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ABSTRACT
STUDY OF CONSUMER DECISION OF PUBLIC TRANSPORTATION IN TERM
OF ONLINE TRANSPORTATION FOR STUDENTS IN MALANG
By: Deo Wahyu Aditia
Supervisor: Dr.rer.pol. Wildan Syafitri, SE., Mec.
This study aims to empirically examine the effect of mobility, price,
promotion, and service experiences on consumption behavior taken by
researchers. This analysis uses independent variables namely mobility, price,
promotion, and service. The dependent variable is consumption behavior.
The research sample is active students who study in Malang. The sample
is done by purposive sampling method. Data collection was carried out with
questionnaires distributed directly to respondents as many as 100
questionnaires. The statistical method uses Partial Least Square Analysis by
testing the t-statistic testing hypothesis.
The results of this study indicate that promotion significantly positively
influences consumption behavior taken by respondents, mobility, price, and
service significantly negatively affect the consumption behavior taken by
respondents.

Keywords: Online Transportation, Students, Partial Least Square, Purposive
Sampling
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ABSTRAK
STUDI KEPUTUSAN KONSUMEN TRANSPORTASI UMUM DALAM HAL
TRANSPORTASI ONLINE TERHADAP MAHASISWA DI MALANG
Oleh: Deo Wahyu Aditia
Pembimbing: Dr.rer.pol. Wildan Syafitri, SE., Mec.

Penelitian ini bertujuan untuk menguji secara empiris pengaruh
pengalaman mobilitas, harga, promosi, dan pelayanan terhadap perilaku
konsumsi yang diambil oleh peneliti. Analisis ini menggunakan variabel
independen yaitu mobilitas, harga, promosi, dan pelayanan. Variabel
dependennya adalah perilaku konsumsi.
Sampel penelitian ini adalah mahasiswa aktif yang berkuliah di kota
Malang. Sampel dilakukan dengan metode purposive sampling. Pengumpulan
data dilakukan dengan kuesioner disebarkan langsung ke responden sebanyak
100 kuesioner. Metode statistik menggunakan Analisis Partial Least Square
dengan pengujian hipotesis uji statistik t.
Hasil penelitian ini menunjukkan bahwa promosi secara signifikan positif
mempengaruhi perilaku konsumsi yang diambil responden, mobilitas, harga, dan
pelayanan secara signifikan negatif mempengaruhi perilaku konsumsi yang
diambil oleh responden.

Kata Kunci: Transportasi Online, Mahasiswa, Partial Least Square, Purposive
Sampling
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CHAPTER I
INTRODUCTION

1.1 Background of the Study
Everything is possible in this digital era. In contrast to the previous era,
any digital business usually can only be done by using a computer. However, in
the present, smartphone is a good choice to do any business such as
exchanging email, information, seeking for entertainment, or even making
transaction and ordering food. In this era, almost everything can be done by
using smartphone.
Indonesia is the 4th largest population in the world and it will not be left in
this digital era. In 2016, Indonesia was the country with the highest number of
internet users in the world (Statista, 2017).
Table 1.1. Indonesian Internet User Year by Year
Year

Percentage of Population

2015

24.32%

2016

26.52%

2017

28.78%

2018*

31.1%

2019*

33.46%

2020*

35.84%

Source: Statista, 2017
From 260 million total population, 132.7 million is active internet users.
Most Indonesians access the internet by mobile devices. In 2016, it is estimated
that around 26.5% of the population accessed internet from their mobile device.
Indonesian also spends an average of 69 minutes per day in their smartphone.
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The digital era is also promoting growth to digital companies, which
gradually develop rapidly. It is called digital startup. Startup is an enterprise that
can be expanded into a large business (Nathasya and Sitepu, 2017). Many
companies established within a few years. In marketplace business, Indonesia
has Tokopedia, Bukalapak, Blibli.com, Qlapa, and Blanja.com; transportation we
have GOJEK, Grab (Singapore, previously Malaysia), Uber (U.S); for ticket
booking Indonesia has Traveloka, Pegipegi, Agoda (Singapore), and Tiket.com.
However, from many digital startup companies in Indonesia, GOJEK is the
famous and most frequently used by society.
Based on Techinasia (2015), GOJEK is an Indonesian technology
company that focuses on online transportation application developed by
themselves. This company was established by Nadiem Makariem in 2010 in
Jakarta. The GOJEK application fulfills user demand with providing transportation
services. In the beginning, this application only provided motorcycle taxi services
(public transportation that uses a motorcycle as the vehicle), but over time, this
application developed an online taxi and multidimensional services. Now, they
provide courier, cleaning service, phone credit or electric top-up, ticket
reservations, or even ordering food. GOJEK is available in many cities in
Indonesia such as Jakarta, Surabaya, Semarang, Makassar, and Malang then
they target to expand all over Indonesia.
GOJEK has some features to serve their consumers such as GO-SEND
(courier service), GO-RIDE (ojek service), GO-CAR (car transportation service),
GO-CLEAN (cleaning service), GO-FOOD (ordering food service), and many
more.
Until now, GOJEK is used by 15 million people every week and they are
served by 900,000 GOJEK drivers. Every week, there are 100 million
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transactions in the GOJEK app. This company has proved that they can compete
with another big ride-sharing company such as Grab and Uber (Bonang, 2017).
In Malang, GOJEK experienced some denial when they expanded in May
2016. From Detik.com (2017) The conventional drivers, especially from the
“angkot” drivers did not want GOJEK and other online transportation operated in
Malang. However, GOJEK now is officially allowed to operate and there is no
strike from conventional transportation anymore. Moreover, most of the citizens
of Malang welcome GOJEK very well. If we look at the area near the campuses
and schools, there are many GOJEK drivers waiting at the pool stop or driving
the passenger. It looks like the community and the conventional transportation
drivers are more enthusiastic about the existence of online transportation.
However, there were restrictions on access to online transportation drivers,
especially for motorbikes because they could not enter the Brawijaya campus
environment in the mid-year of 2018 because the presence of online
transportation drivers is considered to interfere with the smooth flow of traffic in
Universitas Brawijaya. they can only take orders outside the campus or in front of
the campus entrance gate. Meanwhile, most students objected to the policy
because they needed a long time to go to their destination faculty. Even so, the
effect is felt on the traffic in the Universitas Brawijaya environment more
smoothly. There had been protests from the online transportation drivers but now
the problem has ended with their entry as long as they do not to stop for a long
time, meanwhile the traffic now still under control and still smooth.
This topic seems interesting to talk about because now the trend shows
that more people move to GOJEK and other online transportation, instead of
conventional angkot or ojek. Therefore, I want to examine the factors that make
the consumer decide to use GOJEK instead of conventional transportation.
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In addition, some ride-sharing companies are entering Indonesia. Grab,
and Uber are the other biggest ride-sharing companies that role the business in
Indonesia. However, Uber must stopped its operation in Southeast Asia
(Indonesia included) in 2018, because the business prospect was not good and
they decided to join with Grab. All of the ride-sharing companies above entering
Malang in the same year. Same with GOJEK, Grab offers almost the same
services for the consumer namely GrabBike (motorbike), GrabCar (taxi),
GrabFood (food delivery), GrabDelivery (courier service), GrabPulsa (mobile topup), GrabGroceries (groceries delivery), and GrabBills (bill payment). From the
service explained above, Grab also aims to improve service for passengers or
consumers themselves.
The development of transportation, especially in the online services which
approach various field of consumptions can affect student consumption,
depending on how the student responds. For this reason, therefore, this study
was conducted to answer the question on Problem of the Study down below.
Because of those question above, thus I interested to conduct a research
entitled:
“Study on Consumer Preference of Online Public Transportation Among
Students in Malang”

1.2 Problem of the Study
Based on the background of the study, the problem of the study is:
1. What are the factors that affect consumer preference toward
online public transportation in Malang?
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1.3 Research Objectives
This research aims:
1. To determine the effect of mobility on student consumption
behavior in the use of online transportation
2. To determine the influence of price on Student Consumption
Behavior in the use of online transportation
3. To determine the effect of promotions on student consumption
behavior in the use of online transportation
4. To find out the influence of service on Student Consumption
Behavior in the use of online transportation

1.4 Significance of the Research
This research is expected to provide some significances such as:
1. As the future benchmark for transportation, especially in Malang
2. As knowledge about the perspective of the student about their
preference in online transportation use especially in Malang
3. To find out the factors that have impact on ordering ride-sharing service
such as ojek and taxi by the students
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CHAPTER II
LITERATURE REVIEW

2.1. Theoretical Basis
A theoretical basis is needed to emphasize the theoretical description of
the research variables. Thus the theory used in this research can give a valid
result.

2.1.1. Consumption Theory
As explained by Case, et.al. (2012), consumption behavior is an activity to
allocate income for maximizing utilities. The consumption behavior is different
depending on each income. If an individual has a high income, his consumption
will be high. Vice versa, if a person has a low income, the level of consumption
will be low. Thus, consumer behavior can be defined as an activity to spend or
exchange individual wealth to get a good or service that they need.
As explained by Duesenberry (1949) that consumption expenditure of
individual or community is determined a maximum of the income that they
achieved. If their income gets lower, consumers will not spend a lot of their
money. To maintain consumption, they must use their savings. However, if their
income increases, their consumption will increase. However, the increase is not
significant. The theory used two assumptions which are:
1. Interdependent. It is the amount of individual consumption which can
be influenced by how many other‟s consumptions. It means the
behavior of their surroundings influences household consumption. If
the individual has simple consumption and they live in the high-
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consumption community, it will affect the lifestyle and consumption
level of that individual. So, the consumption of that individual can
change from lower expenditure too high expenditure of the
consumption.
2. Irreversible. If the consumption level expenditure matches their
income, then the expenditure pattern will be different for each. If
individuals have a high income, their payment will also be high.
Conversely, if their income is low, then the same also lower their
expenses.

