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Abstract

The current number of motor vehicles in Indonesia increased very rapidly and impacted the traffic jam.
Therefore, it was expected that with the increasing use of public transportation can reduce congestion
problems. Competition in the transportation industry is gotten competitive, so there is an innovation with
mobile applications. But to make consumers want to use online transportation applications, companies must
understand about consumer behavior. Measurement of behavioral intention is the best way to predict
consumer buying behavior in the future. In this study, we wanted to know the factors that affect the
behavioral intention of online transportation consumers in Surabaya. This research used causal quantitative
research method. Based on the results of research condueted on 240 respondents found that e-service quality,
trust and perceived value correlated significantly and positively to behavior intention. E-service quality 1s the

most influential factor in building behavior intention compared fo the other two factors.

Keywords: Online transportation; behavior intention; e-service quality; customer trust; perceived value.

1. Introduction

The development of motor vehicles in Indonesia
has mereased very rapidly in recent years. Increased
use of private motor vehicles will significantly
mnerease the number of motor vehicles on the road and
will impact traffic congestion. Several major cities in
Indonesia are experiencing severe traffic jams
Jakarta, Surabaya, Yogyakarta, and Semarang. So, it
was expected that with the increasing use of public
transportation can reduce congestion problems.

The increasing number of smartphone usage in
Indonesia, seen as an opportunity for the online retail
industry or better known as e-commerce, is racing to
start providing online-based shopping facilities for
consumers. Not only e-commerce development 1s
starting to increase, but nowadays it is popular mobile
commerce. Electronic transactions and communica-
tions are carried out using mobile devices such as
PDA and mobile phones using networks included in
mobile commerce (Siau & Shen, 2003). One form of
mobile commerce is mobile apps, where the appli-
cation downloaded from Play Store for android sys-
tem. App Store for10S.

Therefore, the transportation industry in Indone-
sia is starting to be interested in developing the online
transportation service through mobile apps in smart-
phones, which will make it easier for customers to
order. The use of online transportation services helps
customers cut the ordering process and also make it
easier for people to travel anytime and anywhere

connected to the google map to find out where drivers
are and to estimate time to the driver in real time. The
users of onlme transportation applications increase,
companies need to know consumer behavior that wall
encourage them to continue using onling transpor-
tation §Bplications as an alternative to public transpor-
tation. Measurement of behavioral intention is the best
way to predict consumer buying behavior in the
future (Patterson, 2004).

In the use of online transportation, applications are
very different from other public transportation such as
taxi, where there 1s no direct face to face with drivers
or service providers that allow consumers to be doubt
to use the online transportation applications. So the
concept of customer trust in online transactions 1s
necessary because it will be related to security and
transaction risk is likely to emerge as in some studies
on the adoption of e-banking (Alalwan, Dwivedi,
Rana, Lal, & Williams, 2015). By improving services
in mobile applications, companies should pay
attention to e-service quality on applications or web-
sites. According to Parasuraman and others (2005) the
quality of service on e-commerce or e-service quality
will measure the extent to which the website or
mobile application can facilitate consumers effec-
tively and efficiently in the process of purchasing and
delivering products and services. E-service quality
can shape consumer perceptions of a service and have
a positive impact on perceived value (Bauer, Falk, &
Hammerschmidt, 2006).
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In the development of mobile commerce that
oceurs foday some people do not have ligh trust
society or a high level of confidence i some online
shopping sites caused by many cases of deception
when consumers make online transactions. The
increase in customer trust influenced by the quality of
e-service quality (Siau & Shen, 2003). Research
conducted by Ponte and others (2015) said that the
greater the level of consumer confidence, so con-
sumers feel that the sacrifices they make are
comparable to the benefits they will get. Based on
some previous research it is known that e-service
quality and perceived value will influence behavior
intention, where the quality of service and perceived
value will lead to the stages of habits that will be done
by the customer (Bauer et al, 2006, Dagger &
Sweeney, 2007). If the consumer’s assessment 1s
positive for a product or service, then the consumer
will have the possibility to use the service in the
future. Every behavior in the future will be by the
experience previously felt by Cronin and others
(2000). A company must continue to inerease trust to
customers because it will lead to poffive behavior
intention on the customer. Because if a consumer
already trusts a product, then the consumer directly
has a positive view of the product, from the positive
view that the consumer will automatically buy and
recommend the product to others (Alalwan et al.,
2015)fhh this researchers will focus on seeing the
effect of e-service quality, customer trust, perceived
value, and behavioral intention on online transpor-
tation.

