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ABSTRACT 

The purpose of this study is to determine the factors, if any, that influence promotion, price, and service quality 

on customer satisfaction with GrabBike in West Jakarta. Residents of West Jakarta who have previously used the 

Grab app, particularly the GrabBike online transportation service, constitute the demographic used in this study. 

In this study, 110 participants were surveyed. The questionnaire, created using Google Forms and distributed to 

respondents, served as the data collection method. This study employed the Smart-PLS analysis tool alongside 

Structural Equation Modeling (SEM). According to the study's findings, promotions do not have a significant 

impact on customer satisfaction. There is a positive and statistically significant relationship between customer 

satisfaction and both price and service quality. 
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INTRODUCTION 

Technological advancements in the digital era have brought significant transformations 

across various industries, particularly in transportation. People are now more mobile due to 

rapid globalization, making fast, convenient, and effective transportation increasingly 

important. App-based motorcycle taxis and taxis are two rapidly growing modes of 

transportation in Jakarta (Astiti et al., 2022). 

The rapid increase in internet usage has played a major role in the growth of digital 

transportation services. According to IndonesiaBaik.id (2024), internet users in Indonesia 

reached 215.63 million in 2023. This penetration has facilitated the widespread use of online 

transport platforms, enabling people to conveniently access services like GrabBike through 

smartphones and digital applications. 

Grab, as one of Indonesia's leading transportation providers, is known for its diverse 

services, including GrabBike. According to GoodStats data (2023), Grab controls 29.9% of the 

online motorcycle taxi market share, making it the second-largest service provider in Indonesia. 

Despite its significant market share, customer satisfaction remains a crucial concern for 

sustainable growth. However, this figure doesn't reflect customer satisfaction levels, 

particularly with GrabBike. 

The results of a preliminary survey distributed to 12 people by researchers showed that 

75% of GrabBike users expressed dissatisfaction with the Grab app. This prompted further 

investigation to determine the root causes of this dissatisfaction. Through a pre-survey 

involving 30 respondents, factors such as promotions, price, and service quality were identified 

as key elements influencing customer satisfaction. Twenty-nine respondents agreed that 

promotions influenced their customer satisfaction with GrabBike, while 28 and 26 respondents, 

respectively, stated that price and service quality also influenced their customer satisfaction 

with GrabBike. 

Previous research supports these findings. Antomi (2023) revealed that promotional 

strategies significantly influeìnceì customeìr satisfaction. Similarly, priceì significantly 

influeìnceìs consumeìr satisfaction with onlineì transportation (Arprabowo eìt al., 2021; Kang 

eìt al., 2023). Furtheìrmoreì, seìrviceì quality—including reìliability, reìsponsiveìneìss, and 

eìmpathy—has consisteìntly beìeìn ideìntifieìd as an important deìteìrminant of customeìr 

satisfaction in various transportation conteìxts (Nurmala eìt al., 2023); Sahda eìt al., 2023). 

Giveìn theì compeìtition among rideì-hailing seìrviceìs and theì importanceì of useìr 

satisfaction in reìtaining markeìt shareì, undeìrstsanding theì impact of theìseì factors is 

eìsseìntial. Whileì Grab has introduceìd seìveìral promotional programs and innovations, theìreì 

is still a gap in achieìving optimal customeìr satisfaction, eìspeìcially in Weìst Jakarta wheìreì 

this study is focuseìd. 

Theìreìforeì, this study aims to eìvaluateì and analyzeì theì influeìnceì of promotion, 

priceì, and seìrviceì quality on customeìr satisfaction with GrabBikeì in Weìst Jakarta. This 

reìseìarch not only contributeìs to theì liteìratureì on consumeìr beìhavior in digital seìrviceìs 

but also provideìs practical insights for companieìs aiming to improveì customeìr eìxpeìrieìnceì 

and brand loyalty. 
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LITERATURE REVIEW 

Markeìting Manageìmeìnt 

According to Kotleìr eìt al., (2022), markeìting manage ìmeìnt is theì art and scieìnceì of 

seìleìcting targeìt markeìts and achie ìving, reìtaining, and growing custome ìrs by creìating, 

deìliveìring, and communicating supe ìrior customeìr valueì. In otheìr words, markeìting 

manageìmeìnt is a dynamic and strateìgic proceìss that involve ìs a seìrieìs of planneìd and 

meìasurableì activitieìs to creìateì, communicateì, and deìliveìr valueì to targeìteìd customeìrs. 

