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About the Journal

Overview

Pertanika Journal of Social Sciences & Humanities (JSSH) is the official journal of Universiti Putra Malaysia
published by UPM Press. It is an open-access online scientific journal which is free of charge. It publishes
the scientific outputs. It neither accepts nor commissions third party content.

Recognized internationally as the leading peer-reviewed interdisciplinary journal devoted to the
publication of original papers, it serves as a forum for practical approaches to improving quality in issues
pertaining to social and behavioural sciences as well as the humanities.

JSSH is a quarterly (March, June, September and December) periodical that considers for publication
original articles as per its scope. The journal publishes in English and it is open to authors around the
world regardless of the nationality.

The Journal is available world-wide.

Aims and scope

Pertanika Journal of Social Sciences & Humanities aims to develop as a pioneer journal for the social
sciences with a focus on emerging issues pertaining to the social and behavioural sciences as well as
the humanities.

Areas relevant to the scope of the journal include Social Sciences—Accounting, anthropology,
Archaeology and history, Architecture and habitat, Consumer and family economics, Economics,
Education, Finance, Geography, Law, Management studies, Media and communication studies, Political
sciences and public policy, Population studies, Psychology, Sociology, Technology management, Tourism;
Humanities—Arts and culture, Dance, Historical and civilisation studies, Language and Linguistics,
Literature, Music, Philosophy, Religious studies, Sports.

History

Pertanika was founded in 1978. A decision was made in 1992 to streamline Pertanika into three journals
as Journal of Tropical Agricultural Science, Journal of Science & Technology, and Journal of Social
Sciences & Humanities to meet the need for specialised journals in areas of study aligned with the
interdisciplinary strengths of the university.

After almost 25 years, as an interdisciplinary Journal of Social Sciences & Humanities, the revamped
journal focuses on research in social and behavioural sciences as well as the humanities, particularly in
the Asia Pacific region.

Goal of Pertanika
Our goal is to bring the highest quality research to the widest possible audience.

Quality

We aim for excellence, sustained by a responsible and professional approach to journal publishing.
Submissions are guaranteed to receive a decision within 14 weeks. The elapsed time from submission
to publication for the articles averages 5-6 months.

Abstracting and indexing of Pertanika

Pertanika is almost 40 years old; this accumulated knowledge has resulted in Pertanika JSSH being
abstracted and indexed in SCOPUS (Elsevier), Thomson (ISI) Web of Science™ Core Collection
Emerging Sources Citation Index (ESCI). Web of Knowledge [BIOSIS & CAB Abstracts], EBSCO



and EBSCOhost, DOAJ, Google Scholar, TIB, MyCite, ISC, Cabell’s Directories & Journal Guide.

Future vision

We are continuously improving access to our journal archives, content, and research services. We
have the drive to realise exciting new horizons that will benefit not only the academic community, but
society itself.

Citing journal articles
The abbreviation for Pertanika Journal of Social Sciences & Humanities is Pertanika J. Soc. Sci. Hum.

Publication policy

Pertanika policy prohibits an author from submitting the same manuscript for concurrent consideration
by two or more publications. It prohibits as well publication of any manuscript that has already
been published either in whole or substantial part elsewhere. It also does not permit publication of
manuscript that has been published in full in Proceedings.

Code of Ethics

The Pertanika Journals and Universiti Putra Malaysia takes seriously the responsibility of all of its
journal publications to reflect the highest in publication ethics. Thus all journals and journal editors
are expected to abide by the Journal’s codes of ethics. Refer to Pertanika’s Code of Ethics for full
details, or visit the Journal’s web link at http://www.pertanika.upm.edu.my/code_of_ethics.php

International Standard Serial Number (ISSN)

An ISSN is an 8-digit code used to identify periodicals such as journals of all kinds and on all media—print
and electronic. All Pertanika journals have ISSN as well as an e-ISSN.

Journal of Social Sciences & Humanities: ISSN 0128-7702 (Print); I1SSN 2231-8534 (Online).

Lag time
A decision on acceptance or rejection of a manuscript is reached in 3 to 4 months (average 14 weeks).
The elapsed time from submission to publication for the articles averages 5-6 months.

Authorship

Authors are not permitted to add or remove any names from the authorship provided at the time of
initial submission without the consent of the Journal’s Chief Executive Editor.

Manuscript preparation
Refer to Pertanika’s INSTRUCTIONS TO AUTHORS at the back of this journal.

Most scientific papers are prepared according to a format called IMRAD. The term represents the first
letters of the words Introduction, Materials and Methods, Results, And, Discussion. IMRAD is simply
a more ‘defined’ version of the “IBC” [Introduction, Body, Conclusion] format used for all academic
writing. IMRAD indicates a pattern or format rather than a complete list of headings or components of
research papers; the missing parts of a paper are: Title, Authors, Keywords, Abstract, Conclusions, and
References. Additionally, some papers include Acknowledgments and Appendices.

The Introduction explains the scope and objective of the study in the light of current knowledge on
the subject; the Materials and Methods describes how the study was conducted; the Results section
reports what was found in the study; and the Discussion section explains meaning and significance of
the results and provides suggestions for future directions of research. The manuscript must be prepared
according to the Journal’s INSTRUCTIONS TO AUTHORS.
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Editorial process

Authors are notified with an acknowledgement containing a Manuscript ID on receipt of a manuscript,
and upon the editorial decision regarding publication.

Pertanika follows a double-blind peer-review process. Manuscripts deemed suitable for publication
are usually sent to reviewers. Authors are encouraged to suggest names of at least three potential

reviewers at the time of submission of their manuscript to Pertanika, but the editors will make the final
choice. The editors are not, however, bound by these suggestions.

Notification of the editorial decision is usually provided within ten to fourteen weeks from the receipt
of manuscript. Publication of solicited manuscripts is not guaranteed. In most cases, manuscripts are
accepted conditionally, pending an author’s revision of the material.

As articles are double-blind reviewed, material that might identify authorship of the paper should be
placed only on page 2 as described in the first-4 page format in Pertanika’s INSTRUCTIONS TO AUTHORS
given at the back of this journal.

The Journal’s peer-review

In the peer-review process, three referees independently evaluate the scientific quality of the submitted
manuscripts.

Peer reviewers are experts chosen by journal editors to provide written assessment of the strengths and
weaknesses of written research, with the aim of improving the reporting of research and identifying the
most appropriate and highest quality material for the journal.

Operating and review process

What happens to a manuscript once it is submitted to Pertanika? Typically, there are seven steps to the
editorial review process:

1. The Journal’s chief executive editor and the editorial board examine the paper to determine
whether it is appropriate for the journal and should be reviewed. If not appropriate, the
manuscript is rejected outright and the author is informed.

2. The chief executive editor sends the article-identifying information having been removed, to
three reviewers. Typically, one of these is from the Journal’s editorial board. Others are
specialists in the subject matter represented by the article. The chief executive editor asks
them to complete the review in three weeks.

Comments to authors are about the appropriateness and adequacy of the theoretical or
conceptual framework, literature review, method, results and discussion, and conclusions.
Reviewers often include suggestions for strengthening of the manuscript. Comments to the
editor are in the nature of the significance of the work and its potential contribution to the
literature.

3. The chief executive editor, in consultation with the editor-in-chief, examines the reviews and
decides whether to reject the manuscript, invite the author(s) to revise and resubmit the
manuscript, or seek additional reviews. Final acceptance or rejection rests with the Edito-
in-Chief, who reserves the right to refuse any material for publication. In rare instances,
the manuscript is accepted with almost no revision. Almost without exception, reviewers’
comments (to the author) are forwarded to the author. If a revision is indicated, the editor
provides guidelines for attending to the reviewers’ suggestions and perhaps additional advice
about revising the manuscript.

4. The authors decide whether and how to address the reviewers’ comments and criticisms and
the editor’s concerns. The authors return a revised version of the paper to the chief executive



editor along with specific information describing how they have answered’ the concerns
of the reviewers and the editor, usually in a tabular form. The author(s) may also submit
a rebuttal if there is a need especially when the author disagrees with certain comments
provided by reviewer(s).

The chief executive editor sends the revised paper out for re-review. Typically, at least one of
the original reviewers will be asked to examine the article.

When the reviewers have completed their work, the chief executive editor in consultation
with the editorial board and the editor-in-chief examine their comments and decide whether
the paper is ready to be published, needs another round of revisions, or should be rejected.

If the decision is to accept, an acceptance letter is sent to all the author(s), the paper is sent to
the Press. The article should appear in print in approximately three months.

The Publisher ensures that the paper adheres to the correct style (in-text citations, the
reference list, and tables are typical areas of concern, clarity, and grammar). The authors are
asked to respond to any minor queries by the Publisher. Following these corrections, page
proofs are mailed to the corresponding authors for their final approval. At this point, only
essential changes are accepted. Finally, the article appears in the pages of the Journal and is
posted on-line.
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Preface

We are pleased to present this special issue of Pertanika Journal of Social Sciences and
Humanities (JSSH). It is a compilation of 26 research articles from different countries,
namely Indonesia, Malaysia, Canada, Saudi Arabia and Thailand. The topics include but
not limited to: Leadership, Strategic Planning, Customer and Market Focus, Information,
Measurement, Knowledge Management, and Information Technology, Human Resource,
Operational Focus, and Communication for Performance Excellence.

The first article discusses the effect of organisational culture, transformational leadership,
and job characteristics towards employee Engagement at PT XYZ (Rianto Nurcahyo,
Patricia Della, Damar Aji Irawan and Johanes Ronaldy). The second article examines
knowledge-sharing network development for historical archive on human evolution and
development (HEAD) of the LEAD programme at Leiden University, Netherlands (Andri
Yanto and Elnovani LusianaThe following articles meanwhile focus on: online groceries
segmentation of brand preference, shopping convenience, and adoption level to
influence consumer purchase intention (Annetta Gunawan, Rachmawati Anggun Saleha
and Brian Garda Muchardie); the effect of service quality and customer satisfaction on
customer loyalty on online-based transportation (Grabcar users) in Jakarta (Aryo Bismo,
Haryadi Sarjono and Andika Ferian); determinant of performance and intention to leave
of employees in border region at Mahakam Ulu regency (Hernawaty, Ernie Tisnawati
Sule, Imas Soemaryani and Yunizar). Additionally, other topics discussed were influence
of corporate image, user image, and product image on purchase decision of nitrogen
at Pertamina gas stations (Freddy Pandapotan Simbolon and Rita Yohanes); a six sigma
application forthe reduction of floor covering defects (Sambudi Hamali, Shelvy Kurniawan,
Cecep Hidayat, An Nisaa Amalia Fitriani, Garvin Osmond and Natasha Evanti); the role
of monetary promotion as a moderator between intensity of distribution channel and
brand equity of hand sanitiser (Retno Dewanti, Ratu Desita Piyantina and Andreas
Chang). Authors also examined knowledge sharing activities among lecturers in Binus
University in conducting research and its impact on the performance of lecturer (Hartiwi
Prabowo, Enny Noegraheni, Teguh Sriwidadi and Yuniarty); promoting health and brand
awareness - an overview of integrated gamification approach on corporate sector
(Titik Respati, Eko Nugroho and Gilarsi W Setijono); the power of analytical hierarchy
process for performance appraisal in promotion selection (Enggal Sriwardiningsih,
Caria Ningsih, Rudy Aryanto and Budiman Notonegoro); ERP implementation critical
success factors for SME - a study of SAP one implementation in Jakarta (Angtyasti
Jiwasiddi and Benyamin Mondong); apprenticeship model in entrepreneurship
learning at university (Hari Mulyadi, M. Arief Ramdhany and Ratih Hurriyati).

