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Abstract :

Promotion and Electronic Service Quality are important elements in achieving customer satisfaction. The
purpose of this study was to analyze the impact of promotion and electronic service quality on customer
satisfaction both individually and simultaneously. The population studied was customers of PT PLN ULP
Teluk Betung who had used the PLN Mobile Application, with a total of 32,632 people. The sample
selection technique used the cluster random sampling method with a total of 380 respondents, calculated
using the Krejcie & Morgan formula. The results showed that: (1) promotion has a significant effect on
customer satisfaction, (2) electronic service quality variables also have a significant effect on customer
satisfaction, (3) simultaneous tests show that promotion and electronic service quality together have a
significant effect on customer satisfaction. With the results of this study, PT PLN ULP Teluk Betung can
evaluate promotional strategies and improve the quality of services provided to customers to increase
their satisfaction. It is recommended to PT PLN ULP Teluk Betung to continue to improve promotions
by distributing at various points and also making updates to the application to improve the quality of
services provided.

Key Words : Promotions, Eletronic Service Quality, Customer Satisfsction, The State Electricity
Company.

1. Introduction

Research Background

The fast growing technological advancement, requires some companies to continue to grow their business or
provide better services for their customers. This requires providing solutions that are fast and in accordance
with the needs and desires of consumers to ensure their satisfaction and loyalty to the goods or services
provided.

Electricity is a basic necessity that is used daily. Everyone utilizes "electricity for various functions
including lighting, industrial purposes, communication, and other activities. The State Electricity Company
(PLN) is the only government-appointed institution responsible for distributing electricity to the entire
population of Indonesia nationwide. The State Electricity Company (PLN) must provide the best service to
ensure customer satisfaction as a provider of products and services. Customer satisfaction is very important
for the existence of a company and plays an important role in shaping the company's positive reputation
(Batubara, F et al, 2022).

The State Electricity Company (PLN), a State-Owned Enterprise (SOE), is authorized by the government
to oversee all aspects of electricity in Indonesia. As a tangible proof of its concern for consumers, PLN
launched the PLN Mobile application that can be accessed via smartphone. The application was launched on
October 16, 2016 by the PLN Board of Directors to coincide with the commemoration of the 71st National
Electricity Day.
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PLN Mobile application is a customer self-service application that is integrated with the Integrated
Complaints and Complaints Application (APKT) and the Centralized Customer Service Application (AP2T).
This application allows customers to submit complaints and inquiries in an integrated manner. It offers easy
access to features such as checking bills and token history, purchasing electricity tokens, new installation
requests, power changes, temporary connections, checking the status of complaints and requests, the latest
electricity tariff information, the latest news about PLN, electricity maintenance information, and PLN
customer service center contacts. Customers can access and install the PLN Mobile application through
platforms such as the Google Play Store, App Store, and other similar platforms. This is in line with the idea
of Chesanti, P.C., & Setyorini, R (2018) that PLN Mobile aims to facilitate customer access to information
and contact with PLN.

According to Singal, H. E., & Mandey, S. L. (2020), the success of a business is closely related to the
level of customer satisfaction. Customer satisfaction provides various benefits such as improving the
company's relationship with customers, encouraging repeat purchases, and generating positive word-of-
mouth recommendations. As a service provider, PLN aims to increase customer satisfaction by introducing
innovative online services that are user-friendly and easy to understand. Active and smart marketing
promotions are expected to attract consumer interest so as to increase sales and achieve predetermined
targets (Pratama, A.J., & Rachman, M.E., 2023). The PLN Mobile application is promoted through
electronic and print media, as well as coming directly to customer homes. PT PLN Teluk Betung Customer
Service Unit (ULP) conducts direct home promotions to introduce and assist customers in installing the PLN
Mobile application. By offering attractive prizes such as tumblr bottles, electric stoves, wall clocks, magic
coms, and fans with the PLN logo. According to Ani, J., Lumanauw, B., & Tampenawas, J.L.A (2021),
promotion is the act of persuading, informing, and influencing consumers to buy or use a product or service.
Service quality has a significant effect on customer satisfaction and desire. The purpose of service quality is
to build or increase consumer trust and satisfaction with the services offered. Optimal service is determined
by consumer assessments of service quality and the value they receive. When service exceeds customer
expectations, it can be said that the quality is very good (Ramanda Fichan, M., & Tiara Narundana, V,
2022). With the PLN Mobile application, it is hoped that customers will be increasingly assisted in accessing
and obtaining services provided by PLN.

