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ABSTRACT 

The government's involvement in regulating online transportation fares triggered by complaints from conventional 

transportation makes it important for a company to make an appropriate strategy so that consumer willingness is 

maintained. This study aimed at examining the efforts made by companies to maintain a willingness to pay by providing 

an unforgettable brand experience. Linear regression analysis technique was used to determine the effect of brand 

experience on willingness to pay. This analysis is based on 110 respondents through a survey technique with a 

questionnaire. The results showed that brand experience and customers' willingness to pay were still considered in the 

category of very good and good. This was strengthened by the indicators of identity and packaging on brand experience 

and the number of products and service quality for willingness to pay. In this study, brand experience positively and 

significantly affected willingness to pay. Many internal and external factors must be investigated to develop knowledge 

further. 
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1. INTRODUCTION

The rapid development of technology and the

penetration and use of the internet, which continues to 

increase every year, has given birth to many promising 

new businesses, such as the online transportation 

business. A business that answers consumers' needs for 

transportation, connecting consumers with transportation 

drivers through a real-time online application. Online 

transportation started with very low prices, and it made 

many consumers switch from conventional 

transportation to online transportation. The significant 

shift in consumer behavior in using this means of 

transportation has caused complaints from other 

transportation service providers because its income is 

getting lower [1]. Thus, it forced the government, through 

the Ministry of Transportation, to regulate online 

transportation fares [2]. Significant rate changes 

encouraged the online transportation providers to choose 

the right strategy to maintain consumers' willingness to 

pay. 

Willingness to pay is the final stage before consumers 

intend or even buy. Many companies make strategies to 

change values and climate, environment, add services, 

employee commitment to service delivery and 

engagement attitudes, subjective norms and accepted 

behavioral control, labeling information, luxury service 

benefits, experience using the brand,  and prestige, which 

can increase willingness to pay. [3]–[10]. 

One of the online transportation companies is Gojek. 

Gojek was included in the ten most valuable Indonesian 

brands. To be precise, they sit in the sixth position and 

become the technology company with the best ranking 

compared to other companies with similar products. 

Gojek in 2019 reached US$ 4.4 billion or grew by 88% 

compared to the previous year, and Gojek also has more 

than 20 services on one platform, including food delivery 

services, e-money, lifestyle, and others. The same data 

also stated that the number of monthly active users of 

Gojek in Indonesia is equivalent to the number of 

monthly active users of the world's largest ride-sharing 

application in [11]. This study aims to see how far the 

role of consumer experience in using online brands 
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through applications can affect willingness to pay. The 

objects studied in this study are much more in line with 

current conditions or more adaptive to technological 

developments and are still rarely discussed by previous 

researchers. The contribution of this research is to see 

how consumer brand experiences on digital-based 

services are associated with willingness to pay 

1.1. Brand Experience 

Brand experience includes “subjective internal 

consumer responses (sensations, feelings, and 

cognitions) and behavioral responses evoked by brand-

related stimuli that are part of brand design and identity, 

packaging, communication, and environment [12]. 

Consumers tend to form certain brands according to 

perceptions when they experience the brand in various 

stimuli from the brand such as name, logo, color, 

packaging, and advertising. Brand Experience does not 

presuppose a motivational state or constitute an 

evaluation statement, and thus there are variations of 

other motivational and emotional constructs such as 

brand engagement and engagement [13]. However, it is 

also different from attitude concepts such as brand 

evaluation [14]. It mainly consists of four aspects in 

which the affective aspect captures the emotions: 

intellectual aspect according to the brand's ability to 

stimulate thinking, analytical and imaginative thinking; 

the sensory aspect relates to aesthetics and sensory 

qualities that appeal to the senses; and behavioral aspects 

related to the body's actions and experiences with brands 

[15]. In the branding literature, brand passion is “an 

emotion strongly connected to a brand that people value, 

value, desire to own and/or use, incorporate into their 

identity, and invest resources over a period of time” [16]. 

It includes the cognitive, hedonic, and behavioral aspects 

of the consumer-brand connection motivated by deep 

feelings of desire and infatuation. According to identity 

theory, brands are very important to the individual self, 

so consumers use brands to express their identity in a 

social context. The mechanisms that describe the 

personal/social self can be self-directed or controlled, 

resulting in two forms of brand arousal: harmonious 

brand arousal, which "results from an autonomous 

internalization of the brand into one's self-identity" and 

obsessive desire, which "results from a controlled 

internalization of the brand into someone's identity" [16]. 

There are two factors that influence trust are rational and 

irrational factors. Benefits can be divided into direct, 

indirect, and tangible benefits. This definition refers to 

[12]. Brand experience has four dimensions: sensory, 

affective, behavioral, and intellectual stimulation [12]. 

Sensory; creating experiences through sight, sound, 

touch, smell, and taste. 

1. Affection; approach to feelings by influencing

moods, feelings, and emotions.

2. Behavior; creating physical experiences, behavioral

patterns, lifestyles.

