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Abstract

This study aims to analyze the influence of price, product quality, consumer satisfaction, and variety seeking
tendencies on brand switching decisions. A case study was conducted on 100 Tri card users at the Faculty of
Economics and Business, Malikussaleh University. Data were collected through an online questionnaire and analyzed
using the Partial Least Square (PLS) method. The results showed that price did not have a significant influence on
brand switching decisions. This indicates that consumer perceptions of price, whether considered expensive or
competitive, were not a major factor in brand switching decisions. Conversely, product quality was proven to have a
positive and significant influence on brand switching decisions. Signal quality, network stability, data package
durability, and service features were the dominant factors that encouraged consumers to switch to another brand.
Consumer satisfaction did not have a significant influence on brand switching decisions, which means that even
though consumers were quite satisfied, this did not guarantee they would remain loyal to using Tri cards. In addition,
variety seeking also did not have a significant influence on brand switching decisions. Thus, brand switching
decisions among Tri card users were more influenced by product quality aspects than by price, satisfaction, or the
tendency to try new products.

Keywords: Price, Product Quality, Consumer Satisfaction, Tendency to Seek Variety, Brand Switching

INTRODUCTION

As the times become increasingly modern, technology is also progressing towards greater sophistication.
One form of this progress is seen in the communication media that has become an inseparable part of everyday life,
namely mobile phones, or what are commonly called cell phones. For mobile phone users, using a cellular card or
SIM card is an essential need. The public's tendency to use more than one SIM card has caused the number of cellular
service subscribers in Indonesia to exceed the population itself. Based on survey results, the number of cellular
subscribers in Indonesia even exceeds the total population of 270.2 million. Referring to data from the Central
Statistics Agency (BPS), the number of cellular telephone network users in 2020 was recorded at 355.6 million users,
an increase of 4.2% compared to the previous year's 341.27 million users. Based on the type of payment method,
345.95 million customers (97.28%) use prepaid methods, while 9.67 million customers (2.76%) use postpaid
methods.

Based on the survey results above, The number of mobile phone subscribers in Indonesia in 2022 was recorded
at around342.61 million, experienced a decline compared to the previous period due to the purging of inactive
numbers and data adjustments by operators. Entering 2023, the number of subscribers increased again t0352.16
million, indicating a market recovery supported by growth in data service users and the expansion of 4G networks.
Based on projections, the number of subscribers is expected to reach 1.5 billion by 2024.360 millionAs 5G services
are being introduced in several major cities, this positive trend is predicted to continue until 2025, with estimates of
around368 millioncustomers, driven by more widespread internet penetration, increasingly affordable data package
prices, and the increasing need for digital connectivity across various sectors.
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Figure 1 Internet Network Speed of Mobile Operators in Indonesia
Source: Databoks.com (2025)

Based on the latest data, Telkomsel leads as the mobile operator with the highest average download speed
in Indonesia, which is around 31.14 Mbps, followed by XL Axiata which recorded 32.91 Mbps in the final quarter
of 2024. IM3 is in third place with an average speed of around 28 Mbps, but excels in network stability and user
experience. Operator Tri shows improved performance with a speed of around 22 Mbps, while Smartfren has an
average speed of 18.76 Mbps but stands out in low latency. Overall, although Telkomsel and XL Axiata excel in the
speed aspect, IM3 is able to compete through consistent service quality, while Tri and Smartfren are more focused
on improving the user experience in specific segments. Telecommunication network operators operating in Indonesia
include PT Telekomunikasi Seluler (Telkomsel), PT Indosat Ooredoo Thk, PT XL Axiata Tbk, PT Hutchison 3
Indonesia, PT Smartfren Telecom Tbk, and PT Sampoerna Telekomunikasi Indonesia. For additional information,
PT Indosat Ooredoo and PT Hutchison 3 Indonesia have agreed to merge and form a new entity called PT Indosat
Ooredoo Hutchison Indonesia Tbk on January 4, 2022.

