
IJCSS 7 (2) (2026) Pages:. 753-761 

Journal homepage: http://pcijournal.org/index.php/ijcss   

 

International Journal of Cultural and Social Science 
 

Published: Pena Cendekia Insani 

 

Journal homepage: http://pcijournal.org/index.php/ijcss/index 

THE ROLE OF CUSTOMER SATISFACTION IN MEDIATING THE EFFECT OF 

PERCEIVED VALUE ON GOJEK CUSTOMER LOYALTY IN MEDAN CITY 

 
Arifah Rakatasya Siregar1, Risydah Fadillah2, Rahmi Lubis3 

1,2,3Universitas Medan Area, Indonesia 

 

Article Info  ABSTRACT  
 

 

 

 

 The rapid expansion of app-based transportation services in Indonesia has 

intensified competition and increased customer switching, making loyalty a 

critical challenge for market leaders such as Gojek. This study investigates how 

perceived value influences customer loyalty and examines the mediating role of 

customer satisfaction among Gojek users in Medan City. A quantitative 

explanatory design was employed using an online survey administered from 6–

20 November 2025. Data were collected from 375 respondents selected through 

purposive sampling and analyzed using PLS-SEM (SmartPLS). The findings 

show that perceived value positively and significantly affects customer loyalty (β 

= 0.350; p < 0.001) and strongly predicts customer satisfaction (β = 0.691; p < 

0.001). Customer satisfaction also has a significant positive effect on loyalty (β = 

0.553; p < 0.001). Mediation analysis confirms that customer satisfaction 

significantly mediates the relationship between perceived value and loyalty 

(β_indirect = 0.382; p < 0.001), indicating that the value–loyalty link is 

predominantly realized through satisfaction. The study reinforces the value–

satisfaction–loyalty chain in digital service contexts and highlights that 

strengthening multidimensional perceived value—especially experiential and 

emotional components—can enhance satisfaction and sustain customer loyalty 

in highly competitive online transportation markets. 
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1. INTRODUCTION 

 
The rapid development of business activities in the era of Industry 4.0 has fundamentally transformed 

consumer behavior and market dynamics. Consumers increasingly expect services that are fast, efficient, 

and easily accessible, particularly in fulfilling daily needs. This transformation has accelerated the growth of 

technology-based service industries, positioning digital platforms as key drivers of competitiveness and 

innovation (Subiantoro, 2020). Among these sectors, online transportation services have emerged as one 

of the most prominent industries benefiting from advances in information and communication technology 

(Farisi et al., 2020; Indainanto et al., 2023; Sikumbang et al., 2023). 

Transportation plays a vital role in supporting individual mobility, including passenger transportation, 

logistics, and service delivery. The integration of digital technology into transportation services has enabled 

companies to offer online-based alternatives that enhance convenience, efficiency, and accessibility for 

consumers (Farida et al., 2016). In Indonesia, Gojek stands out as a pioneer in technology-based motorcycle 

http://pcijournal.org/index.php/ijcss
https://creativecommons.org/licenses/by-sa/4.0/
mailto:siregar.arifah1@gmail.com


   E-ISSN: 2798-5156 P-ISSN: 2798-5377  

 

Journal homepage: http://pcijournal.org/index.php/ijcss/index 

754 

transportation services. Since its establishment in 2010, Gojek has expanded its services beyond 

transportation to include food delivery, digital payments, logistics, and various on-demand services, thereby 

embedding itself in the daily activities of Indonesian society (Nasution & Nasution, 2021). 

The growth of Gojek has been particularly notable in urban areas, including Medan City, where it began 

operating in 2015. The city’s high population density, traffic congestion, and increasing safety concerns have 

made online transportation services an attractive alternative to conventional transportation modes (Silitonga 

et al., 2024). By offering efficiency, affordability, and perceived safety, Gojek has attracted a diverse user 

base ranging from students to working professionals (Hidayah & Nurhayati, 2024). However, despite its 

widespread adoption, Gojek operates in an increasingly competitive market characterized by the presence 

of rival platforms such as Grab, Maxim, and InDriver (Ginting et al., 2024). 

Intensifying competition in the online transportation industry has shifted consumer behavior toward 

greater selectivity and price sensitivity. Although market data indicate that Gojek remains the most widely 

used platform in Indonesia, with a usage rate of 82%, consumer loyalty has become increasingly fragile due 

to the low switching costs between competing services (Ramli & Djumaena, 2022). This phenomenon is 

reflected in the growing tendency of users to simultaneously utilize multiple platforms, a behavior 

commonly referred to as brand switching or “swinger” behavior (Destiyanto & Setyabudi, 2018). 

