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Abstract

Sharing economy has attracted global attention withgttosving popularity of sharing
applications such as motorcycles and cars. Peoplerecived types of services when using online
transportation services, namely online services irfdira of applications and offline services in
the form of drivers, vehicles, and other conventiomalise aspects. Based on this description,
research is needed that can serve as a reference bineoomline service quality and offline
service quality in one study. The purpose of this study entdyze the effect of online service
quality and offline service quality on customer trust angfaation and its impact on customer
loyalty.

The objects of this research are online service qualityne service quality, customer trust,
customer satisfaction and customer loyalty. The unit raflyais of this research is online
transportation customers in the Jakarta, Bogor, Depok, Tampgerad Bekasi areas. The data
analysis technique used is Structure Equation Modeling (SENB. data in this study were
obtained by distributing questionnairtesonline transportation customers. The sample taken was
411 respondents in the Jabodetabek area using purpose sammingn@mball sampling
techniques. The research procedure carried out is dividegrieliminary research consisting of
research model development and questionnaire material develpfoiiewed by validity and
reliability testing of questionnaire materials and maseagch, namely the Goodness of Fit test
and hypothesis testing.

The results of factor confirmatory analysis of questiems representing the five variables,
namely the variable factors of online service quality $i®cess Model), offline service quality
(Service Quality), customer satisfaction, customer tarsd customer loyalty show that the
guestion items have high validity and reliability, inche concluded that all indicators in this
study have met the requirements of SEM analysis. Thitsesf the mathematical equation show
that online service quality and offline service qyaiimultaneously affect both customer trust
and customer quality, and trust and satisfaction sanabusly affect customer loyalty. The partial
hypothesis test results when viewed from the p-valuanmihat all partial hypotheses are
accepted. The findings in this study are combining onlinecgequality variables from Delone &
McLean's theory (D&M IS Success Model, 2003) with offlinevee quality from Parasuraman,
Zeithaml & Berry's theory (ServQual, 1988).

, Keywords: online service quality, offline service qualityst, satisfaction, loyalty.
1JRP 2024, 142(1), 99-124; doi:.10.47119/1JRP1001421220246040 WwWw..ijrp.org
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1. Introduction

The development of business models in Indonesia with iegiery platforms began with
online-based startups such as Tokopedia, which was found@d &n online marketplace that
provides a platform that brings sellers and buyers tegebhline. After Tokopedia, many e-
commerce companies based on online platforms were ish&blkuch as Bukalapak, which is the
strongest marketplace competitor with Tokopedia. Next cenaneloka,anonline travel agent and
Gojek which providesn demand transportation services. Gagelt transportation business usang
motorcycle application that brings together riders withspective passengers basedMulti Side
Platforms (MSPs). Next came GrabTaxi in Indonesia in 2014allyitGrabTaxi was only a
platform provider that connected conventional (offline) daxith consumers. The high market
potential in motorcycle and car transportation, Grab then nelgoh its business by naming
GrabBike for its motorcycle taxi. The objectives ofthesearch are as follows.

e Analyzing the simultaneous effeaftonline service quality and offline service quality on
customer trust.

¢ Analyzing the simultaneous effeaftonline service quality and offline service quality on
customer satisfaction.

e Analyzing the simultaneous effect of customer trust andomes satisfaction on
customer loyalty.

e Analyzing the partial effect of online service qualitydaoffline service quality on
customer trust.

e Analyzing the partial effect of online service qualitydaoffline service quality on
customer satisfaction.

e Analyzing the partial effect of customer trust and custosatisfactionon customer
loyalty.

¢ Analyzing the effect of customer trust customer satisfaction.

e |dentifying the variables that have the strongest effectistomer trust.

¢ Identifying the variables that have the strongest effectistomer satisfaction.

¢ Identifying the variables that have the strongest effectistomer loyalty.

2. Literature Review

Consumer behavior is the study of how individuals, groups ageh@ations choose, buy,
use and place goods, services, ideas or experiencesdy fa¢ir wants and needs. Based on
some of the above definitions, it can be concluded thatuecoer behavior is the actions taken by
individuals, groups, or organizations related to the dmtisiaking process in obtaining, using
economic goods or services in an effort to meet needscémaprovide satisfaction. There are
three reasons why the study of consumer behavior is sortampo According to (Engel,
Blackwell, Miniard, 2010) consumer behavior is an action ighalirectly involved in obtaining,
consuming, and spending products and services, includinggsex that precede and follow
these actions.

Based on the description above, the research modékcdescribeasfollows.

WWw.ijrp.org
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Figurel

Research M odel

Based on the research model above, the research hypahede prepared as follows.
H1: Online service quality and offline service qualitysitaneously affect customer trust.
H2: Online service quality and offline service quality pdlstiaffect customer trust.

H3: Online service quality and offline service quality sitankously affect customer
satisfaction.

H4: Online service quality and offline service qualitytiadly affect customer satisfaction.

H5: Customer trust affects customer satisfaction.
H6: Customer trust and customer satisfaction simultangaiffsict customer loyalty.

H7: Customer trust and customer satisfaction partially affestomer loyalty.

3. Methodology

The object of this research is online service quality afflih® service quality, trust and
satisfaction and customer loyalty in online transpontatithe place of this research is in various
cities suchas Jakarta, Bogor, Depok, Tangerang and Bekasi which are opities as

consumers or customers of online transportation users botiwfmeled (cars) and two-wheeled
(motorbikes).

