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 The$ advance$me$nt of digital te$chnology has drive$n the$ adoption of 

mobile$-base$d transportation applications, such as Re$dBus—an 

online$ bus ticke$t booking platform. De$spite$ e$xpe$rie$ncing significant 

growth, Re$dBus face$s challe$nge$s in use$r acce$ptance$, marke$d by a 

de$cline$ in positive$ re$vie$ws and an incre$ase$ in use$r complaints 

during 2023–2024. The$re$fore$, it is crucial to unde$rstand the$ factors 

that influe$nce$ use$r acce$ptance$ and the$ir de$cision to continue$ using 

the$ application. This study analyze$s the$se$ factors using a modifie$d 

UTAUT mode$l by incorporating e$xte$rnal variable$s such as Habit, 

Pe$rce$ive$d Cost, Custome$r Satisfaction, and Re$purchase$ Inte$ntion. A 

quantitative$ analysis was conducte$d using the$ PLS-SE$M me$thod 

with SmartPLS 3.0 software$, involving 413 re$sponde$nts se$le$cte$d 

through purposive$ sampling. The$ re$sults show that nine$ hypothe$se$s 

we$re$ acce$pte$d while$ four we$re$ re$je$cte$d. The$ variable$s Pe$rformance$ 

E$xpe$ctancy and Facilitating Conditions significantly influe$nce$d 

Trust, whe$re$as E$ffort E$xpe$ctancy and Social Influe$nce$ did not. 

Pe$rformance$ E$xpe$ctancy, E$ffort E$xpe$ctancy, and Facilitating 

Conditions had a significant impact on Purchase$ De$cision, while$ 

Social Influe$nce$ did not. Trust was found to me$diate$ the$ re$lationship 

be$twe$e$n se$ve$ral variable$s and Purchase$ De$cision, which in turn 

affe$cte$d Custome$r Satisfaction. Pe$rce$ive$d Cost and Custome$r 

Satisfaction influe$nce$d Re$purchase$ Inte$ntion, while$ Habit had no 

significant e$ffe$ct. The$se$ findings highlight the$ importance$ of 

improving se$rvice$ quality, e$ase$ of acce$ss, and use$r trust to maintain 

custome$r loyalty toward the$ Re$dBus application. 
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1. Introduction  
The$ rapid advance$me$nt of digital te$chnology has significantly transforme$d various se$ctors, 

particularly through the$ rise$ of mobile$ applications that are$ incre$asingly favore$d by use$rs. This tre$nd aligns 

with the$ surge$ in mobile$ phone$ usage$ in Indone$sia, re$aching 353.33 million units in e$arly 2024, e$quivale$nt to 
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126.8% of the$ total population [1]. Mobile$ te$chnology facilitate$s acce$ss to information and offe$rs 

opportunitie$s for se$rvice$-orie$nte$d companie$s to improve$ pe$rformance$ and custome$r satisfaction [2]. 

One$ of the$ se$ctors positive$ly impacte$d is transportation. Mobile$ applications have$ re$volutionize$d 

how passe$nge$rs plan and book trips more$ e$fficie$ntly [3]. In re$sponse$ to digitalization, se$ve$ral transportation 

companie$s in Indone$sia have$ adopte$d te$chnology in the$ir ope$rations to e$nhance$ se$rvice$ quality and simplify 

use$r inte$ractions. Fe$ature$s such as se$cure$ digital ticke$ting and re$al-time$ information acce$ss have$ made$ ticke$t 

purchasing more$ practical [4]. 

Among the$ te$chnology-inte$grate$d se$rvice$s is Re$dBus, a digital bus ticke$ting application ope$rating in 

six countrie$s, including Indone$sia. With ove$r 10 million downloads and more$ than 170 million ticke$ts sold, 

Re$dBus offe$rs a stre$amline$d use$r e$xpe$rie$nce$ by re$ducing manual proce$sse$s [5]. De$spite$ its growth, Re$dBus 

face$s challe$nge$s re$late$d to use$r acce$ptance$. Data scraping from Google$ Play Store$ in 2023–2024 indicate$s a 

rise$ in 1-star re$vie$ws from 25.42% to 28.22%, while$ 5-star ratings droppe$d from 61.58% to 57.31%. Use$rs 

re$port issue$s such as ticke$t re$fund difficultie$s, unre$giste$re$d bookings, payme$nt proble$ms, sche$duling 

mismatche$s, and poor custome$r se$rvice$. The$se$ conce$rns highlight the$ ne$e$d to analyze$ factors influe$ncing 

Re$dBus acce$ptance$ to e$nsure$ optimal usage$. To support this obse$rvation, Figure$ 1 illustrate$s a comparison of 

Re$dBus use$r re$vie$w ratings be$twe$e$n 2023 and 2024. The$ data, obtaine$d through scraping from the$ Google$ 

Play Store$, shows a cle$ar incre$ase$ in low ratings (1-star) and a de$cline$ in high ratings (5-star), indicating 

growing use$r dissatisfaction and validating the$ urge$ncy of this re$se$arch. 

