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Abstract: The problems that cause public transportation are less desirable because the railway 

network is still very limited, public transportation services still need to be improved, full 

integration has not been realized and the development of Transit Oriented Development cannot 

be implemented. The purpose of this study was to determine whether the service model and 

public policy were successful, therefore the study used variables, namely; Perceived Quality; 

Trust; Passenger Satsfaction; Perceived Value; Passenger Preference; Passenger Loyalty, 

Behavior Intention to Purchase and Transit Oriented Development as moderation and 

Passenger preference as intervening variables. Data analysis methods in this study include 

Importance and Performance Analysis (IPA), and Structural Equation Model (SEM) with the 

help of the SMART PLS 4 program and this study used a sample of 400 respondents, namely 

train users. Based on the results of the analysis that Perceived quality, Passenger satisfaction, 

Trust, Passenger preference and Passenger loyalty can have a positive and significant influence 

on behavior intention to purchase but Perceived value does not have a significant influence 

then with the development of transit-oriented development can have a significant influence on 

loyalty and behavior intention to purchase. In Importance performance analysis to improve 

service performance, namely unhindered train travel, high reliability, integrated and single 

ticket system. 

 

Keyword: Service, Prefereces, Loyalty, Transit-oriented development, Railways, Intent to 

buy. 
 

 

INTRODUCTION 

The city of Jakarta is a megapolitan city and is integrated with its supporting satellite 

cities, namely Bogor, Depok, Tangerang and Bekasi. According to BPS data (Badan Pusat 

Statistik, 2020) The population in DKI Jakarta in 2020 was 10,562,088 people, with a 

population density of 14,469 people per km2. so that community movement is very high. This 

movement is dominated by private vehicles reaching 72.85% and public transportation users 

only 27.15% so this condition is what causes very heavy traffic jams in the city of Jakarta. 
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(Irjayanti et al., 2021). In 2021, the level of congestion in Jakarta will be 34% and this 

congestion will have an impact on unhealthy air quality, based on the air quality index, the city 

of Jakarta is at level 166 or the fourth worst air quality in the world. (Tomtom Traffic Index, 

2021). Transportation in urban areas is very complex because it involves various modes, 

serving many origins and destinations, and the emergence of various amounts and variations of 

traffic. 

To solve the problem of congestion in Jakarta, many things have been done and handled 

by the central government and the DKI Jakarta government. One of them is providing reliable, 

efficient, effective and environmentally friendly public transportation, such as rail-based public 

transportation. Improvement of services and development of the railway system includes 

development of transportation networks, integration in improving the smoothness of 

transportation services and development of urban space or urban land use or transit oriented 

development (TOD). Transit oriented development (TOD) is conceptually an approach to 

reduce car dependency and promote public transportation and land use or land planning 

characterized by residential density. (Pan et al., 2017). 

Therefore, strategic tools are needed to assess the current level of passenger satisfaction 

and identify management strategies that can potentially be used to increase passenger 

satisfaction, match passenger desires and promote the use of the rail transport system. As 

suggested by much of the literature, the success of a rail-based public transportation system 

depends on the number of passengers that the system can carry and retain (de Oña et al., 2016), 

(Brohi et al., 2021), (Hakimi Ibrahim et al., 2021). In this research, to identify passenger desires 

and to increase the number of passengers, namely by improving service quality, trust, 

customer/passenger satisfaction, perceived value, user/passenger preferences/choices. 

(passenger preference), development of transit oriented development (TOD) areas, customer 

loyalty (loyalty) and behavioral intention to purchase. 

Based on this background, the aim of writing this article is to build a hypothesis for 

further research, namely to formulate: 1) The influence of perceived quality on trust; 2) The 

influence of perceived quality on passenger satisfaction; 3) The influence of perceived quality 

on perceived value; 4) The influence of Passenger satisfaction on Trust; 5) The influence of 

Perceived Value on Passenger satisfaction; 6) The influence of perceived value on Passenger 

loyalty; 7) The influence of Passenger satisfaction on Passenger loyalty; 8) The influence of 

Trust on Passenger loyalty; 9) The influence of Trust on passenger preference; 10) The 

influence of passenger preference on passenger loyalty; 11) Perceived value towards Passenger 

loyalty moderated by the development of Transit oriented development (TOD) areas; 12) The 

influence of trust on passenger loyalty through passenger preference; 13) Passenger loyalty 

towards behavior intention to purchase. 

 

LITERATURE REVIEW 

Behavioral intention to purchase 

Behavioral intention to purchase is a customer's activity when making a purchase for 

the first time and having a positive attitude so that they will have a repeat purchase experience 

in the future. (Brohi et al., 2021). 

Dimensions, indicators or factors that influence behavior intention to purchase are 

cheap and comfortable, brand performance and the experience felt by customers, which have 

been widely studied by previous researchers, namely (Chinomona & Sandada, 2013), 

(Chatzoglou et al., 2022). 
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Perceived quality 

Customers' observations or perceptions of a product and service provided by a rail 

transportation service provider which is linked to expectations which include various aspects 

desired by customers. (Hakimi Ibrahim & Borhan, 2020). 

Perceived quality reflects all aspects of product offerings that lead to customer benefits. 

Producers' attention to product quality aspects will indirectly give rise to consumers' 

perceptions that a quality product is able to satisfy various aspects desired by consumers. 

(Soltanpour et al., 2020). 

Dimensions, indicators or factors that influence perceived quality are Availability of 

service, information, travel time, customer service, comfort, safety and integration. Perceived 

quality has been extensively researched by previous researchers, including (Ashraf et al., 2018), 

(Hakimi Ibrahim & Borhan, 2020). 