The reason for choosing this mode of transportation iausecthis mode of transportation
has become a necessity for the community. Online goatetion consisting of cars and
motorbikes is an alternative choice for the commumitfacilitating mobility. Processing of data
collected from the distributionf questionnaires and secondary data colledsararried outin
(4) steps, namely: editing, entry, tabulation and datysisaGiven that the model in this study
is a causality model (relationship/causal influence), 8teuctural Equation Model (SEM)
analysis method is used to test the proposed hypattesi tests the structural model and
measurement model which includes loading factors betweditators and latent variables
(Ghozali & Fuad, 2008) and simultaneously conducts factor sisagnd hypothesis testing
including measurement error testing (Ghozali & Fuad, 2005).

In the figure below, the flowchart of this study is presgnind table 3.1 presents the

variables and indicators, this is done to see an owerwfethe proposed research model if the
model is analyzed using SEM.

WWw.ijrp.org
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Figure 2 Flow Diagram (Path Diagram)
Hypothesis Testing

To test the hypothesis regarding causality developed in $eangh model, it is necessary to test
the null hypothesis stating that the regression caoefficbetween relationships is equal to zero
through the t-test commonly used in regression modelseloutput of SEM, this causality test is
carried outby reading theCR (Critical Ratio) value whiclis identicalto the t-test. While the value
listed in the significance column shows the level ghiicance between variables in the model.
The relationship between variables with a signifcearievel above 0.05 indicates that the
relationship is a significant relationship.

4. Result and Analysis

The table below describes the frequency ofafsmline transportation vehicles according to
the perceptions of respondents using online transportatiofilt respondents studied with the
following results:

Table 1. Descriptive by Frequency of Use of Online Transportation

No. Always |Often  [Enough [Seldom [Never
Use Total
1. [Usetogoto [101 124 106 67 16 411
the office
Use on the |(23,8%)/(28,7%)|(24,9%)|(16,7%)|(5,9%)
way home
Use
2. |Useto goto (94 147 108 50 15 411
the office WWW.ijrp.org
Useonthe |(22,4 |(33,5%)((25,3%)|(13,1%)|(5,7%)
way home (%)




Ashur Harmadi / International Journal of Research Publications (IJRP.ORG) ‘.\ JJRP .ORG

ISSN: 2708-3578 (Online)

103

Source: Primary data process2d21

From Tablel, it shows that the frequency of usfeonline transportation thé often used by
respondents to meet their activity needs is used for retuhrome with a total of 147 respondents
or 33.5 percent. Other needs relate to transportatiofitiézcifor the purpose of going to the
office, as many as 124 respondents or 28.7 percent.

The results of this calculation show that the usentifie transportation for the community
has become a necessity for the people who are conswmensse online transportation. Based on
frequency of use, ranging from frequent, moderate and alwsgs 77.4 percent of the 411
respondents and the rest rarely and never use itrfiomoding to the office.

Regarding the use of online transportation to meehdéeels of going home, there were 81.2
percent of respondents out of 411, which was indicated by fregugihase ranging from
frequently, moderately and always using online transpantavhen going home. The remaining
18.8 percentf respondents rarely use frequency and neveit émereturning home.

Next, Table describes the reasons consumers use amlitepartation with the following
results:

Table 2 Descriptive Based on Reasonsfor Using Online Transportation

No |Reason Yes |No Amount
1 Speedo avoid traffic jams 314 97 411
2 Cheap price 335 76 411
3 Don't have a vehicle 166 245 411
4 Security 329 82 411
5 Comfort 358 53 411

Source: Primary data processad2l

Table above shows several reasons why respondentsilirse teansportation. Based on the
reasons given by respondents, it was stated successiatlthé majority of respondents had the
reason to use online transportation because they felt daiifm 358 respondents, because it had
cheap prices, namely 335 respondents, while the reasoasfoondents who had the reason was
because they felt safe was 329 respondents, the aimoveamit traffic jams. as many as41
respondents. There were 166 respondents for the reasdhnethalid not have a vehicle and there
were actually more respondents, namely 244 respondents. Bas@dlculations regarding
respondents' reasons for using online transportation, ibearoncluded that even though more
respondents own vehicles, they still depend on ontiaesportation services. This shows that
online transportation services can provide comfort, ltdnemp prices, provide a sense of security
and can avoid traffic jams.

Table 3. Decriptive Frequency of Use of Online Transportation Companies

No [Type Amount Prosentase

1 Gojek 350 85%

2 Grab 61 15%
Amount 411

Source: Primary data process2d21
Table 3 above shows the frequency of use of online trailasipo companies. Based on
frequency of use, many respondents chose the Gojek ardimsportation mode with a total of
350 respondents or 85% and 61 respondents or 15% used Grab traogportati

Tabel 4 Respondent Profile and Characterigics www.ijrp.org
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Respondent Profile |Criteria Amount
Prosentase
Age 16-20 Years 99 24,1%
21-30 Years 123 29,9%
31-40 Years 81 19,7%
> 40 108 26,3%
TOTAL 411 100%
Gender Man 189 46%
Woman 222 54%
TOTAL 411 100%
Married Status Marry 167 40,6%
Not married yet 244 59,4%
TOTAL 411 100%
Education SMA/SMK 90 22%
D3 31 7,5%
S1 158 38,4%
Postgraduate 132 32,1%
TOTAL 411 100%
Income per month < IDR 5 Million 257 62,5%
Rp. 5 Million - < IDR10 87 21,2%
Million
IDR 10 Million - <IDR15 31 7,5%
Million
IDR 15 Million-<IDR20 |8 1,9%
Million
IDR 20 Million - <Rp.25 |7 1,7%
Million
=>25 Million 21 5,2%
TOTAL 411 100%
Occupation/ProfessiqCivil servants 16 3,9%
Private 131 31,9%
Student 198 48,2%
Businessman 66 16%
TOTAL 411 100%
Residence Location |Jabodetabek 367 89,3%
Java 18 4,4%
Outside Java 26 6,3%
TOTAL 411 100%

Confirmatory Factor Analysis

After carrying out model specifications, collecting démaough questionnaires, entering data
into AMOS, and drawing a path diagram to then get the sisalgsults, then confirmatory factor
analysis (CFA) is carried out. Factor confirmatory analgais be used to see the validity of the
measurement model, test overall model fit and religb#ihalysis of research variable models
(Hair, Black, Babin and Anderson, 2014).

