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ARTICLEINFO ABSTRACT

The advancement of digital technology in the marketing world is growing
quite rapidly. Where everyone can access anything at hand via a
smartphone. A new innovation in the transportation sector is application-
based transportation or it can also be called online transportation services.
In this case, to support a decision to use, it is followed by the influence of
electronic word of mouth, prices, and good promotions to attract
consumers.This study aims to analyze the effect of Electronic word of

Keywords: mouth, price, and promotion on the decision to use Gojek in Central
Word of mouth Cikarang District, both partially and simultaneously. The data collection
Price technique used purposive sampling technique with a sample of 100
Promotion respondents. This study uses quantitative methods using validity tests,
Purchase decision reliability tests, multiple regression analysis, autocorrelation test,

coefficient of determination (R2) test, t test and F test. Based on test results
using t test shows Electronic word of mouth, price, and promotion partially
and simultaneous positive and significant effect on the decision to use and
the results of testing the coefficient of determination on Adjusted R Square
all variables are able to explain the effect of Electronic word of mouth, price,
and promotion on the decision to use by 40.9% while 59.1% is influenced
by other factors.
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1. INTRODUCTION

The advancement of digital technology in the marketing world is currently developing quite rapidly.
Society takes advantage of existing developments, with the advancement of technology that makes it easier
to obtain what they want. This factor makes competition fierce between business people to get consumers
interested in the products/services they offer by utilizing technological advances. Many business people
who develop their business lead to technological advances, especially in the field of transportation services.
Transportation is the movement of people or goods from one place to another using vehicles so that the
transporter produces transportation services for people who need to move or deliver their goods in their
daily activities. Over time, transportation business people see opportunities for how advances in internet
technology can be applied to the transportation sector. Everyone can access anything in their hands via a
smartphone, which almost everyone has. Therefore, a new innovation has emerged in the transportation
sector, namely application-based transportation or it can also be called online transportation services.

Online transportation services are services in each of its activities applied through the internet. In
its transaction activities such as ordering, monitoring lines, payments, to the assessment of these services
using internet media. Online transportation services are currently widely used as a mode of choice for
public transportation. When compared to base motorcycle taxis or conventional transportation, online
transportation services provide convenience for passengers by direct pick-up to the place where the
passengers are, cheaper prices, and have relatively fast travel times compared to using public
transportation such as buses. The use of online transportation applications is that first passengers order
the transportation service through an application on a smartphone then passengers can choose the vehicle
they want to use such as a motorbike or car and the payment method, then the driver picks up and delivers
to the destination location.

The development of online transportation services in Indonesia is currently almost all regions in
Indonesia. The use of online transportation service applications in Indonesia is very active. Indonesia itself
is in the first position of the most users, namely there are as many as 49% of internet users who use vehicle
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caller applications every month. However, this activity is hampered by the presence of an emerging virus
called covid19. Currently, the global economic situation is faced with a fairly emergency problem. The
transmission of the virus can be said to be very fast and has spread to various countries in the world,
especially in Indonesia. The Covid-19 virus has become a pandemic of a comprehensive nature. Because it
has a huge impact on economic stability. In the public transportation sector, both mass transportation,
online and conventional taxis, as well as online motorcycle taxis, are still allowed to operate with a 50
percent passenger restriction and implement stricter health protocols.

The decision to purchase or use the service is an attitude set by the buyer from the results of the
termination after considering the type of product, brand, quality, time, manufacturer, labor, information
and payment method to meet the needs. The decision on the use or use of the service is taken after passing
through several calculations and alternative considerations. The decision to use is a decision with things
that affect consumers from the financial economy, technology, interests or habits, location, or other things
make a form of brushing the buyer to process all the information and draw an outline with the response
that arises to the goods to be purchased. In the process, the decision to buy or use services begins with a
need/need, looking for information that meets these needs/needs, then evaluating the choice of
information, the emergence of a tendency (intention) to purchase or use services, and the last is the action
of a decision.

Word of mouth is a medium of word-of-mouth communication as a means of exchanging opinions
regarding various goods and services in the market. Word of mouth has an influence in contributing to
consumer decisions as a result of the service experience received. This recommendation is more trusted by
people because it is genuine evidence of perceived service compared to information from the seller in the
form of advertising. Word of mouth can come from an Opinion leader. An opinion leader is an individual
who can provide informal advice or information about related products. Therefore, the word of mouth is
formed because consumers trust others more than advertisements issued by companies.