The topic of adoption of e-banking services by banking customers in South Tangerang
using technology acceptance model (TAM) approach was discussed by (Regina Eka
Riantini and Riantini and Son Wandrial) while effects of social media perceptions
on in-group and out-of-group e-WoM interactions in Jakarta’s adolescents were the
focus of (Desyra Sukma Dewanthi, Adilla Anggraeni and Frederick Setjadiningrat); brand



action for environment sustainability - is brand a a hero or a caregiver? (Dwinita
Laksmidewi and Yasintha Soelasih); optimisation of BTS capacity and location using
particle swarm optimization - a case study in South West Java Indonesia (Palti
Marulitua Sitorus, An isah Firli, Sri Widiyanesti and Svadev Prasant Mahasagara); the
influence of business process on accounting information system quality (Meiryani and
Lusianah); measuring knowledge management system implementation readiness
(Luciana Andrawina, Rayinda Pramuditya Soesanto, Samhuri Ikbal Pradana and
Gilang Ramadhan). Other interesting themes included creating strong brand
through storytelling on an application-based transportation industry (Maria Anggia
Widyakusumastuti and Daniel Bermo Satria Wiguna); a strategic perspective on how
environment-serving-organisation concept affects firm performance (Augustinus
Nicolaas Hillebrandes Oroh); service companies - awareness of corporate reputation
(Mia Angeline, Yuanita Safitri and Daru Wibowo); search engine optimization in news
production online marketing practice in Indonesia online news media (/ndra Prawira
and Mariko Rizkiansyah); tourism area life cycle in Dieng tourism village as one of
national strategic tourism areas in Indonesia (Budi Setiawan and Kadek Wiweka).
The rest of the articles looked at factors which affect corporate taxpayer’s interest
using e-filing system (Levana Dhia Prawati and Maya Safira Dewi); and the impact of
job satisfaction in increasing employees’ organisational commitment in sharia bank
(Syamsul Hadi Senen, Masharyono and Ade Pipit Udiani).

All the above papers had underwent Pertanika’s peer-review process by internal as well
as external referees. This was to ensure quality of the papers justified the high ranking of
the journal, which is renowned as a well-cited journal worldwide.

We take this opportunity to thank our contributors as well as our regular reviewers
endeavour in ensuring the success of this publication. It is hoped PERTANIKA
journals encourage scholars from around the world to be more active in publishing
their research papers.

Our deepest gratitude goes to Chief Executive Editor, Dr. Nayan KANWAL, Universiti
Putra Malaysia for his hard work, leadership, courage and consistent dedication and
effort to improving the quality of PERTANIKA publications.

Guest Editors:

Bachtiar H. Simamora (Dr.)
Idris Gautama So (Dr.)
Engkos Achmad Kuncoro (Dr.)

March 2018
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How Organisational Culture, Transformational Leadership, and
Job Characteristics Affect Employee Engagement at PT XYZ

Rianto Nurcahyo*, Patricia Della, Damar Aji Irawan and Johanes Ronaldy

Management Department, BINUS Business School, Undergraduate Program, Bina Nusantara University,
JI. K. H. Syahdan No. 9, Kemanggisan / Palmerah, Jakarta Barat 11480, Indonesia

ABSTRACT

Employee engagement is crucial for a success of a company and therefore, in order to

improve their engagement, the company should pay attention to factors such as a strong

organisational culture, trustworthy transformational leadership, and job characteristics.

This study analyses the influence of organisational culture, transformational leadership, and

job characteristics on employee engagement. A set of questionnaires was distributed to 84

selected employees at XYZ and data obtained was subjected to regression analysis. Findings

showed that organisational culture, transformational leadership, and job characteristics

partially or simultaneously had positive influence on employee engagement.
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INTRODUCTION

The establishment of ASEAN Economic
Community (AEC) in 2015 has led to
increased competition among industries
and companies. The insurance sector in
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Indonesia has been particularly affected
by direct competition with international
insurance companies to compete for their
share of the market.

Based on the 2013 Insurance Annual
Statistics book issued by the Financial
Services Authority (OJK), there was
an increase in the number of insurance
companies from 1391n 2011 to 140 companies
in 2013. Therefore, in facing tougher
competitive environment, organisations and
companies should be more flexible in facing
environmental changes, such as information
system, economic fluctuation, and market
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conditions among others. An important
internal environment is the company’s
human resources. Human resource is one
of the company’s most important factor in
competing in the business world. Employees
must be well managed (Mondy & Premeaux,
2014) and must reach an optimum level of
skills and competence.

High level of commitment among
employees ensures they fulfil their
responsibilities and increase productivity.
This is called “employee engagement”.
Employee engagement has become key
to achieving the company’s objectives
(Siddhanta & Roy, 2010). However, a
survey conducted by Tiny Pulse Industry
Ranking Report on 30,000 employees of
500 global finance and insurance companies,
found they had a low level of happiness.

Table 1
Best industry happiness ranking

Best Industry Happiness Rankings

Construction and Facilities Services
Consumer Product and Services
Technology and Software

Telecom, Energy and Utilities
Healthcare, Pharmaceuticals and Biotech
Hospitality

Media and Entertainment

Finance and Insurance

O 00 3 O U A W N —

Education

—_
S

Business Services and Consulting
11 Government and Non-Profit

12 Manufacturing

Source: http://www.tinypulse.com/

When an organisation engage its
employees effectively, the chance of losing
them may be reduced. A leader must
find ways to retain employees who are
experienced and skilled so that the company
has a competitive edge (Siddhanta & Roy,
2010).

PT XYZ, a General Insurance company
(Loss), is also trying to expand its networks
in Indonesia by establishing new branch
offices to meet public demand. PT XYZ
has 13 branch offices spread throughout
Indonesia. The Head Office (HO) as its
administrative centre is located at Karawaci,
Tangerang. Employees at the head office
have bigger responsibilities and more
complex work procedures compared with
those at the branch offices.

The present paper examines the impacts
of organisational culture, transformational
leadership, and job characteristics on
employee engagement at PT XYZ.

LITERATURE REVIEW

There are many studies focused on “employee
engagement”. Kahn, in Siddhanta and Roy
(2010) described employee engagement
as “dealing with how someone interprets,
contributes, and mobilizes their entire
physical, cognitive, and emotional strength
to accomplish their job or role”.
Engagement, as cited in Macey and
Schneider (2008), refers to a folk theory. It
is used in a manner that implies the opposite
of disengagement. Some popular statements
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about engagement point out that engaged
employees not only contribute more but
are also more loyal, so that there is less
likelihood for them to voluntarily leave the
organisation.

Macey and Schneider (2008) focused
on aspects of engagement that have a
positive valence. Gallup defines employee
engagement as those who are actively
involved and being enthusiastic in doing their
job. It argues that employee engagement is
similar with employee’s commitment and
positive emotion (Markos & Sridevi, 2010).

Perrin’s Global Workforce Study
in Markos and Sridevi (2010) defined
“employee engagement” as “employee’s
ability and willingness in helping the
company to grow”. This kind of employees
usually gives their best performance.

Employee engagement also refers to the
extent in which employees contribute and
involve more (Kompaso & Sridevi, 2010).
As cited in Dernovsek (2008), Gallop argued
that employee engagement is necessarily
related to a positive emotional attachment
and commitment of the employees.

Meanwhile, Robinson, Perryman
and Hayday (2004) defined employee
engagement as “a positive attitude held by
the employee towards the organization and
its values”. An engaged employee tends
to be aware of business context and also
works well with other employees with the
aim to improve their performance to gain
advantages for the organisation.

The organisation should establish and
develop effective work engagement among
its employees. Therefore, it necessary

to build a two-way relationship between
employer and employee. Attridge (2010)
said that work engagement can be developed
by adopting several workplace practices
that address supervisory communication,
job design, resource support, working
conditions, corporate culture, and leadership
style.

Caesar (2016) recognised leadership
as an important factor in shaping corporate
culture to gain competitive advantage.
If the organisation does not have such
strong leadership, it becomes vulnerable,
and the employees may not be able to
embrace its culture. Leadership styles
influence the organisation. One of these
styles, transformative leadership, is
aimed at bringing changes and effective
communication affect employee’s
commitment positively.

A study involving more than 10,000
employees in the United Kingdom showed
different levels of their engagement, which
depend on the employees’ personal and
job characteristics (Robinson et al., 2004).
Robinson et al. (2004) key findings are:
1) there is a tendency for superiors such
as managers as well as executives to
possess a higher level of engagement than
the others who are in supporting roles; 2)
skilled workers who are highly educated
are more engaged as well as tended to be
more loyal to their professions than to their
organisations.

Engagement levels decline when the
length of service at the same organisation
increases. Employees who have a personal
development plan and who receive formal
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performance appraisals annually, have
significantly higher engagement levels
than those who do not, and having an
accident or an injury at work or experiencing
harassments on the job could significantly
reduce their engagement.

According to Macey and Schneider
(2008), engagement evolves from work
attitudes. Studies show that employee
engagement has a close link to organisational
performance. It is believed that when
companies have engaged employees, the
turnover is less as many become loyal to
the company.

Arifin, Troena, Djumahir and Rahayu
(2014) found out that the influence of
leadership, personal characteristics of
the teachers’ work engagement and
organisational culture have positive
impact on the teacher’s performance,
which supports the results of previous
studies. Besides, work engagement acts as a
mediator between leadership, organisational
culture and personal characteristics on
teacher’s performance.

Therefore, it can be concluded that
employee engagement is their willingness
to contribute their physical, cognitive, and
emotional strength to do the job in order
to help the company grow and become
successful.

Dimensions of Employee Engagement

Utrecht Work Engagement Scale (UWES)
has three dimensions of employee
engagement as discussed by Attridge
(2010): Vigour, Dedication, and Absorption.

Organisational Culture

The concept of “organisation” is ambiguous.
Schein (1990) opined that organisational
culture should not be defined as “cultural
phenomena”. Company culture refers to
the fact it has enough stability and common
history to allow a culture to form. This
means that some organizations will have
no overarching culture because they have
no common history or have a high turnover
rate.

Other organisations have “strong”
cultures because of a long shared history
or important shared intense experiences
(such as in a combat unit). However, the
content and strength have to be determined
empirically. They cannot be presumed
only by observing the surface of cultural
phenomena.

“Culture” is what a group learns over
a period of time as the group solves its
external and internal problems. Such
learning process may affect behavioural,
cognitive, and an emotional process of the
group member. Extrapolating further from
a functionalist anthropological view, the
deepest level of culture will be cognitive
in the form of perceptions, language, and
thought processes that a group shares which
will determine feelings, attitudes, espoused
values, and overt behaviour of the group.