Customer satisfaction can be influenced by promotion and service quality (Christy &
Rustam, 2020 in Purnamayanti, P.R., & Heryanda, K.K., 2023). The State Electricity Company (PLN) aims
to promote its services to ensure customer satisfaction by providing high-quality electronic services that
meet consumer needs.

From the previous explanation, it can be seen that promotion and electronic service quality have
an important role in creating customer satisfaction. Therefore, this study chose the title "Analysis Of
Promotion And Service Quality On Customer Satisfaction Of The State Electricity Company (PT. PLN
(Persero) Customer Service Unit Of Teluk Betung Sub-District, Bandar Lampung City, Lampung Province,
Indonesia.”

Research Objectives

This study aims to; 1) to determine whether promotion and electronic service quality have a simultaneous
influence on customer satisfaction at The State Electricity Company (PT PLN ULP Teluk Betung) , 2) to
determine whether the promotion of the PLN Mobile application has a partial impact on customer
satisfaction, 3) to determine whether the quality of electronic services in the PLN Mobile application has a
partial effect on customer satisfaction. As such, this research aims to increase understanding of the aspects
that influence customer satisfaction in the era of electronic services.

Research Benefits
This research has many diverse benefits. First, it examines the elements that affect customer satisfaction at
The State Electricity Company (PT PLN ULP Teluk Betung) in detail. This allows for a more efficient way
to improve customer satisfaction by focusing on the correlation between promotion and e-service quality.

Secondly, this research provides comprehensive insight into how the promotion of the PLN Mobile
application affects customer satisfaction, thus enabling organizations to improve promotions to improve
results. Evaluating the quality of e-services in the PLN Mobile application can assist companies in
determining areas that need to be improved to increase overall customer satisfaction.

In addition, it enhances academic understanding of marketing strategies and e-services and can
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serve as a resource for future studies. Finally, increased customer satisfaction is expected to improve
consumer perception and loyalty, as well as improve the company's performance and competitiveness in an
increasingly competitive market.

2. Literature Review

Kotler and Keller (2016) in Mamonto .F.W, Tumbuan .W.J.F.A & Rogi .M.H (2021) define marketing man-
agement as a strategic process for identifying target markets, attracting, retaining, and expanding the client
base through the delivery of greater customer value. Marketing management is very important for compa-
nies because it allows them to understand market conditions and determine the optimal approach to provid-
ing products or services to consumers.

Kotler and Keller (2016) in Willy .\W (2018) deflne consumer behavior as an examination of how individ-
uals, organizations, and groups behave when buying, selecting, and utilizing concepts, goods, and services to
meet customer needs and desires. The consumer behavior approach emphasizes that marketing prioritizes
customer-centric strategies rather than focusing solely on selling company products. Consumer behavior in-
fluences customer purchasing decisions. Consumers prioritize consideration of the goods and services they
want to buy before making a decision. Consumer behavior in purchasing decisions is usually influenced by
several aspects including price, quality, and product functionality.

Promotion according to Tjiptono (2015) in Ribka Lengkey, G., L.Mandey, S., & Soepono, D (2022) is a
marketing element that aims to communicate information, convince, and remind consumers about the com-
pany's brands and products.

Colier and Bienstock (2006) in Teofilus & Trisya.R (2016) define e-service quality as consumers' evalua-
tion of the effectiveness and results of problem solving, which is the basis for assessing the services offered.
Electronic service quality includes various aspects of service quality, utilizing the internet to improve the
transaction process and ensure consumer satisfaction.

Consumer satisfaction according to Kotler and Keller (2016) in Musyafa.N & Ngatno (2019) is the de-
gree of satisfaction or dissatisfaction that a person experiences after evaluating a product or service based on
his expectations. Customer satisfaction is the perspective that results from the experience of using a particu-
lar product or service.

