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Abstract. Application-based transport or online ojek has been main trends in Indonesia. It gives
solution to public in rush hours especially in urban area. Even though they are needed but many
customers have complaint about their services. The purposes of this study are observing the
operator effort to maintain customer satisfaction and loyalty. It evaluated customer response to
determine the cause of the satisfaction and loyalty especially for the construct of service quality
and online servicescape. In addition, it brings new construct as mediation variable of perceived
value to strengthen the relationship among the variables. This study found the new relationship
among service quality and online servicescape to strengthen customer satisfaction and loyalty.
By collecting the customers from Jakarta region as respondent’s, this study tested their
perception about the online service delivery and their effect to the loyalty. Some suggestion and
direction also given to expand the research as discussion topic.

1. Introduction

Online-enabled application for bike transport business provides an alternative type of transportation for
consumers who want a flexible ride by using two-wheeled vehicles [ 1]. The business is also well-known
as online ojek transport [3]. In developed countries such as Indonesia, as the density and congestion
occurred in the city route, the development of the online ojek transport has increasingly marked by
growing number of competitors who are trying to rule the wheeled transport business [45]. There are
big players such as Gojek, Grab bike, Maxim, Top Jek, Ojek syari, and many others [31]. The online
motorcycle-based company continues to struggle with their unique strategy to attract audience and
consumers to achieve satisfaction and loyalty [14]. They are trying to provide service by using a different
technique to attract consumers. The customer response has been reported by Google Store (Table 1).

Table 1. Application downloaded by the Customer Online Transport User on Application

No Company Name Total Download Total Overall Rating Satisfaction Level
1 Maxim 270.182 43 17 %

2 Go-Jek 125.264.158 4.1 24 %

3 Grab Bike 5.94.010 44 15 %

4 Top Jek 50.000 4.5 6%

5 Ojek Syari (Ojessi) 82 4,2 22 %

Source: Google Play Store, 2019
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of this work must maintain attribution to the author(s) and the title of the work, journal citation and DOL

Published under licence by IOP Publishing Ltd 1




GEOSOSTEK 2020 T0P Publishing
I0P Conf. Series: Earth and Environmental Science 704 (2021) 012011 doi:10.1088/1755-1315/704/1/012011

Table 1 showed total downloads of online transport applications that Gojek has the highest download
rate. However, the number does not represent a good customer satisfaction. A report by Ford and Honan
[13] showed that Gojek also has a high degree of dissatisfaction compared to other competitors reaching
24% of total users. This raises a question that download rate and satisfaction is not always linear and
mversely related. There are many factors that can encourage users to complain such as problematic
applications, human error, and technical problems. [10] the problematic applications can be technical
issues such as apps opening or transaction paying after using the services. The human error can be
occurred from the lack of discipline conducted by driver and privacy secure of data or passengers [20].
The technical side are the lack of equipment, mask and head cover. Such preliminary report of high
complaints and has indicated a low level of satisfaction. Although many scholars have recognized that
customer satisfaction is an important element in consumer loyalty [2][17][24] there is no common
opinion among experts about how to maintain satisfaction and loyalty especially for online-based
businesses [50][42]. Thus, more effort needs to be examined to understand the customers response in
using the services [41]. In addition, itis necessary to find more accurate indicators to measure their level
of satisfaction and loyalty [17][32][39]. These factors raise questions about how far the players can
implement their strategies into effective and efficient results. To find the answer, this paper will observe
and measure their efforts toward consumer response. Part one contains about the background of bike
transport business and how they work with their unique strategy to attract audience. Part two contains
theoretical review, service delivery standard which shaped service quality including online servicescape.
Part three contains type or research design and testing model proposed in this study. Part four containg
analysis and discussion includingrespondent characteristics, test of structural modeling, and variable
relationships. Part five contains conclusion and limitation.