3. Intellectual; create experiences that encourage

consumers to engage in thoughtful thinking about

the existence of a brand.

There are two sub-variables and indicators that

explain the brand experience: 

1. Subjective Internal Consumer Response: Indicators

that exist in subjective internal consumer responses

a. Sensation is the process of receiving stimulus

energy from the external environment

b. Feeling is a learned response about an emotional

state in a particular environment or culture.

c. Cognitive is the domain that includes mental

(brain) activities.

2. Brand Related Stimuli

Some indicators of brand-related arousal are:

a. Brand design is a design or process of

describing the company's products.

b. Identity is a description or description of the

products produced by the company.

c. Packaging is the outermost part of wrapping the

product so that the product is protected from

damage.

d. Communication is the activity of delivering

messages or information carried out by two or

more people.

e. The environment is everything around humans

that can affect the development of human life

1.2. Willingness to Pay 

Willingness to pay is the highest price a person 

(consumer) is willing to pay to get a benefit in the form 

of goods or services and makes a benchmark for how 

many potential consumers value the goods or services. 

Willingness to pay is an economic value defined as the 

maximum number of people measurement willing to 

sacrifice goods and services to obtain other goods and 

services. The concept of a person's willingness to pay for 

goods or services produced by natural resources and the 

environment is referred to as willingness to. Willingness 

to pay is also the maximum price of an item that 

consumers want to buy at a certain time. Willingness to 

pay is the price at which the level of consumers reflects 

the value, namely the value of goods and services and 

sacrifices to get them. Willingness to pay can be 

interpreted as the public's willingness to accept the 

burden of payment under the amount that has been 

determined. Willingness to pay is vital to protect 
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consumers from the dangers of a company monopoly 

related to prices and the provision of quality products. 

Willingness to pay analysis employs a method based 

on participants' perceptions of transportation service 

tariffs, specifically in transportation problems.There are 

three factors influence willingness to pay: 

1. Transportation service operators offered/provided.

Of course, the greater the number of transport fleets

that serve, the more profitable the users.

2. The quantity and quality of services offered. With

the production of extensive transportation services,

the level of service quality will improve, and it can

be seen that users are not jostling with these

conditions; of course, consumers can complain about

these conditions.

3. Transportation utilities or user intentions. The

greater the benefits perceived by transportation

service consumers, the stronger their willingness to

pay for the applicable tariffs. In contrast, the lower

the benefits perceived, the lower the willingness to

pay. If someone has a higher income, the willingness

to pay the fare is greater. This is due to the greater

allocation of travel costs, giving the ability and

willingness to pay the fare.

Figure 1 illustrates the framework for this research. It

describes the paradigm as an answer to the problems 

identified in the study. In this way of thinking, there is an 

independent variable (x) that influences the dependent 

variable (y) 

Figure 1. Research Framework 

2. METHODS

This study examines Gojek's efforts to increase 

willingness to pay through the experience of consumer 

brands in using Gojek, which includes many online 

features and services. This research is quantitative 

descriptive research that describes the data that has been 

collected [17] from each variable. The technical analysis 

used for one independent variable is simple linear 

regression to determine the extent of the influence of the 

brand experience variable on willingness to pay [18]. The 

simple linear regression equation is as follows: 

Y = a + b× 

Information: 

Y = Subject in the predicted dependent variable. 

a = Constant (the magnitude of the value of Y when the 

value ×=0) 

b = The direction of the regression coefficient, which 

states that a change in the value of Y occurs when a 

change in the value of ×. If it is positive (+), then the 

direction of the line will go up, and if it is negative (-), 

then the direction of the line will go down. 

This research consists of one independent variable 

(brand experience) and one independent variable 

(willingness to pay). The data used in this study is 

secondary data in the form of questionnaires distributed 

to Telkom university students who use online 

transportation services as many as 110 students. The 

sampling technique used in this study is a non-probability 

sampling technique by providing equal opportunities for 

each element (member) of the population to be selected 

as a member of the sample in this study (purposive 

sampling) [17]. Several tests, such as validity tests, 

reliability tests, normality tests, heteroscedasticity tests, 

and coefficients of determination, were performed in this 

study as a prerequisite for using linear regression analysis 

techniques. These tests were used to determine how much 

influence the brand experience variable has on 

willingness to pay. The hypothesis tested in this study 

was the presence or absence of the influence of the Brand 

Experience (X) variable on Willingness To Pay (Y). 

3. RESULTS AND DISCUSSION

Overall, the characteristics of male respondents are 

48%, female respondents are 48% with an average 

income of 1 to 2 million rupiahs. For the results of the 

research test, the data obtained have passed: (1) the 

validity test through the r-count value of all statements 

has exceeded the r-table value (0.361) [19]; (2) reliability 

test through Cronbach's alpha value of all variables was 

above > 0.6; (3) normality test, where the Kolmogorov 

Smirnov test value sig > 0.05; (4) heteroscedasticity test, 

where the value of sig brand experience is 0.762 > 0.05. 