2. Literature Review
2.1 E-service quality

E-Service Quality is a service development that
was previously from the traditional way of becoming
an electronic service using media like the mtem)
According to Parasuraman and others (2005) e-
service quality is comprehended both from pre and
post website service perspectives. It can be under-
stood as the evaluation of the efficiency and
effectiveness of online shopping. purchasing, and
deliver products and services. Santos (2003) defines
e-service quality as overall customer evaluation and
judgments of excelfghce e-service delivery in the
virtual marketplace. Online customers always expect
the same or higher level of service quality than
traditional channel subscribers (Lee & Lin, 2005).
Some factors predict customer perceptions of the
quality of e-mail services. For example, Lee and Lin
(2005) identify key factors affecting customer percep-

tions of the quality of e-service services in online
shopping that 1s, the levelfgf user-friendliness, relia-
bility and security, ability and trust mechanisms pro-
vided by a website.

2.2 Customer Trust

Trust is the most important facf§ in online
transactions. The definition of trust according to
Pavlou (2003) is the belief that other party will behave
socially responsible manner, and by so doing, will
fulfill the trusting party's expectations without taking
advantage of its vulnerability. Trust is a matter of
concen m building relat@hships with customers in
the long run. This trust cannot simply be acknow-
ledged by other busmess partners, but must be built
from the beginning and can be proven. Gefen and
Straub (2003)define trust as the willingness to make
themselves sensitive to actions taken by people they
trust based on a sense of trust and responsibility.
(layer and others (1995) define trust is one's
willingness to be sensitive to the actions of others
based on the expectation that others will take certan
actions on people who trust them. regardless of their
ability to supervise and control them. When a
consumer trusts a company, they will make repeat
purchases and recommend to others.

2.3 Perceived Value

According to Kotler and Armstrong (2010)
percerved value customer or delivered value 1s the
difference between {1 customer value (total value
of a customer and fotal customer cost)". The total
customer value is a collection of benefits that con-
sumers expect from a particular product or service.
The total customer cost is a set of sacrifices that
consumers expect to happen in evaluating, obtaining,
and using the product or service. As relationship
marketing focuses on customer value, the cdipany's
ability to deliver superior value to customers is a very
important factor, in addition to superior value to
customers, used as a competitive strategy. The com-
pany owner must design a superior value proposition,
competitive, in order for sales tumover and continues
to increase and customer satisfaction 1s fulfilled (Chen
& Tsai, 2008). Perceived Value can be measured by
four dimensions of emotional value derived from
positive feelings or affective statements as a result of
using product or services, social value derived from
the ability of products to improve the concept of self-
social consumers, value of money is the utility
obtained from related products with short-term and
long-term cost reductions (Sweeney & Soutar, 2001).
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2.4 Behavioral Intention

Behavioral intention according to Zeithaml and
others (1996) can be seen as an mdicator that marks
the situation in which the consumer wants to remain a
customer or leave the company that has been serving
it. Behavior mtention divided nto two namely
favorable behavioral and unfavorable behavioral
intention. The favorable behavioral intention is a
positive and significant relationship between the
customer's perception of service quality and the
willingness of the customer to recommend a business
entity that serves it to others. Unfavorable behavioral
intention defines saying negative things to others,
domg less business with the company, and complain-
ing to outside organization (Zeithaml et al., 1996).

