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ABSTRACT

Prepaid electricity, also known as smart electyicits the newest innovation of Perusahaan Listrdgéta
(PLN) (national electricity company), that offensmerous benefits to customers. However, it receaveelgative response
from customers of Bandar Lampung PLN. This studysab investigate the factors influencing custontersse prepaid
electricity. A total of 100 customers (50 prepaldctricity customers and 50 postpaid electricitypscribers) of Rayon

Way Halim PLN, participated in the tests.

Qualitative descriptive study and factor analysisrevthe methodologies adopted. We performed ddiserip
analysis to determine whether cultural, social, queral, and psychological factors influence the sieai of customers.
The results show that all the variables collectvahd individually have significant effects on deeisions of postpaid and
prepaid electricity customers regarding prepaido#iieity. Therefore, the strategy for marketing pagd electricity must

focus on the abovementioned factors, especiallynttrease of socialization activity directly to tbemmunity
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INTRODUCTION

PLN (national electricity company) is the only BUMBtate-owned enterprise) managing the electriwdlistry
of Indonesia. Electricity became available in Inésia at the end of the 19th century. Electricity @&as Department with
a capacity of 157.5 MW was established on Octoler1®45. PLN customers have since availed postpkdtricity
service. In this setup, custosmers are billed eaohth according to their electricity use. This tygfeservice presents
several problems. PLN must record the meter, cateudnd issue the bill that customers must paydwdnbilling to
customers who are late or do not pay, and discarelectrical power if customers do not pay the teieity bill after a

certain time.
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Prepaid electricity service was launched to resgortie complaint of the community on the problefisurging
electricity use, inaccurate meter reading, the wismeter record officer that is considered disiog, and power outage as
a result of delayed bill payment. The adoption r@faid electricity service is expected to addressacner complaints and

control electricity use.

However, several communities who prefer postpa@ttetity service did not respond well to this offeom
PLN. According to these communities, they do nohtita be bothered with electricity matters and wargrything to be
sorted out. In particular, numerous customers impang would feel ashamed to their neighbors forousr reasons,

such as if the alarm will ring when their electticeedit runs out.

Table 1: Number of PLN Lampung Customers

Customer Category Total Percentage (%)
Postpaid 1,100,797 70%
Prepaid 472,896 30%
Total 1,573,693 100%

Data in April 2013

Source: PT PLN (Persero) Lampung Distributfon

Table 2: Number of PT PLN (PERSERO) Rayon Way HalimCustomers

Year et Total
Postpaid | Percentage (%) | Prepaid | Percentage (%) | Difference
2012 68,554 88 9,260 12 9 77,814
2013 67,370 77 20,354 13 87,724
May 2014 66,721 74 23,475 26 3 90,196

Source:PT PLN (Persero) Lampung Distribution

The data presented above demonstrate that the mushiprepaid electricity customers in Rayon Way iktal
increased from 2012 to 2013 at an annual rate of BB number of customers increased from 2013 ty RM2l4,
but the increase was only 3%, which is nonsignificdhe aim of PLN is that all customers use prépseectricity.
Therefore, the factors that will influence custos&r use prepaid electricity must be determinedshfamurthy et al.
(2016Y defined consumer behavior research as the studen, why, how, and where people do or do notdpyoduct.
Consumer behavior research combines elements freyghplogy, sociology, social anthropology, and ecoits.
This type of research attempts to understand thasida making of consumers as individuals and agraup.
The people’s wants are studied by investigatingctieracteristics of individual consumers, partidyldemographics and
behavioral variables. The effects on consumersongs, such as families, friends, reference groapd,society in general

are also explored.

METHODOLOGY
Descriptive analysis was the data analysis metised in this study. Likert scale questionnaires vpgowided to

the respondents.
Data collection was conducted through the followingthods:
Questionnaire Survey

Questionnaire survey is a data collection methaat thvolves sending written forms containing oumssi

It is used to obtain information from the objectstdidy. It can be conducted at a large scale gigo@nsive, can be used to
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obtain personal answers. However, the answers e€amalocurate, not all questions are answered, ahdlinanswer sheets
are returned.

Literature Research

The author obtained data from previous studiescdimer writings certainly related to the problemsdigtd.

