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Abstract
This study was aimed to find out which factors that become the most influence on customers switching 
behavior for online transportation and how the impact on their satisfaction and loyalty for future con-
sumption. Transportation service is one of the service industry sectors that play a strategic role in human 
life. The intense competition in the online transportation industry and the various choice of brands in 
the market make the consumers easy to switch from their current product to other brand products. The 
research method used in this study was a quantitative method, with Structural Equation Modeling (SEM) 
analysis technique using SMART PLS 2.0 software. The sampling method used was accidental sampling 
with 400 respondents. The results of the study showed that the contribution of price, promotion and e-
service quality simultaneously influenced on which directly affected customer satisfaction was 64.9%. 
Whereas, the results of the study also showed the contribution of price, promotion, e-service quality and 
customer satisfaction simultaneously influenced on which directly affected customer loyalty was 48.3%. 
E-service quality has the biggest impact on customer satisfaction by 30.69%; meanwhile,  promotion has 
the biggest impact on loyalty by 3.17%.
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Faktor Determinan Customers Switching Behavior terhadap 
Kepuasan dan Loyalitas Pelanggan pada Pengguna Transportasi 
Online di Bandung

Abstrak
Penelitian ini bertujuan untuk menemukan faktor apa yang paling berpengaruh terhadap perilaku pe-
rubahan pilihan merek konsumen transportasi online dan bagaimana pengaruhnya terhadap kepuasan 
serta loyalitas untuk pembelian ulang di masa yang akan datang. Jasa transportasi merupakan salah satu 
sektor industri jasa yang berperan strategis dalam kehidupan manusia. Ketatnya persaingan di Industri 
transportasi online dan banyaknya pilihan merek yang ada di pasar membuat konsumen mudah untuk 
meninggalkan merek produk yang mereka gunakan sekarang ke merek produk lain. Metode penelitian 
yang digunakan adalah metode kuantitatif, dengan teknik analisis Structural Equation Modelling (SEM) 
menggunakan software SMART PLS 2.0. Metode sampling yang digunakan adalah accidental sampling 
dengan jumlah responden sebanyak 400 orang. Dari hasil penelitian besarnya kontribusi Harga, Promosi 
dan E-Service Quality berpengaruh secara simultan yang langsung mempengaruhi Customer Satisfaction 
adalah 64.9%. Sementara besarnya kontribusi Harga, Promosi,  E-Service Quality dan Customer Sat-
isfaction berpengaruh secara simultan yang langsung mempengaruhi Customer Loyalty adalah 48.3%. 
E-service quality berpengaruh pada kepuasan pelanggan sebesar 30,96% sedangkan promosi memiliki 
pengaruh yang paling besar terhadap loyalty sebesar 3.17%.
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INTRODUCTION

According to Jati (2010) stated that 180 
million Indonesian people became the regular 
customer of mobile phone service, which means 
it was about 60% of Indonesian population al-
ready owned a telecommunication device. 
Based on an APJII survey in 2017 showed that 
67.8% of internet users in Indonesia used their 
smartphone to access the internet, 14.7% com-
puter or PC users, and 3.8% tablet users. 

Meanwhile, based on a survey conducted 
by Internet Service Users Association, or in In-
donesia called Asosiasi Pengguna Jasa Internet 
(APJII) in 2016, the penetration of internet us-
ers in Indonesia reached 132.7 million people, 
from the total population 256.2 million people, 
with 52.5% was men and 47.5% was women, 
where 65%  was in Java island. Thus, it means 
52% of the total population in Indonesia al-
ready used the internet in their daily life. From 
the explanation above, it can be concluded that 
internet can not be separated from the daily life 
activities of Indonesian society. In addition to 
data from “We Are Social” in January 2018, the 
average time used by Indonesian people to ac-
cess the internet from all media was 8 hours 51 
minutes (Kemp, 2018).

The most mobile application accessed 
by people in Indonesia, according to data “We 
Are Social” in January 2018, can be categorized 
based on types, such as messenger, social media, 
browser and online transportation. In the cat-
egory of chatting application, Whatsapp Mes-
senger was on the first top list. Meanwhile, for 
the social media category, Facebook was on the 
first top list. In addition to online transportation 
category, GO-JEK was the online transporta-
tion application mostly accessed by people in 
Indonesia.

The loyalty of online transportation users 
is influenced by swinger behavior (the shift of 
brand usage quickly), which is a phenomenon 
that cannot be avoided by an online transporta-
tion service provider. According to the Jakpat 
survey, it was stated that 40.96% of online trans-
portation service users used Gojek and Grab at 

the same time; therefore, the users always com-
pared to several providers before deciding to 
choose the provider.