2.5 Research h}fa)lhcscs

In a study of the relationship between service
quality and customer perceived value i conventional
retail and online shopping, most empirical studies
show that service quaffiJ will have a positive impact
on perceived value (Brady, Robertson, & Cronin,
2001; Cronin et al., 2000). Am@g telecom industry
studies from Wang and others (2004) and Turel and
Serenko (2006) each investigated mobile services in
China and Canada and found that service quality
positively associated with the perceived value. In
research related to online retailers, e-service must
offer the perfect quality of electromc services, where
online retailers must be able to 1mprove technical
functionality in the ordering process, credit adminis-
tration, timely delivery of product delivery, secunty
and customer to get the right goods as ordered. It is
necessary because it will lead to the convenience of
customers, where the higher the perceived
convenience, the higher the value (Lien, Wen, & Wu,
2011). Therefore, our study proposes that:

HI: E-service quality is associated with perceived
value.

Trust when one party has a belief in the relia-
bility and integrity of the other. Park and others
(2012) argue that between service providers and
consumers must have a good relationship. Service
providers should strive to continue to improve the
flaws of their systems by improving the e-service
quality that will make consumers believe, and it will
bridge consumers to be encouraged to use the service.
The good service received will now be sustainable for
the future, so the quality of service has a positive
effect on trust. Research conducted Aydin and Ozer
(2005) shows the result that e-service quality mnflu-
ences customer trust. By providing reliable informa-

tion about the quality of its products, then the cus-
tomer trust will increase, and the amount of customer
trust will increase the loyalty to the online shopping
website. A high-quality site demonstrates the vendor's
ability and genuine interest in its customers, thereby
affecting consumer confidence in the company
(Zhou, Lu, & Wang, 2009). These arguments suggest
that e-service quality is likely to affect trust, which
leads to our second research hypothesis:

H2: E-service quality is associated with truist.

In the field of TT service provision, building trust
with clients or partners helps improve transaction
performance and reduces uncertainty in relationships
(Siau & Shen, 2003). Because the full exchange of
knowledge is essential in system development and
system maintenance, trust plays an important role in
enhancing mutual relationships, leading to continued
service relationships (Ratnasingham & Kumar, 2000).
According to research conducted by Kim and others
(2012)on e~commerce said that there 1s mfluence
between trust and perceived value. These findings
provide the theoretical basis for our third hypothesis:
H3: trustis associated with perceived value

Research conducted by Srivastava and Sharma
(2013) on the relationship between service quality on
the web and buybacks shows that if a consumer gets
high-quality service from a service provider, he or she
may become more loyal to the service provider. It is
also the same in research conducted by Choudhury
(2015) explams that service quality has a direct
positive and significant influence on behavioral
mntention. Therefore, our study proposes that:

H4: E-service quality is associated with behavior
intention

From the perspective of buy-back intention
online, the individual's willingness to build trust in
transactions they have eamed or created is a major
issue. Then trust has become a valuable means of
increasing customer value (Razak, Marimuthu, Omar,
& Mamat, 2014)

Some studies show that customer confidence
strongly affects the intention of buying back
customers. The higher level of trust that a customer
has on a website, the more likely the customer has the
intention to shop on the website. For experienced
customers or who have experienced it initially,
customer trust also has a direct impact on the
willingness of customers to enter the site online, view
goods and buy back online (Alalwan et al, 2015).
Thus, to see the effect of trust on behavior intention,
this study uses the fifth hypothesis or H5, namely:
H5: Trust is associated with behavior intention
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Based on research Wu and others (2014) says
that the significant relationship between e-shopping
value and repurchase intention means higher per-
ceived value perceived by consumers, the more likely
Efhsumers will buy or reuse products or services. In a
discussion of the relationship between perceived
value and behavior intention, many scientists consider
percetved value to have a directfffect on the intention
of repurchasing and WoM (Wang et al., 2004),
Cronin and others (2000) found in a study in several
industries  that assessed the perceived value
relationship with behavioral intention. The highlgEh
person perceived value of a product or service will
have a positive effect on behavioral intention.
According to Wu and others (2008) perceived value
in a product or service encourages consumers to be
loyal to the product or service, make repeat purchases
m a product or service, and share experiences about
the product. Therefore, our study proposes that:

H6: Perceived value is associated with behavior

intention

Figure 1. Conceptual Model with Hypotheses
3.  Methodology

This study uses a method of quantitative causal
research. In causal research will use an experimental
method that is by controlling independent variable
which will influence dependent variable on the
planned situation. Population in this study is the
consumer of online transportation in Surabaya. In this
study, the method used to take the sample is by using
non-probability sampling. In the technique of non-
probability sampling, there are several types in deter-
mining the sample, this research will use purposive
sampling. So that required screeming in the early
stages of the questionnaire. The number of respon-
dents obtained 240 respondents with purposive
sampling technique. The determination of the number
of samples in this study determined by the require-
ments by Hair and others (2010). Sample criteria from
the researcher that is respondent from Surabaya, age
above 17 years, using online transportation at least six
months ago.

Primary data in this study was taken using sur-
vey method that is through the spread of question-
naires to the consumers of online transportation in
Surabaya. Questionnaires in the study are closed
questions and given to the respondents directly. The
questionnaire structure consists of five parts. (1)
Profile of respondents; these questions include rese-
arch variables including gender, age. occupation, a
frequency of use of online transportation, monthly
income and expenses for transportation (2) e-service
quality: eight items covering seven dimensions
(Parasuraman et al., 2003). (3) trust: four items cover-
ing three dimensions (Mayer et al., 1995). (4) perceiv-
ed value: four items covering four dimensions
(Sweeney & Soutar, 2001). (5) Behavioral intention:
eight items covering five dimensions (Zeithaml et al.,
1996). Questionnaires using a S-point Likert scale
with the anchors of (1) ‘strongly disagree' to (5)
‘strongly agree. The questionnamre items for the
measurements n this study found in Appendix.

Data processing mn this research using SPSS and
Smart PLS. The techmque used to know the effect of
a free variable on the dependent variable between data
is Structural Equation Modeling (SEM) using Smart-
PLS program. SEM is one multivariate technique that
will show how to represent a series or series of causal
relationships in a path diagram.

Researchers distributed questionnaires to consu-
mers using online transportation in the Surabaya. The
questionnaires collected were 253, but after the
screening process, 240 questionnaires qualified.
Profile of respondents in this study seen in table 1.

Table 1. Profil of Respondents
Category Subcategory Freq. Yo
Gender Men 67 279
Women 173 721
Age 18-25 173 721
26-35 52 217
35-40 8 33
=40 7 29
Occupation ~ Employee 97 404
Student / Student 105 438
Housewife 4 1.7
enfrepreneur 28 117
Others 6 25
Frequency of 1-2 perday 30 125
Online One per month 78 325
Transportation 2 - 3 per weeks 110 458
Usage Eyery day 22 92
Expenses for
transportation per <IDR 500.000 154 642
month
IDR 500,001 - IDR 1.000.000 67 279
IDR 1.000.001 - IDR 1.500.000 16 67
=IDR 1.500.001 3 13
Monthly income < IDR 3.500.000 100 417

IDR 3.500.001 — IDR 6.000.000 78 325
IDR 6.000.001 - IDR8.500.000 42 175
= IDR 8.500.001 20 B3
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In table 1 ?15 known that the majority of female
respondents (72,1%) and age 18-25 years (72,1%).
The majority of the respondents are students (43.8%)
and employees (404%). The frequency of online
transportation usage to respondents 2-3 times per
week (43,8%) and income of most respondents under
Rp 3.500.000 (41.7%). There are 64,2 % of respon-
dents spend on transportation per month by less than
IDR 500.000.