Cronbach alpha, Average Variance Extracted (AVE), and Comp8&ittiity (CR)
calculations are presented for each group of variabl@siely service quality online which is
described by system quality, information quality and sergieality. Offline service quality is
formed by Service Quality (tangible, assurance, reltgbiliesponsibility and empathy). The
variables of customer trust, customer satisfaction astbmer loyalty refeto Hair et al (2014)
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that confirmatory factor analysis can be accepted if it has a loading factor value > 0.5; Average
Variance Extracted (AVE) value > 0.5; Composite Reliability (CR) > 0.7. The table below
explains the analysis for calculating Cronbach alpha, Avexagegance Extracted (AVE), and
Composite Reliability (CR) for each variable contained ia thsearch.

Table. 5
Confirmatory Factor Analysis (CFA) and Variable Loadin§®aline Service Quality (IS

Success Model), Offline Service Quality (Service Qualigystomer Satisfaction, Customer
Trust and Customer Loyalty

Latent ([Item Mean [Standard |Loading (Cronbach AVE |CR
Variable Deviation [Factor |Alpha

SQ1 [3.84 [835 0,732
SQ2 [4.01 [834 0,821
SQ3 [3.92 [821 0,778
SQ SQ4 4.15 832 0,899 [0.942 0,55 [0.90
SQ5 [4.01 [820 0,773
SQ6 [4.14 (828 0,875
SQ7 [3.98 (814 0,854
SQ8 [3.98 (834 0,821
IQ1 [3.97 [835 0.858
Q2 4.01 [834 0.902
IQ3 [4.05 [821 0.920
IQ Q4 [4.00 [.832 0,880 [0.962 0.61 [0.92
IQ5 [3.99 [820 0,892
IQ6 [3.98 828 0,849
IQ7 [3.93 [814 0,861
Q8 [3.84 [834 0.803
EQl [3.85 (817 0.845
EQ EQ2 [3.81 [842 0.795 1|0.886 0.63 [0.87
EQ3 [3.79 [881 0,762
EQ4 [3.86 (841 0,830
TS1 [3.78 [790 0,834
TS TS2 [3.74 [810 0,857 1[0.912 0.61 [0.89
TS3 [3.76 [.818 0,869

Latent |Item Mean [Standard |Loading |Cronbach AVE [CR
Variable Deviation [Factor |Alpha

TS4 3.62 |.822 0,784
TS5 3.74 |.801 0,765
AS1 3.77 |.782 0,834
AS2 3.78 |.814 0,745
AS AS3 3.77 |.818 0,841 (0.892 0.62 |0.90
AS4 3.94 |818 0,710
AS5 3.77 |.816 0,832
RS7 [3.59 |.854 0,794
RS1 3.74 |.790 0,708
RS2 3.45 |.965 0,582

WWW.ijrp.org
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RS3 [3.59 |.855 0,816
RS RS4 3.65 |.825 0,838 [0.895 0.54 |0.90
RS5 [3.58 |.859 0,787
RS6 [3.65 |.822 0,727
RS7 [3.59 |.854 0,794
OS1 [3.97 782 0,865
oS 0S2 [3.94 793 0,869 [0.897 0.62 0.83
OS3 [3.73 |.778 0,794
0S4 [3.89 778 0,878
ES1 3.68 |.867 0,676
ES ES2 3.78 |.803 0,846 |0.884 0.59 [0.85
ES3 [3.79 |765 0,867
ES4 3.85 |767 0,870
CS1 [3.83 813 0,812
CS CS2 3.82 |.786 0,830 [0.945 0.68 |0.87
CS3 [3.83 |.789 0,836
CT1 3.77 |783 0.829
CT2 [3.58 |.790 0.858
CT CT3 [3.82 838 0.628 [0.921 0.63 [0.91
CT4 3.81 |762 0.886
CT5 3.81 |776 0.876
CT6 3.69 840 0.817
CL1 3.69 847 0.919
CL2 3.70 |874 0.932
CL CL3 [3.71 828 0.858 [0.938 0.56 |0.86
CL4 3.62 |925 0.798
CL5 [3.67 |904 0.828

Primary data sources processed (2021)

The results of the confirmatory factor analysis of tieestion items representing the five
variables, namely the online service quality variakgystem quality, information quality and
service quality), offline service quality, customer satisbn, customer trust and customer
loyalty, show that the question items have reliabibityd fairly high validity,value

The Cronbach Alpha factor loading of all questions hamlae above 0.5, the Average
Variance Extracted (AVE) valder all questions hasalue above 0.5 and Composite Reliability
(CR) for all questions has a value above 0.7, so it can melucted that all indicators in the
research This meets the SEM analysis requirements.

Contribution of Dimensions to Online Service Quality and Offline Service Quality
Variables.

The results of the Confirmatory Factor Analysis (CFA) gklton can be stated that a large
loading factor indicates that the contribution or contrdgutof indicators or dimensions to
forming a latent variable is greater.

