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ABSTRAK 
 

 

FITRIANA. NIM 2411806821. Pengaruh Daya Tarik Iklan, Persepsi Harga dan 

Electronic Word of Mouth (EWOM) Terhadap Minat Pengguna Jasa Transportasi 

Online Gojek. 

 

Pesatnya perkembangan ilmu pengetahuan dan teknologi telah memberikan kemudahan 

yang besar bagi segala aspek kehidupan masyarakat. Ditambah dengan munculnya 

Internet, kemajuan teknologi telah sangat dipromosikan. Dapat dikatakan bahwa 

transportasi memegang peranan penting dalam mencapai tujuan pembangunan ekonomi. 

Tujuan dari penelitian ini adalah untuk mengetahui dan menganalisis Pengaruh Daya 

Tarik Iklan, Persepsi Harga dan Electronic Word of Mouth (EWOM) Terhadap Minat 

Pengguna jasa Transportasi Online Gojek. Jenis penelitian yang digunakan adalah 

penelitian penjelasan (explanatory) dengan metode penelitian berupa pengumpulan data 

menggunakan kuisioner. Model analisis data yang digunakan adalah analisis regresi linier 

berganda. Pemilihan sampel dilakukan dengan cara purposive sampling. Adapun sampel 

tersebut berjumlah 100 responden. 

Hasil uji regresi menunjukkan bahwa 41,8% faktor-faktor minat pengguna jasa dapat 

dijelaskan oleh daya tarik iklan, pesepsi harga dan ewom sedangkan sisanya 58,2% 

dijelaskan oleh faktor lain yang tidak diteliti dalam penelitian ini. Sedangkan hasil uji F 

menunjukkan bahwa secara simultan daya tarik iklan, persepsi harga dan ewom 

berpengaruh positif dan signifikan terhadap minat pengguna jasa dengan hasil Fhitung = 

(24.732) > Ftabel = (2.700). Hasil uji t menunjukkan bahwa variabel electronic word of 

mouth menunjukkan hasil analisis thitung (5.957) > ttabel (1.660) maka secara parsial 

variabel tersebut berpengaruh signifikan terhadap minat pengguna jasa. Adapun variabel 

daya tarik iklan thitung (1.299) dan variabel persepsi harga thitung (1.378) yang artinya 

variabel tersebut tidak berpengaruh positif dan signifikan terhadap minat pengguna jasa 

transportasi onilne Gojek di Kecamatan Cilodong. Variabel yang dominan mempengaruhi 

minat pengguna jasa adalah electronic word of mouth (eWOM). 

Kata kunci : daya tarik iklan, persepsi harga, electronic word of mouth, minat 

pengguna jasa. 
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ABSTRACT 
 

 

FITRIANA. NIM 2411806821. The Effect of Advertising Attractiveness, Price 

Perception and Electronic Word of Mouth (EWOM) on the interest of Gojek Online 

Transportation Services Users. 

 

The rapid development of science and technology has provided great convenience for all 

aspects of people’s lives. Coupled with the advent of the Internet, technological advances 

have been greatly promoted. It can be said that transportation plays an important role in 

achieving the goals of economic development. 

The purpose of this study was to determine and analysze the influence of advertising 

attractiveness, price perception and electronic word of mouth (EWOM) on the interest of 

users of Gojek’s online transportation services. The type research methods in the form of 

data collection using questionnaires. The data analysis model used is multiple linear 

regression analysis. Sample selection was done by purposive sampling. The sample 

amounted to 100 respondents. 

The results of the regression test showed that 41,8% of service user interest factors could 

be explained by advertising attractiveness, price perception and eWOM while the 

remaining 58,2% was explained by other factors not examined in this study. While the 

results of the F test show that simultaneously the attractiveness of advertising, price 

perception and eWOM have a positive and significant effect on service user interest with 

the results Fcount = (24.732) > Ftable = (2,700). The results of the t-test indicate that the 

electronic word of mouth variable shows the results of the analysis tcount (5.957) > ttable 

(1.660) so partially these variables have a significant effect on service user interest. The 

advertising attractiveness variable tcount (1.299) and the price perception variable tcount 

(1.378), which means that these variables have no positive and significant effect on the 

interest of Gojek online transportation service users in Cilodong District. The dominant 

variable influencing the interest of service users is electronic word of mouth (eWOM). 

Keywords : advertising attractiveness, price perception, elctronic word of mouth, 

interest in service users. 
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