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Abstract 
With the development of mobile Internet technology and big data, Indonesia's online taxi 
service has changed the way people travel by matching the needs of customers and 
drivers online through the Internet and big data, which has greatly improved the 
efficiency of customers' travel and reduced the idle rate of drivers, and has developed 
rapidly. However, the rapid development of online cabs in Indonesia has posed a huge 
challenge to traditional cruising cabs, and the "crazy" subsidies for taxi drivers have also 
pushed them into the limelight of regulation. "Cab drivers are boycotting online taxis, 
and there are cases of online taxis repeatedly deducting fares from customers. In 
addition, there is no shortage of complaints on the Indonesian network about the low 
quality of net car drivers, unreasonable fees, and lax qualification of platform drivers for 
special cars. Therefore, given these challenges, what factors have the greatest impact on 
customer loyalty and customer satisfaction of online taxi in Indonesia? How can 
Indonesian online taxis attract more customers and maintain customer loyalty? 
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1. Introduction 

1.1. Research Background 
The rapid development of modern Internet has caused great changes in Indonesia and 
accelerated the growth of many Internet-powered businesses. Internet-hailed vehicles have 
become an important player in the progress of social development, providing travel solutions 
to customers and alleviating traffic congestion in Indonesia. The entry of a large number of 
companies into the online car space has now stirred up fierce competition among online cars, 
and GO-CAR, one of the largest online car platforms in Indonesia, has had a huge impact on the 
lives of Indonesians who have abandoned the use of traditional transportation in the past in 
favor of the more convenient and efficient GO-CAR online cars. To date, the web-hailing app has 
been downloaded over 10 million times on the Google Store and Apple Store, demonstrating 
GO-CAR's competitive advantage, especially in the area of web-hailing services. 
One of the biggest problems in Indonesia is the substandard level of service for public means of 
travel. The level of safety, comfort and efficiency in Indonesia has been very low, especially for 
buses and public transportation. Serious traffic congestion in Indonesian cities has become 
inevitable, which is why low-income people are unhappy and unappreciative of the safety and 
comfort of public transportation in Indonesia. GO-CAR, founded in 2010 and based in Jakarta, 
Indonesia, has become one of the first unicorns in Indonesia. When GO-CAR was launched, it 
was just an app for Indonesian drivers. But over time, with the rapid growth of the Internet, GO-
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CAR has become an app that uses online transportation to provide and organize travel services 
and support the lives of Indonesians. 

2. Concept Definition 

2.1. The Concept of Online Transportation 
The Netflix service is an online cab service. The platform is very customer friendly and 
customers can easily hail or book a taxi online or find a driver online. Over the Internet is a new 
type of transportation service in the category of online taxi services. It is based on the network 
of cell phones and the Internet, which is very efficient and convenient when using cell phones. 
Therefore, this online taxi service platform is favored by many people because it meets the time 
requirements of Indonesian residents and makes it easier for passengers to find a cab. 

2.2. The Concept of Customer Loyalty 
Customer loyalty theory is a way to measure customer attitudes toward buying a company's 
products or using its services. The concept of customer loyalty was first introduced by Kuhn 
and it enables people to buy products and goods repeatedly. Customer loyalty itself is one of 
the most important indicators for a company and is a key factor in increasing customer market 
share. Studies have shown that customers are satisfied when they tell three to five people about 
their pleasant buying experience. On the other hand, dissatisfied customers will quickly tell 
eight to ten other people about their unsuccessful purchase experience. 
According to Pareto's 80/20 rule, 80% of a company's profit comes from 20% of its customers. 
Of that 20%, some of them are repeat customers of the company. In the highly competitive 
online delivery service market, finding and attracting repeat customers is critical to increasing 
market share. In the early stages of development, a company should use and rely on Internet 
technology to attract new customers. In the long run, this should increase customer loyalty. We 
will invest in the Internet and continue to use the online car platform to optimize the GO-CAR 
customer experience. Therefore, maintaining and improving customer loyalty is a key factor in 
developing an online car platform. By customer loyalty in this paper, we mean GO-CAR 
customer loyalty, i.e., loyalty to the GO-CAR online car platform user base. 