This study used survey questionnaire as its reseéastrument. The population in this study is thlt number of
PLN postpaid and prepaid customers in the housetpaldp (R1-R3) in Rayon Way Halim. All the custosén the
household group (R1-R3) are considered homogertamause they exhibit similar behaviors, which éliabit of paying
electricity bills late.

Table 3: Number of Customers of PT PLN (Persero) Rson Way Halim as of June 2014

Group/Rate Numb_er of Custom(_ers
Prepaid Postpaid
R.1/450 VA 22 11,388
R.1/900 VA 13,145 28,415
R.1/1,300 VA 6,738 17,029
R.1/2,200 VA 1,880 4,605
R.2/3,500 VA to 5,500 VA 501 982
R.3/above 6,600 VA 61 157
Sub total 22,353 62,576
Total 84,929

Source: PT PLN (Persero) Lampung Distribution

The study population is 84 929. The study was cotatlion customers who have used prepaid electacity
those who still use postpaid electricity. The numbksamples in each category was obtained thraligpproportional
stratified random sampling. In this approach, samgplwas conducted without performing comparison @gno
subpopulations with respect to the number of membEne samples can be equal for each subpopulai®@m from the
populations of equal size, or the size only comesis to the number of members in each subpopulatitrout accurate

calculation (unsystematic).

For instance, if each sample has 10% of each tiypastomers, then 10% of 22 353 prepaid electrivitytomers
is 2235 respondents and 10% of 62 576 postpaidrieigc customers is 6257 respondents. The numbsamples with
10% of each type of customers cannot be deterntieeduse the sample calculated is large, and tdg siconstrained
by time. However, Gay et al. (1992tated that “the minimum sample size that candsegted can be viewed based on

the design or method of study used. If its studsigteis descriptive-correlational, the minimum s#erip 30.”

During sampling, the number of respondents whopastpaid electricity is equal to that of respondembo use
prepaid electricity. The sampling is conducted tigto accidental sampling (convenience sampling).
Convenience sampling (also known as haphazard cddertal sampling) is a type of nonprobability asnrandom
sampling, where members of the target populaticat timeet certain practical criteria, such as easessibility,
geographical proximity, availability at a given #mand wilingness to participate, are included tie study.

It also involves identifying subjects of the popida easily accessible to the researchhe main criterion in this study is
household groups of PLN Rayon Way Halim customdise study variables include cultural §X social (%),
personal (X3), and psychological (X4) factors amadpict purchasing decision (Y).
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Questionnaire Validity Test
An instrument is considered valid if it can measwiat it is intended to be measured and can aadyragveal
data from the variables studied. The validity oftinments show the extent at which collected datarges from the

description of the referred validity.

The value of gpein the probability value (sig) in the value mfas much as 0.05 (5%) is determined by using the

following criteria of instrument validity:
. If r count™ I' tanle: then Ho is rejected and Ha is accepted.
. If r count< I' table then Ho is rejected and Ha is accepted.

Questionnaire Reliability Test

Reliability in statistics and psychometrics is theerall consistency of a measure6. A measure & tsahave a
high reliability if it produces similar results usdsimilar conditions. Reliability is the charaéséic of a set of test scores
related to the amount of random error from the mement that might be embedded in the scores. Higliable scores
are accurate, reproducible, and consistent fromtesigng occasion to another. That is, if the tesfirocess is repeated
with a group of test takers, then the same resuitsid essentially be obtained. Various kinds ofatglity coefficients,
with values ranging between 0.00 (large error) &) (no error), are usually used to indicate tmewnt of error in the
scoreé. In the present study, Cronbach’s alpha technige SPSS (Version 20) for Windows are used to perfo

reliability testing.
Whether a questionnaire item is reliable is deteemtiby the following criteria:
» If alpha > 0.60, then the study instrument is coesad reliable
» If alpha < 0.60, then the study instrument is cdesed unreliable

RESULTS AND DISCUSSIONS
Descriptive Statistics of Each Variable
Each variable is described by first grouping theadm the basis of frequency distribution, frequyepercentage,

and category. The group (category) numbers canviged by using the following formula:

NT - NR
Interval | =
K
Information
NT : Total value of the highest expectation
NR : Total value of the lowest expectation
K : Category
50 - 10
Interval | = : =18