 

 
Figure$ 1. Scraping of Application Re$vie$ws 

This study adopts the$ Unifie$d The$ory of Acce$ptance$ and Use$ of Te$chnology (UTAUT) mode$l 

de$ve$lope$d by Ve$nkate$sh e$t al. [6], known for e$xplaining up to 70% of be$havioral inte$ntion to use$ te$chnology, 

outpe$rforming e$arlie$r mode$ls such as TAM, TPB, TRA, and IDT. Modifie$d UTAUT mode$ls have$ shown 

e$ffe$ctive$ne$ss in various conte$xts. For instance$, Octaviani [7] adde$d the$ Trust variable$ to e$xplain Ge$n Z 

purchasing be$havior, while$ Min [8] use$d UTAUT to asse$ss use$r satisfaction in Online$ Trave$l Age$ncie$s. 

Othe$r studie$s, such as Sharma [9], Fe$rary [10], and Cai [11], confirme$d its applicability in trave$l platforms 

and autonomous bus se$rvice$s. 

In addition to the$ core$ UTAUT variable$s Pe$rformance$ E$xpe$ctancy, E$ffort E$xpe$ctancy, Social 

Influe$nce$, and Facilitating Conditions this re$se$arch inte$grate$s additional constructs: Habit, Pe$rce$ive$d Cost, 

Custome$r Satisfaction, and Re$purchase$ Inte$ntion. Prior studie$s support the$ir re$le$vance$ in unde$rstanding 

continue$d usage$ be$havior. Lópe$z and Kobat [12], [13] e$mphasize$d Habit’s role$ in re$purchase$ de$cisions, 

while$ Zhang and E$fte$khari [14], [15] de$monstrate$d that Pe$rce$ive$d Cost significantly impacts re$purchase$ 

inte$ntion. More$ove$r, Purchase$ De$cision has be$e$n linke$d to Custome$r Satisfaction [16], [18], which in turn 

affe$cts Re$purchase$ Inte$ntion [14], [19], [20], [21]  This re$se$arch propose$s a modifie$d UTAUT mode$l to 

e$xamine$ factors influe$ncing use$r acce$ptance$ of the$ Re$dBus application, aiming to provide$ a more$ 

compre$he$nsive$ unde$rstanding and practical insights for e$nhancing use$r e$xpe$rie$nce$ and loyalty. 

 

2. Research Method  

2.1 Conce$ptual Mode$l 

This study use$d a conce$ptual mode$l de$rive$d from the$ Unifie$d The$ory of Acce$ptance$ and Use$ of 

Te$chnology (UTAUT), which was e$xte$nde$d by adding four e$xte$rnal variable$s: Habit, Pe$rce$ive$d Cost, 

Custome$r Satisfaction, and Re$purchase$ Inte$ntion. The$ mode$l incorporate$s five$ core$ constructs from UTAUT, 

Pe$rformance$ E$xpe$ctancy, E$ffort E$xpe$ctancy, Social Influe$nce$, Facilitating Conditions, and Be$havioral 

Inte$ntion to e$valuate$ te$chnology acce$ptance$. Pe$rformance$ E$xpe$ctancy re$fle$cts the$ be$lie$f that using the$ 
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application improve$s pe$rformance$, while$ E$ffort E$xpe$ctancy highlights the$ role$ of e$ase$ of use$. Social 

Influe$nce$ me$asure$s the$ impact of othe$rs’ opinions, and Facilitating Conditions re$fe$r to the$ re$source$s and 

infrastructure$ available$ to support usage$. Be$havioral Inte$ntion re$pre$se$nts the$ use$r’s willingne$ss to use$ the$ 

application, influe$nce$d by the$se$ factors. 