4. Result
4.1 Measurement Model Evaluation

Before the hypothesis testing then tested the
validity and reliability. Validation measures include
convergent validity, diserimnant vahdity, and reliabi-
lity using composite reliability. Based on table 2 it can
be seen that the value of outer loading of each
indicator in all research variables is more than 0.5.

Table 2. Result Summary for Reflective Measurement
Models

Latent  items Load- Indicator Composite AVE Discrimi-
Variable ings Reliability Reliability nant
Validity
ESQU  esqu 1 0725 0525 0893 0510  Yes
esqu 2 0736 0416
esqu 3 0.704 0495
esqu 4 0696 0484
esqu 5 0.687 0471
esqu 6 0726 0527
esqu 7 0715 0511
esqu 8 0.720 0518
CTRU  ctm 1 0858 0736 0886 0662  Yes
ctu 2 0.869  0.755
e 3 0.794 0630
ctu 4 0726 0527
PVAL  pval 1 0849 0720 0874 0636  Yes
pval 2 0753 0.567
pval 3 0762  0.581
pval 4 0821 0674
BEIN  bem 1 0704 0495 0896 0519  Yes
bem 2 0766  0.386
bein 3 0730  0.532
bem 4 0758  0.574
bein 5 0.688 0473
bein 6 0.687 0472
bein 7 0.681  0.464
bein 8 0.744  0.554

model can be proven to measure the latent variables
that are targeted and not measure other latent
variables Hair &1 others (2010). Composite relia-
bility tests the reliability value of indicators on a
construct. A construct or variable is said to meet
composite reliability if it has EEBomposite reliability
value> 0.7 (Hair ef al., 2010). Based on the results of
table 3 it is known that the value of composite
reliability 1s more than 0.7 so 1t said that the mdicators
used reliably.

4.2 Discrimant vahidity

a
Measurement of disciminant validity using
Fornell - Larcker and cross-loadings criteria. Based on
table 3 it can be seen that each indicator that
composes each variable in this study has satistied
discriminant validity because it has a correlation of a
latent variable with indicator bigger than other
variable sizes, so latent variable can predict indicator

better than another variable.

Table 3. Discriminant Validity Assesment (Cross loading)

items _ESQU___CTRU__PVAL _ BEIN
esqu I 0725 0450 0568 0472
esqu2 073 0471 0556 0469
esqu3 0704 0448 0521 0484
esqud  0.69% 0514 0391 0538
esqus  0.687 0485 0509 0482
esqu 6 0726 0536 0514 0538
esqu 7 0715 0455 0471 0536
esqu8 0720 0612 0545 0563
oru 1 0548 0858 0510 0546
o2 0602 0.869 0583 0391
i3 0555 0.794 0543 0511
cu 4 0565 0.726 0454 0560
pval 1 0.592 0575 0849 059
pval 2 0526 0449 0753 0461
pval 3 0.575 0476 0762 0556
pval 4 0585 0546 0821 0563
bein 1 0611 0551 0602 0704
bein 2 0592 0535 0658 0766
bein 3 0527 0493 048 0730
bein 4 0542 0522 0499 0758
bein 5 0458 0445 0351 0688
bein 6 0478 0432 0428 0687
bein 7 0374 0402 0360 0681
bein 8 0478 049 0466 0.744

The highest outer loading value in the e-service
quality variable is esqu 2, while the customer trust
variable is ctru_2. Then pval_1 is the highest outer
loading value on the varable perceived value,
whereas bein_2 is the highest value in the behavioral
intention variable. If the resulting AVE value is
greater than 0.5, then the indicators in the developed

