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Abstract

This study aims to analyze the relationship between service quality and price on online motorcycle taxi user loyalty way jepara, especially Go-
Star and cetar users. This research method uses quantitative research, which is a method to test certain theories by using how to examine the
relationship between variables, then measuring with research instruments by distributing questionnaires to Go-Star and cetar online
motorcycle taxi users. The questionnaire measures key variables such as service quality, price and user loyalty. The data collected is then
analyzed using appropriate statistical techniques.

The results of research that has been conducted by researchers can be concluded that the service quality variable (X1) is partially tested on
the loyalty of online motorcycle taxi users resulting in a t test significant value of 0.000 smaller than 0.05 (0.000 <0.05). The price variable
(X2) partially tested on the loyalty of online motorcycle taxi users resulted in a t test significant value of 0.004 smaller than 0.05 (0.004 < 0.05).
service quality and price variables are tested simultaneously on the loyalty of online motorcycle taxi service users the calculated F value is

greater than the F table value, namely F count 80.423> 3.09 and also a value and also a significant value of 0.000 < 0.05.

Keyword: service quality, price and user loyalty.

Introduction

Based on the APJJI survey (2024), current technological
developments, especially in the field of communications, are taking
place very rapidly. This rapid change makes interaction between
individuals easier and is accepted in various countries as an impact
of globalization, including Indonesia. The high rate of internet usage
in Indonesia reflects the public's desire to always keep up with the
times. This is especially seen in young people who are active in using
technology to communicate and interact.

Companies are now taking advantage of technological advances
to simplify transactions and improve the services they offer to
consumers, so that their needs and desires can be met. Seeing the
existing opportunities, online transportation is starting to experience
rapid development in big cities in Indonesia. In the context of ride-
hailing services, applications that connect drivers and consumers
enable operational efficiency and improved user experience. The
number of transportation users online in big cities in Indonesia
encourages people to create motorbike taxi services online in Way
Jepara sub-district, such as Go-Star and Print. This initiative reflects a
response to the increasing demand for transportation services.

Based on pre-research interviews with 10 motorcycle taxi
customers online in Way Jepara on February 20 2025, it was found
that customer loyalty is influenced by several factors. One of the main
factors is the intense competition, in which many service providers
like Go Star, Cetar, Om-Jek, Wjek, and others that offer alternative
choices. Apart from that, service quality is an important concern,
including the friendliness, speed and politeness of drivers in serving
customers. The price factor is also a determining factor, because of
the prices offered by various motorcycle taxis online in Way Jepara
are relatively similar so customers tend to choose based on other
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aspects. These findings show that customers often compare services
to get the best experience.

According to Adriani et al. (2024), consumer loyalty is a
consumer's commitment to persist in using a service or product
repeatedly and consistently in the future despite the influence of
conditions and potential marketing efforts that can result in changing
behavior. This loyalty shows that consumers have a high preference
for certain brands. Additionally, consumer loyalty reflects a long-
term relationship between consumers and brands. This can have a
positive impact on business continuity and company growth. Adriani
et al. (2024) states that consumer loyalty can be measured through
variables such as: (1) Repeated Service Use: frequency of product
use; (2) Use of Other Services in One Company: how often consumers
use products from other companies; and (3) Recommending
Products and Services to Others: number of recommendations given.

According to Adriani et al. (2024), service quality can be assessed
from how the company strives to meet the needs and desires of
consumers in order to achieve targets and meet consumer
expectations. Bakti et al. (2023) put forward five indicators of service
quality: (1) Reliability: the ability to provide appropriate and correct
services; (2) Tangibles: provision of adequate resources; (3)
Responsiveness: the desire to serve consumers quickly; (4)
Assurance: attention to ethics and morale in service; and (5)
Empathy: willingness to understand consumer wants and needs.
These indicators help in measuring and understanding customer
satisfaction, and can be used to improve the quality of services
provided.

