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ABSTRACT

The new era of smartphone mobile applications in Indonesia has been started since the
formation of the GOJEK application in 2010, where Gojek became the first super app
or multiservice platform to provide more than 20 services. GOJEK is one of the
applications that utilizes technological and economic advancements in Indonesia.
GOJEK is a company that provides multiple online services such as transportation,
delivery of goods and foods. Since 2016, GOJEK has significantly improve Aceh
economy and hopefully it will fix many problems that Aceh has been facing so far.
Gojek has made positive impact since the beginning and has become an important main
role in SMEs, especially in 2020 since the Covid-19 pandemic began to emerge and
based on the Demographic Institute of the Faculty of Economics and Business,
University of Indonesia (LD FEB Ul) the Gojek survey helps buffed the economy for
those whose affected by Covid-19, as many as 40 %t SMEs joined Go-food (one of
GOJEK service) and 90% are micro scale business. as many as 92% of SMEs says they
were able to adapt in pandemic due to GOJEK and almost 50% say they would not be
able to survive if they were not part of the Gojek ecosystem. With statement above this
study aims to analyze and provide information on what factors that actually influencing
user to buy through Multi-Service Platform (GO-JEK) in Aceh in order to find what are
those factors that helps SMEs and other micro small-scale business to thrive in this
pandemic. In this quantitative study the samples of the study are gathered using a non-
probability sampling technique with 95% confidence level and 8% error margin. The
data is collected using survey questionnaires through Google Form. In this study the
scale is measured using Likert scale. To test the effect of the independent variable with
the dependent variable regression linear method is used, where this model using 4 steps
in building mediation. These finding provides future evidence supporting current
economic and technology innovation on how these 4 variables influencing Use of Multi-
Service Platform (GO-JEK) in Aceh.
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CHAPTER ONE
INTRODUCTION

11 RESEARCH BACKGROUND

Rapid development of Information Technology has brought us several changes in
various aspects of life, one of which is the human lifestyle that has become completely
easier with technology. The internet has become the primary source for the public in
finding information. Through co-existence of communication technology and the
internet, information can be obtained from all corners of the world. According to Zahay
& Roberts (2013), the internet is used as a marketing medium that sells and promotes
products through electronic media. A multiservice platform is an example of electronic
media that can support online services.

Demand on online services via the internet keeps on increasing in Aceh. Online
services provide faster and better service for consumers, they do not have to bother
driving to do a transaction such as buying or selling services or products. Consumers
can now access online stores or services anywhere and anytime through computers or
smartphones that have been connected to the internet. This will certainly save
consumers efforts in buying and selling (Riswanti, 2015).

Nowadays, small and medium enterprise (SME) have improved with high
margin in the process of creating new entrepreneurs, improving the economy in Aceh.
SME is rated as the biggest mass economic elements in Aceh and have made a huge
contribution in increasing the income, manufacturing products, employment level and

a solution to acquisition and poverty. Furthermore, SME is expected to develop rapidly
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as technology advances in Digitalization of SME as well as heavily investing

contribution to the Gross National Product (GDP).

Number of SME

The National Medium-Term Development Plan (RPJMN) for the period 2015- 2019 mentions
that the development of MSMEs (UMKM) is one of the tools to increase national economic
growth. Acceleration of national economic growth can be achieved through:

() improvement of agro-industry, forest and timber products, fisheries, and mining products
(i) accelerated growth of the manufacturing industry

(lii) accelerated tourism growth

(Iv) accelerated creative economic growth, and

(V) enhancing the competitiveness of SMEs and cooperatives

| ndicator | 2010 | 2011 | 2012 | am3 | o1 | oms | o016 | 2017 | 20

pmilion He
6B Contribution
1.282.
(10R Million)
554

HarL{DR 1759 1874 208.1 219.1 230.1 2429 255 269
Billion)

DIGITALIZATION of SME

gy

55.2 56.5 578 59.2 60.5 61 62

6 13693 15049 16044 1.766.8 19258 2.000 2100

55.6 57.5 579 60.7 63.1 65 67

Growth of SMEs and Contribution to GDP

Figure 1.1 Digitalization of SME Development (Source: Arijono, Bari. “Indonesia
Digital Economic Outlook 2018.” SlideShare, 25 Jan. 2018,
www.slideshare.net/BariBArijono/indonesia-digital-economic-outlook-2018.)

