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ABSTRAK 

(A) LEO COLIN 

(B) PENGARUH KEMUDAHAN PENGGUNA YANG DIRASAKAN, WORD 

OF MOUTH TERHADAP NIAT BELI LAYANAN GRAB DIJAKARTA 

DENGAN KEGUNAAN YANG DIRASAKAN SEBAGAI VARIABEL 

MEDIASI 

(C) 67 halaman,2021, tabel 25, gambar 9. 

(D) MANAJEMEN PEMASARAN 

(E) Penelitian ini bertujuan untuk mengetahui pengaruh kemudahan pengguna 

yang dirasakan dan word of mouth terhadap purchase intention layanan Grab di 

Jakarta dengan kegunaan yang dirasakan sebagai mediasi. Desain penelitian yang 

diguanakn adalah penelitian deksriptif. Sampel pada penelitian ini menggunakan 

non-probability sampling. studi ini mengumpulkan data melalui kuesioner kepada  

sebesar 203 responden yang pernah menggunakan layanan grabbike di Jakarta. 

Metode analisis yang digunakan adalah SmartPLS 3.0 yang menghasilkan bahwa 

kemudahan pengguna yang dirasakan tidak berpengaruh secara positif terhadap 

niat beli layanan Grabbike. Word of mouth berpengaruh secara positif terhadap 

niat beli layanan Grabbike. Kemudahan pengguna yang dirasakan berpengaruh 

secara positif terhadap niat beli yang dimediasi oleh kegunaan yang dirasakan 

layanan Grabbike. Word of mouth berpengaruh secara positif terhadap niat beli 

yang dimediasi oleh kegunaan yang dirasakan layanan Grabbike. Kegunaan yang 

dirasakan berpengaruh secara positif terhadap niat beli layanan Grabbike. 

(F) Kata Kunci : perceived ease of use, word of mouth, perceived usefulness, 

purchase intention. 

(G) MIHARNI TJOKROSAPUTRO S.E., M.M., Dr. 
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(A) LEO COLIN 

(B) THE INFLUENCE OF PERCEIVED EASE OF USE, WORD OF MOUTH ON 

PURCHASE INTENTION ON GRAB SERVICES IN JAKARTRA WITH 

PERCEIVED USEFULNESS AS A MEDIATION VARIABLE 

(C) 67 pages, 2021, table 25, figure 9. 

(D) MARKETING MANAGEMENT 

Abstract : this study aims to determine the effect of perceived ease of use and 

word of mouth on purchase intention of Grab services in Jakarta with perceived 

usefulness as mediation. The research desing used is descriptive research. The 

sample in this study used non-probability sampling. this study collects data 

through questionnaires as many as 203 respondents who have used Grabbike 

services in Jakarta. The analytical method used is SmartPLS 3.0 which result that 

the perceived ease of use does not have a positive effect on the purchase intention 

of the Grabbike service. Word of mouth has a positive effect on purchase 

intentions of Grabbike services. The perceived ease of use has a positivie effect on 

purchase intention which is mediated by the perceived usefulness of the Grabbike 

service. Word of mouth has a positive effect on purchase intention which is 

mediated by the perceived usefulness of the Grabbike services. The perceived 

usefulness has a positive effect on the purchase intention of Grabbike services. 

(F) Keywords: perceived ease of use, word of mouth, perceived usefulness, 

purchase intention. 

(G) MIHARNI TJOKROSAPUTRO S.E., M.M., Dr. 
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No matter how difficult, if you try, you will definitely 

achive them. Effort will never betray the results 
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