“Organisational culture” may be defined
as “a general pattern of beliefs, expectations,
and values that are assumed to guide the
behavior of organizational members”
(Schein, 1990). Organisational culture
evolves out of the interaction between
employees and the internal environment
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(Schneider, 1983; Schneider, Goldstein, &
Smith, 1995).

Robbins and Coulter (2012) defined
Organizational Culture as a social
knowledge that is known by everyone within
an organization. The organization culture
takes a form of rules, norms, and values
to form employee’s existing attitudes and
behaviors in the organization. The seven
characteristics of Organizational Culture
that Robbins and Judge (2015) mentioned
include: Innovation and Risk-Taking,
Detail Focus, Result-Oriented, People-
Oriented, Team-Oriented, Aggressiveness,
and Stability.

Transformational Leadership

This concept was first introduced by Burns
(1978) in his research on political leaders,
but this term is now used in organizational
psychology as well. Burns (1978) proposed
two other concepts as well: transforming and
transactional leadership.

Bass (1985) introduce the term
“transformational” by extending Burns’s
(1978) work to describe the psychological
mechanisms that affect transforming and
transactional leadership (1985). Bass
(1985) explained how transformational
leadership could be measured and how it
affects the subordinates’ motivation and
performance. Contrary to Burns (1978),
Bass (1985) said that leaders could show
both transformational and transactional
leadership. In 2008, Bass 30 years of
research on transformational leadership,
and the results showed that transformational
and transactional leadership have positive

influences on individual, group, and
organisational variables.

Ivancevich, Konopaske and Matteson
(2012) stated that transformational leader
is a leader who inspires their followers to
prioritise organisational purposes above
others. In addition, this kind of leader has
a remarkable and significant influence on
their followers.

Transformational leader pays attention
to the needs and developments of their
followers. They also encourage their
followers to see the old problems with a fresh
angel, and they have the ability to inspire
and motivate their followers to make more
efforts to achieve organisational goals. The
characteristics of transformational leaders
are as follows: influencer, inspirational
motivator, able to stimulate subordinate’s
intellectual and shown careful consideration.

Employees’ organisational commitment
can be influenced by transformational
leaders that encourage them to think
critically using novel approaches. This
approach may involve followers in decision-
making processes, inspire loyalty while
recognising and appreciate various needs of
the followers in developing their personal
potential (Avolio, 1999; Bass & Avolio,
1994; Yammarino, Spangler, & Bass, 1993).

Walumbwa and Lawler (2003) opined
that by being courageous in approaching
and dealing with problems and challenges,
transformational leaders are able to motivate
their followers to increase their level of
organisational commitment. This finding
is corroborated by several previous studies
that employees’ organisational commitment
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was higher when their leaders encourage
their employees to participate in decision-
making (Allen & Meyer, 1990, 1996; Bycio,
Hackett, & Allen, 1995; Jermier & Berkes,
1979; Rhodes & Steers, 1981).

Despite the conceptual and empirical
connection between transformational
leadership and organisational commitment,
the processes by which transformational
leaders is influential to employees’
organizational commitment level are
important.

Avolio (1999) stated that
transformational leaders also encourage
their followers or employees by challenging
their thoughts, creativity and imagination
using intellectual stimulation. Leaders allow
their followers or employees to look back
as well as to analyse traditional ways of
doing things, while encouraging them to try
novel and creative approaches in problem-
solving and work performance (Bass &
Avolio, 1994, 1997). They also recognise
values, beliefs, and mindset of subordinates
can be shaped through coaching as well as
mentoring, so they have more responsibility
and ultimately developing their followers
into generation of leaders (Bass, 1985;
Yukl, 1998). Through the leaders’ support,
encouragement and feedback, the followers
would be able improve and enhance their
work performance (Hughes, Ginnett, &
Curphy, 1999).

Job Characteristics Model

Bakker and Demerouti (2007), and Schaufeli
and Salanova (2007) pointed out that
job characteristics such as performance

feedback, learning opportunities, social
support from supervisors and colleagues,
skills variety and autonomy are positively
associated with work engagement. Job
characteristics could have either intrinsic
or extrinsic motivational role (Bakker &
Demerouti, 2007). Job characteristics could
act as an intrinsic motivational role by
fulfilling the fundamental needs of human
beings such as autonomy, relatedness, and
competence (Deci & Ryan 1985; Ryan &
Frederick, 1997) and could also play an
extrinsic motivational role by providing
good performance feedback (Bakker &
Demerouti, 2007).

Some previous studies have pointed
out that the relationship between job
characteristics and work engagement is
positive. Schaufeli and Bakker (2004)
showed positive relationship between
three job characteristics (social support,
performance feedback, and supervisory
coaching) and work engagement (dedication,
vigour, and absorption) in four different
samples of Dutch employees.

Robbins and Judge (2015) on Job
Characteristics Model, stated that there are
five main dimensions: Skill Variety, Task
Identity, Task Significance, Autonomy,
and Feedback. Meanwhile, the job
characteristics model examines responses
of a person to jobs as a function moderated
by individual characteristics. In other
words, the interaction of job and individual
characteristics determine job responses.
The model shows task characteristics-job
response relations are moderated by the
incumbent’s needs.
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Hackman and Oldham (1976) showed
the fundamental premise behind the job
characteristics model. According to Fried and
Ferris (1987), job characteristics influence
work results such as job satisfaction and job
performance. Thus, the reports made by the
workers on their job characteristics should
represent the characteristics of the work,
which is believed to be veridical.

However, an evidence is considered
to be able to prove that incumbent-based
assessments of job characteristics are
imperfect to measure task characteristics
since it represents objective job
characteristics and unique viewpoints of
each individual. For instance, Gerhart
(1990, p. 160) opined that incumbent-based
measures do not explain fully the level of
convergence.

There are some arguments among
scholars too. “Psychologically based
measures confound personal needs
and preferences...with the objective
characteristics of the task” (Cummings &

Schwab, 1978). Being more specific, in their
social information processing approach to
job attitudes, Salancik and Pfeffer (1978)
argued that job or task characteristics are
“not given but constructed” (p. 227). In
other words, employees make use of the
information from their social context (e.g.
social norms as well as social expectations)
to build judgments and viewpoints of the
“meaningfulness, importance, and variety
of the job” (p. 228). Salancik and Pfeffer
found employees’ attitudes about jobs and
tasks could be affected by their supervisors.
For instance, if leaders provide enough
information about how an organisation’s
success depends on the importance of
the job, it is believed that employees’
perceptions about the significance of their
role may increase.

Logical Framework

From the theories above, the logical
framework is as follows:

Organisational
Culture
Transformational Employee
Leadership Engagement

L

Job Characteristic

Figure 1. Logical framework
Source: Prepared by the authors
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MATERIALS AND METHODS

This research has an associative characteristic
which examines the relationship between
two variables or more, in the form of causal
relationship: independent (affecting) and
dependent (affected) variables (Sugiyono,
2014). The authors used questionnaire
techniques to collect data.

Larry Cristensen in Sugiyono (2014)
stated that respondents should answer
numbers of questions or statements given
by the authors. The answers are measured
using interval (Likert) scale. In this research,
a simple random sampling was used, in
which samples are taken by giving one
different number to each member of the
population, then randomly choosing those
numbers (Sarwono, 2006). The chosen
samples have several characteristics, such
as employees working at the Head Office
of PT XYZ, both males, and females, from
various departments and divisions and have
been working for more than three months.

Table 2
Regression test results

RESULTS AND DISCUSSIONS

The researchers sampled 84 people using
the Slovin formula. Majority of the
respondents were females (49), thirteen of
the respondents have are diploma holders
(15.48%), 68 have degrees (80.95%), two
possess a Master’s degree (2.38%), and one
has a doctoral degree (1.19%).

A regression test was conducted to
determine whether Organisational Culture
(X1), Transformational Leadership (X2),
and Job Characteristics (X3) variables have
impacts on employee engagement (Y).
Multiple Regression tests are conducted
using both significant and T test. The
authors used distrust value of 95%, and
df = n-2, where n is 84 then df = 82. From
the analytical results, the authors obtained
T value of 1.99, while the F table result is
2.72. The analytical regression results are
shown in Table 2.

Hypothesis Impact Regression Equation Significance
Xl1Y — 40.9 % Y =27.291 + 1.062X, Significant
X2Y — 722%  Y=29.614+ 1.081X%, Significant
X3Y—» 58.1 % Y =27.271+1.207X; Significant
X1&X2Y—» 62.2 % Y =18.242 +0.611X1 + 0.803X, Significant
X2&X3Y — 585%  Y=19.055+0.861X, +0.605X; Significant
X1&X3Y — 50.6 % Y =15.657 +0.776X, + 0.738X; Significant
X1,X2&X3Y — 64.9 % Y =12.955+0.511X; + 0.699X, + 0.409X; Significant

Source: Data Processing Results
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CONCLUSION

The results of the study can be summarised
below.

Organisational culture has partial and
significant impact on employee engagement.
Thus, when a company is able to improve its
organisational culture, it will have positive
effect on employee engagement.

Transformational leadership has a
partial and significant impact on employee
engagement. Thus, when a company
improves its transformational leadership,
it affects employee engagement positively.

Job characteristics have partial and
significant impact on employee engagement.
Thus, when a company improves its job
characteristics, employee engagement is
boosted.

Organisational culture and
transformational leadership have
simultaneous and significant impact on
employee engagement. Thus, when a
company is able to improve its organisational
culture and transformational leadership,
which may have a positive effect on
employee engagement.

These findings are corroborated by
previous studies on transformational
leadership. Purvanova, Bono and
Dzieweczynski (2006) pointed out that
there is a significant link between citizenship
behaviours and perceived job characteristics,
after controlling the objective of job
characteristics. It is found that perceived
job characteristics have a significant link to
citizenship performance.

Transformational leadership decreased
and became insignificant when perceived
job characteristics were added to the model.
Therefore, H1, H2, and H3 were supported
in these data by referring to guidelines from
Baron and Kenny (1986) for mediation
test. Nevertheless, Krull and MacKinnon
(1999, 2001) recommended a final step in
multilevel tests of mediation to find out the
significance of the mediated effect.

There are two definitions of the
mediated effect: (a) the link value from
transformational leadership to perceived
job characteristics multiplied by the link
value from perceived job characteristics to
citizenship performance, or (b) the direct
link value from transformational leadership
to citizenship performance minus the link
value from transformational leadership to
citizenship performance when there is a
control on perceived job characteristics.

1. Transformational leadership and job
characteristics have simultaneous
and significant impact on employee
engagement. Thus, when a company
improves its transformational leadership
and job characteristics, the employee
engagement of PT XYZ may also
improve as transformational leadership,
and job characteristics affect employee
engagement positively.

2. Organisational culture and job
characteristics have simultaneous
and significant impact on employee
engagement. Thus, when a company
is able to improve its organisational

Pertanika J. Soc. Sci. & Hum. 26 (T): 1 - 12 (2018) 9
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culture and job characteristics, the
employee engagement of PT XYZ may
also improve as organisational culture,
and job characteristics affect employee
engagement positively.