3. Research Hypothesis and Model 

3.1. Technology Acceptance Model 
In 1989, Davis proposed the Technology Acceptance Model (TAM), based on the Theory of 
Rational Behavior, to explain consumer behavior, which is mainly used to explore user attitudes 
and behavioral problems. It pointed out that user behavior is determined by behavioral 
intention, which in turn depends on user attitude. The user's attitude is influenced by perceived 
usefulness and perceived ease of use, where perceived ease of use refers to how easy it is for 
the user to use the online car to travel, and perceived usefulness refers to how much the user 
uses the online car to improve their travel efficiency. As shown in Figure 1. 
 

 
Figure 1. Technology Acceptance Model 
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3.2. Research Hypothesis 
Based on the conceptual model of the influencing factors of GO-CAR customer satisfaction 
proposed above, the relationship between each dimension is further analyzed, and the research 
hypothesis of this paper is proposed according to the mature research theories of previous 
authors. 
H1: Ease of use has a significant positive effect on customer satisfaction. 
H2: Reasonableness of price has a significant positive effect on customer satisfaction. 
H3: Safety has a significant positive effect on customer satisfaction. 
H4: Customer trust has a significant positive impact on customer satisfaction. 
H5: Customer satisfaction has a significant positive impact on customer loyalty. 

3.3. Conceptual Model 
In this chapter, when constructing the model, we refer to the relevant theoretical basis, while 
retaining the original (European Customer Satisfaction Index, ECSI), (Technology Acceptance 
Model, TAM) model, ease of use, price reasonableness, safety, customer trust, and customer 
satisfaction, are used to explore the Indonesian The study of factors influencing customer 
loyalty of online taxi platform in Indonesia. The model of customer satisfaction and customer 
loyalty of Indonesia online taxi platform constructed in this paper is as follows. 
 

 
Figure 2. Conceptual Model 

4. Data Analysis and Hypothesis Testing  

4.1. Reliability Test 
The results of the calculations are shown in Table 1, where all variables Cronbach's α take 
values in the range of (0.660-0.774) and are above 0.7 (with 𝛼 values of 0.666 for ease of use 
and 𝛼 values of 0.660 close to 0.7 for customer satisfaction), indicating that that the scale in this 
study has high reliability (Bagozzi & Yi, 1988; Premkumar & Roberts, 1999). 
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Table 1. Intrinsic quality of structural equation models 

Potential Variables Indicators Standard Loading CR AVE Cronbach's α 

Ease of Use 

X1.1 0.817 

0.818 0.600 0.666 X1.2 0.766 

X1.3 0.739 

Reasonableness of price 

X2.1 0.784 

0.847 0.649 0.729 X2.2 0.796 

X2.3 0.836 

Safety 

X3.1 0.766 

0.846 0.579 0.757 
X3.2 0.787 

X3.3 0.790 

X3.4 0.697 

Customer Trust 

X4.1 0.795 

0.869 0.689 0.774 X4.2 0.853 

X4.3 0.841 

Customer Satisfaction 

Y1.1 0.710 

0.815 0.597 0.660 Y1.2 0.833 

Y1.3 0.769 

Customer Loyalty 

Y2.1 0.808 

0.836 0.630 0.706 Y2.2 0.769 

Y2.3 0.804 

4.2. Validity Test 
Validity is an investigation of whether a scale can reasonably accurately measure the precise 
measure needed for academic research, thereby distinguishing whether an accurate measure 
reflects an accurate measurement goal. Construct validity is the predominant validity indicator 
value. Structural validity contains convergent validity and discriminant validity. When the AVE 
value is greater than 0.5, this indicates that the variance obtained for each factor can be 
expressed as 50% or more, indicating good convergent validity. This scientific study was 
conducted using SPSS to select factors with eigenvalues exceeding for factor acquisition. The 
loading indices of each factor are shown in Table 2. 
The authors used the criterion that the fully standardized correlation coefficient between the 
dimensions should be less than the square root of the AVE of each dimension involved itself to 
discriminate validity. The correlation coefficients between each factor and the square root of 
the AVE of each factor were calculated using SPSS as well as Warp-PLS 6.0, as shown in the table. 
The results show that the correlation coefficient between each factor and the other factors is 
less than the value of the square root of the AVE of that factor, and the discriminant validity is 
shown in Table 3. 
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Table 2. AVE 