Contribution of dimensionsto the online service quality variable.

The contribution of each dimension contained in thkne service quality variable can be
explained through confirmatory factor analysis through tlagmtude of the factor loading on
each dimension that forms the variable as in Figure Bediv. The results of the Confirmatory
Factor Analysis (CFA) calculation can be stated that a llrgding factor indicates that the
contribution or contribution of indicators or dimensiongotaning a latent variatlejis goeater
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Figure 3. Results of Confirmatory Factor Analysis (CFA) calculationsfor online service
quality variables

Based on Figure 3, the contribution of each dimension toriliee service quality variable
can be produced successively as follows: the system qualigndiom is 0.96, which means that
the information system or application from Gojek andbGmeasy to adapt, what you want is
available customers, speed of access and responsepgier for use, reliable and easy to use, as
well as flexible and secure; an information quality dimemsif 0.96 means that the information
system also has information thatcomplete, uge-date, easy to understariad line with customer
needs, relevant, varied, dynamic and accurate; and a sgudtity dimension of 0.85 means that
the Gojek and Grab information systems have guarante@ideserare responsive to questions or
complaints customers, helping to say there is a pnopteliable for example in tracing the doa

Contribution of dimensionsto the offline service quality variable.

The contribution of each dimension contained in thenaffservice quality variable can be
explained through confirmatory factor analysis through thgnitade of the factor loading on
each dimension that forms the variable as in Figuteibw.

WWw.ijrp.org
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Figure 4. Result®f Confirmatory Factor Analysis (CFA) calculatiofts online service
quality variables

Based on Figure 4., the contribution of each dimensiohamnline service quality variable can
be produced successively as follows: the system quality dioreis 0.96, which means that the
information system or application from Gojek and Graleasy to adapt, what you want is
available customers, speed of access and responsepgier for use, reliable and easy to use, as
well as flexible and secure; an information quality dinem®f 0.96 means that the information
system also has information thatcomplete, uge-date, easy to understarid line with customer
needs, relevant, varied, dynamic and accurate; and a seudtity dimension of 0.85 means that
the Gojek and Grab information systems have guarantegideserare responsive to questions or
complaints

customers, helpintp say therés a problem, reliabléor examplén tracing the road.

4.5.1 Contribution of dimensions to the offline serviceligusariable. The contribution of
each dimension contained in the offline service qualiyiable can be explained through
confirmatory factor analysis through the magnitude offttetor loading on each dimension that
forms the variable as in Figure 4.44 below.

Structural Equation Model (SEM) Analyss

One of the goals of SEM is to determine whether teeareh structural model makes sense
or in simple terms, whether the model is "correct)) @fased on the data at hand. Factors in SEM
analysis are testing structural relationships by examgitine overall and relative model fit, a
measure of the acceptability of the model. followed (idtal., 2014).

Table6. Variable Factor Loadings

Estimate
WwWw.ijrp.orig
KCustomer Trust <--- Online Service Quality 417
Customer Trust <--- Offline Service Quality ,763
Customer Satisfaction-< Online Service Quality ,252
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CustomeiSatisfaction <- Offline Service Quality ,436
Customer Satisfaction-< Customer Trust ,346
Customer Loyalty <- Customer Satisfaction ,305
Customer Loyalty <- Customer Trus ,430

Standardized Regression Weights

Table 4 shows that offline service quality has a ggeorinfluence on trust compared to
online service quality on trust, namely with a path doiefit comparison of 0.763 for offline
service quality compared to 0.417 for online service qualityije satisfaction is influenced by
online service quality, offline service quality and trustsed on the path coefficient, the stronger
influence is offline service qualigt 0.436, next is customer trust at 0.346 while for onlineicerv
quality it is 0.252. Customer loyalty is influenced by cusprimust and customer satisfaction,
based on the path coefficient, customer trust has agstranfluence on customer loyalty
compared to customer satisfaction on customer loyalth @i path coefficient of 0.430 for
customer trust and 0.305 for customer satisfaction. Offiareice quality has a stronger influence
than online service quality on both customer trust and mstsatisfaction. This means that the
service received by customers in the form of physicabdemce, guarantees, reliability,
responsiveness and empathy from drivers, wisiehconventional service, has a greater influence.
strong as rated by

M odel Goodness of Fit Test

Thereis no single statistical test tool to measure or tggbtheses in SEM. Researcheas carry
out tests using several Goodness of Fit Indices touneaghether or not the proposed model is
"correct” (Hair et al, 1998).

Based on the output of SEM analysis using AMOS softwidies values obtained are used as a

reference in overall model testing. The GoodnesstobfRihe structural equation model is quite
good as measured by several statistical parameterssenfed in table 4.18 below:

Table 7. Measurement of Goodnesdit

NO |GoF Measures GoF values  [Threshold® |Remark
1. |CMIN/DF 2.6 0<x*<3 |Fit

2. |Goodness of Fit Index (GFI) |0.722 0.90 Moderate
3.  |INormed fit index (NFI) 0.823 0.90 Moderate
4.  [Relatif fit index (RFI) 0.815 0.90 Moderate
5. |Incremental Fit Index (IFI) ]0.882 0.90 Moderate
6. [Tucker Lewis index (TLI) 0.877 0.90 Moderate
7.  |Comparatifve Fit Index (CFI)|0.882 0.90 Moderate

WWW.Ijrp.org
8. |Root mean square error 0.064 0.06 Fit
of approximation (RMSEA)

Source: Processed daPd21
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Based on table 4.18, it can be seen that the model fit test produces a CMIN/DF value of 2.6 < 3,
andan RMSEA valueof 0.064> 0.06, the results are fit, whiter GFI, NFI, RFI, IFI, TLI, CFl the
results show that the modehigderate. NFI (0.823 < 0.90), RFI (0.815 <0.90), IFI (0.882 <

0.90), TLI (0.87% 0.90), CFI (0.88% 0.90).

