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Abstract: Customer satisfaction is an important factor in the success of an 

institution or company. It causes the firm to strive to provide the best service 

to its customers to create customer satisfaction. Customer satisfaction can be 

determined by the customer's perception and experience of the performance of 

using a product or service that can meet his expectations. Customer satisfac-

tion will be achieved after the customer uses a product or service. The custom-

er's wants and needs can be fulfilled and exceed his expectations. Five main 

things influence customer satisfaction: product quality, service quality, price, 

emotional factors, and the ease of obtaining the product or service. This study 

aims to analyze the effect of service quality, product quality, and price on cus-

tomer satisfaction with brand trust as a mediating variable in information tech-

nology companies. The data in this study were processed using the Smart-PLS 

version 3 application. This study used a saturated sample of 450 respondents 

who worked for information technology company partners. Respondents filled 

out questionnaires using Google Forms. The results partially showed that ser-

vice quality, product quality, price, and brand trust had significant and positive 

effects on customer satisfaction, while for the mediating effect, this study 

found that brand trust was able to mediate the effect of product quality on cus-

tomer satisfaction but had not been able to mediate the effect between service 

quality on satisfaction customers and price on customer satisfaction. This re-

search implies that information technology consumers do not buy services or 

products based on brand trust but on the services or products offered. Further 

research is needed to strengthen or weaken this phenomenon. 

 

Keywords: Brand Trust, Customer Satisfaction, Price, Product Quality, Ser-

vice Quality 
 
 

CITATION  
 

Krisnanto, U. and Natanugraha, F. A. 2023. How Brand Trust Makes Price and Service Quality 
Satisfy Customer Information Technology. Jurnal Aplikasi Manajemen, Volume 21, Issue 3, Pages 
659-670. Malang: Universitas Brawijaya. DOI: http://dx.doi.org/10.21776/ub.jam.2022.021.03. 
08. 
 

IN D E X E D  IN  
 
D O A J  -  D i r e c t o ry  o f  O p e n  
A c c e s s  J o u r n a l s  
A C I  -  A S E A N  C i t a t i o n  I n d e x  
S I N TA  -  S c i e n c e  a n d  T e c h n o l og y  
I n d e x  
D i m e n s i o n s  
G o og l e  S c h o la r  
R e s e a c h G a t e  
G a r u d a  
I P I  -  I n d o n e s i a n  P u b l i c a t i o n  
I n d e x  
I n d o n e s i a n  O N E S e a r c h  
 
 

C O R R E SP O ND IN G  A U TH O R  
 
U m b a s  K r i s n a nt o   
P e r b a n a s  I n s t i t u t e ,  
I n d o n e s i a  

 
E M A IL  
u m b a s @ p e r b a n a s . i d  

OPEN ACCESS 
e  IS S N 2302 - 6 3 3 2  
p  I SS N 1693 - 5 2 4 1  

 

 
 

Copyright (c) 2023 Jurnal Aplikasi Manajemen 

 



VOLUME 21 ISSUE 3 SEPTEMBER 2023 

 

KRISNANTO ET AL. (2023)  

 
 

JURNAL APLIKASI MANAJEMEN 

 

660 
 

 

INTRODUCTION 

 A multi-cloud infrastructure as a service 

(IaaS) provider has developed new cloud-native 

solutions that are more accessible and affordable. 

Lyrid, a vendor-agnostic cloud platform, uses da-

ta, machine learning, and user policies to wrap, de-

ploy, and seamlessly execute the applications be-

tween all public clouds. Available in free and pro 

versions, the Lyrid platform is designed for organ-

izations of all sizes, from startups to enterprises. 