3. Organizational culture, transformational
leadership, and job characteristics have
simultaneous and significant impact on
employee engagement. Thus, when a
company improves its organisational
culture, transformational leadership,
and job characteristics, the employee
engagement of PT XYZ may also
improve as organizational culture,
transformational leadership, and job
characteristics have positive effects on
employee engagement.
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ABSTRACT

The purpose of this paper is to extend and share knowledge and information crucial to
developing knowledge societies. Increasing the universal access to information in various
domains is the key to enhance sustainable socio-economic development, building peace, and
channelling intercultural communication. A pilot study was conducted using a case study
approach and integrating two perspectives of knowledge value: the success of scholarly
communication and knowledge sharing value for the scientific heritage archive. This
study captures the research in the field of library and archival sciences, and embarks on
the consideration that Leiden University in The Netherlands and Universitas Padjadjaran
in Bandung, Indonesia as long-time counterpart and significant memory institutions share
interests in the preservation, access and promotion of the important, yet not fully disclosed
scientific heritage archive at LEAD for safeguarding this cultural legacy for present and
future generations in both countries. This is a follow-up study of First Phase, and the
current phase involved the ordering of over 40.000 documents and the digitisation of
more than 40.000 catalogue cards. The research encompasses the conceptual model for
knowledge network development with a view to contributing to its overall preservation
and universal access.
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Universal Access to the Scientific Heritage
Archive in The Netherlands’, Advanced
Distributed Learning (2004) shows that the
cultural heritage archive collection contains
unique, yet not fully disclosed paper
materials, carefully acquired, managed
and organised over the past centuries,
documenting specific aspects of the process
of human evolutionary thinking of past
scholars since the 1870s with a focus on
Southeast Asia.

Apart from a short description of the
remarkable history of the archive and
its rescue from destruction of the entire
collection of over 400 antique carton boxes
with documents and a small supporting
specialist library, its significance has been
underscored by Dr. Richard E. Leakey
from Kenya, who immediately recognised
its unique cultural heritage value, and
characterised the collection as: ‘the earliest
historical document collection on human
evolution in the world which needs urgent
protection and disclosure’ (Slikkerveer,
2011).

Based on the results of the LEAD
Symposium organised by the LEAD
Programme in Leiden in 2011, Slikkerveer
(2011) concludes that in view of the unique
value of the historical HEAD archive: ‘joint
efforts should be further undertaken to
achieve soonest a timely research agenda for
action on the short notice to secure effective
collection management for preservation
and universal access of the HEAD scientific
heritage archive.’

As a follow-up of the presentations and
discussions during the LEAD Symposium

on the results of the explorative First Phase
of the joint HEAD Project, three major
research-based tasks have urgently been
recommended for the Historical Archive
on Human Evolution and Development
(HEAD): a) documentation and digitisation
process development; b) bibliometric
and metadata system analysis, and c)
profiling for scholarly communication and
knowledge network development, all in a
collaborative research effort to contribute
to the preservation and universal access of
the important scientific heritage archive at
LEAD (Slikkerveer, 2011).

In light of the above mentioned three
research-based tasks, this research proposal
seeks to provide a follow-up of the LEAD
Symposium (2011) and profiling for
scholarly communication and knowledge
network development through the design of
anew profile model for the historical archive
on Human Evolution and Development
(HEAD) at LEAD of Leiden University, and
as such contribute to the preservation and
access to this important scientific heritage
archive in The Netherlands.

The envisaged profile will facilitate the
framing of the digital archiving activities in
collecting the documents, archives, library
contents (books and non-book materials)
under the auspices of the joint project
on Human Evolution and Development
(HEAD). The construction of the new
model for the profile will be based on the
evaluation and selection of models with
the objective to develop a core generic
profile for scholarly communication and
exchange of digital information. The
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concept of knowledge sharing has been
widely used in the field of organisational
development, and organisational learning
seeks to overcome the practical problem
of getting knowledge from one part of an
organisation to another (or all other) part
(Liu, Chang, & Hu, 2010). According to
Mansor and Saparudin (2015), knowledge
sharing can occur at organisational level
among other things: knowledge sharing
captures, organises, reuses and transfers
experienced-based knowledge that resides
within the organisation or between other
organisations and has the potential to be
used by others.

To this end, important guiding principles
for the profile will be identified to include
central registration, definition of basic
rules for elements, and identification of
common structures (ADL, 2004). The
research will also link with the vision of
the interdisciplinary LEAD Programme,
not only as the ‘School of Thought’
on Indigenous knowledge Systems and
Development (IKS&D) engaged in Research
& Training in bottom-up strategies for
sustainable development, but also as the
custodian of the archive on Human Evolution
and Development (HEAD) focused on the
archive as an important example of the
world’s documentary heritage, representing
the oldest collection of documents from the
formative period of the history of human
evolution in Western Europe, brought
together with extraordinary endeavour
and risk over more than a century by
deliberate intellectual intent of many
dedicated academicians.

The relevance to UNESCO (2002)
under the auspices of the International
Federation of Library Associations (IFLA)
will be elaborated within the context of the
preservation of the world’s documentary
heritage - particularly those collections
under threat of oblivion or destruction
-. Finally, in addition to the theoretical
and methodological implications of the
research, the study will suggest practical
recommendations for implementation in
similar archives in terms of how to create
adequate profiles for knowledge sharing
networks of historical archives on specific
subjects.

LITERATURE REVIEW

Traditionally, archival science focused on
the study of methods and techniques for
preserving collections while it also has
been engaged in retrieving, cataloguing
and handling archives. However, with the
recent advent of the digital era, electronic
databases have been developed, prompting
library and archival science to re-evaluate
its position and conduct re-appraisals and
revisions in order to increase its universal
accessibility (Walch, 1994).

In recent decades, the concept of
appraisal has become a central topic in
the literature on archival science, where
the primary objective of appraisal is to
identify documents which are preserved for
an unlimited period of time with a view to
increase universal access through knowledge
network development. As Chalak, Ziaei and
Nafei (2014) note, the goal-oriented sharing
of knowledge within organisations has led
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to expedited individual and organisational
learning process, improved creativity, and
eventually, improved performance at both
the individual and organisational level.

Craig (2004), in her recent book
Archival Appraisal: Theory and Practice,
discusses the importance of collection
appraisal within the context of archival
work as a whole, beginning with an
examination of the importance of appraisal
for information specialists, records
managers, corporate offices’ information
and knowledge managers, and archivists
against the background of the recent era
of the digital ‘information explosion’.
Information explosion and knowledge
growth calls for innovative approaches
to manage the right knowledge (Saikia,
2012). A useful definition of appraisal
in an archival context, relevant for the
development of a new profile of the HEAD
archive in Leiden, was proposed by Pearce-
Moser (2005): ‘Appraisal is the process
of determining whether records and other
materials have permanent (archival) value.
Appraisal may be done at the collection,
creator, series, file, or item level. Appraisal
can take place prior to donation and prior
to physical transfer, at or after accessioning.
The basis of appraisal decisions may
include a number of factors, including the
records’ provenance and content, their
authenticity and reliability, their order and
completeness, their condition and costs to
preserve them, and their intrinsic value.
Appraisal often takes place within a larger
institutional collecting policy and mission
Statement’.

As regards the development of related
knowledge networks for the HEAD archive,
necessary for its international promotion
and access, practical guidelines will be
formulated for the LEAD Programme as
the custodian of documents with emerging
knowledge-based networks in the form
of the internet and other global digital
networks (Dempsey, 2000). According
to Pugh and Prusak (2013), ‘knowledge
networks’ are: ‘collections of individuals
and teams who come together across
organizational, spatial and disciplinary
boundaries to invent and share a body of
knowledge. The focus of such networks
is usually on developing, distributing
and applying knowledge. For-profit and
nonprofit organizations of all sizes are
seizing on this model to learn more quickly
and collaborate productively.” While in the
past, formal networks only existed between
academicians, artists and tradesmen, today
web-based collaboration has facilitated the
identification and distribution of codified
knowledge enormously.

In the present research, the focus of
the development of knowledge networks
for the HEAD archive will not only be
on sharing information and creating new
knowledge, but also on strengthening
research, education and communication
capacity among the users of the archive, such
as scientists, students and the general public
who are interested in the particular subject
of human evolution and development. In the
current literature on the appraisal of archives
within the broader context of methods
and techniques developed for the further

16 Pertanika J. Soc. Sci. & Hum. 26 (T): 13 - 20 (2018)



Knowledge-Sharing Network Development for Historical Archive

preservation and promotion of archives,
certain blind spots emerged in the discussion
on the development of new models of
profiles for the historical archive with a
view to enhance international promotion and
development towards knowledge networks,
relevant for disclosure and universal access
of scientific and cultural heritage archives,
as is the case at LEAD in Leiden University.

In this context, the present research will
take up the research challenge and make an
effort in close collaboration with other team
members of HEAD Project to contribute to
the library and archival science by further
exploring the methods and techniques of the
development of a new model of a profile for
the scientific heritage archive. This will be
based on the preparatory research of Phase
One on the historical archive at LEAD with
a view to promote and develop an effective
knowledge-based network for the benefit
of both providers and users of the unique
scientific and cultural heritage in The
Netherlands.

MATERIALS AND METHODS

A pilot study was conducted between
2015 and 2016. The determinant of a case
study is the willingness of researchers to
specifically disclose problems that are
associated with a single entity, with the
specific context of the existence of the entity
(Pendit, 2003). Entities in this research are
the historical archive on Human Evolution
and Development (HEAD) at LEAD in
Leiden University. The case study approach
is a suitable strategy when researchers have
little chance to control the events that will be

investigated and the research focus lies on
contemporary phenomena (present) in real
life (Yin, 2014). Appropriate methods for
the present research include the application
of documentation strategies, capable of
providing necessary analytical approach
to solving problems posed by modern
documentation systems.

RESULTS AND DISCUSSIONS

Based on the results of observation and study
of documents at the LEAD Programme
Leiden University, the team from Universitas
Padjadjaran suggested a standard metadata
Dublin Core records for the entire archive
that is in the LEAD Programme. The
present authors are also conducting a study
of applications that have been used by
the Leiden University Repository (https://
openaccess.leidenuniv.nl). In addition, the
development of applications which will be
used to store an entire digital content along
with metadata will be kept at the Leiden
University. Furthermore, DSpace software
is used and has proven to be quite reliable
by universities.

Another consideration is the application
repository of the Leiden University has
the capability to support loading of all
file formats because the majority of the
files include the digital file types (pdf
and jpg file format). In addition to the
various promotional content maintained for
scientific benefit, DSpace has effectively
indexed all the content by search engines
of Google. One other consideration is
the cost efficiency for the development
of the application can be trimmed. The
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applications will expedite process inputs
and exchange of data between universities.

One of the basic criteria for
using standard metadata and existing
applications is the ease of exchanging
information between Leiden University
and Universitas Padjadjaran. Currently,
Universitas Padjadjaran has used Eprint
for the management of digital content.
Technically, in the data exchange process
between Leiden University and Universitas
Padjadjaran, no technical constraints were
found in using the Protocol for Metadata
Harvesting (OAI-PMH) when exchanging
data with each other.