The results aboveanbe stated that the empirical model generally has good nfibdbelcause
6 of the 8 GoF (Good of Fit) parameters in the table elsme close to the threshold limit
mentioned by Davcik, DaSilva, Hair, (2014). Based on the megultalues for the suitability
requirement®f a modeljt canbe concluded thaih general the model obtained has a good level of
suitability (fit).

0,417 Customer trust

&
o

Online Service
Qualit

Offline Service
Qualty

Customer satisfaction

Figure 5. Research Structural M odel

Source: Primary data process2ti2l

In Figure 4.49 above, it can be concluded that the structuddlranalysis in this research
can be carried out, so the following structural model iainbd.

Structural equation 1

Customer Trust = 0.417 Online Service Quality + 0.763 Offfervice Quality
Structural equation 2

Customer Satisfaction = 0.252 Online Service Quality}8® Offline Service Quality
Structural equation 3

Customer Satisfaction = 0.346 Customer Trust

Structural equation 4

Customer Loyalty = 0.430 Customer Trust + 0.305 Customer Sttisfac

Basedon the result®f the mathematical equation aboitesanbe concluded that:

1. Structural equation 1 illustrates that online service qualitd offline service quality
simultaneously influence customer trust.

2. Structural equation 2 illustrates that online service gualitd offline service quality

simultaneously influence customer satisfaction. www.ijrp.org

3. Structural equation 3 illustrates that customer trust inftas customer loyalty.

4. Structural equation 4 describes customer trust and cussatisfaction simultaneously
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influencing customer loyalty.

Table8. Coefficientof Determination(R-Square)

Estimate
Online Service Quality ,000
Offline Service Quality ,000
CUstomer trust , 756
Customer satisfaction ,676
Customer loyalty ,483

Based on table 8. above, it is known that the R-squaitee for the customer trust variable is
0.756, which means that the online service quality andneffervice quality variables are
simultaneously able to explain the variance in customust by 75.6 percent while the rest is
explained by other factors. The R-square value for thtomes satisfaction variable is 0.676,
which means that the online service quality and offliservice quality variables are
simultaneously able to explain 67.6 percent of the variancastomer satisfaction while the rest
is explained by other factors. The R-square value fordktomer loyalty variables 0.483, which
means that the customer trust and customer satisfactiorbleariare simultaneously able to
explain 48.3 percent of the variance in customer loyaltylenthie rest is explained by other
factors.

Partial Hypothesis Test Results

In making the decision to acceptreject the hypothesin this research, a significankait
(p) of 0.05 or 5% is used, in other words the hypothesis eptaxt if the significance value (p)
obtained is less than or equal to 0.05 or 5% ( p < 5%) or CR value which is t-count > from T-
Table (Hair et al., 1998). The results of the hypothesisdan be seen in table 4.20 below.

Table9. Hypothesis Testing

Hipotess Estimate |SE. |C.R. P Ket
CUstomer [<--- [Online Service (0,346 0,035 9,757 [** |Accept
trust Quiality

CUstomer [<--- |Offline Service 0,820 0,067 12,250 [** |Accept
trust Quiality

Customer [<--- |Online Service |0,246 0,054 4,589 [** |Accept
satisfaction Quiality

Hipotess Estimate |SE. |C.R. P Ket
Customer [<--- |Offline Service |0,502 0,108 4,634 [** |Accept
satisfaction Quality

Customer [<--- |CUstomer trust (0,437 0,113 [3,861 [** |Accept
satisfaction wWwWw.ijrp.org

Customer [<--- |Customer 0,306 0,079 [3,866 [** |Accept
loyalty satisfaction
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< [ekx

Customer CUstomer trust

loyalty

0,607 0,099 6,123 Accept

Source: AMOS output processed da@21
Information:

*** = 0.00 (p value is very small and is below 0.05). From thdetabcan be seen that
whether the influence is significant or not is knownrfrthe p-value. The significance (alpha =
a) used is 0.05. If the p-value is smaller than 0.05 and the CR value is > 1.65251 theen
hypothesis is accepted.

Direct and Indirect Relationships

The variables that form the research model have &ardhip between one variable and other
variables. This relationship can be seen in the struatuwdel in Figure 4.49 above. Based on
Figure 4.49, it can be seen that the variables that lenle a direct relationship are (1) online
service quality to customer trust, (2) offline service quati customer trust, (3) customer trust to
customer satisfaction, and (4) customer satisfaction taltjogustomer. Variables that have a
direct and indirect relationship are (1) online servicdityuan customer satisfaction and online
service quality on customer satisfaction through customer {2jstpffline service quality on
customer satisfaction and qualityoffline services towanalstomer satisfaction through customer
trust, and (3) customer trust in customer loyalty and custtmstrin customer loyalty through
customer satisfaction. Variables that only have an iodirelationship are (1) online service
quality on customer loyalty through customer trust, (2) ordereice quality on customer loyalty
through customer satisfaction, (3) online service quality otoces loyalty through customer
trust and customer satisfaction, (4) offline service qualit customer loyalty through customer
trust. (5) offline service quality on customer loyalty throegistomer satisfaction. and (6) offline
service quality on customer loyalty through customer trust antbroes satisfaction. The
magnitude of the direct and indirect relationships betwbese variables is presented in Table
below.

