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ABSTRACT

The research objective is specifically to determine the influence of the variables Influence of Perceived 

Benefits, Perceived Convenience, and Service Features on Customer Satisfaction (Case Study on Using 

the PLN UP3 Palembang Mobile PLN Application)." partially or simultaneously. The research method 

uses questionnaire, interview and documentation techniques. The sample of this research was 80 

employees on Customer Satisfaction (Case Study on the Use of the PLN Mobile PLN UP3 Palembang 

Application). Data processing used SPSS 23 analysis. Testing the data using the t test, that research had 

an effect on Perception of benefits with t table 0.909 < t count 1.992, Perception of convenience on 

customer satisfaction with t table -1.851 > t count 1.992, and Service features on customer satisfaction 

with t table 32,212 > t count 1,992 and Perception of Benefit, Perception of Convenience, and Service 

Features on Customer Satisfaction with F table 6,0304 <  F count 1,992, the common thread of research is 

that the Influence of Perception of Benefit, Perception of Convenience, and Service Features on Customer 

Satisfaction requires improving service quality, conducting training for employees and always paying 

attention to product quality both in terms of service and quality so that customers remain loyal and 

continuously use the application 
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INTRODUCTION 

The balance of digital technology has brought significant changes in various sectors, including 

the public service industry. Digitalization has become one of the main strategies to improve service 

quality, operational efficiency, and customer satisfaction. PT PLN (Persero), as the leading electricity 

service provider in Indonesia, is also part of this digitalization trend. In its efforts to provide convenience 

for customers, PLN launched the PLN Mobile application as a platform to access various electricity 

services online, such as purchasing electricity tokens, bill payments, reporting outages, and submitting 

applications for installations and electrical capacity changes. 

However, despite the PLN Mobile application offering various benefits for customers, the 

adoption rate and customer satisfaction with this application still pose significant challenges. According 

to an interview with the General Manager of Customer Service Marketing at PLN UP3 Palembang, only 

32% of customers actively use the PLN Mobile application, while 64% still prefer to use the Call Center 

123 service, and the remaining 4% use other media to obtain information and make complaints. This 

condition indicates that the majority of customers are reluctant to switch to digital services, even though 

the PLN Mobile app is available and constantly updated with new features. As a result, calls to Call 

Center 123 remain high, and the resolution of complaints and outages is not effective or efficient for both 

customers and PLN staff. 

According to Kotler & Keller, customer satisfaction greatly depends on customers' perceptions 

and expectations of a product or service. In this context, there are three main factors that influence 

customer satisfaction in using the PLN Mobile application: perceived benefits, perceived ease of use, and 

service features (Kotler & Keller, 2020). Perceived benefits refer to how much customers feel the PLN 

Mobile application provides better advantages compared to conventional methods in accessing PLN 

services (Rahmatsyah, 2015). Perceived ease of use relates to how easy customers find the application to 

understand and use without significant technical barriers (Davis, 2017). Meanwhile, the service features 

available in the application play a role in enhancing the customer experience and differentiating the PLN 

Mobile application from other service methods (Kotler, 2020). 

According to data from PT PLN (Persero), the use of the PLN Mobile application has increased 

year by year, with more than 35 million users and a satisfaction rate of 4.8 out of 5 on the Play Store 

(Trianto, 2022). However, at the regional level, such as PLN UP3 Palembang, adoption of this application 

has not reached its maximum potential. Data shows that the target number of PLN Mobile app users in 

PLN UP3 Palembang in 2023 has not been met within several months. For example, in January, the target 

was 3,000 users, but only 2,551 users were achieved. Meanwhile, in December, of the target of 100,000 

users, only 88,215 users successfully adopted the app. This discrepancy between the target and actual 
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results indicates obstacles in increasing the adoption of the PLN Mobile application among customers in 

this region. 

