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Abstract: This research aims to determine value of serivce quality and price that affect customer
satisfaction of go-jek services in Pamulang area of South Tangerang city from individual and general
perspective. The method used is descriptive quantitative with a sample of 100 people. Based on the
test results of hypothesis, for the variable of service quality (X1) with t arithmetic (3,555)> t table
(1,988), it is obtained that the results are significant itself, that is service quality has an influence on
consumer satisfaction of go-jek services in Pamulang, South Tangerang. Similarly, for the variable
price (X2) with t arithmetic (3.182) > t table (1.988) obtained significant results on their own, namely
the price has an influence on consumer satisfaction of go-jek services in Pamulang, South Tangerang.
The calculated F value (20,802) > F table (3.09) with a significance level of 0,000 < 0.05, this shows
both variables quality of service and price have an influence on customer satisfaction in Pamulang
area, South Tangerang.
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A. INTRODUCTION

There are still many complaints from the customers in Go-jek services provided by both
Go-jek drivers and PT. Go-jek Indonesia as a service provider, at the moment. The
Complaints for Go-jek driver services, for example, there are still many Go-jek drivers who
do not meet the service standards set by the company, for example, late to pick up the
customer, disobeying traffic rules and much more. Meanwhile, complaints against PT. Go-
jek Indonesia, among others, Go-jek ordering applications often experiencing interference,
especially during peak hours and rains. Other than service, customers also complained about
the tariff policy set by PT. Go-jek Indonesia, which often changes and feels less competitive.
The tariffs that are felt to be less competitive are, for example, minimum rates for Go-ride
bookings, price hikes during rush hour for all Go-jek services, and Go-send rates that are felt
to be more expensive than similar service rates from competing companies. In addition, for
orders Go-send consumer complaints, among others, the goods delivered are damaged and
the goods do not reach the consumer.

With a variety of complaints as the authors describe, indicating the quality of service
obtained from Gojek's partners is considered not yet optimal due to ignoring the service
standards from PT.Go-jek itself. And most likely customers are looking for alternative services
from competing companies. In addition, the policy of PT. Go-jek regarding setting tariffs that
often changes makes consumer complaints increase. Besides that, the server at PT. Go-jek
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is not perfect yet and sometimes it has a trouble for making orders that may causing
complaints from the customers.

The problem formulation as below:

1. Does the quality of Go-jek services affect consumer satisfaction in the Pamulang area of
South Tangerang?

2. Does the price of go-jek services affect the consumer satisfaction in the Pamulang area
of South Tangerang?

3. Does the quality of service and price simultaneously affect the consumer satisfaction of
go-jek services in the Pamulang area of SouthTangerang?

Research Purposes

1. How much is the influence of service quality on consumer satisfaction for go-jek services
in the Pamulang area of SouthTangerang?.

2. How much is the influence of price on customer satisfaction for go-jek services in the
Pamulang area of South Tangerang?.

3. How much is the influence of both quality service and price on customer satisfaction of
go-jek services in the Pamulang area of South Tangerang?.

B. LITERATURE REVIEW

According to (Hasibuan, Management: Basics, Understanding and Problems, 2008: 5)
says that management is the knowledge or collection of systematic knowledge, which has
been collected and generally accepted with an object or certain object and art or a creative,
strong personality, and accompanied by skills to regulate, utilize human resources and other
resources so that they can be valuable and efficient in order to achieve a certain goal.
According to (Griffin, Business, 8th Edition, 2009: 45) said that management is typhical of
processing a plan, organization, coordination, and control against the resources to achieving
goals effectively and efficiently.

The definition of marketing cited from (Keller PK, 2011: 5) is "An organizational function
and a set of processes for creating, communicating, and delivering value to consumers and
managing customer relationships in ways that benefit the organization and its shareholders."
While Marketing science which is a social individuals and groups process get what their need,
what they want for exchanging products likes creating, offering with others value (Kotler,
Marketing Management, 2009: 134). According to (Keller P. K., Marketing Management,
2009: 5) "Marketing is a social process in which group individuals get what they want by
creating, offering and freely exchanging valuable products and services with others."

Service quality is unstable condition that influences the processes in which includes
products, services, people and environments that achieve or exceed the expectations
(Chandra, 2011: 51). In this case the understanding of service quality is the fulfilment of
customer needs and desires and the success of communication in order to realizing customer
expectations. Service quality is a crucial thing that needs to be actualized by the company,
because it has a great impact to attract new customers and reduce the possibilities of old
customers to walk away from the companies. "Service quality is also can be intrepreted as
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the expected level of excellence, and it was meant to reach the customer needs (Tjiptono,
Management Services, 2008: 85)

According to (Keller P. K., Marketing Management, 2011: 67) the definition of price is
the marketing mix whose elements generate income, other elements produce costs.
According to (Tjiptono, Marketing Services, 2011: 151) explains that the profits of company
comes from nothing but price itself. Referring to (Armstrong, 2011: 345) price is a payment
for buying products or using services which is customers can get the benefit and value from
them.