Potential Variables Topic  Factor Loading AVE 

Ease of Use Q1 0.817 

0.600 Q2 0.766 

Q3 0.739 

Reasonableness of price Q1 0.784 

0.649 Q2 0.796 

Q3 0.836 

Safety Q1 0.766 

0.579 
Q2 0.787 

Q3 0.790 

Q4 0.697 

Customer Trust Q1 0.795 

0.689 Q2 0.853 

Q3 0.841 

Customer Satisfaction Q1 0.710 

0.597 Q2 0.833 

Q3 0.769 

 
Table 3. Square root of AVE and factor correlation coefficient 

Factor Correlation coefficient between factors 

Ease of 
Use 

Reasonableness 
of price 

Safety Customer 
Trust 

Customer 
Satisfaction 

Customer 
Loyalty 

Ease of Use (0.775)      

Reasonableness 
of price 

0.589 (0.806)      

Safety 0.556 0.789 (0.761)    

Customer Trust 0.539 0.656 0.652 (0.830)   

Customer 
Satisfaction 

0.492 0.659 0.652 0.637 (0.772)  

Customer Loyalty 0.506 0.664 0.630 0.543 0.636 (0.794) 

4.3. Model Goodness of Fit Test 
For the structural model the decision is mainly made by judging the goodness of fit of the model. 
The usual criteria for good model fit are: the average path coefficient (APC) and the average 
variance explained volume (ARS), and it is generally believed that the p-value of this should be 
less than 0.05, indicating a good fit of the structural model. In addition, the average variance 
inflation factor (AVIF) is also used as one of the indicators of the degree of structural model fit. 
The value of the average variance inflation factor (AVIF) should be less than 5, and less than 3.3 
is better. In this study, the results of structural model fitting, APC = 0.184, ARS = 0.555, with p-
value less than 0.05, and AVIF = 4.965 indicate that the structural model fits well. The model 
fitting test results of this paper are shown in Table 4. 
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Table 4. Model goodness of fit 
Fitting index Display value Reference value 

Average Path Coefficient(APC) 0.184 < 0.05 

Average R-squared(ARS) 0.555 < 0.05 

Average block VIF(AVIF) 4.965 AVIF < 5 

4.4. Path Factor Estimation 
Basically, the structural equation model constructed above was fitted using Warp-PLS software 
to the data of the 209 valid questionnaires returned, and the fitted path coefficients between 
the factors are shown in Table 5. When the path coefficient is negative, it means the relationship 
is negative, and when the path coefficient is positive, it means the relationship is politically 
correlated, and the larger the absolute value of the path coefficient, the stronger the causal 
relationship between the two factors. 
 

Table 5. Path coefficient estimation results 
Interfactor path  Standardized 

path coefficient 
Standard error P-Value 

Ease of Use > Customer Satisfaction -0.003 0.062 0.479 

Reasonableness of price > Customer 
Satisfaction 

0.166 0.060 <0.01 

Safety > Customer Satisfaction 0.259 0.059 <0.001 

Customer Trust > Customer Satisfaction 0.368 0.058 <0.001 

Customer Satisfaction > Customer Loyalty 0.392 0.058 <0.001 

 

According to the above graph, price reasonableness, safety, customer trust, and customer 
satisfaction are positively related to customer loyalty. The hypotheses presented in the 
previous section will be discussed in turn: 
The path coefficient between ease of use and customer satisfaction is -0.003. This indicates that 
there is no positive relationship between ease of use and customer satisfaction. Therefore, the 
research hypothesis H1 proposed in this paper is not valid. 
Price reasonableness has a significant positive influence on customer satisfaction, and the path 
coefficient between price reasonableness and customer satisfaction is 0.166. This indicates that 
price reasonableness has a significant positive influence on customer satisfaction. The lower 
the price reasonableness of the online taxi platform, the more satisfied the customers will be. 
Therefore, the research hypothesis H2 proposed in this paper holds. 
Safety has a significant positive effect on customer satisfaction, and the path coefficient 
between safety and customer satisfaction is 0.259. This indicates that safety has a significant 
positive effect on customer satisfaction. Customers will feel that the safer the safety of 
Indonesia's online taxi platform, the more satisfied customers will be. Therefore, the research 
hypothesis H3 proposed in this paper holds. 
Customer trust has a significant positive influence on customer satisfaction, and the path 
coefficient between customer trust and customer satisfaction is 0.368. It indicates that 
customer trust has a significant positive influence on customer satisfaction, and the higher the 
customer trust in the online taxi platform, the higher the customer satisfaction will be. 
Therefore, the research hypothesis H4 proposed in this paper holds. 
Customer satisfaction has a significant positive effect on customer loyalty, and the path 
coefficient between customer satisfaction and customer loyalty is 0.392. It indicates that 
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customer satisfaction has a significant positive effect on customer loyalty. The higher the 
customer satisfaction of taking Indonesian online taxi, the higher the customer loyalty. 
Therefore, the research hypothesis H5 proposed in this paper is valid. 