2.1.2. Consumer Preference Theory
Consumer preference theory is defined as a theory that shows a
consumer perspective to that state about what they want from offered
perspective. (Case et al., 2012) stated that the change of consumer preference
can manifest himself into the market behavior. A good price change can change
the constraints and limitations from each individual‟s choice so that it will change
the allocation income at all. The logic of consumer preference is impossible can
measure their utility appropriately. This is because each individual has different
needs and wants, it will difficult to determine their choice. It assumed that
consumer could pick a choice among two choices that offered (Nicholson &
Synder, 2008).
According to (Kotler, et.al, 2007), the main factors that influence
consumer purchasing behavior are cultural factors, social factors, personal
factors and psychological factors as follows:
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1. Cultural Factor. Cultural factors have the most extensive and
profound

influence

on

consumer

behavior.

Marketers

must

understand the role played by the buyer's culture, sub-culture, and
social class.
2. Social Factors. The behavior of a consumer is influenced by social
factors such as the behavior of the reference group (reference group),
family, and the role and social status of the consumer.
3. Personal Factors. The decision of a buyer is also influenced by
personal characteristics, namely the age of the buyer and the stage of
the life cycle of the buyer, work, economic conditions. Lifestyle, as
well as personality and economic conditions, lifestyle, as well as the
personality and self-concept of the buyer.
4. Psychological factors. The choice of one's purchase is also
influenced by the four main psychological factors, namely motivation,
perception, knowledge, and beliefs and attitudes.
In addition to these four factors, consumer behavior can also be
influenced by marketing stimuli in the form of a marketing mix that includes
(Kotler, et.al, 2007):
5. Product. Product policies include product planning and development.
This activity is important especially in a changing environment.
Therefore the company is required to produce and offer products that
are valuable and in accordance with consumer tastes.
6. Price. The price of a product can be said to be a pretty important
marketing tool, compared to other marketing mixes. This is due, for
example, to changes in the price of a product which will result in
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changes in the distribution channel and promotion policies. Although
it is denied that a price level must cover the marketing mix costs.
7. Promotion. The effort to encourage an increase in sales volume that
seems the most aggressive is by means of promotion. The basis of
developing promotions is communication.
8. Distribution channel. Product distribution to the market is a part of the
marketing development process, to achieve the target market for the
company

and

its

objectives

specifically

concerning

strategic

marketing planning. Long before the product is finished, management
must determine what methods will be utilized to deliver the product to
the market.

2.1.3. Transportation
Transportation can be interpreted as the transfer of goods and people
from the place of origin to the destination. Based on (Nasution, 2008) the
transport process is a movement from the place of origin where the transport
activities will begin, to the destination, where the destination will be terminated.
From the economic aspect of transportation can be observed from the
point of macroeconomy and microeconomy. The macroeconomy of transportation
is one of the infrastructures that support the implementation of national
development. Besides, the microeconomic economy of transportation can be
seen from the interests of two parties, namely:
1. On the operator
Transportation is the business of providing transportation services sold to
the user by earning a profit.
2. On the users
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Transport as one of the links distributing market goods from producers to
distributors. In order to this distribution to be fixed, services must be
available, and the costs must be proportional to the cost of production.

2.1.4. Ride-sharing
Online transportation service or ride-sharing is an individual transportation
services where a customer can order a ride (car, motorcycle, etc.) through a
mobile application and the driver can respond the order through the apps
(Wallsten, 2015). It was called “ride-sharing” because first time in the USA and
Europe countries the cars being used are owned by individual (private cars)
which then are shared with other (customers) when delivering the services
(Wallsten, 2015). Online transportation is an on-demand service connecting
passengers and vehicle owners in real-time through mobile technology.

2.1.5. Disruption Technology
Disruptive technologies are those that from the start have worse
performance and lower price than the mainstream technologies but given their
convenience, and with the technological improvement, they can take over the
market (Sprei, 2018). In case of shared transportation disruption, we can see
from the service that has lower costs, and lower product performance than the
mainstream by the innovative technology that they made, e.g. GOJEK, Uber, and
Grab through their mobile application to order taxi or motorcycle taxi (ojek). The
lower costs and lower product performance are improved into flexibility,
especially for owned vehicle change into shared transportation.
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Rahman, et.al. (2017) in his research explained that by disruption
technology brings advantages such as:
1. Mobility for the consumer to fulfill their needs. Cutting costs will reduce
production costs, and consumers will be able to spend money efficiently
2. Easy technology. The emergence of innovations will certainly bring new
and sophisticated technology, compared to existing technologies. Thus, it
can be interpreted that technology develops to be more modern.
3. Encourage innovation-based competition. According to this, industrial
companies are required to innovate and continue to improve their
services.
4. Increase economic growth. Disruptive technology will improve
productivity due to efficiency. With these two things, it will increase the
quality and quantity of goods produced. On the other hand, innovation will
also increase public consumption after previous income increases.

2.1.6. Social Media Promotion
Millennial generations are considered the generation who are always
curious about new things. As explained by Hajli (2013), this curiosity is directly
proportional to the development of technology in this era of globalization. In this
globalization era, boundaries between individuals and even between countries
completely eliminated, so that all people can share information though from a
great distance. Nowadays, social media become consumption that is always
needed by the community, especially the millennial generation. Millennials are
individuals aged 20 to 34 as of 2017.
As we know, some social media users are teenagers and also the
millennial generation itself (Elisabeta and Stoica, 2017). Site owners and E-
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Commerce companies see great potential for social media. It has caused them to
be more aggressive in promoting through social media commonly called Social
Media Promotion. Through this Social Media Promotion, E-Commerce company
owners can increase sales more easily.

2.2. Previous Research
Previous research aimed to analyze the literature and research that has
been done before. At this moment the previous research that hassome
similarities with this research. This previous researches were taken from some
journals and thesis which have been done and recognized so it can give
reference to support this research. The previous researches have been
summarized into a paragraph so can be understood.
Sohn (2017) in his/her research entitled “A Contextual Perspective on
Consumer‟s Perceived Usefulness: The Case of Mobile Online Shopping” utilized
Usefulness Perception of Mobile Online Stores for Purchasing (Y1) dan
Usefulness Perception of Information Search (Y2) as the dependent variables.
And then, the independent variables were Technical Quality (TQ), Information
Quality (IQ), Aesthetic Quality (AQ), and Security Quality (SQ). By employing
Confirmatory Factor Analysis (CFA), it is shown that AQ and IQ has significant
positive effect toward the Y2, and SQ has significant effect toward Y1 mobile
online stores.
A research by Díaz, Gómez, and Molina (2017) entitled A Comparison Of
Online And Offline Consumer Behavior: An Empirical Study On A Cinema
Shopping Context with a dependent variable Consumers who buy tickets online
(Y1) and Consumers who buy tickets at box office (Y2) and independent
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variables Current Life (CL), Education (ED), Social Action (SA), Home (HO),
Values (VL), Sport (SP), Vacations (VC), Hobbies (HB), Nature (NA ), Lifestyles
(SP), Behavior, (BH) Intent (IN) using the Partial Least Square (PLS) method,
proves that the Values (VL) and Behavior (BH) variables affect the Consumers
variable who buy tickets online (Y1), but the variable which has a high influence
on Y1 and Y2 is the Sport (SP) and Vacations (VC) variables.
Sembiring (2017) in his research Customer Decision: An Empirical Study
on Sourcing Credit from Banks with Customer Decision (Y) as the dependant
variable. Independent variables of X1 is Promotion and X2 is service. He used
primary data from the interview with the banking in Jakarta. Secondary data was
from the literature review. Data processing was collected byusing double
regression analysis. The data collected is from Jakarta based. Secondary data
was from the literature review. Data processing was done using double
regression analysis. Product promotion is partially influential to customer decision
basing on the value of the t-count that higher than the t-table (3.380 >
1.984).Service variable also has a partial influence on customer decision based
on the t-count value, which is higher than the t-table value (7.816 >1.984)
respectively product promotion and services simultaneously and paradoxically
influence customer decision
A research by Joewono, Effendi, Gultom, and Rajagukguk (2017) entitled
Influence of Personal Banking Behavior on the Usage of the Electronic Card for
Toll Road Payment. The variables were experience and preference of toll road
users, and were divided into four parts. First is respondent characteristic, second
is a question of regarding characteristics of respondent‟s banking activities. Third
is questions investigating the experience regarding payment transaction in the toll
road system. Fourth is questions regarding the experience in using the electronic
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toll payment system. The results are those who have experience with e-banking
services; the usage of debit card forms the majority. When the exploration is
focused on the usage of ETC, most respondents are not the users of the ETC
system for the simple reason that they do not have the card. Moreover, users
who have experience in e-banking tend to be more adaptive to ETC.
A research by Sprei (2018) entitled Disrupting Mobility. The variables are
Shared mobility, electromobility, autonomous vehicles, shared autonomous
electric vehicles. He used a qualitative method by using primary data by a textual
method with any related literature and research. The result showed thatcurrent
trends there does not seem to be an imminent disruption of mobility. The privately
owned vehicle is still holding its dominant position. However, we cannot rely on
that technological innovation alone will lead to a desirable disruption from
society‟s point of view.
Hajli (2013) in his researchentitled “A study of the impact of social media
on consumers” with Intention to buy (Y1) Perceived usefulness (Y2) Social media
(Y3) Trust (Y4) variables with Partial Least Square (PLS) method can be
concluded if each variable in this study has a different level of influence in
influencing other variables. In this study explained that Social Media (Y3)
variables have a positive influence on Trust variables (Y4), and Trust variables
(Y4) have a positive effect on Intention to buy variables (Y1) and Perceived
usefulness (Y2), as well as Perceived Usefulness variables (Y2) has a positive
and significant effect on the Intention to buy variable (Y1).
Rahman et al. (2017) in their reseach entitled “Emerging Technologies
with Disruptive Effects: A Review” was talking about current and future disruptive
technologies: car and ride sharing, internet-of-things, driverless vehicle,
autonomous robots, virtual reality, bitcoin, blockchain, 3D printing, cloud
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computing, and vertical take-off and landing. These study used qualitative
research by using literature review method. Moreover,the result is the innovation
in disruptive technologies bring a new way of technology support and influence
the way of human living as well.
Wallsten (2015) in his research entitled „The Comparative Effects of the
Sharing Economy: How is Uber Changing Taxis?” by the variables are growth,
disadvantage, complains, and competitiveness of Uber from New York City and
Chicago. The result of the study is Uber in New York City, and Chicago are
consistent withthe taxis respond to improving service. The complaint of the
quality decreases

the

competitiveness

because

of the

limitation

after

demonstrating by the regular taxis increase, the customer still prefers to Uber as
the choice.
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Table 2.1 Hypothesis Matrix
Hypothesis

