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	Indonesia, as a developing country with a large population, has a highly potential market in the telecommunications sector, particularly for internet packages. Telkomsel, one of the largest providers in Indonesia, faces challenges in addressing the perception of higher prices compared to its competitors. This study aims to evaluate Telkomsel's pricing strategy and its impact on consumer purchasing decisions, focusing on the Medan area, which has seen rapid growth in internet usage. The methods used in this research include Deep Interviews to understand why consumers choose Telkomsel despite its higher prices, and Training for Telkomsel’s management team on setting more competitive prices without sacrificing quality. The results from the training show that Telkomsel’s management team has begun implementing pricing strategies that better align with consumers' purchasing power, emphasizing service quality as an added value. The discussion of results indicates that although Telkomsel's internet package prices are considered high, consumers still choose Telkomsel due to its superior service quality, including extensive network coverage, fast and stable signals, and the ability to reach remote areas. Effective communication strategies about these advantages and customer loyalty programs have proven to increase customer satisfaction and loyalty.
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1. INTRODUCTION 
	Indonesia, as a developing country with a large and fairly consumptive population across various aspects, presents a highly potential market for a wide range of products. One of the most significant sectors is telecommunications. Every individual requires communication with others for various purposes, such as business or family matters. One of the most essential communication tools today is the mobile phone or commonly known as a cellphone. Almost everyone owns one, and some people even have more than one cellphone (Ardiansyah, 2018:1). The increasing usage of smartphones by almost the entire Indonesian population is inseparable from the use of internet data packages, commonly referred to as data quotas. The international network, or what is commonly known as the internet, has become something very valuable and familiar worldwide. With the internet, one can easily search for information, communicate remotely with others through social networking sites, conduct business, play games, and do many other things. The internet is one of the fastest-growing technologies and has become a symbol of boundless communication in terms of space, distance, and time. As human needs in the field of telecommunications and information increase, internet usage continues to rise (Medyati et al., 2019).
	In both urban and rural areas, internet services have become an increasingly vital need. As is known, several companies are competing to offer internet packages filled with data quotas or what is known as single-use packages. Telecommunications service companies are vying to offer their products with various features that consumers need. Jon Carlos, in Desi and Sri (2020: 110), states that business competition is becoming increasingly intense, especially competition among similar companies. In Indonesia, the telecommunications service market is dominated by three providers: Telkomsel, Indosat, and XL. This situation, of course, triggers competition among providers. With the numerous data packages available on the market, telecommunications service companies are competing to offer various types of internet products to capture market share. One such product is the single-use internet package, which has become a sought-after product by consumers, not only because of its relatively lower price compared to regular data package top-ups (Desi Mega Sari and Sri Susilowati, 2020). In this modern era, the world of marketing is never free from competition. One of the requirements that a company must meet to succeed in competition is achieving the goal of creating and maintaining customers. To achieve this goal, every company must strive to produce and deliver the goods and services that consumers want at reasonable prices. Thus, every company must be able to understand its survival as an organization that seeks to meet consumers' needs and desires (Abdurrahman Fauzi Bachmid, Altje L. Tumbel, and Jopie Jorie Rotinsulu, 2016).
