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ABSTRACT

Indonesia's transportation sector has undergone significant shifts since the 1990s, yet taxi services continue to
play a vital role. Digital tools are now central to the industry, as demonstrated by Bluebird's adoption of the My
Blue Bird app, which streamlines ride-hailing and payment. This research evaluates how service quality, brand
image, and app performance jointly shape customer loyalty, with customer satisfaction acting as a mediating
factor. A quantitative approach guided the collection of data through online surveys circulated via WhatsApp,
Facebook, and Instagram; 251 users of the My Blue Bird app participated. SmartPLS software facilitated data
analysis and hypothesis testing. Findings reveal that service quality, brand reputation, and app quality directly
enhance customer satisfaction, which subsequently drives loyalty. The results emphasize the need for ongoing
enhancements in service execution and mobile interfaces to cultivate durable customer allegiance.

Keywords: Service Quality, Brand Image, Mobile App Quality, Costumer satisfaction, Costumer loyalty.

1. INTRODUCTION
1.1 Background

Recent strides in digital technology are reshaping transportation, especially in cities.
Mobile apps, Al, and real-time data have changed the way riders interact with providers,
pushing up expectations for seamless, fast, and tailored experiences. To keep pace, firms
must weave digital tools into their operations. In Indonesia, taxis have been the go-to road
travel choice since the 1990s. PT Blue Bird, a long-time leader, has stayed atop the market by
embracing tech evolution. When digital expectations rose, the company rolled out the My
Blue Bird app, streamlining how riders book and pay for rides. Yet, even with these tools,
keeping riders satisfied and loyal remains tough. Service consistency, the strength of the Blue
Bird brand, and the app’s performance all weigh heavily on how customers judge the
company and whether they return. This research zeros in on how these factors affect loyalty,
with satisfaction acting as the bridge, examining Blue Bird’s digital service rollout.

All facets of life are continuously changing in this digital age, especially with the
advent of the internet as a multifaceted contemporary technology. Numerous industries,
including transportation, can benefit greatly from the internet. With well-known companies
like Gojek, Grab, Uber, and Bluebird, online-based transportation services have expanded
quickly in Indonesia. As one of the biggest and most established taxi services in Indonesia,
Bluebird has a long history in the country's transportation system. Intelligent transportation
systems (ITS) and the emergence of digital disruption have forced transportation firms to
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innovate. The need for tech-based transportation services has been fueled by problems with
urban mobility, demographic shifts, and rising customer demand for high-quality service.
Bluebird implemented digital transformation initiatives in response to these trends, including
integrating Internet of Things (IoT) technology into its fleet and launching the MyBluebird
application. Consumer preferences are changing as a result of the company's continued
intense competition from online ride-hailing pioneers like Gojek and Grab, who provide more
flexible services and lower prices.

In contrast to this, Bluebird has proven resilient by recovering financially well after
the pandemic. Bluebird's performance dramatically improved in 2022 with a revenue of IDR
3.59 trillion and a net profit of IDR 364 billion, surpassing even pre-pandemic figures,
following a decline in fleet numbers and a revenue slump during the pandemic years. This
expansion was facilitated by strategic initiatives such as service diversification
(multi-product), enhanced accessibility (multi-channel), and multiple payment systems
(multi-payment). Through its BlueCorps program, which emphasizes integrity and customer
trust as core values, the company also placed a strong emphasis on sustainability and
transparency. However, preserving service quality is still a major obstacle. Despite improving
reservation efficiency, research indicates that the MyBluebird app continues to receive a
variety of complaints, which negatively impacts the company's reputation. With customer
satisfaction acting as a moderating variable, this study attempts to investigate how service
quality, brand image, and mobile app quality affect customer loyalty in light of the growing
significance of customer experience in determining brand loyalty.

1.2 Research Problem

The emergence of online taxi services has altered the transportation scene in
Indonesia by providing commuters with an accessible, practical, and economical alternate
way of transportation. For the online taxi sector in Indonesia to grow and flourish sustainably,
a variety of opportunities and difficulties must be addressed as a result of this disruptive
transformation.As one of Indonesia's first and most well-known taxi firms, Bluebird Taxi has
encountered several difficulties lately due to the changing nature of the transportation
industry and shifting consumer preferences.

1.3 Research Question

Taking into account the context of the aforementioned issues, the authors identify the
following research issues.

1. Does service quality affect customer satisfaction on Blue Bird Taxi in
JABODETABEK?

2. Does brand image affect customer satisfaction with Blue Bird Taxi in
JABODETABEK?

3. Does mobile app quality affect customer satisfaction with Blue Bird Taxi in
JABODETABEK?
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4. Does customer satisfaction affect customer loyalty at Blue Bird Taxi in
JABODETABEK?

5. Does the service quality variable mediated by customer satisfaction influence
customer loyalty to Blue Bird Taxi in JABODETABEK?

6. Does the brand image variable mediated by customer satisfaction influence customer
loyalty to Blue Bird Taxi in JABODETABEK?

7. Does the mobile app quality variable mediated by customer satisfaction influence
customer loyalty to Blue Bird Taxi in JABODETABEK?

1.4 Research Purposes

The purpose of this study is to evaluate the particular difficulties that Bluebird Taxi
has encountered and to suggest viable solutions for preserving its competitiveness and
long-term viability in the Indonesian market.Additionally, the economic model of Bluebird
Taxi is put to the test by changing consumer preferences. It is essential for Bluebird Taxi to
comprehend and meet the changing needs of its target clients as the need for personalized and
on-demand services rises. To stand out in the crowded market, this can entail integrating
digital platforms, enhancing the client experience, and providing value-added services.

2. LITERATURE REVIEW

2.1 Review of Literature

2.1.1 Definition of Service Quality

Definition of ServiceService quality is the difference between what the customer
expects and what the customer actually receives (Parasuraman et al.,1985). The SERVQUAL
model details five main dimensions: tangibility, reliability, responsiveness, assurance and
empathy (Parasuraman et al., 1988; Naik et al., 2010; Saghier, 2015) and has been
extensively used across service domains.

2.1.2 Definition of Brand Image

A brand is a name, term, sign, symbol or design, or a combination of them (Kotler &
Keller, 2008). Strong brand image increases recognition and perceived value and influences
purchase intention, and in turn affects satisfaction (Hsieh et al., 2004).