 

Passenger satisfaction 

Passenger satisfaction is something that customers feel as a response to the products or 

services that have been presented, apart from that, satisfaction is the level of someone's feelings 

after evaluating the service performance that they predicted/felt compared to their expectations. 

(Amanda, 2021). 

Passenger Satisfaction, namely consumer satisfaction feedback, assessing that a product 

or service feature, or the product or service itself, provides (or provided) a favorable level of 

consumer satisfaction, including a level of dissatisfaction or excessive satisfaction (Saxena, 

2017). 

Dimensions, indicators or factors that influence Passenger satisfaction are overall 

satisfaction, ideal service satisfaction and desired satisfaction. Passenger satisfaction has been 

studied a lot by previous researchers, including (Shen et al., 2016), (Wang et al., 2020). 

 

Perceived value 

Perceived value is the consumer's overall assessment of the usefulness of a product 

based on perceptions of what is received and what is given. Perceived value is an important 

part of strategic business management because it adds significant value to the consumer's 

decision-making process behavior (Chen & Lin, 2019),(Kim & Park, 2019). 

Dimensions, indicators or factors that influence Perceived value are Evaluation of ticket 

prices for the services received and Evaluation of ticket prices for discomfort/Emotions. 

Perceived value has been studied by many previous researchers, including: (Hallak et al., 2018). 

 

Trust / believe, belief 

Trust is the customer's belief that a rail transportation service provider is reliable, 

competent and provides benefits, even though the rail transportation service provider tries to 

maximize profits, but still has sincere attention to customer needs/passenger satisfaction. 

(Saleem et al., 2017). 

Dimensions, indicators or factors that influence Trust are motivation (always wanting 

to improve service quality), integrity (consistency and regularity), ability (ability to provide the 

best service). Trust has been studied by many previous researchers, including: (Saleem et al., 

2017). 

 

Passenger preference / preferences/choices of service users 

Service user preferences/choices (Passenger Preference), are defined as feelings of 

preference, choice, or something that consumers like with various choices or various 

opportunities. The concept of preferences is related to the customer's ability to prioritize 

choices in order to make decisions (Su et al., 2019), (Cheng et al., 2011). 
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Passenger Preferences refers to passengers' preferences, choices and priorities when it 

comes to transportation options and services. Understanding passenger preferences is critical 

for transportation planners, policy makers, and service providers to design and deliver efficient, 

convenient, and customer-centric transportation solutions (Hatziioannidu & Polydoropoulou, 

2022), (Zheng et al., 2016). 

Dimensions, indicators or factors that influence passenger preference are safety and 

smoothness, energy saving and low emissions, no traffic jams or no obstacles. (Zheng et al., 

2016), (Dell’Olio et al., 2012). 

 

Loyalty 

A customer's propensity or loyalty to a particular brand, product or service over a long 

period of time. This includes the tendency to choose the same brand or company over and over 

again to satisfy one's needs or desires (Cakici et al., 2019), (Dam & Dam, 2021). 

Dimensions, indicators or factors that influence Loyalty are Customer Relations, 

Reliability and Responsiveness and quick problem solving. Loyalty has been studied a lot by 

previous researchers, including (Dam & Dam, 2021). 

 

Transit oriented development (TOD) 

Transit oriented development (TOD) An urban concept that aims to integrate the public 

transportation system into the development of the surrounding area. The aim is to create a 

sustainable, diverse and environmentally friendly society by reducing the need for private 

motorized vehicles (Gao & Zhu, 2022). Its performance characteristics are pedestrian and 

cyclist friendly, mixed land use, high density, compact, environmentally friendly, high 

accessibility and has a transit system (Berawi et al., 2020), (Bamwesigye & Hlavackova, 

2019),(Hakimi Ibrahim et al., 2021). 

Dimensions, indicators or factors that influence Transit oriented development (TOD) are the 

type and role of transportation, land use. Transit oriented development (TOD) has been studied 

by many previous researchers, including (Lamour et al., 2019), (He et al., 2018). 

 

METHOD 

In this study, the average passenger population per day using electric rail trains (KRL) 

was 424,532 passengers. And determining the number of samples used in the research using 

Slovin calculations with an error rate of 5% and the sample used was 400 passengers as research 

respondents taken from Jabodetabek train passengers in the Tanggerang corridor, Serpong 

corridor, Bogor corridor and Cikarang Bekasi corridor. The analysis method uses Structural 

equation modeling (SEM) with the Smart PLS 4 program with stages 1) establishing the PLS 

SEM structural model; 2) data preparation; 3) create a path model for PLS SEM; 4) Importance 

and performance analysis (IPA) model and matrix analysis to show the advantages and 

disadvantages of services in the transportation sector, especially trains. 

 

Research Conceptual Framework 

Based on the problem formulation and relevant research, a conceptual framework for 

this article was developed as shown in the image below. 
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Figure 1. Framework of thought 

 

Hypothesis: 

H1: Perceived Quality has a positive and significant influence on customer trust (Trust) 

H2: Perceived Quality has a positive and significant influence on customer/passenger 

satisfaction (Passenger Satisfaction) 

H3: Perceived Quality has a positive and significant influence on customer perceived value 

(perceived Value). 

H4: Customer satisfaction (Passenger Satisfaction) can have a positive and significant influence 

on trust/trust (Trust) 

H5: Perceived Value has a positive and significant influence on customer satisfaction 

(Passenger Satisfaction) 

H6: Perceived value can have a positive and significant influence on customer loyalty 

H7: Passenger satisfaction can have a positive and significant influence on customer loyalty 

H8: Trust can have a positive and significant influence on customer loyalty 

H9: Trust) can have a positive and significant influence on customer preferences/choices 

(Passenger preference). 