Transportation service is one of the stra-
tegic components in economy growth distribu-
tion. The functions of the transportation service 
industry such as to help the mobilization of 
humans and goods, and the information and fi-
nancial flow, which need to be managed fast and 
accurately to fulfill the punctuality demand. The 
growth of the transportation sector will directly 
show economic growth; thus, transportation 
has a crucial and strategic role, either in macro 
or micro. With the development of technology 
and the internet makes business people utilize 
it as an opportunity to support dynamic people 
mobility, which demands a practical and fast 
transportation mode by providing transporta-
tion service only through a smartphone.  At the 
beginning of 2015, GO-JEK began booming in 
Indonesia as the innovation of online transpor-
tation and firstly launched its application on An-
droid and IOS.

Brand switching is one of customer be-
havior phenomena where a customer switches 
his/ her loyalty from one brand to other brands. 
The intense competition in the industry and 
various choices in the market make the custom-
ers easily switch from the previous brand to 
other brands. Brand switching occurs because 
of some factors, either internal or external. In-
ternal factors are such as the change of customer 
interest, consumptive lifestyle, and the change 
of customer preference to the product. Mean-
while, the external factors such as various brand 
choices, promotions from other brands, social 
factors, recommendation factors from the refer-
ence group, and the development of technology 
and media.

 Online transportation users tend to do 
brand switching from one service provider to 
another service provider to make themselves 
more satisfied. Based on the result analysis of 
ecommerceIQ released by the Jakarta Post, the 
users of online transportation application was 
dominated by women (54% from the total us-
ers). Meanwhile, the reasons why they chose 
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online transportation provider were such as 
safety (26%), easy to find driver (23%), promo-
tion and discount (22%), user-friendly applica-
tion (16%), payment choice (5%), food deliv-
ery (3%), customer service (3%) and customer 
bonus (2%) (Luhur, 2018).

This research was aimed to find out which 
factors were the most influencing on customers 
switching behavior for online transportation, 
and how its impacts on their satisfaction and 
loyalty for future consumption. The researchers 
focused on analyzing external factors; therefore, 
it was expected that through the results of this 
study, it helps the service providers to increase 
their competitive advantages. To determine ex-
ternal factors of online transportation switching 
behavior, the researchers conducted a pre-re-
search survey in Bandung community. The re-
sults of a pre-research survey showed that price 
(38%), sales promotion (29%), service quality 
(17%), user-friendliness of application (9%), 
and brand trust (7%).

 Based on the causative factors of switch-
ing behavior in online transportation custom-
ers, it can be analyzed the level of customer 
satisfaction and the tendency to switch to other 
brands. If the customers feel satisfied with the 
product and service, then the loyalty possibility 
will be higher. Customer satisfaction will posi-
tively correlate to customer loyalty but nega-
tively correlate to intention to switch (Mohzan 
et al., 2011). The more intense the competition 
of online transportation service in Indonesia, 
especially in Bandung, the more vigorous the 
promotion from the online transportation in-
dustry is, which will trigger the customers easily 
switch to other brands. Therefore, the novelty 
of this study was aimed to study further about 
customers behaviors to online transportation, 
especially in Bandung. 

Hypothesis Development
The Relationship of Switching Behavior to 
Customer Satisfaction

Brand switching is a behaviour that is 
performed by a customer because of some 
certain factors or can also be defined as a vul-

nerability where the customer will switch to 
other brands (Althonayan et al., 2015). The 
occurrence of brand switching behavior can be 
influenced by some factors, such as price, sales 
promotion, and service quality (Althonayan 
et al, 2015; Wimalasiri, 2017;  Ghasrodashti, 
2018). Through this study, it was expected to 
reveal the degree of brand switching within the 
online transportation services in Bandung, as 
well as to examine the activities on brand swit-
ching behaviour. 

Switching behavior can also be influenced 
by motivation, either intrinsic or extrinsic fac-
tors (Shukla, 2009). Satisfaction comes from the 
differences in a person’s initial expectations and 
product performance (Sharma & Panga, 2018). 
In addition, dissatisfied customers can degrade 
the customer base and the organization’s image 
(Levesque & McDougall, 1996; Calvo-Porral & 
Lévy-Mangin, 2015; Pantano & Vasilios, 2016). 
On the other hand, it is crucial to study the rela-
tionship between customer switching intention 
and customer satisfaction, because the result of 
previous studies showed that the dimension of 
switching behavior influenced on customer lo-
yalty.