2.1.3 Definition of Mobile App Quality

Value-added tools- Mobile applications are value-added tools that offer flexibility in
time and space (Heinonen & Pura, 2008). Quality of app in terms of content accuracy,
interaction design and responsiveness affects the satisfaction as well as loyalty intention of
the users (Chae, 2019; Ayuvinda, 2019; Kuo et al., 2016).
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2.1.4 Definition of Customer Satisfaction

Customer’s satisfaction is basically the degree of congruency between what is
actually delivered and the expectation that the consumer has made on the product or service
(Bloemer & de Ruyter, 1998; Minta, 2018). It affects customer actions, and can be thought of
as both a discrete and cumulative assessment (Anderson et al).

2.1.5 Definition of Customer Loyalty

Loyalty is the result of positive experiences plus the sense of not having expectations
let down. It is made up of positive dispositions and repurchasing behaviors (Dick & Basu,
1994; Kishada & Wahab, 2015).

2.2 Hypotheses Development
2.2.1 Relationship between service quality and customer satisfaction

SERVQUAL greatly affects client satisfaction through forming the perception of
service quality, performance and personnel. Wholesome appraisals result in satisfaction and
loyalty. Research, such as Priyo, Mohamad & Adetunji (2019) indicate that there is a strong
relationship between SERVQUAL and customer satisfaction, preference.

H1 (positive): Service quality Has a positive relationship with customer satisfaction.
2.2.2 Relationship between Brand Image and Customer Satisfaction

Setyoroni, Tirtayasa, and Khair (2023); have stated that brand image has a significant
positive effect on customer satisfaction and mediates through preferences and beliefs. It is a
tool to guide customers in finding products, estimating its quality, minimizing risk and
improving the overall experience.

H2: Brand image has a positive impact on customer satisfaction.
2.2.3 Relationship between mobile App quality and customer satisfaction

Online taxi applications are value-added mobile services in which the connection,
content, and interaction quality determine the information quality (Chae, 2019). The quality
of content is timely and accurate, and the quality of interaction is a design and usability
(Ayuvinda, 2019). Key aspects include just-in-time estimates on routes and availability of
transport buses(Argues, 2019). Rapid response time and FAQ support are a must. Satisfaction
happens when service meets expectation, where loyalty is resulted from repeat usage and or
recommendation (Justitia, Semiati & Ayuvinda, 2019).

H3: Mobile application quality has a positive influence on satisfaction.
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2.2.4 Relationship between customer satisfaction and customer loyalty
H4: The greater the customer satisfaction, the higher the propensity for the customer loyalty.

The hypotheses are based on the review of literature and some empirical studies that
suggest significant relationships among the variables (Priyo et al., 2019; Setyoroni et al.,
2023; Justitia et al., 2019).

2.3 Theoretical Framework

The model suggests that service quality, brand image and mobile app quality influence
customer satisfaction, which, in tum, leads to customer loyalty. Mediator is the satisfaction.

HS
Serviee Cruality (X1)

H4

Brand Image (X2) Costumer Satisfaction (z) Costumer Loyality (Y)

................................

Muobile App Quality (X3)

H7

(H8)=58Q -C8-CL
(Ho) = Bl - Cs -CL
(HT) =M -C5 - CL

FIGURE 1.1 THEORETICAL FRAMEWORK
Source: constructed by Researcher (2025)

461

@eba
@) pima
PT EBIZ PRIMA NUSA nusa




International Conference
on Digital, Social, and Science

2.4 Previous Research

INTERNATIONAL CONFERENCE ON DIGITAL, SOCIAL, AND SCIENCE
VOL. 02 (2025)
ISSN 3063-3303

NO Tittle Method Variable Result

1 |Determinant Factors of Customers Switching|Quantitative |Independent variable : Price, Promotion, E-|This study was found out that service quality|
Behavior to Customer Satisfaction and| service Quality has a high impact on customer satisfaction.
Loyalty in Online Transportation Users in| Mediating variable : Costumer Satisfaction |But this factor does not enable yet to increase
Bandung Dependent variable : Costumer Loyality customer loyalty. Meanwhile, the pricing|

strategy has a high impact on loyalty.

2 |Analysis of Mediation Effect Of Consumer|Quantitative |Independent variable Service Quality,|Service quality has a positive and not|
Satisfaction On The Effect Of Service Price, Costumer trust significant influence on consumer loyalty.
Quality, Price and Consumer Trust On| Dependent variable : Costumer satisfaction|Then, price and consumer trust have a
Consumer Loyalty .Costumer loyality positive and significant influence on|

3 |An Analysis of Customer Satisfaction and|Quantitative |Independent variable Costumer Trust,|Customer Trust has a positive and significant|
Loyalty of Online Transportation System in| Costumer experience effect mediated by Customer Satisfaction on|
Pekanbaru.Indonesia Mediating variable : Costumer satisfaction |Customer This means that if customers'

Dependent variable : Costumer Loyality perceptions of Customer Trust by achieving

4 |Service Quality, Customer Satisfaction and|Quantitative |Independent variable : Service Quality This research show that in all fivefold

Loyalty: A Test of Mediation Mediating variable : Costumer Satisfaction |dimensions of service quality and also in|
Dependent variable : Costumer Loyalyty total, customers’ expectations are beyond their

5 |THE EFFECT OF SERVICE PRICE AND|Quantitative |Independent variable Price,Service|The results of the research that have been|
QUALITY ON CUSTOMER| Quality carried out can be seen that the price variable
SATISFACTION ONLINE Dependent variable : Costumer Satisfaction |has a significant effect on the dependent

6 |The Factors Affecting Customer Satisfaction|Quantitative |Independent variable Based on the research's empirical findings,
and Customer Loyalty A Study of Local Taxi Reliability Responsifnes, Comfort, price interpretations and recommendations were
Companies in Ho Chi Minh City, Vietnam Mediating Variable : Costumer satisfaction |made. In order to examine the relationships

Dependent variable : Costumer Loyality and their strength between each independent|

7 |The Effect of Trust and Service Quality to|Quantitative |Independent variable Trust , Service|Customer value is significantly influenced by|
Customer Value Moderated by the Perceived Quality trust and service quality. As a result, policies
Ease of Use (Case Study Bluebird Taxi in| Mediating variable : Perceived ease of used |to uphold trust, such as honesty, virtue, and
Indonesia) Dependent variable : Costumer Value competence of Blue Bird Transportation|

Service drivers, as well as quality of service,
such as ride comfort, driver courtesy, safety|
in the vehicle, and driver empathy for the
service user, must be taken into account in
order to increase customer value.

