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Abstract: With the rapid development of technology, then now began to emerge companies that take advantage of these technological
developments. One of them is the emergence of online business service providers of transportation. PT. GO-JEK Indonesia is a pioneer
company that initiated an online motorcycle taxi service in Indonesia. Currently, there have been other online motorcycle companies
that have actively activated. Thus, in order to continue to compete, PT. GO-JEK Indonesia should encourage customers to conduct
repeat purchase activities. This study aims to know factors that drive repurchase intention at PT. GO-JEK Indonesia. Quantitative
research with causal type of study is used in the research. The studied samples were processed by method namely convenience sampling
with total sampling of 400 respondents. Data collection method use questionnaire, were collected through google form accros nations,
and use SEM for data analysis techniques. The result conclusion shows that all categories fall into either category because it is in the
range between 68% to 84%. Partially, almost all hypotheses are quite significant. Will, for E-WOM hypothesis significant against
repeated intention rejected. Simultaneously, E-WOM variables, brand image, customer trust and customer satisfaction in this study
have a significant influence on the intention to buy back at PT. GO-JEK Indonesia is 59.3%, while the remaining 40.7% is owned by

other factors not examined in this research.
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1. Introduction

Currently, the development of technology is quite rapid and
the development of this technology is very closely related to
the internet. This can provide a change in social life in the
community, how to communicate a person as well as a
distinct opportunity for the business. In 2014 shows the
penetration of internet users in Indonesia by 34.9% and in
2016 increased, so it was in the position of 51.8%"".
According to Jamalul 1zza (APJII chairman), the increase is
due to the development of infrastructure and the ease of
getting a smartphone or handheld device!?.

By 2015 77% of Indonesia's population, equivalent to 196.7
million people, has mobile phones and 41.7% are smartphone
users. By looking at these conditions, now began emerging
companies that take advantage of the development of
communication technology, one of which is the emergence of
business providers of online transportation services®™. PT.
GO-JEK Indonesia is a pioneer company that initiated an
online motorcycle taxi service in Indonesia. Lately, there
have been other online motorcycle companies that have been
actively operating such as Grab, Uber, LadyJek, Syar'l Ojek,
Wheel Line, Teknojek, TransJek, and Bangjek. In this study,
this study only compares between GO-JEK, Uber and Grab
because the three online transport service companies are the
largest and most widely used®!.

In 2015, it was mentioned that GO-JEK is the most popular
application by the community of 65.9% of the respondents
spread, followed by Grab 37.15% and Uber 15.52%.
Competition between the three online motorcycle companies

is very tight, it can be seen how many drivers they have, the
setting of rates, how they provide services to customers, the
type of service they provide, and so on. These aspects are
very important for someone to buy back, but the
determination of tariffs is a very important point in the
competition between the three companies ojek online. This is
because, if GO-JEK raises its tariff, then consumers can
move using other online transport applications. In running the
online transport business, GO-JEK did not escape the
problems that came. Although GO-JEK is superior to Grab
and Uber. There are still customers who are less satisfied
with the services that GO-JEK provide. This can be a threat
to the GO-JEK company. In addition, lately, there is a
demonstration of a conventional motorcycle taxi.
Conventional motorcycle taxis are less agree with the
presence of ojek online. Currently, there are still some areas
where online motorcycle taxis can not enter the area. Thus,
this issue becomes one big question whether in the future
online motorcycle taxi service will remain as today or not. By
looking at the above phenomenon, in order to keep down the
use of GO-JEK applications, GO-JEK must know what
factors can affect repurchase intention.