Cosumeìr Beìhavior 

According to Kotle ìr & Armstrong (2018), consume ìr beìhavior is theì study of how 

individuals, groups, or organizations se ìleìct, purchaseì, or useì goods, seìrviceìs, ideìas, or 

eìxpeìrieìnceìs to satisfy ne ìeìds and deìsireìs. In otheìr words, consumeìr beìhavior is how 

individuals, groups, and organizations be ìhaveì in theì deìcision-making proceìss reìgarding goods, 

seìrviceìs, ideìas, or eìxpeìrieìnceìs. 

Customeìr Satisfaction 

According to Kotleìr & Armstrong (2018), custome ìr satisfaction is a pe ìrson's feìeìling of 

pleìasureì or disappointmeìnt arising from comparing a product's pe ìrceìiveìd peìrformanceì (or 

outcomeì) to theìir eìxpeìctations. In otheìr words, customeìr satisfaction is the ì feìeìling of pleìasureì 

or disappointmeìnt a custome ìr eìxpeìrieìnceìs with a product offeìreìd by a company, with the ì 

eìxpeìctation that theìir deìsireìs and neìeìds will beì meìt. 

Promotion 

According to Kotle ìr eìt al., (2022), promotion is an activity carrie ìd out by a company to 

inform, peìrsuadeì, and reìmind theì targeìt markeìt about its product or brand. According to 

Wulandari & Calista (2022), promotion is an e ìffort to peìrsuadeì peìopleì to acceìpt products, 

conceìpts, and ideìas. Meìanwhileì, Solihin (2020) stateìs that promotion is a se ìrieìs of teìchniqueìs 

useìd to achieìveì a product sale ìs targeìt at an affordableì cost, by providing adde ìd valueì to theì 

product or seìrviceì to consumeìrs. 

Priceì 

According to Kotleìr & Armstrong (2018), price ì is theì amount of mone ìy chargeìd for a 

product or seìrviceì. Meìanwhileì, according to Yeìny & Baskara (2022), priceì is any form of 

moneìy reìlateìd to theì costs incurre ìd by customeìrs to obtain, claim, or use ì a combination of 

goods or seìrviceìs. 

Seìrviceì Quality  

According to Kotleìr & Armstrong (2018), se ìrviceì quality is the ì totality of feìatureìs and 

characteìristics of a product or se ìrviceì that deìpeìnd on its ability to satisfy state ìd or implieìd 

neìeìds. Meìanwhileì, according to Tjiptono (2019), se ìrviceì quality is the ì eìffort to fulfill custome ìr 

neìeìds and deìsireìs and theì accuracy of deìliveìry to match customeìr/consumeìr eìxpeìctations. 
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Figure 1 Conceptual Framework 

 

 

METHOD 

Timeì and Placeì of Reìseìarch 

This reìseìarch beìgan in April 2024 to July 2025. This re ìseìarch was conducteìd in theì Weìst 

Jakarta areìa, beìcauseì according to Katadata Databoks (January 2025 article ì) it was reìporteìd 

that theì population of We ìst Jakarta City was re ìcordeìd at 2.58 million pe ìopleì in 2024. Wheìn 

compareìd with otheìr areìas in theì DKI Jakarta provinceì. 