§ |MODELLING PASSENGER LOYALTY|Quantitative |Independent variable Mobile App|This study show how crucially vital mobile
TOWARDS APP-BASED MOTORCYCLE Quality.Service Quality app quality is in determining how well an
TAXI Mediating variable : Perceived Value ,|AMT service is provided.This study offers an|

Passanger satisfaction opportunity for AMT company managers to
Dependent variable : Passenger Loyality increase both their service quality and the

9 |The  Correlation between  Customer|Quantitative |Independent variable : Service Quality This study show increase the study's accuracy]|
Satisfaction and Service Quality in Jordanian Dependent variable : Costumer Satisfaction |and utilize new criteria to enhance the
Uber & Careem evaluation of customer satisfaction in

Jordan's  transportation  industry, data
10 |Effects of Taxi-Booking Apps of E-Service|Quantitative |Independent variable Taxi Booking|While reading through prior studies, building
Quality on Use Intention in China Service Quality theoretical models, and designing and

Mediating Variable : Perceived value ,|analyzing questiomnaires in an effort to

Satisfaction achieve immovative and precise results, this
research still has some limitations because of]
the constraints on objective conditions like
human and material resources.

Dependent variable : Intention of continued|

use

2.5 Research Gap

Previous researchers have highlighted the impact of service quality, brand image, and
mobile app usability on customer satisfaction and loyalty. However, such studies also tend to
consider separate relationships, rather than integrated models.
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NoStudy TitleKey Findings 1 Switching Behavior in Online TransportationService
quality is associated with satisfaction; price influences loyalty 2 Satisfaction as MediatorTrust
and price affect loyalty; satisfaction mediates trust—loyalty 3 Online Transportation in
PekanbaruTrust and experience were found to affect loyalty, mediated by satisfaction
SERVQUAL in BankingGap between expectation and perception 5 GrabBike StudyPrice and
service quality have a significant impact on satisfaction6Taxi Firms in VietnamReliability
and comfort influence loyalty through satisfaction 7 Bluebird Case StudyTrust and quality are
related to perceived value SAMT App LoyaltyApp quality has significant effects on user
satisfaction and loyalty 9 Uber & Careem (Jordan)E-service quality was found to be related
to satisfaction 10 Taxi Apps in ChinaE-service quality is related to continued use via
satisfaction

However, mobile app quality and brand image were investigated separately and little
to no research has studied the inclusion of mobile app quality and brand image into the
service quality in an integrated model. This study addresses that gap by analyzing their
combined effect on satisfaction and loyalty, with satisfaction as a mediator.

3. RESULTS AND DISCUSSIONS

This part shows the results of a research study on the effects of service quality, brand
image, quality of mobile applications, and customer satisfaction on loyalty among Bluebird
taxi customers in the Jabodetabek area. The data was analyzed using Structural Equation
Modeling (SEM) with SmartPLS 3.2.9 software, processing answers from 251 valid
respondents.

3.1 Respondent Profil Result

Using Google Forms, we gathered primary data from 322 participants, out of which
251 participants were qualified based on specific screening criteria regarding their familiarity
with Bluebird taxi services and the MyBluebird app. The demographic data of the
participants is outlined as follows: Out of the total sample, females accounted for 59.4%
(149) while males were 40.6% (102) of the sample. Age: Majority were 18-23 years (45%,
113), followed by 23-28 years (37.8%, 95), 28-33 years (12.7%, 32), and greater than 34
years (4.4%, 11). Profession: Majority were employees (40.2%, 111) and students/college
(39%, 98), followed by entrepreneurs (10.8%, 27) and others (10%, 25). Monthly Spending
on Transportation: The majority of respondents (43.4%, 109) spent between IDR
500,000-1,000,000. This was followed by IDR 0-500,000 (25.1%, 63 respondents), IDR
1,000,001-3,000,000 (23.5%, 59 respondents), and >IDR 3,000,000 (8%, 20 respondents).
Residing Area:Most respondents came from DKI Jakarta (41.8%, 105 respondents) followed
by: Bandung (13.9%, 35 respondents), Tangerang (13.6%, 34 respondents), Bekasi (10.4%,
26 respondents), Depok (8%, 20 respondents), and Bogor (4.4%, 11 respondents). Finally,
this study was conducted in the Jabodetabek region as it captured 92.1% (231 respondents).
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3.2 Descriptive Analysis

Descriptive analysis was used to indicate 300 respondents' impressions of research
elements such as digital influencer, fear of missing out, service quality, brand image, mobile
app quality,customer satisfaction and customer loyalty.

Table 1 provides the descriptive statistics for the following constructs: Service Quality
(SQ), Brand Image (BI), Mobile App Quality (MAQ), Customer Satisfaction (CS), and
Customer Loyalty (CL). All constructs had means for all items in a range from 4.511 (CS5)
to 5.151 (SQ1), with medians around 5.000 and standard deviations between 0.955 (SQ1) and
1.350 (CL3) capturing moderate variability in responses.

Table 1. Descriptive Analysis Result

Construct Mean Range |[Median Standard Deviation Range
SQ (Service Quality)  [4.869 —5.151 |5.000 0.955 -1.050

BI (Brand Image) 4.727 - 4.878 |5.000 0.964 — 1.095

MAQ (Mobile App

Quality) 4.778 —5.006 (5.000 0.983 —1.035

CS (Customer

Satisfaction) 4.511 — 4.858 [5.000 1.065 - 1.267

CL (Customer Loyalty) |4.719 —4.980 |5.000 1.142 - 1.350

Source : SmartPLS-Processed Data, 2025

3.3 Measurement Model Analysis

With regards to the measurement model, focus was given to its reliability, convergence and
discrimination validity to assess the adequacy of the measurement model’s constructs.