Price determination is a reason makes 
customer switch to other brands, that consists 
of price comparisons, fees, charges, penalties  
and agreement on promotion price (Kotler & 
Amstrong, 2016). Price has been considered 
to be a marker of quality in service busines-
ses (Wilson et al., 2012). The previous studies 
confirmed that price is considered to be key 
element in determining customer satisfaction 
(Shin & Kim, 2008; Mohsin et al., 2012). The-
refore, in this study was proposed the following 
hypothesis:
H1 :	 There is a significant influence of price on 

customer satisfaction.

Sales promotion is a way to influence cus-
tomers to directly purchase goods with certain 
brands; thus through a good sales promotion 
will influence the customer in brand switching 
(Kotler & Amstrong, 2016). Sales promotion 
is related to contact between the company and 
its customers (Al-Kwifi & Ahmed, 2015). Whe-
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reas, the main factors such as sales promotion 
offer is crucial to determine the consumer beha-
vior. In addition, if the sales promotion factor is 
missing, it may lead to dissatisfaction (Chen & 
Chuang, 2008; Elder & Krishna 2011). Therefo-
re, the following hypothesis was proposed:
H2 :	 There is a significant influence of sales 

promotion on customer satisfaction.

Service quality in brand switching beha-
viour is also influenced by the quality perception 
of customer. The better quality of a new product 
offered can influence on the customers to do 
brand switching. Service quality is an essential 
element to succeed in the competitive environ-
ment (Kuo et al. 2009; Bigné et al. 2011; Calvo-
Porral & Lévy-Mangin, 2015). Service quality is 
positively correlated with customer satisfaction, 
although service recovery that helps to address 
service failures and customer complaints ap-
pears to be the most attractive antecedent for 
customer satisfaction (Qin et al., 2010). Based 
on the explanation above, the hypothesis is as 
follows: 
H3 :	 There is a significant influence of e-service 

quality on customer satisfaction.

The Relationship of Customer Satisfaction to 
Customer Loyalty

Customer satisfaction is a feeling of so-
meone, either happiness or disappointment, 
resulted from product comparison or service 
experience based on the expectation (Kotler & 
Keller, 2016). If service or experience is far from 
the expectation, then the customer will not feel 
satisfied. Meanwhile, if it is as what is expected, 
then the customer will feel satisfied. 

Customer satisfaction is a level of someo-
ne feeling after comparing service or result from 
what is felt compared to what is expected (Tjip-
tono, 2014). Customer loyalty is as a customer 
commitment to a brand, store or distributor 
based on very positive behaviour and displayed 
in a consistent repurchasing.

Satisfaction is an important step to form 
loyalty. To increase customer loyalty, satisfacti-
on is one of the factors that need to be consi-

dered (Akbar & Parvez, 2009; Kassim & Asiah, 
2010; Van-Vuuren et al., 2012; Rimawan et al., 
2017). If the customers feel satisfied then it will 
increase their loyalty. Based on the studies pre-
viously explained, it can be concluded that cus-
tomer satisfaction is a feeling experienced by a 
customer, after comparing what is expected to 
what is resulted. If the service is more than what 
is expected, the customer will feel very satisfied, 
which then will impact on loyalty. 

A customer can be identified as a loyal cus-
tomer to a company when the customer shows a 
certain purchasing behaviour that is marked by 
an interval based on a series of decision. Loyalty 
is marked by a situation that shows how long the 
customer uses the product accompanied by the 
purchasing more than twice. Based on explana-
tion above, the hypothesis is assume as: 
H4 :	 There is a significant influence of custo-

mer satisfaction on customer loyalty.

The Relationship of Switching Behavior to 
Customer Loyalty

In brand switching, a customer does not 
pass the phases of conviction, and a normal at-
titude or behavior. The customer does not ex-
tensively find out about the brand, but act as a 
passive information catching. The customer does 
not create a brand conviction but choose the 
brand because of brand familiarity. The relation-
ship between price and brand loyalty receives 
great considerable attention (Ferreira & Coelho, 
2015). The study focused on appropriate additio-
nal questions about prices such as price elasticity 
and brand loyalty. From the statements above, it 
is clearly stated that one of switching behavior 
factors, - price, can influence a customer to keep 
using a product. Based on the explanation above, 
the hypotheses drawn is as follows: 
H5 :	 There is a significant influence between 

Price to Customer Loyalty.