All users enjoy the tools, data, analytics, redundan-

cy, and automation that make cloud-native appli-

cations more efficient in the global market. Enter-

prises can innovate more affordably, increase the 

flexibility of cloud vendors, and test the new ideas 

without disrupting the existing processes, which 

shows that the platform's role will benefit startups 

operating in Indonesia. The Kubernetes service pr-

ovider platform is needed in today's digital indus-

try 4.0. As a service provider, it cannot be separat-

ed from factors that can support the continuity of 

these services, including the quality of service, the 

product quality, and price, which are factors that 

can shape consumer satisfaction but based on the 

analysis conducted on the research that became 

the reference found that there is still a necessary 

research gap investigated further so that in this stu-

dy the researcher made the title of effect Service 

Quality, Product Quality And Price To Satisfac-

tion Customers with Brand Trust As A Mediation 

Variable 

 Background research on service quality and 

customer satisfaction was conducted by Widiyan-

to (2019), Kamila (2017), Setyawan (2022), Sinu-

lingga and Rini (2022), Rita et al. (2019), Prabjit 

et al. (2021), Sari and Hariyana (2019), Syahwi 

and Pantawis (2021) who found that there was a 

positive influence between service quality and cus-

tomer satisfaction. Still, different results were fo-

und by Andalusi (2018) found that service quality 

did not have a positive effect on customer satisfac-

tion. Research on product quality and consumer 

satisfaction was conducted by Darmawan (2019), 

Kamila (2017), Wantara and Tambrin (2019), Sari 

and Hariyana (2019), Widiyanto (2019), Syahwi 

and Pantawis (2021) who found that there was a 

positive influence between the product quality and 

the customer satisfaction, but different results we-

re found by Andalusi (2018) found that Product 

Quality did not have a positive influence on custo- 

mer satisfaction. 

 Research on prices and consumer satisfacti-

on was conducted by Sidqalati et al. (2019), Widi-

yanto (2019), Wantara and Tambrin (2019), An-

dalusi (2018), Juliana et al. (2021), Sari and Hari-

yana (2019) who found that there is a positive in-

fluence between price and customer satisfaction. 

Research on brand trust and customer satisfaction 

was conducted by Sinulingga and Rini (2022) and 

Prabjit et al. (2021), who found that Brand Trust 

significantly affected customer satisfaction. Diffe-

rent results were obtained by Imania and Widayan-

to (2018), who found that Brand Trust had no sig-

nificant effect on consumer satisfaction. 

 Research on the influence of service quality 

and consumer satisfaction with brand trust as a 

mediating variable was previously carried out by 

Elizar et al. (2020) and Sinulingga and Rini (2022), 

who found that the customer trust was significant-

ly able to mediate the relationship between the ser-

vice quality and customer satisfaction. This rese-

arch aims to discover how to promote more trust 

in the brand rather than the product or service. No-

velty/newness of this study: There are only a few 

kinds of literature about industry information tech-

nology services. 

  

LITERATURE REVIEW  

Service Quality 

 Fatihudin and Firmansyah (2019) defined 

service quality as one of the determining factors 

for customers will choose to use these services, as 

Nasution (2015) and Tjiptono (2017) argued that 

one of the characteristics of services is indivisible, 

so the quality of services offered is closely related 

to these providers, which shows how vital services 

are.  

 

Product Quality 

 Product quality is also important for compa-

nies in influencing the customers to purchase their 

products (Tjiptono and Chandra, 2017). Product 

quality is the main criterion for customers in choo-

sing the products offered. By paying attention to 

product quality, the company's goal of obtaining 

optimal profit can be fulfilled and simultaneously 

meet customer demands for high-quality products 

(Kotler and Armstrong, 2018). The product quality 

earns greater attention since many Indonesians do 

not comprehend Kubernetes (digitalbisa.id, 2021), 
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so every product the company offers must have 

good quality to satisfy customers.  

 

Price 

 The price factor is one of the important cri-

teria in the decision-making process. Price is clos-

ely related to the customer's financial ability to be 

able or not to make a purchase. According to Ko-

tler and Armstrong (2018), Price is the amount of 

money charged for a product or service or the sum 

of values customers exchange to receive benefits 

and own or use a product or service. Price is a real 

and material sacrifice by customers to acquire or 

own a product by considering several things, such 

as comparing prices before using services, select-

ing services with low base prices and services with 

prices comparable to their quality, or various other 

reasons.  

 

Brand Trust 

 Egan (2020) defined Brand Trust as one of 

the important elements that must be created in eve-

ry customer to increase the sense of security in us-

ing services. Customers who have high trust in the 

services provided will feel satisfied with the ser-

vices provided.  

 

Customer Satisfaction 

 Customer satisfaction is an essential factor 

in the success of an institution or company attemp-

ting to provide the best service to its customers to 

create customer satisfaction. Customer satisfacti-

on can be determined by the customer's perception 

and experience of the performance of using a pro-

duct or service that can meet their expectations. 