3.3.1. Convergent Validity

All item outer loadings met the minimum of 0.70 as proposed by Hair et al. (2019)
with CS3 scoring 0.689 and CL4 0.861 (Table 2). All constructs maintained their AVE above
the threshold of 0.50 with the lowest being Customer Satisfaction at 0.508 and the highest
being Brand Image at 0.640 thus confirming convergent validity (Table 3).
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Construct Item Range Outer Loading Range

SQ (Service Quality) SQ1-SQ6  (0.747 — 0.829

BI (Brand Image) BI1 - BI6 0.749 —0.835

MAQ (Mobile App|MAQI1 -

Quality) MAQ6 0.762 — 0.834

CS (Customer

Satisfaction) CS1-CSé6 0.689 —0.755

CL (Customer Loyalty) |CL1-CL6 ]0.713—-0.861

Source : SmartPLS-Processed Data, 2025

Figure 4.1 Outer Model Analysis

Source: Data Processed by Researcher, SmartPLS 3.2.9 (2025)

Table 3. Average Variance Extracted (AVE)

Average Variance Extracted (AVE)

Brand image

0.640

PT EBIZ PRIMA NUSA
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Costumer Loyalty 0.629
Costumer Satisfaction 0.508
Mobile App Quality 0.636
Service Quality 0.633

Source : SmartPLS-Processed Data, 2025

The results of the outer loading and AVE tests reveal that convergent validity study
and conditions are met to advance to the next phase. The construct must be at least 0.50, or
explain at least 50% of the variation in the indicators that make up the construct, in order for
the AVE to be considered acceptable (Hair et al., 2021).

3.3.2. Discriminant validity

Cross extraction factor analysis, Fornell-Larcker criterion, and HTMT ratio were used
to validate discriminant validity. As shown in the cross-loadings, each item was loading
strongly on its respective construct relative to other constructs. The Fornell-Larcker criterion
showed that the square root of each construct’s AVE was greater than the correlations with
other constructs as shown in Table 4. HTMT ratios lie between 0.154 and 0.848 and were
well under the 0.85 — 0.90 cutoff, supporting discriminant validity (Hair et al., 2019).

Table 4. Fornell-Larcker Criterion

Brand | Costumer | Costumer Mobile Service Quality
image | Loyalty | Satisfaction App

Quality
0.800

Brand image

Costumer 0.237 0.793
Loyalty

Costumer 0.453 0.193 0.713
Satisfaction

Mobile App [0.751 |0.177 0.430 0.797
Quality

Service 0.741 0.141 0.410 0.673 0.769

Quality

Source: Data Processed by Researcher, SmartPLS 3.2.9 (2025)
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Based on data shown in Table 5, Cronbach’s Alpha scores showed high consistency
with a minimum of 0.807 for Customer Satisfaction and reaching 0.887 for Brand Image and
Mobile App Quality. In addition, Composite Reliability also showed high consistency with a
score of 0.861 for Customer Satisfaction and 0.914 for Brand Image. All these results surpass
the minimum thresholds of 0.60 and 0.70 signifying strong reliability.

Table 5. Cronbach’s Alpha and Composite Reliability

Cronbach's
Alpha Composite Reliability

Brand image 0.887 0.914
Costumer Loyalty 0.882 0.910
Costumer

Satisfaction 0.807 0.861
Mobile App Quality | 0.887 0.913
Service Quality 0.884 0.912

Source: Data Processed by Researcher, SmartPLS 3.2.9 (2025)

3.4. Structural Model Analysis

Hypothesis testing with bootstrapping as well as model fit evaluation were used to analyze
the structural model using R-square values.

3.4.1. R-Square and Model Fit

Table 6 indicates the model explains 21.2% of the variance in Customer Satisfaction while
6.6% of the variance in Customer Loyalty. In Table 7, the Standardized Root Mean Square
Residual (SRMR) of 0.066 for the estimated model proves good model fit as it is below the

0.08 threshold.
Table 6. R-Square
R Square R Square Adjusted
Costumer Loyalty 0.066 0.060
Costumer satisfaction 0.212 0.207
467
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Source: Data Processed by Researcher, SmartPLS 3.2.9 (2025)

Tabel 7. Model Fit (SRMR)

Saturated Model Estimated Model
SRMR 0.064 0.066
d ULS 1.913 2.021
dG 0.646 0.650
Chi-Square 1314.207 1320.862
NFI 0.794 0.793

Source: Data Processed by Researcher, SmartPLS 3.2.9 (2025)
3.4.2 Hypothesis Testing

Table 8. Hypothesis Testing Result

Original
Hypothesis Path Sample (O) | T-Statistic | P-Value Result
HI SQ—CS |262 3.325 0.000 Significant
H2 BI — CS -374 3.868 0.000 Significant
H3 MAQ — CS (332 3.998 0.000 Significant
H4 CS—CL [214 3.921 0.000 Significant
SQ — CS
H5 — CL 56 2.615 0.003 Significant
BI - CS —
H6 CL -80 2.742 0.002 Significant
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MAQ — CS
H7 — CL 71 2.947 0.005 Significant

Source: Data Processed by Researcher, SmartPLS 3.2.9 (2025)

HI1: Customer Satisfaction Relies on Service Quality (B = 0.262, t = 3.325, p < 0.001):
Service quality has an unquestionable notable impact on customer satisfaction as supported
by Pasharibu et al. (2018). High service quality increases, especially to courteous service,
results in increased customer satisfaction.

H2: Customer Satisfaction afflicted by Brand Image (f =-0.374, t = 3.868, p < 0.001): Brand
image has a negative impact on customer satisfaction which is a contrarian finding to existing
literature. It is suggestive that a stronger brand image increases expectations that are not fully
satisfied.

H3: Customer Satisfaction Driven by Mobile App Quality (B = 0.332, t = 3.998, p <0.001):
As Purwawati et al. (2023) identified, mobile app quality has a distinct and noteworthy effect
on customer satisfaction. A user-friendly and reliable MyBluebird app produces positive user
experiences.

H4: Customer Loyalty follows Customer Satisfaction (B = 0.214, t = 3.921, p < 0.001):
Customer loyalty follows the strong satisfaction yield which Harjadi (2021) supports.
Customers satisfied are more inclined to reuse Bluebird services.