Advances in technology develop a communication via the internet so that reviews or information
can be easily spread quickly. Therefore, the word of mouth is now changed to an electronic word of mouth.
With internet technology, it can help companies in starting interactive communication with consumers so
that companies can create a good e-WOM regarding the products or services offered. Where electronic
word of mouth is a review or information made by consumers carried out through internet media which
has an important role to change consumer perceptions in purchasing or usage decisions. E-WOM is
marketing through social media to convey information about the experience of using the product so that it
is easily accepted by the public and influences purchasing decisions. Developments in electronic
communication technology have led to the emergence of electronic word of mouth (e-WOM) so that
individuals can share their opinions and experiences with others through electronic communication
channels, such as email, blogs, networking, chat rooms, online reviews, and websites. Various kinds of social
media that can be used as e-WOM media such as Instagram, Facebook, Twitter, Tiktok and others, but what
is currently popularly used is Instagram. From experience in the form of negative and positive information
known by consumers can grow a purchase decision. The information submitted by consumers will provide
various perceptions about the product or service, therefore the decision to use will appear as a form of
response to consumer understanding related to the product or service.

The factor that also determines the usage decision is the price. Price has a very important role in
creating customer satisfaction so that customers do not switch to other online transportation services.
Price is the amount of money charged for a good or service or the amount of money exchanged by
consumers for the benefits obtained from owning or using the product or service.

Promotion also has an important role for customers in making a decision. In business competition,
companies have different promotional strategies to attract their consumers. The importance of promotion
planning makes how much innovative strategies are made and accounted for in order to achieve the profit
that the company wants from the large number of customers who use online transportation services.
Promotion is an effort to notify or offer a product or service on the aim of attracting potential consumers
to buy or consume it.

2. METHOD

The type of research used in this study is quantitative method. This study applies a quantitative
method that uses the multiple linear regression method to estimate whether there is an influence between
dependent and independent variables. The method of collecting survey data is in the form of distributing
questionnaires. The purpose of using the questionnaire is to dig deeper into respondents’ answers about
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variables. The analysis methods to be used are validity test, reliability test, classical assumption test,
multiple linear analysis and hypothesis test.

The population that will be studied in this study is people who live in Central Cikarang District who
have used Gojek with an unknown population, because according to researchers' observations not all
people in Central Cikarang District have used Gojek's services.

3. RESULT AND DISCUSSION
Test Classical Assumptions

Table 1. Multicholinearity Test Results

Unstandardized Standardized Collinearity
Model Coefficients Coefficients Statistics
B Std. Error Beta t Sig. Tolerance VIF
(Constant) -7,463 3,416 -2,185 ,031
Word of Mouth ,353 ,072 , 300 4,909 ,000 ,863 1,159
Price ,490 ,087 ,366 5,648 ,000 , 764 1,308
Promotion ,599 ,085 ,481 7,057 ,000 ,693 1,443

a. Dependent Variable: Purchase Decision

Based on table 1. Multicholinearity tests were performed to determine whether the regression
model found a high choleration between independent variables. A good regression model should not occur
colleration between independent variables. If the VIF value is not more than 10 and the tolerance value is
not less than 0.1 then it can be said to be free from multicholinearity, then it can be concluded that there is
no multicholinearity between independent variables in regression.

Coefficient of Determination

Table 2. Coefficient of Determination Test Results

Adjusted R Std. Error of the
Model R  RSquare Square Estimate
1 ,8312 ,691 ,682 2,978

a. Predictors: (Constant), Word of Mouth, Price, Promotion
b. Dependent Variable: Purchase Decision

Based on table 2. above the results of the analysis of the coefficient of determination (R2) obtained
0.691 or 69.1%. This shows that the percentage of contribution of the influence of the dependent variables
of Word of Mouth, Price, and Promotion affects purchasing decisions by 69.1% while the rest is influenced
by other variables that are not included in this research model.

Multiple Regression Analysis
Multiple Regression Analysis is used to prove the correctness of research hopotesis. In this study,
multiple linear regression analysis was used to determine whether or not there was an influence of Word

of Mouth (X1), Price (X2), Promotion (X3) on purchasing decision (Y). The test results of multiple linear
regression analysis can be seen in the following.

