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ABSTRAK 

 

Berdasarkan fenomena online taxi yang memberikan perubahan sistem dan 

kebiasaan masyarakat Indonesia akan penggunaan transportasi, peneliti 

bertujuan untuk mengukur faktor-faktor yang dapat mempengaruhi 

loyalitas pelanggan untuk menggunakan aplikasi mobile taxi service 

dengan menggunakan Technology Acceptance Model (TAM). Instrumen 

penelitian ini yaitu perceived usefulness, perceived ease of use, attitude, 

customer loyalty dan customer satisfaction sebagai variabel tambahan. 

Analisis yang digunakan adalah  Structural Equation Modelling (SEM). 

Penelitian ini membuktikan bahwa selain variabel yang terdapat di 

Technology Acceptance Model (TAM), dalam mencapai loyalitas 

pengguna aplikasi mobile taxi service harus mencapai customer 

satisfaction terlebih dahulu. Hasil penelitian ini menunjukan bahwa 

kehadiran customer satisfaction sebagai variabel tambahan dapat 

meningkatkan pemahaman dalam penerimaan teknologi dengan 

melengkapi variabel yang menjadi bagian Technology Acceptance Model 

(TAM). 

 

Kata kunci : Mobile taxi service, Technology Acceptance Model, Sharing 

Economy 
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ABSTRACT 

 

Based on the phenomenon of online taxi that gives a change in the system 

and habits of Indonesian people about the use of transportation, this 

research aim to measure the factors that can affect customer loyalty to use 

the mobile taxi service application with the Technology Acceptance Model 

(TAM). The instruments of this research are perceived usefulness, 

perceived ease of use, attitude, customer loyalty and customer satisfaction 

as additional variables. The analysis used the Structural Equation Modeling 

(SEM). This research proves that in TAM, the users of the mobile taxi 

service application must achieve customer satisfaction first before they 

reach loyalty. The results of this study indicate that the presence of 

customer satisfaction as an additional variable can increase understanding 

in technology acceptance by completing variables that are part of the 

Technology Acceptance Model (TAM). 
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