Mobility affects Consumer
Behavior

Price affects Consumer
Behavior

Promotion affect Consumer
Behavior

Service affect Consumer
Behavior

Statement
Ho ≠ Hi
Mobility does not affect
Consumer Behavior
Ho = Hi
Mobility affects Consumer
Behavior
Ho ≠ Hi
Mobility does not affect
Consumer Behavior
Ho = Hi
Mobility affects Consumer
Behavior
Ho ≠ Hi
Mobility does not affect
Consumer Behavior
Ho = Hi
Mobility affects to Consumer
Behavior
Ho ≠ Hi
Mobility does not affect
Consumer Behavior
Ho = Hi
Mobility affects Consumer
Behavior
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Reference

(Sprei, 2018)
(Rahman et al., 2017)

(Case et al., 2012)
(Duesenberry, 1949)

(Sembiring, 2017)
(Hajli, 2013)
(Sohn, 2017)
(Elisabeta and Stoica,
2017)

(Sembiring, 2017)
(Joewono et al., 2017)
(Wallsten, 2015)

2.3 Theoretical Framework
Based on previous research and discussion of the theory that has been
formulated, the research framework is described in a simple form as follows:

Figure 2.1 Theoretical Framework

Mobility
(X1)

Price (X2)
Consumer
Preference (Y)
Promotion
(X3)

Service
(X4)
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2.4 Research Hypothesis
The hypothesis is a temporary assumption in research that will still be
verified. To test hypotheses, the stages required are as follows:
a. Determine the T table
With α = 5%, and df = infinity, then T table is 1.96.
b. Testing criteria
Ho is accepted & Hi is rejected if T statistics <T table
Hi is accepted & Ho is rejected if T statistics> T table
Ho accepted & Hi is rejected if the probability value is <0.05
Hi is accepted & Ho is rejected if the probability value is> 0.05
c. Formulation of hypothesis:
1. Ho: Suspected the Mobility variable (X1) has no significant effect
on Consumption Behavior variable (Y).
Hi: Suspected the Mobility variable (X1) has a significant effect on
variables Consumption behavior (Y).
2. Ho: Suspected Price variables (X2) have no significant effect on
the Consumption Behavior (Y) variable.
Hi: Suspected Price variables (X2) have a significant effect on
Consumption Behavior variable (Y).
3. Ho: Suspected Promotion variable (X3) has no significant effect
On the Consumption Behavior (Y) variable.
Hi: Suspected Promotion variable (X3) has a significant effect on
Consumption Behavior variable (Y).
4. Ho: Suspected Service variable (X4) has no significant effect
onthe Consumption Behavior (Y) variable.
Hi: Suspected Service (X4) variable has a significant effect
towards the Consumption Behavior (Y) variable.
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CHAPTER III
RESEARCH METHOD

3.1 Types of Research
This study is a quantitative research which specialized in processing data
numbers. This study made it easier for researchers in processing data which
soon will be analyzed by regression analysis using SmartPLS 3.2.7 application.

3.2. Research Scope
The scope of this research are students who are actively studying at
several universities in Malang. It is because researchers want to know how
economic behavior of students in Malang students of choosing online
transportation.

3.3 Research Variable
Research Variables are attributes, properties or values of people, objects
or activities that have variations and have been determined by the researcher to
learn and draw conclusions. In this study, there are two types of variables,
namely the dependent variable and the independent variable.
1. Dependent Variables (Y)
The dependent variable is a variable that is influenced by an
independent variable. In this study, the dependent variable is the
Consumption Preference (Y) variable.
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2. Independent Variables (X)
Independent variables are variables that affect the dependent
variable. In this study, the independent variable is represented in form (X).
Independent variables used in this study include:
a. Mobility (X1)
b. Price (X2)
c. Promotion (X3)
d. Service (X4)

3.4 Operational Variable Definition
Operational Variables Definition is a definition based on how many
references and reasons why the researcheruse that definition. The operational
variables definition outlined below:
1. Mobility (X1)
Litman (2003) stated that mobility is a movement of people or goods;
it refers to “travel” means the person or freight vehicle trip. It assumes
that any increase in an increase in travel mileage or sped of benefits
of the society.
2. Price (X2)
The price of a product can be said to be a pretty important marketing
tool, compared to other marketing mixes. (Kotler et al., 2007). Price is
a unit that becomes the exchange rate of an item. In addition, prices
can also be defined as the amount of money charged on an item or
service, or the amount of value that consumers exchange for

20

satisfaction as a result of using the goods or services. (Case, et.al,
2012)
3. Promotion (X3)
Promotion is communication to give people more information about
the product that offered that can make consumer interested in buying
the product, which are goods or services that offered (Sembiring,
2017).
4. Service (X4)
Sembiring (2017) stated that service is defined as an act of an
individual or some people that give satisfaction to the consumers.

3.5 Data and Resource
This study used Primary data as the data material to be processed.
Primary data is data collected in research and comes from the actual location of
the event (Sekaran, 2006). So that, the primary data is data collected directly
from the source, through interviews and questionnaires. Primary data was
chosen because this research was carried out in Malang, so the researcher
needed to spread the questionnaire to get data from selected samples.

3.6 Data Collecting Method
For data collection methods, researcher employed purposive sampling
method with judgment sampling specifications. The purposive sample is a sample
that has the purpose of understanding certain information on a particular source
(Wijaya, 2013). This sample can be specified as a decision sample (judgment)
which is a data collection technique by selecting members of the sample by
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certain criteria based on the research objectives to be achieved. So, Judgment
Sampling is a planned sampling technique, if there is someone willing to fill out
the questionnaire and get the criteria needed by the researcher, and then the
person can be used as a sample for this study.

3.7 Population and Sampling
A population is a group of people who have specific criteria that can later
be used to determine conclusions. The population selected in this study was all
students in the city of Malang who were still active.The choice of students as a
population is because students are both technology users and economic actors
in the ordering GOJEK or common transportation online.
The sample is the elements of the population. Therefore sample taken
from the population should be able to describe a whole of the population itself.
Sample consists of a number of members who are chosen from the population,
therefore, sample is a sub-group or a part of the population. This research used
Krejie and Morgan table which believed that 384 samples could represent
1,00,000 population. Furthermore, to determine a sample, we have to determine
the criteria first to fulfill the goals of the research. We used 100 samples of active
students in Malang. The sample selection criteria in this study were students who
were taking college education and were students who were still active at the
university where they took lectures. In addition, the other sample criteria is that
the sample is a student who is taking college education at a college or university
in Malang.
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3.8 Variable Measurement
The variable measurement is used to describe the respondent answers
on each variable to easier the researcher understand about it. This measuring
variable is used to study every single determined variable on this research, they
are mobility, price, promotion, and service.
To measure the variables that will be examined in this study, the five-point
Likert scale was used. The Likert scale is useful for determining the perceptions
or opinions of respondents. To assess the perception of the respondent, an
assumption is determined on all questions in the questionnaire. The assumption
is that the lower number describes negative perception, whereas the higher
number describes positive perception. The questionnaire made in this research
was consisted of 5 answers that are already available so that the respondent can
directly select them.
The Likert measurement scale provided in this study includes:
Strongly Disagree: 1
Disagree: 2
Ordinary: 3
Agree: 4
Strongly Agree: 5
By using the Likert scale, the measurement of data from the questionnaire
can be done efficiently and correctly. To measure the data, questionnaires
related to the research variables are distributed to the respondents.
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3.9 Data Analysis
In quantitative research, it will focus on data in the form of numbers. The
data analysis techniques are used to apnswer the problem formulation and test
the hypotheses that have been formulated, and because of using quantitative
data, the data analysis technique uses the existing statistical methods (Sugiyono,
2010).
In this study, the main data (Likert) uses PLS-R analysis, while for
demographic data uses the analysis of Logistic Regression and Linear
Regression. Logistics and Linear Regression used in this research are aimed at
helping to find out other causes outside Likert data that might influence data.

