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 The aim of this study is to analyze the effect of e-service quality, consumer trust and social media 
marketing on intention to use online transportation services. The method used in this research is 
quantitative methods, data collection is executed by distributing questionnaires to consumers of 
Online Transportation Services. The population of this study is the Jabodetabek Online Transpor-
tation Services consumers whose numbers have not been identified with certainty. The question-
naire was distributed electronically using a simple random sampling technique. The results of the 
questionnaire returned were 180 respondents. Based on the results of data analysis, it is concluded 
that E-Service Quality has a significant effect on Intention to Use Online Transportation Services. 
Consumer Trust has no effect on Intention to Use Online Transportation Services. Social Media 
Marketing has a significant effect on Intention to Use Online Transportation Services.  
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1. Introduction 
 

 
The presence of growing application technology on operating system-based smartphones has brought changes in all fields, 
including transportation. Online-based transportation applications have changed people's behavior in using transportation, 
customers no longer need to look for conventional transportation, but customers just need to make a reservation on the mobile 
application. Online transportation is preferred by customers since it offers convenience, lower costs, more guaranteed comfort 
and security and it is not surprising that many people are switching from conventional modes of transportation to online modes 
of transportation (Aziah & Adawia, 2018). There are two online transportation providers that are quite well known in Indo-
nesia today, namely Gojek and Grab. Currently, the development of online transportation in Indonesia has been so rapid, it 
can be seen from the number of users reaching 21.7 million people. This is based on the We Are Social 2020-Digital 2020 
Indonesia report as of January 2020 (cnbcindonesia.com, 2020). Grab is one of the many Online Transportation Companies 
that provide “ride-sharing” and “ride-on-demand” services that use on-demand technology and services using web or mobile 
applications that connect drivers and passengers (Ackaradejruangsri, 2015). Smartphone application technology is able to 
answer people's needs to make it easier to access transportation modes in big cities, including in Jabotabek. Customers only 
need to use the cellphone after which the customer can immediately choose what mode of transportation will be present in 
front of their house (Putri et al., 2018). 

Lately, the world has been quite shocked by the virus which has begun to spread to various regions and it has become a global 
pandemic. Indonesia, which is one of the countries affected by the COVID-19 virus, has had quite a big impact on all sectors, 
especially the economic sector. Various areas that are also affected by the COVID-19 virus have followed the instructions 
given by the central government to implement several activities that must be carried out by the community to prevent trans-
mission of COVID-19, including work from home, learning from home, worshiping from home, even teaching and learning 
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activities also from home online, using masks, diligently washing hands using soap, and applying social distancing methods. 
The existence of Work From Home and social distancing hampers people's space in life because at Work From Home or WFH 
it will be more difficult for people to leave the house. To overcome this situation, people are starting to look to do online 
shopping because besides not having to leave the house, now many necessities of life are sold online. Therefore, the existence 
of the COVID-19 pandemic situation has also had an impact on the trend of consumer buying interest online and the intention 
to use online transportation services (Nguyen et al., 2020; Addo et al., 2020; Tran, 2020). The trend of buying interest online 
is usually carried out by young consumers because they are the ones who use online facilities to fulfill their needs. The 
majority of them are classified as active in using the internet in searching for products or services online through various 
platforms available in Indonesia, such as using online transportation services to find transportation services and can be used 
to order and deliver the goods they need. Even though the trend of buying interest online and the intention to use online 
transportation applications is usually dominated by teenagers but with conditions like now, with the COVID-19 the trend of 
online purchases is not only carried out by teenagers but also all age groups to meet their needs. Apart from the needs that 
must be met, the intention to use online transportation services can also be influenced by various factors, one of which is trust. 
Various studies conducted in the technology sector see the importance of trust as one of the factors that can improve customer 
relationships, increase credibility, and the perception of system security for customers (Liébana-Cabanillas et al., 2018). Man-
ufacturers must understand various technological innovations that are considered beneficial for consumers and can increase 
trust in the system which in turn can influence the intention to use online transportation technology (Ehrenhard et al., 2017; 
Suhartanto et al., 2019). 

Previous research has focused on various factors that can influence trust such as e-service quality (Al-Nasser et al., 2013). E-
service quality reflects an idea of online services offered by manufacturers so that customers can compare their expectations 
about existing service performance, when their expectations are met, customers feel confident in the capabilities of the pro-
ducers (Tran & Vu, 2019). Although various studies have found a positive effect of e-service quality on trust, research con-
ducted by Shu-Chiung et al. (2011) found different results, the study explained that e-service quality has no effect on trust. 
Apart from e-service quality, well-packaged and targeted social media marketing can build consumer trust. Marketing through 
social media is considered by consumers to be more trustworthy than traditional elements of the promotional mix. Social 
media marketing may be better due to the fact that social media provides interactive communication, instant feedback, and 
more objective consumer-generated content (Tatar & Eren-Erdogmus, 2016; Adriani & Warmika, 2019). E-service quality 
and social media marketing are important elements to build positive feedback from users. However, how e-service quality 
and social media marketing can influence consumer confidence in the context of using online transportation still requires 
empirical validation. Therefore, this study attempts to address the research gap by examining the impact of e-service quality 
and social media marketing in generating trust and intention to use online transportation services during the COVID-19 pan-
demic.  
 