Customer satisfaction will be achieved if what they 

want and need can be fulfilled and exceed their ex-

pectations after using a product or service. 

 

HYPOTHESIS DEVELOPMENT 

Service Quality and Customer Satisfaction 

 Research on service quality was previously 

conducted by Widiyanto (2019), who found a pos-

itive influence between service quality and custo-

mer satisfaction. Still, different results were found 

by Andalusi (2018), who found that service quali-

ty did not have a positive effect on customer satis-

faction. Based on the relationship between two va-

riables, the following hypothesis can be generated: 

H1 : Service quality has a positive and significant 

effect on customer satisfaction. 

 

Product Quality and Customer Satisfaction 

 Research on product quality was previously 

conducted by Darmawan (2019), who found a pos-

itive influence between product quality and custo-

mer satisfaction. Still, different results were found 

by Andalusi (2018), who found that product quali-

ty did not have a positive effect on customer satis-

faction. Based on the relationship between the two 

variables, the following hypothesis can be gener-

ated: 

H2 : Product quality has a positive and significant 

effect on customer satisfaction. 

 

 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework
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Brand Trust and Customer Satisfaction 

 Sidqalati et al. (2019) conducted previous 

research on price, finding a positive effect betwe-

en price and customer satisfaction. The following 

hypothesis can be generated based on the relation-

ship between the two variables. 

H3 : Price has a positive and significant effect on 

customer satisfaction. 
 

Brand Trust and Customer Satisfaction 

 Research on the effect of brand trust on cus-

tomer satisfaction was conducted by Sinulingga 

and Rini (2022), who found that brand trust signif-

icantly affected the customer satisfaction. Differ-

ent results were obtained by Imania and Widayan-

to (2018), who found that brand trust did not have 

a significant effect on customer satisfaction.  

H4 : Brand Trust has a positive and significant ef-

fect on customer satisfaction. 
 

Service Quality and Customer Satisfaction 

 Research on the effect of service quality on 

customer satisfaction with brand trust as a mediat-

ing variable was conducted by Elizar et al. (2020), 

who found that the customer trust was significantly 

able to mediate the relationship between service 

quality and customer satisfaction.  

H5 : Service Quality has a positive and significant 

effect on Customer Satisfaction, with Brand 

Trust as a mediating variable. 
 

Product Quality, Brand Trust, and Customer 

Satisfaction 

 Research on the effect of the product quality 

on the customer satisfaction with brand trust as a  

mediating variable was conducted by Rohmat et 

al. (2022), who found that Brand Trust can signifi-

cantly mediate the relationship between the Produ-

ct Quality and Customer Satisfaction.  

H6 : Product Quality has a positive and significant 

effect on Customer Satisfaction, with Brand 

Trust as a mediating variable. 
 

Price, Brand Trust, and Customer Satisfaction 

 Research on the effect of price on customer 

satisfaction with brand trust as a mediating varia-

ble was carried out by Sudirman et al. (2020), who 

found that trust could mediate the relationship be-

tween the price and customer satisfaction.  

H7 : Price has a positive and significant effect on 

customer satisfaction, with brand trust as a 

mediating variable. 
 

METHOD 

 The population used as the object or subject 

of the study was 450 respondents, that is, a satura-

ted sample, who were also companies that had 

subscribed. The writer used primary data sources 

from filling out the questionnaire given to custom-

ers who were employees of companies that had 

subscribed to and responded via Google form. 

Thus, the method used in this research is the de-

scriptive quantitative method. According to Sugi-

yono (2019), the quantitative method is scientific 

since it fulfills scientific principles: Concrete/em-

pirical, objective, measurable, rational, and syste-

matic. This study was conducted online via Goo-

gle form with the customers who were representa-

tives of companies that had used Kubernetes servi-

ces.
 

