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PENGARUH PERCEIVED VALUE, SERVICE QUALITY, E – SERVICE 

QUALITY, TERHADAP CUSTOMER SATISFACTION, DAN 

CUSTOMER BEHAVIOR INTENTION PADA PENGGUNA GRAB 

SURABAYA 

 

ABSTRAK 

Internet saat ini telah menjadi kebutuhan sehari-hari. Pengguna 

internet di Indonesia telah mengalami peningkatan yang signifikan. Hal 

tersebut mengakibatkan banyak bermunculan jasa transportasi online di 

indonesia. Grab merupakan salah satu penyedia jasa transportasi online 

yang menggunakan berbagai strategi terkait dengan perceived value, 

service quality, e – service quality, customer satisfaction, dan customer 

behavior intention. 

 Penelitian ini bertujuan untuk mengetahui pengaruh antara 

perceived value, service quality, e – service quality, terhadap customer 

satisfaction, dan customer behavior intention pada pengguna Grab di 

Surabaya. Sampel yang digunakan sebesar 150 responden pengguna Grab 

di Surabaya. Alat pengumpulan data yang digunakan adalah kuesioner. 

Teknik analisis data menggunakan Regresi Linier Berganda dengan 

menggunakan program SPSS 23.  

Hasil penelitian menunjukan bahwa perceived value, service 

quality, e – service quality, berpengaruh positif dan signifikan terhadap  

customer satisfaction, serta perceived value dan customer satisfaction  

customer behavior intention. Namun service quality, dan e-service 

quality tidak bengaruh positif dan signifikan terhadap customer behavior 

intention. 

 

Kata Kunci: perceived value, service quality, e–service quality, customer 

satisfaction,  customer behavior intention. 

 

 

 

 

 

 

 

 

 



xvi 

THE INFLUENCE OF PERCEIVCED VALUE, SERVICE QUALITY, 

AND E-SERVICE QUALITY, TOWARDS CUSTOMER SATISFACTION 

AND CUSTOMER BEHAVIORAL INTENTION TO USER GRAB 

SURABAYA. 

 

ABSTRACK 

The Internet today has become a daily necessity.Internet users in 

Indonesia have experienced a significant increase. This resulted in many 

emerging online transportation services in Indonesia. Grab is an online 

transport service provider that uses various strategies related to perceive 

value, service quality, e-service quality, customer satisfaction, and 

customer behavior intention. 

This study aims to determine the influence between perceive 

value, service quality, e-service quality, customer satisfaction, and 

customer behavior intention on Grab users in Surabaya. The sample used 

is 150 respondents Grab users in Surabaya. The data collection tool used 

is questionnaire. Data analysis techniques use Multiple Linear 

Regression using SPSS 23 program. 

The results showed that perceive value, service quality, e-service 

quality, positively and significantly influence customer satisfaction, and 

perceived value and customer satisfaction customer behavior intention. 

However service quality, and e-service quality do not positively and 

significantly affect customer behavior intention. 

 

Keyword: perceived value, service quality, e-service quality, customer 

satisfaction, customer behavior intention.  