The development of the knowledge
network for the HEAD archive will be
based on the processes and functions of
the construction of an infrastructure for
digital archives, built around standards
and technologies of a web content
interoperability using Protocol for Metadata
Harvesting (OAI-PMH) as a mechanism for
repository interoperability.

The adaptation of this scheme will be
useful for the realisation of the development
of the knowledge-based network for long-
term preservation and access to the historical
HEAD archive at Leiden University. The
main objective of the knowledge sharing
network is for scientific communication,
especially to make it feasible for true open
access to legal scholarly communication
between Leiden University and Universitas
Padjadjaran. Furthermore, the implication of
the knowledge network is that the content
grows dynamically and can be accessed
from other scholarly universities.

The stages have been completed
recently from examination of the content
and metadata archives as well as the analysis
of the information systems to be used in
knowledge-sharing activities. It is also due
to the fact Universitas Padjadjaran was
recently revitalised and is currently using
EPrints repository which can be accessed
at http://repository.unpad.ac.id/. Another
obstacle is the process of digitising archival
collection requiring special handling and
special tools for digitising the archive.
The human resource is constrained by the
lack of people who are able to perform the
input of metadata as well as the process of
digitisation.

Other activities related to knowledge-
sharing network is the existence of social
interaction between universities. Although
this work has been carried out, some of the
stages are conducted again so that these
information networks can be realised, while
some issues warrant further discussion
ranging from human resources problems to
the process of digitising the archive.

CONCLUSION

The process of data exchange between
Universiteit Leiden and Universitas
Padjadjaran faces no technical constraints in
using the Protocol for Metadata Harvesting
(OAI-PMH) to exchange data with each
other. Furthermore, the implication of
knowledge-network is that the content
grows dynamically and can be accessed
from other universities. Another obstacle is
the process of digitising archival collection
requires special handling and special tools
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for digitising the archive. Other problems
relate to human resources where there is lack
of people able to input the metadata, and
the process of digitisation. Other activities
related to knowledge-sharing network is
the existence of social interaction between
universities where both conduct research
together.
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ABSTRACT

The aim of this paper is to understand consumer online purchase intention of groceries.
It examines how brand preference, shopping convenience, and adoption level influence
purchase intention, and to identify market segmentation of online groceries in Jakarta;
the three independent variables are used as segmentation basis. This is an associative-
descriptive research based on a survey of 200 respondents in Jakarta. Data is analysed
using linear regression and cluster analysis. The results show brand preference, shopping
convenience, and consumer adoption level significantly influence purchase intention. Using
these independent variables, this research categorised four groups of online shoppers in
Jakarta that consist of trail blazer that can be approached by online brand community,
socialiser that can be lured by utilising their purchasing data history to create personalised
offering, assured achiever that can be reached through educating the market, and community
traditionalist that can be approached using a pricing strategy.
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in Indonesia has been on a steady increase.
According to Roza (2016), Indonesians
spend an average of 8 hours 12 minutes
per day on the Internet, which ranks the
country at the third place worldwide in
terms of usage of the Internet. Therefore,
Internet-based business is expected to boom.
A research by eMarketer (2014) projected
that sales of e-commerce would continue
to increase from year to year. Indonesia
is the largest contributor of sales number
from ASEAN countries. idEA (2013) stated
that Indonesia is the ‘readiest’ e-commerce
market among South East Asian countries.
E-commerce data transactions, revealed
grocery shopping was in the top 5 list of
most-frequently purchased product online
(1dEA, 2013). Nielsen (2015) identified
a major opportunity for online groceries
market. This is confirmed by a preliminary
survey conducted on 102 respondents,
whereby 47% of respondents purchased
their groceries online, while 77% of the
respondents stated their purchase intention
in the future.

Ghosh (1990) found purchase intention
as an effective tool to predict purchase. It is
basically related to consumers’ behaviour,
perception, and attitude (Jaafar, Lalp, &
Naba, 2013). Consumers’ behavior is driven
by their physiological motivation and in this
case, the desire to shop (Kim & Jin, 2001).
Purchase intention is more complicated and
more significant for consumers nowadays
than in the past. Customers are bombarded
with information via reports, advertisements,
articles, and direct mailings. Additionally,

there are different kinds of products,
supplies, supermarkets, and shopping malls
which make decision-making complex and
difficult (Madahi & Sukati, 2012). In the
context of e-commerce, online purchase
intention can be defined as a situation
when a person desires to buy a particular
product or service through the website
(Chen, Hsu, & Lin, 2010; Fygenson &
Pavlou, 2006; Liat & Wuan, 2014). Studies
have shown a strong influence of purchase
intention towards online shopping behaviour
(Fygenson & Pavlou, 2006; He, Lu, & Zhou,
2008; Lim, Osman, Orapin, 2009; Roca,
Garcia, & Vega, 2009; Salahuddin, Romle,
& Abdullah, 2015). Therefore, consumers’
purchase intentions are one of the primary
inputs that marketing managers use to
forecast future sales and to determine how
their future actions will impact purchasing
behaviour (Morwitz, 2012).

Other, 2%

Figure 1. Factors that stimulate purchase intention of
online shopping of groceries
Source: Preliminary Research (n = 102)
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The purchase intention of customers
can be associated with their adoption
behavior toward the purchasing technology
of grocery products. Preliminary data
showed 26% of respondents agreed that
technology that supports the system as
well as sites/apps are an important factor to
influence their online shopping. Interviews
with marketing managers of online grocery
stores in Jakarta revealed that the biggest
challenge in influencing consumer shopping
habits lies in educate consumers to switch
from traditional grocery shopping at a
supermarket to an online shopping system.
It is easier to offer consumers who are tech-
savvy or familiar with technology to adopt
this new system. Nielsen (2015) stated the
rank of market adoption varies, but until
now the new e-commerce market was
only able to tap into the tech-savvy. This
finding was supported by Ahmed, Jamal,
Ismail and Rezai (2013) who found rate
of technology adoption attracts consumers
to transact online. Srivastava, Chandra
and Theng (2010) examined the level of
consumer adoption, which is based on the
phenomenon that consumer adoption of
mobile payment solutions is low compared
with traditional forms of payments. Irani,
Dwivedi and Williams (2009) produced
similar findings that despite broadband
offering several benefits to consumers over
its previous narrowband technology, many
countries are still experiencing a low level
of adoption.

A new product is defined by Kotler
and Armstrong (2016) as goods, service,
or idea that is perceived by some potential

customers as new but which is not for others.
Therefore, it is incumbent on marketers to
analyse how consumers learn about new
products until they eventually decide to
adopt. According to Kotler and Armstrong
(2016), the adoption process is defined as
the mental process of an individual from
first learning about an innovation to final
adoption. Final adoption is the customer’s
decision to use the product continuously
for the next period. The adoption behaviour
of the community shows categories of
customers in response to the development of
e-commerce. Consumer adoption behaviour
in the context of technology products is
divided into five categories: innovator,
early adopters, early majority, late majority,
and laggard (Moore, 2014). Straub (2017)
suggested technology adoption is complex,
inherently social and a developmental
process; an individual construct is unique,
yet malleable perceptions of technology that
influence their adoption decisions.

In addition to adoption levels, based on
the results of preliminary research (Figure
1), brand preference accounts for 29% of a
driving force of purchase intention in the
online groceries industry. Brand preference
in this context is the availability of retail
choice that becomes an important factor for
consumers. This is supported by JakPat’s
research (2015) that 46% of consumers
do not mind to try the site as well as new
applications for there is a large selection of
familiar retail brand. Meanwhile, Akdeniz
(2012) stated “a strong brand positively
influences consumer perceptions, drives
store choice and helps to build a broad base

Pertanika J. Soc. Sci. & Hum. 26 (T): 21 - 32 (2018) 23



Annetta Gunawan, Rachmawati Anggun Saleha and Brian Garda Muchardie

of loyal customers”. Hence, brand selection
will strengthen customer’s purchase
intention. Kashanizadeh and Esfidani (2014)
pointed to brand preference as the level of
customer support to the services offered by
the company. Mohanraj and Ananth (2016)
defined brand preference as subjective,
conscious and behavioural tendencies which
influence consumer’s predisposition towards
abrand. Akdeniz (2012) measured perceived
value of brand preference in the context of
price, quality, emotion, and social. Haider,
Jan, Jan and Jan (2013) revealed that
product availability is an indicator of brand
preference.

The purchase intention is also
influenced by shopping convenience.
Results of preliminary research (Figure 1)
showed shopping convenience accounted
for 43% of purchase intention. This was
confirmed by Nielsen’s report (2015)
which pointed to the growing number and
popularity of alternative online shopping
sites, whereby consumers will use the most
appropriate format to meet their needs
based on convenience, choice, and value,
considering 46% of respondents in the
report picked shopping convenience as the
main factor in online groceries shopping.
Convenience in this context means the ease
to get the items needed without having to go
to the supermarket, accompanied by an easy
payment system. This finding is supported
by Jiang, Yang and June (2013) who said
“the more convenience that is perceived
on searching, transaction and possession/
post-purchase, the greater is the possibility
for repurchasing and recommendation by

the customer”. Meixian (2015) defined
shopping convenience as a decrease in non-
monetary prices, or specifically, a decrease
in time, physical energy and mental energy
spent on acquiring goods or services.
Developing from their previous research,
Jiang, Yang and June (2013) pointed to five
indicators of shopping convenience, namely
access, search, evaluation, transaction, and
possession / post-purchase.

As anew industry, online groceries have
a potential to grow in Jakarta. The marketers
need to define market segmentation to reach
the intended target market, especially in a
heterogeneous market of Jakarta. Rempel
(2009) stated that due to the different
characteristics of each generation, it is
important for marketers to treat customers
based on their different age groups. It is
because customer segments have their
unique consumer behaviour and attitudes
(Safiek, 2009). Therefore, it is important
for marketers to divide the market into
specific segments so that each segment
can have a different treatment from
marketers. In the end, the strategy adopted
by retailers can be better targeted, leading
to an increase in purchasing decisions
(Gunawan, Melati, & Muchardie, 2016).
Cristobal, Marimon, Daries and Montagut
(2011) examined market segmentation of
a virtual supermarket sector in Spain. They
classified the behavior of online customer
based on his or her attitudes towards the
virtual supermarket design. However, in
these studies, segmentation was done based
on service quality of online supermarket,
while the online groceries industry in Jakarta
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is still at an early stage of introduction.
Hence, it would be more appropriate to use
the variable purchase intention as the focus
of this study.

The purpose of this study is to determine
the influence of brand preference, shopping
convenience, and adoption level of purchase
intention in online grocery shopping and
additionally, to determine the market
segmentation in online groceries based on
brand preference, shopping convenience,
and consumer adoption level.

MATERIALS AND METHODS

This is an associative-descriptive research.
The associative research aims to determine
the effect of brand preference, shopping
convenience, and consumer adoption level
variables on purchase intention, while
descriptive research is used to identify
online groceries market segmentation based
on the independent variables. This research
adopted a survey method using a simple
random sampling technique to recruit the
respondents.