Table 3. Multiple Regression Analysis Result

Unstandardized Standardized
Model Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) -7,463 3,416 -2,185 ,031
Word of Mouth ,353 ,072 ,300 4,909 ,000
Price ,490 ,087 ,366 5,648 ,000
Promotion ,599 ,085 ,481 7,057 ,000

a. Dependent Variable: Employee Performance
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Based on table 3. above can be seen the constant («a value) of -7.463 and for Word of Mouth (8 value)
of 0.353, while the total X2 Price (3 value) is 0.490 and the total X3 Promotion ({3 value) is 0.599. So that it
can be obtained the multiple linear regression equation as follows:

Y =-7,463+ 0,353X1 + 0,490X2 + 0.599X3 + e

The regression equation above shows the relationship between the free variable and the partially
bound variable of the equation, it can be concluded that:

The value of the purchasing decision constant (Y) is -7.463 which states that if the variable X1, X2, X3 is
equal to 0, namely Word of Mouth, Price, and Bran Image then the purchase decision is -7.463.

The X1 coefficient of 0.353 means that every time there is an increase in the Word of Mouth X1
variable by one unit, the purchase decision increases by 0.353 or vice versa if there is a decrease in the
variable X1 Word of Mouth by one unit then the purchase decision decreases by 0.353.

The X2 coefficient of 0.490 means that every time there is an increase in the Price X2 variable by one
unit, the purchase decision increases by 0.490 or vice versa if there is a decrease in the Price X2 variable by
one unit then the purchase decision decreases by 0.490.

The X3 coefficient of 0.599 means that every time there is an increase in the X3 Promotion variable
by one unit, the purchase decision increases by 0.599 or vice versa if there is a decrease in the X3 Promotion
variable by one unit, the purchase decision decreases by 0.599.

T Test

Based on table 14 above comparing the calculated t values with the table t. The value of t table is
obtained from df = n-k-1 or df = 100-3-1 = 96. In the table t of 1.985 and alpha 0.05 The test was used to
find out whether there was an influence of each variable partially. Here is the data that can be inferred from
the table:

The Word of Mouth Variable has a calculation of 4.909 > 1.985 with a signification level of 0.00 <
0.05, then Ho is rejected and Ha is accepted with the conclusion Word of Mouth partially affects the
purchase decision.

The Price Variable has a calculation of 5.648 > 1.985 with a signification rate of 0.00 < 0.05, then Ho
is rejected and Ha is accepted with the conclusion Price affects partially the purchase decision.

The Promotion variable has a t count of 7.057 > 1.985 with a signification rate of 0.00 < 0.05, then
Hois rejected and Ha is accepted with the conclusion that Promotion affects the purchase decision partially.

Simultaneous Test
Table 4. F Test

ANOVA=
Model Sum of Squares df  Mean Square F Sig.
Regression 1905,633 3 635,211 71,647 ,000b
Residual 851,117 96 8,866
Total 2756,750 99

a. Dependent Variable: Purchase Decision
b. Predictors: (Constant), Word of Mouth, Price, Promotion

Based on the results of table 4. above, the F test (simultaneously) for all variables shows a calculated
F value of 71.649 with a significantlevel of 0.000 while F table using signification of 0.05 with df 1 + number
of variables - 1 or 3-1=2 and df 2 n-k-1 or 100-2-1 =97 then the table F obtains 2.70. Thus it can be
concluded that F count 71.649 > 2.70 and signification 0.000 < 0.05, then the hypothesis is accepted
meaning that Word of Mouth, Price, and Promotion affect simultaneously the purchase decision.

Discussion

Effect of Word of Mouth (X1) on Purchasing Decisions (Y). The first test conducted on the Word of
Mouth variable (X1) against the purchase decision (Y). The result of processing validity data with 8
statements is valid, because t count > t table while the reliability test results show that cronbach's alpha
value is 0.888 > 0.70 thus stating that the item of each statement is declared reliable, so it can be concluded
that the Word of Mouth measurement scale (X1) has good reliability. And the hypothesis in this study was
accepted because the results of testing the T test hypothesis obtained information that the Word of Mouth
variable had a calculated T value of 4.909 greater than T table 1.985 with a signification level of 0.000
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greater than 0.05 and a coefficient of determination test value (R2) with a value of 0.691. Thus, it can be
concluded that Word of Mouth has a significant effect on the purchasing decision of Gojek Online
Transportation in Central Cikarang District.