Table 1. Operationalization variables 
 

Variable Variable Concept Dimension Indicator 

Service  Service is activities,  Reliability Serviceability 

Quality  benefits, or satisfactions  
 

Service accuracy 

(X1) offered or marketed  Responsiveness Service Alertness  
which are essentially 

 
Correct and precise service  

intangible and do not Assurance Service User Guarantee  
result in any ownership  

 
Informative service  

(Kotler and Armstrong,  Empathy Empathy  
2018) 

 
Understanding consumer needs   

Tangibles 

(Sinollah and Masruroh, 

Appearance of company facilities 

and infrastructure 
  

2019) Technology equipment used 
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Variable Variable Concept Dimension Indicator 

Product  The ability of a product  Performance Product function 

Quality  to perform its functions,  
 

Product strength 

(X2) which include durability,  Product Image Consumer Convenience  
reliability, ease of  Features Reachable   
operation and repair, and  

 
Product superiority  

other attributes that are  
 

Additional privileges  
of value to the product as  Reliability Product Reliability  
a whole. (Kotler and  Conformance Quality Assurance  
Keller, 2016). (Tjiptono and Diana, 2020) Possible product failure    

Compatible  

Price (X3) Price is the sum of all  Price list Complete price list  
values given by  

 
Pricing variable  

customers to benefit from  
 

Price Affordability  
owning or using a  Price discount Discounts under certain conditions  
product, both goods and  

 
Favorable price service   

services. (Kotler and  Price  Price includes the entire service  
Armstrong, 2018) Competitiveness Price better than market price    

Prices can compete with similar 

services.   
Payment Period Ease payment process   
(Kotler and Armstrong, 

2018) 

 

Brand 

Trust (M)  

Brand trust is the 

perception of reliability  

 Reputation Company reputation in the eyes of 

consumers  
from a consumer's point 

of view based on 

experience or rather on  

Complacency Customer satisfaction for the 

services provided during the 

transaction  
sequences of transactions 

or interactions  

 
Customer satisfaction on after-sales 

service  
characterized by fulfilled  Competition  The company's ability to compete   
expectations of product 

performance and  

 
The company's ability to handle 

consumer complaints  
satisfaction (Rizan, 2012) Personality 

(Soni and Verghese, 2018 

in Rizan, 2012) 

The products offered by the 

company can answer consumer 

needs. 

Consumer  Customer satisfaction is a  Satisfaction Toward Satisfaction with service quality 

Satisfaction  person's feeling of  Quality Satisfaction with product quality 

(Y) pleasure or  Satisfaction Toward Satisfaction to price  
disappointment that  Value 

 

 
arises after comparing 

the performance (results)  

Perceived Best 

(Tjiptono, 2017) 

The price offered is in accordance 

with the quality received. 
 

of the product that is 

thought of against the  

 
The price offered is in accordance 

with the quality received.  
expected performance. 

(Kotler and Keller, 2016) 

 
Service quality is better than 

competitors. 
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RESULTS 

Respondent Characteristics 

 Respondents in this study were staff who 

work for companies that use information technol-

ogy company Kubernetes services. The number of 

respondents used as a saturated sample was 450. 

This study found that the highest number of the re-

spondents based on gender was male, i.e., 368 re-

spondents or 82%, while female respondents were 

82 or 18%. Based on the data obtained, it was fo-

und that the majority of respondents were aged 27-

32 years, or as many as 184 respondents (41%), 

followed by respondents > 33 years or 150 respon-

dents (33%), 22-27 years as many as 88 respond-

ents (20%). At least from the age range <22 years 

were 28 respondents (6%). Based on the types of 

industry, most of the respondents worked in the in-

formation technology industry, i.e., 236 respond-

ents or 52%, followed by the marketplace industry 

with 137 respondents or 31% then banking with 51 

respondents or 11%, and in the government were 

26 respondents or 6%. The classification of the re-

spondents based on education was dominated by 

undergraduates, with 311 respondents, or 69%, fol-

lowed by postgraduates, with 77 respondents, or 

17%, diplomas with 49 respondents, or 11%, and 

high school diplomas, with 13 respondents, or 3%. 

Classification of respondents based on the position 

was dominated by staff equivalents of 273 respon-

dents or 61%, supervisor equivalents of 131 res-

pondents or 29%, and manager equivalents of 46 

respondents or 10%. Classification of respondents 

based on monthly expenses was dominated by em-

ployees with expenses of 5-10 million, 283 respon-

dents or 63%, followed by 10-20 million, 103 res-

pondents or 23%, then by >20 million, 36 respond-

ents or 8%, and <5 million as many as 28 respond-

ents or 6%. 