H10: Passenger preferences can have a positive and significant influence on customer loyalty 

H11: Perceived value can have a positive and significant influence on Passenger loyalty by 

being moderated by the transit-oriented development area variable 

H12: Trust can have a positive and significant influence on Passenger loyalty 

H13: Passenger loyalty can have a positive and significant influence on behavioral intention to 

purchase 

 

RESULTS AND DISCUSSION 

To complete the calculations and answer the research hypothesis, use SEM Smart PLS 

and Importance and performance analysis. The following are the results of the outer model, 

namely testing the validity, reliability and inner model before testing the hypothesis. 
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Validity testing 
 

Figure 2 Validity testing 

 

In this study, the outer loading value was obtained from calculations using Smart PLS, 

that the outer loading or loading factor value was greater than 0.05 (Ghozali, 2021), so that the 

constructs for all variables are valid from the model. And discriminant validity testing uses the 

average variance extracted (AVE) value. The following are the results of the discriminant 

validity test obtained from Smart PLS 

 
Table 1 Discriminant validity test 

Variable Average Variance Extracted (AVE) 

Behavior intention to purchase 0.767 

Transit-oriented development 0.611 

Passenger Satisfaction 0.699 

Passenger loyalty 0.699 

Passenger preference 0.663 

Perceived Quality 0.536 

Perceived Value 0.676 

Trust 0.609 

 

This test is carried out to see how big the differences are between variables. The value 

seen in this test is the Average Variance Extracted (AVE) value as a whole, all variables have 

an AVE value > 0.5(Ghozali & Latan, 2015) so it is declared valid. 

 
  Table 2. Reliability Test  

 

Variable 
Cronbach's 

Alpha 

Composite 

Reliability 

Rule of 

Thumb 

Evaluasi 

Model 

Behavior intention to purchase 0.924 0.943  Reliabel 

Transit-oriented development 0.892 0.916 
> 0.60 

Reliabel 

Passenger Satisfaction 0.938 0.949 Reliabel 

Passenger loyalty 0.893 0.921  Reliabel 
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Passenger preference 

 
0.873 

 
0.908 

  
Reliabel 

 

 Perceived Quality 0.955 0.960  Reliabel  

 Perceived Value 0.839 0.893  Reliabel  

 Trust 0.870 0.902  Reliabel  

 

Cronbach's Alpha and composite reliability values obtained from Smart PLS estimation 

results. The resulting value is > 0.60 which means it is declared reliable. 

 

Inner model 

Inner model or structural model testing is carried out to see the relationship between 

constructs, significance values and R-square of the research model. 
 

Table 3. R-Squares 

Variable R Square 

Trust 0,711 

Passenger Satisfaction 0,811 

Perceived Value 0,434 

Passenger preference 0,543 

Passenger loyalty 0,695 

Transit-oriented development 0,438 

Behavior intention to purchase 0,754 

 

The resulting R Square value for the Trust variable is 0.711 or 71.1%, meaning that the 

Perceived Quality and Passenger Satisfaction variables can substantially explain the Trust 

variable at a level of 71.1%, while the rest is influenced by other factors that are not included 

in this research variable.The result of the R Square value for the Passenger Satisfaction variable 

is 0.811 or 81.1%, meaning that the Perceived Quality and Perceived Value variables can 

substantially explain the Passenger Satisfaction variable with a level of 81.1% while the rest is 

influenced by other factors that are not included in this research variable. 

The resulting R Square value for the Perceived Value variable is 0.434 or 43.4%, 

meaning that the Perceived Quality variable can substantially explain the Perceived Value 

variable at a level of 43.4%, while the rest is influenced by other factors that are not included 

in this research variable. 

The resulting R Square value for the Passenger preference variable is 0.543 or 54.3%, 

meaning that the Trust variable can substantially explain the Passenger preference variable at 

a level of 54.3%, while the rest is influenced by other factors that are not included in this 

research variable. 

The resulting R Square value for the Passenger loyalty variable is 0.695 or 69.5%, 

meaning that the Trust and Passenger preference variables can substantially explain the 

Passenger loyalty variable with a level of 69.5%, while the rest is influenced by other factors 

that are not included in this research variable. 

The result of the R Square value for the Transit-oriented development variable is 0.438 

or 43.8%, meaning that the Perceived Value variable can substantially explain the Transit- 

oriented development variable with a level of 43.8%, while the rest is influenced by other 

factors that are not included in this research variable. 

The R Square value of the Behavior intention to purchase variable is 0.754 or 75.4%, 

meaning that the Passenger loyalty variable can substantially explain the Behavior intention to 

purchase variable with a level of 75.4%, while the rest is influenced by other factors that are 

not included in this research variable. 
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Hypothesis testing with SEM Smart PLS 

Figure 3 Hypothesis testing 

 

Table 4. Smart PLS hypothesis testing 

 Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

T 
Statistics 

P 
Values 

Perceived Quality -> Trust 0.267 0.288 0.089 3.001 0.001 

Perceived Quality -> Passenger Satisfaction 0.250 0.259 0.060 4.172 0.000 

Perceived Quality -> Perceived Value 0.659 0.661 0.067 9.910 0.000 

Passenger Satisfaction -> Trust 0.630 0.608 0.087 7.220 0.000 

Perceived Value -> Passenger Satisfaction 0.716 0.707 0.056 12.699 0.000 

Perceived Value -> Passenger loyalty 0.038 0.039 0.083 0.464 0.321 

Passenger Satisfaction -> Passenger loyalty 0.321 0.316 0.100 3.215 0.001 

Trust -> Passenger loyalty 0.135 0.140 0.066 2.042 0.021 

Trust -> Passenger preference 0.737 0.734 0.043 17.044 0.000 

Passenger preference -> Passenger loyalty 0.224 0.226 0.060 3.728 0.000 

Perceived Value -> transit-oriented 

development(moderasi) -> Passenger loyalty 
0.143 0.142 0.034 4.168 0.000 

Trust -> Passanger preference -> Passanger 

loyalty 

0.165 0.166 0.045 3.635 0.000 

Passenger loyalty -> behavior intention to 

purchase 
0.868 0.866 0.021 40.682 0.000 

 

In order to examine the desires of service users regarding the performance provided by 

railway operators, the IPA analysis method is used. 