The increasing number of mobile phone users in Indonesia has prompted mobile phone service providers to
compete with each other by offering products with various attractive features to attract customers. Therefore, each
company is required to continuously innovate and demonstrate creativity in developing new products to remain
competitive in the market. The diverse features and prices offered by each telecommunications company give
consumers the freedom to choose and purchase a mobile card according to their needs and preferences. This is one
factor that can encourage brand switching behavior among the public.

Based on the data presented, it can be seen that Tri's mobile card has experienced a decline in the number of
customers every year compared to other mobile operators. According to Dharmmesta & Handoko (2022:10), this
decline is caused by internal factors, such as declining product quality, unsatisfactory service, and a lack of attractive
sales promotions. Meanwhile, external factors that also influence this include changes in consumer preferences, the
emergence of superior competing products, and government policies. These findings indicate that public perception
of purchasing interest in the product in question has decreased, which ultimately encourages consumers to switch to
other brands with similar products to meet their needs.

Brand switchingis a common phenomenon in various types of markets, especially in perfectly competitive
markets, where there are many similar products with competitive prices, making it easier for consumers to make
varied purchases (Variety Seeking) (Diaz Abisatya, 2022). Brand switching behavior is defined as consumer
behavior in changing brands for certain reasons, or it can also be interpreted as consumer vulnerability to switch to
another brand (Dharmmesta, 2022:83). According to Peter & Olson (2021), Brand switching is "a change in
consumer attitudes towards the products they consume to switch to another product.” Therefore, Brand switching is
one aspect that requires attention from companies in developing their products to suit consumer needs and desires.
A more in-depth study is needed so that companies do not lose market share.
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Various factors can influence brand switching, including product attributes, price, promotion, advertising,
network coverage, lifestyle, brand image, and variety seeking. According to Hannisa Rizky Ananda (2020) in Rizal
& Purwanto (2020), factors influencing brand switching include product attributes, price, and promotion. Diana Vita
Lestari (2021) adds that the need for variety and the attractiveness of competitors also contribute. Nuraeni (2022)
suggests that variety seeking and the level of involvement are significant factors, while Aulia Uswatun Khasanah
and Rini Kuswati (2023) emphasize product quality and variety seeking. Consumer decisions to switch brands are
influenced by a number of complex factors. Product quality is one of the main factors influencing brand switching.
Product quality can be defined as the attributes or capabilities of a product in performing its function, which will
create consumer perceptions of the product's superiority and suitability to the expected benefits they want to obtain
(Arundina, Sriwidodo, & Wibowo, 2023). Consumers determine their level of satisfaction after using a product or
service. If the product they use does not meet expectations, consumers tend to switch brands (Putra, 2021). Therefore,
product quality plays a crucial role in purchasing decisions. If product quality does not meet consumer expectations
and does not provide satisfaction, the likelihood of brand switching increases.

Besides quality, price is also an important factor in brand switching decisions. According to Kotler and
Keller (2020), companies typically set prices by considering competitors' prices, whether they are more expensive,
cheaper, or the same. This price difference can influence consumers' decisions to seek alternative products at a more
appropriate price. If a product's price is perceived as too high and not commensurate with the quality offered,
customers are likely to feel disappointed and switch to another brand. Every consumer has certain expectations
regarding the product they purchase. Consumer satisfaction results from comparing expectations with reality after
using the product. If these expectations are not met, dissatisfaction will arise (Kotler & Armstrong, 2022). This
dissatisfaction is one of the main causes of brand switching, as consumers will seek information on more suitable
alternative products (Kotler & Keller, 2020). Dissatisfied consumers will seek other alternatives that can provide a
higher level of satisfaction. Consumer satisfaction reflects the extent to which a product meets expected expectations.
If the promised product benefits are not met, this will lead to dissatisfaction and encourage switching to another
brand (Kotler, 2020).