 

Description of Respondents' Online Question-

naire Response 

 The sales promotion variable has ten indi-

cators. Respondents' responses to the question-

naire regarding the service quality variable 

showed an average of 1721 in the "good" category. 

It concluded that the respondents perceived IT 

companies' service quality as "good". Lowest rat-

ing: IT company services provided a sense of se-

curity valued at 1666. This study showed that the 

average product quality variable was 1677, which 

concluded that respondents perceived the quality 

owned by IT companies was "good." The lowest 

score was "I believe in the service performance of 

IT companies," with a value of 1604. The average 

score for the price variable was 1704, so it con-

cluded that respondents perceived the prices of-

fered by IT companies were "good." The lowest 

rating was "I feel the price offered is affordable," 

with a score of 1,683. The average score for the 

brand trust variable was 1749, so it concluded that 

respondents perceived customer brand trust in IT 

companies was categorized as "good." The lowest 

score on "I assess information technology compa-

nies have a good reputation with a value of 1706. 

This study found the average score for the pur-

chase intention variable was 1765, so it can be 

concluded that respondents perceived customer 

satisfaction in information technology companies 

was relatively good. The lowest rating was "I am 

satisfied with the services provided," with a score 

of 1644. 

 

Statistics Analysis 

 The criteria for outer loadings are that each 

indicator for measuring the construct must have an 

outer loadings value > 0.7 or AVE > 0.50. Never-

theless, Ghozali (2015: 37) argues that research on 

developing an algorithm scale of 0.5–0.6 is still 

acceptable. Based on the analysis of the algorithm 

model above, all indicators can be considered 

valid and reliable because their value is above 0.7. 

Based on the table above, the results of the outer 

loadings output show that indicators have outer 

loadings > 0.7, which means that all indicators are 

valid as measurements of latent variables. 

 The recommended Average Variance Ex-

tracted (AVE) value is above 0.5. The results of 

AVE values were > 0.5, meaning they met the va-

lidity requirements based on AVE. The recom-

mended Cronbach's Alpha (CA) Reliability Test 

value must be above 0.7. It was found that the var-

iables of service quality, product quality, price, 

and customer satisfaction had a CA value of > 0.7. 

In contrast, the brand trust variable had a CA value 

of <0.7, which means that it meets the reliability 

requirements based on CR. Furthermore, a relia-

bility test was conducted based on Cronbach's Al-

pha (CA) value.
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Table 2. Composite Reliability (CR) Validity Test 

 

  Composite Reliability 

Price 0,882 

Trust 0,799 

Satisfaction 0,817 

Service 0,915 

Moderating effect 1 1,000 

Moderating effect 2 1,000 

Moderating effect 3 1,000 

Product 0,923 

 

 All Composite Reliability (CR) Validity 

Test values were found to be> 0.7, which means 

that they met Cronbach's Alpha reliability require-

ments. Furthermore, the Fornell- Larcker ap-

proach conducted a discriminant validity test. In 

the discriminant validity test, a latent variable's 

AVE square root value must be greater than the 

correlation between the latent variable and other 

latent variables. It was found that the square root 

value of the AVE for each latent variable was 

greater than the correlation value between the la-

tent variable and other latent variables. Thus, it 

concluded to meet the requirements of discrimi-

nant validity. 

 Based on the table 4 results are as follows.  

Service Quality has a positive effect on Customer 

Satisfaction, with a path coefficient value (original 

sample) of 0.153, and significant, with P-Values = 

0.000 <0.05 (H1 Accepted). Product quality has a 

positive effect on customer satisfaction, with a 

path coefficient value (original sample) of 0.405, 

and significant, with a P-Values = 0.000 <0.05 

(H2 Accepted). Price has a positive effect on cus-

tomer satisfaction, with a path coefficient value 

(original sample) of 0.336, and significant, with P-

Values = 0.000 <0.05 (H3 Accepted). Brand trust 

has a positive effect on customer satisfaction, with 

a path coefficient value (original sample) of 0.083, 

and significant, with P-Values = 0.015 <0.05 (H4 

Accepted). 