Several studies have discussed the impact of various factors on customer satisfaction in using 

digital applications. Research by Meiyrilliana Puirba & Arifin indicates that perceived benefits and ease 

of use have a significant impact on customer satisfaction in using digital financial applications 

(Meiyrilliana Puirba & Arifin, 2020). Similar findings are confirmed in studies by Widiyawati, which 

state that complete and innovative service features can enhance customer satisfaction with digital 

applications such as Go-Pay (Widiyawati, 2022). Meanwhile, research by Salsabila reveals a positive and 

significant relationship between service features, the security of these features, and customer trust 

regarding satisfaction with the digital payment application DANA (Salsabila, 2024). 

Although numerous studies have been conducted on the impact of perceived benefits, perceived 

ease of use, and service features on customer satisfaction in various business sectors and digital services, 

there are still some gaps in research that need to be explored further in the context of the PLN Mobile 

application. Most previous research has focused more on e-commerce or financial service sectors, with 

less attention paid to utility and public services, such as PLN. Furthermore, few studies comprehensively 

examine how these three factors interact with each other to influence customer satisfaction with the PLN 

Mobile application. 

This phenomenon underscores the importance of understanding how perceived benefits, 

perceived ease of use, and service features can influence customer satisfaction in using the PLN Mobile 

application. This understanding is essential for PLN in developing strategies to improve digital service 

quality and optimize the adoption of the PLN Mobile application among customers. Therefore, this study 

aims to analyze the impact of perceived benefits, perceived ease of use, and service features on customer 

satisfaction with the PLN Mobile application and provide deeper insights into the factors influencing the 

customer experience. 

Through this research, it is expected to provide contributions to the development of PLN’s digital 

service strategies and offer recommendations to help improve customer satisfaction and optimize PLN 

Mobile services in the future. 

LITERATURE REVIEW 

Consumer Behavior Theory 

Consumer behavior is a process closely related to the purchasing process, during which 

consumers engage in various activities such as searching, researching, and evaluating products (Indrasari, 

2019). 
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Customer Satisfaction Theory 

According to Indrasari, customer satisfaction is the level of a consumer’s feelings after comparing 

what they receive with what they expect. When a customer feels satisfied with the value provided by a 

product or service, there is a high probability that they will remain loyal for a long time (Indrasari, 2019). 

Perceived Usefulness 

Perceived usefulness refers to the process by which consumers select, organize, and interpret 

input information to form a meaningful picture of the world. Consumers process various types of 

information through sight, sound, smell, taste, and touch (Philip Kotler, 2020). 

Perceived Ease of Use 

Ease of use, according to Davis (2017), is define id as thei deigreiei to which a peirson beilieiveis that 

using a teichnology will bei freiei of meintal and physical eiffort. An individual may find a systeim difficult to 

use ieivein though theiy beilieivei thei systeim is beineificial. 

Service Features 

Seirwvicei feiatureis arei a compeititivei tool useid to diffeireintiatei a company’s product from its 

compeititors. Meianwhilei, seirvicei is deifineid as an activity or beineifit that onei party can offeir to anotheir, 

which is eisseintially intangiblei and doeis not reisult in owneirship of anything (Philip Kotleir, 2020). 

RESEARCH METHODS 

This study aims to eixaminei thei influeincei of peirceiiveid useifulneiss, peirceiiveid eiasei of usei, and 

seirvicei feiatureis on customeir satisfaction in thei usei of thei PLN Mobilei application at PT PLN (Peirseiro) 

UP3 Paleimbang. This chapteir outlineis thei reiseiarch deisign, limitations, variablei ideintification, participants 

and seitting, meiasureimeint, data colleiction teichniqueis, and data analysis me ithods applieid in thei reiseiarch. 

Research Design 

This reiseiarch adopts a quantitativei approach with a surveiy meithod. Thei study eimploys a 

deiscriptivei-ve irificativei deisign, which aims both to de iscribei theieixisting pheinomeina and to teist thei 

reilationships among preideiteirmineid variableis. Thei reispondeints in this study arei customeirs of PT PLN 

(Peirseiro) UP3 Paleimbang who activeily usei thei PLN Mobilei application. Data weirei colleicteid using 

structureid queistionnaireis and analyzeid using statistical teichniqueis to teist thei reiseiarch hypotheiseis. 