Brand switching is a moment where a 
customer or group switches loyalty from a cer-
tain brand product to other brands. Thus, in 
other words, brand switching is an action that 
is performed by a customer to switch from the 
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current brand to another new brand. Promotion 
can be seen as a way of closing the information 
gap between potential sellers and buyers ( John-
son et al., 2008). Promotion is a part of a speci-
fic effort to encourage customers to tell others 
about their services. Moreover, there is also a 
strong and positive influence of sales promoti-
on on customer loyalty (Zeithaml et al., 1985; 
Owomoyela et al., 2013; Ameur et al., 2015). 
Thus, the hypothesis proposed is as follows: 
H6 :	 There is a significant influence of sales 

promotion on customer loyalty.

The approach of switching behavior ope-
rationalizes loyalty in four ways. First, through 
action based on the actual consumption of 
goods or services. This approach usually combi-
nes volume and frequency of purchasing during 
one certain period (Lin et al., 2000; Veloutosou 

et al., 2004). Second, steps that are aimed to a 
proportion of consumption in a set of certain 
good or service is in certain market or even re-
tail location assigned. The concept of brand lo-
yalty is included in this type. Third, steps that 
are based on the probability of repeat buying. 
Fourth, the steps of testing the point where the 
customer switches to another brand (Tsao & Li-
Wei, 2005). Therefore, Concluded that service 
quality has a significant effect on gaining higher 
customer satisfaction to achieve more loyal cus-
tomers in target markets (Hussain, 2016; Ashraf 
et al., 2018). Thus, the following hypothesis is 
stated:
H7 :	 There is a significant influence of e-service 

quality on customer loyalty.

As for the framework used in this study 
can be seen in Figure. 1.

Figure 1. Research Framework
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METHOD

This study is included in descriptive veri-
fication with a quantitative approach. The main 
aim of descriptive study is designed to gain data 
that describes characteristics of interesting top-
ics in a study (Zikmund, 2015). Verificative re-
search is a study that aims to tests the truth of 
something been created in hypotheses through 
statistical calculations to find out the relation-
ship between two variables or more (Sekaran 
& Bougie, 2013). The population of this study 
was all online transportation services users liv-
ing in Bandung. To determine the proportion 
of sample size, the Bernoulli formula was used 
(Zikmund, 2010) with the level of error 5%. It 
was calculated using  the Bernoull formula, then 
the sample size in this study was 384.16 (400) 
respondents.

RESULT AND DISCUSSION

Respondents Characteristics
In this study, the respondents taken were 

the customers of online transportation service 

in Bandung, that were about 400 respondents. 
The characteristics of respondents in this study 
are; based on gender is women by 59%, with age 
range is between 20-25 years old by 48%, cur-
rent education is Senior High by 49%, the most 
occupation is student by 48%, with income per 
month < IDR 2,000,000 by 38%, and the fre-
quency of using online transportation is 1-3 ti-
mes in a week by 67%.

Testing Result of Outer Model
The outer model was implemented to 

define how each indicator relates to their la-
tent variables. In testing this outer model, it is 
needed to do the test of validity and reliability 
for statement indicators used. The testing was 
conducted using SmartPLS 2.0 software. In ad-
dition, the outer moder in this study can be seen 
in Figure.2. 

The test of convergent validity will be full-
filled if the value of loading factor in each indi-
cator > 0.5. The following is the result of con-
vergent validity test from all indicators: Based 
on Table 1, it can be seen that all indicators used 
were valid because they have the value of loading 

Table 1. Testing Result of Outer Loading

Latent Variable Influence Testing Result Conclusion

Determinant 
Factor of Price 

Affordability of Price <- Price .796 Valid
The Conformity of Price and Quality  <- Price .784 Valid
Price Competitiveness <- Price .682 Valid
The Conformity Price and Benefits <- Price .840 Valid

Determinant
Factor of 
Promotion

The Coverage of Promotion <- Promotion .750 Valid
The Quantity of Promotion Airing <- Promotion .872 Valid
The Quality of Message Delivery <- Promotion .888 Valid

Determinant
 Factor of 
E-Service 
Quality
(E-SQ)

Efficiency <- E-Service Quality .771 Valid
Fulfillment <- E-Service Quality .824 Valid
Privacy <- E-Service Quality .792 Valid
Responsiveness <- E-Service Quality .740 Valid
Contact <- E-Service Quality .727 Valid
Design <- E-Service Quality .800 Valid

Customer 
Satisfaction
(CS)

Attributes Relate to Product <- CS .869 Valid
Attributes Relate to Service <- CS .892 Valid
Attributes Relate to Purchase <- CS .885 Valid