3.9.1 Partial Least Square Regression (PLS-R)
This research used Partial Least Square method and processed with
SmartPLS 3.2.7 version. By using SmartPLS, the data processing can be
analyzed and suitable with Partial Least Square Regression (PLS-R). Partial
Least Square (PLS) has more advantages compared to another standard
regression analysis. The advantage of this PLS is that it can analyze the data
from a Likert scale. Then, PLS does not need to be distributed normally like
ordinary regression analysis. Furthermore, Partial Least Square only need at
least 30 sample, so the analysis can be done in small sample (Hussein, 2015).
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Thus, the model can be written as below:
Y = β1X1 + β2X2 + β3X3+ β4X4 +β5X5
Information:
Y

= Consumption Preferene

X1

= Mobility

X2

= Price

X3

= Promotion

X4

= Service

β1, β2, β3, β4, β5

= Regression Coeffiecient

A. Outer Model Test
Outer Model Analysis is an analysis to know the relation between latent
variable to the indicators. Outer model can also called as the model of the Partial
Least Square which describes about how indicator can relate to the latent
variable (Solimun, Fernandes, and Nurjannah, 2017). The outer model have two
testing namely: instrument validity test and reability instrument test.
1. Validity Test
Validity test is a test used in the Partial Least Square Regression model to
determine the ability of a research instrument in measuring what should
be measured (Cooper and Schindler, 2006). Validity in a study must be
able to state the degree of accuracy of a measurement of a study of the
actual content of something measured. According to Ghozali (2009),the
validity test needs to be done to measure whether a questionnaire is valid
or not. The questionnaire are considered valid if the questions from a
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questionnaire are able to explain something that will be by the
questionnaire. If using SmartPLS, the criteria for passing the validity test
is that the value of Average Variance Extracted (AVE) must be more than
0.50.
2. Reability Test
Reliability testing is a test conducted to find out that the instrument used
in research to obtain information, can be trusted as an instrument of data
collection and able to reveal actual information in the field (Sitinjak and
Sugiarto, 2006). Reliability test is used to measure the consistency of
measuring instruments in measuring a concept or can also be used to
measure the consistency of a respondent in answering each statement on
a questionnaire or research instrument. By using SmartPLS, the criteria
for passing the reliability test is that the Cronbachs Alpha value must be
more than 0.70.
B. Inner Model Test
Inner model analysis is done to find out about the relationship between
latent variables (Solimun et al., 2017). In the inner model it is assumed that the
latent variables and indicators on the zero means scale and the variant unit are
one, so that the constant parameters can be removed from the model. Inner
model testing is done by booststrapping method which can do resampling with
the same or smaller size than the original sample and repeated 100 times to
converge. The bootstrapping results will show some parts of the inner model,
namely T-Statistics, Probability Values and R2.
1. T-statistic
T-statistic is a part of inner model useful for knowing the significance of
the independent variable on the dependent variable. The requirement for

26

t-statistics to be significant is that t-statistics must be greater than the ttable which is stated at 1.96.
2. Probability Values
Probability Values are part of the inner model which is also useful to
determine the significance of an independent variable on the dependent
variable. Independent variables can be said to be significant to the
dependent variable if the Probability Values are less than α = 0.05.
3. R-square (R2)
R-quare is one part of the inner model that is useful to know how much
the dependent variable can be predicted by the independent variables. If
r-square is greater than 0.67 is high or strong, if r-square is more than
0.33 is sufficient or moderate, if r-square is more than 0.19 is low or weak,
whereas if r-square is less than then it is not recognized or not accepted.

3.9.2 Logistic Regression Model
Logistic regression model is used to find out the relationship of response
variable which is binary or dichotomous, by an independent variable or more
continued scaled or categoric. Hosmer & Lemeshow (1989) stated that logistic
regression method is a statistical analysis method that describes the relationship
between dependent variables that have two or more categories with one or more
independent variables scale categories or intervals. Which is meant by category
variables, namely variables in the form of nominal and ordinal data.
Outcome of Y response variable split into two categories, “yes” or “no”
which denotated as Y=1 (yes) and Y=0 (no). Logistic regression is different from
linear regression on the use of the type of dependent variable. In linear
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regression using variables numerically dependent whereas logistic regression
uses categorical dependent variables. The purpose of logistic regression analysis
is to get the most fit and simple model (parsimony) that can describe the
relationship between the dependent variable and predictor / independent (Yasril,
2009).
The assumptions in the logistic regression are written down below:
1. Not assume the linear relationship between dependent and independent
variable,
2. Independent variable must dichotomy (two variables),
3. Dependent variable not must have the same diversity inter-variable group,
4. Independent variable must be separate each other or exclusive, and
5. Sample needed relatively in big amount, minimum needed until 50
samples for an independent variable.
General form of logistic regression is:

Evidence:
π(xi)

: type of online transportation

e

: natural number (2.7183)

I

: 1, 2, …, n

βk

: coefficient model which get from regression test

xk

: observation of k dependent variable from p dependent variable amount
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3.9.3 Linear Regression
Regression can be used to predict how far the value of the dependent
variable changes, if the value of the independent variable is changed. Regression
analysis, besides being used to measure the strength of the relationship between
two variables, can also show the direction of the relationship between the
dependent variable and independent variables.
The simple general linear regression equation is:
Y=α+βX+ε
Information :
Y = Dependent variable
α = Constants, that is the value of Y when the value of X = 0
β = Direction of regression coefficient, which states the change in Y value if
there is a change in the value of X. If (+) then the direction of the line will rise,
and
if (-) then the line value will drop
X = independent variable
ε = other factors that affect the variable Y
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CHAPTER IV
RESULTS AND DISCUSSION

4.1. The Development of Online Transportation in Indonesia
Tech in Asia reported in 2016 about the development of online
transportation in Indonesia. It began in 2015 when “on demand transportation”
was started by GOJEK and GrabTaxi (next their name changed into Grab in
2016) with GrabBike feature. The one who compete are not only GOJEK and
Grab but also Uber. In 2016 the feature was added. GOJEK added GOFOOD
feature and Grab launched GrabFood as well. At the same year, GOPAY
launched and GrabPay Credits also launched. Uber also heated up the
competition by presenting UberMotor, in order to compete with GrabBike and
GOJEK. Like wanting to give a counterattack, GOJEK also attended the GOCAR
service to block UberX and GrabCar service development just a week after Uber
launched UberMotor.
However, their invasion was opposed by conventional taxis. In 2016
thousands of conventional taxis drivers‟ strike for the GOJEK, Grab, and Uber
incoming in Jakarta. They argued that their income decreases significantly after
online transportation coming. They rejected and wanted all the online
transportation company to be closed. These incidents were happened not only
once, the next week after they strike again to push the government to issued
regulation about online transportation incoming such as special driving license
(SIM) for the driver, vehicle feasibility test (Uji KIR), minimum tariff, and so on.
Uniquely, at the end of 2016 the taxi company which formerly against the
online transportation incoming made cooperation between them and the online
transportation company. They also see online transportation as the chance as
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well. Blue Bird (conventional taxis company) made cooperation between them
and GOJEK, also Express Group with Uber as well. So then ordering taxi can be
done through the GOJEK or Uber directly.
Online transportation grows rapidly. GOJEK added new services which
are not only transportation but also lifestyle, courier, and e-payment too. GO
CLEAN focused on house cleaning service, GO MASSAGE in mobile massage,
GO AUTO in car cleaning service, GO PULSA in top-up mobile balance and
mobile data service, and GO MED for in medicine delivery service. GOJEK also
expanded into e-payment trend and made the payment of efficient service usage
named GO PAY.
Not only GOJEK, but Grab also expanded to some feature even slowly.
They made GrabHitch feature that can make the passenger hitch another
passenger. Grab also provided chat feature to ease communication between
customer and driver. Then some similar features like GrabFood and GrabPay
appear. Unlucky, Uber got stucked not only in Indonesia but in some countries in
Southeast Asia such as Malaysia and Singapore. In 2018 they had to “out of
business” and joined with Grab in Southeast Asia. It also strengthens Grab
business.

4.2 Collecting Data Result
This data is collected by survey directly to the respondent by a
questionnaire which has been prepared before. The questionnaire used for this
research is a developing from previous researches. In this research, there are 30
questions, which are 5 indicators about consumer preference, 5 about price, 5
about promotion, 5 about mobility, 5 about trust, and 5 about service. The
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questionnaire has been distributed to students in Malang. The distribution is done
directly by using Google Form in Google Document as the tool to make and
gather the results which are submitted by respondents. First, all the questions
were inputted on the Google Form in Google Document. After being inputted, the
questions were distributed to the respondents in Malang. Questionnaire
distribution carried out within a month, on September 14th until October 14th 2018.
From the data collection result, 100 respondents have been gotten from students
in various universities in Malang.

4.3 The Respondents
Selected respondents are
universities

in

students

Malang, especially

who

study

for whoever

has

in

many

ever

used

different
online

transportation. Total 100 or all the respondents had used online transportation,
so it can be assumed that the population of this research, especially the student
in Malang, ever used online transportation. The duration of data collection
seemed enough to continue to data processing.

4.3.1. Demography of Respondents’ Characteristic
This research was using a specific category to classify the respondents.
The categories are based on sex, age, semester being taken, income monthly,
way to go to campus, owning vehicle, type of online transportation used,
frequency of online transportation, and time estimation.
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Figure 4.1. Respondent Based on Age Category

AGES
18-20

21-23

24-27
10%

24-27

18-20
20%

21-23
70%

Source: Primary Data Processed, 2019

The majority of respondents in this research are between 21-23 years old
as many as 70% or as many as 70 respondents. While respondents aged 18-20
years as many as 20% or as many as 20 respondents and respondents aged 2427 years as many as 10% or 10 respondents.