2. Method 
 

The method used in this research is quantitative methods, data collection is accomplished by distributing questionnaires to consumers 
of Online Transportation Services. The instrument used to measure all the variables of this study was adapted from (Bogler, 2001), 
with 5 items for each variable. Each closed question / statement item is given five answer options, namely: strongly agree (SS) score 
5, agree (S) score 4, disagree (KS) score 3, disagree (TS) score 2, and strongly disagree (STS) score 1. The method for processing 
data is by using PLS and using the SmartPLS version 3.0 software as a tool. This study uses a questionnaire measuring tool given 
to respondents who have become the criteria. The questionnaire measurement scale uses a Likert scale, namely a scale of 1 - 5 such 
as; strongly disagree (1) to strongly agree (5) (Santosa, 2018). The research indicators for each variable such as e-service quality 
have seven items, adapted from (Pudjarti et al., 2019; Laurent, 2016). Social media marketing is measured by seven items adapted 
from (Smith, 2014). Meanwhile, trust is measured by five items adapted from (Chen & Chang, 2012; Laroche et al., 2012). Also, 
intention to reuse services is measured by three items adapted from (Chiu et al., 2012). The population in this study is the Jabodetabek 
Online Transportation Services consumers whose numbers have not been identified with certainty. The questionnaire was distributed 
electronically using a simple random sampling technique. The results of the questionnaire returned were 180 respondents. 
 

 
Fig. 1. Research Model 
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Based on the theoretical review and previous research above, the research model as in Fig. 1 is compiled by the following 
research hypothesis: 

H1: E-Service Quality has a significant effect on Intention to Use Online Transportation Services. 

H2: Consumer Trust has a significant effect on Intention to Use Online Transportation Services. 

H3: Social Media Marketing has a significant effect on Intention to Use Online Transportation Services. 

3. Results and discussion 

Fig. 2 demonstrate the summary of the personal characteristics of the participants.  

 

   
Gender Age  

Fig. 2. Personal characteristics of the participants  

 
Test Results of the Validity and Reliability of Research Indicators  

The testing phase of the measurement model includes testing for convergent validity, discriminant validity and composite 
reliability. The results of the PLS analysis can be used to test the research hypothesis if all indicators in the PLS model have 
met the requirements of convergent validity, discriminant validity and reliability testing. Convergent Validity Testing Con-
vergent validity test is done by looking at the loading factor value of each indicator against the construct. In most references, 
a factor weight of 0.5 or more is considered to have sufficiently strong validation to explain latent constructs (Chin, 1998; 
Hair et al., 2010; Ghozali, 2014; Azizah & Adawia, 2018; Putrianti & Semuel, 2018). In this study, the minimum limit for the 
accepted loading factor is 0.5, provided that the AVE value of each construct is> 0.5 (Ghozali, 2014). 

  
The results of coefficients The results of statistical test 

Fig. 3. Model valid 
 
Based on the estimation results of the PLS model in the image above, all indicators have a loading factor value above 0.5 so 
that the model has met the convergent validity requirements. Apart from looking at the loading factor value of each indicator, 
convergent validity was also assessed from the AVE value of each construct. The AVE value for each construct of this study 
is above 0.5. So, the convergent validity of this research model has met the requirements. The value of loadings, Cronbach’s 
alpha, composite reliability and AVE for each complete construct can be seen in Table 1.  
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Table 1 
Cronbach’s Alpha, Composite Reliability, and Average Variance Extracted (AVE)  

Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE) 
CT 1.000 1.000 1.000 1.000 

ESQ 0.933 0.968 0.948 0.784 
ITU 0.994 0.995 0.995 0.981 
SMK 0.898 0.985 0.934 0.826 

 

Construction Reliability Testing 

Construct reliability can be assessed from the Cronbach's alpha value and the composite reliability of each construct. The 
recommended composite reliability and Cronbach's alpha value is more than 0.7 (Ghozali, 2014). The reliability test results 
in Table 2 above show that all constructs have composite reliability and Cronbach's alpha values are greater than 0.7 (> 0.7). 
In conclusion, all constructs have met the required reliability. 