	Producers are required not only to create products but also to understand consumer desires and needs. This is essential for producers to be able to compete with other producers. By understanding consumer behavior, producers can create products that align with consumer desires. One of the factors that can influence consumer purchasing decisions is product pricing (Suri Amilia and M. Oloan Asmara, 2017). Price is the amount of money that consumers must pay to obtain a product or service (Alma, 2007). In the business world, price is one of the crucial factors influencing the marketing of a product. The level of price is always a primary concern for consumers when they are searching for a product. Furthermore, according to Widjaja in Desi and Sri (2020: 110-111), price will also be a determining factor; for example, if the price is high, it may be perceived as being of high quality, which can influence a large demand curve (Desi Mega Sari and Sri Susilowati, 2020). Purchasing decisions are a concept in buying behavior where consumers decide to act or do something, in this case, make a purchase or utilize a particular product or service (Lupiyoadi, 2008). Purchasing decisions are essential to consider because they certainly become a consideration in determining the next marketing strategy to be implemented by the company (Suri Amilia and M. Oloan Asmara, 2017). Telkomsel is one of the largest providers, both in terms of the number of customers and the revenue generated. The adoption of the latest mobile technology has become part of Telkomsel's identity. After being the first to introduce 2G, 3G, and 4G LTE networks in Indonesia, Telkomsel is ready to lead the way in welcoming the arrival of 5G networks. It was the first to trial 5G services in Indonesia as part of the effort to support the government's Making Indonesia 4.0 initiative, positioning the country to face the Fourth Industrial Revolution. As the top choice for the Indonesian public for various digital lifestyle needs, Telkomsel continues to innovate by offering a range of easy-to-access service channels through the MyTelkomsel app, Telkomsel Virtual Assistant, 24-hour Call Center services, and the presence of GraPARI throughout Indonesia. Like Telkomsel, which is widely recognized by consumers, observations show that Telkomsel is known as a mobile card brand with a relatively higher price point compared to other mobile card brands. It is evident that Telkomsel, in facing competition with its competitors, does not compete by offering lower prices but instead focuses on quality by emphasizing the strength of its brand, thereby instilling confidence in consumers. Along with the development of competition among producers, Telkomsel cards are produced with various advantages, such as offering services with attractive features aimed at increasing sales volume and maintaining the market share they have already captured. This is where the important role of brand image comes into play in achieving the market share expected by the company (Gek Ayu Winda Natha Sastha P and Aditya Wardhana, 2016). A few years ago, the world was struck by the Coronavirus or Covid-19 pandemic, including Indonesia. The Coronavirus or Covid-19 led to the implementation of the Work From Home (WFH) policy by the Indonesian government. WFH is a policy that requires all offline activities to be replaced with online activities, which rely on the internet. This policy also affected students and university students, leading to the implementation of online learning, where classes were conducted through video conferences and digital documents.
	This situation has led to a rapid increase in internet users. One of the provinces experiencing a surge in internet usage is Medan. In response to this challenge, purchasing Telkomsel internet cards has become a solution for the people of Medan. Their reasons for choosing Telkomsel vary. The primary reason is Telkomsel's network coverage, which can reach their place of residence, and the faster and more reliable Telkomsel signal compared to other providers. However, in terms of price, many of them say that Telkomsel internet cards are known for being relatively expensive compared to other operator cards. Additionally, the amount of data they receive for the same price with other providers is smaller. Nevertheless, they continue to purchase Telkomsel internet cards due to the good quality of Telkomsel and its ability to cover many areas.

2. METHOD 
This article utilizes the Deep Interview method, which is useful for gaining more personal and detailed insights from loyal Telkomsel customers. Through this method, Telkomsel can better understand the reasons why consumers choose their products despite the higher prices, as well as how service quality influences their purchasing decisions. The next method is Training, aimed at equipping Telkomsel's management team with knowledge about more competitive pricing strategies without sacrificing service quality. This training may also include techniques for market analysis, competitor analysis, and consumer behavior to help them make more informed pricing decisions.
3. RESULTS AND DISCUSSION 
Results
Based on the outcomes of the training provided to Telkomsel's management team and feedback from several customers, it was found that Telkomsel has not yet fully implemented an appropriate strategy for setting the price of its internet packages. As a result, consumers perceive Telkomsel's pricing as relatively high, despite acknowledging the high quality of the service, which includes a wide network coverage, fast and stable signal, and the ability to reach remote areas in Medan and its surroundings. Therefore, it is necessary to educate Telkomsel's management through training with the theme "Training on Setting Competitive Prices," aimed at providing input to ensure that the offered prices align better with consumers' purchasing power and expectations. The training conducted revealed that Telkomsel's management team has gained a better understanding and has begun to implement a more accurate pricing strategy. With more competitive price adjustments, consumers perceive the prices as more commensurate with the quality of service provided. This has had a positive impact on the decision to purchase Telkomsel's internet packages, thereby contributing to an increase in the company's revenue.