H5: The Role of Customer Satisfaction on Service Quality and Loyalty Relationship (f =
0.056, t = 2.615, p = 0.003): Refers to Raihanah (2018), customer satisfaction does mediate
the positive effect of loyalty.

H6: Brand Image — Customer Satisfaction — Customer Loyalty (B = -0.080, t = 2.742,p =
0.002): The negative impact of brand image on loyalty is mediated by customer satisfaction,
indicating that brand image influences loyalty through the gap of dissatisfaction or unfulfilled
expectations (Jhanghiz, 2020).

H7: Mobile App Quality — Customer Satisfaction — Customer Loyalty (B = 0.071, t =
2.947, p = 0.005): Customer satisfaction acts as a mediator between mobile app quality and
loyalty, as documented by Zhou et al. (2020).

3.5 Discussion

The research establishes that Bluebird taxi users in Jabodetabek are most influenced
by service quality, mobile app quality, customer satisfaction, and customer loyalty. Both
service quality (H1) and mobile app quality (H3) have a positive impact on customer
satisfaction which propels loyalty (H4, HS, H7). These findings reinforce the business
imperative to provide dependable, high standard services and a mobile application that is easy
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to use to improve customer satisfaction and retention. It is interesting to note that the negative
effect of brand image on customer satisfaction (H2, H6) poses that Bluebird’s strong brand
might be giving them hyper expectations which are not being fulfilled consistently, either
because services are not delivered as promised or the brand’s mobile application has
problems. This conflicts with previous research (Yuan et al., 2020) and should be studied
deeper. The mediation effects (H5, H6, H7) indicate that customer satisfaction stands out as
an important factor when service quality, brand image, and mobile app services combine to
drive loyalty. From a practical standpoint, Bluebird needs to focus on improving reliability of
services, functionalities of the app, swift service response times, secure transaction
capabilities, and managing customer perceptions aligned to expectations. Attending service
launches personally by top executives, for instance, the CEO, as proposed by Jhanghiz
(2020), could improve brand image and customer confidence.

These findings show that tech engineers in the online transportation sector need to
focus on application development which is intuitive, faster, reliable and also supports the
customer experience consistently. The users also need to make sure of the integration
between offline service quality and digital service quality. Service reliability, functionality,
and responsiveness are crucial for gaining customer trust in a technology-driven world.
Practitioners must focus on delivering seamless experiences through dependable
performance, intuitive interfaces, and attentive support staff. Transactions should also be
conducted safely and securely. To further solidify their brand promise, companies could
synchronize corporate messaging with on-the-ground execution. Witnessing product debuts
firsthand, top leadership may genuinely express commitment while gathering priceless user
insights, as advocated by Jhanghiz (2020). Such proximity could strengthen integrity and
loyalty over the long haul.

4. CONCLUSION

With customer satisfaction acting as a mediating variable, the aim of this study is to
examine the effects of service quality, brand image, and mobile app quality on customer
loyalty. This study advances our knowledge of the elements that influence consumer loyalty
in digital transportation services by filling in theoretical gaps left by earlier research. Data
from 251 respondents was gathered using a quantitative research methodology, and
SmartPLS was used for analysis. The results show that customer satisfaction and loyalty are
significantly impacted by service quality, and that brand image has a positive impact on these
two factors as well. In a similar vein, customer loyalty and satisfaction are positively
impacted by mobile app quality. Customer loyalty is also strongly and significantly correlated
with customer satisfaction, which is bolstered by service quality, brand image, and mobile
app quality. Customer satisfaction plays a critical role in promoting long-term loyalty in the
digital transportation industry, as the mediation analysis demonstrates that service quality,
brand image, and mobile app quality all have a significant indirect impact on customer
loyalty when mediated by customer satisfaction.

This study strengthens and emphasizes the customer satisfaction and loyalty theory in
the context of digital transformation service. By putting customer satisfaction as a mediation
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variable, the study affirms the multidimensionality of service quality in a digital context and
highlights the evolving role of brand image. This result also fulfills the gap of previous
research by showing that the three independent variables not only impacted directly but also
indirectly to the customer satisfaction, which has become the main mover of long-term
loyalty. Therefore, investments in app functionality, service responsiveness, and consistent
brand experiences are critical. Firms should also monitor customer feedback closely to align
service delivery with the brand promise, thereby reducing expectation gaps and strengthening
long-term loyalty.

REFERENCES

Aeni, N., Ekhsan, M., & Tanjung, A. (2019). Journal of Research in Business, Economics,
and Education. THE EFFECT OF SERVICE PRICE AND QUALITY ON
CUSTOMER SATISFACTION ONLINE TRANSPORTATION SERVICES, 1(1), 8.

Agarwal, R., & Dhigra, S. (2023). ScienceDirect. Factors influencing cloud service quality
and their relationship with customer satisfaction and loyalty, 9(1), 15.

Agustinus, V. (2017). JURNAL MANAJEMEN BISNIS DAN KEWIRAUSAHAAN.
POSISI DAYA SAING PERUSAHAAN TAKSI BLUE BIRD PADA ERA
TEKNOLOGI DISRUPTIF, 1(1), 7.

Akbulaev, N. (2020). International Journal of Scientific & Technology Research. The Impact
Of The Taxi Service Mobile Applications On The Financial Condition Of Taxi
Companies, 1(1), 8.

Annur, C. M. (2022, September 13). Armada Blue Bird Menyusut dalam 5 Tahun Terakhir.
Databoks. Retrieved September 21, 2023, from
https://databoks.katadata.co.id/datapublish/2022/09/13/armada-blue-bird-menyusut-dal
am-5-tahun-terakhir

Arla, B., Efendi, A., & Hajia, M. C. (2022). Shell Civil Engineering Journal. Analisis
Pemilihan Moda Transportasi Berbasis Online dan Konvensional di Kota Baubau, 7(1).