33

Figure 4.2: Respondents Based on Gender

GENDER
Male

Female

46%
54%

Source: Primary Data Processed, 2019

In this research, total respondents of men are 46% or 46 respondents.
Then, 54% or 54 respondents are women. Women, in this research, dominated
the total respondents in Malang.
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Figure 4.3: Respondents Based on Semester being Taken

SEMESTER
1st-5th

6th-9th

11th-16th

16%
34%

50%

Source: Primary Data Processed, 2019

50% (50 respondents) are undergoing semesters between 1-5. 34% (34
respondents) were undergoing semesters between 6-9, while the remaining 16%
(16 respondents were undergoing semesters between 11-16). Students who are
undergoing 1-5 semesters are the most respondents in this research.
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Figure 4.4: Respondents Based on Income

Source: Primary Data Processed, 2019

Respondents' income in this research is quite varied. The majority of
respondents who have an income of Rp1,500,000 every month are 26% (26
respondents). While as many as 15% (15 respondents) have an income of
Rp1,000,000. Moreover, as many as 14% (14 respondents) have an income of
Rp2,000,000 each month. Also, the rest spreads on an income scale of
Rp200,000 to Rp10,000,000.
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Figure 4.5: Respondents Based on Way to Campus

WAY TO CAMPUS
Motorbike

Non-motorbike (car,angkot, taxi, on foot)

33%

67%

Source: Primary Data Processed, 2019

As many as 67% (67 respondents) answered that their trip to the campus
are by riding a motorcycle. While the remaining 33% (33 respondents) use other
transportations such as cars, public transportation, or walking. The majority of
students in Malang in this research used a motorbike to get to campus.
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Figure 4.6: Respondents Based on Owning Vehicle

OWNING VEHICLE
Yes

No

22%

78%

Source: Primary Data Processed, 2019

Many students in Malang have private vehicles in Malang. 78% or 78
respondents answered that they owned a vehicle and 23% or 23 respondents did
not have a private vehicle.
Figure 4.7: Respondents Based on Type of Online Transportation Used

TYPE
Motorbike

Car

17%

83%
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Source: Primary Data Processed, 2019

Types of online transportation that are often or ever used by Malang students are
as many as 83% motorcycles or 83 respondents. While the remaining 17% or 17
respondents had or often used an online type of vehicle transportation. The
majority of students in Malang in this research used motorbikes more often.
Figure 4.8: Respondents Based on Ordering Online Transportation
Frequently

FREQUENCY
1 time

2 times

3 times

4 times

4 times
10%
3 times
5%
1 time
41%

2 times
44%

Source: Primary Data Processed, 2019

Within a week, 44% (44 respondents) ordered online transportation for
two times. Followed by as many as 41% (41 respondents) at all, 10% (10
respondents) four times and 5% (5 respondents) three times ordering online
transportation in a week. In this research, students in Malang mostly order online
transportation twice a week.
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Figure 4.9: Respondents Based on Time Estimation

TIME ESTIMATION
3-8 minutes

10-20 minutes

25-60 minutes

12%
29%

59%

Source: Primary Data Processed, 2019

The time that has been taken by students from residence to campus was
answered as much as 59% (59 respondents) for 10-20 minutes. While as many
as 29% (29 respondents) are for 3-8 minutes. Moreover, as many as 12% (12
respondents) took 26-60 minutes to go to campus.

4.3.2. Respondents’ Demographic Analysis
This analysis is used to know how the demographic factors can affect to
the answer of the questionnaire questions. The variables that used are:
Y1

= types of online transportation

Y2

= ordering online transportation frequently in a week

X1

= gender

X2

= income
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X3

= owning a vehicle

X4

= time estimation

The reasons for the variables selected above are because not all them
can be regressed, and also to know and explain the output of the questionnaire if
it has relation to the demographic variables.

1. Linear Regression
Table 4.1 Linear Regression Result
Unstandardized
Model

Coefficient
B

1

Frequency Ordering in

Std.

Standardized
Coefficient

t

Sig

Beta

Error

2.441

1.124

2.170

.032

Gender (X1)

-.018

.053

-.033

-.351

.726

Income (X2)

1.696E-7

.000

.283

2.983

.004

Owning Vehicle (X3)

-.787

.214

-.350

-3.685

.000

Time Estimation (X4)

.011

.009

.106

1.134

.260

a Week (Y1)

Source: Primary Data Processed, 2019
From the result above, Income and Owning Vehicle are significant.
Their number is smaller than α = 0.05. Income has amount 0.004 < 0.05,
and Owning Vehicle 0.000 < 0.05. Thus, Income and Owning Vehicle
have relation to the Ordering Online Transportation Frequently in a Week.
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2. Logistic Regression
Table 4.2 Logistic Regression
Model

B

S.E.

Wald

df

Sig.

Exp(B)

Lower

Step

Gender (X1)

1.669

.684

5.951

1

.015

5.304

1.388

1

Income (X2)

.000

.000

1.315

1

.252

1.000

1.000

-1.938

1.080

3.216

1

.073

.144

.017

-.001

.033

.001

1

.972

.999

.936

2.981

1.120

7.079

1

.008

19.710

Owning Vehicle
(X3)
Time
Estimation (X4)
Type of Online
Transportation
(Y2)

Source: Primary Data Processed, 2019
From the result above, Gender and Owning Vehicle are significant.
Their number are smaller than α = 0.1. Gender has 0.015 < 0.1, and
Owning Vehicle has 0.073 < 0.1. Thus, Gender and Owning Vehicle have
relation to the Type of Online Transportation Usually Used.

4.3.3. Data Analysis
Data analysis is done to find out whether the data has met the criteria for
passing the test. This research uses multivariate analysis. Multivariate analysis
can be called as a statistic method that has linked with some variable, which
measured simultaneously from each object by analysis process simultaneously
and interpreting comprehensively (Solimun et al., 2017). The method that used in
this research is Partial Least Square Regression (PLS-R) by using SmartPLS
3.2.7. as an analysis tool. Partial Least Square Regression is done by two testing
models. First, is Outer Model test which consists of validity test and reliability test.
Second, is Inner Model test, which is to know the influence and significance of
selected variables.
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1. Partial Least Square Regression
The previous chapter has been explained that regression that
used in this research is Partial Least Square. Partial Least Square is one
method that uses in multivariate analysis. The excellence of this method
is that they can analyze a model with likert data. Furthermore, PLS has
the excellence that the data does not need to be distributed normally like
ordinary regression. Regression is done to know the positive and negative
influence from the independent variable to the dependent variable. It can
be said that Independent variable has a negative influence on the
dependent variable if there is minus (-) in the coefficient score.
Meanwhile, if there is no minus (-) in the coefficient score; thus it can be
said the independent variable has a positive influence to the dependent
variable. After a regression by using SmartPLS 3.2.7. has been done, the
result can be seen by this Partial Least Square 4.2. Table below.
Table 4.3. Partial Least Square Regression
Variable

Regression Coefficient

Mobility > Consumer Behaviour

0.096

Price > Consumer Behaviour

0.255

Promotion > Consumer Behaviour

0.385

Service > Consumer Behaviour

-0.092

Source: Primary data processed, 2019

Regression model based on the analysis above is:
Y = 0.096X1 + 0.255X2 + 0.385X3 - 0.092X4
Information:
X1 = mobility
X2 = price
X3 = promotion
X4 = service
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Based on the data above, it can be known that coefficient score
from Mobility towards Consumer Behavior amount 0.096, Price towards
Consumer Behavior amount 0.255, Promotion towards Consumer
Behavior amount 0.385, and Service towards Consumer Behavior amount
-0.092. Thus, Service is the only variable that has a negative influence on
Consumer Behavior; Meanwhile, Mobility, Price, and Promotion are
variables that have a positive influence on Consumer Behavior.

2. Outer Model
Outer model analysis is an analysis to know the specification of the
relationship between a latent variable and the indicators. Outer model also called
the model of Partial Least Square which able to define how indicators can have a
relation with the latent variable (Solimun et al., 2017). There are two tests that
can be used in outer model, i.e., instrument validity test and instrument reliability
test.
a. Instrument Validity Test
Validity test is a test to know how far the questionnaire or
instrument that used for research, which able to measure what could
measure recently (Solimun et al., 2017). Questionnaire is valid if the
questions of the questionnaire are able to explain about something
that will be measured on that questionnaire. By using SmartPLS
3.2.7, the chosen terms for passing validity test is from amount of
Average Variance Extracted (AVE) must be greater than 0.50.

44

Table 4.4. Instrument Validity Test Result
Variable

Cronbach’s Alpha

Average Variance Extracted

Consumer Behavior

1.000

1.000

Mobility

0.865

0.703

Price

0.850

0.770

Promotion

0.697

0.766

Service

0.539

0.678

Source: Primary Data Processed, 2019
Based on data above, it can be known that Average Variance
Extracted (AVE) amounts of the Consumer Behavior is 1.000, Mobility is
0.703, Price is 0.770, Promotion is 0.766, and Service is 0.678. Thus, cit
an be concluded that all variables that used in this research are passing
the validity test because all variables have AVE amounts‟ more than 0.5
and can define that all instrument of this research is valid to measure the
thing that measured.
b. Reliability Instrument Test
Reliability Instrument test is a test to know the criterion which
showed how far the questionnaire or instrument that used on the
research to get the information could be trusted and able to measure the
variable consistently (Solimun et al., 2017). Reliability instrument test is
useful to know whether the instrument in this research can measure the
consistency of respondents answers every question item of the
instrument in this research.
Variable can be passing from the instrument reliability test if the
variable has Cronbach‟s Alpha value more than 0.70. The test is used
SmartPLS 3.2.7 to test the reliability instrument. After the test has done,
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the result of reliability instrument test can be seen in Table 4.4 down
below.
Table 4.5. Reliability Instrument Test Result
Variable

Cronbach’s Alpha

Consumer Behavior

1.000

Mobility

0.865

Price

0.850

Promotion

0.697

Service

0.539

Source: Primary Data Processed, 2019
From the data above, it can be known that Consumer Behavior,
Mobility, and Price are passing the 0.70 value of Cronbach‟s Alpha test
with each amount 1.000, 0.865, and 0.850. Meanwhile, Promotion, and
Service are not passing the Cronbach‟s Alpha which each amount 0.697
and 0.539. Thus, Consumer Behavior, Mobility, and Price are showing
the consistency of the respondent answer each question of the
questionnaire itself. Promotion and Service are showing inconsistency of
the respondent to answer each question of the questionnaire.
3. Inner Model
Inner model analysis is done to know the specification relationship
between variables or usually called as Structural Model (Solimun et al., 2017).
Without losing its general nature, it is assumed that the latent variable and
indicator in is zero which means that the scale and variance unit is equal to one,
thus the location parameter or constant parameter can be removed from the
model. Inner model testing can be done with

bootstrapping method.