Reìseìarch Deìsign 

This study eìmployeìd a quantitative ì approach, focusing on te ìsting theìorieìs by ideìntifying 

reìseìarch variableìs numeìrically and analyzing data using statistical proce ìdureìs. According to 

Sugiyono (2023), in quantitative ì reìseìarch, data analysis is conducte ìd afteìr all data from 

reìspondeìnts or otheìr sourceìs has beìeìn colleìcteìd. By using quantitative ì reìseìarch, theì colleìcteìd 

data is proceìsseìd into numbeìrs, which areì theìn analyzeìd using statistical me ìthods to deìteìrmineì 

wheìtheìr oneì or moreì indeìpeìndeìnt variableìs influeìnceì theì deìpeìndeìnt variableì. 

Meìasureìmeìnt Scaleì 

Theì meìasureìmeìnts in this study use ìd an ordinal scaleì conveìrteìd to an inte ìrval scaleì. 

Variableìs weìreì meìasureìd using a Likeìrt scaleì, which is useìd to asseìss theì attitudeìs, opinions, 

and peìrceìptions of individuals or groups re ìgarding social pheìnomeìna. According to Sugiyono 

(2023), theì Likeìrt scaleì has a gradation from a low of 1 (strongly disagre ìeì) to a high of 5 

(strongly agreìeì). 

Population and sampleì 

According to Sugiyono (2023), a population is a ge ìneìralizeìd areìa consisting of 

objeìcts/subjeìcts with ceìrtain quantitieìs and characteìristics deìteìrmineìd by theì reìseìarcheìr to beì 

studieìd and theìn conclusions drawn. In this study, the ì population useìd was theì peìopleì of Weìst 

Jakarta who have ì useìd or areì curreìntly using the ì Grab application, spe ìcifically the ì onlineì 

transportation seìrviceì GrabBikeì. 

A sampleì is a subseìt of theì population's size ì and characte ìristics (Sugiyono, 2023). This 

study eìmployeìd a non-probability sampling teìchniqueì with a purposiveì sampling meìthod. 

Beìcauseì theì population sizeì is unknown, theì sampleì sizeì useìd is 5-10 timeìs theì numbeìr of 

indicators (Hair e ìt al., 2020). In this study, the ìreì areì 22 indicators, so theì minimum sample ì sizeì 

is 5 timeìs theì numbeìr of indicators, which is 22 x 5 = 110 re ìspondeìnts. 
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Data Analysis Meìthod 

This study useìd SmartPLS veìrsion 3.0 for data analysis. According to Ghozali (2021), 

Partial Leìast Squareìs (PLS) is an analytical meìthod aimeìd at finding optimal pre ìdictiveì lineìar 

reìlationships in data. Partial Le ìast Squareìs (PLS) has two main stage ìs: Meìasureìmeìnt Modeìl 

Evaluation (Outeìr Modeìl) and Structural Mode ìl Evaluation (Inneìr Modeìl).  

RESULTS AND DISCUSSION 

Reìsults 

1. Outeìr Modeìl 

a. Conveìrgeìnt Validity 

 

Conveìrgeìnt validity is a me ìasureì of theì streìngth of theì positiveì correìlation beìtweìeìn 

conceìpt indicators, as stateìd by Ghozali (2021). If the ì factor loading value ì of an 

indicator is higheìr than 0.70, theì indicator is conside ìreìd valid. 

Tableì 1 Conveìrgeìnt Validity Te ìst Reìsults 

 

Variableì Indicator Outeìr Loading Deìscription 

Customeìr Satisfaction (Y) 

KP1 0.945 Valid 

KP2 0.796 Valid 

KP3 0.911 Valid 

KP4 0.949 Valid 

KP5 0.924 Valid 

Promotion (X1) 

PR1 0.958 Valid 

PR2 0.930 Valid 

PR3 0.910 Valid 

PR4 0.915 Valid 

PR5 0.936 Valid 

PR6 0.936 Valid 

Priceì (X2) 

HG1 0.902 Valid 

HG2 0.885 Valid 

HG3 0.831 Valid 

HG4 0.845 Valid 

HG5 0.902 Valid 

HG6 0.850 Valid 

Seìrviceì Quality (X3) 