Bloomenthal, A. (2023). Financial Ratio Analysis: Definition, Types, Examples, and How to
Use. Investopedia. Retrieved September 21, 2023, from
https://www.investopedia.com/terms/r/ratioanalysis.asp

Blue Bird Luncurkan Aplikasi My Blue Bird. (2016, May 19). BeritaSatu.com. Retrieved

September 21, 2023, from
https://www.beritasatu.com/megapolitan/365755/blue-bird-luncurkan-aplikasi-my-blue-
bird

Bluebird Secara Resmi luncurkan Versi Terbaru Aplikasi MyBlueBird. (2021, January 20).
INAnews. Retrieved September 21, 2023, from
https://www.inanews.co.id/2021/01/bluebird-secara-resmi-luncurkan-versi-terbaru-apli
kasi-mybluebird/

471

ebiz
@

PT EBIZ PRIMA NUSA




&

INTERNATIONAL CONFERENCE ON DIGITAL, SOCIAL, AND SCIENCE
on Bl e T VOL. 02 (2025)
ISSN 3063-3303

Bo, Z., Guo, Park, U. Y., & Lee, J. H. (2018). International Journal of Industrial Distribution
& Business. Effects of Taxi-Booking Apps of E-Service Quality on Use Intention in
China, 9(4), 10.

Budiman, S. (2021). The Effect of Social Media on Brand Image and Brand Loyalty in
Generation Y. Journal of Asian Finance, Economics and Business, 8(3), 9.

Business Insight. (2023, April 28). Laba Blue Bird (BIRD) Naik 161,4% di Kuartal 1-2023.
insight kontan. Retrieved September 21, 2023, from
https://insight.kontan.co.id/news/laba-blue-bird-bird-naik-1614-di-kuartal-i-2023

Cakranegara, P. A., Nurdiani, T. W., Indarto, S. L., Teresia, V., & Pakawaru, M. 1. (2022).
Jurnal Ekonomi. ANALYSIS OF INTERNAL CONTROL AND READINESS OF
INFORMATION TECHNOLOGY ADAPTATION IN COOPERATIVES USING
COBIT 5 FRAMEWORK, 11(3), 6.

Choy, J. Y., & Shalleh, M. L. (2022). Asian Journal of Research in Business and Management.
Hierarchical Service Quality Analysis Using Structural Equation Modeling (SEM): A
Case on Malaysian Taxi, 14(1), 18.

Dam, S. M., & Dam, T. C. (2021). Journal of Asian Finance, Economics and Business.
Relationships between Service Quality, Brand Image, Customer Satisfaction, and
Customer Loyalty, 8(3), 9.

Daulay, R., & Rany, M. A. (2018). Journal Business Management. ANALY SIS OF SERVICE
QUALITY FACTORS ON CUSTOMER SATISFACTION ON TAXI ONLINE IN
MEDAN CITY, 1(1), 6.

Fauzi, A. A. (2018). Jurnal Manajemen Indonesia. ELECTRONIC SERVICE QUALITY ON
MOBILE APPLICATION OF ONLINE TRANSPORTATION SERVICES, 18(1), 15.

Genoveva, G., & Utami, N. N. (2020). Jurnal Muara Ilmu Ekonomi dan Bisnis. THE
INFLUENCE OF BRAND IMAGE, HALAL LABEL, AND HALAL AWARENESS
ON CUSTOMERS PURCHASING DECISION OF HALAL COSMETIC, 4(2), 11.

Gustafsson, A., Johnson, M. D., & Roos, 1. (2005). American Marketing Association. The
Effects of Customer Satisfaction, Relationship Commitment Dimensions, and Triggers
on Customer Retention, 69(210-218), 10.

Hamzah, M., Purwati, A., Jamal, A., & Sutoyo. (2021). IOP Conference Series: Earth and
Environmental Science. An Analysis of Customer Satisfaction and Loyalty of Online
Transportation System in Pekanbaru, Indonesia, 7(4), 9.

Harjadi, D. (2021). Journal of Contemporary Issues in Business and Government. The Effect
of Service Quality and Trust on Customer Loyalty and Satisfaction: A Case Study of
Online Taxi Customers in Indonesia, 27(6), 11.

472

ebiz
@

PT EBIZ PRIMA NUSA




o)

‘D 100

P oS

INTERNATIONAL CONFERENCE ON DIGITAL, SOCIAL, AND SCIENCE

International Conference

on Digital, Social, and Science VOL. 02 (2025)

PT EBIZ PRIMA NUSA

ISSN 3063-3303

Hasyim, U., & Ali, H. (2022). Dinasti International Journal Of Digital Business Management.
REUSE INTENTION MODELS THROUGH CUSTOMER SATISFACTION
DURING THE COVID-19 PANDEMIC: CASHBACK PROMOTION AND
E-SERVICE QUALITY CASE STUDY: OVO ELECTRONIC MONEY IN
JAKARTA, 3(3), 11.

Hidayati, A. (2020). UG Journal. ANALISIS KINERJA KEUANGAN PADA PT. BLUE
BIRD TBK, 14(11), 8.

Horsu, E. N., & Yeboah, S. T. (2015). International Journal of Economics, Commerce and
Management. INFLUENCE OF SERVICE QUALITY ON CUSTOMER
SATISFACTION: A STUDY OF MINICAB TAXI SERVICES IN CAPE COAST,
GHANA, 3(1), 14.

Igbal, A., Murni, Y., Indradewa, R., & Putra, D. (2020). European Journal of Business and
Managemen. The Effect of Trust and Service Quality to Customer Value Moderated by
the Perceived Ease of Use (Case Study Bluebird Taxi in Indonesia), 12(18), 9.

Jimanto, R. B., & Kunto, Y. S. (2014). Jurnal Manajemen Pemasaran Petra. PENGARUH
SERVICE QUALITY TERHADAP LOYALITAS PELANGGAN DENGAN
CUSTOMER SATISFACTION SEBAGAI VARIABEL INTERVENING PADA
RITEL BIOSKOP THE PREMIERE SURABAYA, 2(1), 7.

Jokhu, J. R. (2020). Jurnal Muara Ilmu Ekonomi dan Bisnis. ADAPTASI NEW ENTRANTS
MENGGUNAKAN STRATEGI MARKETING DENGAN WORD OF MOUTH
TERHADAP LOYALITAS PELANGGAN, 4(1), 10.

Khuong, M. N., & Dai, N. Q. (2016). International Journal of Innovation, Management and
Technology. The Factors Affecting Customer Satisfaction and Customer Loyalty A
Study of Local Taxi Companies in Ho Chi Minh City, Vietnam, 7(5), 6.