Consequently, maintaining customer loyalty has become a critical strategic challenge for Gojek. 

Customer loyalty is widely recognized as a key determinant of long-term business sustainability, as loyal 

customers are more likely to engage in repeat usage, resist competitor offerings, and generate positive word-

of-mouth (Lovelock & Wright, 2016; Kim et al., 2020). Prior studies have consistently demonstrated that 

customer loyalty is closely linked to customer satisfaction, which arises from the alignment between 

consumer expectations and actual service performance (Kotler & Keller, 2012; Oktavia et al., 2022). When 

service quality meets or exceeds expectations, customers experience satisfaction that strengthens their 

commitment to the service provider. 

Beyond satisfaction, perceived value has been identified as a crucial antecedent of customer loyalty. 

Perceived value reflects consumers’ overall assessment of the benefits received relative to the costs incurred, 

encompassing functional, emotional, social, and monetary dimensions (Sweeney & Soutar, 2001; Moliner, 

2007). In highly competitive digital service markets, consumers continuously evaluate whether the price 

paid corresponds to the quality and benefits received. When perceived value is high, customer satisfaction 

increases, thereby reinforcing loyalty intentions (Ali et al., 2015; Sutisna et al., 2023). 

Empirical observations among Gojek users in Medan reveal mixed perceptions regarding service quality, 

pricing consistency, and promotional strategies. While some users express satisfaction due to convenience 

and frequent promotions, others report dissatisfaction related to price fluctuations and inconsistent service 

quality. These divergent perceptions indicate the importance of examining how perceived value influences 

customer loyalty through the mediating role of customer satisfaction (Ritonga et al., 2024). 

Therefore, this study aims to analyze the role of customer satisfaction in mediating the effect of 

perceived value on customer loyalty toward Gojek services in Medan City. By addressing this relationship, 

the study seeks to contribute to a deeper understanding of consumer behavior in the online transportation 

industry and provide strategic insights for service providers in strengthening customer loyalty amid 

intensifying competition. 

 

2. RESEARCH METHOD 

 
 This study employed a quantitative explanatory research design to examine the relationships among 

perceived value, customer satisfaction, and customer loyalty in the context of online transportation services. 

The research was conducted in Medan City, North Sumatra, Indonesia, focusing on users of Gojek services. 

Data collection was carried out online using a structured questionnaire distributed via Google Forms from 

6 to 20 November 2025. The quantitative approach was selected to statistically test hypothesized 

relationships between variables and to assess the mediating role of customer satisfaction in the relationship 

between perceived value and customer loyalty. 

All research variables were measured using standardized scales adapted from previous validated studies. 

Perceived Value was measured using a scale developed by Malini et al. (2017), based on the PERVAL 

model proposed by Sweeney and Soutar (2001). The scale consists of 20 items covering four dimensions: 

functional value (quality/performance), functional value (price/value for money), emotional value, and 

social value. Responses were measured on a five-point Likert scale ranging from strongly disagree to strongly 

agree. The scale demonstrated good internal consistency with a reliability coefficient of 0.881. Customer 

Loyalty was measured using a modified version of the scale developed by Hasibuan (2016), based on 

Barnes’ (2003) loyalty framework, encompassing proportion of spending, willingness to recommend, and 
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emotional attachment. The scale consists of 16 items measured on a five-point Likert scale. The instrument 

showed strong reliability, with a Cronbach’s alpha of 0.942. Customer Satisfaction was assessed using a scale 

developed by Malini et al. (2017), derived from indicators proposed by Syamsiah (2009), including sense 

of pleasure, satisfaction with service, and satisfaction with the system. The scale consists of 15 items 

measured on a four-point Likert scale and demonstrated satisfactory reliability with a coefficient of 0.843. 

The study included three main variables: 

1. Independent Variable (X): Perceived Value, defined as customers’ overall evaluation of the benefits 

received relative to the costs incurred when using Gojek services. 

2. Mediating Variable (M): Customer Satisfaction, defined as the level of pleasure or fulfillment 

experienced after comparing expectations with actual service performance. 