Bootstrapping method can resample big amount of certain sample (bigger or
smaller than the original sample) and repeat 100 times of bootstrap sample to
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reach convergence. After bootstrapping has done, there will be some criteria from
the inner model such as t-statistics, probability values, and r2 appeared.
a.

T-statistics
T-statistics is a part of the inner model which useful to know the

significance between independent to dependent variable. Independent
variable can be significant toward dependent variable if the value of tstatistic is higher than t-table that stated at 1.96. T-statistic result of this
research can be seen in Table 4.5 down below.
Table 4.6. T-statistics Result
Variable

t-statistics

Mobility > Consumer Behavior

0.783

Price > Consumer Behavior

1.890

Promotion > Consumer Behavior

2.953

Service > Consumer Behavior

1.013

Source: Primary Data Processed, 2019
From the result above, it can be known that variable Mobility
toward Consumer Behavior amount is 0.783, Price toward Consumer
Behavior amount is 1.890, Promotion toward Consumer Behavior amount
is 2.953, Service toward Consumer Behavior amount is 1.013. From all
variables above, only Promotion is significant toward Consumer Behavior;
it means Service influences Consumer Behavior while other variables are
not.
b. Probability Value
Probability value is a part of the inner model which is useful to
know the significance of the independent variables towards the dependent
variable. Independent variable can state significant toward the dependent
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variable if probability values are less than α = 0.05. Probability values
result of this research can be seen from Table 4.6 Probability Values
Result below.
Table 4.7. Probability Values Result
Variable

P. Values

Mobility > Consumer Behavior

0.434

Price > Consumer Behavior

0.059

Promotion > Consumer Behavior

0.003

Service > Consumer Behavior

0.311

Source: Primary Data Processed, 2019
From Table 4.6. Probability Values result can be known that
Mobility toward Consumer Behavior is amount 0.434, Price toward
Consumer Behavior is amount 0.059, Promotion toward Consumer
Behavior amount is 0.003, and Service toward Consumer Behavior
amount is 0.311.

From the mentioned result can be concluded that

Promotion is the only independent variable that significant toward
Consumer Behavior because it was amount less than 0.005.
c. R-square (R2)
R-square is a part of the inner model which useful to know how
much dependent can be predicted by all independent variables. Falk &
Miller (2014) categorized r-square into four categories, they are:
1. If r-square amount more than 0.67 is high or strong,
2. If r-square amount more than 0.33 is moderate,
3. If r-square amount more than 0.19 is low or weak, and
4. If r-square amount less is not recognized or not accepted.
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To know how big the dependent variable can be predicted by
independent variables, the r-square result is written in Table 4.7 down
below.
Table 4.8. R-square Result
Dependent variable

r-square

Consumer Behavior

0.381

Source: Primary Data Processed, 2019
Based on Table 4.7. R-square Result, it can be defined that the
amount of r-square in Consumer Behavior as a dependent variable can
be predicted as well by Mobility, Price, Promotion, Service, and Trust
amount 0.381. So, it can be concluded that r-square in this research
belongs to the “moderate” category.

4.4 Hypothesis Testing
Hypothesis testis done to know whether the first initial guess from the
researcher is suitable with the result or not. From the processing result, the
result can be concluded from the hypothesis on down below:
1. Hypothesis 1
Hypothesis 1 mentioned that Mobility has a positive effect on
Consumer Behavior. After regression has been done by using
SmartPLS 3.2.7, the result can be known that the regression
coefficient value of Mobility is 0.096 then Mobility has a positive effect
towards Consumer Behavior and Probability Values with the amount
of 0.434 which means higher than α = 0.05 then Mobility is not
significant toward Consumer Behavior. Based on the result, it can be
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concluded that Ho accepted and Hi rejected, that means Mobility has
a negative impact and not significant towards Consumer Behavior.
2. Hypothesis 2
Hypothesis 2 mentioned that Price has a positive effect on Consumer
Behavior. After regression has been done by using SmartPLS 3.2.7,
the result can be known that the regression coefficient value of Price
is 0.255 then Price has a positive effect towards Consumer Behavior
and Probability Values with the amount of 0.059 which means higher
than α = 0.05, then Price is not significant toward Consumer Behavior.
Based on the result, it can be concluded that Ho accepted and Hi
rejected, that means Price has a negative impact and not significant
towards Consumer Behavior.
3. Hypothesis 3
Hypothesis 3 mentioned that Promotion has a positive effect on
Consumer Behavior. After regression has been done by using
SmartPLS 3.2.7, the result can be known that the regression
coefficient value of Promotion is 0.385 then Promotion has a positive
effect towards Consumer Behavior and Probability Values with the
amount of 0.003 which means smaller than α = 0.05, then Promotion
is significant toward Consumer Behavior. Based on the result, it can
be concluded that Ho rejected and Hi accepted, that means Price has
a positive impact and significant towards Consumer Behavior.
4. Hypothesis 4
Hypothesis 4 mentioned that Service has a negative effect on
Consumer Behavior. After regression has been done by using
SmartPLS 3.2.7, the result can be known the regression coefficient
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value of Service is -0.092 then Service has a negative effect towards
Consumer Behavior and Probability Values with the amount of 0.311
which means higher than α = 0.05, then Service is significant toward
Consumer Behavior. Based on the result, it can be concluded that Ho
accepted and Hi rejected, that means Price has a negative impact
and significant towards Consumer Behavior.

4.5 Economic Analysis
This research was conducted to determine the effect of Mobility, Price,
Promotion, and Service towards students Consumer Behavior of online
transportation in Malang. The results show which variables that have an impact
on the consumer behavior. All the details will be conducted and explained to the
economic analysis down below.
4.5.1 Impact of Mobility towards Consumer Behavior
The results of this research showed that mobility does not affect the
consumer behavior of students in ordering online transportation. This is unique
because consumer did not decide to order online transportation because of the
mobility that offered by the online transportation itself, even the online
transportation company has increased the mobility. Increasing mobility will not
influence consumer preference. Considering the result from linear regression of
demographic respondents, they have private vehicle even though they used
online transportation too. They might likely to use the private vehicles rather than
online transport.
Sprei (2018) stated in his research that the owner of a private vehicle still
has the dominant position to decide to use their vehicle or online transportation.
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Although consumer has the choice to use private or online transportation, they
might be considering another factor to use their vehicle. In case of mobility,
GOJEK can only pick one destination to order, meanwhile Grab can add until two
destinations. However, if they used private vehicle such as motorbike, they can
go to any destination that they desire without thinking of the maximum destination
that online transportation provides. Less choice makes the consumer think twice
to order online transportation or using their vehicle instead.
Meanwhile, sales of motorized vehicles are still high in Indonesia,
especially private vehicles. According to the latest data collected by the Central
Statistics Agency (BPS), the number of private vehicles circulating on the streets
in 2016 was 14,580,666 for passenger cars and 105,150,082 motorcycles,
whereas in 2019 the number of vehicles circulating increased to 15,493,068 for
cars and 113,030,793 for motorcycles. The increase in the number of
motorcycles circulating cannot be separated from the ease of motorized vehicle
loans that have been regulated by Bank Indonesia (BI) and Financial Fervices
Authority (OJK).
Bank Indonesia in BI Circular Letter No. 15/40 / DKMP dated September
23, 2013 stipulates that down payment (DP) requirements for motorized vehicles
through the bank are at least 25% for two-wheeled vehicles and 30% for threewheeled vehicles or more for non-productive purposes. And 20% for 3 or more
wheeled vehicles for productive purposes. Nonproductive here means that it is
not used for commercial purposes, such as only being used as a means of daily
transportation, while productive for example, official vehicles or public
transportation.
Whereas DP from leasing according to Minister of Finance Regulation
(PMK) Number 43 / PMK.010 / 2012 is a minimum of 20% for two or three-
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wheeled vehicles and 25% for four-wheeled vehicles or more. The minimum DP
for four-wheeled vehicles or more for productive purposes is 20% of the total
price.
In other cases there are restrictions on the number of online
transportation drivers set by the government. As reported by Kontan (2018) the
decision to limit the number of drivers of online transportation is done because at
present the growth of the number of drivers is very fast. Data from the Ministry of
Transportation shows that the number of drivers owned by one application
provider company reached 175,000, an increase of 9,000 in 3 weeks. This figure
also far exceeded the 36,510 driver quota set by the Ministry of Transportation.
This figure also far exceeds the 36,510 driver quota set by the Ministry of
Transportation. the number of online taxi drivers that are not restricted can trigger
fierce competition between drivers. In fact, with these conditions, the driver might
not get an order at all.
Of the several factors mentioned above, it can reduce the mobility
function offered by the online transportation company itself which ultimately
causes consumers to be uninterested in ordering online transportation in terms of
mobility. So, the increase in the number of private vehicles has an impact on the
number of private vehicle drivers and online transportation. the effect of private
vehicle users is increasing but the number of online transportation drivers
remains the same.
4.5.2 Impact of Price towards Consumer Behavior
The result of this research shows that mobility does not affect the
consumer behavior in ordering online transportation of students. It means
students in Malang do not consider about the price offered by online
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transportation companies. Increasing price will not influence consumer decision.
Furthermore, Ministry of Transportation issued a regulation in 2018 (UU No. 20
Tahun 2018) that regulates the online transportation including recruitment, fare,
and pickup area. In case of price, they set the lower limit fare and upper limit fare
that should be applied by the applicator company according to each region.
Ministry of Transportation sets the minimum fare from Rp3,500 until Rp6,500 per
kilometer. Moreover, it still depends on the local government to set the price.
On the other hand, in online transportation there are tariffs during rush
hour, ie morning (6.00-9.00 a.m) and afternoon (4.00-7.00 p.m) depending on the
company that provides it. From financialku.com (2018) GOJEK sets a tariff of
Rp2,500 per Km at a distance of 0-12 Km for GO-RIDE since 2017. While Grab
sets a tariff of IDR 1,750 for the first 12 Km since 2017. There is no up-to-date
data regarding the tariff set at rush hour, especially after the issuance of Minister
of Transportation Regulation No. 22 of 2018 concerning Online Transportation.
Table 4.9 GOJEK Rush Hour Rates
Characteristic