Customer 
Loyalty (CL)

Making Regular Purchase <- CL .854 Valid
Buying Between Product Lines <- CL .817 Valid
Refer to Others <- CL .841 Valid
Immunity against Competitor <- CL .777 Valid
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Table 2. Result of Cross Loading Testing

Indicator Price Promotion E-Servqual CS CL Conclusion
Affordability of Price .7959 .3648 .4498 .5193 .4354 Valid
The Conformity of  Price and Quality .7841 .3656 .4132 .4482 .3397 Valid
Price Competitiveness .6820 .3852 .4753 .4996 .4219 Valid
The Conformity Price and Benefits .8403 .4771 .5289 .5549 .4682 Valid
The Coverage of Promotion .3974 .7497 .4597 .3538 .3205 Valid
The Quantity of Promotion Airing .4554 .8725 .5670 .5293 .4876 Valid
The Quality of Message Delivery .4459 .8880 .5509 .5042 .4682 Valid
Efficiency .4728 .5199 .7706 .6225 .4128 Valid
Fulfillment .5557 .5405 .8238 .6507 .4635 Valid
Privacy .4655 .5289 .7918 .5950 .4570 Valid
Responsiveness .4591 .4808 .7398 .5048 .4493 Valid
Contact .3669 .3203 .7266 .4904 .3766 Valid
Design .4796 .5173 .7996 .6830 .4561 Valid
Attributes Relate to Product .5949 .4888 .6824 .8692 .5502 Valid
Attributes Relate to Service .5419 .4843 .6814 .8916 .5652 Valid
Attributes Relate to Purchase .5950 .5121 .6688 .8855 .6430 Valid
Making Regular Purchase .4334 .3917 .4636 .5924 .8539 Valid
Buying Between Product Lines .4405 .3643 .4355 .5215 .8172 Valid
Refer to Others .4994 .5166 .5648 .5905 .8414 Valid
Immunity against Competitor .4006 .4203 .3693 .4756 .7773 Valid

factor > 0.5. Thus, all indicators used in this stu-
dy met the requirement of convergent validity, 
which means all indicators are valid. 

To conduct a validity test, there are two 
types of tests conducted, namely convergent va-
lidity and discriminant validity. The convergent 
validity test will be met if the loading factor val-
ue on each indicator is > 0.5. The indicator used 
to declare the validity in the discriminant test is 

if the value of the loading factor obtained is the 
highest value to the intended variable compared 
to the loading factor to other variables. Follow-
ing are the result of the convergent validity test 
conducted on all indicators.

Table 2 shows that all indicators were va-
lid. It was performed by looking at the value of 
the loading factor that exists on each indicator 
of each variable. If the loading factor value achie-

Figure 2. Outer Model Structural Equation Modelling
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ved is the highest value on a predetermined va-
riable compared to the loading factor on other 
variables, then the indicator is declared valid. 
For example, in the reference to others indicator 
on the customer loyalty variable, it showed that 
the value (0.8414) was higher compared to the 
value in the variable price (0.4994), to variab-
le promotion (0.5166), to variable e-servqual 
(0.5648), and customer satisfaction (0.5905).

In addition to the validity test, the test 
was also performed to all variables in this study. 
The test was conducted by comparing the value 
of composite reliability and Cronbach’s alpha 
contained in each variable. The value that must 
be met to make all variables are declared to be 
reliable is > 0.7, either for composite reliability 
or Cronbach’s alpha.

Table 3. Testing Result of Reliability
 

Latent 
Variable

Composite 
Reliability

Cronbachs 
Alpha Conclusion

Price .8590 .7799 Reliable

Promotion .8764 .7911 Reliable
E-Service 
Quality .9007 .8679 Reliable

Customer
Satisfaction .9132 .8575 Reliable

Customer 
Loyalty .8934 .8411 Reliable

Table 3 shows that all variables used were 
reliable because the values met the requirement, 
all values of composite reliability were greater 
than 0.7, and all variables had value of Cronbach’s  
alpha were greater than 0.7. Thus, all indicators 
and variables, either for composite reliability and 
cronbach alpha, can be used for the testing of in-
ner model.

Testing Result of Structural Inner Model 
The inner model test was performed to 

find out the relationship between construct, 
significance value and R2 of the research model 
conducted. It was processed by taking into ac-
count the value of R2 in endogenous latent vari-
ables and t-value of each exogenous latent vari-
ables to the bootstrapping result of endogenous 
latent variables. Then, the next process was to 
see whether there was a significant and close re-
lationship between independent variables and 
dependent variables. The path diagram of inner 
model can be seen in following Figure 3.