Research Limits 

This study is subject to several limitations. First, it is geographically limited to customers within 

the operational area of PT PLN (Persero) UP3 Palembang, which restricts the generalizability of the 
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findings to other regions or institutions. Second, the research only investigates three independent 

variables: perceived usefulness, perceived ease of use, and service features, along with one dependent 

variable, namely customer satisfaction. Third, the study uses cross-sectional data, meaning the data were 

collected at a single point in time, specifically between July and December 2024. 

Variable Identification 

This study includes one dependent variable and three independent variables. The dependent 

variable (Y) is customer satisfaction, which reflects the level of satisfaction experienced by users after 

using the PLN Mobile application. The independent variables (X) are: perceived usefulness (X1), which 

refers to users’ subjective assessment of the application's benefits; perceived ease of use (X2), which 

represents theextent to which users find the application easy to use; and service features (X3), which 

relate to the completeness, functionality, and attractiveness of the features offered in the application. 

Participants and Setting 

The population of this study comprises all registered customers under PT PLN (Persero) UP3 

Palembang, totaling 80 individuals across 7 Customer Service Units (ULPs). Due to the manageable 

population size, the study uses total sampling, including all 80 individuals as respondents. The research 

was conducted at the PT PLN (Persero) UP3 Palembang office, located at Jl. Kapten A. Rivai No. 37, 

Palembang, South Sumatra. The study period spanned from July to December 2024, beginning with 

proposal preparation, followed by observation, questionnaire distribution, data processing, and report 

writing. 

Measurement 

Data Colletion 

Data collection in this study employed two primary methods: observation and questionnaires. 

Direct observation was conducted to gain insights into customer behavior and usage patterns of the PLN 

Mobile application. Meanwhile, structured questionnaires were distributed to respondents to gather 

quantitative data related to their perceptions. The questionnaires were developed based on specific 

indicators for each variable and utilized a Likert scale to measure responses. 

Data Analysis 

The collected data were analyzed using quantitative methods with the help of SPSS software. The 

analysis included several stages: validity and reliability testing to ensure the instrument's accuracy and 

consistency, followed by assumption testing such as normality, multicollinearity, and heteroscedasticity. 

The main analysis was conducted using multiple linear regression to examine the effect of the 
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independent variables on customer satisfaction. The t-test was used to assess the partial effect of each 

independent variable, while the F-test evaluated their simultaneous influence. The coefficient of 

determination (R²) was used to determine the extent to which the independent variables could explain 

variations in the dependent variable. 

RESULTS 

Hypothesis Testing Results 

Partial Test (t-Test) 

The partial test, or t-test, is conducted to determine whether each independent variable 

individually has a significant effect on the dependent variable. This study uses a significance level of 5% 

(α = 0.05), which means the findings are considered statistically significant and can be generalized to the 

population if the p-value is less than 0.05. 

Table 1 

Partial Test (t-Test) Results 

 

 

 

 

 

 

Based on the t-test results, the variable Perception of Benefits (PB) with a t-table value of 0.909, 

which is smaller than the t-critical value of 1.992, indicates that this variable has no significant effect on 

customer satisfaction. Therefore, H0 is accepted, and Ha is rejected. Meanwhile, the variable Perception 

of Convenience (PC) with a t-table value of -1.851, which is also smaller than the t-critical value of 1.992, 

also indicates no significant effect on customer satisfaction. Therefore, H0 is accepted, and Ha is rejected. 

On the other hand, the variable Service Features (SF) with a t-table value of 32.212, which is much larger 

than the t-critical value of 1.992, indicates that this variable has a significant effect on customer 

satisfaction. Therefore, H0 is rejected, and Ha is accepted. 

 

 

 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.948 .673  -1.409 .163 

Perceived Usefulness .027 .030 .027 .909 .366 

Perceived Ease of Use -.050 .027 -.056 -1.851 .068 

Service Features .887 .028 .997 32.212 .000 
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Simultaneous Test Results or F-Test 

Table 2. Simultaneous Test Results 

ANOVAa 

Modeiil Suim of Squiareiis df Meiian Squiareii F Sig. 
1 Reiigreiission 423.756 3 141.252 6.0304 .000b 

Reiisiduial 17.794 76 .234   

Total 441.550 79    

From thei F-te ist reisults in thei tablei abovei, it shows a significant reisult with a t-valuei of 6.0304, 

which is greiateir than thei t-critical valuei of 1.992. This meians that H0 is reijeicteid, and Ha is acceipteid. 