According to Adriani et al. (2024), price is one of the benchmarks
for a product which has a subjective nature because price is based on
the economic and environmental conditions of various different
individuals. Prices can also be set to prevent competitor entry,
maintain customer loyalty, and support repeat sales. Kotler &
Armstrong (2024) explain four price indicators: (1) Price
Affordability: prices that consumers can afford; (2) Suitability of Price
to Product Quality: price must be in accordance with product quality
and quantity; (3) Price Competitiveness: price must be balanced with
quality to have good competitiveness; and (4) Price Compatibility
with Benefits: the benefits provided must be in accordance with the
price set. Understanding these indicators helps companies design
effective pricing strategies that meet consumer expectations.
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Understanding these indicators helps companies design effective
pricing strategies that meet consumer expectations.

Method

The population in this study consisted of all motorbike taxi
service users online, specifically Go-Star and Cetar, the number of
which is unknown. Determination of samples using techniques Non-
probalility  sampling, by method Incidental sampling.
Criteria Incidental sampling The respondents used are respondents
domiciled in Way Jepara, respondents are motorbike taxi service
users online especially go-star and cetar, Respondents are users who
have ordered services more than 3 times. If the population size (N) is
unknown, the Lemeshow formula will be used. Lemeshow formula
for determining sample size in an unknown population.

Based on the calculation above, the number of samples used was
96 people. In this research, researchers used primary data collection
methods and secondary data. Primary data sources were obtained
from questionnaires and interviews obtained directly during
research. Secondary data is data obtained from existing sources,
whether it comes from the object being studied or searching from
sources others such as standards, the internet, and scientific journals
that are appropriate to the problem being researched. Validity and
reliability tests were carried out for instrument testing. An
instrument is said to be valid if the R valuecount > Rtable. If Rcount >
Rtable, then the item is declared invalid, r table at a significance level
of 0.05 with a 2-sided test. A variable can be said to be reliable if the
Cronbach's alpha reliability coefficient is greater than 0.6. The
classical assumption tests used include normality tests,
multicollinearity tests, and heteroscedasticity tests. The data analysis
technique used in this research is multiple linear regression, with the
equation:

Y =a+ B1X1+B2X2

Source: (Sugiyono, 2018)

Information:

Y = User Loyalty

a = Constant

B1 = Regression coefficient

B2 = Regression coefficient

X1 = Service Quality

X2 = Price

To partially test the influence of the independent variable on the
dependent variable, the t-test is used with the assumption that other
variables are considered constant. In addition, the f-testis used to test
the simultaneous influence of the independent variable on the
dependent variable. The coefficient of determination is used to
determine the extent to which the independent variables, namely
Service Quality and price, influence the dependent variable, namely
User Loyalty. In this case, the coefficient of determination. used to
show the percentage of variation in the dependent variable that can
be explained by changes in the independent variable.

Results and Discussion

A total of 96 respondents filled out the questionnaire in this
study. The following are the characteristics of respondents which
reflect the condition of the respondents studied, including gender,
age, occupation and online motorcycle taxis used by each respondent
involved in this research.

Table 1 Respondent Characteristics
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were respondents aged 19 - 24 years, while 27.1% were respondents
aged 25 years and over. Based on type of work, 44.8% were students,
9.4% were respondents who worked as housewives, 14.6% were
respondents who worked as entrepreneurs, while 31.3% were
respondents who worked as other jobs. Based on online motorcycle
taxis, 50% of respondents are users Go-Star and 50%% are cetar user
respondents.
Table 2 Validity Test