However, it should be noted that brand switching can still occur even if consumers express satisfaction with
a product. This can be caused by consumers' desire to seek variety, especially when emotional attachment to the
brand is low. In this condition, small differences between brands can be a reason to switch (Irawan, Indiyastuti, &
Suliyanto, 2020). As previously explained, brand switching behavior is a complex phenomenon and is often driven
by consumers' drive for diversity. Peter and Olson (2023) state that variety seeking is a natural human instinct, arising
from boredom with the same product, a desire to try something new, or dissatisfaction with the product they are
using. When consumers evaluate various brands, they will weigh the benefits and uses offered, and if they find a
more attractive alternative, they will tend to switch (Kotler & Keller, 2023). Considering this, variety seeking
behavior is common in the consumer world. Consumers with low emotional attachment to a brand are more easily
motivated to switch if they perceive compelling differences between brands (Irawan, Indiyastuti, & Suliyanto, 2020).
Therefore, this study used the Variety Seeking variable as a moderator influencing the relationship between price,
product quality, and consumer satisfaction with brand switching.

LITERATURE REVIEW
1. Relationship between Product Quality (X1) and Brand Switching (Y)

In business, companies need to focus on the quality of the products they sell, even comparing them to
competitors' products. Marketers must ensure their products are of the highest quality, as otherwise, consumers may
switch to other brands perceived as superior.This opinion is supported by various studies. One study by Sulastri et al.
(2020) showed that product quality and design simultaneously significantly influence the decision of students at the
East Lampung Institute of Economics (STIE Lampung Timur) to switch mobile phone brands. Another study by
Arundina, Sriwidodo, and Wibowo (2016) also found that unsatisfactory product quality influenced the decision of
students at the Faculty of Economics, Slamet Riyadi University, Surakarta, to switch Charm sanitary napkins.
Similarly, research by Januard R. Kapojos (2017) concluded that product quality is the main factor driving consumers
to switch from Samsung phones.

In essence, if the product quality does not meet expectations, consumers will stop using it and move to other brands
that offer better quality, variety, and sophistication.

2. Price Relationship (X2) and Brand Switching (Y)
Price has a very important role in influencing purchasing decisions, it can even encourage consumers toBrand
switchingTherefore, companies need to offer prices that create a positive perception in the eyes of consumers.
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Consumers often compare the price of a product with other brands to obtain benefits commensurate with their
expectations. According to Dwinanto and Suasana (2020), competitive and varied prices for similar products can
trigger brand switching behavior. This behavior occurs when consumers switch from one brand to another. Several
studies support this statement. For example, research by Meutia (2021) shows that price increases for Oriflame
products are associated with increased brand switching. Similarly, a study by Mahayu Putri and Astuti (2020) found
that expensive smartphone prices significantly influence consumers who switch to other brands. In short, if companies
offer competitive, varied, and affordable prices, this can prevent consumer brand switching. Conversely, if the price
of a product does not match the expected benefits, consumers will not hesitate to stop using it and look for another
brand that better meets their expectations.

3. Relationship between satisfaction (X3) and brand switching (Y).

Maintaining customer loyalty is paramount in marketing, and customer satisfaction is key. When purchasing
a product, consumers have certain expectations. Satisfaction arises when the product's performance meets or even
exceeds those expectations (Dwinanto & Suasana, 2021). According to Kotler and Keller (2021), satisfaction is the
feeling of pleasure or disappointment experienced by consumers after comparing product performance to their
expectations.However, satisfaction does not always guarantee consumer loyalty. Kotler and Keller's (2021) theory
explains that if a product only meets expectations, consumers will be satisfied but may still switch to another brand
if a better offer is available. Conversely, if a product exceeds expectations, consumers will be highly satisfied and
likely to repurchase and recommend the product. If product performance falls short of expectations, consumers will
be disappointed. This aligns with findings that even consumers satisfied with Samsung products can switch brands
due to the attraction of variations or more attractive offers from other brands.