GO-RIDE (GOJEK)

Rush hour

Tariffs on Rush Hour

-

Morning: 6.00-9.00 a.m

-

Afternoon: 4.00-7.00 p.m

-

Rp2,500 per Km (distance of 0-12 Km)

-

12 Km above change into Rp3,000 per
Km

Minimum Tariffs

-

Rush hour: Rp10,000

-

Nonrush hour: Rp6,000

Source: Financialku.com, 2017
Example of tariff calculation:
-

To travel 5 km with GO-RIDE, you need to pay:
Rp2,500 x 5 = Rp12,500.
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-

If the distance is 15 km, the applicable rates are:
Rp3,000 x 15 = Rp45,000

Table 4.10 Grab Rush Hour Rates
Characteristic
Rush hour

Grab Bike (Grab)
-

Morning: 6.00-9.00 a.m

-

Afternoon: 4.00-7.00 p.m

-

Rp1,750 per Km (distance of 0-12 Km)

-

12 Km above change into Rp3,000 per

Tariffs on Rush Hour

Km
-

Additional

costs

during

rush

hour:

Rp2,500

Source: Financialku.com, 2018
Example of tariff calculation:
To travel 15 km with GrabBike during rush hour, you need to pay:
-

The first 12 km = 12 x Rp1,750 = Rp21,000

-

3 km later = 3 x Rp3,000 = Rp9,000

-

Additional rush hour fee = Rp2,500

-

Total = Rp32,500
This causes consumers to be forced to spend more money to pay for their

trips. Moreover, there are often obstacles when ordering transportation online
during rush hour, such as driver cancel bookings and slow order processing.
Ferdinand (2002) stated that price is one of an important variable in
marketing where the price can influence the consumer to decide to buy a product
because of some reasons. The reason that Malang students do not choose to
order online for their daily driving is because they still have their own vehicle,
especially motorbike. Motorbike brand, Vario 150 need 1 liter of gasoline for 51.4
km, and gasoline type Pertamax price is only at Rp10,200 per liter on January 5th,
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2019. If is calculated, riding Vario 150 only need to pay about Rp188.8 per km. It
is still cheaper than ordering online transportation.
4.5.3 Impact of Promotion towards Consumer Behavior
The result of this research showsthat promotion affects consumer
behavior in ordering online transportation for students. It means the more
promotion offered by the online transportation companies the more students will
take the promotion. It is suitable for the statement of Sembiring (2017). In his
research about Customer Decision: An Empirical Study on Sourcing Credit from
Banks, the promotion variable shows that its simultaneously and paradoxically
influence customer decision.
Psychologically, a person has the desire to take as much profit as
possible with minimal effort. As mentioned by Kotler, et.al (2007) promotion is
one of a business steps to take the consumer as much as possible, and it seems
a beneficial thing for the consumer, especially for students. With the minimum
income that students get from parents transferred to them surely, students must
be able to arrange enough money for a month. Moreover, taking the promotions
is one of the efforts that they can do. GOJEK launched a promotion called
PROGRAM (Promo GOJEK Beragam) during February 18th - March 3rd, 2019. It
gives 40% cashback for the transaction using GOPAY for all kind of GOJEK
feature. Grab also gives cashback for the customer until 70% in every purchase
by using OVO from February 28th – March 14th, 2019.
Table 4.11 Grab Promotion in 2019
Service

Discount

GO-CAR

50% discount at a discounted price maximum of Rp7,000 for 15 cities

GO-FOOD

50% discount at a discounted price and voucher free shipping price

GO-PAY

Discount, voucher, and cashback for every purchase at Alfamart, pay
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bills on GO-BILLS, top up telco on GO-PULSA, top up the game on
Codashop, and pay in place payment at the participating GO-PAY
business partners
GO-DEALS

Purchase voucher on GO-DEALS by only pay Rp20,000

GO-TIX

Cashback 50% for movies, concerts, or watch any attraction on GOTIX

GO-LIFE

50% discount for GO-MASSAGE, GO-CLEAN, GO-GLAM, GO-AUTO,
and GO-FIX

Source: GOJEK Website, 2019
Table 4.12 GOJEK Promotion in 2019
Area
Jakarta

Outside Jakarta

All Around Indonesia

Service
GrabBike
GrabCar
GrabExpress
GrabFood
GrabBike
GrabCar
GrabExpress
GrabFood
Pay Bills
Top Up

Discount
70% until Rp7,000

50% until Rp20,000
70% until Rp6,000

50% until Rp15,000
Cashback 20% until Rp25,000
Cashback 10% until Rp10,000

Source: Grab Website, 2019
Every month both the online transportation companies launched different
promotion to make the customer interested and being persuaded. It is
appropriate to the Kotler, et.al. (2007) statement that promotion can collect
incentives which are mostly short-term, designed to stimulate the purchase of
certain products or services faster and bigger by consumers or traders. Also in
line with Sari, et. al (2014) which mentioned that promotion has a positive impact
on the buying decision. Sembiring (2017) also stated that there is a relationship
between promotion and consumer decision to take credit from banking.
4.5.4 Impact of Service towards Consumer Behavior
The result of this research showsthat service does not affect the
consumer behavior in ordering online transportation for students. It means
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students in Malang do not consider the service offered by online transportation
companies. Increasing service by online transportation will not increase
consumer decision. It is in contrast to the Sembiring (2017) research that service
has a positive impact on the consumer decision to take credits. Based on
demographic and logistic analysis, it is known that female students dominate the
sample of this study. This shows that this female student could be more
concerned with online transportation services, especially in terms of attitude and
how to serve women.
In this case, Indonesian Consumer Institution Foundation (YLKI) has done
a survey about online transportation in Indonesia from the consumer perspective
in 2017. The result is that 59% of the consumer never answered or not
disappointed by online transportation service. Meanwhile, 41% answered ever
disappointed by them. If it elaborates, the disappointment will separate into two
main points: by the technology and human resources (drivers). Moreover, there
are 13 types of complaints that usually appeared by the consumer. The top
complain is from the drivers who asked to canceled about 22.3% or 1,041
respondents, second is customer hard to find driver about 21.19% or 989
respondents, and driver canceled the order unilaterally about 16.22% or 727
respondents.
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Table 4.13 Consumer’s Disappointment to Online Transportation in 2017
No
1
2
3
4
5
6
7
8
9
10
11
12
13

Consumer’s Disappointment
Driver asks to cancel
Hard to find driver
Driver canceled unilaterally
Error map application
Number plate does not match the vehicle used
Driver does not come
Condition of the vehicle was not good
Driver is dishonest to the consumer
Driver starts the trip before meeting the consumer
Inconsiderate driver
Vehicle smells of cigarette smoke
Driver does not want to be told
Driver smokes while driving

Total
1,041
989
757
612
563
296
282
235
232
221
215
135
35

Percentage (%)
22.3%
21.19
16.22
13.11
12.06
6.34
6.04
5.03
4.97
4.73
4.61
2.89
0.75

Source: YLKI Survey, 2017
Online transportation companies have a standard operational procedure
(SOP) that must be acted by the driver. In reality, the drivers mostly do, but
sometimes complaints will happen and appear. From the complaints above, it
could be the factors that is happening in Malang, especially why students still
believe that online transportations have bad services.

4.6 Implications of Research Results
Based on the analysis of variable mobility that influences consumer
choice, it can be seen some implications of the influence. If viewed from students
as consumers, it can be seen that the mobility offered by online transportation
does not affect the desire of students to order transportation online. While the
online transportation side pad, the many regulations issued by the government
have caused their income to be slightly disrupted despite legal protection. On the
other hand, conventional transportation will feel the good impact of the regulation
because it can make consumers look back on conventional transportation.
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Based on the analysis of the price variable that influences consumer
choice, it can be seen some implications of the influence. When viewed from the
student side, the price offered by online transportation does not affect the desire
of students to choose online transportation. On the other hand, the implications of
the choice of students affect online transportation revenues, especially after the
government regulates prices. This is good for online transportation drivers
because it can increase their income, but on the student side it does not mean it
because it causes them not to order online transportation because tariffs are
increasingly expensive. On the side of conventional transportation, there is not
much effect because even though online transportation tariffs are rising, students
still have the option of using private vehicles that are cheaper than seen from the
money spent on buying gasoline by paying the cost of conventional
transportation.
Based on the variable analysis of Promotion which influences consumer
choice, it can be seen some implications of the influence. If viewed from the
student side, it turns out that promotion is enough to influence them to order
transportation online. The promotion offered is quite interesting for students
because they will get cheaper tariffs. On the side of online transportation, of
course this is very beneficial because they increase the number of consumers
and their income. But on the side of conventional transportation this is not
profitable because students will increasingly abandon conventional transportation
and switch to online transportation.
Based on Service variable analysis that has an influence on consumer
choice, it can be seen some implications of the influence. When viewed from
students as consumers the services provided by online transportation do not
affect students' interest in using online transportation. On the side of online
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transportation this certainly causes a decrease in the desire of students to order
their transportation online. This is due to complaints that have arisen over online
transportation services. On the side of conventional transportation this can
benefit the brand because students turn to conventional transportation. However,
if viewed from the number of complaints that exist, online transportation gets
fewer complaints than online transportation so that this does not have a big effect
on conventional transportation revenues.
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CHAPTER V
CONCLUSIONS AND SUGGESTIONS