Previous Research

Fatimah Batubara's research (2022) entitled "The Effect of Electronic Service Quality and PLN Mobile
Application Promotion on Customer Satisfaction of PT PLN (Persero) ULP Sibuhuan" found that service
quality and electronic promotion have a significant effect on customer satisfaction of PT PLN Sibuhuan,
with a significance value of 0.000. The t test shows that the quality of electronic services has a major effect
on the happiness of PT PLN Sibuhuan customers with a p-value of 0.000. Likewise, promotion also has a
significant effect on customer satisfaction of PT PLN Sibuhuan with a p-value of 0.000. The R2 value shows
a strong relationship of 81.9% between the two variables, and the remaining 18.1% is influenced by other
variables.  Gloria Ribka Lengkey and Silvya L. Mandey's research (2022) on the Effect of Promotion and
Electronic Service Quality on the PLN Mobile Application on Customer Satisfaction of PT PLN (Persero)
Tomohon Customer Service Unit revealed that promotion has no significant effect on customer satisfaction
because the t value of 1.351 is lower than the t table. Meanwhile, the electronic service quality variable has a
significant effect on customer satisfaction with a t value of 8.663 exceeding the t table value. The combined
analysis of promotion and electronic service quality variables shows a significant influence on customer
satisfaction as indicated by an F value of 62.198.

Fadillah's research (2017) on the Effect of Electronic Service Quality, Customer Value, and Trust on
Consumer Satisfaction found that electronic service quality has a significant effect on customer satisfaction,
with a t value of 2.907. Customer value has a significant effect on customer satisfaction with a t value of
3.949. Trust has a significant effect on customer satisfaction with a t value of 2.522. "Electronic service
quality, customer value, and trust together have a significant effect on customer satisfaction with an F value
of 20.759

3. Research Methods
Type, Place and Time of Research
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This research is categorized as associative research that examines causal relationships. Associative
techniques are used in this context to explore the relationship between observed variables to ascertain the
existence of causality or causal relationships. This study aims to determine whether changes in one variable
have a direct impact on changes in other variables. (Sugiyono, 2019 as cited in Hermawan, T.F., 2020).

The research was conducted in Teluk Betung District, especially for customers The State Electricity
Company (PT PLN ULP Teluk Betung). The research was conducted from September 22 to December 4,
2023.

Population and Samples
The population is focused on customers of The State Electricity Company (PT PLN ULP Teluk Betung)
who utilize the PLN Mobile application in Teluk Betung District, totaling 32,632 customers. The sampling
methodology used is Cluster Random Sampling, which is used to select samples from large and diverse
populations such as in countries, provinces, or districts. 380 respondents were obtained as a sample based
on calculations using the Krejcie & Morgan formula.

The calculation formula is as follows :

Description : 1 N.P(1-P)

n = sample size (N -1).d*+%°P(1-P)
N = population size

) _ 3,841 x 32.632 (0,5x0.5)
x~= Chi squared value n=

) ) (32.632-1) x 0,052 + 3,841(0,5x0.5)
P = population proportion
3,841 x 32.632 (0,25)

d = estimation error n=
(32.632-1) x 0,0025 + 3,841(0,25)
n= 379,64299
n= 380

Data Analysis Methods and Techniques

The analysis methods used are Validity Test, Reliability Test, and Classical Assumption Test. Data
analysis includes Multiple Linear Regression, Coefficient of Determination (R2), and Correlation Analysis.
The t test is used for partial hypothesis testing, while the F test is used for simultaneous hypothesis testing.