2. Theoretical Review

Various reports and surveys on customer loyalty tend to be directed to the product quality and rarely
linked to service quality. This resulted deviated perception and different construct of service delivery.
In addition, there is still no common perception among scholars about online servicescape to maintain
customer loyalty.

2.1. Service delivery standard

So far, there is a tendency that transport must be based of driver personalization and rarely conveyed
with standardized service delivery. This is characterized by many public transportation companies that
tend to restrict their fleets and maintain the quality of their services through hiring certain person of
drivers [33][7]. However, with the growing usage of online applications [37], there is flexibility for the
company lo continue to increase the fleet without strict supervision to certain drivers [28]. Thus, there
are other factors that cause online transport to be popular with flexible supervision through collaboration
between operator and common driver with diverse backgrounds and capabilitiecs. However, such
approach of service delivery becomes a challenge and a problem for the operator which result high
customer complaint [18][26].

Previous study by Ismiyati, et al, [16] showed that higher number of fleets increasingly create
diverse conditions of the vehicle and also their driver capabilities. Similar result are also reported by
Maharani, et al., [27] that online-based transportation tends to have flexibility and diverse operations
which result various service quality. It also influenced by the situation of servicescape and operator
differences that impacted overall service quality [15][48] therefore, the level of user complaints
indicated their trust and loyalty for repeated purchasing.

The service quality perceived by the customer represent the usage frequency which important for
the operator to manage [25]. Ensuring service quality has been issue faced by operator in order to keep
their customers. This dominant factor determines the customers decision in continuing to use the online
transport services. In addition, satisfied consumers will tend to repeat the actions especially to certain
branded services [44].

As competition is increasingly tighter, many operators have shifted into higher efforts in running
their business processes. However, given the growing number of customers, there is various issues
customer expectations and the perception of values regarding consumer expectations [43]. In addition,

[¥]
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there is a tendency that the drivers are not trained well which impact on the quality of services and
ultimately customer value to loyalty and long-term satisfaction [19]. Companies with such difficulty in
managing the service delivery will have low loyalty level.

Thus, doing research on companies to determine the causes of customer satisfaction and loyalty are
very important [17]. However, loyalty and satisfaction are debated by many scholars to be
interconnected and can be linked by consumer value [50][12]. They are found to be higher when the
servicescape is involved [45] in addition, the loyalty can be attributed to service quality. The
specifications and standardization for service quality become important for predicting the consumer
satisfaction constructs. It also questioned that a good service quality specification can impact to
consumers loyalty. Therefore, we propose the relationship between service delivery and customer
loyalty.

2.2. Service quality and customer satisfaction

In service quality studies, many scholars [9][29][30] reported that consumers can evaluate their
consumption experiences through certain attributes evaluation. In this case, service quality has
significant effect on their satisfaction and loyalty [30]. However, service quality developed into broader
view when it is involving online service delivery into quality of e-service and can be associated with
other key outcomes [4]. Therefore, it is important to understand the strength of the relationship between
the different components with overall quality of service quality [29]. As overall quality of service quality
and its outcomes can be interrelated, it need to measure the perceived value as different factors that can
moderate the association. Based on the proposition, it is proposed that service quality and customer
satisfaction will be interlinked.

H;: service quality has impact on customer satisfaction

2.3. Online servicescape toward customer satisfaction

Servicescape 1s the physical environment in which services are delivered to consumers [11], in fact,
there is debatable definition about the term of servicescape which only refers to the physical
environment than online or electronic servicescape for services given through online channel [46][50].
One ofthe causes of the importance of the conceptual online servicescape is the association of consumer
and the media the customer must use to get their needs [47). The better the servicescape the consumers
feel more comfortable and happier in consuming the services. According to Laudon and Traver, [22] the
online environment is different than physical environment especially in online transaction. Online
servicescape must be capable of influencing behaviour and creating images, especially in service-based
businesses such as online bike transport [21]. In this context, the online servicescape is based of
application in making the order, payment and service delivery is given by driver capability. Therefore,
the servicescape must be directed to create and encourage customer experience, satisfaction loyalty.
According to Kiihn, et al., [21] online servicescape are online environment that arise during the process
of channelling services to consumers who download applications for the purposes of ordering the
product and paying the bill. In addition, the servicescape also represent the user complain about the
system especially in the ojek-based application and their convenience to the application.