3. Dependent Variable (Y): Customer Loyalty, defined as customers’ commitment to repeatedly use 

Gojek services, recommend them to others, and maintain emotional attachment to the brand. 
Higher scores on each scale indicate stronger perceived value, higher satisfaction, and greater loyalty, 

respectively. The population of this study comprised all Gojek users in Medan City. Due to the absence of 

publicly available data on the exact number of users, the population size was considered unknown. 

Accordingly, non-probability purposive sampling was employed. The sampling criteria were as follows: 

1. Aged 17 years or older 

2. Residing in Medan City 

3. Having used Gojek services at least three times in the last three months 

4. Having experience using other online transportation platforms 
Based on SEM-PLS requirements, the sample size was determined using the 10-times rule (Hair et al., 

2017). To enhance statistical power and generalizability, a total of 375 respondents were included in the 

final sample. Data analysis was conducted using Partial Least Squares–Structural Equation Modeling (PLS-

SEM) with SmartPLS software. PLS-SEM was selected due to its suitability for complex models, its 

robustness with non-normal data, and its effectiveness in mediation analysis. The analysis involved: 

Measurement model evaluation (outer model) to assess validity and reliability, and Structural model 

evaluation (inner model) to test hypothesized relationships among variables, including the mediating effect 

of customer satisfaction 

The research procedure consisted of three stages: preparation, implementation, and data processing. 

The preparation stage involved literature review, hypothesis development, and instrument adaptation. 

During implementation, data were collected online from respondents who met the sampling criteria. The 

data processing stage included data cleaning, validity and reliability testing, descriptive analysis, and 

structural model testing using SmartPLS. The results were then interpreted in relation to existing theories 

and prior empirical studies. 

 
3. RESULTS AND ANALYSIS 

 

The Influence of Perceived Value on Gojek Customer Loyalty in Medan 

 Theoretically, perceived value is defined by Zeithaml (1988) as a consumer's overall assessment of the 

utility of a product or service based on their perceptions of what is received and what is sacrificed. Within 

the framework of consumer behavior theory, perceived value is positioned as an important antecedent for 

the formation of customer loyalty, as emphasized by Kotler and Keller, who argue that loyalty arises when 

customers perceive superior value compared to other alternatives. The empirical results of this study 

indicate that perceived value has a positive and significant effect on Gojek customer loyalty in Medan (β = 

0.350; p < 0.001). This empirical evidence confirms that Gojek customers tend to remain loyal when they 

perceive Gojek services to provide value that is commensurate with or greater than the cost, time, and effort 

expended. However, the f-square value of 0.211, which is in the moderate category, indicates that perceived 

value alone is not strong enough to directly generate loyalty, thus requiring further psychological 

mechanisms in the process of building customer loyalty. 

 

The Influence of Perceived Value on Gojek Customer Satisfaction in Medan 

 According to expectancy disconfirmation theory (Oliver, 1980), customer satisfaction is formed from a 

comparison between initial expectations and perceived actual performance. Perceived value plays a key 

role in this process, as it reflects the extent to which customer service benefits meet or exceed their 

expectations. Empirical findings indicate that perceived value has a very strong influence on customer 

satisfaction (β = 0.691; p < 0.001) with an f-square value of 0.913 (a large effect). This empirically confirms 

that Gojek customer satisfaction in Medan is primarily shaped by perceived value, not solely by functional 

aspects such as price or technical quality. IPMA data further supports this finding by showing that perceived 
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value is the most important, but its performance is relatively lower than customer satisfaction, making it a 

strategic priority for improvement. 

 

The Influence of Customer Satisfaction on Gojek Customer Loyalty in Medan 

 According to Oliver's (1999) customer loyalty theory, satisfaction is the initial stage before customers 

achieve affective and conative loyalty. Satisfied customers tend to develop positive attitudes, commitment, 

and repeat intentions to use a brand or service. The results of this study empirically demonstrate that 

customer satisfaction has a positive and significant effect on Gojek customer loyalty in Medan (β = 0.553; 

p < 0.001) with an f-square value of 0.528 (large effect size). This fact indicates that customer satisfaction is 

a primary driver of loyalty, reflected in repeat purchase behavior, recommendations to others, and 

proportion of purchases. Therefore, in other words, the empirical data confirms that Gojek customer 

loyalty is built more through consistent experiences of satisfaction than simply direct value assessments. 