Multiple linear regression analysis was performed to assess the relationship between the dependent
variable and the independent variable using multiple linear regression models. Data was analyzed using
SPSS software version 25. T

The regression equation used in the investigation is as follows:
Y=a+bl X1+b2X2+e

Description :
Y = Customer Satisfaction
a = Constant
b1 = Regression Coefficient Promotion
b2 = Regression Coefficient of Electronic Service Quality
X1 = Promotion
X2 = Electronic Service Quality
e = Standard error
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Conceptual Framework

Promotion (X1) H1
1. Advertising
2. Personal Selling
3. Sales Promotion
4. Public Relation
5. Direct Marketing
Kotler and Keller (2012) in (Muarif & H3
Suryawardani, 2017)

A\ 4

Customer Satisfaction ()

1. Expectation match

2. Interest in revisiting

3. Willingness to recommend
Indrasari (2019:92)

Electronic Service Quality (X2)

1. Efficiency

2. Fulfillment H3 7y
3. System Availability

4.  Privacy

Parasuraman et. al., (2005)
H2

Figure.1l Conceptual Framework

H-1 : It is suspected that Promotion has a partial influence on Customer Satisfaction of PLN Mobile
Application users of The State Electricity Company (PT PLN ULP Teluk Betung).

H-2 : It is suspected that the Quality of Electronic Services has a partial influence on Customer
Satisfaction of PLN Mobile Application users of The State Electricity Company (PT PLN ULP
Teluk Betung).

H-3 : It is suspected that Promotion and Electronic Service Quality have a simultaneous influence on
Customer Satisfaction of PLN Mobile application users The State Electricity Company (PT PLN
ULP Teluk Betung).

4. Research Results And Discussion
Research Results
Table 1. Data Tabulation X1

5 4 3 2 1
NO | ITEMS % % % % % | SCORE
F F F F F
1 X1.1 15 [15% | 20 | 20% | 11 | 11% | 4 | 4% | 0 | 0% 196
2 X1.2 10 |10% | 22 | 22% | 12 | 12% | 6 | 6% | O | 0% 186
3 X1.3 10 | 10% | 25 | 25% | 12 | 12% | 3 | 3% | O | 0% 192
4 X1.4 13 | 13% | 21 | 21% | 10 | 10% | 6 | 6% | O | 0% 191
5 X1.5 10 |10% | 26 | 26% | 9 | 9% | 5 | 5% | O | 0% 191
6 X1.6 12 [12% | 21 | 21% | 14 | 14% | 3 | 3% | O | 0% 192
7 X1.7 8 | 8% | 25 | 25% | 10 | 10% | 7 | 7% | 0 | 0% 184

Based on Table 1, it shows that the highest score is obtained from item X1.1 with an advertising indicator.
Thus, it is concluded that advertising has an important role in encouraging the promotional factors of the
PLN Mobile application.

Table 2. X2 Data Tabulation

5 4 3 2 1
NO | ITEMS % % % % % | SCORE
F F F F F
X2.1 28 | 28% | 18 | 18% | 4 | 4% | O | 0% | O | 0% | 224
X2.2 19 [19% | 28 | 28% | 2 | 2% | 1 |1% | O | 0% | 215

Galih Tegar Wicaksono, IJSRM Volume 12 Issue 02 February 2024 EM-2024-5929



3 X2.3 16 | 16% | 27 | 27% 6 6% 1 1% 0 0% 208
4 X2.4 11 | 11% | 31 | 31% 7 7% 1 1% 0 0% 202
5 X2.5 12 | 12% | 19 | 19% | 12 12% 7 7% 0 0% 186
6 X2.6 14 | 14% | 29 | 29% 7 7% 0 0% 0 0% 207
7 X2.7 19 [ 19% | 21 | 21% | 10 | 10% 0 0% 0 0% 209
8 X2.8 19 | 19% | 27 | 27% 4 4% 0 0% 0 0% 215
9 X2.9 11 | 11% | 21 | 21% | 15 15% 2 2% 1 1% 189
10 X2.10 14 | 14% | 22 | 22% | 13 13% 1 1% 0 0% 199

Based on Table 2, it shows that the highest score is achieved by item X2.1 with an efficiency indicator.
This states that the quality of service in the PLN Mobile application is considered efficient in providing
convenience for customers.

