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Perceived Value dan Service Quality sebagai Determinan Loyalitas Pelanggan: Peran 

Mediasi Switching Intention pada Layanan Fixed Mobile Convergence (FMC) 

 

SAYUTI 

 

ABSTRAK 

Perkembangan transformasi digital dan meningkatnya kebutuhan internet di wilayah urban 

mendorong operator telekomunikasi menghadirkan layanan Fixed Mobile Convergence (FMC) 

sebagai integrasi internet seluler dan internet tetap dalam satu ekosistem layanan. Tingginya 

persaingan industri telekomunikasi menyebabkan loyalitas pelanggan menjadi isu strategis 

sehingga penting untuk memahami faktor-faktor yang memengaruhi loyalitas pelanggan FMC. 

Penelitian ini bertujuan menganalisis pengaruh perceived value dan service quality terhadap 

customer loyalty dengan peran mediasi switching intention pada layanan FMC. Penelitian 

menggunakan pendekatan kuantitatif dengan metode Structural Equation Modeling–Partial 

Least Squares (SEM-PLS) terhadap 149 responden pelanggan FMC di wilayah urban. Hasil 

penelitian menunjukkan bahwa perceived value dan service quality berpengaruh signifikan 

terhadap loyalitas pelanggan, sementara switching intention terbukti memediasi hubungan 

tersebut. Perceived value menjadi faktor paling dominan dalam membentuk loyalitas 

pelanggan. Penelitian ini memberikan kontribusi teoritis dalam kajian pemasaran jasa 

telekomunikasi serta menjadi masukan strategis bagi operator FMC dalam meningkatkan nilai 

layanan, kualitas jaringan, dan retensi pelanggan. 

 

Kata Kunci : FMC, Loyalitas Pelanggan, Perceived Value, Service Quality, Switching Intention 
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Perceived Value and Service Quality as Determinants of Customer Loyalty: The 

Mediating Role of Switching Intention in Fixed Mobile Convergence (FMC) Services 

SAYUTI 

 

ABSTRACT 

The rapid growth of digital transformation and increasing internet demand in urban areas have 

encouraged telecommunication providers to develop Fixed Mobile Convergence (FMC) 

services, integrating mobile and fixed broadband internet into a single service ecosystem. 

Intense competition in the telecommunications industry has made customer loyalty a strategic 

issue, highlighting the importance of understanding the factors influencing FMC customer 

loyalty. This study aims to examine the effects of perceived value and service quality on 

customer loyalty, with switching intention acting as a mediating variable in FMC services. A 

quantitative approach was employed using Structural Equation Modeling-Partial Least Squares 

(SEM-PLS) based on data collected from 149 FMC users in urban areas. The findings reveal 

that perceived value and service quality significantly affect customer loyalty, while switching 

intention partially mediates these relationships. Perceived value emerged as the most dominant 

factor influencing customer loyalty. This study contributes theoretically to service marketing 

and telecommunications research and provides strategic insights for FMC providers in 

enhancing service value, network quality, and customer retention. 

 

Keyword : FMC, Customer Loyalty, Perceived Value, Service Quality, Switching Intention 
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