A regression analysis was used to
determine the effect of Brand Preference,

RESULTS AND DISCUSSIONS

Shopping Convenience, and Consumer
Adoption Level on Purchase Intention.
As the three independent variables affect
purchase intention, independent variables
are used to identify online groceries market
segmentation in Jakarta with cluster analysis
method. Variables in this research are shown
in Table 1.

Table 1
Operationalisation of research variables

Variable Dimension

Brand preference Perceived value

X1) Product availability
Preference

Shopping Access convenience

convenience (X2) Search convenience

Evaluation convenience
Transaction convenience

Possession / Post-purchase
Convenience
Adoption level (X3) Innovators
Early adopters
Early majority
Late majority
Purchase intention  Likely
¥) Probable

Definitely

Table 2

Output coefficients
Model Unstandardised Standardised t Sig.

Coefficients Coefficients
B Std. Error ~ Beta

(Constant) .616 .530 1.162 .248
X1 Brand preference 325 129 231 2.522 .013
X2 Convenience 299 112 250 2.667 .009
X3 Adoption level 258 .109 226 2.356 .021
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The Influence of Brand Preference on
Purchase Intention

Based on Table 2, brand preference
influenced purchase intention. Kashanizadeh
and Esfidani (2014) defined brand preference
as the level of consumer support for products
offered by a company. In this study, brand
preference is a variable that determines
whether consumer’s preferences of a
particular retail brand influences the desire
to for online grocery shopping. This study
found brand preference influences purchase
intention. This is in line with Akdeniz
(2012) who stated that brand preference has
a positive influence on purchase intention.

The Influence of Shopping Convenience
on Purchase Intention

Table 2 shows shopping convenience

convenience is defined as an ease of
shopping (Meixian, 2015). The current
research showed shopping convenience has
a positive influence on purchase intention,
which is in line with Jiang, Yang and Jun
(2013).

The Influence of Adoption Level on
Purchase Intention

Table 2 shows the adoption level influences
purchase intention. Moore’s theory (2014)
revealed the consumer market can be
divided into five sections based on adoption
level namely customer’s acceptance of a
new technological innovation. This research
found adoption level influences purchase
intention. This is in line with Ahmed et al.
(2013) who stated that the rate of technology
adoption attracts consumers to transact

influences purchase intention. Shopping online.
Influence of Brand Preference,
Shopping Convenience, and Adoption
Level on Purchase Intention
Table 3
Output Anova
ANOVA:?
Model Sum of Squares  df Mean Square F Sig.
Regression 9.012 3 3.304 9.853 .000°
1 Residual 29.266 96 .305
Total 38.278 99
Table 4
Output model summary
Model Summary®
Model R R Square Adjusted R Square Std. Error of the Estimate
1 5852 735 211 55215
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From tables 3 and 4, the independent purchase intentions groceries in Jakarta
variables of brand preference (X1), shopping while the rest are influenced by other factors.
convenience (X2), and adoption level (X3) These three independent variables can
influence account for 73.5% of online be used as the basis for segmentation of

online groceries market.

Online Groceries Market Segmentation
based on Brand Preference, Shopping
Convenience and Adoption Level

Table 5
Output Anova cluster

ANOVA
Cluster Error F Sig.
Mean Square  df Mean Square  df

Perceived Value 1.058 3 273 96 3.881 011
Product_Availability 1.911 3 272 96 7.022 .000
Preference 1.525 3 344 96 4.445 .006
Access_Convenience 4.225 3 296 96 14.289 .000
Search_Convenience 8.098 3 232 96 34.888 .000
Evaluation_Convenience 5.933 3 287 96 20.704 .000
Transaction_Convenience 10.514 3 .350 96 30.061 .000
Possession_Convenience 4.786 3 316 96 15.158 .000
Innovators 8.654 3 487 96 17.764 .000
Early Adopter 7.529 3 275 96 27.366 .000
Early_Majority 8.160 3 341 96 23.962 .000
Late Majority 2.871 3 367 96 7.831 .000

Based on Table 5, it can be concluded basis for segmentation. The results revealed
that the entire dimension of the three asignificant difference of attributes average
independent variables can be used as the score between the four clusters.
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Table 6
Output final cluster centres

Final Cluster Centers

Cluster
1 2 3 4
Perceived Value 2.48 3.02 3.03 3.08
Product_Availability 2.92 3.60 3.60 3.75
Preference 2.52 2.95 3.25 3.06
Access_Convenience 2.63 3.46 3.36 2.73
Search_Convenience 2.54 3.72 3.49 2.67
Evaluation Convenience 2.72 3.26 3.69 2.70
Transaction_Convenience 2.33 3.73 3.64 2.66
Possession_Convenience 3.04 3.61 3.40 2.70
Innovators 3.36 2.17 2.03 2.75
Early Adopter 2.39 2.39 3.01 3.53
Early Majority 2.87 4.16 3.02 3.49
Late Majority 2.73 3.54 3.75 3.48

From Table 6, the distribution of segment characteristics of online grocery shopping in

Jakarta can be summarised in Table 7.

Table 7

Online groceries market segmentation in Jakarta

Trail Blazer Socialiser Assured Achiever Community Traditionalist
(Cluster 1) (Cluster 4) (Cluster 2) (Cluster 3)
Innovator Early adopter Early majority Late majority

Perceived value Access convenience Preference

Product availability Transaction Convenience Evaluation

22 people 52 people

Possession / Post purchase
convenience

Search convenience

64 people 62 people

Based on Moore’s theory (2014), the early majority, late majority, and laggard.
consumer market is divided into five groups However, the laggard is closed to technology
based on their characteristics in accepting acceptance and reject innovation. Therefore,

an innovation: innovators, early adopters, only four groups are examined.
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Trail Blazer

The trail blazer shares a common
characteristic with the innovator in terms
of adoption levels. The main characteristic
of this group is those who want to be the
first to try innovative or technological
products. This group also does not hesitate
to offer criticisms or suggestions for the
company. With high level of awareness
of technology, they just want the truth to
ensure all company promises are fulfilled
when making a transaction. In dealing with
new things, they want to be served by field
experts. So, they need someone from the
company who is friendly and interactive.
In order to fulfil these desires, they are not
afraid to take risks. This group represents
11% of the market.

Socialisers

Perceived value and product availability are
important for this group. Socialisers share
similar characteristics with early adopters in
terms of their adoption level. This segment
consists of those who receive innovation
more quickly than most people because they
always use personal intuition and opinion
in making decisions. Thus, a person in this
segment is an opinion leader. It is important
for this group to consider the value of a
product. Availability of goods is also a factor
that encourages them to make a purchase.
Opinions or references from Socialiser
about a particular product are sought by the
Assured Achiever. Socialiser group accounts
for 26% of the market.

Assured Achiever

Assured achiever is concerned with
convenience related to access, transaction,
possession/post purchase, and search.
Moreover, the assured achiever has similar
characteristics with the early majority
segment in terms of adoption level. The
main characteristics of this group are those
who are always looking for references from
others to ensure the success of the product
on others before they try the product. The
ease of use is an important factor for assured
achiever to try an innovation or a new
product. The convenience sought by this
group are ease in accessing the products
anywhere and anytime, ease in finding
the goods, ease of payment method, and
ease of refunds. This is the largest group
that represents 32% of the market and has
potential.

Community Traditionalist

This segment values preference and
evaluation. Community traditionalists
have similar characteristics with the late
majority segment on adoption levels. Both
ease and taste related to the brand are very
important for these people. This group is
represented by people who buy a product
that has been purchased and known by
others. This usually happens because they
are comfortable and satisfied with what they
have, so trying something new is not a very
important for them. This is why they need
the assurance that the product information
available is clear and complete, as well as
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texts or images related to the actual product.
Community traditionalist represents 31% of
the market share.

CONCLUSION

Several conclusions may be drawn from this
research. First, there is a significant influence
of brand preference, shopping convenience,
and adoption level of purchase intention,
either individually or simultaneously.
Hence, the three independent variables
deserve to be the basis of online groceries
market segmentation in Jakarta. Second,
the establishment of market segments in the
online groceries in Jakarta is divided into
four groups, namely trail blazer that has
similar characteristics with the innovator in
the technology adoption life cycle model;
socialiser which has a similar characteristics
with early adopters, also perceived value and
product availability become a major factor
in encouraging purchase intention; assured
achiever that has common characteristics
with the early majority and the main
factors for driving purchase intention,
namely convenience in terms of access,
transaction, possession/post-purchase, and
search; community traditionalist which
have similar characteristics with the late
majority, and their main factors that drive
purchase intention are convenience related
to preference and evaluation convenience.
Trail Blazer is a group which has very
close relationship with technology, so it is
not necessary to put a lot of effort to reach
this group. However, the challenge of this
group is to make sure they come back to
buy again because they tend to try many

alternatives and will choose whichever
meets their needs. That requires an effort
to build an ongoing relationship with this
group. Keeping in mind they are very
interested in technology, relationships can
be built by creating a gathering event or
workshop about technology. Also, online
communities can be turned into a forum to
share their experiences regarding technology
and online grocery shopping.

Socialiser is the easiest group to reach
but it difficult to satisfy their needs. This
is because they are active in looking and
trying new things that make them quickly
change products. Moreover, this group is
not sensitive to price, so the selling price
is less suited to the Socialiser. The effort to
continue to build relationships with them is
by reminding them availability of products
they usually buy. This can be done by
studying their purchase history to ensure
repurchase.

For assured achiever, the ease of use
of the application or website is the most
important factor and hence, educating them
offline is important. This can be done by
going directly to the retailers to educate
consumers how to purchase groceries online.
Marketing events can be done to assure that
the product purchased is appropriate.

Community Traditionalist is very
sensitive to price. They only use products
that are already on the mature position in
the product cycle. In attracting this group,
a pricing approach is advisable. But it
can only be done after the majority of
the segments has already adopted online

grocery shopping.
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This research suggests that further
research can be done by using the same
variables on other product types or service
industry to identify market segmentation,
especially in the context of technology
adoption. Also, further research can explore
more antecedents of purchase intention
because of the dynamic environment that
causes fast-shifting consumer behaviour.
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ABSTRACT

In recent years online-based transport modes have become popular in Jakarta. These
ride hailing applications (apps) provide many benefits. The purpose of this research is to
determine the effect of their quality of service on customer satisfaction and their impact on
customer loyalty. Correlations analysis and SPSS are used to analyse data obtained from
questionnaires distributed to 100 GrabCar users in Jakarta. A simple random sampling
technique was employed to recruit the respondents. The results of this research showed
that service quality has a positive and significant impact on customer satisfaction and has
a positive but not significant impact on customer loyalty. This study can be used to help
online based transportation apps develop a better strategy to improve the quality of their
service by boosting customer satisfaction which in turn will increase customer loyalty.

Keywords: Customer satisfaction, customer loyalty, grabcar, ride hailing apps, service quality

INTRODUCTION mini-buses) and bajaj (public three-wheeled

In Jakarta, road transportation consists covered motorcycles). The Department of

of motorcycles, buses, cars and localised
forms of transport, such as angkots (public

Transport, Jakarta report in 2015 showed
the number of cars and motorcycles are
increasing steadily at 8.09% and 9.14%
respectively. The number of motorcycles

and cars in Jakarta was 13.9 million and 3.4
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motor vehicle industry as a whole grows at
8.75% annually.