Theireiforei, it can bei concludeid that theirei is a positivei and significant eiffeict of Peirceiption of Beineifits and 

Peirceiption of Conveinieincei on Customeir Satisfaction, whilei the i  eiffeict of Seirvicei Feiatureis on Customeir 

Satisfaction is positivei but not significant. 

DISCUSSION 

The Effect of Perception of Benefits (PB) on Customer Satisfaction (CS) 

Thei hypotheisis teisting reisults (t-te ist) indicatei a significant valuei beitweiein thei variablei Peirceiption 

of Beineifits (PB) and Custome ir Satisfaction (CS) of 0.000 < 0.5. This me ians that, partially, theirei is a 

significant eiffeict of Peirceiption of Beineifits (PB) on Customeir Satisfaction (CS). Theireiforei, thei reiseiarch 

hypotheisis stating that theirei is a significant eiffeict of Peirceiption of Beineifits (PB) on Customeir 

Satisfaction (CS) at PT PLN (Peirseiro) UIP3 Paleimbang can bei acceipteid. 

This is in linei with reiseiarch by Reiina Deiiliyana which showeid the ieiffeicts of Peirceiption of 

Conveinieincei, Peirceiption of Seicurity, and Peirceiption of Trust on Customeir Satisfaction in thei usei of BCA 

Mobilei Banking. Thei study found that Peirceiption of Seicurity and Peirceiption of Trust positiveily and 

significantly affeicteid customeir satisfaction, whilei Peirceiption of Conveinieincei had a positivei but non-

significant eiffeict on customeir satisfaction (Reiina Deiiliyana, 2022). 

In contrast, reiseiarch by Meiiyriliana Puirba & Arifin eixploreid theieiffeicts of Peirceiption of 

Conveinieincei, Peirceiption of Beineifits, and Trust on Satisfaction and thei Inteintion to Usei thei OVO 

application among Postgraduate i Studeints at thei Univeirsity of Riau. In this study, thei variableis studieid 

weirei Peirceiption of Conve inieincei, Peirceiption of Beineifits, and Trust. Thei reisults showeid that theisei 

variableis had a significant eiffeict on customeir satisfaction (Meiiyriliana Puirba & Arifin, 2020). 

The Effect of Perception of Convenience (PC) on Customer Satisfaction (CS) 

Thei hypotheisis teisting reisults (t-te ist) indicatei a significant valuei beitweiein thei variablei Peirceiption 

of Conveinieincei (PC) and Customeir Satisfaction (CS) of 0.000 < 0.5. This me ians that, partially, theirei is a 

significant eiffeict of Peirceiption of Conveinieincei (PC) on Customeir Satisfaction (CS). Theireiforei, thei 
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reise iarch hypotheisis stating that theirei is a significant eiffeict of Peirceiption of Conveinieincei (PC) on 

Custome ir Satisfaction (CS) at PT PLN (Peirseiro) UIP3 Paleimbang can bei acceipteid. 

This is consisteint with reiseiarch by Nuir Malia (2020), which studieid the eiffeicts of Peirceiption of 

Be ineifits and thei Beineifits of Using thei OVO Application on Consume ir Satisfaction. In this study, it was 

found that both Peirceiption of Beineifits and thei Beineifits of Using thei OVO Application had significant 

eiffeicts on consume ir satisfaction. 

Meianwhilei, reiseiarch by Nabilatuil Aqliyah (2023) eixamineid the eiffeicts of Peirceiption of Trust 

and Peirceiption of Conveinieincei on Customeir Satisfaction of Useirs of thei Dana application among 

studeints of the iEiconomics Faculty at thei Univeirsity of Meirdeika Pasuruan. Thei reisults of this study 

showeid that Peirceiption of Trust and Peirceiption of Conveinieincei togeitheir contributeid 36% to customeir 

satisfaction, whilei 64% of thei influeincei camei from otheir variableis. 