Variabels Statement R R Table Descriptio
Count n
Quality X1P1 0,779 0,1689  Valid
Service (X1) “x1p2 0,847 0,1689  Valid
X1P3 0,785 0,1689  Valid
X1P4 0,756 0,1689  Valid
X1P5 0,61 0,1689  Valid
X1P6 0,818 0,1689  Valid
X1P7 0,799 0,1689  Valid
X1P8 0,855 0,1689  Valid
X1P9 0,621 0,1689  Valid
X1P10 0,81 0,1689  Valid
X1P11 0,368 0,1689  Valid
X1P12 0,658 0,1689  Valid
X1P13 0,787 0,1689  Valid
X1P14 0,338 0,1689  Valid
X1P15 0,712 0,1689  Valid
Price (X2) X2P1 0,788 0,1689  Valid
X2P2 0,884 0,1689  Valid
X2P3 0,83 0,1689  Valid
X2P4 0,834 0,1689  Valid
X2P5 0,87 0,1689  Valid
X2P6 0,892 0,1689  Valid
X2P7 0,879 0,1689  Valid
X2P8 0,893 0,1689  Valid
X2P9 0,771 0,1689  Valid
X2P10 0,893 0,1689  Valid
X2P11 0,38 0,1689  Valid
X2P12 0,85 0,1689  Valid
Loyality YP1 0,819 0,1689  Valid
User (Y) YP2 0,885 01689 Valid
YP3 0,912 0,1689  Valid
YP4 0,84 0,1689  Valid
YP5 0,817 0,1689  Valid
YP6 0,57 0,1689  Valid
YP7 0,913 0,1689  Valid
YP8 0,887 0,1689  Valid
YP9 0,38 0,1689  Valid

Based on table 2 of the validity test, it can be seen that there are
36 questionnaires that are declared valid because the calculated r is
greater than the r table.

Demographic Category Percentage Table 3 Reliability Test

Factors N Variable Reliabilitas Cronbac Descriptio

Gender Male 45,80% o Coefficient h Alpha n
Female 54,20% 1 Service Quality 15 Statement 0,946 Reliabel

A Less Than 18 Y, 9,40% () Lrerms

8¢ €SS 1han 16 rears 4070 2 Price (X2) 12 Statement 0,964 Reliabel

19 - 24 Years 63,50% [tems
More than 25 Years 27,10% 3 User Loyalty (Y) 9 Statement Items 0,943 Reliabel

Work Students 44,80% Based on Table 3 of the reliability test, it can be seen that the
Housewife 9,40% Cronbach's Alpha value is > 0.6 so it can be concluded that all
Entrepreneur 14,60% variables are said to be reliable or reliable.
Others 31,30% One-Sample Kolmogorov-Smirnov Normality Test

Onile Motorcycle  Go-Star 50% Unstandardized
Cetar 50% Residual

N 96
Based on Table 1, it can be seen that by gender respondents, Normal Mean 0
54.2% were female respondents and 45.8% were male respondents. Parametersa,b Std. Deviation 3,1696803

Based on age, 9.4% were respondents aged 1ess than 18 years, 63.5%
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Most Extreme Absolute 0,077 Table 8 Partial Test
Differences Positive 0,077 Coefficientsa
Negative -0,064 Model Unstandardize  Standardize t Sig.
Test Statistic 0,077 d Coefficients d
Asymp. Sig. (2-tailed)c 0,191 Coefficients
Monte Carlo Sig. Sig. 0,168 B Std. Beta
(2-tailed)d 999% Lower 0,158 Erro
Confidence Bound r
Interval Upper 0,178 1 (Constant 21,13 3,209 6,58 0
Bound ) 1 5
Based on the results of the normality test in table 4 above, it can Service 0,552 0,116 0,512 474 0
be concluded that the residual value has a normal distribution Quality
because the significance value of 0.191 is greater than the significance Price 0379 0128 0,321 2,97 0,00
level of 0.05. 3 4

Table 5 Multicollinearity Test

Coefficientsa
Model Collinearity Statistics
Tolerance VIF
1 Service Quality 0,401 2,493
Price 0,401 2,493

Based on Table 5, the results of the multicollinearity test show
that the tolerance value for all variables is greater than 0.1
(X1=0.401; X2=0.401), so it can be concluded that there is no
multicollinearity between variables. Furthermore, the Variance
Inflation Factor (VIF) value for all variables is also <10 1 (X1=2.493;
X2=2.493).