IPA analysis (importance and performance analysis) is a technique used to measure 

attributes from the level of importance to the level of performance expected by consumers. 
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Figure 4. Importance and performance analysis 

 

CONCLUSION 

The perceived service quality (Perceived Quality) has a direct positive influence on 

customer trust (Trust), meaning it is in accordance with hypothesis 1 (H1 Accepted). This 

research supports research conducted by (Saxena, 2017), (Zhang et al., 2019) The higher the 

perceived quality, the higher the Customer Trust. Consistent Perceived Quality plays a role as 

the beginning of the formation of strong Trust in the long term. 

The perceived service quality (Perceived Quality) has a direct positive influence on 

customer/passenger satisfaction (Passenger Satisfaction), meaning it is in accordance with 

hypothesis 2 (H2). The results of this study are in line with the results of several analyses 

(Machado-León et al., 2017), (Zefreh et al., 2020) shows that service quality has a positive and 

significant effect on customer satisfaction. This means that the better the quality of service that 

can be provided, if it can exceed consumer expectations, it will certainly increase customer 

satisfaction, that service quality is an important determinant of user satisfaction. 

The perceived service quality (Perceived Quality) has a direct positive influence on the 

customer's perceived value (Perceived Value), meaning it is in accordance with hypothesis 3 

(H3). The results of this research are in line with research (Shen et al., 2016), (Lai & Chen, 

2011), (Marina et al., 2023) that service quality positively influences perceived value, company 

management should focus not only on increasing customer satisfaction but also on increasing 

customer perceptions of overall service quality and increasing consumer perceived value. 

Customer satisfaction (Passenger Satisfaction) can have a positive influence on trust, 

meaning it is in accordance with hypothesis 4 (H4). The results of this study are in line with 

(Leninkumar, 2017), (Gul, 2014), (Prameka et al., 2017) that trust is essential in relationships 

means that customers must have had previous pleasant experiences that lead to trust. 

The perceived service value (Perceived Value) has a direct positive influence on 

customer satisfaction (Passenger Satisfaction), meaning it is in accordance with hypothesis 5 

(H5). The relationship between perceived value and customer satisfaction is when customers 

expect to receive benefits that are greater than the costs of each purchase made. When there are 

additional benefits that consumers can experience, purchases become more valuable and 

satisfaction increases. This research is in line with several studies conducted by (Prameka et 

al., 2017), (Rasoolimanesh et al., 2016). Perceived value cannot have a positive influence on 

customer loyalty, meaning it is not in accordance with hypothesis 6 (H.6 is rejected). In another 

sense, perceived value indicators such as price, availability of trains/seats, comfort provided 
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and comfortable and orderly station waiting rooms do not significantly influence passenger 

loyalty. 

However, the results of this hypothesis test apparently contradict several analyzes 

carried out by (Muskat et al., 2019), (Hallak et al., 2018) shows that perceived value has a 

positive and significant effect on loyalty. Good service quality or added value for consumers 

certainly influences loyalty. So that Perceived Value can have a positive and significant 

influence on Passenger Loyalty, in this study the researcher added the Transit Oriented 

Development (TOD) variable which has never been in research as a Moderation variable, so 

that the research results show that the p-value = 0.000 < significance 0 .05, T Statistics value = 

4.168 > 1.98 (weight significance) and coefficient value = 0.143 (posistf) thus Perceived Value 

has a positive and significant influence on Passenger Loyalty which is moderated by the Transit 

Oriented Development (TOD) variable so that the hypothesis ( H.11) accepted). 

Customer satisfaction (Passenger satisfaction) can have a positive influence on 

customer loyalty (Passenger loyalty), meaning it is in accordance with hypothesis 7 (H7). The 

results of this study are in line with (Wonglakorn et al., 2021), (Hizam et al., 2021) shows that 

customer satisfaction has a significant effect on customer loyalty. The higher the customer 

satisfaction after using a transportation company's services, the higher the consumer's desire to 

be loyal or become a loyal customer to the transportation company. 

Trust/trust (Trust) can have a positive influence on customer loyalty (Passenger 

loyalty), meaning it is in accordance with hypothesis 8 (H.8). The results of this study are in 

line with (Fu & Juan, 2017), (Shen et al., 2016) that when a service provider successfully builds 

customer trust, customers perceive low risk and will have more confidence in the reliability 

and integrity of the service provider and become loyal as a result. However, previous research 

carried out by (Vicente et al., 2020) (Wahyudi, 2019) stated that Trust has not been able to 

encourage consumers to become loyal to transportation company products. Besides that, other 

research (Effendi & Yenita, 2023) shows that Trust is not able to influence Customer Loyalty 

of inter-city train passengers across Java (Indonesia), thus there are inconsistencies in this 

research. To make Trust really be able to have a positive and significant influence on Passenger 

Loyalty, in this study the researcher added Passenger Preference as an intervening variable that 

has never existed before. Preference is defined as a person's choice of liking or disliking a 

product, good or service that is consumed (Kotler et al., 2016) or as a consumer's attitude 

towards a choice of product brand or supplier which is formed through an evaluation process. 

By adding the Passenger Preference variable, the research results showed that the p-value = 

0.000 < significance 0.05, the statistical T value = 3.635 > 1.96 (significant weight level) and 

the coefficient value (original sample) 0.165 (positive). Thus it is concluded that Trust has a 

positive and significant influence on Passenger Loyalty through Passenger Preference so that 

H.12 is accepted, this is in line with previous research (Zulvani et al., 2022), (Halpern et al., 

2021). 