Based on Figure 3, it can be seen the t-va-
lue of each exogenous latent variables to endoge-
nous latent variables. To conduct this test, two-
tail test with 5% error level was implemented. 
Thus, critical value that must be met in the hy-
pothesis test is 1.96 (Ghozali, 2011). If t-value 
is greater than critical value (1.96), then there is 
significant influence between exogenous latent 

Figure 3. Inner Model of Structural Equation Modelling
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variables to endogenous latent variables. The va-
lues result can be seen in Table 4. 

SEM Model 1
In this model, there are three indepen-

dent variables, namely price (X1), promotion 
(X2), e-service quality (X3) and one dependent 
variable, customer satisfaction (Y). The equa-
tion model of first sub-structure can be seen in 
the following Figure 4. For the equation of first 
model, the formula used is as follows: 

Y = 0.286 X1 + 0.065 X2 + 0.554 X3 + 0.351

Based on the Table 5, then it can be taken 
some objective information as follows: 

The contribution of price (X1) that has 
a direct influence on customer satisfaction (Y) 
was 0.2862 =  8.18%; The contribution of pro-
motion (X2) that has a direct influence on cus-
tomer satisfaction (Y) was 0.0652 = 0.42%; The 
contribution of e-service quality (X3) that has 
a direct influence on customer satisfaction (Y) 
was 0.5542 = 30.69%; The contribution of pri-
ce (X1), promotion (X2), and e-service quality 
(X3) that has a direct and simultenous influence 
on customer satisfaction (Y) was 0.649 = 64.9%; 
The rest of 35.1% was influenced by other fac-
tors that can not be explained in this study. 

SEM Model 2
In this model, there are five independent 

variables, namely price (X1), promotion (X2), e-

Table 4. The Result of t-value of Each Variables

Variable 
Relationship t-value Parameter 

Coefficient (R)
Critical 

Value Conclusion

Price – CS 6.158 .286 1.96 Hypothesis Accepted 
Promotion – CS 1.490 .065 1.96 Hypothesis Rejected 
E-Servqual – CS 12.448 .554 1.96 Hypothesis Accepted 
CS – CL 6.097 .472 1.96 Hypothesis Accepted 
Price – CL 2.086 .137 1.96 Hypothesis Accepted 
Promotion – CL 2.690 .178 1.96 Hypothesis Accepted 
E-Servqual – CL    .072 .005 1.96 Hypothesis Rejected 

Table 5. The Influence Between Variables of SEM Model 1

Variable Coefficient Influence Simultaneous 
InfluenceDirect Indirect Total

Price (X1 → Y) .286 .286 x .286 x 100% 
= 8.18% - 8.18% -

Promotion (X2 → Y) .065 .065 x .065 x 100% 
= 0.42% - .42% -

E-Servqual (X3 → Y) .554 .554 x .554 x 100% 
= 30.69% - 30.69% -

Error 1 .351 - - 35.10% -
Price (X1), Promotion 
(X2),and E-Servqual (X3) - - - - .649 = 64.9%

Figure 4. SEM Model 1
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Table 6. The Influence between Variables in Second SEM Model

Variable Coefficient Influence SimultaneousDirect Indirect Total

Price (X1 → Z) .137 .137 x .137 x 100% 
= 1.88% -

8.350%
-

Price (X1 → Y → Z) - .137 x .472 x 100% 
= 6.47% -

Promotion (X2 → Z) .178 .178 x .178 x 100% 
= 3.17% -

11.570%
-

Promotion (X2 → Y → Z) - .178 x .472 x 100% 
= 8.40% -

E-Servqual (X3 → Z) .005
.005 x .005 x 100% 

= .003% -
.023%

-

E-Servqual (X3 → Y → Z)
- .005 x .472 x 100% 

= .02% -

Customer 
Satisfaction (Y → Z) .472 .472 x .472 x 100% 

= 22.28% - 22.280% -

Error 1 .517 - - 51.700% -
Promotion (X1), 
Promotion(X2), E-Servqual 
(X3), and Customer 
Satisfaction (Y)

- - - - .483 = 48.3 %

service quality (X3), customer satisfaction (Y) 
and one dependent variable, customer loyalty 
(Z). The equation model of second model can 
be seen in the Figure 5.