Other studies also support this view. Research by Karnowati et al. (2021) shows that even satisfied consumers
continue to seek information about other brands, a behavior known asVariety Seeking, namely the desire to try various
attractive offers from various brands. Other studies show a relationship between satisfaction and brand switching.
Dwinanto and Suasana (2021) found that customer satisfaction had a negative and significant effect on brand
switching among Samsung smartphone users. Meanwhile, Indrawati and Untarini (2021) stated that dissatisfaction
had a positive effect on brand switching. This means that the higher the dissatisfaction felt due to a product not
meeting expectations, the greater the likelihood of consumers switching brands. On the other hand, research by Putra
(2021) found that consumer satisfaction does not always have a significant effect on smartphone brand switching
among students. Overall, consumer satisfaction is highly dependent on product performance after purchase. If product
performance meets or exceeds expectations, consumers will be satisfied and recommend it. However, if consumers
are dissatisfied, they will tend to switch to another brand.

4, Relationship between Variety Seeking (X4) and Brand Switching (Y)

The rapid development of technology has flooded the smartphone market with various brands offering a
variety of prices, from affordable to expensive (Pertiwi, 2021). Price serves two important functions: as an allocation
tool that helps consumers make purchasing decisions to gain benefits, and as information that consumers use to learn
about products.Price plays a crucial role in purchasing decisions and brand switching. If there is a more competitive
and affordable price from a competing brand, consumers are more likely to switch from their previous product
(Arundina, Sriwidodo, & Wibowo, 2021). This variety of price options encourages consumers to consider which
product best suits their needs (Kapojos, 2021). Several studies support this. Indriani and Pasharibu (2020) showed
that price influences brand switching decisions. If the price does not match consumers' perceptions, they tend to
switch to another brand with a more suitable price. A study by Febiastuti and Nawarini (2021) also found that price
perception has a positive and significant influence on brand switching.

Olson and Peter (2021) explain that price is the sacrifice consumers make to obtain a product or service.
Therefore, consumers will compare price variations between brands, evaluating the cost and value offered. This
information will influence consumer decisions about whether to remain loyal to an existing brand or switch to a new
one.Thus, varying prices can motivate consumers to switch brands. When consumers are dissatisfied with the price
of a product, they will seek information and compare other, more satisfying options. Ultimately, they will stop using
the old product and switch to a new brand whose price better aligns with their budget and expectations.
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Conceptual Framework
Figure 2.1 Conceptual Framework

Product Quality
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Hypothesis

H1:  Product quality (X1) has a negative and significant effect onBrand switching decision ().

H2: Price (X2) has a positive and significant effect on the decision to move brand ().

H3:  Consumer satisfaction (X3) has a negative and significant effect on brand switching decisions (Y).
H4:  Variety Seeking(X4) has a positive and significant influence on brand switching decisions ().

METHOD

In accordance with the chosen research title, the object of the study is all Management students of the Faculty
of Economics & Business, Malikussaleh University who use Tri cellular cards. The location of this research is at
Malikussaleh University, Lhokseumawe City, Aceh. Population is a generalization area consisting of subjects or
objects that have certain qualities and characteristics determined by the research to be studied and then drawn
conclusions (Arikunto, 2023). The population in this study is all Management students of Unimal. Students who have
used Tri cards at least three times, where the number is not known for certain. The sample is part of the number and
characteristics possessed by the population. The population has a large number so the researcher uses a sample from
that population. According to Arikunto (2021), what is meant by a sample is a portion of the number and
characteristics possessed by the population. The sample taken in this study was Unimal Management students who
use Tri cellular cards.The sampling method used in this study is a non-probability sampling method, because the
population studied is infinite (a population whose number and identity of population members are unknown). In
addition, sampling was also carried out by accidental sampling. Accidental sampling is a technique for taking
respondents as samples if people who happen to be, that is, anyone who happens to meet the researcher can be used
as a sample if the person who happens to be met is suitable as a data source. Based on the formula, the maximum
limit value is taken, namely 10. This study has 17 statement items, so the size or number of samples for this study is
10 x 17 = 170 respondents. Data collection techniques in this study are: Questionnaires are a data collection technique
by providing or distributing a list of statements to respondents with the hope of providing responses based on these
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statements (Ghozali, 2020). The list of questions given to Unimal students who use Bukalapak with the intention that
the person is willing to provide responses according to the researcher's request. The questionnaire is in the form of
written question data distributed to respondents to provide the following answers: 1. Strongly Disagree, 2. Disagree,
3. Neutral, 4. Agree, 5. Strongly Agree.