In studying consumer intention to use multi-service platform, we utilized
Technology Acceptance Model (TAM) as the theoretical foundation. According to

Davis (1986), Technology Acceptance Model is designed to explain on how users use

and understand information technology as theory of reasoned action

Technology acceptance model can be used to predict consumer behaviour in e-

commerce purchasing decision making and considered as the most commonly used

theory in investigatin

g e-commerce usage behaviour (Davis, 1989).
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Davis et al. (1989) states technology acceptance model has two external
variables namely perceived ease of use, and perceived usefulness that will affect internet
technology acceptance. Perceived ease of use is defined as the degree to which users
believe that technology or systems can be used easily and free of problems, then
perceived usefulness is defined as the level of user trust that using a technology or
system will increase performance the user's work. The expert believes that to make a
technology acceptable to consumers to want to adopt a technology, the technology must
meet the technology acceptance model requirements.

Multiplatform service is considered as one of the most reliable places for
conducting business activities. Business activities that utilize this technology are
referred to as e-commerce. More precisely, e-commerce is defined as the activity of
buying and selling goods or services through electronic networks, generally via the
internet.

In Indonesia, multi-service platform and digital payment technology called GO-
JEK was established in 2010 as a call center courier delivery and as two-wheeled ride
services. By 2015 GOJEK launched its application with three services; Go Ride, Go
Send, and Go Mart. Today GOJEK has been developed into a super application, that
provides more than 20 services. GOJEK has spread its operation throughout Southeast
Asia that includes Vietnam, Singapore, Thailand, and Philippines. A research study
reports GOJEK driver’s has significant improvement on quality of life and incomes

after joining GOJEK, as shown in figures 2 and 3 below:
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GO-JEK Driver Opinion on GO-JEK Driver Satisfaction

Business Partner Relationship Level on Income
2% 5% 1%
Very Beneficial (2%)
11% Significantly Improved (16%)
Beneficial (5%)

Not Beneficial & Improved (70%)
Not Burdensome (47%)
@ Slightly Unsatisfied (13%)
® Burdensome (35%)

@ Unsatisfied
® Very Burdensome (11%)

54% GO-JeK drivers feel an improvement 86% GO-JEK drivers feel satisfied to
in their quality of life after joining GO-JEK very satisfied with their current income

Figure 1.2 GO-JEK Driver Partner Chart (https://medium.com/life-at-go-jek/the-story-
behind-1-million-go-jek-drivers-f6fa0d1dc597,2018)

Driver Partner’s Age Driver Partner’s Dependents

38% 38%

Doesn't have any
dependents (22%)

® Has dependents (78%)

19%

1% 2% 0.2%

<20 20+ 30+ 40+ 50+ 60+

77% of driver partners are 20-39 years old 78% of driver partners have dependents

Figure 1.3 GO-JEK economy Growth and Satisfaction Level
(https://medium.com/life-at-go-jek/the-story-behind-1-million-go-jek-drivers-
f6fa0d1dc597,2018)
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1.2 PROBLEM STATEMENT

In Aceh, Smartphone application should be used to get the most benefit includes
reducing search time, waiting costs, and easy payment when they are doing an online
transaction from this newly smart app called GOJEK.

GOJEK is an application that meet customer daily needs ranging from ride, food
delivery, package delivery to paying bills. The process of this online transaction with
GOJEK should help optimizing for time-efficiency but also simple enough for everyone
to use it.