H:: online servicescape has impact on customer satisfaction

2.4. Customer satisfaction and loyalty

In previous studies, [17][30][39] loyalty sometimes studied as separated construct from satisfaction. In
fact, Customer satisfaction will be the key to success especially when the technology readiness is
prepared [34]. Furthermore, [38] finds that the variable satisfaction directly affects loyalty, but indirectly
affects loyalty when through e-WoM variables, Wilson and Persson, [49] loyal customers have a lower
tendency to switch (switch brands) and become strong word of mouth. Leonidou, et al., [23] states that
the key to competitive advantage in competitive situations is the company's ability to increase customer
loyalty. Customer loyalty will be the key to success, not just in the short term but on a sustainable
competitive edge. Research Shin and Lee, [40] also found that technology readiness variables have a
greater influence on loyalty than satisfaction and e-WoM. Therefore, we propose that satisfied customer
will influence the customer loyalty in online transport business.
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Hai: customer satisfaction has impact on customer loyalty

2.5. Perceived value as a mediator of quality and customer loyalty

Satisfaction is developed from user experience during consumption of a product or service. Satisfaction
which formed sustainably will shape customer loyalty [5]. However, there are still disagreements among
scholars, for example Jahanshani, et al., [17] Stated that satisfaction has a positive association with
loyalty but does not direct result from loyalty to the same degree. It encourages scholars to re-examine
the position toward customer loyalty. It is also supported by Scherer, et al., [35] that satisfaction must
be measured in long-term to measure the effect toward customer loyalty and expectation. To gain certain
expectation, customer set their subjective value that can be perceived as customer value after they expect
the product as they need. the difference between the benefits obtained with the sacrifices incurred to get
certain product or service is called perceived value which sometimes has diverse and various range
among customer. In other words, customer perceived value will mediate the customer satisfaction and
loyalty.

Hy: there is influence between customer satisfaction to customer loyalty mediated by perceived value.

3. Research Methodology

3.1. Type of Research Design

This study is field research by observing object directly to obtain relevant data. The data is measured
through an instrument by taking the study sample is users/ customers who use the online ojek transport
in Jakarta. This study measures the relationship of variables, eg, Service delivery, service quality,
customer satisfaction, online servicescape, perceived value, and customer loyalty. To find the
information about the construct, the respondents are asked about their usage of the application is at least
4x in a month. Based on the sample criteria it collected a total of 325 respondents. As the study result is
presented as numbers, it will use statistical testing. The data are processed through data collection,
interpretation, and estimation. Their demographic information is given in Table 2.

3.2. Proposes testing model

The relationship between variables are tested directly through multiple indicators to measure and
determine their independent and dependent direction. The results of structural model test are chi-square,
degree of freedom, CFI, GFI and AGFI values. the model testing using SEM approach is done gradually.
If the model has not been obtained correctly (fit), then the proposed model should be revised. Finally,
the analysis of data processing result at full stage of SEM model is done by doing conformity test and
statistic test.

4. Analysis and Discussion

4.1. Respondent characteristics

This part contains about respondent’s description and their demographic background. The summary of
respondent’s demographics is given in Table 2.