Table 10. Direct and Indirect Relationships

Direct Connection

Online Service |Offline Service |Customer trustCustomer

Quality Quality satisfaction
CUstomer trus0,417 0,763 0,000 0,000
Satisfaction 0,252 0,436 0,346 0,000
Customer 0,000 0,000 0,430 0,305

Direct not Connection

Online Service |Offline Service |Customer trustiCustomer
Quiality Quiality satisfaction
CUstomer trusi0,000 0,000 0,000 0,000
Customer 0,144 0,264 0,000 0,000
satisfaction
Customer 0,300 0,541 0,106 0,000
loyalty

Total Relationship

Online Service

Quality

Offline Service

Quality

Customer trust

Customer
satisfaction

WWw.ijrp.org



Ashur Harmadi / International Journal of Research Publications (IJRP.ORG) ‘.\ JJRP .ORG

ISSN: 2708-3578 (Online)

113
CUstomertrust|0,417 0,763 0,000 0,000
Customer 0,396 0,700 0,346 0,000
satisfaction
Customer 0,300 0,541 0,536 0,305
loyalty

Source: Processed da2é21

Table shows the path coefficient value which describeshig the relationship value is for each
variable. The direct relationship between onlineviser quality and customer satisfaction is
greater than online service quality and customer saii@fathrough customer trust. The test
results show the path coefficient value is 0.252 compar&dl44. This can be interpreted that
online transportation customers will feel a greater lefesatisfaction when users experience
good online service quality without needing to add great frosn customers so that online
service quality plays an important role in shaping customeeptons to continue using online
transportation.

The direct relationship between customer trust and custoyadty is greater than customer
trust towards customer loyalty through customer satisfacfitre test results show the path
coefficient value is 0.430 for the direct relationshgivien customer trust and customer loyalty
compared to 0.106 for the relationship between custormst &nd customer loyalty through
customer satisfaction. These results show that custoost plays an important role in shaping
customer perceptions about continuing to use online toatasipn services. Customer loyalty in
using online transportation is formed from a sense oft tamsl dependence on online
transportation. The process of trust and dependence onamding transportation is formed from
an honest, caring attitude towards customers and isppaotrtonistic which is felt by customers.
With the trust that is formed, without having to feel Satition in using online transportation,
customers will still have loyalty towards using online tgortation. Based on the indirect
relationship between online service quality, offlimevice quality and customer trust in customer
loyalty, it shows that offline service quality has treatest relationship with customer loyalty
compared to online service quality and customer trust irogst loyalty. The test results show
that offline service quality has a path coefficient vatfied.541, followed by an online service
quality path coefficient value of 0.300 and 0.106 for custorust.tr

Testing Hypothesis 1: Simultaneous I nfluence of Online Service Quality and Offline Service
Quality on Customer Trust

The significance level is 0.00 < 0.05, so it can be interpreted that there is a joint influence of
online service quality and offline service quality on tooser trust. Based on the results of
structural equation 1 above, it can be interpreted that osénédce quality and offline service
quality simultaneously influence online transportation custonust. The quality of online
services is increasing which includes system qualitfgrimation quality and service quality,
while the quality of offline services which includes plegdievidence, guarantees, reliability is
increasing customer confidence in using online transpamtathether cars or motorbikes.

Testing Hypothesis 2: Online Service Quality and Offline Service Quality Partially on
Customer Trust

Online Service Quality Influences Customer Trust. Based emeults of statistical calculations
in the table above, it can be stated that online ceyuality influences customer trust. Based on
the test results, it is known that the probabilitjueais 0.000 (p < 0.05) and the CR value is >
1.65251 and the estimate value is 0.346, thus H2 is acceptedh mbans that the quality of
online services has a significant positive effect onsomer trust, so that the quality of online
services which includes quality increases. systemfig;mation quality and service quality provide
increased customer confidence in using online modes of traatpoy whether cars or
motorbikes.

Increasing the information quality dimension of online senguality can also provide an
increase in trust. Improving the quality of this informatioreans that the ar Jp‘;igl%tions used
increasingly have complete information, the informatiervises delivered are always current or
updated, information can be easily understood, accordiogstomer needs, relevant information
according to needs such as price, distance, route andotypehicle, has display variations,
dynamic information in accordance with customer needs arelapenents, and information that
is expectedo bein accordance with consumer desires relatethe specified level of accuracy
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can provide customer improvement. Meanwhile, the awgment in the service quality
dimension®f the online quality variableanbe done through online transportation applications in
a way the system can provide guarantees to customers,pfilieaion can quickly and
responsively provide answers to questions submitted lgroess, can even provide assistance or
solutions if there are problems and has reliabititydentifying travel traces, which will increase
customer confidence.

This increase in customer trust is an increase in cordédémat customer partners, in this
case the Grab and Gojek companies, have been alpeotale integrity (honest attitude),
benevolence (care for consumers), not be opportuntstice credibility or provide the best
service, competency (trusted transportation), predlitta@an be predicted)s ableto understand
the market. The magnitude of this contribution can be bgdooking at the factor loading value
in the picture 4.47. Based on these three dimensiorem ibe seen that the largest contribution in
forming online service quality variables is formed by thmalisions of system quality and
information quality which have the same value, namely n@6tlae service quality dimension of
0.85.

Offline Service Quality Influences Customer Trust. Basedaihet4 of the calculations
above, it can be stated that offline service qualityuerfces customer trust. Based on the test
results, it is known that the probability value is 0.¢pG0< 0.05) and the CR value is > 1.65251
and the estimate valig0.820, thudi2 is accepted, which means that offline service qualityahas
significant positive effect on customer trust. The rasoft this research can be interpreted as
increasing quality. offline services consisting of physiesidence, guarantees, reliability,
responsiveness and empathy will provide change.