However, many people in Aceh still have not use this application in efficient
way or not using it at all, they are wasting so much time and money just by going to buy
food with long queue and traffic jam, the current situation have made Aceh economics’
growth getting worst because people flooding the street, food stall, and package delivery
office while they should have made use of GOJEK application to tackle some of
problem they are facing.

And along with the increasing use of online transportation services based on
application that occur not only in the capital city but also in various major cities
including Aceh. GOJEK have officially operated in Aceh on 2 August 2017. Initial
presence was not immediately booming due to several factors, including economic
conditions in the city. Over time GOJEK service was responded positively by the
community and became a growing trend and even also attracted the interest of the
general public to join this GOJEK service crew.

There is one interesting thing in this phenomenon, it turns out that GOJEK
service crew also drive the economy of SMEs, especially those engaged in the culinary
sector. At present, GOJEK services have become a trend and even become a mainstay

for people in ordering food. But GOJEK is not the only online transportation services,
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at least now GOJEK has competitors who are aggressively taking on the market of
GOJEK, Grab. They compete to provide the best service for passengers, because
customer satisfaction is very important to highlight to win the competition. Even in
Aceh, there is a local delivery service that is KAMIANTARAJA who serves whatever
daily needs that consumers need in the city of Banda Aceh such as food delivery
services, package delivery, motorcycle or taxi service and others. KAMIANTARAJA
services are more helping consumers everyday with very affordable tariffs.

As awhole, Aceh can be considered as a new market for multi-service platform.
Through various research studies we discovered the huge impact of this platform
towards the growth of local economy, and how products and services reach consumers.
Although there is a growing interest on GO-JEK, intense competition from the new
players might further divide the market shares in this northern Indonesian province. The
investigation on the intention to use GOJEK in Aceh provides interesting insights into
consumer behaviour, 7 years after this multi-service platform was first introduced in the
capital city of Jakarta.

As the market becomes saturated, GOJEK as a disruptive technology seems to
continue re-inventing itself through differentiation of products and services, thus further
affecting both SME providers and consumers. From a technological perspective,
increasing the intrinsic values of GOJEK through the application’s usefulness, ease of
use and managing its perceived risks may assists the growth of market share. Thus,

findings from this study may indicate future directions for e-commerce in Aceh.

16



1.3 RESEARCH QUESTION
Based on the background of the research stated above, the research question can be
formulated by the author as follows:
1. What are the factors that influence consumer attitude toward GOJEK?
2. How is ease of use, usefulness, perceived risk influence consumer
attitude toward GOJEK?
3. How is consumer attitude influence the intention to use toward

GOJEK?

14 RESEARCH OBJECTIVES
The research objectives of this dissertation are:
1. To analyze the effect of factors that influence consumer attitude
GOJEK.
2. To analyze the effect of ease of use, usefulness, perceived risk
influence consumer attitude toward GOJEK.
3. To analyze the effect of consumer attitude influence the intention to use

toward GOJEK.

1.5 ORGANIZATION OF THE STUDY
This study is divided into three chapters which are included as follows:

Chapter 1 describes the research background, problem statement, research
questions, research objectives and organization of the study.

Chapter 2 describes literature review and explains the theoretical foundations of

the Technology Acceptance Model and Multiservice platform.
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Chapter 3 provides the research methodology and finally concludes with the data
analysis plan.

Chapter 4 provides research finding result and discussion, consisting
characteristic of respondents, instruments and reliability test, classic assumption test,
descriptive statistics. Correlation of coefficient and coefficient of determination (R2)
and hypothesis testing results.

Chapter 5 is conclusion. Conclusion provides answer for problem statements

and other findings.
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CHAPTER TWO
LITERATURE REVIEW

1.6 INTRODUCTION

This study investigates the Factors Influencing Use of Multi-Service Platform (GO-
JEK) in Aceh. The author has searched some relevant data from previous research which
are related to the topic of this research in Multi-service Platform: GOJEK, UBER,
GRAB and E-hailing in general. Afterwards previous researches on the Technology

Acceptance Model (TAM) are described for understanding consumer acceptance.