Trust/trust (Trust) can have a positive influence on customer preferences/choices 

(Passenger Preference), meaning it is in accordance with hypothesis 9 (H9). Trust is important 

to companies because companies cannot build true relationships without trust. Service user 

preferences/choices (Passenger Preference), as a feeling of preference, choice, or something 

that consumers like with various choices or various opportunities to choose products or services 

(Vanacore et al., 2021). Therefore, customers need full trust in the company, which ultimately 

can influence consumer preferences/choices in using services or products provided by service 

and product providers (Fong et al., 2023). 

Customer/passenger likes/choices (Passenger preferences) can have an influence on 

customer loyalty (Passenger loyalty), meaning it is in accordance with hypothesis 10 (H10). 

This research is in line with (Zheng et al., 2016), (Hatziioannidu & Polydoropoulou, 2022), 

Passenger preferences/likes/choices depend on factors in using public transportation, especially 
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rail-based transportation, such as rail coverage or networks that cover remote areas, excellent 

service, reliability of facilities and infrastructure, comfort and safety which can make people 

use public-based transportation. railroad and ultimately create loyalty in using the train. 

Perceived value can have a significant influence on customer loyalty (Passenger 

loyalty) moderated by the transit-oriented development area development variable, meaning it 

is in accordance with hypothesis 6 (H6). The results of this study are in line with research 

(Wonglakorn et al., 2021), (Zhao & Shen, 2019), (Kim & Park, 2019) Therefore, the perceived 

value will have more influence on customer loyalty with the development of the TOD area. It 

is important to note that although TOD can positively influence public transit user loyalty, its 

effectiveness depends on various factors such as design and implementation, TOD strategy, 

quality and reliability of the public transit system, and overall neighborhood attractiveness. 

Trust can have an influence on Passenger loyalty through Passenger preferences, 

meaning that hypothesis 12 is accepted. Based on several researchers, customers trust service 

providers, they tend to be loyal to service providers (Deng et al., 2010). Supported by other 

researchers (Zulvani et al., 2022), (Halpern et al., 2021) Trust plays an important role in 

creating and maintaining customer loyalty and making rail-based public transportation the 

people's choice and preference. Passenger Preference is a feeling of preference, choice or 

something that consumers like with many choices or opportunities to choose different products 

and services. So that it can increase the loyalty of users of public transportation services, 

especially trains. 

Customer/passenger loyalty can have an influence on behavioral intention to purchase, 

meaning it is in accordance with hypothesis 10. The results of this study are in line with several 

studies (Miao et al., 2022), (Cakici et al., 2019) explains repurchase intention in a social 

psychology perspective as the intention to continue or, to remain in a relationship with a 

particular brand or brands and states that customers' repurchase behavior is highly dependent 

on the benefits received in their past encounters. According to (Colquitt & Zapata-phelan, 

2007), in research results that can be called Novelty if: 1. The research tests a new pattern of 

relationship (causality), which has never been tested so far, 2. Is able to provide a more 

holistic/complete explanation regarding the mechanism or process of the relationship between 

variables, 3. Introduces variables A new (construct) that has never existed before, either 

originating from one's own original idea or one that has been put forward by another researcher 

but has not been properly conceptualized, 4. Able to explain or solve problems with 

inconsistent previous research findings. 

From the description of the research involving 8 (eight) variables with the 13 

hypotheses mentioned above, namely Perceived Quality, Perceived Value, Customer 

Satisfaction, Trust, Passenger Loyalty and Behavior to Purchase variables, and the addition of 

2 (two) Passenger Preference variables as Intervening Variables and TOD Variables. as a 

moderating variable, Passenger Loyalty becomes more stable and stronger, so that the novelty 

of this research can be conceptualized as follows; Residential areas that are environmentally 

friendly, pedestrian and cyclist friendly, high density, compact and diverse, have accessibility 

and connectivity with the transit system, create trust which is supported by Passenger 

Preference, thus creating high passenger loyalty. to use public transport. 

In quadrant I, the interests of service users are very high but performance is still low so 

that railway service providers must try to improve their performance seriously, namely: 1. Fast 

train travel without obstacles, meaning that the train does not stop on the freeway due to 

technical problems such as signalling, electrical power, rail roads or natural disturbances, 2. 

Rolling Stock reliability level, namely maintenance of facilities must be improved so that it has 

high reliability and does not breaking down during operations, 3. Integrating with other modes, 

namely accelerating the realization of an integration system for infrastructure, facilities/modes, 
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ticket systems and schedule integration systems, 4. Using a single ticket system, namely 

realizing the use of a single ticket system in the urban transportation system. 

In quadrant II, which describes the high desires of service users and the performance of 

rail transportation service providers is high, so it must be maintained in order to create service 

user loyalty. In quadrant III and quadrant IV, because the interests of service users are not high, 

there is still no need to improve anything. 

Perceived quality has a positive and significant influence on passenger satisfaction, 

perceived value and trust, passenger satisfaction has a positive and significant influence on 

trust, passenger satisfaction has a positive and significant influence on passenger loyalty. Trust 

has a positive and significant influence on preferences and passenger loyalty, preferences also 

have a positive and significant influence on passenger loyalty, while perceived value has a 

positive and significant influence on passenger satisfaction, but does not have a positive and 

significant influence on passenger loyalty. So that perceived value can have a positive and 

significant influence on passenger loyalty, the transit oriented development variable is added 

as a moderating variable so that perceived value can play a role in having a positive and 

significant influence on passenger loyalty. 