Improving the quality of offline services in the form wihgible or physical evidence,
namely improvementi® service to better vehicle conditions, cleaner vehdoleditions, increased
comfort when driving, increasingly attractive driver appeegaas welbsbetter and more certain
driver health conditions. Assurance, hamely improvingedrskills, increasing compliance with
driving regulations, prioritizing feelingsf security, and increasingly prioritizing safety (seatsyelt
helmets) and caution. Reliability or reliability, tirecreasing trust in the driver, the driver rarely
refuses orders, the driver is increasingly able to uratedstthe appropriate route on the
application, the driver increasingly understands the pjzhecation, the more precise the pick-up
arrival is according to the estimate stated on the egifn, and the more understanding of the
fastest route and becoming more aware of the existenatiepfhative routes, as well as being
more precise when picking up customers according to threatet stated in the information in
the application.

Testing Hypothesis 3: Simultaneous Influence of Online Service Quality and Offline
Service Quality on Customer Satisfaction

The significance level is 0.00 < 0.05, so it can be interpreted that there is a joint influence of
online service quality and offline service quality ontooger satisfaction. Based on the results of
structural equation 2 above, it can be interpreted thateoskmvice quality and offline service
quality simultaneously influence online transportation custorsatisfaction. Improving he
quality of online services and the quality of offline seeg together are variables that are
considered by online transportation customers, tathind motorbike types, so that they can have
an impact on increasing online transportation customer aetitgf. One way to improve the
quality of online services can be done by improving theityuafl systems that make it easier to
use the application system. According to research whitbsstaat online transportation provides
convenience for customers using their smartphone, custaraa easily order services with just
one touch (Farida, I., Tarmizi, A., & November, Y., 2016 hé&@timprovements in service quality
are related to cheaper costs, varied services, more ngereda safety for consumers
(Wahyusetyawati, E., 2017). Online transportation customefesdits can also be obtained by
improving service quality, such as paying attentiorh® dleanliness and tidiness of the vehicle,
providing a responsive service response with the righg of attendance along with increasing
the driver's abilities. (Pasharibu, Paramita, and Betwj 2018).

Testing Hypothesis 4: Partial Influence of Online Service Quality and Offline Service

Quality on Customer Satisfaction i
WWW.ijrp.org

Service Quality Influences Customer Satisfaction. States the quality of online services

influences customer satisfaction. Basedhe test results, it is known that the probabildjueis

0.000(p < 0.05) and th&R valueis > 1.65251 and the estimated vaigd).246, thusH4 is

accepted, which means that online services have afisigni positive effecton customer
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satisfaction, so that the quality of service becomesenaptimal, which includes increasing
quality. online services which include system qualityprinfation quality and service delivery
quality increasing customer satisfaction in using onlirmgl@s of transportation, whether cars or
motorbikes.

Offline Service Quality influences Customer Satisfactitatistical calculation results can
be stated that offline service quality influences custosagisfaction with online transportation.
Based on the test results, it is known that the prébakialue is 0.000 (p < 0.05) and the CR
value is > 1.65251 and the estimated value is 0.502, thus &itépted, which means that offline
service quality has a significant positive effect on austr satisfaction, or it can be interpreted
that offline service quality consists of from physiexidence services, guarantees, reliability,
responsiveness and empathy will make a differenceciedsing customer satisfaction for online
transportation customers, whether cars or motorbikesedan these results, it can be interpreted
that improving the quality of offline services can canite to increasing satisfaction customers
on online car and motorbike transportation.

Testing Hypothesis5: The Effect of Customer Trust on Customer Satisfaction

From the results of statistical calculations it carstaged that customer trust has an influence on
customer satisfaction. Based on the test resultskitdan that the probability value is 0.000 (p <
0.05) and the CR value is > 1.65251 and the estimate valué33, thus H5 is accepted, which
means that customer trust has a significant positive effectistomer satisfaction. This result can
be interpreted as that the more consumers or custddasiiag trust in a service will increase
customer satisfaction when using online modes of transjportathether cars or motorbikes.

Based on the definition above, it can be interpreted iti@tasing customer trust will
increasingly provide an increase in consumer or online traia$ipn customer satisfaction.
Customer trust is a variable that customers consider sd tteat increase customer satisfaction
when using online transportation. Increasing consumer trubsed on increasing integrity
(honest attitude), benevolence (concern for consumeltsheiry opportunistic, credibility of the
best service, having competerasm trusted and predictable fowhtransportation, and being able
to understand the market that online transportation must $mwhat will have an impact on
increasing customer satisfaction. Customer satisfactiosiing wnline transportation can be felt
by having a pleasant experience when using a car or niaoreieling satisfaction based on
experience with the quality of product services, satishacwith the quality of the services
provided.

Testing Hypothesis 6: Simultaneous Influence of Customer Trust and Customer
Satisfaction on Customer Loyalty

The significance level is 0.00 < 0.05, so it can be interpreted that there is a joint influence of
customer trust and customer satisfaction on customer loygdsed on the results of structural
equation 4 above, it can be interpreted that customet tod customer satisfaction
simultaneously influence online transportation custorogalty. The influence of changes in the
level of customer trust and satisfaction has an impachanges in increasing customer loyalty.
The trust and satisfaction felt by customers are coratidas for customers to become loyal in
using online transportation, whether cars or motorbikes.