Table 6 Heteroscedasticity Test Results

Coefficientsa
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
1 (Constant) 8,44 1,848 4,567 0
Price -0,082 0,052 -0,244 -1,59 0,115
Service -0,037 0,048 -0,118 - 0,444
Quality 0,768

Based on Table 6, the results of the heteroscedasticity test show
that the significance value for X1 is 0.115 and for X2 is 0.444. Both
values are greater than 0.05. Therefore, it can be concluded that there
are no symptoms of heteroscedasticity in the model tested. This
shows that the residual variance is constant.

Table 7 Multiple Linear Regression Calculation Results
Coefficientsa

Model Unstandardize  Standardize t Sig.
d Coefficients d
Coefficients
B Std. Beta
Erro
r
1 (Constant 21,13 3,20 6,58 0
) 1 9 5
Service 0,552 0,11 0,512 4,74 0
Quality 6
Price 0,379 0,12 0,321 2,97 0,00
8 3 4

a. Dependent Variable: User Loyalty

Based on Table 8, the test can be explained using a partial test (t
test) for each variable, namely:

Test the hypothesis of service quality (X1) on user loyalty (Y).
Based on the results of the calculations that have been carried out,
the calculated t value is 4.749 > t table 1.66 (t table value for n = 96
and significance 0.05) with a significance result of 0.000 < 0.05. Thus,
H1 is accepted, which means that service quality has a positive and
significant effect on user loyalty.

Test the price hypothesis (X2) on user loyalty (Y). Based on the
results of the calculations that have been carried out, the calculated t
value is 2.973 > t table 1.66 (t table value for n = 96 and significance
0.05) with a significance result of 0.004 < 0.05. Thus, H2 is accepted,
which means that price has a positive and significant effect on user
loyalty.

Table 9 Simutan test

ANOVAa
Model Sum of df Mean F Sig.
Squares Square
1 Regression 2734,744 2 1367,372 80,423 ,000b
Residual 1581,215 93 17,002
Total 4315958 95

a. Dependent Variable: User Loyalty
b. Predictors: (Constant), Price, Service Quality
Based on Table 9, it can be seen that the calculated F value is
80.423 and the significant value is 0.000. The F table value for the
number of respondents is 96, with an alpha value of 5% or a number
of independent variables of 2. So the values in the f table are dfl =
number of variables 1 (3-1 = 2), and df2 = n -k -1 (96-2-1 = 93). The
value in table F is 3.09. So it is found that the F count is greater than
the F table or 80.423 > 3.09 and can also be seen by the probability
value being smaller than the significance level (o) of 5% or 0.000 <
0.05 so it can be it is concluded that service quality (X1) and price
(X2) are simultaneously related to user loyalty (Y).
Table 10 Coefficient of Determination

Model Summary
Mode R R Adjuste Std.
1 Square d R Square Error of
the
Estimate
1 , 796 0,63 0,626 4,12
a 4 3

a. Predictors: (Constant), HARGA, KUALITASPELAYANAN

a. Dependent Variable: User Loyalty

Based on table 7 above, it can be seen that the constant value (a
value) is 21,131 and for Service Quality (B value) of 0,552, while the
price (B value) is 0.379, so that the multiple linear regression
equation can be obtained as follows:

Y=21,131+ 0,552 (X1)+ 0,379 (X2)

The constant value obtained is equal to 21,131 then it can be
interpreted that if the independent variable has a value of o
(constant) then the dependent variable has a value 21,131.

The regression coefficient value X1 is positive (+) at 0.552, so it
can be interpreted that if variable

The regression coefficient value X2 is positive (+) at 0.379, so it
can be interpreted that if variable.