RESULTS AND DISCUSSION
Normality Test Results

Table 1 Normality Test Results

Tests of Normality
Shapiro-Wilk
Statistics df Sig.
Standardized
Residual .980 100 130

Source:processed by researchers, 2025.

Based on Table 1, using the Shapiro—Wilk test, a significance value (Sig.) of 0.130 was determined based on
the results of the residual normality test. This value exceeds the 0.05 significance level. This implies that the residuals
of the regression model in this study are normally distributed. Thus, the assumption of normality, a prerequisite for
multiple linear regression analysis, has been met.

Autocorrelation Test Results
Based on the autocorrelation test using SPSS 25, the following results were obtained:

Table 2 Autocorrelation Test Results

Model Summary
Adjusted R Standard Error
Model R R Square Square of the Estimate | Durbin-Watson
1 .917a .840 .833 1,351 1,864
Source:processed by researchers, 2025.

Based on the autocorrelation test results presented in Table 2 using the Durbin—Watson (DW) statistic, the
DW value was 1.864. In general, a DW value in the range of 1.5 to 2.5 indicates no indication of autocorrelation,
either positive or negative, in the regression model tested. Therefore, it can be concluded that the regression model
in this study meets the assumption of residual independence (free from autocorrelation), making the model suitable
for further analysis because there is no violation of the classical assumptions regarding autocorrelation.

Heteroscedasticity Test Results
Based on the heteroscedasticity test with SPSS 25, the following results were obtained:

Table 3 Heteroscedasticity Test Results
Coefficientsa

Unstandardized Standardized
Coefficients Coefficients
Std.
Model B Error Beta t Sig.
1 (Constant) A72 783 .986 327
PRODUCT
QUALITY .050 .021 .526 2,382 .019
PRICE -.048 .046 -.228 -1.033 304
SATISFACTION .014 .024 .090 575 .566
SEEKING -.084 .056 -311 -1,499 137

Source:processed by researchers, 2025.
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Table 3 presents the results of the heteroscedasticity test, which was conducted using the Glejser method.
The significance values (Sig.) for each independent variable are as follows: 0.019 for Product Quality, 0.304 for
Price, 0.566 for Satisfaction, and 0.137 for Variety Seeking. The heteroscedasticity test criteria stipulate that a
significance value > 0.05 indicates the absence of heteroscedasticity symptoms, while a value < 0.05 indicates the
presence of heteroscedasticity symptoms. The Product Quality variable is the only variable with a significance value
less than 0.05, as the other variables have values greater than or equal to 0.05, according to this finding. This indicates
that the Product Quality variable exhibits heteroscedasticity, while the Price, Satisfaction, and Variety Seeking
variables do not exhibit heteroscedasticity. Therefore, the regression model generally meets the assumption of
homoscedasticity. However, the Product Quality variable exhibits a non-constant residual variance, thus requiring
additional consideration.

Multicollinearity Test Results
Based on the multicollinearity test with SPSS 25, the following results were obtained:

Table 4 Multicollinearity Test Results
Coefficientsa

Unstandardized | Standardized Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta t Sig. | Tolerance | VIF
1 (Constant) -1,780 | 1,227 -1,450 150
PRODUCT
QUALITY .169 .033 471 | 5.141 .000 200 | 4,995
PRICE 252 072 320 | 3,495 .001 201 | 4,975
SATISFACTION .061 .038 103 | 1,587 116 398 | 2,514
SEEKING .258 .088 253 | 2,938 .004 227 | 4,406

Source:processed by researchers, 2025.