2. Literature Review

a) E-wOM

E-WOM is one communication medium to share information
about a product or service, where the product or service has
been consumed. This communication through entering
customers who do not know each other and meet before!®,
There are four dimension of E-WOM: (1) intensity, (2)
positive valance, (3) negative valance, (4) content [\
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b) Brand Image

Brand as a name, sign, symbol, or design, or a combination
of them, itended to identify, the goods or services of one
seller or group of sellers and to differentiate them from those
of competitors®®. Brand image refers to the schematic
memory of a brand. It contains the target market’s
interpretation of the product’s attributes, benefits usage
situations, users, and manufacturer/marketer characterristics.
It is what people think of and fell when they hear or see a
brand namel®’.

c) Customer Trust

Trust is a psychological state which consists of the intention
to accept vulnerability, based on positive expectations of
intent or other behavior™!,

d) Customer Satisfaction

Satisfaction is a feeling of pleasure or disappointment that
emerged after comparing the perception of product
performance™. Satisfaction can also be said as a customer
evaluation of a product or service, whether this is in
accordance with the needs and expectations of the customer
itself*4,

e) Repurchase Intention

Repurchase intention is the intention to buy back a brand
from a product™. Where this happens because the consumer
has bought a product or service before.

3. Methodology

This research belongs to quantitative research, whereas based
on its purpose this research belongs to descriptive study with
emphasis on a causal relation. Sampling technique used in
this research is nonprobability sampling with convenience
sampling method. Respondents consisted of 400 customers of
PT. GO-JEK Indonesia who has been using GO-JEK
applications. Data analysis techniques use structural equation
modeling analysis with the help of SmartPLS 2.0.

3.1 Research Framework
Based on existing literature about purchase intention, this

framework is constructed to illustrate factors affecting
purchase intention:

E-WOM K
v '
Brand Image |\

Customer Trust |/
IF
_| Customer Satisfaction |/

[ H

Repurchase
Intention

Figure 1 : Research Framework

The hypothesis that will be tested is as follow:
H1 : There’s significant influence of E-WOM toward brand
image.

H2 : There’s significant influence of customer trust toward
customer satisfaction.

H3 : There’s significant influence of customer trust toward
E-WOM.

H4 : There’s significant influence of customer satisfaction
toward E-WOM.

H5 : There’s significant influence of E-WOM toward
repurchase intention.

H6 : There’s significant influence of brand image toward
repurchase intention.

H7 : There’s significant influence of customer trust toward
repurchase intention.

H8 : There’s significant influence of customer satisfaction
toward repurchase intention.

H9 : There’s significant influence of E-WOM, brand
image, customer trust and customer satisfaction
toward rerchase intention.

3.2 Data Collection

This research belongs to quantitative research, whereas based
on its purpose this research belongs to descriptive study with
emphasis on a causal relation. Sampling technique used in
this research is nonprobability sampling with convenience
sampling method. Respondents consisted of 400 customers of
PT. GO-JEK Indonesia who has been using GO-JEK
applications. Data analysis techniques use structural equation
modeling analysis with the help of SmartPLS 2.0.

Table 3.1: Demographic Characteristics of Respondent

Characteristic Frequency Percentage
Age
21 or under 109 27,25%
21-25 239 59,75%
26 -30 18 4,5%
31-35 7 1,75%
above 35 27 6,75%
Gender
Female 227 69,3%
Male 123 30,8%
Occupation
Student 23 5,75%
College 204 51%
Civil Servants 15 3,75%
Private Employees 100 25%
Entrepreneur 22 5,5%
Et al 36 9%
Frequently Used Services
GO-RIDE 262 65,5%
GO-CAR 28 7%
GO-FOOD 99 24,75%
GO-PULSA 2 0,5%
GO-MASSAGE 1 0,25%
GO-SEND 8 2%

4. Result and Discussions
4.1 Outer Model

Data analysis techiniques using Smart PLS 2.0 to test model.
Measurement model is necessary to determine validity and
reliability of this model. Validity test consists of convergent
validity and discriminant validity. Convergent Validity will
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be stated as valid if value of Loading Factors of each
indicators > 0.50 and Average Variance Extracted (AVE) >
0.50 for each construct. Discriminant Validity will be stated
as valid if value of cross loading in which the value with its
latent variable is bigger than value of other latent variable.