Based on Table 10 above, it is known that the R Square value is
0.634. This means that the influence of variables X1 and

In conclusion, with the results of the t test, service quality has a
positive and significant influence on the loyalty of Way Jepara online
motorcycle taxi users, especially users Go-Star and clear, the
calculated t value was 4.749 > t table 1.66 (t table value for n = 96 and
significance 0.05) with a significance result of 0.000 < 0.05. Based on
the results of the t test, price (X2) has a positive influence on user
loyalty (Y), so the calculated t value is 2.973 > t table 1.66 (t table
value for n = 96 and significance 0.05) with a significance result of
0.004 < 0.05. Based on the results of the f test, service quality and
price simultaneously have a positive and significant influence on the
loyalty of Way Jepara online motorcycle taxi users, especially users
Go-Star and clear, because the calculated F value is greater than F
table or 80.423 > 3.09 and can also be seen by the probability value
being smaller than the significance level (a) 5% or 0.000 < 0.05.
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Conclusions and Recommendations

Based on the results of research and discussions presented in
previous chapters on the analysis of the quality of service, price
versus purchase decision, it can be concluded that:

Based on the results of the calculation of the test t through the
coefficients table obtained the significance value of the variable X1 of
0.003 which is less than the value of 0.05 which means Hal accepted
and Hol rejected which means the service quality variable has a
partial influence on the purchase decision.

Based on the results of the calculation of the test t through the
coefficients table obtained the significance value of the variable X2 of
0.038 which is less than the value of 0.05 which means Ha2 accepted
and HO2 rejected which means the price variable has a partial
influence on the decision of purchase.

While simultaneously, through the anova table is known a
significance result of 0,000 that is smaller than 0.05 which means Ha3
accepted that there is an influence on the quality of service, price on
the purchase decision.

References

Adesna, Marcelina (2024) Pengaruh Kualitas Pelayanan Dan
Faktor Emosional Terhadap Kepuasan Konsumen Pada
Pengguna Aplikasi Gojek Online Di Bandar Lampung
Dalam Persepektif Bisnis Islam (Studi Penelitian
Konsumen Gojek Di Bandar Lampung). Diploma Thesis,
Uin Raden Intan Lampung

Akdon dan Ridwan. (2023). Rumus dan Data dalam Aplikasi
Statistika. Bandung: Alfabeta

Ananda, N. 1. P. S. N,, & Setiawan, N. P. Y. (2024). Peran Kepuasan
Pelanggan Dalam Memediasi Pengaruh Kualitas Layanan
Dan Citra Merek Terhadap Loyalitas Pelanggan: Studi
Pada Pelanggan Go-Jek Di Denpasar. Relasi Jurnal
Ekonomi, 20(1), 14-31.

Andriani, F.,, Sailawati, & Tjetje, N. (N.D.). View Of Pengaruh
Kualitas Pelayanan, Harga, Kepercayaan Dan Kepuasan

Terhadap Loyalitas Konsumen Maxim Di Kota
Samarinda.
Https://Ejurnal.Polnes.Ac.Id/Index.Php/Activa/Article/
View/1108/780

Asosiasi Penyelenggara Jasa Internet Indonesia - Survei. (n.d.).
https://survei.apjii.or.id/

Sugiyono. (2023). Metode Penelitian Studi Kasus (Pendekatan
Kuantitatif, Kualitatif, & Kombinasi (M. P. Dr. Rina
Fadilah, Ed.; CV ALFABETA, Vol. 1). CV ALFABETA.

Faktor yang mempengaruhi loyalitas pelanggan pada Bengkel
Abun Motor Palembang. (2024). In MDP Student
Conference 2024 (pp. 847-848). Universitas Multi Data
Palembang.

Ferdinand, Augusty. (2022). Metode Penelitian Manajemen:
Pedoman Penelitian untuk Penulisan Skripsi Tesis dan
Desertasi [lmu Manajemen. Semarang: Badan Penerbit
Universitas Diponegoro.