KL1 0.927 Valid 

KL2 0.758 Valid 

KL3 0.916 Valid 

KL4 0.955 Valid 

KL5 0.735 Valid 

Theì reìsults of theì conveìrgeìnt validity te ìst show that all indicators have ì factor 

loading valueìs aboveì 0.70, which indicate ìs that theì data is autheìntic and meìeìts theì 

conveìrgeìnt validity crite ìria. 
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b. Discriminant Validity 

Discriminant validity te ìsting, nameìly reìfleìctiveì indicators, can be ì seìeìn in theì cross 

loading. If an indication has theì higheìst factor loading on theì targeìt construct re ìlativeì 

to otheìr constructs, the ìn theì indication is acceìptableì.  

Tableì 2 Discriminant Validity Te ìst Reìsults (Cross loadings) 

 Priceì Customeìr Satisfaction Seìrviceì Quality Promotion 

HG1 0.902 0.700 0.665 0.476 

HG2 0.885 0.685 0.601 0.520 

HG3 0.831 0.627 0.618 0.516 

HG4 0.845 0.564 0.649 0.507 

HG5 0.902 0.660 0.638 0.542 

HG6 0.850 0.584 0.589 0.494 

KL1 0.664 0.766 0.927 0.487 

KL2 0.560 0.564 0.758 0.364 

KL3 0.616 0.744 0.916 0.379 

KL4 0.705 0.777 0.955 0.489 

KL5 0.552 0.636 0.735 0.352 

KP1 0.781 0.945 0.794 0.491 

KP2 0.557 0.796 0.652 0.331 

KP3 0.601 0.911 0.734 0.441 

KP4 0.688 0.949 0.759 0.437 

KP5 0.685 0.924 0.745 0.473 

PR1 0.539 0.484 0.451 0.958 

PR2 0.509 0.410 0.416 0.930 

PR3 0.563 0.499 0.512 0.910 

PR4 0.538 0.413 0.425 0.915 

PR5 0.523 0.392 0.393 0.936 

PR6 0.585 0.476 0.481 0.936 

 

Baseìd on Tableì 2, eìach variableì deìmonstrateìs a high cross loading value ì, indicating 

that theì stateìmeìnts useìd areì moreì strongly associateìd with theìir reìspeìctiveì constructs 

compareìd to otheìr variableìs, thus supporting the ì validity of the ì indicators in 

distinguishing be ìtweìeìn diffeìreìnt constructs. 

According to Ghozali (2021), oneì way to asseìss discriminant validity is to look at 

theì AVE for eìach conceìpt and how weìll it correìlateìs with otheìr componeìnts in theì 

modeìl. To deìmonstrateì eìxceìlleìnt discriminant validity, e ìach conceìpt must haveì an 

AVE valueì higheìr than 0.50. Furtheìrmoreì, theì squareì root of theì AVE must beì greìateìr 

than theì correìlation beìtweìeìn constructs in the ì modeìl. 

Tableì 3 AVE Teìsting Reìsults 

Variableì Aveìrageì Varianceì Extracteìd (AVE) 

Priceì 0.756 
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Variableì Aveìrageì Varianceì Extracteìd (AVE) 

Customeìr Satisfaction 0.822 

Seìrviceì Quality 0.745 

Promotion 0.867 

Reìfeìrring to Tableì 5, theì reìsults indicateì that eìach variableì has an Aveìrageì 

Varianceì Extracteìd (AVE) valueì eìxceìeìding 0.5. This signifie ìs that all constructs fulfill 

theì reìquireìd threìshold for acceìptableì discriminant validity. 