5. Conclusion and Outlook 

5.1. Conclusion 
On the basis of the empirical method through structural equation modeling, the factors 
influencing customer satisfaction and customer loyalty of the online car platform in Indonesia 
are studied. The final out findings of the study are as follows. 
There is no positive relationship between ease of use and customer satisfaction. The results of 
the study presented GO-CAR ease of use, GO-CAR ease of use has no effect on customer 
satisfaction. 
Reasonableness of price has a significant effect on customer satisfaction and cheap or 
acceptable price reasonableness affects customer satisfaction. The cheap price of GO-CAR 
Indonesia is the big advantage of this type of online taxi platform. GO-CAR online taxi platform, 
first of all, is able to estimate the passenger car cost in advance based on the travel distance, 
which also provides a reference standard for passengers or customers and prevents the 
occurrence of driver cheating. 
Safety has a significant positive impact on customer satisfaction, and customers choosing the 
GO-CAR online taxi platform to hail a trip will give priority to passenger safety. In Indonesia, 
the safety of online taxi has been subjected to people's attention, mostly, there are a lot of 
negative news about safety issues in Indonesia online taxi platform companies, and people side 
of the lifestyle to pay attention to safety as the basis. Although, GO-CAR online taxi platform has 
upgraded safety features, GO-CAR company added audio and video recording, emergency 
contacts, night passenger rides, especially in Indonesia, the safety features such as one-touch 
alarm is not enough to ensure passenger safety. 
Customer trust has a significant positive impact on customer satisfaction, where trust has a 
better impact on customer satisfaction. In Indonesia, due to the symmetry of information, 
passengers cannot have safe information about driver qualification, driver driving skills, 
vehicle safety performance, etc. People know that there are large unknown risks in traveling, 
therefore, customer trust has an important role in such attraction and customers. 
Customer satisfaction has a significant positive effect on customer loyalty. The perceived GO-
CAR service quality and the customer trust generated by long-term use of the GO-CAR platform 
enhance customer satisfaction throughout the passenger experience from the time they place 
an order through the use of the GO-CAR online taxi platform to the end of the ride. 
The network externality of the GO-CAR platform is mainly manifested as follows: the increase 
in the supply of GO-CAR service broadens the coverage area of the network, which increases 
the success rate of customers in taking a taxi, and decreases the waiting time and price. The 
increase in demand for online taxi services helps to improve the matching between drivers and 
passengers, and the lower search cost of drivers makes the cost of rides lower again. 

5.2. Future Outlook 
First, expand the capacity of the sample. As the sample size of this paper is small, it may have 
some limitations. In the future research, we should expand the sample size to investigate the 
customer satisfaction and customer loyalty of Indonesian customers' online rides with different 
education, occupation and income levels in order to come up with more objective influencing 
factors, which can be segmented for Indonesian customers or rides, and provide Indonesian 
online rides platform for different marketing recommendations for all. 
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Second, increase the research variables. The research variables in this paper are based on the 
existing customer satisfaction model, combined with the theory on online taxi customers. The 
most important variables of customer satisfaction and customer loyalty of Indonesia online taxi 
platform, such as customer's habit, customer cost, and corporate brand, are selected without 
research, and new variables can be added continuously in the subsequent research to use their 
own model more perfect. At the same time, customer satisfaction and customer loyalty of 
Indonesian online taxi platform can be studied to improve the satisfaction of drivers and 
promote the balanced development of Indonesian online taxi platform industry. 
Third, the research method. This paper mainly adopts the research method of questionnaire, so 
it has certain limitations in the research, in the subsequent research, to communicate with the 
respondents, relevant researchers to develop a more reasonable and questionnaire, in the 
research method, can add the analysis of comparison, etc., but also a variety of methods to make 
their own model with objectivity. For example, to compare the expectations of customers of 
Indonesia's online taxi platform and the actual experience of customers of online taxi platform, 
and to find the real factors that influence customers to take Indonesia's online taxi platform. 
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