These results can be interpreted as increasing trusbdiia drivers and companies have
more integrity (honest attitude), benevolence (concern dansumers), non-opportunism,
credibility of the best service, competency (trusted pariation), predictability (can be
predicted) understand the market, and increasing cussatisfaction regardindné experience of
using online transportation which is enjoyable, experienfcéhe quality of service products,
gaining satisfaction with the services provided by thepaomg will increase customer loyalty,
where customers will have more encouragement to recothteenthers, customers will have
more perceptions positive, making it the main choice arldaMvays use it as a means of
transportation to meet their needs.

Customer trust and satisfaction in this research showstrinsit related to a pleasant
experience regarding the quality of service products andceeswditisfaction tends to be more in
the type of transportation by car than by motorbike. Caspramation has YW8vidéifa level of
trust and satisfaction so that customers have becomkioyaing online transportation. Testing
Hypothesis 7: Partial influence of customer trust amstamer satisfaction on customer loyalty

Customer Trust Influences Customer Loyalty. Basedtatistical calculations viaMOS, it



Ashur Harmadi / International Journal of Research Publications (IJRP.ORG) ‘.\ IJRP.ORG

Inte escarch Public
ISSN: 2708-3578 (Online)

116

can be stated that trust influences customer loyalty.dBarsehe test results, it is known that the
probability value is 0.000 (p < 0.05) and the CR value is >

1.65251 and an estimated value of 0.607, thus H7 is acceptedh, mvbans that consumer
trust in every service provided will encourage increasgdlthp behavior and become the main
choice in using online transportation modes.

Customer satisfaction influences customer loyalty. Basethercalculations in the table
above, it can be stated that customer satisfaction imfasecustomer loyalty. Based on the test
results, it is known that the probability value i8@D (p < 0.05) and the CR value is > 1.65251
and the estimated value is 0.304, thus H7 is accepted, wigahsthat customer satisfaction has
a significant positive effect on customer loyalty, sd thare is an increase in satisfaction felt by
consumers or customers. can encourage customers to bdogabeonline transportation
customers by continuing to use the service and beirgalbecommend it to others.

Results of identifying the variablesthat have the most influence on customer trust.

Based on the results of calculations in the structurahtemuy it can be explained that the
customer trust variable is influenced by the online serguality and offline service quality
variables. The loading factor value from the calcatatiesults shows that the quality of online
services is 0.417 and the quality of offline services is 0.B&®ed on the results of these
calculations, it can be stated that offline quality isagiable that has a stronger influence on
online transportation customer trust.

Results | dentify the variablesthat have the most influence on customer satisfaction.

The customer satisfaction variable is influenced bynenservice quality and offline service
quality. The calculation results basaustructural equations show that the loading factor viaue
online service quality is 0.252 and offline service quatt®.436. From these results, it can be
stated that offline service quality is a stronger varidblenfluencing online transportation
customer satisfaction.

Results of identifying the variablesthat have the most influence on loyalty.

Based on the results of calculations on the structgpadten, it can be explained that the
customer loyalty variable is influenced by the variabtdscustomer trust and customer
satisfaction. The loading factor value from the calcutatiesults shows customer trust of 0.430
and customer satisfaction of 0.305. Based on the resutgsé calculations, it can be stated that
customer trusis a variable that has a stronger influence on onlinepixtegion customer loyalty.

5. Conclusion

Based on the results of the analysis and discussesempied in the previous chapter, the
following conclusions can be drawn.

1. Online service quality and offline service quality sitankously influence customer trust.

2. Online service quality and offline service quality simuttamsly influence customer
satisfaction.

3. Customer trust and customer satisfaction simultaneaufilignce customer loyalty.

4. Online service quality and offline service quality paryiatifiluence customer trust. These
two variables have the effect of increasing customer. trust

5. Online service quality and offline service quality paryiagtifluence customer satisfaction.
These two variables have the effect of increasing custeatisfaction.

6. Customer trust and customer satisfaction partially infteerustomer loyalty. These two
variables have the effect of increasing customer layalty
WWw.ijrp.org
7. Customer trust influences customer satisfaction, wherhigher the level of customer
trust, the higher the customer satisfaction.

8. Offline service quality has a stronger influence thannenervice qualitin influencing



Ashur Harmadi / International Journal of Research Publications (IJRP.ORG) @ JJRP .ORG

ISSN: 2708-3578 (Online)

117

customer trust.

9. Offline service quality has a stronger influence than order@ice quality in influencing
customer satisfaction.

10. Customer trust has a stronger influence than customer satisfdntiinfluencing
customer loyalty.

6. Suggestionsand Recommendationsfor Research

Offline service quality influences customer trust and cuastotrust influences customer
satisfaction, and customer trust and customer saiigfawill influence customer loyalty. This can
also be interpreted that the use of variables in #gearch is important because it can increase
customers' use of online transportation modes. Thisndsbas suggestions for various parties,
including: For academics: the findings in this research prothderetical benefits regarding
concepts in consumer behavior. For companies: Online trdagpo companies such as Gojek
and Grab should consider various service qualities both oafideoffline because both are one
unit when seen in the service process, especially to lthsiness partners (drivers). The Gojek
and Grab companies for motorbikes have lower online sequelity than car vehicles. Based on
this, further research can be carried out

Consider:

1. The results of the descriptive analysis show that GajekGrab customers in the car type
have a better level of online and offline service qualtign motorbikes.

2. Online and offline service quality in this research amgasate variables. In theory and
concept, online and offline service quality have diffiérmeanings, but in implementation they
both have similarities in measuring performance in termseofice quality, both products and
services.
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