Laba Blue Bird Naik 40 Kali Lipat, Ini Penyebabnya. (2023, March 31). CNBC Indonesia.
Retrieved September 21, 2023, from
https://www.cnbcindonesia.com/market/20230331094031-17-426095/laba-blue-bird-na
ik-40-kali-lipat-ini-penyebabnya

Laporan Keuangan PT Blue Bird Tbk (BIRD) - Kinerjaemiten.com. (n.d.). Kinerja Emiten.
Retrieved September 21, 2023, from
https://emiten.kontan.co.id/perusahaan/90/PT-Blue-Bird-Tbk

Lie, D., Sudirman, A., Efendi, & Butarbutar, M. (2019). INTERNATIONAL JOURNAL OF
SCIENTIFIC & TECHNOLOGY RESEARCH. Analysis of Mediation Effect Of
Consumer Satisfaction On The Effect Of Service Quality, Price and Consumer Trust On
Consumer Loyalty, 8(8), 8.

Liswandi, L., & Rahmawati, Y. (2018). International Journal of Management, Accounting
and Economics. Analysis of E-Service Quality Dimensions towards Purchase Intention
by Using Smartphone in Tokopedia, 5(4), 12.

473

@

ebiz
prima
nusa




&

INTERNATIONAL CONFERENCE ON DIGITAL, SOCIAL, AND SCIENCE
on Bl e T VOL. 02 (2025)
ISSN 3063-3303

Luo, Y. (2022). Journal of International Business Studies. A general framework of
digitization risks in international business, 53(344 - 361), 18.

Miao, F., Han, S., Lin, S., & Stankovic, J. A. (2016). Digital Business Management Journal.
Taxi Dispatch with Real-Time Sensing Data in Metropolitan Areas: A Receding
Horizon Control Approach, 6(1), 15.

Mosahab, R., Muhamad, O., & Ramayah, T. (2010). International Business Research. Service
Quality, Customer Satisfaction and Loyalty: A Test of Mediation, 3(4), 9.

Munhurrun, P. R., Bhiwajee, S. D. L., & Naidoo, P. (n.d.). INTERNATIONAL JOURNAL
OF MANAGEMENT AND MARKETING RESEARCH. SERVICE QUALITY IN
THE PUBLIC SERVICE, 3(1), 2010.

Murad, S., Kayem, A. A., Manasrah, A., Halemah, N. A., & Qusef, A. (n.d.). International
Journal of Actor-Network Theory and Technological Innovation. The Correlation

between Customer Satisfaction and Service Quality in Jordanian Uber & Careem,
8(12), 8.

MyBluebird Generasi Keenam Siap Meluncur Akhir Januari Ini. (2023, January 25). SWA.
Retrieved September 21, 2023, from
https://swa.co.id/swa/trends/mybluebird-generasi-keenam-siap-meluncur-akhir-januari-i
ni

Pasharibu, Y., Paramita, E. L., & Febrianto, S. (2018). Journal Ekonomi Dan Bisnis. Price,
service quality and trust on online transportation towards customer satisfaction, 21(2),
25.

Prabawati, D. K., & Harsono, S. (2017). Journal of Business and Banking. Strategi
pemasaran jasa transportasi taksi konvensional menghadapi persaingan jasa transportasi
berbasis aplikasi online di Surabaya, 7(1), 20.

PT Blue Bird. (2023). PT. Blue Bird Tbk [BIRD]. IDNFinancials. Retrieved September 21,
2023, from https://www.idnfinancials.com/id/bird/pt-blue-bird-tbk

PT BLUE BIRD Group. (2023). Solusi Setiap Perjalanan. Bluebird Group - Solusi Setiap
Perjalanan. Retrieved September 21, 2023, from
https://www.bluebirdgroup.com/about/annual-report?lang=id

Rahman, F. Y., Yulianti, L. N., & Simanjuntak, M. (2019). Indonesian Journal of Business
and Entreprencurship. THE INFLUENCE OF MARKETING MIX AND WORD OF
MOUTH TOWARDS BRAND IMAGE AND USAGE OF ONLINE BIKE USAGE,
5(3), 12.

Rahmiati, F., Othman, N. A., BAKRI, M. H., Ismalil, Y., & Amin, G. (2020). The Journal of
Asian Finance, Economics, and Business. Tourism Service Quality and Tourism
Product Availability on the Loyalty of International Tourists, 7(12), 10.

474

PT EBIZ PRIMA NUSA

ebiz
@




&

INTERNATIONAL CONFERENCE ON DIGITAL, SOCIAL, AND SCIENCE
on Bl e T VOL. 02 (2025)
ISSN 3063-3303

R.B Pakiding, T. W., Pangemanan, S. S., & Rumokoy, P. S. (2016). THE IMPORTANCE
AND PERFORMANCE ANALYSIS OF SERVICE QUALITY OF BLUE BIRD TAXI
IN MANADO. Jurnal Berkala Ilmiah Efisiensi, 16(3), 10.

Riffari, M. J., & Prihartini, A. E. (2023). Jurnal Ilmu Administrasi Bisnis. PENGARUH
E-SERVICE QUALITY DAN E-SATISFACTION TERHADAP MINAT
MENGGUNAKAN KEMBALI APLIKASI MY BLUE BIRD (STUDI PADA
MASYARAKAT DKI JAKARTA), 12(1), 11.

75 Persen Penumpang Naik Taksi Blue Bird dari Pinggir Jalan. (2022, June §). CNN
Indonesia. Retrieved September 21, 2023, from
https://www.cnnindonesia.com/ekonomi/20220608141512-92-806392/75-persen-penu
mpang-naik-taksi-blue-bird-dari-pinggir-jalan

Sharma, D. G., & Malviy, M. S. (2020). Journal Marketing. EXPLORING THE
DIMENSIONS OF MOBILE BANKING SERVICE QUALITY, 11(1), 10.

Simply Wall. (2023). PT Blue Bird Tbk (IDX:BIRD) Performance Analysis. Simply Wall St.
Retrieved September 21, 2023, from
https://simplywall.st/stocks/id/transportation/idx-bird/blue-bird-shares/past

Sitinjak, T. A., Djakfar, L., & Wicaksono, A. (2020). IOP Conference Series: Materials
Science and Engineering. Analysis of online-taxi service quality and passenger
satisfaction, 85(2), 8.