5.1 Conclusion
Based on the results of the research and discussion described in the
previous chapter regarding mobility, price, promotion, and service to student
consumption choices, it can be concluded as follows:
1. Mobility offered cannot increase students' desire for online transportation
consumption choices. So that consumers consider the higher mobility
offered, there will be no effect on consumer choice on online
transportation. In addition, interest in ownership of motorized vehicles as
personal consumption is also still high.
2. Price offered by online transportation is not enough to influence student
consumption choices. Even though it has offered an affordable price, in
fact it did not affect students' interest in choosing online transportation due
to the emergence of protests among drivers and price rules from the
government. And also students consider using private vehicles to be
cheaper than using online transportation.
3. Promotion carried out by online transportation is able to attract students to
order it. So that the higher the promotion offered, the higher the interest of
students will order online transportation. Especially every month there are
promotions offered by online transportation companies.
4. Services offered by online transportation are not able to attract students to
order them. The higher service does not increase the interest of students
ordering online transportation. Complain that often arises causes students
to reconsider ordering online transportation.
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5.2 Suggestion
Based on the conclusion above, there are some suggestions proposed by
the researcher. The online transportation companies can make more promotion,
especially for the users that are not using e-wallet such as GOPAY and OVO.
Most of the promotions are for e-wallet users. The companies need to embrace
all the various income of the consumer. Also, the companies must be making
more promotion for customers who still use private vehicles. It would make the
order increase. The companies can also consider women as the driver because
most of the consumers are women. It would provide more security for woman
consumer to order it. In addition, the government is also expected to prioritize
public transportation such as online and conventional transportation so that
people prefer to use public transportation rather than private vehicles.
This research case, which taken in Malang, would have different result if it
was taken in another place and because of that it needs to be studied deeper in
another study. The next researcher can use different variables to get the
expected research results, according to conditions in the field, and in accordance
with existing theories. And the next researcher is expected to be able to follow
the development of online transportation in Malang so that the study results can
be useful in the future.
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ATTACHMENT

Attachment 1: Questionnaire
Nama/ Name :
Surel/ E-mail :
Program studi/ Department
Fakultas/ Faculty

:

:

Universitas/ University

:

Berapa umur Anda saat ini/ How old are you now? :
Jenis kelamin/ Sex

:

Semester yang Anda tempuh saat ini/ The semester you are taking now :
Berapa uang saku/ pendapatan Anda dalam sebulan/ How many allowance/
incomes in a month? :
1. Bagaimana cara Anda menuju ke kampus/ How do you go to campus?
a. Sepeda motor/ motorbike
b. Non sepeda motor (mobil, angkot, jalan kaki)/ Non-motorbike (car,
public transportation, on foot)
2. Apakah Andamemilki kendaraan pribadi/ Do you have private vehicle?
a.

Ya/ yes

b.

Tidak/ no

3. Jenis moda transportasi online manakan yang pernah/ sering Anda
gunakan/ Which online transportation have you ever/ usually used?
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a. Sepeda motor/ motorbike
b. Mobil/ car
4. Berapa kali Anda memesan transportasi online dalam seminggu/ How
many you order online transportation in a week?
a. 1 kali/ 1 time
b. 2 kali/ 2 times
c. 3 kali/ 3 times
d. 4 kali/ 3 times
5. Berapa waktu tempuh Anda dari tempat tinggal menuju ke kampus/ How
long your time estimation from home to the campus?
a. 3-8 menit/ 3-8 minutes
b. 10-20 menit/ 10-20 minutes
c. 25-60 menit/ 25-60 minutes
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Likert Questionnaire
Annotation

:

1. TS = Tidak setuju/ disagree
2. KS = Kurang setuju/ less disagree
3. B

= Biasa/ neutral

4. S

= Setuju/ agree

5. SS = Sangat setuju/ strongly agree

No

1

2

3

4

5

Skala/ Scale
TS KS
B
S
Pilihan Konsumen/ Consumer Preference (Y)
Saya lebih menyukai menggunakan
transportasi online daripada transportasi
konvensional/
I prefer use online transportation rather
than conventional public transportation
Saya lebih menyukai berangkat ke
kampus
menggunakan
kendaraan
pribadi dibandingkan dengan angkutan
umum/
I prefer use private transportation rather
than public transportation to go to
campus
Saya merasa jarak tempuh menjadi
pertimbangan memesan transportasi
online/
I think mileage is a consideration for
ordering online transportation
Saya merasa waktu tempuh menjadi
lebih cepat dengan menggunakan
transportasi online/
I think time estimation is faster using
online transportation
Saya merasa keberadaan transportasi
online membantu keseharian saya/
I feel the existence of online
transportation helps my daily life
Pertanyaan/ Question
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SS

1

2

3

4

5

1

2

3

4

5

Kemudahan/ Mobilitas/ Mobility (X1)
Saya merasa memesan menggunakan
aplikasi transportasi online sangat
mudah/
I think ordering using the online
transportation application is very easy
Saya merasa membayar menggunakan
e-payment aplikasi online memudahkan
saya/
I think paying for e-payment online
applications makes it easy for me
Saya merasa dengan transportasi online
lebih mudah menembus kemacetan/
I think that with online transportation it is
easier to penetrate congestion
Saya merasa transportasi online lebih
fleksibel dalam mem-pickup penumpang/
I think that online transportation is more
flexible in picking up passengers
Saya merasa menjadi ketergantungan
terhadap transportasi online/
I think a dependence on online
transportation
Harga/ Price (X2)
Saya merasa tarif yang ditawarkan
transportasi
online
lebih
murah
dibandingkan ojek konvensional/
I think the tariff offered by online
transportation
is
cheaper
than
conventional motorcycle taxis
Selalu ada tawaran promosi di setiap
aplikasi transportasi online/
There are always promotional offers in
every online transportation application
Saya merasa tarif yang ditawarkan
sesuai dengan kantong mahasiswa/
I think the rates offered are in
accordance with student allowances
Saya merasa harga yang ditawarkan
masuk akal/
I think the price offered is reasonable
Saya merasa penetapan tarif yang
diberlakukan
pemerintah
tidak
mempengaruhi saya dalam memakai
transportasi online/
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1

2

3

4

5

1

2

3

4

5

I think that the tariff setting imposed by
the government does not affect me using
online transportation
Promosi/ Promotion (X3)
Menurut saya promosi yang dilakukan
transportasi online menarik pengguna/
In my opinion, promotions carried out by
online transportation attract users
Menurut saya promosi dari transportasi
online sesuai dengan selera pasar/
I think the promotion of online
transportation is in accordance with
market tastes
Menurut saya promosi transportasi online
terbilang masif/
I think online transportation promotion is
quite massive
Menurut saya promosi transportasi online
pas dengan selera mahasiswa/
I think the promotion of online
transportation fits the tastes of students
Menurut saya promosi yang ditawarkan
transportasi
online
menghemat
pengeluaran saya/
In my opinion the promotion offered by
online transportation saves my expenses
Pelayanan/ Service (X4)
Menurut saya pelayanan transportasi
online bagus/
I think online transportation services are
good
Menurut saya cara supir transportasi
online dalam melayani penumpang baik/
I think the way online transportation
drivers are in serving passengers is good
Menurut saya transportasi online kadang
sulit dipesan/
I think online transportation is sometimes
difficult to order
Menurut saya penyampaikan keluhan
penumpang di transportasi online baik/
In my opinion, complaining passengers in
online transportation is good
Menurut saya pelayanan di transportasi
online perlu ditingkatkan lagi/
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In my opinion, services in online
transportation need to be improved
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Attachment 2: Linear Regression
1. Model Summary
Adjusted
Model

R
a

1

.429

R Std. Error of the

R Square

Square

Estimate

.184

.150

.851

a. Predictors: (Constant), x4, x1, x2, x3

2. ANOVA
ANOVAa
Model
1

Sum of Squares df

Mean Square

F

Sig.

Regression

15.368

4

3.842

5.307

.001

Residual

68.047

94

.724

Total

83.414

98

t

Sig.

2.170

.032

b

a. Dependent Variable: y1
b. Predictors: (Constant), x4, x1, x2, x3

3. Coefficient
Coefficientsa
Standardized
Unstandardized Coefficients

Coefficients

B

Std. Error

Beta

(Constant)

2.441

1.124

x1

-.018

.053

-.033

-.351

.726

x2

1.696E-7

.000

.283

2.983

.004

x3

-.787

.214

-.350

-3.685

.000

x4

.011

.009

.106

1.134

.260

Model
1

a. Dependent Variable: y1
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Attachment 3: Logistic Regression
1. Classification Table
Classification Tablea,b
Predicted
y2
Observed
Step 0

y2

Percentage

Mobil

Motor

Correct

Mobil

0

17

.0

Motor

0

83

100.0

Overall Percentage

83.0

a. Constant is included in the model.
b. The cut value is .500

2. Variables in Equation
95%

C.I.for

EXP(B)

Step 1

a

B

S.E.

Wald

df

Sig.

Exp(B)

Lower

Upper

x1

1.669

.684

5.951

1

.015

5.304

1.388

20.268

x2

.000

.000

1.315

1

.252

1.000

1.000

1.000

x3

-1.938

1.080

3.216

1

.073

.144

.017

1.197

x4

-.001

.033

.001

1

.972

.999

.936

1.066

1.120

7.079

1

.008

19.710

Constant 2.981

a. Variable(s) entered on step 1: x1, x2, x3, x4.
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Attachment 2: Partial Least Square
1. Partial Least Square Regression Model

2. Path Coefficient PLS Algorithm
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3. Outer Model: Construct Reliability and Validity

4. Average Variance Extracted Graph

5. Cronbach‟s Alpha Graph
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6. Composite Reliability Graph

7. Inner Model: Path Coefficient Bootstrapping
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8. R-square

9. R-square Graph

77