The increase in the number of
motorcycles and cars are due to Jakarta’s



Aryo Bismo, Haryadi Sarjono and Andika Ferian

population density and the lack of decent
public transportation. Buses, bajaj, and
taxis lack comfort, and service quality,
and therefore people in Jakarta prefer
private vehicles. According to Department
of Transport, Jakarta, there were 27,079
taxis in Jakarta in 2014 but it decreased in
2015 to 24,368. Meanwhile, the number of
four-wheel vehicles in Jakarta is steadily
increasing.

Traditional public transport has been
affected by the development of ride hailing
apps (using smartphone application)
technology. People no longer need to wait
on the side of the road to hail a taxi; instead
they can book a taxi using their smartphone.
These enabled ride hailing apps to emerge
and quickly became a solution to residents
of Jakarta. Heru Sutadi, Executive Director
of Indonesia ICT Institute, stated that ride
hailing services are appealing because of
the ease with which you can book your
transport. Additionally, compared with
conventional transport system, these ride
hailing services would fetch you at your
desired location without you having to wait
at public location. The growing demand for
these ride hailing services have led to their
growing popularity. In Jakarta, Uber, Grab,
and Go-Jek are the most active offering two-
wheel vehicles (motorcycles, known locally
as ojek) and four-wheel vehicles which
consist of multi-purpose vehicles (MPVs),
family cars, or sedans.

The Malaysian company, Grab, entered
the Indonesian market in August 2015,
offering a cash payment method (as opposed
to credit card only), and was welcomed in

Jakarta. According to Kiki Rizki, Grab’s
Country Head of Marketing, Grab’s three
main business pillars are safety, comfort, and
speed which is unique to the company. Grab
provides insurance for their passengers, a
review of their drivers’ attitude, assuring
cleanliness, and a flat rate to increase service
quality. It also provides varied services, from
transportation using motorcycles or cars, to
services such as delivering documents or
food. . This study focused on how service
quality affects customer satisfaction and
its impact on customer loyalty of GrabCar
users.

As expected, Grab is not the only player
and one of its competitors is Go-Jek which
is a local company established in 2010
that provides almost the same services in
Jakarta, Bogor, Depok, Tangerang, Bekasi,
Bandung, Surabaya, Bali, and Makassar.
Their passenger cars are known as Go-
Car. Another direct competitor of Grabcar
is Uber, originally from United States,
which currently provides ride hailing
services in Jakarta, Bandung, and Bali using
motorcycles and cars.

LITERATURE REVIEW
Service Quality

Tjiptono (2007) defined service quality
as the level of excellence expected and
whether it satisfies customer needs.
Specifically, service quality is determined
by the company’s ability to fulfil the needs
and wants of the customer based on their
expectations. Lewis and Booms (in Tjiptono,
2012) defined service quality as meeting
customer expectations. Parasuraman,
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Zeithamal and Berry in Ivanauskiene
and Volungenaite (2014) defined service
quality as the difference between customers’
expectations and perceptions of the service.
Tjiptono and Chandra (2011) stated that it
was the customer, not the service provider,
which evaluates service quality.

Parasuraman, Zeithamal and Berry
(in Tjiptono, 2011) proposed variables to
measure service quality:

Reliability, related to the company’s
ability to deliver the services precisely
as promised.

Responsiveness, related to the
company’s willingness and ability in
helping their customer on channelling
the money given properly.

Assurance, related to the workers’
knowledge and politeness and their
ability in building trust and the givers’
confidence

Empathy, shows how the company
understands the givers’ objectives on
giving donation, and gives personal
affection to the givers.

Tangibles, related to the physical
appearance of the service facility, the
tools, the workers, and the company’s
communication material.

Customer Satisfication

Kotler and Amstrong (2010) defined
customer satisfaction as the extent to
which a product’s perceived performance
matches a buyer’s expectations. Satisfaction
is defined as customers’ assessment of a

certain product or services, on whether the
products or services could meet their needs
and their expectations (Zeithaml, Bitner, &
Gremler, 2009). Kotler, in Tjiptono (2011)
defined customer satisfaction as a person’s
feelings of pleasure or disappointment as a
result of comparing the product’s perceived
performance and whether it meets his or her
expectations.

According to Kotler and Keller (2009)
one of the keys to maintain a customer is
customer satisfaction. According to Irawan
(2008) customer satisfaction is a set of
perceptions consumers have regarding
the performance of products or services
and if the latter meets their expectations.
Customers are satisfied when the product or
service meets or exceeds their expectations.
Irawan (2008) reported the following factors
influence customer satisfaction in relation to
a product or service:

Service Quality: the quality of a service
can be measured through opinions of the
customers.

Emotional Factor: this factor is
important because customer satisfaction
can depend on customer’s level of
connectedness with the product or
service. Although highly intangible, this
factor determines customer’s loyalty.

Ease of acquiring a product or
services: if consumers feel it is difficult
to communicate with the company
to obtain a product or service, this
will have a negative impact on the
consumer’s satisfaction level.
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Customer Loyalty

Kotler and Keller (2009) defined loyalty as
the customers’ commitment to repurchase a
certain product or service in the future even
if the circumstances and rival marketing
efforts may potentially make the customers
turn to another company. According to
Tjiptono (2011), loyalty is a behavior
of customers that will lead to repeated
purchases. It can be driven by price or sense
of belonging to the particular brand, perhaps
through an inferred exclusivity. Customer
loyalty means the commitment of customer
to the brand, shop, and suppliers, and is
based on a very positive attitude from the
customers and reflected in their positive
buying behaviour (Hidayat, Zalzalah, &
Ekasasi, 2016; Tjiptono, 2007). According
to Griffin (2010), the factors that can
measure customer loyalty are:

Makes regular repeat purchases.

b. Purchases across product and service
lines.

c. Refers to others (referral): loyal
customers will refer the brand to other
people with positive WOM (word of
mouth).

d. Demonstrates immunity to
competitors (retention): loyal
customers will not change their brand
preference.

Service Quality, Customer Satisfaction
and Customer Loyalty Relationship

According to Moha and Loindong (2016),
service quality and facilities have both a

positive and significant relationship with
the satisfaction of users. Their findings
were supported by Saleh and Kadarisman
(2013) who pointed to a positive relation
between customer satisfaction and service
and product quality. This study will test the
effect of these variables in the context of
online transport industry. Therefore the first
hypothesis is proposed:

H1: Service Quality significantly
affects Customer Satisfaction of online
transportation users (GrabCar users).

In a study that examined the relationship
between service quality and customer
satisfaction and loyalty, Cheng and Rashid
(2013) found service quality had a positive
relationship with customer loyalty. The
present study will test the effect of service
quality on customer loyalty in the online
transport industry which leads to the
development of second hypothesis:

H2: Service Quality significantly affects
Customer Loyalty of online transport
users (GrabCar users).

Prihanto (2013) showed customer
satisfaction and customer loyalty have a
positive relationship - the higher the level
of customer satisfaction, the higher their
loyalty.

Based on Hasan (2014), the relationship
between customer satisfaction and customer
loyalty can be summarised as shown in
Table 1.

36 Pertanika J. Soc. Sci. & Hum. 26 (T): 33 - 48 (2018)



Service Quality and Satisfaction of Ride Hailing App

Table 1

Relationship between customer satisfaction and customer loyalty

Customer Loyalty
Low High
Customer Low Failures Forced
Satisfaction The customers are unsatisfied and The customers are unsatisfied but
disloyal they’re loyal to the brand
High Defectors Successes

The customers are satisfied, but

disloyal

The customers are satisfied and
loyal, which makes them ideal to
recommend the products or services
to others

Table 1 shows how customer satisfaction
will affect their loyalty. This study will test
if there is a positive relationship between
customer satisfaction and customer loyalty
on online transport users. The following
third hypothesis is proposed:

H3: Customer Satisfaction significantly
affects Customer Loyalty of online
transport users.

The research model for this study is shown
in Figure 1:

X)

Service

Quality

HI

Customer
Satisfaction

(¥) (Z)

Customer
Loyalty

H3

w |

Figure 1. Research model

MATERIALS AND METHODS

This research adopted a questionnaire
method and 100 respondents who are
GrabCar users were recruited using a simple
random sampling technique. A total of 22
indicators related to the dimensions adapted

from literature are used: Service Quality
(tangibles, reliability, responsiveness,
assurance, and empathy), Customer
Satisfaction (service quality, emotional
factors, ease of acquiring the product/
service) and Customer loyalty (repeat orders,
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purchase across product lines, referral, and
retention). An associative method is used
in this study which according to Siregar
(2013), shows the relationship between two
or more variables. Tests used on this study
for analysing the data are as follows: validity
test, reliability test, normality test, Pearson
Product-Moment Correlation Test and path
analysis for testing the hypotheses; all of the
tests were conducted using SPSS software.

Table 2
Service quality validity test result

RESULTS AND DISCUSSIONS

All the tests for this study were conducted
using SPSS and used a total of 100 data
points from online transport users (Grab
Car users) based on a survey questionnaire
method.

Validity Test

The validity test used a 95% significance
level, and the results for the validity test are
shown in Tables 2, 3 and 4.

Questions Tiable T Questions Tiable P i
X1 0.17 0.608 X6 0.17 0.601
X2 0.17 0.617 X7 0.17 0.574
X3 0.17 0.623 X8 0.17 0.571
X4 0.17 0.281 X9 0.17 0.648
X5 0.17 0.509 X10 0.17 0.698
Table 3
Customer satisfaction validity test result
Questions Tiable Bt Questions Tiable -
Yl 0.17 0.727 Y4 0.17 0.673
Y2 0.17 0.560 Y5 0.17 0.453
Y3 0.17 0.651 Y6 0.17 0.537
Table 4
Customer loyalty validity test results
Questions Tiable it Questions Tiable A
Z1 0.17 0.626 74 0.17 0.625
z2 0.17 0.575 VA 0.17 0.698
Z3 0.17 0.594 76 0.17 0.580
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The results of the validity tests for each
variable shows that all of the instruments
used for measuring service quality, customer
satisfaction, and customer loyalty are valid.
The r... of each question on each variable
show a higher amount compared to the 1,
(0.17).

Reliability Test

On conducting the reliability test, the basis
for the decision-making is taken from
Sarjono and Julianita (2013) in which
a survey was considered reliable if the
Cronbach’s alpha > 0.600. Based on the
criteria, these are the results of the reliability
tests (Table 5).

Table 5
Reliability test results

Variable Cronbach’s N of
Alpha items
Service Quality 0.852 10
Customer Satisfaction 0.814 6
Customer Loyalty 0.829 6

Table 6
Service quality normality test result

Based on the Cronbach’s Alpha of each
variable that shows a higher amount than
0.600, it could be concluded that all of the
variables are reliable and can be used for
this study.