Table 3. Y Data Tabulation

5 4 3 2 1
NO | ITEMS % % % % % | SCORE
F F F F F
1 Y11 18 [18% | 28 | 28% | 4 | 4% | O [0% | O | 0% | 214
2 Y1.2 13 [ 13% | 29 [29% | 7 | 7% | 1 | 1% | O | 0% | 204
3 Y13 11 [11% | 26 | 26% | 10 | 10% | 3 [3% | 0 | 0% | 195
4 Y1.4 11 [11% | 25 [ 25% | 13 | 13% | 1 [1% | O | 0% | 196
5 Y15 11 [11% | 30 [30% | 9 | 9% | O [0% [ O | 0% | 202
6 Y16 14 [14% | 27 [27% | 8 | 8% | 1 [1% | O | 0% | 204

Based on Table 3, it shows that the highest score is achieved by item Y 1.1 with the indicator of conformity
of expectations. Thus, it is concluded that customer satisfaction has been fulfilled by matching the
expectations of The State Electricity Company (PT PLN ULP Teluk Betung).consumers.

a. Validity Test

Sugiyono (2017: 125) defines the validity test as a measure of how close the data collected from the
research subject is to the actual data. This validity test is designed to evaluate the accuracy and reliability of
data obtained from research, especially from measuring instruments such as questionnaires.

Table 4. Validity Test

. Perarson .
Variables Statements Correlatio | ' table Sig |Alpha Stat
n(r u
counts) S
X1.1 0,7 0,2353 0,00 |0,05 Vali
67 d
X1.2 0,6 0,2353 0,00 |0,05 Vali
49 d
Promotion (X1) X1.3 0,6 0,2353 0,00 |0,05 Vali
87 d
X1.4 0,5 0,2353 0,00 |0,05 Vali
53 d
X15 0,5 0,2353 0,00 |0,05 Vali
51 d
X1.6 0,5 0,2353 0,00 |0,05 Vali
68 d
X1.7 0,5 0,2353 0,00 |0,05 Vali
36 d
X2.1 0,3 0,2353 0,00 |0,05 Vali
41 d
Electronic Ser- X2.2 0,5 0,2353 0,00 |0,05 Vali
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vice Quality 99 d
(X2) X2.3 0,6 0,2353 0,00 |0,05 Vali

84 d

X2.4 0,7 0,2353 0,00 |0,05 Vali

34 d

X2.5 0,7 0,2353 0,00 |0,05 Vali

27 d

X2.6 0,7 0,2353 0,00 |0,05 Vali

54 d

X2.7 0,6 0,2353 0,00 |0,05 Vali

54 d

X2.8 0,7 0,2353 0,00 |0,05 Vali

09 d

X2.9 0,6 0,2353 0,00 |0,05 Vali

44 d

X2.10 0,7 0,2353 0,00 |0,05 Vali

41 d

Customer Satis- Y1.1 0,6 0,2353 0,00 |0,05 Vali
faction (Y) 35 d
Y1.2 0,7 0,2353 0,00 |0,05 Vali

68 d

Y1.3 0,7 0,2353 0,00 |0,05 Vali

53 d

Y1.4 0,7 0,2353 0,00 |0,05 Vali

13 d

Y15 0,7 0,2353 0,00 |0,05 Vali

Y1.6 89 0,2353 0,00 |0,05 d

0,7 Vali

78 d

Source: SPSS 25 processed data, 2023

Table 4 shows the correlation coefficient value, namely 7 statements relating to the promotion variable
(X1), 10 statements for the electronic service quality variable (X2), and 6 statements for the customer
satisfaction variable (Y), all of which show a calculated r value greater than the r table (0.2353), so it can
be concluded that the data is valid.

b. Reliability Test
Reliability testing assesses the consistency of measurement findings obtained from the same object,
resulting in similar data (Sugiyono, 2017: 130).

Table 5. Reliability Test

Variabel Cronbach’s Description
Alpha

Promotion 0,84 Reliable
7

Electronic Service Quality 0,89 Reliable
9

Customer Satisfac- 0,91 Reliable
tion 2

Source: SPSS 25 processed data, 2023

In table 5, all statements related to promotion variables, electronic service quality, and customer
satisfaction have a Cronbach's Alpha (o) value greater than 0.60. Each statement item in this study is
considered to have good reliability and is considered suitable for research purposes.
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2. Classic Assumption Test

Classical assumption testing is an important stage in multiple linear regression analysis using the
Ordinary Least Square (OLS) method. OLS involves one dependent variable and several independent
variables. Ghozali (2018: 159) states that to evaluate the suitability of the model, it is necessary to test

many classical assumptions such as normality, multicollinearity, and heteroscedasticity.

a. Normality Test

The normality test assesses whether the residuals in the regression model are normally distributed. A
normal distribution of the residual data indicates a high quality regression model. The normality
distribution of residuals can be assessed using the Kolmogorov-Smirnov (K-S) non-parametric statistical
test provided in the SPSS software. Data is considered to follow a normal distribution if the significance
value of the test results exceeds 0.05. (Ghozali, 2018: 161-167).