Table 2. respondent characteristics
Respondents Total
Person %

Respondents by gender

s Men 151 46,5 %
. Women 174 33.5%
Respondents by ojek online
. Go-Jek 98 30,2 %
e Grab Bike 87 26,8%
»  Uber 65 20%
¢ Toplek 53 16,3 %
*  Ojek Syari 22 6,7 %

Respondents by age
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e 25-30 years 85 262%
¢ 30-35 years 91 28 %
e 35-40 years 76 234%
e 40-45 years 50 15,4 %
¢ 45-50 years 15 4,6 %
* =50 years 8 2,5%
Respondents based on education level
« SMA/SMP 73 22,5%
¢« D3 89 27.4%
« Sl 97 29,8 %
e 82 66 20,3%
Respondent based on income level
e S00tb- 15t 35 10,8%
e 15jt-25]t 38 11,7%
e 25jt-35jt 86 26,5%
e 35jt-5jt 97 29.8%
e =5t 69 21,2%

Source: interview results, 2017

Based on the above table, there are 151 males (46.5%) and 174 females (53.5%) who using online
motorbike transport which collected in this study. mostly used Go-Jek 98 people (30.2%), Grab Bike 87
people (26.8%), 65 (20%), 53 people (16.3%), 53 Ojek Syari 22 people (6.7%). The respondents age are
dominated by 30-35 years old (28%), 25-30 years old (26.2%), 35-40 years old (23.4% ), and age> 50
years 8 people (2.5%) (Table 2).Respondents have various education background ranging from high
school 22.5% to strata title 29.8% with the highest education is master degree of 66 respondents (20.3
%). Their income level is distributed almost evenly which grouped into three category eg, below 1
million, between 1.5 - 2.5 million and higher than 3 million Rupiah. The highest income of 3.5-5 million
Rupiah is97 respondents (29.8%) and the lowest group has income> 5 Million Rupiah with 69
respondents (21.2%).

4.2 Test of Structural Modelling

The structural model is the relationship between latent variables. The variables can impact on the model
directly and require multiple indicators to measure them. The result of structural model test is given in

Figure 1.
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The structural model in Figure 1 shows chi-square value of 346,916 and a degree of freedom of
154. In Table 3, it shows that the values of CMIN / Df, RMSEA and TLI match the criteria. Although
CFI, GFI and AGFI values are marginal, according to Brown, [6] CF1, GFI, and AGFI values are close
to the recommended values, therefore the model is still feasible to use in this study. This means the
model is fit enough and feasible to use.

The model test using SEM approach is done gradually. If the model has not been obtained correctly
(fit), then the proposed model should be revised. The revisions of the SEM model is to fix the inability
of the developed model to produce a unique estimate. If the problems still arise in the analysis, then the
established structural model needs to be revised to form a new model. To determine that the SEM
approach is suitable, it conducted conformity test and statistic test which jointly shaped the test results
of goodness-of-fit approach (Table 4).

Table 3. Test Results of Goodness-of-fit

No  Index Critical Value Results Model
Evaluation

1 Chi-Square Near zero 346.916/154=225 Notfit

2 Probability level =0,05 0,000 Not fit

3 CMIN/DF <5.00 2,127 Fit

4 CFI =090 937 Fit

5 RMSEA =0,08 078 Fit

6 TLI =0,90 940 Fit

7 GFI =090 912 Fit

8 AGFI =0,90 806 Marginal

Source: Data Processed from Research Results 2017

Based on the test results, the GFI score shows a position of marginal results for our model. Although
GFI is considered marginal but it still able to fulfil the requirement, since the test result provide two
marginal values tests, therefore, the proposed model is considered as Good enough and acceptable to be
used 1n this study. Secondly, we will estimate whether our model is sensitive to sample size. To do so,
we use two type of testing, eg, CMIN / DF value and RMSEA. The results indicate that the model used
isacceptable. The CMIN /DF value of 2,127, CF1 of 0.937, RMSEA of 0.078 and TLI of 0.940 indicates
a good structural equation model (fit). It found that the chi-square measurement index, probability level,
GFI and AGFI are in marginal condition. From several model feasibility tests; the model is feasible
since it has at least one of feasibility indication. In this study, the Chi-Square is 346,916 as indicator of
model fitness and our model is sensitive to sample size.