Discriminant Validity Testing 

Discriminant validity is done to ensure that each concept of each latent variable is different from other latent variables. The 
model has good discriminant validity if the AVE square value of each exogenous construct (the value on the diagonal) exceeds 
the correlation between this construct and other constructs (values below the diagonal) (Ghozali, 2014). The results of discri-
minant validity testing using the AVE square value, namely by looking at the Fornell-Larcker Criterion Value are obtained 
in Table 2 as follows: 

Table 2 
Item Loading and Cross-Loading  

CT ESQ ITU SMK 
X11 

 
0.893 

  

X12 
 

0.887 
  

X13 
 

0.900 
  

X14 
 

0.875 
  

X15 
 

0.873 
  

X25 1.000 
   

X33 
   

0.806 
X34 

   
0.952 

X35 
   

0.960 
Y22 

  
0.987 

 

Y23 
  

0.995 
 

Y24 
  

0.994 
 

Y25 
  

0.986 
 

 

The results of the discriminant validity test in Table 2 above show that all constructs have a square root value of AVE above 
the correlation value with other latent constructs (through the Fornell-Larcker criteria) so that it can be concluded that the 
model has met discriminant validity. 

Table 3 
Discriminant Validity  

CT ESQ ITU SMK 
CT 1.000 

   

ESQ 0.614 0.886 
  

ITU -0.233 0.133 0.991 
 

SMK 0.036 0.156 0.705 0.909 
 

Hypothesis test 
 

Hypothesis testing in PLS is also known as the inner model test. This test includes a significance test for direct and indirect 
effects as well as a measurement of the magnitude of the influence of exogenous variables on endogenous variables. To 
determine the effect of transformational leadership and transactional leadership on teacher job perceptions and teacher job 
satisfaction, a direct and indirect effect test is needed. The effect test was performed using the t-statistic test in the partial least 
squared (PLS) analysis model using the SmartPLS 3.0 software. With the bootstrapping technique, the R Square value and 
significance test values are obtained as shown in the table below: 

Table 4  
Nilai R Square  

R Square R Square Adjusted 
ITU 0.619 0.605 
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Based on Table 4 above, the R Square value is 0.619 which means that the Intention to Use Online Transportation Services 
variable can be explained by the E-Service Quality, Consumer Trust on and Social Media Marketing variables by 61.9%, 
while the remaining 38.1% is explained by other variables. which was not discussed in this study. 

Table 5 
Hypotheses Testing  

Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values 
CT → ITU -0.441 -0.420 0.215 2.055 0.040 

ESQ → ITU 0.299 0.268 0.202 1.477 0.140 
SMK → ITU 0.675 0.717 0.101 6.677 0.000 

 

Meanwhile, Table 5 shows the T Statistics and P-Values which show the influence between the research variables that have 
been mentioned. 

Relationship between E-Service Quality and Intention to Use Online Transportation Services 

Based on the results of the analysis in Table 5, it is obtained T Statistics of 2.055> 1.96 and P-Values of 0.040 <0.050 so that 
it can be concluded that H1 is accepted, E-Service Quality has a significant effect on Intention to Use Online Transportation 
Services. An increase in E-Service Quality variables will be followed by an increase in Intention to Use Online Transportation 
Services and a decrease in the E-Service Quality variable will be followed by a decrease in Intention to Use Online Transpor-
tation Services 

Relation between consumer Trust and Intention to Use Online Transportation Services 

Based on the results of the analysis in table 6, it is found that T Statistics is 1.477 <1.96 and P-Values 0.140> 0.050 so it can 
be concluded that H2 is rejected. Consumer Trust has no effect on Intention to Use Online Transportation Services. The 
increase in the Consumer Trust variable did not affect the Intention to Use Online Transportation Services variable and the 
decrease in the Consumer Trust variable did not affect the Intention to Use Online Transportation Services variable 

Relationship between Social Media Marketing and Intention to Use Online Transportation Services 

Based on the results of the analysis in table 6, it is obtained T Statistics of 6,677> 1.96 and P-Values of 0.000 <0.050 so that 
it can be concluded that H3 is accepted, Social Media Marketing has a significant effect on Intention to Use Online Transpor-
tation Services. Consumer Trust Consumer Trust. Increasing the Social Media Marketing variable will increase the Intention 
to Use Online Transportation Services variable and decrease the E-Service Quality variable will reduce the Intention to Use 
Online Transportation Services variable. It can be concluded that hypothesis 1 explains that with the use of e-service quality 
in online-based applications (online transportation) and provided to consumers well, this will create and build good trust in 
consumers / users. This result is in line with previous research (Tran and Vu, 2019). This happens because e-service quality 
is considered as an important strategy to build trust and achieve success in a business, even e-service quality is considered 
more important than the price strategy. The success of e-service quality reflects how customer expectations are comparable 
to the performance of the services provided (Tran and Vu, 2019). Therefore, by using a good e-service quality strategy and 
the service is considered appropriate or even exceeds the expectations of consumers or users, they will build trust in the 
company.  