Tableì 4 Discriminant Validity Te ìst Reìsults (Forneìll Lackeìr Criteìrium) 

 Priceì 
Customeìr 

Satisfaction 

Seìrviceì 

Quality 
Promotion 

Priceì 0.869    

Customeìr Satisfaction 0.736 0.907   

Seìrviceì Quality 0.720 0.815 0.863  

Promotion 0.585 0.483 0.483 0.931 

Baseìd on Tableì 4, theì correìlation beìtweìeìn modeìl constructs is lowe ìr than theì 

squareì root of theì AVE. Conseìqueìntly, theì calculateìd modeìl componeìnts also meìeìt theì 

discriminant validity crite ìria, as seìeìn in theì tableì. 

c. Compositeì Reìliability and Cronbach’s Alpha 

Theì purposeì of conducting Composite ì Reìliability and Cronbach's alpha te ìsting is 

to asseìss how reìliableì theì instrumeìnts useìd in a reìseìarch modeìl areì. Wheìn theì valueìs 

of both Composite ì Reìliability and Cronbach's alpha for all lateìnt variable ìs reìach or 

eìxceìeìd 0.7, it indicate ìs that theì constructs posseìss a high leìveìl of reìliability, meìaning 

that theì queìstionnaireì applieìd in theì study is consideìreìd deìpeìndableì and yieìlds 

consisteìnt reìsults. 

Variableì Compositeì Reìliability Cronbach's Alpha 

Priceì 0.949 0.935 

Customeìr Satisfaction 0.958 0.945 

Seìrviceì Quality 0.935 0.911 

Promotion 0.975 0.969 

All lateìnt variableìs deìmonstrateìd satisfactory te ìst reìsults, with composite ì 

reìliability and Cronbach's alpha value ìs >0.70. Theìreìforeì, all lateìnt variableìs can beì 

consideìreìd reìliableì. In geìneìral, theì reìseìarch queìstionnaireì followeìd a standard format. 

2. Inneìr Modeìl 

a. R-Squareì 

Tableì 5 R-Squareì Teìst Reìsult 

 R-Squareì 

Customeìr Satisfaction 0.710 
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Baseìd on theì figureìs in Tableì 5, theì R-squareì valueì for customeìr satisfaction is 

0.710. This meìans that 71% of custome ìr satisfaction is influe ìnceìd by priceì, seìrviceì 

quality, and adveìrtising. Otheìr variableìs that influe ìnceì theì reìmaining 29% weìreì not 

includeìd in this study. 

b. Hypotheìsis Teìsting Reìsults 

Tableì 6 Hypotheìsis Teìsting Reìsults 

 
Original 

Sampleì 

Standard 

Deìviatio

n 

T 

Statistics 

P 

Valueì

s 

Deìscriptio

n 

Priceì -> Customeìr 

Satisfaction 
0.297 0.128 2.326 0.020 Acceìpteìd 

Seìrviceì Quality -> 

Customeìr Satisfaction 
0.589 0.110 5.347 0,000 Acceìpteìd 

Promotion -> Customeìr 

Satisfaction 
0.024 0.075 0.325 0.745 Unacceìpteìd 

 

Discussion 

1. Theì Effeìct of Promotion on GrabBike ì Customeìr Satisfaction 

Baseìd on theì reìsults of theì hypotheìsis teìst, promotions have ì no significant e ìffeìct on 

customeìr satisfaction. Promotions have ì a T-statistic of 0.325 < T-tableì at 5% alpha (1.96), 

and a P-valueì of 0.745 > 0.05. Furthe ìrmoreì, theì first sampleì valueì of 0.024 indicateìs a 

positiveì treìnd. Theìreìforeì, it can beì concludeìd that Hypotheìsis 1 in this study is re ìjeìcteìd 

beìcauseì promotions haveì no significant e ìffeìct on customeìr satisfaction. Base ìd on this, 

theìreì is no reìlationship be ìtweìeìn promotions and custome ìr satisfaction, as shown in the ì 

study conducteìd by Astiti eìt al., (2022). 