Fikry, H., Sumarsono, & Muflihah, N. (2024). Pengaruh Kualitas
Pelayanan Terhadap Loyalitas Dengan Variabel Mediator
Kepuasan Konsumen Menggunakan Sem-Pls. In Jurnal
[Imiah Sain Dan Teknologi.
https://jurnal kolibi.org/index.php/scientica/article/do
wnload/2594/2508/9911

Ghozali, I. (2023). Aplikasi Analisis Multivariate Dengan Program
IBM SPSS 26 Edisi 10. Badan Penerbit Universitas
Diponegoro.

Herdiyanto, D., Pratama, Y. F., Fajrin, A. F.,, Putri, A. A, & Prastian,
L. D. (2024, March 15). Pengaruh Kualitas Layanan,
Penanganan Keluhan, Persepsi Harga, dan Komunikasi
Interpersonal melalui Kepuasan dan Kepercayaan

Journal of Research in Social Science And Humanities 4(2), June 2025

Prosiding SENASTITAN: Seminar Nasional Teknologi
Industri Berkelanjutan.

Jannah, S. A, & Hayuningtias, K. A. (2024). Pengaruh Kualitas
Produk Dan Persepsi Harga Terhadap Kepuasan
Pelanggan Serta Dampaknya Pada Loyalitas Pelanggan.
Jesya (Jurnal Ekonomi & Ekonomi Syariah), 7(1), 489-
500.

Larasati, R., Supinardi, B., & Fadhilah, M. (2023). Analisis Kualitas
Pelayanan dan Pengaruhnya terhadap Loyalitas
Pelanggan: Studi Kasus pada PT Pos Indonesia (Persero)
Kantor Pos Sleman. Al-Kharaj Jurnal Ekonomi Keuangan
& Bisnis Syariah, 6(2), 585-594.

Loga, W,, Suhada, Kurniawan, M., & Fakultas Ekonomi dan Bisnis,
Universitas PGRI Palembang. (2025). Pengaruh Kualitas
Layanan Dan Persepsi Harga Terhadap Kepuasan
Pelanggan Dalam Memakai Jasa Ojek Online Maxim Di
Wilayah Plaju Palembang. In Jurnal Review Pendidikan
Dan Pengajaran (Vol. 8, Issue 1, p. P-2655-710X-e-ISSN
2655-6022).
http://journal.universitaspahlawan.ac.id/index.php/jrp

p

Maulidiah, E. P., Bambang Budiantono, Universitas Widyagama
Malang, & ekaputriiie@gmail.com. (2023). Pengaruh
Fasilitas Terhadap Kualitas Pelayanan Serta Implikasinya
Pada Kepuasan Pelanggan. In Jurnal Economina (Vol. 2,
Issue 3, pp- 728-729) [Journal-article].
https://ejournal.45mataram.ac.id/index.php/economin
a

Muldani, V., Nurjanah, N, & Casilam, C. (2024). Pengaruh E-
Service Quality dan Persepsi Harga Terhadap Kepuasan
Pelanggan (Studi Pelanggan Jasa Transportasi Online
Gojek di Kota Depok). mail.stpi-pajak.ac.id.

Ningsih, S. R. (2024). Pengaruh Teknologi Terhadap
Produktivitas Tenaga Kerja di Indonesia. Benefit, 2(1), 1-
9. https://doi.org/10.37985 /benefit.v2i1.341

Oktavia, V. D, 0., Sarsono, Marwati, F. S., & Universitas Islam Batik
Surakarta. (2022). Loyalitas Pelanggan Ditinjau Dari
Pelayanan, Kepuasan Dan Kepercayaan Pada Cv Cipta
Kimia Sukoharjo. In Edunomika (pp. 540-541) [Journal-
article].