Table 4. SEM Test Results

Variables / relations Standardised C.R.
coefTicients

E-service quality Tangibles 0.53 4.260
Reliability 0.57 3462
Responsiveness 0.64 3.303
Assurance 0.62 2.490
Empathy 0.58 2.449

online servicescape visit sites 0.74 5.533
Websites desain 0.79 5.575
App 0.67 4.449

perceived value Quality/performance 0.63 5.624
Price/value for money 0.78 5.740
Emotional value 0.73 5.629

customer satisfaction Repeat purchase 0.81 6.068
Word of Mouth 0.75 5.706
Period of Usage 0.79 5.730
Price Tolerance 0.83 5.925
Choice Reduction Behaviour 0.79 5.748
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Customer loyalty Repeat purchase 0.69 5.533
Refers other 0.64 5462
Across product 0.61 5423
Immunity 0.59 4.897

Paths:

E-service quality-Customer satisfaction 051 6.645

online servicescape- Customer satisfaction 0.45 5.793

Customer lovalty- Customer satisfaction 0.48 5.826

Source: SEM Analysis Results 2019

As this study test the perception affect the relationship between customer satisfaction and customer
loyalty, it is necessary to use cluster analysis to divide customer satisfaction and value perception into
high and low group values. The first group contains low value with low customer satisfaction (n = 34)
and second group is low value with high customer satisfaction (n = 89). the next step is comparing the
high value group with low satisfaction (n = 54) on the high value with high customer satisfaction (n=
148). The comparison result is given in Table 5.

Table 5. Anova Analysis

Low High Duncan  Schiffer
perceived perceived post-
value value hoc
Low Height Low Height
(n=34) (n=89) (n=54) (n=148)

Customer 3341 4489 4.343 6.345 (1,234 1,234

satisfaction

F=123.185

P =0.047

Notes: p, 0.001. Duncan (1,2,3,4) reveals the 4 groups are significantly different from each other.

Analysis of ANOVA and Schiffer post-hoc tests is illustrated in Table 4 with F and p values are
all significant (F =123.185, p, 0.047). the results of Duncan and post-hoc Schiffer tests showed the four
groups have significant differences and customer loyalty from the fourth group as the highest category.
Customer loyalty from the third group is higher than the second group, and customer loyalty from the
first group is the lowest.

Based on table 5, our study result can capture the perceived value is inversely proportional to
customer satisfaction and consumer loyalty. based on test results it found that perceived customer value
has a significant moderate effect on the relationship between customer satisfaction and customer loyalty
therefore Hypothesis H4 is accepted.

4.3. Hpothesis Testing Analysis

To analyse the service quality and online servicescape relationship, it is estimated the goodness of fit of
structural model as structural model relationship (hypothesis testing) as shown in Figure 2. The
relationship among the constructs in the hypothesis are estimated by value of regression weights.
Chatterjee and Hadi, [8] to analyse the constructs relationship, eg, service quality and online
servicescape on customer satisfaction and loyalty, it also added moderation construct of perceived value
on respondents who used the application-based transport (Table 4).

4.4. Relationship of service quality and customer satisfaction

The analysis result showed a significant influence between service quality with customer satisfaction (5
=0,516). the relationship is positive. therefore, H1 is accepted. It means that Gojek, Uber and Grab bike
are proven to grow as market leaders as they have high service quality and customer satisfaction. This
result is similar to other study by Liat et al., [24] that service quality is the nature of product performance
as a major part of operator strategy to achieve sustainable advantage to continue to grow as market
leader. Shi et al., [39] added that service quality is a factor that determines the sustainable ability of the
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operator in providing quality services to consumers. it is also a company strategy to achieve success in
competitive environment [15]. It is similar to our study that the transport operators must improve their
strategy through optimization of their service quality dimensions, eg, tangibility, reliability,
responsiveness, assurance, empathy.

