Printed ISSN: 2720-9938 e jsss.co.id

ay
, SOCIAL SCIENCE Electronic ISSN: 2721-5202

Analysis of the Influence of Perceptions of
Price, Service Quality, and Promotions on
Customer Satisfaction Users of Transportation
Services (Bluebird Taxi)

Muthia Chania Devy?, Herry Krisnandi2, Kumba Digdowiseiso®*
1.23* Faculty of Economics, Universitas Nasional, Indonesia
Email: lajiprasetyap97@gmail.com, 2hery_krisnandi@yahoo gf"
¥kumba.digdo@civitas.unas.ac.id

ABSTRACT

This research was conducted to analyze the influencg lity, and t0
perception to customer satisfaction of Bluebirg 0 sed for prig
perception include perception of quality, percg }e difference
reference price. Indicators used for servicggf ility, respongiffé

questionnaire. The anz
perception level a . Linear regression equation

to customer satisfactionis Y =

opment carried out by the Indonesian nation has brought
both in terms of infrastructure which plays an important role

for the Indonesian people have experienced rapid development.

Transportation is a means commonly used to transport goods or people from one
place to another. This tool is a basic need for every human being for various needs, for
example work or as business support. It is inevitable that transportation is the lifeblood
of every human being in this world. In this modern era, the need for transportation is
increasing. A lot of transportation is currently being rented out or created as employment
opportunities, such as public transportation. Even public transportation is now
increasingly modern. Online transportation is a type of transportation that has recently
made transportation easier for people in the world. Just imagine, we only need a gadget
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and an application, we can order comfortable and cheaper transportation. In fact, online
transportation is willing to pick us up at home without us having to heat up walking to
the main road and waiting for transportation. Really really pampered with this online
transportation. However, the success of online transportation in this world is not
necessarily free from problems. The problem that arises is more about the jealousy of
bluebird taxi transportation towards online transportation. This problem is becoming
stronger as more and more online transportation is mushrooming. The peak of this
problem occurred in March 2016, with people acting on behalf of the conventional
transportation association. Another problem that emerged was the implementation of
online transportation, which is much cheaper than conventional trangportation. This
makes Bluebird taxi transportation suspect that online transportatio Qmot pay taxes

is era is, th

M.
We cannot stop the development of thg . &1 e
r e}ay there D

transportation actually both have g#¥antages a
these two types of transportatig#’met and discli8sed how they co

b%ic fare, impl@¥ienting roaming

healthy manner. For examp e
areas, or if possible, mald*g all transpo ased to ay@i social jealousy. If
you only rely on dg arquy. nce, it wil#only increase existing
problems.

‘1.

ing incopa®(in millions)

4,760,928
4,147,807

#Se in operational income can be input for companies to
proving marketing strategies in terms of service quality to

consumer satisfaction in the taxi transportation service business sector. The taxi
transportation service provider chosen by the author as the research object is the Blue
Bird Taxi Company.

Price perception is the value contained in a price that is related to the benefits of
owning or using a product or service (Kotler and Armstrong 2008).

According to Freddy Rangkuti in Leonardo and Erwan (2012: 47), perceptions
regarding price are measured based on customer perceptions, namely by asking
customers what variables they think are most important in choosing a product.
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Service quality is a way to compare the perception of service received by customers
with the service actually expected by customers. If the service expected by customers is
greater than the service actually received by customers then it can be said that the
service is not of high quality, whereas if the service that is expected customer is lower
than the service actually received by the customer, so it can be said that the service
received is the same as the expected service, so the service is said to be satisfactory
(Sugihartono, 2009:14).

According to Hermawan (2012:38) the effect of promotion is "Promotion is one of
the priority components of marketing activities which informs consumers that the
company is launching a new product that tempts them to make purchasggs". Meanwhile,
according to Daryanto (2011:94), the definition of promotion is "PL@fioggn is the last

influenced by the consumer".
Every company lives off consumers, so the exig

Based on the backgroundgfié ly, the s .
the influence of price percg r sgtisfaction in € transportation

Probability Sa g, which means a sampling technique that gives each member of the
population the same opportunity to become a sample.
Validity test

According to Arikunto (2010:211) Validity is a measure that shows the levels of
validity or authenticity of an instrument. A valid or valid instrument has high validity. On
the other hand, an instrument that is less valid means it has low validity.
Reliability Test

Reliability is the degree of consistency of data within a certain time interval. The
reliability test is intended to determine whether the data collection tool basically shows
the level of accuracy, accuracy, stability or consistency of the tool in revealing certain
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symptoms from a group of individuals, even though it is carried out at different times.
Reliability tests are carried out on valid statement items, to determine the extent to
which the measurement results remain consistent when measuring the same symptoms
again.
Classical Assumption Testing
The classical assumption test is a test used to determine whether or not there is

residual normality, multicollinearity, autocorrelation and heteroscedasticity in the
regression model.
1. Normality test

According to Imam Ghozali (2011:160), the normality test aims to tesk whether in the

regression model, confounding or residual variables have a norma bution. If this

2. Multicollinearity Test
According to Ghozali (2012: 105), the multicollineari
regression model has a correlation between the 4
regression model should have no correlatiopgPetween in
Multicollinearity testing is seen from the VIF Ence InflatiofMsa
Tolerance measures selected independe

<10.
3. Heteroscedasticity Test
According to Ghozali

According t0 Ghozali (2012:98) the t-test difference test is used to test how far the
influence of the independent variables used in this research individually is in partially
explaining the dependent variable.
3. Coefficient of Determination (R2)
According to Ghozali (2012:97), the coefficient of determination test (R2) is used to
determine the extent of the model's ability to apply variations in the dependent
variable. The value of the determinant coefficient is between zero and one. A small
R2 value means that the ability of the independent variables to explain the dependent
variable is very limited. A value close to one means that the independent variable
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provides almost all the information needed to predict variations in the dependent
variable.