Effect of Price (X2) on Purchasing Decisions (Y). The second test conducted on the Price variable
(X2) against the purchase decision (Y). The result of processing the validity data with 8 statements is valid,
because t calculate > t table while the reliability test results show that cronbach's alpha value is 0.800 >
0.70 thus stating that the item of each statement is declared reliable, so it can be concluded that the Price
measurement scale (X2) has good reliability. And the hypothesis in this study was accepted because the
results of testing the T test hypothesis obtained the information that the ku variable has a calculated T value
of 5.648 greater than T table 1.985 with a signification level of 0.000 greater than 0.05 and a coefficient of
determination test value (R2) with a value of 0.691. Thus, it can be concluded that Price has a significant
effect on the purchasing decision of Gojek Online Transportation in Central Cikarang District.

The Effect of Promotion (X3) on Purchasing Decisions (Y). The third test conducted on the Promotion
(X3) variable against the purchase decision (Y). The results of processing validity data with 8 statements
are valid, because t count > t table while the reliability test results show that cronbach's alpha value is 0.855
> 0.70 thus stating that the item of each statement is declared reliable, so it can be concluded that the
Promotion measurement scale (X3) has good reliability. And the hypothesis in this study was accepted
because the results of the T test hypothesis test were obtained by the information that the Promotion (X3)
variable had a calculated T value of 7.059 greater than T table 1.985 with a signification level of 0.000
greater than 0.05 and a coefficient of determination test value (R2) with a value of 0.691. It is hereby stated
that Promotion has a significant effect on Gojek Online Transportation purchasing decision in Central
Cikarang District.

The Effect of Word of Mouth, Price, and Promotion on Purchasing Decisions. Based on the results of
hypothesis testing, the F test variable shows a calculated F value of 71.647 with a significant level of 0.000
while F table using signification of 0.05 with df 1 + number of variables - 1 or 3-1=2 and df 2 n-k-1 or 100-
2-1 = 97 then the table F obtained is 2.70. Thus it can be concluded that F counts 71.647 > 2.697 and
signification 0.000 < 0.05, then the hypothesis is accepted meaning that Word of Mouth, Price and
Promotion affect simultaneously the purchase decision.

4. CONCLUSION

Word of Mouth has a significant effect on the purchasing decision of Gojek Online Transportation in
Central Cikarang District. Price has a significant effect on Gojek Online Transportation purchasing decision
in Central Cikarang District. Promotion has a significant influence on Gojek Online Transportation
purchasing decision in Central Cikarang District. Word of Mouth, Price and Promotion have a simultaneous
effect on purchasing decisions.

REFERENCES
[1] Alma, Buchari. 2021. Manajemen Pemasaran & Pemasaran Jasa. Bandung: CV Alfabeta.
[2] Antonio. 2021. “Pengaruh Electronic Word Of Mouth (E-Wom) Di Media Sosial Facebook Terhadap
Keputusan Pembelian.” ejurnal.undana.ac.id 14(1): 63-76.

http://ejurnal.undana.ac.id/JEM/article/view/3857 (June 4, 2022).

[3] Arif, Muhammad. 2021. “Pengaruh Social Media Marketing, Electronic Word of Mouth (EWOM)
Dan Lifestyle Terhadap Keputusan Pembelian Online.” (SiNTESa) Seminar Nasional Teknologi
Edukasi dan Humaniora 1(1): 111-22.
http://jurnal.ceredindonesia.or.id/index.php/sintesa/article/view/298 (June 4, 2022).

[4] Feb-uad, Webinar Nasional Kerjasama, and Pernerbit Erlangga. 2020. “Membangun Inovasi Bisnis
Melalui Electronic Word Of Mouth ( E-Wom ) Di Era New Normal Oleh : Dr . Salamatun Asakdiyah
, M .Dosen Program Studi ManajemenFakultas Ekonomi Dan Bisnis Universitas Ahmad Dahlan
Yogyakarta.

[5] Darmansah, Aprillia, and Sri Yanthy Yosepha. 2020. “Pengaruh Citra Merek Dan Persepsi Harga
Terhadap Keputusan Pembelian Online Pada Aplikasi Shopee DiWilayah Jakarta Timur.” Jurnal
Ilmiah Mahasiswa Manajemen Unsurya 1(1): 15-30.
https://jom.universitassuryadarma.ac.id/index.php/jimen/article/view/2 (April 25, 2022).