From table 4.3 below, all of indicators have loading factor
value > 0.50 and all of constructs have AVE >0.50, thus all
indicators of constructs are valid for convergen validity.
Also, all of cross loadings (the bold numbers) value is bigger
than value of other latent variable, thus the model is accepted
to fulfill requirements for discriminant validity.

Reliability measured by inferring to value of Composite
Reliability (CR) and Cronbach’s Alpha of each constructs. A
construct can be stated as reliable if CR > 0.70 or can be
accepted between 0.60-0.70 and Cronbach’s Alpha > 0.70.
The following table contains all reliability value of this
model:

Table 4.4 Reliability Model

Construct | Cronbachs Alpha| Composite Reliability] Description

E-WOM 0,923 0,938 Reliable
Bl 0,873 0,909 Reliable
CS 0,874 0,914 Reliable
CT 0,914 0,932 Reliable
RI 0,912 0,932 Reliable
WF 0.701 0.842 Reliable

All of constructs has Composite Reliability (CR) and
Cronbach’s Alpha Reliable. Thus it can be concluded this
model is reliable.

4.2 Inner Model

Inner model is well known as structural model test. Structural
test consists R® to see how much independent variables can

explain the dependent variable and Q? to predictive relevance
to estimates whether a model have predicting power or not.

Table 4.5: Inner Model Test
Laten Endogen Construct R?
RI 0.593

Q2
0.405

The value of Q? can be stated as good of predicted relevance
Q% 0. From following table, value of R® for Repurchase
Intention construct is 0.593 it means that all elements such as

E-WOM, brand image, customer trust, and customer
satisfaction can explain 59.3% of repurchase intention. The
rest of it, 40.7% is influenced by other factors. The result of
Q% is above value 0, it means that the model has predictive
relevance. From all indicators it can be concluded that this
model is acceptable.

4.3 Hypothesis Testing

In this research hypothesis are testing using two-tails method
with significance level of 5%. The requirement is accepted
when t-statistic > 1.96; p value 0.05 and rejected when t-
statistic <1.96; p value 0.05.

Table 4.6: Hypothesis Testing t

Hypothesis Path CoeF;af‘it:ient t statistic| Description
H1 E-WOM -> BI 0,533 6,780 | Accepted
H2 CT->CS 0,614 9,360 | Accepted
H3 CT -> E-WOM 0,296 2,544 | Accepted
H4 CS -> E-WOM 0,335 2,985 | Accepted
H5 E-WOM ->RI 0,133 1,489 | Rejected
H6 Bl ->RI 0,227 1,969 | Accepted
H7 CT ->RI 0,236 2,550 | Accepted
H8 CS->RI 0,316 3,009 | Accepted

The value of path coefficient indicates a positive or negative
influence of latent exogen constructs toward latent endogen
construct. From the hypothesis t tested, the results show that
only a few variables have significant influence. It is found
that E-WOM positive significant influences brand image,
thus H1 is accepted. H2 is accepted, customer trust positive
significance influences customer satisfaction. H3 is accepted,
customer trust positive significant influences E-WOM.
Customer satisfaction positive significant influences E-
WOM, thus H4 is accepted. H4 is rejected, because E-WOM
doesn’t have positive significant influences repurchase
intention. But, brand image (H5), customer trust (H6) and
customer satisfaction (H7) have positive significant
influences repurchase intention.

H8 is tested using this equation below, H8 accepted if Fesearch
> Fraple, Where Fepe = F (0,05 ; 4;395) = 2,395 and rEjECted if if

Fresearch < Ftable-

Fe R%/k
C(1-R)/(n—k-1)

o))

Table 4.3 Validity Model

Latent . Loadin Cross Loadin .
Variable Indicator Factorg EWOM Bl CT ! CS RI AVE Description