Additionally, the training results showed that Telkomsel's management team now better understands the factors influencing consumer price perceptions, such as network quality, access speed, and signal coverage. With this knowledge, they can adjust prices more fairly while still prioritizing service quality without sacrificing profit margins. The implementation of an appropriate pricing strategy not only enhances customer satisfaction but also strengthens customer loyalty, ultimately contributing to increased long-term sales and the sustainability of Telkomsel's business.
Discussion 
	Telkomsel has long been recognized as a leading service provider, particularly in terms of extensive network coverage, speed, and signal stability. However, a major challenge Telkomsel faces is the consumer perception that its internet package prices are higher compared to competitors. This creates a dilemma for Telkomsel's management, where the higher prices need to be justified through increased perceived value by consumers. The managerial implications of this situation are significant, as pricing strategy can directly influence consumer purchasing decisions. In responding to consumer perceptions of high prices, Telkomsel's management needs to consider a more strategic approach to pricing. Price is not just a number consumers pay; it is a reflection of the value they receive. In this regard, Telkomsel must ensure that the higher price is balanced by superior service quality. Consumers who pay more for Telkomsel’s internet packages should experience significant benefits, such as unmatched network coverage, consistent internet speed, and superior signal stability.
	One strategy that can be implemented is to communicate these advantages more clearly to consumers. A marketing campaign focused on Telkomsel's network strengths, such as its ability to reach remote areas in Medan and its surroundings, could help shift consumer perception from viewing price as a weakness to seeing it as an investment in quality. Additionally, Telkomsel could offer packages with higher added value, such as larger data allowances or exclusive access to premium content, to enhance the attractiveness of their offerings. While price is an important factor in purchasing decisions, regression analysis results show that other factors also play a role, such as product quality, brand perception, and customer service. In Telkomsel’s context, product quality refers to its wide network coverage and stable internet speed. Telkomsel’s strong brand perception also plays a crucial role, as consumers tend to trust well-known brands with a good reputation.
	Telkomsel can leverage these factors by continuously improving service quality and maintaining customer satisfaction. For example, they could enhance customer service by speeding up responses to complaints or technical issues, making customers feel valued and supported. Telkomsel could also conduct regular customer satisfaction surveys to gather direct feedback from consumers and adjust their services based on consumer needs and preferences. Furthermore, Telkomsel could strengthen customer loyalty through programs that reward loyal consumers, such as special discounts or bonus data for customers who have subscribed for a certain period. Such programs not only help retain existing customers but also reinforce the perception that Telkomsel values their loyalty.
	The Beta value of 0.736 in the regression analysis indicates that price has a dominant influence on purchasing decisions. This means that even though Telkomsel offers superior service quality, price remains the main factor consumers consider when deciding to purchase an internet package. Therefore, it is crucial for Telkomsel to continuously evaluate and optimize their pricing strategy. One approach that could be taken is to offer a variety of more flexible and affordable packages, allowing consumers to choose a package that fits their needs and budget. For instance, Telkomsel might consider offering daily or weekly packages with smaller data allowances but at a lower price, so consumers with limited budgets can still enjoy Telkomsel's services without feeling burdened by high prices. Additionally, Telkomsel could explore bundling strategies, where consumers receive more benefits by purchasing multiple products or services together. For example, offering internet packages along with music or video streaming services could enhance the perceived value, making consumers feel that the price paid is worth the benefits received.
4. CONCLUSION
Based on the findings of this community service, it was discovered that Telkomsel employs several strategies to remain attractive to consumers despite their higher internet package prices compared to other providers. One of the main strategies is highlighting their superior service quality, particularly in terms of extensive network coverage and stable signal. Telkomsel also ensures that consumers perceive value commensurate with the price paid by offering internet packages that include access to premium services such as video and music streaming, as well as large data allowances for specific applications. Additionally, Telkomsel strengthens customer loyalty through loyalty programs, such as providing bonus data, special discounts, or exclusive access for loyal customers. This strategy is complemented by effective marketing campaigns that emphasize these advantages and build a positive perception among consumers. As a result, even though Telkomsel’s internet package prices are higher, consumers still choose Telkomsel because they appreciate the service quality and additional benefits offered.
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