 

Table 4. Significant Test of the Effect 

 

 Original 

Sample (O) 

Sample 

Mean (M) 

Standard Deviation 

(STDEV) 

T Statistics 

(O/STDEV) 
P Values 

Price -> satisfaction 0,336 0,335 0,042 8,051 0,000 

Trust -> satisfaction 0,083 0,084 0,034 2,432 0,015 

Service -> satisfaction 0,153 0,156 0,047 3,258 0,001 

Product -> satisfaction 0,405 0,404 0,048 8,392 0,000 

 

Table 5. Moderation Test 
  

Original 

Sample (O) 

Sample 

Mean (M) 

Standard Deviation 

(STDEV) 

T Statistics 

(O/STDEV) 

P Values 

Moderating Effect 1 -> 

Satisfaction 

-0,045 -0,041 0,048 0,930 0,353 

Moderating Effect 2 -> 

Satisfaction 

0,127 0,122 0,056 2,290 0,022 

Moderating Effect 3 -> 

Satisfaction 

0,033 0,034 0,039 0,836 0,404 
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 Based on the results, the R-Square value of 

Customer Satisfaction is 0.570. These results indi-

cate that the variables of Service Quality, Product 

Quality, Price, and Brand Trust can explain Cus-

tomer Satisfaction by 57% but still indicate that 

other variables outside this research model can im-

prove customer satisfaction, such as brand image 

and product diversity, which might increase pur-

chase intention. 

 Based on the table 5 results, Brand Trust do-

es not significantly moderate the relationship be-

tween service quality and customer satisfaction, 

with the P-Values = 0.353 > 0.05 (H5 Rejected). 

Brand Trust significantly moderates the relation-

ship between product quality and customer satis-

faction, with P-Values = 0.022 <0.05 (H6 Accept-

ed). Brand Trust does not significantly moderate 

the relationship between price and customer satis-

faction, with P-Values = 0.404 > 0.05 (H7 Reject-

ed). 

 

DISCUSSION  

Service Quality and Customer Satisfaction 

 The results Service Quality has a positive 

effect on Customer Satisfaction. The results are in 

accordance with Widiyanto (2019), Achmad et al. 

(2021), Hartanto (2019), Prabjit et al. (2021), Rita 

et al. (2019), Setyawan (2022), Citra and Santoso 

(2016) who found a positive effect between servi-

ce quality and customer satisfaction. However, dif-

ferent results were shown by Andalusi (2018), who 

found that service quality did not positively affect 

customer satisfaction. The results of this study are 

inseparable from the characteristics of information 

technology companies such as Kubernetes service 

providers and the vendor-agnostic cloud platforms 

that make them prioritize service quality to incre-

ase customer satisfaction. Information technology 

companies can provide satisfying services to cus-

tomers. 

 

Product Quality and Customer Satisfaction 

 The Results Product quality has a positive 

effect on customer satisfaction. The results are in 

accordance with the research previously conduct-

ed by Darmawan (2019), Kamila (2017), Hapsoro 

and Hafidh (2018), Lailiyah (2020), and Sambo et 

al. (2022), who found a positive influence between 

the product quality and the customer satisfaction. 

However, different results were found by Andalu-

si (2018), who found that product quality did not 

positively affect customer satisfaction. As the Ku-

bernetes technology service platform still sounded 

unfamiliar to common people, the product offered 

will undoubtedly be difficult to accept. However, 

this research is aimed at companies familiar with 

this Kubernetes system so they can assess the pro-

duct quality of information technology companies 

well. As a result, customers feel satisfied with the 

quality of the products provided, as evidenced by 

the questionnaire stating the "good" quality prod-

uct and the magnitude of the effect of product qua-

lity on customer satisfaction. 

 

Price and Customer Satisfaction 

 The results Price has a positive effect on 

customer satisfaction. The results follow a previ-

ous study on prices conducted by Sidqalati et al. 

(2019), Juliana et al. (2021), Wantara and Tambrin 

(2019), Sari and Hariyana (2019), Subaebasni et 

al. (2019), and Zhao et al. (2021) who found a pos-

itive influence between price and customer satis-

faction. Price is the primary factor customers con-

sider when selecting a service or product. Techno-

logy information company implements a good and 

competitive pricing strategy to make customers fe-

el the price issued follows the benefits gained and 

that customers feel satisfied with the products and 

services provided. 