For SEM Model 2, the formula used is as 
follows: 

Z = 0.137 X1 + 0.178 X2 + 0.005 X3 + 0.472 Y + 0.517

Based on the analysis calculation in Table 
6, it can be taken some objective information as 
follows: 

The contribution of price (X1) that has 
a direct influence on customer loyalty (Z) was 

0.1372 = 1.88%; the contribution of promotion 
(X2) that has a direct influence on customer lo-
yalty (Z) was 0.1782 = 3.17%; the contribution 
of e-service quality (X3) that has a direct in-

fluence on customer loyalty (Z) was 0.0052 = 
0.003%; the contribution of customer satisfac-
tion (Y) that has a direct influence on customer 
loyalty (Z) was 0.4722 = 22.28%; the contributi-
on of price (X1), promotion (X2), e-servqual 
(X3), and customer satisfaction (Y) that has a 
simultaneous and direct influence on customer 
loyalty (Z) was 0.483 = 48.3%; the rest of 51.7% 
was influenced by other factors that cannot be 
explained in this study. 

Figure 5. SEM Model 2
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The following is the summary of indi-
rect influences between independent variab-
les (X1, X2, X3, Y) and dependent variable (Z). 
The indirect influence of price (X1) on cus-
tomer loyalty through customer satisfaction 
(X1, Y, Z) was 6.47%. In addition, the indirect 
influence of promotion (X2) on customer lo-
yalty through customer satisfaction (X2, Y, Z) 
was 8.40%. Meanwhile, the indirect influence 
of e-service quality (X3) on customer loyalty 
through customer satisfaction (X3, Y, Z) was 
0.002%.

The Influence of Price on Customer Satisfac-
tion (H1)

The direct relationship between price and 
customer satisfaction was obtained is that H0 
was rejected, which means H1 was accepted. 
The t-value was 6.158, which was greater than 
the critical value (1.96); thus, it can be con-
cluded that the price variable influenced signi-
ficantly on customer satisfaction. The value of 
the coefficient parameter of price to customer 
satisfaction was 0.286, which means price has 
a positive influence on customer satisfaction 
that obtained about 0.286. The results of this 
study support a previous study (Althonayan et 
al., 2015), who stated that service pricing has a 
positive association with customer satisfaction.  
Besides, some studies also showed that the pri-
ce of a product has been considered as one of 
the important variables to satisfaction (Shin & 
Kin, 2008; Mohsin et al., 2012; Sharma & Pan-
ga, 2018).

The Influence of Promotion on Customer Sa-
tisfaction (H2)

The direct relationship between promo-
tion and customer satisfaction was obtained is 
that H0 was accepted, which means H2 was re-
jected. It was a result of the t-value was 1.490, 
which was lower than the critical value (1.96); 
thus, it can be concluded that promotion did 
not influence significantly on customer satisfac-
tion. The value of the coefficient parameter of 
promotion to customer satisfaction was 0.065, 
which means promotion has a positive influence 

on customer satisfaction, which obtained only 
0.065. The previous studies, which support this 
study result stated that promotion variable does 
not affect the customer satisfaction (Kaura et al., 
2015; Gulla et al., 2015; Rasmansyah, 2017).

The Influence of E-Service Quality on Custo-
mer Satisfaction (H3)

The direct relationship between e-service 
quality and customer satisfaction was obtained 
is that H0 was rejected, which means H3 was 
accepted. It was as a result of the t-value was 
12.448, which was higher than critical value 
(1.96); thus, it can be concluded that e-service 
quality influenced significantly on the customer 
satisfaction. The value of the coefficient parame-
ter of e-service quality to customer satisfaction 
was 0.554, which means e-service quality has 
a positive influence on customer satisfaction, 
which obtained about 0.554. This finding is con-
sistent with the results of previous studies which 
stated that service quality is a very important va-
riable and its role cannot be ignored in retaining 
customers by increasing the level of satisfacti-
on (Chen, & Chuang, 2008; Elder & Krishna, 
2011; Sharma & Panga, 2018).