[6] Firnanda, MA. 2018. “Pengaruh Electronic Word of Mouth, Brand Image, Brand Trust Terhadap
Keputusan Penggunaan Jasa Ojek Online Go-Jek Di Samarinda.”  journalfeb.unmulac.id 1.
https://journal.feb.unmul.ac.id/index.php/PROSNMEB/article/view/3100 (June4, 2022).

Electronic Analysis Of Word Of Mouth, Price, And Promotion To Decisions Use Of Gojek Transportation
Services In Central Cikarang Subdistrict. Asral, et.al
2102



S’ http://ejournal.seaninstitute.or.id/index.php /Ekonomi |i_l|-:,'-,','t,l FKONOMI

_ I Jurnal Ekonomi, Volume 11, No 03, 2022
ISSN: 2301-6280 (print) ISSN: 2721-9879 (online)

[7] Milano, Alyssa, and dkk. 2021. “Pengaruh Kualitas Produk, Harga, Dan Promosi Terhadap
Pengembalian Keputusan Pembelian Baju Batik Di Toko “Florensia.” Jurnal Martua VOL. 3 NO.(1):
17. https://ejurnal- unespadang.ac.id/index.php/M]/article /view/266. (May 7, 2022).

[8] Hastuti, MASW, and M Anasrulloh Ecobuss. “Pengaruh Promosi Terhadap Keputusan
Pembelian.” ejournalupm.ac.id.
https://ejournal.upm.ac.id/index.php/ecobuss/article/view/622 (December 28, 2021).

[9] Octhaviani, S, HJ Sibarani - Scientific Journal Of Reflection, And Undefined 2021. “Merek Produk,
Kualitas Produk, Dan Harga Diskon Terhadap Keputusan Pembelian Produk Minuman Kopi Pada
Pengguna Aplikasi” ojspustek.org. http://www.ojspustek.org/index.php/SJR/article/view/331
(December 27, 2021).

[10] Malonda Deisy, Joyce Lapian, Dan Yunita Mandagie. 2018. “Analisis Citra Merek, Harga Produk Dan
Kualitas Terhadap Keputusan Pembelian HandphoneSamsung Pada Seluruh Gerai A Gerai Seluler
Di It Center Manado.” Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akuntansi 6(4):
2288-97.(May 7,2022).

[11] Yoeliastuti, Y, E Darlin, E Sugiyanto - Jurnal Lentera Bisnis, And Undefined 2021. “Pengaruh Citra
Merek, Harga Dan Promosi Terhadap Keputusan Pembelian Melalui Aplikasi Penjualan Online
Shopee.” plj.ac.id. https://plj.ac.id/ojs/index.php/jrlab/article/view /425 (December 27, 2021)

[12] Septigo, Achmad, and Tri Sudarwanto. 2021. “Pengaruh Brand Image Dan Promosi Gojek Terhadap
Keputusan Pengguna Jasa Transportasi Berbasis Online (Studi Pada Mahasiswa Fakultas Ekonomi
Di Universitas Hasyim Asy’ari Tebuireng Jombang).” 3: 127-38. (December 27, 2021).

[13] Putu, Ni, Tissa Noviandini, Ni Nyoman, and Kerti Yasa. 2021. “Peran Brand Trust Memediasi
Pengaruh Electronic Word Of Mouth Terhadap Keputusan Pembelian.”caritulisan.com
10(11): 1201-20. https://caritulisan.com/media/380946-none-dfa7760e.pdf (June 4, 2022).

[14] Noviyanti, lis, Denok Sunarsi, and Hadion Wijoyo. 2021. “Pengaruh Harga Dan Lokasi Terhadap
Keputusan Pembelian Pada Alfamart Cabang Cipondoh.” journal of Economic, Management,
Accounting and Technology 4(1): 43-54. (January 27, 2022).

[15] Hadibrata, Baruna, Shilvana Husani, and Hapzi Ali. 2017. "The Importance Of Training Programs
In The Improvement Of The Performance Of Employees In The Petroleum Companies’- Case Of
Sonatrach Company - The Regional Directorate Of Berkaoui (Ouargla- Algeria).” Saudi Journal of
Business and Management Studies 2: 433-45.
https://econpapers.repec.org/paper/pramprapa/91760.htm (June 3, 2022).

Electronic Analysis Of Word Of Mouth, Price, And Promotion To Decisions Use Of Gojek Transportation
Services In Central Cikarang Subdistrict. Asral, et.al
2103