It can be concluded that hypothesis 2 explains that using effective social media marketing can create and build consumer / 
user trust. These results are in line with previous studies (Irshad et al., 2020). This happens because with the emergence of 
marketing carried out through social media, enabling consumers to find and get positive information and the information they 
need, this can help consumers to build their trust (Irshad et al., 2020). This indicates that using marketing through social media 
by providing clear information and according to the needs of consumers, this strategy can encourage trust for them. Not only 
that, social media marketing can also help consumers easily find the information they need. 

Hypothesis 3 explains that trust has a positive effect on the intention to reuse it explains that the existence of built-in trust in 
consumers / users, this can encourage their intention to reuse an application. These results are in line with previous studies 
(Giantari et al., 2013). This happens because with the formation of consumer trust in an online vendor, meaning that consumers 
are confident in the integrity of the vendor, consumers are also confident that the vendor will act ethically, fulfill his promises, 
make a good deal, and tell the truth (Hallikainen & Laentuken, 2018) . So that consumers who are confident in the ability of 
the vendor feel that the quality and expectations they have will be fulfilled by repurchasing the product. For this reason, the 
formation of trust can encourage consumers to buy back. 
 
This suggests that trust is the perfect link in the indirect relationship between e-service quality and intention to reuse. Providing 
good quality e-service will create an intention to reuse the service if it is supported by confidence in the consumer or user. 
The results of this study are in line with previous research (Wuisan et al., 2020; Lien et al., 2015) which shows the better the 
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ability of the company to handle problems faced by customers and provide good service to customers, this will increase 
customer confidence in the company which can trigger repurchase interest. This indicates that with the use of good infor-
mation, making the application as easy to use as possible, and the existence of security protection for customers will build 
their trust that will ultimately intend to reuse the services offered by the company. This suggests that trust is the perfect link 
in the indirect relationship between social media marketing and reuse intent. The use of marketing that is carried out through 
social media and carried out with the right target will create an intention to reuse the service if it is supported by confidence 
in the consumer or user. The results of this study are in line with previous research (Tong, 2020) which shows that using 
effective marketing through social media will build consumer intention to buy back through the trust that consumers have. 
This is because consumers are accustomed to shopping and looking for various information through social media, so that by 
providing campaigns or marketing through social media is considered an effective strategy in building trust as well as building 
consumer intention to buy or reuse existing services. 
 
4. Conclusion 
 
Based on the results of data analysis, it is concluded that E-Service Quality has a significant effect on Intention to Use Online 
Transportation Services. Consumer Trust has no effect on Intention to Use Online Transportation Services. Social Media 
Marketing has a significant effect on Intention to Use Online Transportation Services. This study concludes that e-service 
quality and social media marketing have an effect on consumer trust, which in turn, this trust can encourage consumer or user 
intention to reuse online transportation services. Trust was also found to be a good mediator or liaison between the influence 
of e-service quality and social media marketing on intentions to reuse online transportation services. Advice that can be given, 
the management of online transportation companies should always pay attention and always improve the quality of their 
services electronically in a continuous manner provide accurate and easy to understand information, besides that the company 
can continue to update their service application so that consumers can use the application more easily, including the security 
of personal data which the company must always pay attention to. The use of marketing through social media is also important 
for companies because by using this strategy the information they want to provide to consumers will arrive effectively and 
efficiently, consumers will also find it easier to find the type of information they want. By paying attention to this strategy, 
companies can build consumer trust, because trust is a very important factor in the business world. When this trust has been 
formed, what else during the Covid-19 pandemic, which occurs when customers find it difficult to leave, by building their 
trust through providing information that can illustrate that this application can help consumers to order food, goods and med-
icines drugs that can ultimately encourage consumers to buy or reuse the service. Like other studies, current research has 
several limitations which will provide opportunities for future research. First, this study considers the measurement of service 
quality online, while the concept of online transportation services provided can be done both online and offline. For this 
reason, future research can use the concept of online and offline services in order to measure more clearly how their level of 
trust in the services provided by the company. The study of social media marketing is influenced by reference theory and 
empirical results from other studies. In future research, it will be better to develop alternative models and strategies to see 
which social media marketing model is most appropriate. The use of different social media platforms can also be another 
influence on consumer responses and behavior. For this reason, in further research, which social media platform should be 
used in the research is determined first, this is to be able to measure the level of marketing effectiveness carried out and the 
level of user involvement on the social media platform. In addition, regarding the sample, it would be interesting if further 
research targeted a larger sample and made comparisons. 
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