Table 6. Normality Test

One-Sample Kolmogorov-Smirnov Test
Unstandardized Residual
N 50
Normal Parameters®® Mean .0000000
Std. Devia- 2.19116338
tion
Most Extreme Differences Absolute 132
Positive 118
Negative -.132
Test Statistic 132
Asymp. Sig. (2-tailed) .030°
a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

Source: SPSS 25 Processed Data,

2023

The significance value from table 6 of 0.30 shows greater than 0.05. Therefore, it can be concluded
that the data is normally distributed.

b. Multicollinearity Test

The multicollinearity test assesses whether there is a correlation between independent variables in a
regression model. An ideal regression model shows no relationship between independent variables and has
no symptoms of multicollinearity. Identification of multicollinearity symptoms involves monitoring the
Variance Inflation Factor (VIF) and Tolerance levels. Tolerance measures the amount of variability of a
variable that is not accounted for by other independent variables. The symptoms of multicollinearity are
indicated by a VIF score below 10.00 and a Tolerance value above 0.10 (Ghozali, 2018: 107).

Table 7. Multicollinearity Test

Coefficient?

Model Colinearity Statistics

Tolerance VIF
(Constant)
Promotion ,642 1,557
Electronic Service Quality ,642 1,557

Source: SPSS 25 processed data, 2023

The data in table 7 shows the VIF value is below 10 and the tolerance value exceeds 0.1. Therefore,
it can be concluded that there are no signs of multicollinearity in this study.
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c. Heteroscedasticity Test

The heteroscedasticity test is conducted to assess whether there is a variation in residual variance
between different observations in the regression model (Ghozali, 2018: 120). This test can be done by
looking at the scatterplot graph between SRESID and ZPRED to find out if there is a special pattern.
Decisions are made based on the following criteria:
1. Identifying a consistent wave pattern or variation in the width of the residual distribution over time in
the scatter plot indicates the presence of heteroscedasticity.
2. If the scatterplot displays a random distribution of dots above and below the 0 value on the Y axis
without a visible pattern, then it indicates the absence of heteroscedasticity" (Ghozali, 2018: 137-138).

Scatterplot

Dependent Variable: Kepuasan Pelanggan

Regression Studentized Residual
L ]
L ]

-2 -1 0 1 2

Regression Standardized Predicted Value

Figure 2. Heteroscedasticity Test
Source: SPSS 25 processed data, 2023

From the scatterplot graph shown in Figure 2, it can be concluded that the data is randomly scattered
above and below the 0 (zero) value on the Y-axis, and there is no consistent pattern in the distribution of
the data. Therefore, it can be concluded that there is no heteroscedasticity in the regression equation mod-
el.

3. Hypothesis Testing
a. F-Test

Sugiyono (2014: 96) states that the F test is used to assess the collective impact of independent
variables. A model is considered feasible if the F significance value is less than or equal to the alpha level
of 0.05.

Table 8. F-Test Results

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regres- 379.241 2 189.621 37.882 .000°
sion
Residual 235.259 47 5.006
Total 614.500 49
a. Dependent Variable: Customer Satisfaction
b. Predictors: (Constant), Electronic Service Quality, Promotion

Source: SPSS 25 data processing results, 2023

The significance value of the effect of Promotion (X1) and Electronic Service Quality (X2) on
Customer Satisfaction is 0.000, which is less than 0.05. The estimated F table value of 37.882 is greater
than the F table value of 3.20 as shown in Table 8. The Nol Hypothesis (Ho3) is rejected and the
Alternative Hypothesis (Ha3) is accepted, indicating that there is an influence of Promotion (X1) and
Electronic Service Quality (X2) on Customer Satisfaction (Y).