The conclusion from the IPA matrix is that in quadrant I, which means that the desires 

of service users are very high but the performance of transportation service providers is low, 

so to improve services, railway operators must immediately improve their performance, which 

includes four things, namely: 1. Fast train travel without obstacles, meaning that the train does 

not stop on the freeway due to technical problems such as signalling, electrical power, rail roads 

or natural disturbances, 2. Rolling Stock reliability level, namely maintenance of facilities must 

be improved so that it has high reliability and does not breaking down during operations, 3. 

Integrating with other modes, namely accelerating the realization of an integration system for 

infrastructure, facilities/modes, ticket systems and schedule integration systems, 4. Using a 

single ticket system, namely realizing the use of a single ticket system in the urban 

transportation system. 

 
REFERENCE 

Amanda, M. (2021). Optimization of River Transport Services Using the Minimum 

Transportation Standard Reference to Improve Community Satisfaction. KnE Social 

Sciences, 2020(Iwpospa), 216–223. https://doi.org/10.18502/kss.v5i1.8284 

Ashraf, S., Ilyas, R., Imtiaz, M., & Ahmad, S. (2018). Impact of service quality, corporate 

image and perceived value on brand loyalty with presence and absence of customer 

satisfaction: A study of four service sectors of Pakistan. International Journal of Academic 

Research in Business and Social Sciences, 8(2), 452–474. 

Badan Pusat Statistik. (2020). Hasil Sensus Penduduk 2020 - DKI Jakarta. Sensus Penduduk 

2020, 6(5), 1–18. 

Bamwesigye, D., & Hlavackova, P. (2019). Analysis of sustainable transport for smart cities. 

Sustainability, 11(7), 2140. 

Berawi, M. A., Saroji, G., Iskandar, F. A., Ibrahim, B. E., Miraj, P., & Sari, M. (2020). 

Optimizing land use allocation of transit-oriented development (TOD) to generate 

maximum ridership. Sustainability (Switzerland), 12(9), 1–20. 

https://doi.org/10.3390/su12093798 

Brohi, S., Kalwar, S., Memon, I. A., & Ghaffar, A. (2021). Using the Theory of Planned 

Behavior to Identify the Behavioral Intention to use Public Transportation Service: The 

Case Study of Karachi Circular Railway. International Journal on Emerging 

Technologies, 12(1), 317–322. www.researchtrend.net 

Cakici, A. C., Akgunduz, Y., & Yildirim, O. (2019). The impact of perceived price justice and 

satisfaction on loyalty: the mediating effect of revisit intention. Tourism Review, 74(3), 

https://dinastipub.org/DIJEFA
http://www.researchtrend.net/


https://dinastipub.org/DIJEFA Vol. 5, No. 1, March 2024 

182 | P a g e 

 

 

 

443–462. 

Chatzoglou, P., Chatzoudes, D., Savvidou, A., Fotiadis, T., & Delias, P. (2022). Factors 

affecting repurchase intentions in retail shopping: An empirical study. Heliyon, 8(9). 

Chen, S.-C., & Lin, C.-P. (2019). Understanding the effect of social media marketing activities: 

The mediation of social identification, perceived value, and satisfaction. Technological 

Forecasting and Social Change, 140, 22–32. 

Cheng, C. C., Chiu, S., Hu, H., & Chang, Y. (2011). A study on exploring the relationship 

between customer satisfaction and loyalty in the fast food industry : With relationship 

inertia as a mediator. 5(13), 5118–5126. https://doi.org/10.5897/AJBM10.870 

Chinomona, R., & Sandada, M. (2013). Customer Satisfaction , Trust and Loyalty as Predictors 

of Customer Intention to Re-Purchase South African Retailing Industry. 4(14), 437–446. 

https://doi.org/10.5901/mjss.2013.v4n14p437 

Colquitt, J. A., & Zapata-phelan, C. P. (2007). Trends In Theory Building And Theory Testing: 

A Five-Decade Study Of The Academy Of Management Journal. 50(6), 1281–1303. 

Dam, S. M., & Dam, T. C. (2021). Relationships between Service Quality, Brand Image, 

Customer Satisfaction, and Customer Loyalty. Journal of Asian Finance, Economics and 

Business, 8(3), 585–593. https://doi.org/10.13106/jafeb.2021.vol8.no3.0585 

de Oña, J., de Oña, R., Eboli, L., Forciniti, C., & Mazzulla, G. (2016). Transit passengers’ 

behavioural intentions: the influence of service quality and customer satisfaction. 

Transportmetrica A: Transport Science, 12(5), 385–412. 

https://doi.org/10.1080/23249935.2016.1146365 

Dell’Olio, L., Ibeas, A., Dominguez, A., & Gonzalez, F. (2012). Passenger preference analysis: 

light rail transit or bus versus car. Transport, 27(3), 276–285. 

Deng, Z., Lu, Y., Wei, K. K., & Zhang, J. (2010). Understanding customer satisfaction and 

loyalty: An empirical study of mobile instant messages in China. International Journal of 

Information Management, 30(4), 289–300. 

Effendi, H., & Yenita, Y. (2023). Faktor penentu loyalitas penumpang kereta api antarkota 

lintas Pulau Jawa. Jurnal Manajemen Maranatha, 22(2), 169–182. 

https://doi.org/10.28932/jmm.v22i2.6277 

Fong, S. K., Char, A. K., Tanakinjal, G. H., Boniface, B., Gukang, A. S., & Lubang, L. A. 

(2023). Price, Service Quality, Customer Trust And Safety Influence Towards Customer 

Satisfaction On Online Transportation. Labuan Bulletin of International Business and 

Finance (LBIBF), 21(1), 78–90. 

Fu, X., & Juan, Z. (2017). Understanding public transit use behavior: integration of the theory 

of planned behavior and the customer satisfaction theory. Transportation, 44(5), 1021– 

1042. 

