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ANALISIS FAKTOR-FAKTOR PENDORONG CUSTOMER 

SATISFACTION DAN IMPLIKASINYA PADA INTENTION TO REUSE 

ONLINE FOOD DELIVERY: STUDI PADA GOFOOD INDONESIA

Stefani Tanuwijaya

ABSTRAK

Perubahan perilaku konsumen selama pandemi Covid-19 memberikan dampak 
besar pada industri pengantaran makanan online di Indonesia. Layanan 
pengantaran makanan online seperti GoFood, GrabFood, dan ShopeeFood 
semakin populer karena memudahkan konsumen untuk menikmati makanan tanpa 
harus keluar rumah. Pada tahun 2023, layanan GoFood yang sebelumnya menjadi 
pemimpin pasar, kini menghadapi penurunan pangsa pasar dan digeser oleh 
GrabFood yang berhasil merebut posisi teratas. Hal ini menunjukkan bahwa 
konsumen semakin selektif dalam memilih layanan OFD.

Penelitian ini bertujuan untuk memahami faktor-faktor yang mempengaruhi 
customer satisfaction dan intention to reuse layanan pengantaran makanan online. 
Survei online dilakukan dengan menyebarkan kuesioner dan dianalisis 
menggunakan metode Partial Least Squares Structural Equation Modeling 
(PLS-SEM). Hasilnya menunjukkan bahwa perceived ease of use berpengaruh 
positif dan signifikan terhadap customer satisfaction, namun berpengaruh negatif 
terhadap intention to reuse. Sebaliknya, perceived convenience dan perceived 
value memiliki pengaruh positif dan signifikan terhadap customer satisfaction 
serta intention to reuse. Selain itu, customer satisfaction terbukti berpengaruh 
positif dan signifikan terhadap intention to reuse OFD.

Kesimpulan dari penelitian ini adalah kepuasan pelanggan menjadi faktor 
utama yang mendorong pengguna untuk kembali menggunakan layanan GoFood. 
Namun, perceived ease of use tidak lagi menjadi nilai tambah karena dianggap 
sebagai standar dasar aplikasi modern. Oleh karena itu, GoFood perlu 
memperkuat aspek lain, seperti kepercayaan, untuk meningkatkan niat pengguna 
menggunakan layanan secara berulang.

Kata kunci: Perceived Ease of Use, Perceived Convenience, Perceived Value, 
Customer Satisfaction, Intention to Reuse, Online Food Delivery Services
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ANALYSIS THE DRIVING FACTORS OF CUSTOMER SATISFACTION 

AND ITS IMPLICATIONS ON INTENTION TO REUSES ONLINE 

FOOD DELIVERY: CASE OF GOFOOD INDONESIA

Stefani Tanuwijaya

ABSTRACT (English)

The shift in consumer behavior during the COVID-19 pandemic has had a 
significant impact on the online food delivery industry in Indonesia. Online food 
delivery services such as GoFood, GrabFood, and ShopeeFood have become 
increasingly popular as they enable consumers to enjoy meals without leaving 
their homes. In 2023, GoFood, which was previously the market leader, 
experienced a decline in market share and was overtaken by GrabFood, which 
successfully claimed the top position. This indicates that consumers are becoming 
more selective when choosing OFD services.

This study aims to understand the factors that influence customer satisfaction 
and intention to reuse online food delivery services. An online survey was 
conducted through the distribution of questionnaires and analyzed using the 
Partial Least Squares-Structural Equation Modeling (PLS-SEM) method.  The 
results showed that perceived ease of use has a positive and significant effect on 
customer satisfaction, but a negative effect on intention to reuse. In contrast, 
perceived convenience and perceived value have a positive and significant effect 
on both customer satisfaction and intention to reuse. Additionally, customer 
satisfaction was found to have a positive and significant effect on intention to 
reuse OFD services.

The conclusion of this study is that customer satisfaction is a key factor in 
encouraging users to reuse GoFood services. However, perceived ease of use is no 
longer seen as an added value, as it is considered a basic standard for modern 
apps. Therefore, GoFood needs to strengthen other aspects, such as trust, to 
improve users' intention to repeatedly use the service

Keywords: Perceived Ease of Use, Perceived Convenience, Perceived Value, 
Customer Satisfaction, Intention to Reuse, Online Food Delivery Services
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