, more than customer
satisfaction is needed to cultivate brand loyalty among Samsung smartphone buyers. Brand love positively
and significantly influences an individual's loyalty to that brand. Brand love is essential in developing
customer loyalty to the Samsung brand, particularly for smartphones. Customer satisfaction influences brand
loyalty via brand love. This underscores the significance of Brand Love in moderating the relationship
between consumer satisfaction and brand loyalty.
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