Consumer satisfaction is a feeling that comes right after comparing performances,
obtained results, and expectations (Kotler, Marketing Management, 2010: 36). Furthermore
according to (Keller P. K., 2011) customer satisfaction is a feel of excitement or
disappointment which appears after seeing and comparing some product performances with
the expected ones. Thus consumer satisfaction can be interpreted that customer satisfaction
is the difference between customer’s wish, with the situation given by the company in an
effort to reach the customer expectations.

C. RESEARCH METHOD

This research use a descriptive quantitative method with a population of 129
respondents who use go-jek services in Pamulang District, South Tangerang City. Samples
were taken from the population with Slovin formulas and obtained as many as 100
respondents. And data analysis using several tests including instrument testing (data validity
test and data reliability test), correlation test, regression test and hypothesis test.

D. RESULT AND DISCUSSION

Based on the instrument test, we can draw the conclusions that all statements for the
instrument test are valid and reliable. “T test” is to determine the significance of influence
between independent variables partially to the dependent variables.

Table 1 Hypothesis of Testing
coefficients?

model unstandardized standardized T Significancy
coefficients coefficients
B Standard Beta
Error
6.332 1.658 3.820 .000
1 Service X; .160 .045 339 3.555 .001
Price X, .280 .088 .303 3.182 .002
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a. Dependent of Variable: Y satisfaction
Source : Processed Primary Data

Based on the above data, the significance value of the service quality variable (X1) is 0.01 < 0.05,
and t arithmetic (3.555) > t table (1.988) it can be concluded as influence between service quality
on customer satisfaction partially. Furthermore, the significance value of the price variable (X2) of
0.02 < 0.05, and t arithmetic (3.182) > t table (1.988) can be concluded as a partial influence of
price variables on customer satisfaction.

Whereas the F Test is a regression test of coefficients simultaneously. This test aims to
determine the effect of all independent variables (X1 and X2) contained in the simultaneous model
to the dependent variable (Y), while for the F test to test the significance of Quality Service and
Price impacts on Consumer Satisfaction.

Tabel 2. Hypothesis F Testing

ANOVA?
model sum of Df mean F Significancy
squares square
Regression 103.312 2 51.656 | 20.802 .000P
1 Residual 240.878| 97 2.483
Total 344190 99

a. Dependent of Variable: Y satisfaction
a. Predictors: (Constant), X2 price, X1 service
Source : Processed Primary Data

Based on the above data, the significance value of the regression model in this study
amounted to 0,000 <0.05 and f arithmetic (20,802)> f table (3.09), so the author can conclude there
is an influence of variables X1 and X2 on the variable Y simultaneously.

E. CONCLUSION

Based on the research result, it can be concluded as follow: That Go-Jek Customer Satisfaction
level in the Pamulang sub-district region is relatively good based on the questionaire answered by
respondents. The average value of the service quality variable in the scale of intervals of 4.195
which is in the range of interval values of 3.41 - 4.20 or in the good category. The average value of
the variable price of 4.045 is also in the good category. Whereas the magnitude of the average
consumer satisfaction value of 4.225 actually falls into a good category.

Based on the results of hypothesis test (t-test) on the variable (X1) the quality of service t value
(3,555) > ttable (1,988) can be concluded that the quality of service partially has a positive influence
on customer satisfaction. Based on the results of partial hypothesis testing (t-test), the price variable
obtained t value (3.182)> t table (1.988). Based on these data, it can be concluded that price partially
has a positive effect on customer satisfaction. Based on the simultaneous test results (F-Test), the
significance value of 0,000 <0.05 and f arithmetic (20,802)> f table (3.09).

In the multiple correlation test the significance value of 0,000 <from 0.05 and the magnitude of
the correlation coefficient (R) of 0.548, it can be concluded that there is a correlation between the
variable X to the variable Y, the correlation coefficient value of 0.548 which means the degree of
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correlation in this regression model included in the Medium category. While in the determination
test, the coefficient is 0.300. After all, it can be concluded that service quality and price
simultaneously or jointly have a positive influence on customer satisfaction and a coefficient of
determination of 0.300 or 30% shows the independent variables (service quality and price) are able
to explain the dependent variable (customer satisfaction) of 30% While the remaining 70% are other
variables outside this study.
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