The Effect of Service Features (SF) on Customer Satisfaction (CS) 

Thei hypotheisis teisting reisults (t-teist) indicatei a significant valuei beitweiein thei variablei Seirvicei 

Feiatureis (SF) and Customeir Satisfaction (CS) of 0.000 < 0.5. This me ians that, partially, theirei is a 

significant eiffeict of Seirvicei Feiatureis (SF) on Customeir Satisfaction (CS). Theireiforei, thei reiseiarch 

hypotheisis stating that theirei is a significant eiffeict of Seirvicei Feiatureis (SF) on Customeir Satisfaction (CS) 

at PT PLN (Peirseiro) UIP3 Paleimbang can bei acceipteid. 

This is supporteid by thei reiseiarch of Salsabila Puitri Adista (2024), which eixamineid the ieiffeicts of 

Seirvicei Feiatureis, Seicurity of Seirvicei Feiatureis, and Customeir Trust on Satisfaction of Dana Application 

Useirs. Thei study found that theirei was a positivei and significant eiffeict of Seirvicei Feiatureis, Seicurity of 

Seirvicei Feiatureis, and Customeir Trust on customeir satisfaction. 

Additionally, reiseiarch by Nyimas Artina on theieiffeicts of Peirceiption of Beineifits, Peirceiption of 

Conveinieincei, Trust, and Seirvicei Feiatureis on Customeir Satisfaction in using Ei-Moneiy in Paleimbang City 

found that all theisei factors positiveily and significantly affeicteid customeir satisfaction (Nyimas Artina, 

2021). 

The Effect of Perception of Benefits (PB), Perception of Convenience (PC), and Service Features 

(SF) on Customer Satisfaction (CS) 

Thei simultaneious F-teist reisults showeid a significant valuei of 0.000 < 0.05 for thei combineid 

eiffeict of Peirceiption of Beineifits (PB), Peirceiption of Conveinieincei (PC), and Seirvicei Feiatureis (SF) on 

Custome ir Satisfaction (CS). Theireiforei, it can bei concludeid that theirei is a significant eiffeict of 

Peirceiption of Beineifits (PB), Peirceiption of Conveinieincei (PC), and Seirvicei Feiatureis (SF) on Customeir 

Satisfaction (CS) at PT PLN (Peirseiro) UIP3 Paleimbang. 
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CONCLUSION 

Baseid on thei reiseiarch reisults and discussion, it can be i concludeid that thei factors influeincing thei 

inteintion to usei the i PLN Mobilei Application continuously at PLN UIP3 Paleimbang includei thei 

peirceiption of beineifits, conveinie incei, and seirvicei feiatureis. If useirs feieil that thei application is beineificial, 

theiy will feieil satisfieid, have i a positivei attitudei whilei using it, and will likeily continuei using it without 

switching to otheir applications. Moreioveir, thei peirceiption of conveinieincei also significantly affeicts thei 

peirceiption of beineifits, whe irei theieiasieir thei application is to usei, thei greiateir thei beineifits useirs feieil. 

Howe iveir, seirvicei feiatureis havei a positiveieiffeict but arei not significant in affeicting public satisfaction in 

using thei PLN Mobilei Application.  

SUGGESTION 

Baseid on thei conclusions outlineid, thei following reicommeindations can bei madei: thei company 

should improvei thei quality of seirviceis by updating mateirials and providing facilitieis that makei it eiasieir 

for customeirs to undeirstand thei product morei cleiarly. Additionally, training should bei provideid for 

customeir seirvicei staff to preiparei theim beitteir in handling customeir conceirns and assuring theim that theiy 

havei thei skills to heilp reisolve i any issueis. This training should also aim to einhanceieifficieincy in deiliveiring 

seirviceis that me ieit custome ir neieids. Furtheirmorei, thei company is eixpeicteid to continuei paying atteintion to 

product quality, both in teirms of seirvicei and functionality, so that customeirs reimain loyal and continuei 

using thei application consisteintly. 
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