The calculation above shows that the group intemadle obtained is 8; thus, the answer criteria ban

determined for all variables.
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Table 4: Criteria of Respondent’s Answers

Group Interval | Answer Criteria
42 - 50 Very High
34 -41 High
26 — 33 Medium
18 - 25 Low
10 -17 Very Low

Source: Processed Primary Data, 2014

Response of Respondents on Cultural Variable (X1)
Postpaid Electricity Customers

The answers of postpaid electricity customers astion regarding culture, which affects the decigib Rayon Way
Halim PLN customers to purchase prepaid electridgitglicated that all of the cultural factors (%)dhéigh” reliability
(62.6%).

Prepaid Electricity Customers

The answers of prepaid electricity customers orstiies regarding culture, which affects decisiofRaffon Way
Halim PLN customers to purchase prepaid electriditgicated that the factor of culture (%) had Hiigeliability
(69.44%).

Response of Respondents on Social Variable (X2)
Postpaid Electricity Customers

The answers of postpaid electricity customers oestjons regarding social variables affecting theisiens of
Rayon Way Halim PLN customers to purchase prep#adtricity demonstrate that the social factor (%&)dhhigh”
reliability (71.4%). The result is consistent withe theory of Lamb (200%)that is, a social factor refers to a group of
people who equally consider the similarity closalgtatus or community appreciation that continlypsecialize formally
and informally. Baker et al. (201%6¥aid that the strength of a social relationshimiseto influence a WOM receiver’s
intentions to purchase a brand; however, sociattiength has a considerably weak association avithnsumer’'s WOM

retransmission intentions.

Prepaid Electricity Customer

The answers of prepaid electricity customers onstipies regarding social variables affecting theiglen of
Rayon Way Halim PLN customers to purchase prepkadtricity showed that social factor (%) had “higtéliability
(70.88%). The results are also consistent witttikery presented by Lamb (2081)

Response of Respondents on Personal Variable (X3)
Postpaid Electricity Customers

The answers of postpaid electricity customers agstions regarding personal variables affectingdéngsion of
Rayon Way Halim PLN customers to purchase prepkadtricity revealed that the personal factor (%3 e “high”
reliability (63.7%).
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Prepaid Electricity Customers

The answers of prepaid electricity respondentsu@stion regarding personal variables affectingdideision of
Rayon Way Halim PLN customers to purchase prepa@ttricity showed that the personal factor (%) had
“high” reliability (68.73%).

Response of Respondents on Psychological Variaby4(
Postpaid Electricity Customers

The answers of postpaid electricity customers omstions regarding psychological variables affectihg
decision of Rayon Way Halim PLN customers to pusehgrepaid electricity showed that psychologicaltdes
(%) had “high” reliability (69.1%).

Prepaid Electricity Customers

The answers of prepaid electricity customers orstijpies regarding psychological variables affectilegision of
Rayon Way Halim PLN customers to purchase prepdéttrecity showed that psychological factors (%)dha
“high” reliability (70.13%).

Response of Respondents on Product Purchasing Déais(Y)
PostpaidElectricity Customers

The answers of postpaid electricity customers apogpaid electricity product purchasing decisiorcagtomers
of Rayon Way Halim PLN, show that the product pasihg factor (%) had “high” reliability (61.3%)

Prepaid Electricity Customers

The answers of prepaid electricity customers alpogpaid electricity product purchasing decisiorce$tomers
of Rayon Way Halim PLN show that the purchasingslen factor (%) had “high” reliability (66.649%).

From the study results, the conclusions in theofaithg table can be drawn:

Table 5: Summary of Percentage (%) and Variable Catgory on Postpaid and

Prepaid Electricity Customers

: Postpaid Prepaid
Variable

% Category % Category
Culture 62.6 High 69.44 High
Social 714 High 70.88 High
Personal 63.7 High 68.73 High
Psychological 69.1 High 70.13 High
Purchasing Decision 61.33 High 66.64 High

Source Processed Primary Data, 2014

Table 5 shows that the social factor is the moshidant factor among the variables that affect theigion of
customers to use prepaid electricity. The variablebsthe most dominant factor that affect the decisf customers to use

prepaid electricity is thus determined.
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LITERATURE REVIEW