1.7 E-HAILING AND MULTISERVICE PLATFORM APPLICATION
E-hailing is an application that gives on-demand mobile service for hailing
transportation. Initially, hailing is modeled to fit into the competitive opportunities in
marketplace and later e-hailing dynamically shaping marketplace into totally new
mobile application competition whereby, people can call a taxi on demand anywhere
anytime rather than in one spot (Smith, 2016). The mobile application allows the
calculation of taxi fare even before using the hailing services. Ngo (2015) states that
Uber application provides better service than conventional taxis by reducing search
time, waiting costs, and easy payment by significant, and they are more considered
about a disabled passenger.

At present many e-hailing applications such as Grab, Uber and GOJEK have
emerged into multiservice platform application due to intense competitions. The
multiservice platform application is an application that offers a variety of services to
customers using highly innovative technology on multiple mobile platforms including

Android and iOS. Multiservice platforms application requires innovative technology to
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meet customer daily needs ranging from ride, food delivery, package delivery to paying
bills. Technology advancement allow customer to access multiservice platform
applications 24 hours availability and accessibility without any obstacles.

The rest of this chapter describes the origins and services of the most popular
multi-service platform applications in this region and later tie these applications with

the theoretical foundations of TAM.

1.71 GOJEK
GOJEK is an application made by PT Aplikasi Karya Anak Bangsa and was first
established in Indonesia in 2010 as a call center, GOJEK first offers courier delivery
and motorbike ride-hailing services. As it launched in 2015 with 3 services: Go Send,
Go Ride, and Go Mart. Today GOJEK has been widely developed into super app that
provides more than 20 services (Gojek, 2020).

Based on data released by the GOJEK official website from 2016, GOJEK has
partnered with around 200,000 drivers in 10 major cities in Indonesia (GOJEK
Indonesia, 2016). In Aceh, GOJEK was released at the end of year 2017, and almost

instantly it became the most popular application that offers a variety of services.

1.7.2 Uber

Uber is a mobile application which started as a taxi E-hailing mobile application
developed by Travis Kalanick and Garrett M Camp as co-founder and Chief Executive
Officer since March 2009 with headquartered in San Francisco, California. The Uber
service is now has been operating in over 785 areas around the world (Travis, 2015).
The idea of Uber application is to provides request from customer's mobile phone and

send it to the closest Uber driver who fulfill the customer criteria. Uber application will
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signal the Uber driver shown in GPS map from their smartphone to the pickup location
and bring the passenger to reach their destination. The fees will depend on distance
between pickup location and destination and the receipt will be produced electronically

via notification from Uber application.

1.7.3 Grab

Grab is also one of the most popular taxi E-haling mobile application developed in 2011
by Tallis Gomes, Daniel Cohen, Vinicius Gracia and Marcio William. Grab was
originally founded in Malaysia but later moved its headquarters to Singapore. Grab
officially operated in 2012, mainly aiming the South East Asian market such as
Singapore, Malaysia, Indonesia, Philippines, Vietnam, Thailand, Myanmar, Cambodia
and Japan. In the first year of operations, Grab company have more than 5000 driver
and around 200,000 downloads but in 2014 it reached 1.2 million downloads (Philip,
2014). Grab has evolved taxi services to be the fastest, safest and largest taxi booking
mobile application in Southeast Asia. Smartphone apps usage is predicted to grow
furthered in Asia and because of the demand for mobile application service and
competition among mobile application developer, this will trigger a massive

improvement and innovation each year (GrabTaxi, 2014).

1.8 TECHNOLOGY ACCEPTANCE MODEL (TAM)

A company must meet its needs for information technology in carrying out all its
activities, so that the survival of its business is maintained. The existence of the
application of information technology carried out by the company will make the
company more competitive. This is because information technology will benefit from

its sophistication, such as increasing efficiency in recording transactions that occur
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