EWOM;, 0,844 0,844 0,422 | 0,421 0,388 0,388 Valid

EWOM, 0,826 0,826 0,423 | 0,361 0,414 0,378 Valid

EWOM;, 0,799 0,799 0,388 | 0,372 0,344 0,377 Valid

E-WOM EWOM, 0,860 0,860 0,458 | 0,431 0,432 0,463 0,685 Valid

EWOM;5 0,714 0,714 0,377 | 0,379 0,384 0,431 Valid

EWOMg4 0,877 0,877 0,505 | 0,488 0,518 0,524 Valid

EWOM;, 0,864 0,864 0,492 | 0,433 0,478 0,511 Valid

Bl 0,896 0,505 0,896 | 0,524 0,663 0,633 Valid

Brand Image Bl, 0,724 0,400 0,724 | 0,362 0,524 0,459 | 0,667 Valid

Bl; 0,839 0,494 0,839 | 0,513 0,637 0,547 Valid
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Bl, 0,756 0,361 0,756 | 0,448 0,583 0,519 Valid

Bls 0,854 0,400 0,854 | 0,468 0,619 0,553 Valid

CT, 0,854 0,467 0,500 | 0,854 0,523 0,548 Valid

CT, 0,708 0,333 0,315 | 0,708 0,318 0,355 Valid

Customer CT; 0,819 0,406 0,496 | 0,819 0,571 0,519 Val?d

Trust CT, 0,853 0,434 0,484 | 0,853 0,517 0,571 0,728 Valid

CTs 0,763 0,347 0,444 | 0,763 0,486 0,448 Valid

CTs 0,822 0,409 0,476 | 0,822 0,518 0,518 Valid

CT, 0,865 0,441 0,500 | 0,865 0,522 0,569 Valid

CS; 0,877 0,465 0,644 | 0,551 0,877 0,597 Valid

Customer CS, 0,901 0,453 0,702 | 0,552 0,901 0,663 0.662 Valid

Satisfaction CS; 0,786 0,411 0,609 | 0,426 0,786 0,542 ' Valid

CS, 0,844 0,431 0,580 | 0,557 0,844 0,578 Valid

Rl 0,799 0,440 0,521 | 0,530 0,556 0,799 Valid

RI, 0,825 0,441 0,566 | 0,573 0,605 0,825 Valid

Repurc_hase Rl5 0,866 0,507 0,592 | 0,536 0,629 0,866 0694 Valid

Intention RI, 0,823 0,389 0,561 | 0,469 0,584 0,823 ' Valid

Rls 0,895 0,509 0,581 | 0,542 0,587 0,895 Valid

Rlg 0,787 0,383 0,514 | 0,479 0,528 0,787 Valid
description : From all of the outer model test, inner model test, it is found
2 _ that this model is viable to be tested. The result from

R® =R Square . : . ) .

. hypothesis testing shows e-wom influences brand image with
K= number of variabel exogen a path coefficient of 53,3%. This finding is consistent with
n = number of sample previous research conducted by Jalilvand (2012)"% and
(400— 4 —1) 0,593 Cynthiyadewi & Jayammimi (2014)"%. They say word of
T T a(1_ose3y e mouth is a communication that plays a large enough role in
(2) influencing and shaping consumer attitudes and intentions of

From analysis result, it shows that Fesearcn 143,581 > Fiapie
2,395. Thus H8 is also accepted, E-WOM, brand image,
customer trust, and customer satisfaction positive significant
influences repurchase intention.

4.4 Discussion

From the result of respondent's characteristic, it can be seen
that the respondent based on age 21-25 year equal to 59,75%
which is having a job as a student (51%). While gender-
based on 69.3% female and 30.8% male, this indicates that
customers who often use the application of GO-JEK are
women, however, the target of PT. GO-JEK itself is not
limited to gender. Users of GO-JEK applications are also
scattered in various cities in Indonesia, but the most widely
used customers GO-JEK applications are in big cities with
the type of service used is GO-RIDE. Currently, GO-RIDE
has won the competition in Indonesia and has been actively
used by 10 million people every week™!. In addition, the
introduction of digital food features or GO-FOOD has
dominated 95% market share in Indonesia. This is in
accordance with the results of research on the characteristics
of respondents, which states that GO-FOOD service is the
most widely used service after GO-RIDE.