It means that the regression model does not contain any 

heteroscedasticity. The discussion in this research: 

3.1. Implementation Brand Experience & 

Willingness to Pay 

Figure 2. Descriptive Analysis Result Brand 

Experience and Willingness to Pay 
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3.1.1. Brand Experience 

From Figure 2 above, it can be seen that the data for 

the brand experience variable obtained a percentage of 

89.17%. This figure is in the very good category, which 

means that the brand experience is owned by PT. Gojek 

is considered very well among the 16 statements 

regarding the brand experience. This is because the gojek 

identity indicator is easily recognizable and easy to 

remember by consumers (92%). The application owned 

by Gojek was considered easy to understand and access, 

making the Gojek packaging indicator the second-largest 

point (91%). Although the overall value of the brand 

experience indicator is good, when viewed from the 

lowest indicator is communication (85%). This is due to 

the clarity and speed of information provided by Gojek is 

still considered to be of less value than other indicators. 

3.1.1. Willingness to pay 

From Figure 2 above, the Willingness To Pay variable 

obtained a percentage of 82.69%. This figure means all 

indicators are in the good category. This shows that 

consumers' willingness to pay to use Gojek is in a good 

category. Among the five consumers' Willingness To Pay 

indicators, the indicator with a large value point is the 

number of products (91%). According to consumers, the 

features that Gojek provides to consumers are many and 

needed by consumers today. The second highest indicator 

is service quality (84%). This is because consumers 

perceive the quality of Gojek's services as real-time/fast 

and good. Although seen from the percentage of 

consumer ratings for all indicators of willingness to pay 

are in a good category. Nevertheless, the service quantity 

indicator reached the lowest point (76%). This happens 

because consumers think that the features offered by 

Gojek will but very few features of the Gojek application 

that consumers use. 

3.2. Effect of Brand Experience on Willingness 

to Pay 

Figure 3. Simple Linear Regression 

From the data processing results by simple linear 

regression (Figure 3), the following equation data is 

obtained. 

Y = a + bX 

Y = 6,339 + 0,462X 

From the above equation, it can be concluded from 

the coefficient of determination test that: 

a. The value of constant a in the regression line is

6.339. This means that if the variable X (Brand

Experience) is zero (0), then the variable Y

(Willingness To Pay) is worth 6.339

b. The regression coefficient (b) is 0.462. This means

that the addition of 1% of Variable X (Brand

Experience) is predicted to increase variable Y

(Willingness To Pay) by 0.462 or by 46%. The

regression equation above shows that the direction

of the influence of the Brand Experience and

Willingness To Pay variables has a positive

relationship.

The regression coefficient for the Brand Experience

(X) variable is 0.462, meaning that an increase in one unit

of the Brand Experience variable with the assumption

that the other independent variables are constant will

cause an increase in sales volume of 0.462 units.

To see the effect of brand experience on willingness 

to pay, it can be seen in Figure 4 below  : 

Figure 4. The Effect of Brand Experience on 

Willlingness to Pay 

Based on the results from Figure 4 above, it was 

found that the value of the coefficient of determination R 

Square in this study is 0.306 or 30.6%, which means that 

the Brand Experience variable affects the Willingness To 

Pay variable by 30.6%. In contrast, the remaining 0.694 

or 69.4% is influenced by other variables not examined. 

3.3. Hypothesis test 

To see the significance and determine the effect or 

determine the relationship between the independent and 

dependent variables, namely brand experience on 

willingness to pay, it can be seen through the t-test 

(Figure 5). 

Figure 5. Result of T-Test 
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If the probability value of t count < 0.05, there is no 

strong influence between the independent and dependent 

variables. On the other hand, if the probability value of t 

count > 0.05, there is a strong influence between the 

independent and dependent variables. 

Based on the results of the t-test in Figure 5 above, 

the value of the t-count is 6.901 or greater than the t-table, 

which is 1.65895. The t table value is obtained from the 

formula df = n-k = 110-1 = 109 with a significant level of 

0.05 (5%). The significant value produced in Figure 5 

shows a number of 0.000 or a smaller coefficient with a 

probability value of 0.05. So it can be concluded that H0 

is rejected and H1 is accepted. So, there is a significant 

relationship or influence of the Brand Experience (X) 

variable on the Willingness To Pay (Y).  

4. CONCLUSIONS

Overall, from the survey results of Gojek users. Brand 

experience provided by Gojek is very good because the 

identity and packaging indicators are superior in their 

assessment. Meanwhile, consumers' willingness to pay 

for Go-Jek is still in the good category due to the many 

features that consumers need by Go-Jek, not to mention 

the quality of service that is considered good by 

consumers. In this study, brand experience significantly 

influenced willingness to pay. Suggestions for further 

research can be developed on the addition of new causal 

variables and different service business targets with a 

more significant number of respondents. 
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