4.5. Relationship of online servicescape toward customer satisfaction

For the second hypothesis H2, it tested the influence of online servicescape on customer satisfaction.
the analysis results of the study gained a significant influence between online servicescape to customer
satisfaction based on the downloaded application with value (f = 0.459). Gojek, Uber and Grab bike
have equal values for the relationship of online servicescape toward customer satisfaction. it showed
that the hypothesis is accepted and indicated a positive influence of online servicescape toward customer
satisfaction.

The existence of the servicescape element on the online motorcycle taxi service has driven the
operators to improve their strategy through loyalty program [15][11], discount program and cheapest
fare or price rewards. The operators as provider of online transportation services have improve their role
to survive and compete with other operators. Their strategy to nurture customer satisfaction and loyalty
have create difference customer respondent especially after they implement servicescape strategy [50].
The operator who measure their customer adaptation to the servicescape will likely to keep their
customer even though they must adapt their servicescape a constantly changing market [15][11][21]. In
this study, online servicescape is found to be manifestation of the service that affect consumer behaviour
and responsiveness to services delivery. The use of creative interaction design in the application can
support placement and segmentation strategies to achieve specific consumer market. It is supported by
Tan, et al., (2015) that transport operators with adequate servicescape will satisfy consumers. In
addition, the design of online servicescape is element that affect the visual element and interaction
between the operators with the customers during service delivery.

4.6. Customer satisfaction and consumer loyalty when using ojek-based application

Based on result of research, it is known that customer satisfaction impacting consumer loyalty with
value (B = 0,368) and it has positive influence between customer satisfaction with consumer loyalty.
The test result showed that the transport operators have equal value especially for Gojek, Uber and Grab
bike Therefore, H3 is acceptable. other study by Hensher, [15] revealed if service quality is below the
expectation, customer will discontinue the relationship with the transport operators. Consumers will turn
to other transport operators who are better able to understand the customer specific needs and provide
better service. The online transport operators which implement loyalty program such as discount and
cheapest tickets will maintain their customers loyalty. It is supported by So, et al., [37] that customer
satisfaction can be indicated by certain behaviour such as encouraging people for repeat purchase and
loyalty promotion program can attract new customers to return.

4.7. Perceived value can moderate the relationship between customer satisfaction and customer loyalty
Our analysis in Table 4 showed that perceived value is inversely proportional to customer satisfaction
and consumer loyalty. It is getting stronger when we test the effect to the three big players, eg, Gojek,
Uber and Grab bike. The test result showed that Gojek has higher value for the perceived values to
moderate the customer satisfaction and customer loyalty. It has significant moderate effect on the
relationship between customer satisfaction and customer loyalty. Since satisfaction is an antecedent
variable of loyalty which advocated in the marketing literature mainstream, the perceived value is the
component of trusts and it can be expanded to another construct such as customer value. Other study
also examined that other moderator variables can be implemented to strengthen the relationship between
satisfaction and loyalty, such as consumer characteristics [17][38][5].

5. Conclusion and limitation

This study shows that user's perception about online transport services has some constructs which
important to create customer satisfaction and loyalty. Service quality and online servicescape are strong
drivers in customer decisions to use applications-based transport service. Based on the results and
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discussion that has been done, this research has found a new relationship between service quality and
online servicescape on customer satisfaction and loyalty especially for the three big players such as
Gojek, uber and grab bike.

Future research needs to add this relationship in a new context by adding new cultural environment
influences, driver friendliness, customer perceptions of security to destinations so that future research
can further contribute to improving the services of this service-based motorcycle taxi service.

This study has the following limitations. First, the data was collected in this study online which
sometimes the respondents does not take care about the accuracy and it enable some respondents to
cheat in filling out the questionnaire. Therefore, scientists need to be cautious in generalizing the results
of this study, which may differ among different virtual communities. Secondly, since this study sample
is limited in Jakarta, these findings may not apply to other regions. This study can be expanded
empirically to confirms other different national cultures to observe online attitudes and behaviour to
other area and region.
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