Galih Tegar Wicaksono, IJSRM Volume 12 Issue 02 February 2024

EM-2024-5933



b. T-Test

Sugiyono (2014: 213) explains that the T test is used to test hypotheses regarding the relationship
between two or more variables in the presence of controlled variables. If the significance value is less
than 0.05 and the regression coefficient is in accordance with the hypothesis, the hypothesis is accepted.

Table 9. T-Test Results

Coefficients®

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2.892 2.504 1.155 .254
Promotion .264 .088 .339 3.012 .004
Electronic Service .350 .074 534 4.742 .000
Quality

a. Dependent Variable: Customer Satisfaction
Source: SPSS 25 data processing results, 2023

Based on the calculation results from table 9, the result is obtained :
1. The t value of the Promotion variable (X1) of 3.012 is more than the t table value of 2.012 at a
significance level of 0.004 <0.05. The zero hypothesis (Ho) is rejected, this shows that Promotion
(X1) has a significant effect on Customer Satisfaction (Y) so that the alternative hypothesis (Ha) is
accepted.
2. The calculated t value of the Electronic Service Quality variable (X2) of 4.742 exceeds the t table
value of 2.012 at a significance level of 0.000 <0.05. This indicates the rejection of the zero
hypothesis (Ho) that Electronic Service Quality has a significant effect on Customer Satisfaction

(YY), so that the alternative hypothesis (Ha) is accepted.

4. Multiple Linear Regression Analysis
Sugiyono (2014: 277) states that multiple regression analysis is used to anticipate how the dependent

variable will behave when two or more independent variables are used as predictors. In this research,
multiple linear regression tests were used to assess how the independent variables (promotion and

electronic service quality) affect the dependent variable (customer satisfaction).

Table 10. Multiple Linear Regression

Coefficients®
Model Unstandardized Coeffi- Standardized t Sig.
cients Coefficients
B Std. Error Beta

(Constant) 2.892 2.504 1.155 .254
Promotion .264 .088 .339 3.012 .004
Electronic Service .350 .074 534 4,742 .000
Quality

a. Dependent Variable: Customer Satisfaction
Source: SPSS 25 data processing results, 2023

From the results of table 10, the multiple linear regression equation is obtained as follows :
Y =2,892 + 0,264X2 +0,350X2 + e
Based on the multiple linear regression equation, when Promotion and Electronic Service Quality
are both zero, the average Customer Satisfaction is estimated at 2,892 units. The regression coefficient
of each independent variable is positively correlated with Customer Satisfaction, indicating a
unidirectional relationship between Promotion, Electronic Service Quality, and Customer Satisfaction.

a. Correlation Coefficient (R)

Correlation coefficient analysis assesses the direction and degree of relationship between two or more
variables. The direction of the relationship can be positive or negative, and its strength is determined by

the correlation coefficient value (Sugiyono, 2018).
The correlation coefficient (r) measures the degree of correlation between the independent and

dependent variables. The value of the correlation coefficient ranges from -1 to +1, giving rise to several
possibilities:
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a. A positive sign indicates a positive correlation between the evaluated variables, indicating that any
change in the value of one variable is related to a change in the other variable.

b. A negative sign indicates a negative correlation between variables, where an increase in one variable
results in a decrease in the other variable, and vice versa. An r result close to -1 or equal to -1 indicates a
weak negative correlation between the variables under study.

c. If the r value is 0 or around 0, it means that the correlation between the variables studied is weak or
nonexistent.

b. Coefficient of Determination (R2)

The coefficient of determination (R2) assesses how well the model is able to account for variations in the
dependent variable. The coefficient of determination ranges from 0 to 1. A lower value indicates that the
model has little explanatory power for variations in the dependent variable, while a value close to 1
indicates that the independent variable is the main source of information for predicting variations in the
dependent variable (Ghozali, 2018: 97). The determination analysis in this study tries to evaluate the extent
to which independent factors can cause variations in the dependent variable.