Gao, Y., & Zhu, J. (2022). Characteristics , Impacts and Trends of Urban Transportation. 

1168–1182. 

Ghozali, I. (2021). Partial least squares (Konsep, teknik dan aplikasi menggunakan program 

SmartPLS 3.2.9) untuk penelitian empiris (3rd ed.). Badan Penerbit Universitas 

Diponegoro. 

Ghozali, I., & Latan, H. (2015). Partial Least Squares (konsep, teknik dan aplikasi 

menggunakan program SmartPLS 3.0) edisi 2 (Dedi (ed.); 2nd ed.). Univesitas 

Diponogoro Semarang. 
Gul, R. (2014). The relationship between reputation, customer satisfaction, trust, and loyalty. 

Journal of Public Administration and Governance, 4(3), 368–387. 

Hakimi Ibrahim, A. N., & Borhan, M. N. (2020). The Interrelationship Between Perceived 

Quality, Perceived Value and User Satisfaction Towards Behavioral Intention in Public 

Transportation: A Review of the Evidence. International Journal on Advanced Science, 

Engineering and Information Technology, 10(5), 2048–2056. 

https://dinastipub.org/DIJEFA


https://dinastipub.org/DIJEFA Vol. 5, No. 1, March 2024 

183 | P a g e 

 

 

 

https://doi.org/10.18517/ijaseit.10.5.12818 

Hakimi Ibrahim, A. N., Borhan, M. N., Mat Yazid, M. R., Rahmat, R. A., & Yukawa, S. (2021). 

Factors influencing passengers’ satisfaction with the light rail transit service in alpha 

cities: Evidence from Kuala Lumpur, Malaysia using structural equation modelling. 

9(16). https://doi.org/10.3390/math9161954 

Hallak, R., Assaker, G., & El-Haddad, R. (2018). Re-examining the relationships among 

perceived quality, value, satisfaction, and destination loyalty: A higher-order structural 

model. Journal of Vacation Marketing, 24(2), 118–135. 

Halpern, N., Mwesiumo, D., Budd, T., Suau-Sanchez, P., & Bråthen, S. (2021). Segmentation 

of passenger preferences for using digital technologies at airports in Norway. Journal of 

Air Transport Management, 91, 102005. 

Hatziioannidu, F., & Polydoropoulou, A. (2022). Identifying passenger preferences for 

alternative ferry transport hubs. Research in Transportation Economics, 101221. 

He, S. Y., Tao, S., Hou, Y., & Jiang, W. (2018). Mass  transit railway, transit-oriented 

development and spatial justice: The competition for prime residential locations in Hong 

Kong since the 1980s. Town Planning Review, 89(5), 467–493. 

https://doi.org/10.3828/tpr.2018.31 

Hizam, S. M., Ahmed, W., Akter, H., & Sentosa, I. (2021). Understanding the public rail quality 

of service towards commuters’ loyalty behavior in Greater Kuala Lumpur. Transportation 

Research Procedia, 55, 370–377. 

Irjayanti, A. D., Sari, D. W., & Rosida, I. (2021). Perilaku Pemilihan Moda Transportasi 

Pekerja Komuter: Studi Kasus Jabodetabek. Jurnal Ekonomi Dan Pembangunan 

Indonesia, 21(2), 125–147. 

Kim, J.-H., & Park, J.-W. (2019). The effect of airport self-service characteristics on 

passengers’ perceived value, satisfaction, and behavioral intention: based on the SOR 

model. Sustainability, 11(19), 5352. 

Kotler, P., Keller, K. L., Brady, M., Malcolm, G., & Hansen, T. (2016). Marketing 

Management. In Angewandte Chemie International Edition (Vol. 6, Issue 11). 

Lai, W. T., & Chen, C. F. (2011). Behavioral intentions of public transit passengers-The roles 

of service quality, perceived value, satisfaction and involvement. Transport Policy, 18(2), 

318–325. https://doi.org/10.1016/j.tranpol.2010.09.003 

Lamour, Q., Morelli, A. M., & Marins, K. R. d. C. (2019). Improving walkability in a TOD 

context: Spatial strategies that enhance walking in the Belém neighbourhood, in São 

Paulo, Brazil. Case Studies on Transport Policy, 7(2), 280–292. 

https://doi.org/10.1016/j.cstp.2019.03.005 

Leninkumar, V. (2017). The relationship between customer satisfaction and customer trust on 

customer loyalty. International Journal of Academic Research in Business and Social 

Sciences, 7(4), 450–465. 

Machado-León, J. L., de Oña, R., Baouni, T., & de Oña, J. (2017). Railway transit services in 

Algiers: priority improvement actions based on users perceptions. Transport Policy, 53, 

175–185. 

Marina, S., Pasha, K., Ricardianto, P., Octora, T., Olfebri, O., Rahmawati, A., Sianturi, T., 

Wiguna, E., Sitorus, P., & Endri, E. (2023). Corporate image and service quality: Evidence 

from Indonesia Mass Rapid Transport. Uncertain Supply Chain Management, 11(3), 

1265–1274. 

Miao, M., Jalees, T., Zaman, S. I., Khan, S., Hanif, N. ul A., & Javed, M. K. (2022). The 

influence of e-customer satisfaction, e-trust and perceived value on consumer’s repurchase 

intention in B2C e-commerce segment. Asia Pacific Journal of Marketing and Logistics, 

34(10), 2184–2206. https://doi.org/10.1108/APJML-03-2021-0221 

Muskat, B., Hörtnagl, T., Prayag, G., & Wagner, S. (2019). Perceived quality, authenticity, and 

https://dinastipub.org/DIJEFA


https://dinastipub.org/DIJEFA Vol. 5, No. 1, March 2024 

184 | P a g e 

 

 

 

price in tourists’ dining experiences: Testing competing models of satisfaction and 

behavioral intentions. Journal of Vacation Marketing, 25(4), 480–498. 

