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ABSTRAK

Hardigus Wazzi Syaqri. 2019. 8223162066. Pengaruh Marketing Mix
Terhadap Loyalitas Pelanggan Dalam Menggunakan Jasa Transportasi Ojek
Online PT. Grab_ (Survei Pada Mahasiswa/i _Universitas Negeri Jakarta
Kampus A). Program Studi DIIl Manajemen Pemasaran. Jurusan
Manajemen. Fakultas Ekonomi. Universitas Negeri Jakarta.

Karya llmiah ini bertujuan untuk mengetahui: 1) Gambaran tentang
marketing mix jasa transportasi ojek online PT. Grab. 2) Gambaran tentang
loyalitas pelanggan jasa transportasi ojek online PT. Grab. 3) Pengaruh marketing
mix terhadap loyalitas pelanggan jasa tansportasi ojek online PT. Grab. 4)
Seberapa besar pengaruh yang ditimbulkan variabel marketing mix terhadap
loyalitas pelanggan jasa transportasi ojek online PT. Grab. Metode pengumpulan
data menggunakan metode survei dengan instrumen kuesioner. Sampel yang
diambil adalah sebanyak 125 responden. Subjek penelitian ini adalah mahasiswa/i
Universitas Negeri Jakarta Kampus A yang menggunakan Grab minimal 3 kali
dalam seminggu. Metode analisis data menggunakan analisis statistik deskriptif
dan analisis regresi sederhana. Menggunakan aplikasi SPSS Versi 25 dan
Microsoft Excel untuk mengolah data hasil penelitian. Hasil dari penelitian ini
menunjukkan marketing mix berpengaruh positif signifikan terhadap loyalitas
pelanggan Grab pada mahasiswa/i Universitas Negeri Jakarta, dengan nilai
signifikan sebesar 0,000. Berdasarkan nilai koefisien determinasi atau R?
loyalitas pelanggan 26,6% dipengaruhi oleh marketing mix. Sisanya sebesar
73,4% dijelaskan oleh variabel lain seperti kualitas layanan, kepuasan pelanggan,
dan lain-lain.

Kata Kunci: Marketing Mix, Loyalitas Pelanggan, Transportasi Online, Grab



ABSTRACT

Hardigus Wazzi Syaqgri, 2019; THE INFLUENCE OF MARKETING
MIX ON CUSTOMER LOYALTY IN USING THE ONLINE MOTORCYCLE
TAXI SERVICE OF PT. GRAB (Survey on State University Of Jakarta Campus
A). Marketing Management Study Program DII1. Department of Management.
Faculty of Economics. State University of Jakarta.

The main purpose of this research are as follows to find out: 1) An
overview of the marketing mix by online motorcycle taxi services at PT. Grab. 2)
An overview of the customer loyalty of online motorcycle taxi transportation
services at PT. Grab. 3) Effect of Marketing Mix on customer loyalty on the online
motorcycle taxi transportation services of PT. Grab. 4) How much influence does
the marketing mix variable have on the customer loyalty of online motorcycle taxi
transportation services at PT. Grab. The method of collecting data uses a survey
method with a questionnaire instrument. The samples taken were 125
respondents. The subjects of this study were Jakarta State University Campus A
students who used Grab at least 3 times a week. The method of data analysis uses
descriptive statistical analysis and simple regression analysis. Using SPSS
Version 25 and Microsoft Excel applications to process research data. The results
of this study show that the marketing mix has a significant positive effect on the
loyalty of Grab customers in Jakarta State University students, with a significant
value of 0,000. Based on the value of the coefficient of determination or R?,
customers loyalty of 26,6% was influenced by marketing Mix. The remaining
73.4% is explained by other variables such as service quality, customer
satisfaction, and others.

Keywords: Marketing Mix, Customer Loyalty, Online Transportation, Grab
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