Based on the results of the multicollinearity test in Table 4, the Tolerance Values for the variables Product
Quality, Price, Satisfaction, and Variety Seeking are 0.200, 0.201, 0.398, and 0.227, respectively. The Variance
Inflation Factor (VIF) values are 4.995, 4,975, 2.514, and 4.406, respectively. Based on the multicollinearity testing
criteria, the regression model is considered multicollinearity-free if the Tolerance value is greater than 0.10 and the
VIF value is less than 10. All independent variables in this model meet the multicollinearity-free criteria, as evidenced
by the Tolerance value exceeding 0.10 and the VIF value less than 10. Thus, it can be concluded that the regression
model used in this study does not experience multicollinearity problems, which means that the independent variables
do not interfere with each other in their ability to explain the dependent variable accurately.

Multiple Linear Regression Test Results
1. Results of the Coefficient of Determination (R2) Test
Based on the coefficient of determination test using SPSS 25, the following results were obtained:

Table 5 Results of the Determination Coefficient Test
Model Summary

Standard Error of
Model R R Square Adjusted R Square the Estimate

1 917a .840 .833 1,351
Source:processed by researchers, 2025.

Based on Table 5, the results of the coefficient of determination test show an R value of 0.917, which indicates
a strong relationship between the dependent variable (Brand Switching) and the independent variables (Product
Quality, Price, Satisfaction, and Variety Seeking). The four independent variables can contribute 84.0% of the
variation in changes in Brand Switching, as indicated by the R Square value of 0.840. The remaining 16.0% is
influenced by factors not included in this research paradigm. The Adjusted R Square value of 0.833 indicates that the
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research results have been adjusted for the number of variables and respondents. Therefore, the regression model
used in this study is considered appropriate and of high quality.

F Test Results
Based on the F test using SPSS 25, the following results were obtained:

Table 6 F Test Results

ANOVA
Sum of
Model Squares df Mean Square F Sig.
1 Regression 910,629 4 227,657 124,717 .000b
Residual 173,411 95 1,825
Total 1084.040 99

Source:processed by researchers, 2025.

Based on Table 6, the calculated F value of 124.717 with a significance level of 0.000 < 0.05 was obtained
from the F test (ANOVA). This indicates that the dependent variable, Brand Switching, is significantly influenced
by the independent variables, namely Price, Satisfaction, Variety Seeking, and Product Quality. Thus, the regression
model used in this study is suitable for hypothesis testing.

T-Test Results
Based on the T test conducted with SPSS 25, the following results were obtained:

Table 7 T-Test Results
Coefficientsa

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -1,780 1,227 -1,450 .150
PRODUCT
QUALITY .169 .033 471 5.141 .000
PRICE 252 .072 .320 3,495 .001
SATISFACTION .061 .038 103 1,587 116
SEEKING .258 .088 .253 2,938 .004

Source:processed by researchers, 2025.

Based on Table 7, the Product Quality variable has a significant positive effect on Brand switching, as
evidenced by the t-test results showing a t-value of 5.141 with a significance level of 0.000 <0.05. The Price variable
has a t-value of 3.495 and a significance level of 0.001 <0.05, indicating that the variable has a substantial positive
effect on Brand switching. The Satisfaction variable does not have a significant effect on Brand switching, as
evidenced by the t-value of 1.587 and a significance level of 0.116 >0.05. Meanwhile, the Variety Seeking variable
has a t-value of 2.938 and a significance level of 0.004 <0.05, indicating that the variable has a substantial positive
effect on Brand switching. As a result, three of the four independent variables studied (Price, Variety Seeking, and
Product Quality) are proven to have a significant impact on Brand Switching, while Satisfaction is not proven to have
a significant impact.
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Hypothesis Test Results
Based on the results of the analysis and testing, the results of the research hypothesis test were presented in
table 4.22 below:
Table 8 Hypothesis Test Results

Hypothesis Hypothesis Statement Test Results (Sig.) Decision
H1 Pro_duc_t quality has a significant positive effect on brand 0,000 Accepted
switching
H2 Price has a significant positive effect on brand switching | 0.001 Accepted
H3 Satisfaction has a significant effect on brand switching 0.116 Rejected

Variety Seeking(Variety Search) has a significant
positive effect on brand switching

Product Quality, Price, Satisfaction, and Variety
H5 Seeking simultaneously have a significant influence on | 0,000 Accepted
Brand Switching
Source:processed by researchers, 2025.