 

The Mediating Role of Customer Satisfaction Through Perceived Value on Gojek Customer Loyalty in 

Medan 

 From the perspective of the value satisfaction loyalty chain theory, perceived value is viewed as an 

antecedent of satisfaction, while satisfaction is the primary mediator in the formation of customer loyalty. 

This model is widely used in the context of digital services and services because it emphasizes the holistic 

role of customer experience. The empirical results of this study indicate that customer satisfaction 

significantly mediates the relationship between perceived value and customer loyalty (β indirect = 0.382; p 

< 0.001). The total effect value of perceived value on loyalty is 0.732, categorized as a large effect, indicating 

that the majority of perceived value's influence on loyalty occurs through customer satisfaction. This 

empirical evidence indicates a strong partial mediation, where perceived value remains a direct influence, 

but the indirect pathway through customer satisfaction is more dominant. Thus, this research data 

empirically confirms that Gojek customer loyalty in Medan City is not formed instantly from perceived 

value, but rather through an evaluative process that culminates in customer satisfaction. These findings 

strengthen the validity of the value-satisfaction-loyalty theory in the context of transportation services and 

app-based digital services. 

 

Theoretical Implications of the Research 

 This research provides several important theoretical implications for the development of consumer 

behavior studies, particularly in the context of application-based digital services. First, the results empirically 

corroborate the Value Satisfaction Loyalty Chain model, which states that perceived value acts as a primary 

antecedent of customer satisfaction, and customer satisfaction is a primary determinant of customer loyalty 

(Zeithaml, 1988; Oliver, 1999). 

 Second, the finding that perceived value influences customer loyalty predominantly through customer 

satisfaction confirms that loyalty is not formed directly, but rather through customers' evaluative and 

affective processes. This broadens theoretical understanding that, in the context of digital services like 

Gojek, customer satisfaction serves as the primary psychological mechanism transforming perceived value 

into loyal behavior. 

 Third, the use of second-order constructs of perceived value, customer satisfaction, and customer loyalty 

has been shown to explain the loyalty phenomenon more comprehensively. Thus, this research contributes 

to enriching the conceptual approach to measuring multidimensional latent constructs in service marketing 

and information systems research. 

 

Empirical Facts on Gojek Customer Loyalty in the Medan City Context 

 Empirically, this research data shows that Gojek customer loyalty in Medan is shaped more by user 

experience than solely transactional factors. The high role of emotional value and customer satisfaction 

reflects the characteristics of Medan consumers who place a high emphasis on relational aspects, 

convenience, and trust in using services. The fact that perceived value is the most dominant variable overall 

indicates that Gojek customers in Medan are not only price-sensitive but also assess the overall benefits 

they receive. This confirms that customer loyalty in this region is relational and experiential, rather than 

simply rational-economic. This research has several limitations. First, the data was collected using a cross-

sectional approach, which does not capture the dynamics of long-term changes in customer loyalty. Second, 

the use of a perception-based questionnaire has the potential to introduce subjective bias in respondents. 

Third, the research model does not include other variables that could potentially influence customer loyalty, 

such as trust, brand image, and switching costs. 
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4. CONCLUSION 

 
 Perceived value has been shown to have a positive and significant influence on Gojek customer loyalty 

in Medan. These findings indicate that customer perceptions of the value of the service they receive, 

including functional benefits, price appropriateness, emotional value, and social value, play a crucial role in 

shaping customer loyalty. The higher the perceived value of Gojek services compared to the sacrifices made, 

the greater the likelihood of customers continuing to use the service and exhibiting loyal behavior. The 

results of this study indicate that good customer perceptions of Gojek service value can increase customer 

satisfaction levels. Customers who perceive Gojek services as providing benefits that meet their expectations, 

both in terms of service quality, ease of use, and price, tend to feel satisfied after using the service. This 

satisfaction emerges from customers' evaluations of the overall service experience. These findings indicate 

that customer satisfaction is a crucial factor in establishing and maintaining customer loyalty. Customers 

who are satisfied with Gojek services tend to have a positive attitude toward the company, repeat their use, 

and are less likely to switch to other transportation providers. Thus, customer satisfaction serves as a 

psychological foundation for building long-term relationships between customers and Gojek. The results of 

this study indicate that perceived value not only directly influences customer loyalty but also has an indirect 

effect through customer satisfaction. This means that customers' perceived value first increases satisfaction, 

which in turn drives customer loyalty. Thus, customer satisfaction is a crucial mechanism bridging the 

relationship between perceived value and customer loyalty. These findings confirm that efforts to increase 

customer loyalty are inseparable from strategies for creating perceived value and sustainably managing 

customer satisfaction. A positive perceived value will be more effective in building loyalty if accompanied 

by a high level of customer satisfaction. Conversely, customer satisfaction built through positive perceived 

value will strengthen customer loyalty in the long term. 