Several researchers claim that the introductioa pfepaid electricity system in several countriebdneficial to
consumers and companiér example, the prepaid electricity meteringeysin India minimizes human intervention in
meter reading, bill calculations, and bill deliveand thus ultimately reduces numerous defectsdfamircurrent postpaid
billing systems (Valluru, 2014} Datuk Amar Leo Moggie, Minister of Energy, Comriuaiions, and Multimedia in
Kuala Lumpur, Malaysia, said that the introductmna prepaid electricity system will result in cansers appreciating
electricity better, especially in terms of poweilizaition. The adoption of such system will alsaluee the number of
defaulters and late payment for electrical billaigBruddin, 2001J. In Nigeria, a high percentage of electricity neve is
lost to power theft, incorrect meter reading aritinigi, and reluctance of consumers toward payimgteicity bills on time
in the context of a postpaid electricity meteriyggtem. A considerable amount of revenue lossedeaeduced by using
prepaid energy meters (Alpha, 20%4)Therefore, from the viewpoint of companies andestaeconomic factors and

psychological factors, that is, motivation, infleencustomers’ decision to use prepaid electricity.

The results of this research reveal that the sda@br is the most dominant factor influencing thexision of
customers in Lampung, Indonesia to use prepaidriieg. In contrast with Indonesia, several coiggrhave adopted
prepaid electricity long before. For example, kel in Alpha (2014j stated that, prepayment metering/ prepaid
electricity has been adopted in the UK for over y&ars and over 3.9 million electricity consumerdssuibed to
prepayment metering alone. Nowadays, custorhake the option of availing prepaid electricity\see from several
electricity providers. Customers typically selesthpanies on the basis of the rates provided. Cust®in Dallas, Texas,
USA decide to use prepaid electricity on the basf their income, given price, and ease of use
(M2 Presswire, 20163 Prepaid electricity service is also availabledther countries such as the UK, Australia,
and Philippines. These data demonstrate that tbeoegic factor, which is a personal factor, influesccustomers’

decision to use prepaid electricity.

In contrast with the USA, UK, Australia, and Philipes, several factors influence the decision ct@mers in
Nairobi, Kenya to use prepaid electricity. Accessnformation and education are the two most inftis¢ psychological
factors. Income, economic status, and the advastaf@repaid electricity are other factors thaeetffthe decision of

customers to use prepaid electricity (Mukosi, 26710)

CONCLUSIONS AND IMPLICATION
Conclusions
This study aims to investigate factors that affeetdecisions of postpaid and prepaid electriaitstemers to use

prepaid electricity. Thus, the following conclussoran be drawn on the basis of the study resuttslescussion:

e Cultural, social, personal, and psychological fextimultaneously influence customers’ decisiomige prepaid

electricity. This condition equally applies to pusil and prepaid electricity users.

» Cultural, social, personal, and psychological fextndividually affect customers’ decision to useegmaid

electricity. This condition equally applies to pusil and prepaid electricity users.

e Social factor is the most dominant factor affectpmpstpaid and prepaid electricity customers’ decido use

prepaid electricity.
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Implication
On the basis of the study results, the author pessthe following recommendations:

PT PLN (Persero) Rayon Way Halim must improve tk#iategy, for marketing prepaid electricity by ptilog a
more aggressive approach that directly influendes dommunity (related to social factor). By regiylaconducting
socialization activities, the company can providstomers with clear and complete information alpyapaid electricity,

which will consequently increase the percentagetioér variables.

PT PLN (Persero) Rayon Way Halim must pay morentitie on other influencing factors, such as impngyi
innovation on prepaid electricity products offetedcustomers. For example, the company can add featares from
which customers can select as their notificatioat ttheir electricity credit must be refilled. PLNust also develop
innovations to integrate the metering service adppid electricity and cellphone to enable custontersontrol the
electricity use whenever and wherever they are.s Tihhovation is related to the indicator of produpiality.

The innovations increase the value of prepaid editst and convince customers to switch to the afsprepaid electricity.

PT PLN (Persero) should also provide test driveviserfor prospective customers within a certainiquer

(for example, for a month), to prove the effectiees of prepaid electricity service.
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