Sonny, S., & Gabriella, G. (2021). Muara - Untar. THE IMPACT OF BRAND EQUITY TO
PURCHASE INTENTION (CASE STUDY FROM IPHONE USERS IN
MAKASSAR), 5(1), 11.

Suhartanto, D., Clemes, M., Februadi, A., Suhaeni, T., & Loveldy, Z. (2020). Asian Academy
of Management Journal. MODELLING PASSENGER LOYALTY TOWARDS
APP-BASED MOTORCYCLE TAXI, 25(1), 18.

Sultan, P., & Wong, H. Y. (2010). International Journal of Quality and Service Sciences.
Service quality in higher education — a review and research agenda, 2(2), 15.

Suryawardani, B., & Wulandari, A. (2020). Jurnal Dinamika Manajemen. Determinant
Factors of Customers Switching Behavior to Customer Satisfaction and Loyalty in
Online Transportation Users in Bandung, 11(1), 15.

Syah, T., & Wijoyo, C. K. (n.d.). Jurnal Medicoeticolegal dan Manajemen Rumah Sak.
Service Quality and Customer Satisfaction on WOM a Private Hospital in Indonesia,
10(1), 2021.

TAXI Vs. BIRD, Mana Berkinerja Terbaik? (2015, April 27). Bareksa.com. Retrieved
September 21, 2023, from
https://www.bareksa.com/berita/berita-ekonomi-terkini/2015-04-27/taxi-vs-bird-mana-
berkinerja-terbaik

475

ebiz
@

PT EBIZ PRIMA NUSA




o)

B 100

P oS

INTERNATIONAL CONFERENCE ON DIGITAL, SOCIAL, AND SCIENCE

International Conference

on Digital, Social, and Science VOL. 02 (2025)

PT EBIZ PRIMA NUSA

ISSN 3063-3303

Tunjungsari, H. K., Syahrivar, J., & Chairy, C. (2020). Jurnal Manajemen Maranatha. Brand
loyalty as mediator of brand image-repurchase intention relationship of
premium-priced, high-tech product in Indonesia, 20(1), 10.

21,7 Juta Masyarakat Indonesia Pakai Transportasi Online. (2020, March 17). CNBC
Indonesia. Retrieved September 21, 2023, from
https://www.cnbcindonesia.com/tech/20200317150135-37-145529/217-juta-masyarakat
-indonesia-pakai-transportasi-online

W, P, & S, T. (2017). POLISH JOURNAL OF MANAGEMENT STUDIES. THE IMPACT
OF E-SERVICE QUALITY ON CUSTOMER SATISFACTION AND LOYALTY IN
MOBILE BANKING USAGE: CASE STUDY OF THAILAND, 5(2), 11.

Wantara, P., & Tambrin, M. (2019). International Tourism and Hospitality Journal. The Effect
of Price and Product Quality Towards Customer Satisfaction and Customer Loyalty on
Madura Batik, 2(1), 9.

Wiharso, G., Prasetyo, J. H., Prakoso, B. S., & Febrianto, L. (2022). Jurnal Sosial dan Sains.
THE EFFECT OF MOBILE BANKING PRODUCT QUALITY ON CUSTOMER
SATISFACTION OF INDONESIAN SHARIA BANK JAKARTA WOLTER
MONGINSIDI BRANCH, 3(2), 9.

Woodside, A. G., Frey, L. L., & Daly, R. T. (2014). Journal of Health Care Marketing.
Linking service quality, customer satisfaction, and behavioral intention, 9(4), 14.

Waulfert, T. (2019). Junior Management Science. Mobile App Service Quality Dimensions
and Requirements for Mobile Shopping Companion Apps, 4(3), 53.

Yuan, L. S., Jusoh, M. S., Muhd Yusuf, D. H., & Abdul Ghani, M. R. (2020). International
Journal of Business and Management. The Relationship between Product Quality,
E-Service Quality and Brand Image on Customer Satisfaction: Preliminary
Investigation in Perlis, 4(5), 13.

Zhou, Q., Lim, F. J., & XU, G. (2020). Science Direct. A study on factors affecting service
quality and loyalty intention in mobile banking, 130(1), 23.

476

@

ebiz
prima
nusa



	3.1 Research Design  
	1.​INTRODUCTION  
	1.1 Background 
	1.2 Research Problem 
	1.3 Research Question 
	1.4 Research Purposes 

	2.​LITERATURE REVIEW 
	2.1 Review of Literature 
	2.1.1 Definition of Service Quality 
	2.1.2 Definition of Brand Image 
	2.1.3 Definition of Mobile App Quality 
	2.1.4 Definition of Customer Satisfaction 
	2.1.5 Definition of Customer Loyalty 

	2.2 Hypotheses Development 
	2.2.1 Relationship between service quality and customer satisfaction 
	2.2.2 Relationship between Brand Image and Customer Satisfaction 
	2.2.3 Relationship between mobile App quality and customer satisfaction 
	2.2.4 Relationship between customer satisfaction and customer loyalty 

	2.3 Theoretical Framework  
	FIGURE I.1 THEORETICAL FRAMEWORK​Source: constructed by Researcher (2025) 

	2.4 Previous Research 
	2.5 Research Gap 

	3.​RESULTS AND DISCUSSIONS 
	This part shows the results of a research study on the effects of service quality, brand image, quality of mobile applications, and customer satisfaction on loyalty among Bluebird taxi customers in the Jabodetabek area. The data was analyzed using Structural Equation Modeling (SEM) with SmartPLS 3.2.9 software, processing answers from 251 valid respondents. 
	3.1 Respondent Profil Result 
	3.2 Descriptive Analysis 
	3.3 Measurement Model Analysis  
	3.3.1. Convergent Validity  
	3.3.2. Discriminant validity  

	3.3.3 Reliability 
	3.4. Structural Model Analysis 
	 3.4.1. R-Square and Model Fit  
	3.4.2 Hypothesis Testing  

	3.5 Discussion  

	4.​CONCLUSION 
	REFERENCES 