 
  



   E-ISSN: 2798-5156 P-ISSN: 2798-5377  

 

Journal homepage: http://pcijournal.org/index.php/ijcss/index 

758 

References 

 
[1] Ali, R., Leifu, G., Yasirrafiq, M., & Hassan, M. (2015). Role of perceived value, customer 

expectation, corporate image and perceived service quality on the customer satisfaction. Journal of 

Applied Business Research, 31(4), 1425–1436. https://doi.org/10.19030/jabr.v31i4.9328 

[2] Destiyanto, C. C., & Setyabudi, D. (2018). Faktor-Faktor Pembentuk Loyalitas Konsumen pada Go-

Jek Di Semarang. https://ejournal3.undip.ac.id/index.php/interaksi-online/article/view/21952 

[3] Farida, I., Tarmizi, A., & November, Y. (2016). Analisis Pengaruh Bauran Pemasaran 7P Terhadap 

Kepuasan Pelanggan Pengguna Gojek Online. Jurnal Riset Manajemen Dan Bisnis (JRMB) Fakultas 

Ekonomi UNIAT, 1(1), 31–40. https://doi.org/10.36226/jrmb.v1i1.8 

[4] Farisi, S., & Siregar, Q. R. (2020). Pengaruh Harga dan Promosi Terhadap Loyalitas Pelanggan 

Pengguna Jasa Transportasi Online di Kota Medan. Maneggio: Jurnal Ilmiah Magister Manajemen, 

3(1), 148–159. https://doi.org/10.30596/maneggio.v3i1.4941 

[5] Hasibuan, E. M. S. (2016). Hubungan Kualitas Pelayanan dan Kepuasan Pelanggan dengan 

Loyalitas Pelanggan di PT. Darul Iman Tour dan Travel Medan [Universitas Medan Area]. 

https://repositori.uma.ac.id/jspui/handle/123456789/7467 

[6] Hidayah, N., & Nurhayati. (2024). Eksternalitas Transportasi Online bagi Masyarakat di Kota 

Medan Tahun 2023. Jurnal Ekonomi, Manajemen Dan Akuntansi, 2(4). 

http://jurnal.kolibi.org/index.php/neraca/article/view/1257/1207 

[7] Indainanto, Y. I., Dalimunthe, M. A., Sazali, H., Rubino, & Kholil, S. (2023). Islamic 

communication in voicing religious moderation as an effort to prevent conflicts of differences in 

beliefs. Pharos Journal of Theology, 104(4). https://doi.org/10.46222/pharosjot.104.415 

[8] Kim, M., Yin, X., & Lee, G. (2020). The effect of CSR on corporate image, customer citizenship 

behaviors, and customers’ long-term relationship orientation. International Journal of Hospitality 

Management, 88, 102520. 

https://www.sciencedirect.com/science/article/abs/pii/S0278431920300724 

[9] Kotler, P. & Keller, K. L. (. (2012). Manajemen Pemasaran jilid 1 (12th ed.). Erlangga. 

[10] Lovelock, C. H., & Wright, L. K. (2016). Manajemen Pemasaran Jasa. PT. Indeks Kelompok 

Gramedia. 

[11] Moliner, M.A.,  et al. (2007). Relationship Quality with a Travel Agency: The Influence of the 

Postpurchase Perceived Value of a Tourism Package. https://doi.org/10.1057/palgrave.thr.6050052 

[12] Nasution, M. N. (2015). Manajemen Mutu Terpadu : Total Quality Management (Edisi III). Bogor : 

Ghalia Indonesia. 

http://library.usd.ac.id/web/index.php?pilih=search&p=1&q=0000125818&go=Detail 

[13] Neneng Syamsiah. (2009). Analisis Faktor-Faktor Yang Mempengaruhi Nilai Yang Dirasakan 

Pelanggan Untuk Menciptakan Kepuasan Pelanggan Di Rsup Dokter Kariadi Semarang (Studi 

Kasus pada Paviliun Garuda RSUP Dr.Kariadi). 