Table 4 shows that a latent variable shares more
variants with the underlying indicator than with other
latent variables, so the AVE value for each latent
variable must be higher than R-square with all other
latent vanables. Therefore, each indicator on each
variable in this study has fulfilled discriminant
validity.
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Table 4.. Discriminant validity (Fomell-Lacker criterion)

Table 5. Significance Testing Result of The Structural
Model Path Coefficients

BEIN CIRU  ESQU PVAL

BEIN 0,721 Structural Model Prediction

CTRU 0,680 0814 _ Assessment

ESQU 0,718 0704 0719 Latent Variable — g i

PVARE] 0684 0.645 0699 0,797 R? (03

Note. Diagonal elements (boldface) are the square root of CTRU 0.604 0.286

the variance shared between the constructs and their PVAL 0486 0.301

measurement (average varance extracted). Off-diagonal BEIN 0.549 0.326

elements are the cormrelations among constructs. Fomell- Structural Model Path Coefficients Significance Test

Lacker criterion for assessing diseriminant validi uires Path

diagonal values larger than o‘i%i'-diagmal ones. wred Coefficient tValues  p Values
ESQU = PVAL 5187 7491 0.000

43  Structural Model evaluation ESQU=CTRU 699" 17.156  0.000
CTRU=> PVAL 283" 4296 0.000

Figure 2 shows the PLSnath Model results from ESQU 9 BEIN 320" 5037 0.000
the relationship between e-service quality, trust. CTRU =» BEIN 273" 4379 0.000
perceived value, and behavior intention. EVAL= BEIN 274" 5.033 0.000

[ [ J[es [ = |

v 7
Sugt &“ 3#" [}y -
o\ S ,/#
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e 1
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Figure 2. PLS Path Model

The value of R-Square in table 5 shows that the
value of the customer trust variable is 0.488, meaning
that the percentage of data trust diversity that can be
explained by e-service quality is 48.8%, so it con-
cluded that e-service quality could affect 488 %
customer trust from online transportation consumers
in Surabaya.

The value of R-Square i the perceived value of
0.552 means that the percenta of data perceived
value that can be explained by e-service quality and
customer trust 1s 55.2%. so 1t can be concluded that e-
service quality and customer trust can influence
55.2% perceived value of online transportation con-
sumers in Surabaya. Then the value of 0.609 in table
2 shows the peffihtage of data diversity behavior
intention which can be explained e-service quality,
customer trust, and perceived value is 60.9%, so it can
be concluded that e-service quality, customer trust,
and perceived value can influence of 60.9% beha-
vioral intention of online transportation in Surabaya.

Note. The cross-validated redundancy measure Q2 1s
obtained from the blindfolding procedure with an omission
distance of seven: the t-values and p-values obtained from
the bootstrapping procedure (240 cases, 5,000 subsamples,
no sign changes, and 95% confidence interval two-tailed
test).

*p <10, #*p < .05, ¥**p < .01 (two-sided test).

According to Geisser (1974) and Stone (1974)
relevant predictions can be judged on the Q-square.
Where mn table 5 note that the value of Q-square has a
value above 0 means the structural model can predict
the topic described accurately. Next looking at the
Collinearity Assessment (table 6) shows that the
variance inflation factor (IF) is less than 5, whereby
there 1s no problem of multicollinearity in the data.

Table 6. Collinearity Assesment

BEIN CTRU _ESQU  PVAL
BEIN
CTRU 2133 1.954
ESQU 2,553 1,000 1,954
VAL 2234

Note. Values of variance inflation factor should not exceed
the value of 5.

4.4 Result of hypotheses testi

Research hypothesis can be accepted if the value
of ¢ value > t table at the error rate () 5% 1s 1.96.
Table 5 shows the ¢ value of e-service quality to
perceived value is 7,491 which is greater than 1.96, it
shows that e-service quality has a significant influence
on perceived value of online transportation consumers
in Surabava. The value of t value of 17.156 means
that the effect of e-service quality on customer trust is
significant in the consumer of online transportation in
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Surabaya. In hypothesis 3 the value of t-statistics of
the effect of e-service quality on behavioral intenti
1s 5.037 which 1s greater than 1.96, it shows that e-
service quality has a significant influence on the
behavioral intention of consumer of online transpor-
tation in Surabaya. In hypothesis 4, 7 value of 4.296
means that customer trust has a significant influence
on perceived value of online transportation in Sura-
baya.