Theìreì is no correìlation beìtweìeìn promotions and custome ìr satisfaction. Promotions such 

as discounts, re ìbateìs, and promo codeìs areì ofteìn consideìreìd eìffeìctiveì ways to attract 

customeìrs and increìaseì reìveìnueì. Howeìveìr, theìreì areì moreì compleìx issueìs with theì claim 

that GrabBike ì promotions do not affe ìct customeìr satisfaction. This doe ìs not meìan that 

promotions areì without valueì; it simply me ìans that promotions cannot guaranteìeì customeìr 

satisfaction. 

2. Theì Effeìct of Priceì on GrabBikeì Customeìr Satisfaction 

A positiveì and statistically significant re ìlationship be ìtweìeìn priceì and customeìr 

satisfaction was found in the ì hypotheìsis teìst. With a 5% alpha le ìveìl of 1.96 and a t-statistic 

of 2.326, theì p-valueì for Priceì was 0.020, which is leìss than 0.05. Theìreì is strong eìvideìnceì 

from theì initial sampleì valueì of 0.297 that priceì significantly and positive ìly influeìnceìs 

customeìr satisfaction, thus confirming hypothe ìsis H2. This finding aligns with the ì findings 

of Siagan & Ve ìnny (2021), who showeìd that priceì significantly influe ìnceìs customeìr 

satisfaction in a positiveì manneìr. 

"Priceì has a positive ì and significant e ìffeìct on customeìr satisfaction," me ìaning that 

GrabBikeì's compeìtitiveìneìss and priceì suitability influe ìnceì customeìr satisfaction. 

Sihombing & Mardhiyah (2023) found that price ì changeìs significantly impact custome ìr 

satisfaction. Conse ìqueìntly, this eìffeìct is significant. 



 

BELACOSS: Business, Economics, Law, Communication and Social Sciences  
Volume 1 Number 5 | September 2025 

e-ISSN: 3089-9001 

__________________________________________________________________________________ 

 

https://journal.arepublisher.com/index.php/belacoss 582 
 

3. Theì Effeìct of Seìrviceì Quality on GrabBikeì Customeìr Satisfaction 

Theì reìsults of theì hypotheìsis teìst indicate ì that seìrviceì quality has a positive ì and 

significant e ìffeìct on customeìr satisfaction. Seìrviceì quality has a t-statistic of 5.347, which 

is higheìr than theì 5% alpha threìshold of 1.96, and a p-valueì of 0.000, which is loweìr than 

theì 0.05 significance ì leìveìl. Sinceì theì initial sample ì valueì is 0.589, H3 is acce ìpteìd, 

indicating that se ìrviceì quality has a positive ì and statistically significant e ìffeìct on custome ìr 

satisfaction. This aligns with the ì findings of a study by Re ìfiyanti (2021), which state ìd that 

seìrviceì quality has a positive ì and substantial eìffeìct on customeìr satisfaction. 

Seìrviceì quality has a positive ì and significant e ìffeìct on customeìr satisfaction, which is 

a keìy factor in de ìteìrmining customeìr satisfaction with GrabBike ì. Fast and safe ì driveìrs, 

transpareìnt pricing, an e ìasy-to-useì app, and eìffeìctiveì communication are ì theì four pillars 

that undeìrpin GrabBikeì's eìxceìptional custome ìr eìxpeìrieìnceì. Furtheìrmoreì, this increìaseìs 

customeìr loyalty and advocacy for GrabBike ì (Teìoh eìt al., 2023). 

 

CONCLUSION 

Oveìrall, it can be ì concludeìd that promotion doe ìs not significantly impact GrabBike ì 

customeìr satisfaction, while ì priceì and seìrviceì quality do. Giveìn theì poteìntial inaccuracy of 

someì claims, furthe ìr reìseìarch into this the ìsis is neìeìdeìd to seìrveì as a reìfeìreìnceì for acadeìmics 

inteìreìsteìd in similar topics. In my opinion, as the ì author, theìreì areì still many proble ìms and 

limitations with this the ìory. Futureì reìseìarcheìrs should eìxploreì otheìr variableìs not includeìd in 

this study. 
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