Based on the results of descriptive analysis, E-WOM
variable, brand image, customer trust, customer satisfaction
and repurchase intention at PT. GO-JEK Indonesia as a
whole is included in either category. Of the 29 statements of
respondents' answers to these variables, obtained an average
total score of between 68% to 84%. This shows that the
variables are at PT. GO-JEK Indonesia as a whole has been
good in the eyes of consumers or customers.

these consumers. In addition, word of mouth can change the
image that consumers form a company. With a strong and
positive brand image, it will benefit a company. This will be
the goods that will be the brand image of the company, then
they will not be aware of the product or service to others.

Customer trust influences customer satisfaction according to
Lin & Wang (2005)*" and Li (2016)" 8. This influences with
a path coefficient of 61,4%. Trust plays an important role in
encouraging customer satisfaction and buying interest.
Currently, the community has believed in the services
provided by GO-JEK, where the service is able to ease their
activities. In addition, customers also have believed that the
services provided are able to provide satisfaction to
customers.

Customer trust™® and customer satisfaction® also influence
E-WOM. With each path coefficient of 29,6% and 33,5%.
Consumers who have confidence in a company and feel
satisfied with the services or products offered will relatively
talk positively about the company and its products. This is in
line with descriptive analysis, which in the analysis states that
respondents feel confident and satisfied with the GO-JEK
application.

While for hypothesis testing of repurchase intention, E-
WOM has no effect on repurchase intention. However, brand
image, customer trust, and customer satisfaction have an
influence on repurchase intention. E-WOM doesn’t have
positive significant influences repurchase intention with a
path coefficient of 13,3%. This is because respondents are
still reading bad comments about the company. However, it
is not a barrier for customers to use the GO-JEK app. As long
as GO-JEK is able to provide convenience to its users in
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using and finding the products or services they are looking
for, customers will still come, so E-WOM does not
significantly affect repurchase intention in PT. GO-JEK
Indonesia.This finding doesn’t consistent with previous
research conducted by Jalilvand (2012)™,

According to Ebrahimi & Tootoonkavan (2014)?Y, brand
image and customer satisfaction are influenced repurchase
intention with each path coefficient of 22,7% and 31,6%.
Also, customer trust influences repurchase intention with a
path coefficient of 23,6%. This finding is consistent with
previous research conducted by Lee et al (2011)%2, Fang et
al (2011) Mosavi & Ghaedi (2012)?, Aren et al
(2013)"%] and then Amini & Akbari (2014)%°],

5. Recommendation

Based on the results of research conducted, it is known E-
WOM has no effect on the intention of buying back. This is
because respondents feel they are still reading bad comments
about GO-JEK. The bad comments happen because there are
still customers who feel unbelieving and satisfied with the
service they feel. It is appropriate with the results of data
processing respondents' answers, where the greatest influence
on customer confidence in customer satisfaction. The
influence of these variables is 61.4%. Thus, by increasing
trust in customers, GO-JEK will be able to increase even
greater customer satisfaction. In addition, by increasing
customer satisfaction, it can also increase the intention to buy
back. It is in accordance with the results of data processing of
respondents' answers, where the greatest influence that
encourages repurchase GO-JEK customer intention comes
from customer satisfaction variable of 31.6%.

One to improve customer satisfaction is by improving the
service that will be provided to customers. By increasing
customer satisfaction, GO-JEK will be able to increase even
more repurchase interest. Suppose that when the user is
having problems when using the application GO-JEK.
Customer service should be able to solve the problems felt by
the customer until the problem is over. Will, at this time the
condition of the customer is still difficult to convey his
complaints to the company so there are still customers who
are less satisfied. In addition, there is a need for training for
every GO-JEK driver. It turns out there are still customers
who feel less satisfied with the services provided by the
driver. As the driver brings his vehicle with ‘inconsiderate’,
unfavorable vehicle condition, drivers stay on while driving
(www.news.detik.com). Thus, there is a need for improved
policies for customer service and drivers. Because both
parties play a very important role, where they are full of
direct customers.
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