Normality Test

Data distribution is considered normal if
the distribution of the data is still inside
the scatter plot. Using the 95% significance
level, if the significance number or the
probability values is higher than 0.05,
the data is normally distributed. It is then
transformed into interval data before the
normality test (Appendix 1). Using SPSS,
the table below shows results of each
normality test for the three variables:

Variable Kolmogorov-Smirnov* Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Service Quality .073 100 .200%* 975 100 .056

*This is a lower bound of the true significance
a. Lilliefors Significance Correction
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Table 7
Customer satisfaction normality test result

Variable Kolmogorov-Smirnov* Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Customer Satisfaction .069 100 .200 .966 100 .012

*This is a lower bound of the true significance
a. Lilliefors Significance Correction

Table 8
Customer loyalty normality test result

Model Kolmogorov-Smirnov* Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Customer Loyalty .086 100 .068 975 100 .050

*This is a lower bound of the true significance
a. Lilliefors Significance Correction

Each variable shows that each of them had a
higher Sig. Kolmogorov-Smirnov compared
with the confidence level used. As we could
see, the Sig. Kolmogorov-Smirnov for
service quality shows 0.073 which is higher
than a = 0.05. For customer satisfaction
and customer loyalty, the Sig. Kolmogorof-
Smirnov are 0.069 and 0.086 respectively,
both higher than a = 0.05. This indicates that
all the data for each variable are distributed
normally.

Correlation Analysis

Correlation analysis aims to see whether
there is a linear relationship between two
variables and measures the strength of the

relationship. Sarjono and Julianita (2013)
interpretations for coefficient correlation
used in this study are shown in Table 9.

Table 9
Coefficient correlation of correlation value
interpretation

Interval Coefficient Relation rank

0.80 —1.000 Very strong
0.60 —0.799 Strong

0.40 - 0.599 Strong enough
0.20-10.399 Weak

0.00 - 0.199 Very weak

The result of the correlation test for this
study is shown in Table 10.
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Table 10
Correlation test results

Service Quality =~ Customer Customer
(X) Satisfaction (Y) Loyalty (Z2)
Service Quality (X) Pearson Correlation 1 764%* 859%**
Sig. (2-tailed) .000 .000
N 100 100 100
Customer Pearson Correlation 764%* 1 L720%*
Satisfaction (Y) Sig. (2-tailed) .000 .000
N 100 100 100
Customer Pearson Correlation .859%* T20%* 1
Loyalty (Z) Sig. (2-tailed) 028 .002
N 100 100 100

** Correlation is significant at the 0.01 level (2-tailed)

Based on the data provided above, it can
be concluded service quality and customer
satisfaction have a strong and positive
relationship. This could be seen by their
Pearson-Correlation at 0.764. Service
quality and customer loyalty show a positive
and very strong relationship, with a positive
correlation of 0.859. Customer satisfaction
also shows a positive and strong relationship
with customer satisfaction, which was

Table 11
Summary of path sub-structural 1 analysis

reflected in the Pearson-Correlation at
0.720.

Path Analysis

The R square (R?) shown in Table 11 reflects
how much service quality affects customer
satisfaction. Based on the results, it was
concluded that service quality would affect
customer satisfaction (58.4%), and the rest
not covered in this study.

R R Square

Adjusted R Square Std. Error of the Estimate

1 .764* .584

,580 ,50584

a. Predictors: (Constant), Service Quality (X)
b. Dependent Variable: Customer Satisfaction (Y)
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Table 12
ANOVA path sub-structural 1

Model Sum of Squares  df Mean Square F Sig.
1 Regression 35.172 1 35.172 137.461 .000°
Residual 25.075 98 256
Total 60.248 99

a. Dependent Variable: Customer Satisfaction (Y)
b. Predictors: (Constant), Service Quality (X)

Using a = 0.05, service quality could be
concluded as affecting customer significantly
only if the Sig. shows a lower number of a.
As we can see in the Table above, the Sig.

Table 13
Coefficients® sub-structural 1

shows a 0.000 value, which was lower than
o = 0.05. This shows that service quality
significantly affects customer satisfaction.

Model Unstandardised Standardised t Sig.
Cocfficients Coefficients
B Std. Error  Beta
1 (Constant) .285 .309 .923 .358
Service Quality (X) .886 .076 764 11.724 .000

a. Dependent Variable: Customer Satisfaction (Y)

The t-test will show whether service quality
affects customer satisfaction individually
or not. The decision would be made with
comparing the value of t.,, and t.y., in
which if o 18 higher than tgy (teount™>tuoie)s
then service quality individually affects
customer satisfaction.

Using df =98 and a = 0.05, the t,,. used
for this study is 1.66; meanwhile the ty
as shown in Table 14 is 11.724. Thus, we
conclude t. un>tene; 11.724 > 1.66, which
means that service quality individually

affects customer satisfaction. Meanwhile,
we see the Sig. for this variable is 0.000,
compared with a = 0.05. The Sig shows a
lower value than a. It could be concluded
that service quality makes a significant
contribution towards customer satisfaction
(Accept H1). Based on the information
above we could state the formula as shown
below:

Y= pyxX + Py €1
Y =0.764X + 0.64 ¢!

Notes - Y: Customer Satisfaction, X: Service Quality
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0.64
v
Service Quality | Customer
X) 0.764 Satisfaction (Y)

Figure 2. Sub-structural 1

The R square (R?) shows a number of 0.742  have on customer loyalty. This also means
or 74.2%, which reflects the amount of effect  that other factors outside the two variables
service quality and customer satisfaction in this study, affects customer loyalty 25.3%.

Table 14
Summary of path sub-structural 2 analysis

Model R R Square Adjusted R Square Std. Error of the Estimate
1 .865¢ 7147 742 44905

a. Predictors: (Constant), Customer Satisfaction (Y), Service Quality (X)
b. Dependent Variable: Customer Loyalty (Z)

Table 15
ANOVA path sub-structural 2

Model Sum of Squares  df Mean Square F Sig.
1 Regression 57.895 2 28.947 143.557 .000°
Residual 19.559 97 0.202
Total 77.454 99

a. Dependent Variable: Customer Loyalty (Z)
b. Predictors: (Constant), Customer Satisfaction (Y), Service Quality (X)

The Sig. in the table above shows a value of  that both service quality and customer
0.000. If we compare it to o = 0.05, the Sig  satisfaction have a significant effect on
shows a lower value than a. This concluded customer satisfaction.
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Table 16
Coefficients® sub-structural 2

Model Unstandardised Standardised t Sig.
Coefficients Coefficients
B Std. Error  Beta
1 (Constant) -1.561 276 -5.663 ,000
Service Quality(X) ,976 ,104 , 742 9.379 ,000
Customer Satisfaction (Y) 174 ,090 ,153 1,938 ,056

a. Dependent Variable: Customer Loyalty (Z)

Using t-test, we would like to test whether
both service quality and customer satisfaction
affect customer loyalty individually. In
making the decision, we compared the
value of t,, and tyy,., in which if the t .
is higher than the ttable (t.u>tusie), then
service quality and customer satisfaction
individually affect customer loyalty.

Using df = 98 and o = 0.05, the ttable
used for this study was 1.66, meanwhile the
t.ount fOT sS€rVice quality as shown in table 17
1s 9.379. We can conclude that t.,,,>tipie;
9.379> 1.66, which means that service
quality affects customer loyalty individually.
Meanwhile, we could also see that the Sig.
for this variable is 0.000, compared with o =
0.05; the Sig shows a lower value than a. It
could also be concluded that service quality

makes a significant contribution to customer
loyalty (Accept H2).

The t.ou for customer satisfaction
as shown in Table 17 is 1.938. With this,
we can conclude that t ., >tupe; 1.938
> 1.66, which means that individually,
customer satisfaction affects customer
loyalty. Meanwhile, the Sig. for customer
satisfaction is 0.056, compared to o = 0.05;
the Sig shows a higher value than a. This
proves that customer satisfaction does not
contribute significantly to customer loyalty
(Reject H3).

Based on the information above the
formula below:

Z=p*X+p?Y +¢
Z=10.742X+ 0.153Y + 0.503¢?

Note - Z: Customer Loyalty, Y: Customer Satisfaction,
X: Service Quality

0.503
0.153 v
Service Quality Customer Customer Loyalty
X) Satisfaction (Y) § (2)

Figure 3. Sub-structural 2
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Based on the test results, the path of the three variables are shown in Table 17 and

Figure 3:
0.64 0.503
| |
I I
I I
v v
Service Quality 0.764 | Customer e Customer Loyalty
X) Satisfaction (Y) (Z)
A
0.742
Figure 4. Path model summarisation
Table 17
Coefficients® sub-structural 2
Variable Standardised Effect
Cocfficient Direct Indirect* (through Y) Total
XtoY 0.764 0.764 0.764
XtoZ 0.742 0.742 0.764x0.153=0.116892 0.859
YtoZ 0.153 0.153 0.153
€ 0.64 0.64 0.64
€ 0.503 0.503 0.503

Service quality has a positive and significant
effect on customer satisfaction and customer
loyalty. Improvement in service quality
contributes to customer satisfaction and
vice versa. Customer satisfaction is 58.37%
based on while customer loyalty is 74.7% as
direct result of service quality.

Even though there is no significant
effect between customer satisfaction and
customer loyalty, t the former has some

positive effect contributing 51.84% to the
latter.

CONCLUSION

The practical implications for online
transport, especially GrabCar, are they
should pay more attention to service quality
as proven by this study which will lead to
customer satisfaction and build loyalty.
Fitzsimmons and Fitzsimmons (2011)
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state that customers in choosing a certain
service provider will consider nine criteria:
availability, convenience, dependability,
personalisation, price, quality, reputation,
safety, and speed.

Customer will consider things such as
how accessibility and reliability of service.
They will also consider whether the quality
of the services is worth the price they are
charging, and the reputation of the service
provider, or how long they will have to wait
for the service. These nine criteria need to be
fulfilled by GrabCar as the service provider.

Limitation of this research is that it has
only examined one online service provider
(Grab) in addition to using the minimum
sample size (100 respondents) to draw a
conclusion. For further research it will be
beneficial if the sample size is larger and the
focus is on other competitors such as GoJek,
Uber in Indonesia.
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ABSTRACT

This study is aimed at analysing the effect of Emotional Intelligence, Quality of Work
Life and Stress on civil servants of Mahakam Ulu Regency and their intention to leave. It
uses descriptive verification method based on quantitative analysis of 100 civil servants. A
Structural Equation Modelling (SEM) technique is used for analysis. Results show negative
job performance is significantly associated with job stress and intention to leave; however,
good job performance is significantly associated with Quality of Work Life (QWL) and
emotional intelligence. The results also show a positive association between emotional
intelligence and QWL to performance, with a negative relationship to intention to leave.
Therefore, to improve the performance of employees, emotional intelligence, quality of
work life and lowering work stress will reduce likelihood of employee’s intentions to leave.

Keywords: Civil servants, emotional intelligence, intention to leave, performance, quality of work life, stress

INTRODUCTION

It is well known that Human Resources
(HR) is one of the determinants of success
of an organisation. Human resources
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are important to ensure success of an
organisation by effectively and efficiently
creating human-driven excellence.

Civil servants are responsible for the
successful implementation of governance
and national development so that the position
and role of civil servants are very important
as executor of the business activities of
the Government in the framework of
development. Performance is essential. In
other words, civil servants have a decisive
role, namely as thinkers, implementers,
planners, and development controllers.
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