H4 0.004 Accepted

Based on Table 8, it can be concluded that of the five research hypotheses, four are accepted and one is
rejected. The first hypothesis (H1), the second (H2), and the fourth (H4) are accepted, meaning that Product Quality,
Price, and Variety Seeking have a significant positive effect on Brand Switching. The third hypothesis (H3) is rejected
because Satisfaction does not have a significant effect on Brand Switching. Meanwhile, the fifth hypothesis (H5) is
accepted, meaning that all four independent variables simultaneously have a significant effect on Brand Switching.
Thus, the regression model used in this study is proven to be appropriate for testing the hypotheses.

Discussion
The Influence of Product Quality (X1) on Brand Switching (Y)

The results of the data testing indicate that the Product Quality variable has a positive and significant
influence on Brand Switching among Tri card users. The alternative hypothesis (Ha) is accepted, as evidenced by the
t-statistic value of 2.705 and a significance level of 0.007 < 0.05. This finding underscores the importance of
differences in product quality, including but not limited to signal intensity, network stability, service reliability,
features offered, durability, and card design, in motivating consumers to switch to alternative brands. Consequently,
the tendency of consumers toBrand switchingThis increase coincides with their declining perception of product
quality. Low satisfaction can arise from various factors, such as signal quality, customer service, or inadequate
features. This aligns with research by Sulastri et al. (2020) and Januard R. Kapojos (2017), which also found that
product quality is a significant factor in brand switching decisions, specifically regarding mobile phones.

Furthermore, the questionnaire results show that the product quality indicator with the highest positive
response was "The shape and size of the Samsung smartphone are less attractive and less simple™ (this statement is
not relevant to the context of the Tri card, so | will replace it). The most relevant indicator might be "The signal
quality and service of the Tri card are less than satisfactory.” Meanwhile, the indicatorBrand switchingwith the
highest positive response being "l switched brands to another cellular card because | was unwilling to reuse my Tri
card again." This finding confirms that unsatisfactory product quality on Tri cards is the main reason consumers
switch and are reluctant to use them again. Thus, the results of this study strengthen the theory that states that product
quality that does not meet expectations can encourage brand switching behavior in consumers.

The Effect of Price (X2) on Brand Switching (Y)

The results of the data analysis show that the Price variable has a significant effect on Brand switching
among Tri card users. This is evident from the t-statistic value of 3.495 > 1.96 with a significance level of 0.001 <
0.05. This finding indicates that consumer perception of Tri card prices, whether considered competitive or relatively
expensive, is a major factor in their decision to switch brands. In other words, some consumers consider the price
offered to be disproportionate to the product's benefits, a strong enough price factor to encourage Brand switching
behavior. Further questionnaire results show that the price indicator with the highest response is "The price offered
by the Tri card does not match the benefits provided"”, this perception is significant enough to encourage real Brand
switching. This indicates that there is dissatisfaction with the price, but consumers still consider other aspects such
as quality. Thus, the company's strategy should focus more on improving service quality and customer satisfaction,
rather than simply competing on price. Emphasis on product quality, user experience, and satisfactory customer
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service is believed to be more effective in maintaining consumer loyalty and reducing the risk of Brand switching.
This finding is in line with the theory of Dwinanto & Suasana (2018) which states that price is not the only driver of
brand switching, as well as research by Arundina, Sriwidodo, and Wibowo (2016) which confirms that consumers
are willing to pay more as long as the product benefits match their needs.