The value of 7 value on hypothesis 5 is 4.379
which means that customer trust has a significant
influence on behavioral intention on the online
transportation in Surabaya. In the sixth hypothesis
test, the value of 7 value generated greater than 1.96 is
5.033, where perceived value has significant effect to
behavioralffjention on the online transportation in
Surabaya. Based on the results of table 5 it is known
that the six hypotheses in this study are accepted.

5. Discussion

5.1, Summary of Findings

This study was aimed to investigate the effect of
E-service Quality, Customer Trust, Perceived Value
dimensions on behavior mtention of Online Trans-
portation in Surabaya. This study discusses the factors
that mfluence the Behavior of Intention of the
consumer of online transportation in Indonesia by
using SEM. In this study found that 45.8% of con-
sumers use online transportation 2 to 3 times per week
and most respondents have ages 18 to 25 years
(72.1%). At this ime consumers with incomes under
Rp 3,500,000 often using online transportation may
reflect that online transportation is an alternative to
public transportation today and has become a public
need.

From this study, E-service Quality has obser-
vable effects on indicators of efficiency, fulfillment,
system availability, privacy, responsiveness, compen-
sation, and contact. E-service Quality influence
Perceived Value, with a statistical significance of
0.001, which corroborated with Park and others
(2012), and Aydin and Ozer (2005). From the results
of the research, the analysis showed that there 1s a
positive influence on the E-service Quality with
Percetved Value. It means that online transportation
consumers in Surabaya feel they have more benefits
or value than an online transportation service that has
good E-service Quality. The services provided by
online transport through the ordering process through
the application facilitate the consumer, as well as the
fast process, accurate ordering, and the responses
given fast from the online transportation.

The result of partial least squares analysis
concludes that there is a positive influence between
the E-service Quality to Customer Trust means that
higher quality of application-based electronics on
online transport, consumers will increasingly believe
in online transportation. The results are consistent
with research conducted by Park and others (2012)
which says that E-service Quality will affect Con-
sumer Trust. According to Aydin and Ozer (2005)
said that the good E-service Quality that the company
provides to customers would shape Customer Trust.

The higher level of trust by consumers, the value
created by consumers will be better for online trans-
portation. It is because Customer Trust has a signi-
ficant influence on Perceived Value, the results are by
the research Sudeshmukh and others (2002). Where
in this study note that the level of consumer confi-
dence in the ability of online transportation dnvers
was high, so that emotional value of consumers high.

This study found that the E-service Quality is a
consumer perception derived from personal expe-
nence. In the use of consumer online transportation
applications will assess the e-service quality of the
company, which will affect the behavioral intention as
in the results of this study. Furthermore, to establish
positive consumer Behavioral Intentions, this study
found that compamies should strive to build an
efficient and effective online transportation applica-
tion system, including enhanced responsiveness m
case of application problems.

Another factor to consider in building Beha-
vioral Intention is trust and, where the wvarnable
influences Behavioral Intention. It is by Alalwan and
others(2015) and Sirdeshmukh and others (2002)
research. In this research, it was known that Customer
Trust about driver capability 1s so good that consumer
will reuse of online transportation and will tell expe-
rience with others. The process for establishing beha-
vioral intentions such as repeat purchases, telling
experience in app use, and not complaining, compa-
nies must increase consumer confidence mn the
driver's ability to drive safely and comfortably.

The effect of Perceived Value on the Behavioral
Intention signifies that it supports the hypothesis and
by the research Wu and others (2014) and Cronin and
others (2000). When companies develop Behavioral
Intention, companies should pay attention to Per-
ceived Value such as emotional value, social value,

the value of money and performance value.