Pangesti, E. N., Resmi, S., & Utami, A. M. (2024). Pengaruh Kualitas
Layanan Dan Kepuasan Pelanggan Terhadap Loyalitas
Pelanggan Pada Badan Penyelenggaraan Jaminan Sosial
Ketenagakerjaan Gunungkidul. Pangesti | Cakrawangsa
Bisnis: Jurnal [lmiah Mahasiswa.

Purba, M. Nasution, A. P, & Harahap, A. (2023). Pengaruh
Kualitas Pelayanan, Kualitas Produk dan Reputasi
Perusahaan terhadap Kepuasan Konsumen dengan
Kepercayaan sebagai Variabel Moderasi. REMIK (Riset
Dan E-Jurnal Manajemen Informatika Komputer), 7(2),
1091-1107.
https://doi.org/10.33395/remik.v7i2.12268

Putra, F. F. T, & Nio, S. R. (2024). Pengaruh Kualitas Pelayanan
Terhadap Loyalitas Pelanggan Jasa Transportasi Online
Gojek Di Kota Padang. Al-Dyas, 3(1), 356-363.

Ramadhani, S., 1, Nasution, N. L., 2, Zebua, Y., & Fakultas Ekonomi
dan Bisnis, Universitas Labuhanbatu, Indonesia. (2024).
The influence of service quality, product quality, price,
and customer satisfaction on consumer purchasing
decisions at Master Cash & Credit Kotapinang. In
Management Studies and Entrepreneurship Journal
(Vols. 5-2, pp. 4850-4864).

Riyanto, S., & Hermawan, A. A. (2023). Metode Riset Penelitian
Kuantitatif. Yogyakarta: Deepublish.

Petanggan tertradap toyatitas Petanggamr Herdiyamto |
UKlInstitute



Satdiah, A, Siska, E., & Indra, N. (2023). Pengaruh harga dan
kualitas produk terhadap Kkeputusan pembelian
konsumen pada toko Cat De’Lucent Paint. CiDEA Journal,
2(1), 24-37.
https://doi.org/10.56444 /cideajournal.v2i2.775

Satria, P., Harfianti, H., & Dayanti, K. D. (2024, July 31). Analisis
Pengaruh Kualitas Layanan Dan Harga Terhadap
Kepuasan Pelanggan Pada Platform Transportasi Online
Di Indonesia.
https://jom.umri.ac.id/index.php/emba/article/view/9
40

Sugesti, H. Aurellea, K. D, Universitas Logistik dan Bisnis
Internasionall, & Universitas Logistik dan Bisnis
Internasional2. (2025). Pengaruh Harga Terhadap
Keputusan Menggunakan Jasa Layanan Transportasi
Online Indrive (Studi Kasus: Mahasiswa Universitas
Logistik Dan Bisnis Internasional). In Land Journal (Vol.

Journal of Research in Social Science And Humanities 4(2), June 2025

6, Issue 1) [Journal-article].
https://ejurnal.ulbi.ac.id/index.php/jurnalland

Wicaksono, D. (2022). Faktor-Faktor Yang Mempengaruhi
Loyalitas Pelanggan (Suatu Kajian Teoritis). Jurnal Ilmiah
Multidisiplin, 1(3).

Wulandari, F. (2024, September 26). Pengaruh Kualitas
Pelayanan, Harga, Kepercayaan Dan Kepuasan Terhadap
Loyalitas Konsumen Maxim Di Kota Samarinda.

Zulkarnaen, M. F. (2023). Sistem Survei Kepuasan Masyarakat
Pada Pembuatan Kartu Tanda Penduduk. Jurnal Ilmiah
Ikip v 9(2).
Https://EJournal.Undikma.Ac.Id/Index.Php/Jiim/Article
/View/7059%0ahttps://EJournal.Undikma.Ac.Id/Index.
Php/Jiim/Article/Viewfile/7059/4110.

UKlnstitute