Table 11. Correlation Coefficient (R) and Coefficient of Determination (R2)
Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .786° .617 .601 2.237

a. Predictors: (Constant), Electronic Service Quality, Promotion
b. Dependent Variable: Customer Satisfaction

Source: SPSS 25 data processing results, 2023

Table 11 shows a correlation coefficient of 0.786 between the independent and dependent variables.
The positive correlation coefficient indicates that there is a significant and one-way correlation between
the variables Promotion and Electronic Service Quality with Customer Satisfaction, this indicates that
the greater the value of the independent variable, the value of the dependent variable also increases. The
Adjusted R2 value of 0.617 means that 61.7% of the variation in the dependent variable can be
explained by the independent variables evaluated. The remaining 38.3% is caused by additional factors
not included in this research.

Discussion Of The Research

The F test results explain that Promotion and Electronic Service Quality have a simultaneous influence on
Customer Satisfaction. Effective advertising and high quality services on the PLN Mobile Application lead
to increased customer satisfaction at PT PLN (Persero) ULP Teluk Betung. This finding is in line with re-
search conducted by Gloria Ribka Lengkey and Silvya L. Mandey in 2022 on the Effect of Promotion and
Electronic Service Quality on PLN Mobile Application on Customer Satisfaction of PT PLN (Persero) ULP
Tomohon. This research shows that promotion and electronic service quality are important factors in in-
creasing customer satisfaction.

The results of the multiple linear regression test show that the linear regression coefficient of promotion
has a positive effect on the level of customer satisfaction of PT PLN (Persero) ULP Teluk Betung. There-
fore, it can be concluded that the H1 hypothesis is supported, which states that the promotion regression co-
efficient in the PLN Mobile application has a significant effect on customer satisfaction at PT PLN (Persero)
ULP Teluk Betung. Fatimah Batubara's research (2022) on "The Effect of Electronic Service Quality, PLN
Mobile Application Promotion on Customer Satisfaction of PT PLN (Persero) ULP Sibuhuan™ is in line with
these findings, showing that promotion has a significant impact on customer satisfaction.

This study revealed a favorable and significant correlation between e-service quality and customer satis-
faction. Higher electronic service quality causes customer satisfaction to increase, while lower service quali-
ty causes customer satisfaction to decrease. This research is in line with Fadillah's 2017 research on the Ef-
fect of Electronic Service Quality, Customer Value, and Trust on Consumer Satisfaction. The results show
that electronic service quality has a significant impact on customer satisfaction.
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5. Conclusions And Advice

Conclusions

Conclusions can be drawn from the results of the study and analysis. Individually, promotion has a major
influence on customer satisfaction in using the PLN Mobile Application. Promotion can increase customer
service awareness directly leading to higher customer satisfaction. Second, the quality of electronic services
has a major impact on customer satisfaction of PLN Mobile application users. This shows that the quality of
electronic services has a significant impact on consumer perceptions and satisfaction. Third, the F test
results show that the independent variables of promotion and electronic service quality together have a
considerable influence on the dependent variable of customer satisfaction. Effective promotion combined
with strong e-service quality can have a major impact on overall customer satisfaction. It is important for
companies to not only prioritize promotions but also improve the quality of electronic services to optimize
customer satisfaction when using the PLN Mobile application.

Advice

The research findings provide recommendations for PT PLN ULP Teluk Betung to improve service quality
and customer satisfaction with the PLN Mobile application. Efforts made must focus on expanding the scope
of promotion through increased innovation in the Teluk Betung area. This is intended to increase customer
knowledge of the PLN Mobile application, with the hope that it can have a positive influence on the level of
customer satisfaction. In addition, companies need to consistently improve the quality of electronic service
applications. Companies can improve service quality and adapt to future customer demand by consistently
updating and improving their operations. It is recommended to conduct additional studies that are more
thorough and detailed. This study shows that about 61.7% of other variables affect customer satisfaction
with the PLN Mobile application.

Additional research is needed to gain a deeper understanding of these aspects, therefore allowing the
company to implement more effective strategies to improve overall customer satisfaction. The
implementation of such suggestions aims to help The State Electricity Company (PT PLN ULP Teluk
Betung) improve its performance and services in the ever-evolving era of electronic services.
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