5.2. Managerial implication

Regarding the managerial implications, pracff§
tioners must create different strategies to enhance e-
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service quality, trust, and perceived value to increase
favorable behavioral mtention. Our results show that
to improve the level of e-service quality; online
transportation compamies should try to improve the
compensation system on applications. We suggest
that the company establish a system of recovery
where consumers will be compensated according to
perceived loss. In transportation online become a
means to have an application system that 1s not casy
to error. So, the company should try to build a good
service center, so that if there is an errofZin the system
company can overcome it. Customer trust is one of
the most important variables for building behavioral
intention. Companies can increase consumer trust by
informing consumers that drivers working in online
transportation have a safe and comfortable driving
abilty.

5.3. Limitations and Direction for Future Research

The following are some lmmtations of the
current study. First, this study considers the
measurement of service quality online, whereas the
concept of online transportation service provided can
be through oftline and online. Several, this study
focuses only on the behavioral mtention of online
transportation consumers m Indonesia. Therefore, the
generalized model outcomes will only be estabhished
if additional studies consider the proposed approach
to other industries and other countries. Also, about the
sample, it would be interesting if' further research
target for larger samples and making comparisons
with, thereby increasing the generalization of the
result.

6. Conclusion

In this research. it can be concluded that e-
service quality, customer trust, perceived value and
behavior intention are assoclated one another on
online transportation in Surabaya. For instance, e-
service quality has a significant effect on customer
trust; it means that the quality of online transportation
application will better influence consumer's trust
toward online fransportation. In this research also
known that customer trust has a significant influence
on perceived value and behavioral mtention. Then it
can also be concluded that the consumer expenence
will use the application of online transportation should
be good, so will increase consumer confidence in the
application of online transportation. At that time,
consumers will feel that the sacrifices given by the
benefits obtained and ultimately in the future, they
will make repeat purchases, recounting experience

using online transportation, will not complain and will
not move using other transportation. Based on the
results of this study, we note that consumer
confidence and e-service quality is still not optimal,
therefore an area that needs further improvement.
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E-Service Ouality (ESQU)

Source

esqu | I use the online transportation app easily.
esqu 2 I can order quickly through the online transport app
esqu 3 Accuracy of ordering on online transportation application
esqu 4 Online transportation applications rarely experience errors
esqu 5 An online transportation application can keep my data Parasuraman et al.,
— The online transportation application provides quick responses when the 2005)
’ appisin trouble
esqu 7 The existence of compensation provided by the online transportation
esqu 8 The online transportation application provides a 24-hour phone number
Customer Trust (C1RU)
ctru 1 I trust an online transportation driver can drive safely.
ctru 2 I trust an online transportation driver can drive comfortably
ot 3 I trust the online transportation drivers are happy to bring or put my (Mayeretal., 1995)
= items in the car
ctru 4 I trust the online fransportation drivers will return items that are left behind.

Perceived Value (PVAL)

I feel happy dunng the trip using online transportation because it 1s worth the sacnfice

pval 1 ;
- aiven
pval 2 I feel part of a modern community that can use the online transport app (Sweeney &
pval 3 Ifeel the cost is cheaper compared to other transportation. Soutar, 2001)
pval 4 I feel the performance of an online transportation driver matches what was paid.
Behavior Intention (BEIN)
bein 1 I'will tell you about the experience of using online transportation to others
ben 2 I will re-order the online transportation shortly
ben 3 I will still use the online transportation and do not move using other transportation.
bein 4 I am willing to pay more for the same service on online transport
ben 5 I will not make complaints about online transportation to anyone else
bein 6 I will not complain through online media. (Zeithaml et al.,
ben 7 I'will not complain to customer service 1996)
bein 8 I will not submit an email complaint to the online transportation
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