Pan, H., Li, J., Shen, Q., & Shi, C. (2017). What determines rail transit passenger volume? 

Implications for transit oriented development planning. Transportation Research Part D: 

Transport and Environment, 57, 52–63. https://doi.org/10.1016/j.trd.2017.09.016 

Prameka, A. S., Do, B.-R., & Rofiq, A. (2017). How brand trust is influenced by perceived 

value and service quality: mediated by hotel customer satisfaction. APMBA (Asia Pacific 

Management and Business Application), 5(2), 73–88. 

Rasoolimanesh, S. M., Dahalan, N., & Jaafar, M. (2016). Tourists’ perceived value and 

satisfaction in a community-based homestay in the Lenggong Valley World Heritage Site. 

Journal of Hospitality and Tourism Management, 26, 72–81. 

Saleem, M. A., Zahra, S., & Yaseen, A. (2017). Asia Pacific Journal of Marketing and Logistics 

Impact of service quality and trust on repurchase intentions – the case of Pakistan airline 

industry Impact of service quality and trust on repurchase intentions – the case of Pakistan 

airline industry Sadaf. Asia Pacific Journal of Marketing and Logistics, 29(5), 1136–1159. 

https://doi.org/10.1108/APJML-10-2016-0192 

Saxena, A. (2017). Literature Review on Customer Satisfaction. 03(670), 20–26. 

Shen, W., Xiao, W., & Wang, X. (2016). Passenger satisfaction evaluation model for Urban 

rail transit: A structural equation modeling based on partial least squares. Transport 

Policy, 46, 20–31. https://doi.org/10.1016/j.tranpol.2015.10.006 

Soltanpour, A., Mesbah, M., & Habibian, M. (2020). Customer satisfaction in urban rail: a 

study on transferability of structural equation models. Public Transport, 12(1), 123–146. 

https://doi.org/10.1007/S12469-019-00223-Y 

Su, M., Luan, W., Yuan, L., Zhang, R., & Zhang, Z. (2019). Sustainability development of 

high-speed rail and airline—Understanding passengers’ preferences: A case study of the 

Beijing–Shanghai corridor. Sustainability, 11(5), 1352. 

Tomtom Traffic Index. (2021). Traffic Index results 2018 - 2021. Www.Tomtom.Com, 21. 

https://www.tomtom.com/traffic-index/ranking/ 

Vanacore, A., Lanzotti, A., Percuoco, C., & Vitolo, B. (2021). Statistical modelling of comfort 

preferences and uncertainty in subjective evaluations of aircraft seat comfort. Congress of 

the International Ergonomics Association, 178–183. 

Vicente, P., Sampaio, A., & Reis, E. (2020). Factors influencing passenger loyalty towards 

public transport services: Does public transport providers’ commitment to environmental 

sustainability matter? Case Studies on Transport Policy, 8(2), 627–638. 

Wahyudi, S. (2019). Pengaruh Kepercayaan Terhadap Loyalitas Konsumen Yang 

Memunculkan Distrust. Sisi Lain Realita, 3(2), 100–112. 

https://doi.org/10.25299/sisilainrealita.2018.vol3(2).3721 

Wang, Y., Zhang, Z., Zhu, M., & Wang, H. (2020). The Impact of Service Quality and 

Customer Satisfaction on Reuse Intention in Urban Rail Transit in Tianjin, China. SAGE 

Open, 10(1). https://doi.org/10.1177/2158244019898803 

Wonglakorn, N., Ratanavaraha, V., Karoonsoontawong, A., & Jomnonkwao, S. (2021). 

Exploring passenger loyalty and related factors for urban railways in Thailand. 

Sustainability (Switzerland), 13(10), 1–15. https://doi.org/10.3390/su13105517 

Zefreh, M. M., Hussain, B., & Sipos, T. (2020). In-depth analysis and model development of 

passenger satisfaction with public transportation. KSCE Journal of Civil Engineering, 

24(10), 3064–3073. 

Zhang, C., Liu, Y., Lu, W., & Xiao, G. (2019). Evaluating passenger satisfaction index based 

on PLS-SEM model: Evidence from Chinese public transport service. Transportation 

Research Part A: Policy and Practice, 120(December 2017), 149–164. 

https://doi.org/10.1016/j.tra.2018.12.013 

https://dinastipub.org/DIJEFA
http://www.tomtom.com/traffic-index/ranking/
http://www.tomtom.com/traffic-index/ranking/


https://dinastipub.org/DIJEFA Vol. 5, No. 1, March 2024 

185 | P a g e 

 

 

 

Zhao, L., & Shen, L. (2019). The impacts of rail transit on future urban land use development: 

A case study in Wuhan, China. Transport Policy, 81(November 2016), 396–405. 

https://doi.org/10.1016/j.tranpol.2018.05.004 

Zheng, Z., Washington, S., Hyland, P., Sloan, K., & Liu, Y. (2016). Preference heterogeneity 

in mode choice based on a nationwide survey with a focus on urban rail. Transportation 

Research Part A: Policy and Practice, 91, 178–194. 

https://doi.org/10.1016/j.tra.2016.06.032 

Zulvani, S. B. E., Pardiman, & Millaningtyas, R. (2022). Preferensi Masyarakat dalam Memilih 

Alat Transportasi Kereta Api Indonesia. E – Jurnal Riset Manajemen Prodi Manajemen, 

11(15), 82–93. www.fe.unisma.ac.id 

https://dinastipub.org/DIJEFA
http://www.fe.unisma.ac.id/