RESULTS AND DISCUSSION
Characteristics of Respondents The following are the characteristics of respondents
in this study, with a total of 100 respondents, namely:

Table 2. Respondent Characteristics

Characteristics Amount Percentage
Gender Man 55 55%
Woman 45
< 20 years 18
21-30 years old 49
Age
31-40 years old 24
> 40 years
High
school/equivalent
edLIJ_?:’:ion Academy/D3

results of thé
following results:

Midity test using the SPSS 17.0 for Windows program obtained the

Table 3. Instrument Validity Test
Price Perception (X1)
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r-Results r-Table Information
0.659 0.361 Valid
0.742 0.361 Valid
0.735 0.361 Valid
0.768 0.361 Valid
Service Quality (X2)
0.387 0.361 Valid
0.464 0.361 Valid
0.380 0.361 Valid
0.579 0.361 Valid
0.526 0.361 Valid
Promotion (X3)
0.534 0.361
0.422 0.361
0.379 0.361
0.353 0.361
0.501 0.361

Customer Satis

0.496
0.530
0.515
0.533

. Reliable
0.60 Reliable

0.60 Reliable
0.60 Reliable

ce: Processed by researchers

S&el on table 4@the Croanbach's alpha value of all instrument items is more than
0.60. So it &@p be cluded that all instrument or questionnaire items used are reliable
and suitable TeqSe to collect data.

Classical Assumption Testing
Normality test
The following are the test results Normality:

Table 5. Residual Normality Test
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One-Sample Kolmogorov-Smirnov Test
Unstandardized Residuals

N 100
Normal Mean .0000000
Parameters, b gtq, 1.28695329
Deviation
Most Extreme Absolute ,061
Differences Positive ,061
Negative -.044
Kolmogorov-Smirnov Z ,609
Asymp. Sig. (2-tailed) ,852

a. Test distribution is Normal.
b. Calculated from data.

) 4 N\ )

From the output above it can be seen that the significance value (Asym.Sig 2 tailed)
from the table above is 0,852 > 0.05.

Autocorrelation Test

The following are the test results Autocorrelation:

Table 6. Durbin-Watson test
Model Summary b

R Adjusted R  Std. Error of Durbin-
Model R  Square Square the Estimate Watson

1 .708a ,501 ,486 1,307 1,985
a. Predictors: (Constant), Promotion, Service Quality, Price Perception
b. Dependent Variable: Customer Satisfaction

research resu \v at the DW
.985, wm ere is no
Itico

The following are the test resultsMulticollinearity:

e is in the range of 1.5 to 2.5 with a value of
correlation problem.

Table 7. Multicollinearity Test
Coefficientsa
Collinearity Statistics

Model Tolerance VIF

1 (Constant)
Price Perception ,573 1,746
Service quality ,712 1,405
Promotion ,555 1,803

a. Dependent Variable: Customer Satisfaction
Source: Results of data processing with the SPSS version 17 program
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The results of the Variance Inflation Factor (VIF) test on the SPSS output result of
17.0 coefficient table, each independent variable has a VIF < 10, namely for the price
perception variable 1.746, the service quality variable 1.405 and for the promotion
variable 1.803 and it can be concluded that no multicollinearity occurs. Meanwhile, the
tolerance value is > 0.10, namely for the price perception variable 0.573, for service
quality 0.712 and for promotions 0.555. So it can be stated that the multiple linear
regression model does not have multicollinearity between the dependent variable and
other independent variables so it can be used in this research.

Heteroscedasticity Test
The following are the results of the Heteroscedasticity Test:

Table 8. Heteroscedasticity Tes

ession Studentized Residual
? 309

Regr

spread randomly, and
concluded that heter:
107).

Hypothesis

ANOVADb

Sum of Mean

Squares df Square F Sig.
Regression 164,871 3 54,957 32,176 ,000a
Residual 163,969 96 1,708
Total 328,840 99

a. Predictors: (Constant), Promotion, Service Quality, Price Perception
b. Dependent Variable: Customer Satisfaction

The calculated F value is 32,176 with a significance level of 0.000, because the
calculated F value of 32,176 is at a significance of <0.05,then HO in equation 1 is rejected
or there is a match between the model and the data. So it can be stated that the variables
of price perception, service quality and promotion directly have a real influence on
customer satisfaction, and are declared valid.
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CONCLUSION

The results of the research stated previously, it can be concluded that: (1) price
perception has a significant effect on customer satisfaction at BlueBird, (2) service quality
has a significant effect on customer satisfaction at Bluebird, and (3) promotions have a
significant effect on customer satisfaction at Bluebird. Based on the research results, it
can be seen that price perception has a significant influence on customer satisfaction
using Bluebird transportation services. This can be explained in research that distributes
questionnaires directly to Bluebird transportation service users. However, the company
must still be committed to maintaining price stability to suit the capabilities of BlueBird
customers, by not imposing any costs on its services in order to maigtain customer
satisfaction.

This article is a part of joint research and publication betweg conomics
and Business, Universitas Nasional, Jakarta and Faculty of B i
Social Development, Universiti Malaysia Terengganu.
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