https://www.researchgate.net/publication/277879102_Analisis_Faktor-

Faktor_yang_Mempengaruhi_Nilai_yang_Dirasakan_Pelanggan_Untuk_Menciptakan_Kepuasan_

Pelanggan_di_RSUP_Dokter_Kariadi_Semarang_Studi_Kasus_pada_Paviliun_Garuda_RSUP_D

rKariadi 

[14] Oktavia, V. D., Sarsono, S., & Marwati, F. S. (2022). Loyalitas Pelanggan Ditinjau Dari Pelayanan, 

Kepuasan Dan Kepercayaan Pada Cv Cipta Kimia Sukoharjo. Jurnal Ilmiah Edunomika, 6(1), 540. 

https://doi.org/10.29040/jie.v6i1.4656 

[15] Oliver, R. (2015). Satisfaction: A Behavioral Perspective on the Consumer (Second Edition). 

Routledge. 

https://books.google.co.id/books?id=TzrfBQAAQBAJ&printsec=frontcover#v=onepage&q&f=fals

e 

[16] Ramli, R. R., & Djumaena, E. (2022). Hasil Riset: Industri Transportasi dan Logistik Online Terus 

Tumbuh, Gojek Paling Diminati. https://money.kompas.com/read/2022/12/08/140900826/hasil-

riset-industri-transportasi-dan-logistik-online-terus-tumbuh-gojek#google_vignette 

[17] Ritonga, A. R., Veronica, A., Ginting, L. D. C. U., et al. (2024). Library promotion in the 

development of Universitas Sumatera Utara towards a world-class university. Journal of 

Infrastructure, Policy and Development, 8(6), 4149. https://doi.org/10.24294/jipd.v8i6.4149 

[18] Shoffa Malini , Zulkarnain, E. D. G. (2017). Jurnal Pemikiran & Penelitian Psikologi. 7. 

https://talenta.usu.ac.id/jppp/article/view/2255/1646 



IJCSS: International Journal of Cultural and Social Science   

  

The Effect Of Adversity Quotient On Workforce Agility With Perceived Organizational Support As A Mediation Variable 

 

759 

[19] Sikumbang, A. T., Dalimunthe, M. A., Kholil, S., & Nasution, N. F. (2024). Digital da’wah Indonesia 

Ulema in the discourse of theology. Pharos Journal of Theology, 105(1), 1–14. 

https://doi.org/10.46222/pharosjot.1051 

[20] Silitonga, B. O., Purba, P. Y., Wijaya, J. P., & Rafita, Y. (2024). Analisis Kinerja Driver Gojek 

Pangkalan Medan Bersatu. 5(2), 6890–6901. 

https://journal.yrpipku.com/index.php/msej/article/view/5392/3002 

[21] Sindi Emya Br Ginting, Harris P Nasution, Erwinsyah Simanungkalit, Indra Siregar, & Enda 

Surbakti. (2024). Pengaruh Potongan Harga, Kualitas Pelayanan dan Penanganan Komplain 

terhadap Kepuasan Pelanggan Pengguna Gojek. Jurnal Riset Manajemen Dan Ekonomi (Jrime), 

2(4), 390–408. https://doi.org/10.54066/jrime-itb.v2i4.2506 

[22] Subiantoro, B. S. S. (2020). Pengaruh Kualitas Pelayanan Terhadap Loyalitas Konsumen Dengan 

Kepuasan Konsumen Sebagai Variabel Pemoderasi (Studi Kasus Pada Konsumen Gojek Di Kota 

Banjarmasin). At-Tadbir : Jurnal Ilmiah Manajemen, 4(1), 27–39. 

https://doi.org/10.31602/atd.v4i1.2435 

[23] Sutisna, E., Sekarini, R. A., Sekarini, H., & Ismawati, R. N. (2023). The Effect of Service Quality 

and Price on Customer Satisfaction of Online Motorcycle Taxi Services in North Jakarta. 

International Journal of Social Science And Human Research, 06(04), 2044–2055. 

https://doi.org/10.47191/ijsshr/v6-i4-07 

[24] Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple 

item scale. Journal of Retailing, 77(2), 203–220. https://doi.org/10.1016/S0022-4359(01)00041-0 

[25] Wilson, A., Zeithaml, V., Bitner, M. J., & Gremler, D. (2015). Services Marketing: Integrating 

Customer Focus Across the Firm . Mc. Graw-Hill. 

 