 

Brand Trust and Customer Satisfaction 

 The results Brand trust has a positive effect 

on customer satisfaction. The results are consiste-

nt with a study by Sinulingga and Rini (2022), Ah-

med et al. (2015), and Asbar et al. (2022), which 

showed that brand trust significantly affected cus-

tomer satisfaction. Different results were found by 

Imania and Widayanto (2018) that brand trust did 

not significantly affect customer satisfaction. In 

this era of digitalization, many crimes in cyberspa-

ce occur, which can directly attack a company's 

system. One loophole that can be used is to break 

into the service providers of the information tech-

nology company. However, most customers feel 

they already trust the company's brand, which can-

not be separated from the quality of the products 

and services provided; thus, this trust can increase 

customer satisfaction in IT companies. 
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Brand Trust, Service Quality, and Customer 

Satisfaction 

 The results show that Brand Trust does not 

significantly moderate the relationship between 

service quality and customer satisfaction. These 

results differ from research on the effect of service 

quality on customer satisfaction with brand trust 

as a mediating variable conducted by Elizar et al. 

(2020) and Ovita et al. (2021), who found that cus-

tomer trust could significantly mediate the relati-

onship between service quality and customer satis-

faction. 

 

Brand Trust, Product Quality, and Customer 

Satisfaction 

 The results of Brand Trust significantly mo-

derate the relationship between product quality and 

customer satisfaction. These results are consistent 

with a study on the effect of product quality on cus-

tomer satisfaction with brand trust as a mediating 

variable conducted by Rohmat et al. (2022) and 

Kiyani et al. (2012), which found that Brand Trust 

was significantly able to mediate the relationship 

between Product Quality and Customer Satisfac-

tion. 

 

Brand Trust, Price, and Customer Satisfaction 

 Brand Trust does not significantly moderate 

the relationship between price and customer satis-

faction. These results differ from research on the 

effect of price on customer satisfaction with brand 

trust as a mediating variable conducted by Sudir-

man et al. (2020) and Umar and Baharun (2017), 

who found that trust could mediate the relationship 

between price and customer satisfaction. 

 

IMPLICATIONS 

 Further research is needed to strengthen the 

phenomena found. Additional variables are requir-

ed in order to strengthen the research. A different 

object is necessary to compare the research. 

 

RECOMMENDATIONS 

 Based on the results of this study, the writ-

ers can provide several recommendations that are 

expected to give significance to interested parties 

in this research. Future researchers should be able 

to analyze other factors not examined in this study, 

such as brand image and brand awareness varia-

bles, which considerably affect customer satisfac-

tion. Based on the results of the recapitulation of 

the questionnaire, the lowest score of 1,520 was 

obtained in the statement, "I feel that information 

technology companies have features that the other 

competitors do not," The researchers recommend 

companies increase the features of their products 

so that compared to competitors, customers feel a 

tangible difference between the products of infor-

mation technology companies and competitor pro-

ducts. Information technology company manage-

ment must improve the quality of its products as 

survey results found that product quality is the var-

iable with the lowest value among other variables, 

so it needs to be improved. 

 This research still has many shortcomings 

because the writer encounters obstacles during the 

writing process. In addition, this research still ne-

eds suggestions, input, and correction. In conduct-

ing this research, the writer experienced several 

limitations as follows: The variables of Service 

Quality, Product Quality, Price, and Brand Trust 

in explaining the dependent variable, i.e., purchas-

ing interest of 57% and the remaining 43%, are af-

fected by factors not examined in this study. The 

population used as respondents are customers of 

information technology companies, and different 

results can be obtained if the study is conducted at 

a different time and place. 

 

CONCLUSIONS 

 Based on the results of the results and dis-

cussion that have been described regarding the ef-

fect of service quality, product quality, and price 

on customer satisfaction with brand trust as a me-

diating variable in information technology compa-

nies, the following conclusions can be drawn: ser-

vice quality, product quality, price, and brand trust 

had a positive effect on the customer satisfaction. 

Brand Trust did not significantly moderate the re-

lationship between the service quality and price to 

customer satisfaction, but Brand Trust significant-

ly moderated the relationship between product qu-

ality and customer satisfaction. 
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