Influence of Satisfaction (X3) on Brand Switching (Y)

The results of data testing in this study show that the Consumer Satisfaction variable does not have a
significant effect onBrand SwitchingTri card users. This is evidenced by the t-statistic value of 1.587 and a
significance level of 0.116, which actually leads to the rejection of the alternative hypothesis (Ha3) and the acceptance
of the null hypothesis (Ho3). Thus, the level of satisfaction felt by consumers towards Tri card services, although
statistically significant, is not proven to be the main determining factor in driving brand switching behavior. This
finding suggests that consumers may be more influenced by other factors, such as network quality or the desire to try
new products, rather than the level of satisfaction alone. This finding indicates that although consumers may be quite
satisfied with Tri card products, that satisfaction is not enough to stop them from switching to other brands. Other
factors, such as price and product quality from competing brands that are perceived as better, are the main drivers of
brand switching. This is in line with the theory of Kotler and Keller (2009), which states that consumers who are
satisfied with a product can still brand switch if they find a more attractive offer.

Furthermore, this study aligns with the findings of Karnowati et al. (2021) and Dwinanto & Suasana (2018).
Both concluded that consumer satisfaction does not always guarantee brand loyalty, as satisfied consumers continue
to seek information about other brands (variety seeking). This drive arises from the availability of various attractive
offers that can lead consumers to decide to switch brands even if they are already satisfied. Furthermore, the
questionnaire results showed that the consumer satisfaction indicator with the highest response was "I am more
interested in buying a cellular card from another company than a Tri card.” This suggests that consumers tend to seek
products that better suit their needs, which can ultimately encourage them to switch to other brands perceived as more
capable of satisfying their needs.

The Influence of Variety Seeking (X4) on Brand Switching (Y).

The results of the data analysis show that the variablesVariety Seekinghas a significant effect on Brand
Switching among Tri card users. This is indicated by the t-statistic value of 2.938 > 1.96 with a significance level of
0.004 < 0.05, so the alternative hypothesis (Ha4) is approved. This finding indicates that consumers' drive to try new
product or service variations is strong enough to influence their decision to switch brands. In other words, there are
some consumers who have a tendency to explore other brands, the Variety Seeking factor is the main driver in Brand
Switching behavior.

This research aligns with findings from Kotler & Keller (2016), which stated that the desire to try product
variations is only an additional driver, and brand switching behavior is more determined by dissatisfaction with the
product used. Furthermore, Putra's (2018) research also confirmed that product quality remains a dominant factor in
consumers' decisions to make a purchase.Brand switchingThis finding is also supported by Febiastuti & Nawarini
(2018) who stated that although consumers have a tendency to seek variety, the main factor that triggers brand
switching is the experience and benefits received from the product used.

CONCLUSION

This study aims to analyze the influence of price, product quality, and consumer satisfaction on brand switching

decisions among Tri card users. The study involved 100 respondents from the Faculty of Economics and Business,

Malikussaleh University. Data were collected through an online questionnaire and analyzed using the Partial Least

Squares (PLS) method. Based on the analysis, the following conclusions were drawn:

1. Price has a significant influence on brand switching. The t-statistic value of 3.495 > 1.96 with a significance
of 0.001 < 0.05 indicates that consumer perception of price, whether considered expensive or competitive, is
amajor factor in the decision to switch brands. Thus, some consumers consider the price is not commensurate
with the benefits, the price factor is strong enough to encourage brand switching.

2. Product quality has a positive and significant effect on brand switching. The t-statistic value of 5.141 > 1.96
with a significance of 0.000 < 0.05 proves that product quality, such as signal strength, network stability,
reliability, service features, and data package durability, is the main factor that encourages consumers to
switch to other brands. The lower the perceived quality, the higher the consumer's tendency to brand switch.

3. Consumer satisfaction does not significantly influence brand switching. Although consumers feel a certain
level of satisfaction with Tri card services, test results indicate that satisfaction does not act as a factor that
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prevents consumers from continuing to use Tri cards. This indicates that other factors, such as superior
product quality from competitors, have a greater influence on consumer brand switching decisions.

4. Variety Seekingdoes not significantly influence Brand Switching. The t-statistic value of 2.936 > 1.96 with a
significance of 0.004 < 0.05 indicates that consumers' drive to try new product or service variations is strong
enough to trigger brand switching decisions. Thus, the Variety Seeking factor is the main driver of Brand
Switching behavior.
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