The Influence of Customer Satisfaction on 
Customer Loyaty (H4)

The direct relationship between cus-
tomer satisfaction and customer loyalty was 
obtained is that H0 was rejected, which me-
ans H4 was accepted. It was as a result of the 
t-value was 6.097, which was higher than the 
critical value (1.96); thus, it can be concluded 
that customer satisfaction influenced signi-
ficantly on customer loyalty. The value of the 
coefficient parameter of customer satisfaction 
to customer loyalty was 0.472, which means 
customer satisfaction has a positive influen-
ce on customer loyalty, which obtained about 
0.472. The result is supported as previous stu-
dies revealed that customer satisfaction turns 
out to be affecting customer loyalty, that satis-
faction is an important step in forming loyalty 
(Akbar & Parvez, 2009; Kassim & Asiah, 2010; 
Van-Vuuren et al., 2012; Rimawan et al., 2017).
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The Influence of Price on Customer Loyalty 
(H5)

The direct relationship between price and 
customer loyalty was obtained that H0 was re-
jected, which means H5 was accepted.  It was as a 
result of the t-value was 2.086, which was higher 
than the critical value (1.96); thus, price influen-
ced significantly on customer loyalty. The value of 
the coefficient parameter of customer satisfaction 
to customer loyalty was 0.137, which means pri-
ce has a positive influence on customer loyalty, 
which obtained about 0.137. These results are 
equivalent to previous studies conducted by Khan 
& Hameed (2017), that price has shown a domi-
nant relationship between customer satisfaction 
and loyalty. The relationship between price and 
loyalty receives great considerable attention too 
(Ferreira & Coelho, 2015) it is clearly stated that 
switching behavior factors, can influence the cus-
tomer to keep using a product.

The Influence of Promotion on Customer 
Loyalty (H6)

The direct relationship between promoti-
on and customer loyalty was obtained is that H0 
was rejected, which means H6 was accepted. It 
was as a result of the t-value was 2.690, which 
was higher than the critical value (1.96); thus,  
promotion influenced significantly on customer 
loyalty. The value of the coefficient parameter 
of promotion to customer loyalty was 0.178, 
which means promotion has a positive influence 
on customer loyalty that obtained about 0.178. 
Based on a study (Ameur et al., 2015), showed 
that sales promotion plays an important role 
in customer loyalty. Moreover, there is also a 
strong and positive influence of promotion on 
customer loyalty (Zeithaml et al., 1985; Owo-
moyela et al., 2013).

The Influence of E-Service Quality to Cus-
tom er Loyaty (H7)

The direct relationship between e-service 
quality and customer loyalty was obtained is 
that H0 was accepted, which means H7 was re-
jected. It was as a result of the t-value was 0.072, 
which was lower than the critical value (1.96); 

thus, e-service quality did not influence signi-
ficantly on customer loyalty. The value of the 
coefficient parameter of e-service quality to cus-
tomer loyalty was 0.005, which means e-service 
quality has a positive influence on customer lo-
yalty, which obtained about 0.005. The previous 
studies that support this result are studies (Ras-
mansyah, 2017; Dewi et al., 2014) that state ser-
vice quality does not have a significant influence 
on customer loyalty.

CONLUSION AND RECOMMENDATION

Based on the study conducted to 400 
respondents, it can be concluded to answer all 
research questions proposed in problem identi-
fication in this study. The conclusions are, from 
the result of the study showed that the contri-
bution of the price (X1), promotion (X2), and 
e-service quality (X3), which have a simulta-
neous and direct influence on customer satisfac-
tion (Y). The minor influence caused by other 
factors that cannot be explained in this study. 
Meanwhile, from study results also showed that 
the contribution of the price (X1), promotion 
(X2), e-service quality (X3) and customer satis-
faction (Y), which have a simultaneous and di-
rect influence on customer loyalty (Z).  Another 
factor have slight influence however cannot be 
explained in this study.

This study has several limitations. First, this 
research analyzes the effect of price, promotion, 
and e-service quality on customer loyalty, either 
directly or through customer satisfaction as a me-
diator in online transportation services. Perhaps, 
there are some other variables, which can affect 
customer satisfaction and customer loyalty, the 
researchers strongly suggest that in future studies, 
these variables should be explored and analyzed. 
Second, this study was conducted in the online 
transportation services industry; therefore, the 
results and conclusion might not be generalizab-
le to other industries. Thus, it is strongly recom-
mended for the next study, this topic is also con-
ducted in other industries.

For the next researchers, it is expected to 
add another determinant variables, which in-
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fluence on customer switching behavior of onli-
ne transportation service. Besides, it is also sug-
gested to increase the sample size of the study to 
make the result more accurate. 

The suggestion for online transportation 
providers is to improve their e-service quality. 
As this study was found out that service quality 
has a high impact on customer satisfaction. But 
this factor does not enable yet to increase custo-
mer loyalty. Meanwhile, the pricing strategy has 
a high impact on loyalty. 

Lastly, based on the result of the study, we 
can conclude that people in Bandung are very 
sensitive to price change. They tend to switch 
from one provider to other providers if the ser-
vice price increases.
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