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ABSTRAK

Tesis berjudul “Analisis Pengaruh Brand Awareness, Promosi dan Kualitas
Pelayanan Terhadap Keputusan Penggunaan Jasa Transportasi Online Grabcar di Kota
Kupang”, ditulis oleh Marissa Neliadi Ballo NIM 8112162020 MM, dibimbing oleh Dr.
Stanis Man, S.E., M.Si dan Dra. Sukamti, MM.

Transportasi online Grab merupakan salah satu layanan transportasi berbasis
online yang berkembang di Indonesia. Sejak beroperasi di Kota Kupang pertengahan Tahun
2018, Grab semakin mengembangkan jenis pelayanannya. Berdasarkan data jumlah
penumpang, diketahui bahwa penumpang Grabcar Kota Kupang selama Juli hingga
Desember 2018 terus mengalami peningkatan dengan jumlah yang bervariasi. Rumusan
masalah dalam penelitian ini adalah: 1) Bagaimana gambaran keputusan penggunaan jasa,
brand awareness, promosi dan kualitas pelayanan pada Grabcar Kota Kupang?; 2) Apakah
brand awareness berpengaruh secara signifikan terhadap keputusan penggunaan jasa
transportasi Online Grabcar di Kota Kupang?; 3) Apakah promosi berpengaruh secara
signifikan terhadap keputusan penggunaan jasa transportasi Online Grabcar di Kota
Kupang; 4) Apakah kualitas pelayanan berpengaruh secara signifikan terhadap keputusan
penggunaan jasa transportasi Online Grabcar di Kota Kupang?.

Populasi penelitian ini adalah konsumen Grabcar Kota Kupang yang berjumlah
3984 orang, dengan responden berjumlah 152 orang konsumen Grabcar Kota Kupang.
Teknik pemilihan sampel yang digunakan adalah purposive sampling. Analisis
menggunakan 2 analisis yaitu analisis statistik deskriptif dan analisis statistik inferensial
menggunakan aplikasi SEM Amos.

Jumlah responden dalam penelitian ini adalah sebanyak 152 responden yang
merupakan konsumen Grabcar di Kota Kupang. Hasil analisis secara deskriptif
menunjukkan bahwa, capaian variabel keputusan penggunaan jasa adalah sebesar 68,47 dan
berada pada kategori “Baik”, sedangkan variabel brand awareness sebesar 66,95, variabel
promosi sebesar 66,55 dan variabel kualitas pelayanan sebesar 66,41 artinya berada pada
kategori “Cukup Baik”. Hasil pengujian SEM menunjukkan bahwa, brand awareness
(1,387; prob. < 0.05), promosi (0,600; < 0.05) dan kualitas pelayanan (0,916; < 0.05)
berpengaruh positif secara signifikan terhadap keputusan penggunaan jasa transportasi
Online Grabcar di Kota Kupang.

Berdasarkan hasil penelitian ini, disarankan kepada manajemen Grab Kota Kupang
untuk terlibat dalam kegiatan-kegiatan masyarakat agar Grabcar lebih dikenal masyarakat,
melakukan kegiatan promosi yang lebih menyentuh kebutuhan dan mudah diingat oleh
konsumen, serta meningkatkan daya tanggap pengemudi terhadap keluhan dan kebutuhan
penumpang. Misalnya, pengemudi selalu memiliki saldo OVO sehingga mempermudah
konsumen yang akan melakukan Top Up saldo OVO

Kata Kunci: Keputusan Pembelian, Brand Awareness, Promosi dan Kualitas
Pelayanan
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ABSTRACT

The thesis entitled “Analysis of the Effect of Brand Awareness, Promotion and
Service Quality on the Decision of Using Grab car - Online Transportation Services in
Kupang Municipality ", written by Marissa Neliadi Ballo NIM 8112162020 MM, supervised
by Dr. Stanis Man, S.E., M.Si and Dra. Sukamti, MM.

Grab is one of the online-based transportation services that is developing in
Indonesia. Since operating in Kupang in mid-2018, Grab has increasingly developed its
types of services. According to the data, Grab car passengers in Kupang from July to
December 2018 increased steadily. The research questions of this study were: 1) What is
the description of passengers’ decisions, brand awareness, promotion and service quality
of Grab car in Kupang?; 2) Does brand awareness significantly influence the decision to
use Grab car - Online transportation services in Kupang?; 3) Does promotion significantly
influence the decision to use Grab car-Online transportation services in Kupang; 4) Does
service quality significantly influence the decision to use Grab car-Online transportation
services in Kupang?

The population of this research was 3984 Grab car costumers in Kupang and the
respondents were 152 costumers of Grab car in Kupang. The sample selection technique
used in this study was purposive sampling. Descriptive statistical analysis and inferential
statistical analysis with Amos SEM application were used in this research.

The number of respondents in this study were 152 Grab car costumers in Kupang.
Descriptive analysis results indicated that decision variables was 68.47 and it is “Good”,
while the brand awareness variable was 66.95, the promotion variable was 66.55 and the
service quality variable was 66.41, and they are “Fair”. SEM testing results revealed that,
brand awareness (1.387; prob. <0.05), promotion (0.600; <0.05) and service quality
(0.916; <0.05) significantly influenced the decision to use Grab car-Online transportation
services in Kupang.

Based on the results of this study, it is recommended that Grab management in
Kupang should get involved in community activities so that Grab car is better known to the
public, conduct promotional activities that accommodate people needs and make costumers
easily remembered its brand, and increase driver responsiveness to complaints and
passenger needs. For example, the driver always has OVO balance to make it easier for
costumers to top up OVO balance.

Keywords: Purchasing Decisions, Brand Awareness, Promotion and Service Quality
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