 
Figure$ 2. Conce$ptual Mode$l 

The$ four additional variable$s e$nhance$ the$ mode$l by capturing broade$r use$r be$havior. Habit 

re$pre$se$nts re$pe$ate$d actions from prior e$xpe$rie$nce$s that incre$ase$ the$ like$lihood of re$purchase$ [12]. Pe$rce$ive$d 

Cost re$late$s to use$rs' pe$rce$ptions of financial burde$ns, whe$re$ highe$r costs may re$duce$ te$chnology adoption 

[14]. Custome$r Satisfaction indicate$s use$rs’ trust and favorable$ asse$ssme$nts of the$ se$rvice$ e$xpe$rie$nce$ [16]. 

Finally, Re$purchase$ Inte$ntion signifie$s use$rs’ like$lihood to make$ future$ purchase$s, drive$n by satisfaction and 

pe$rce$ive$d value$ [19]. Toge$the$r, the$se$ variable$s provide$ a compre$he$nsive$ unde$rstanding of the$ factors 

influe$ncing use$r acce$ptance$ and continue$d use$ of mobile$ applications. 

2.2 Re$se$arch Hypothe$sis 
This study e$xamine$s the$ influe$nce$ of se$ve$ral variable$s on use$r acce$ptance$ and de$cision-making in 

using the$ Re$dBus application. The$ mode$l adopts the$ Unifie$d The$ory of Acce$ptance$ and Use$ of Te$chnology 

(UTAUT) by inte$grating four additional e$xte$rnal variable$s: Habit, Pe$rce$ive$d Cost, Custome$r Satisfaction, 

and Re$purchase$ Inte$ntion. 

Pe$rformance$ E$xpe$ctancy is e$xpe$cte$d to e$nhance$ trust and purchase$ de$cisions, as use$rs be$lie$ve$ the$ 

application he$lps the$m achie$ve$ the$ir goals more$ e$fficie$ntly. E$ffort E$xpe$ctancy influe$nce$s trust and purchase$ 

de$cisions due$ to the$ e$ase$ of use$ of the$ application. Social Influe$nce$ from pe$e$rs and social me$dia also affe$cts 

trust and purchase$ de$cisions. Facilitating Conditions, such as te$chnical support and acce$ss to re$source$s, 

support use$r trust and e$ncourage$ purchasing be$havior. Furthe$rmore$, Trust plays a critical role$ in influe$ncing 

purchase$ de$cisions. Habit and Pe$rce$ive$d Cost are$ linke$d to Re$purchase$ Inte$ntion, while$ Purchase$ De$cision 

le$ads to Custome$r Satisfaction, which in turn also affe$cts Re$purchase$ Inte$ntion. Table$ 1 pre$se$nts the$ 

hypothe$se$s that will be$ use$d in this study. 

Table$ 1. Hypothe$sis  

 Hyphotesis 

H1 Performance Expectancy positively and significantly influences Trust 

H2 Effort Expectancy positively and significantly influences Trust 

H3 Social Influence positively and significantly influences Trust 

H4 Facilitating Conditions positively and significantly influence Trust 

H5 Performance Expectancy positively and significantly influences Purchase Decision 

H6 Effort Expectancy positively and significantly influences Purchase Decision 

H7 Social Influence positively and significantly influences Purchase Decision 
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H8 Facilitating Conditions positively and significantly influence Purchase Decision 

H9 Trust positively and significantly influences Purchase Decision 

H10 Habit positively and significantly influences Repurchase Intention 

H11 Perceived Cost positively and significantly influences Repurchase Intention 

H12 Purchase Decision positively and significantly influences Customer Satisfaction 

H13 Customer Satisfaction positively and significantly influences Repurchase Intention 

 

2.2.1    Population and Sample$ 
In quantitative$ re$se$arch, the$ population re$fe$rs to a group of obje$cts or subje$cts that se$rve$ as the$ focus 

of the$ study. It forms the$ basis for ge$ne$ralizing the$ re$se$arch findings and de$fine$s the$ primary scope$ of 

analysis [21]. In this study, the$ population comprise$s all use$rs who have$ use$d the$ Re$dBus application and 

purchase$d bus ticke$ts. Since$ the$ e$xact size$ of  the$ population is unknown, the$ sample$ was de$te$rmine$d using 

Cochran’s formula, which is suitable$ for large$ populations with an unknown total size$. The$ formula use$d is:  

      

De$scription:  

n = Re$quire$d sample$ size$ 

z = Confide$nce$ le$ve$l (95% confide$nce$ le$ve$l = 1.96) 

p = Probability of succe$ss (50% = 0.5) 

q = Probability of failure$ (50% = 0.5) 

e$ = Margin of e$rror (5% or 0.05) 

     

This study e$mploys a quantitative$ me$thod, colle$cting data through an online$ que$stionnaire$ 

distribute$d via Google$ Forms. The$ online$ distribution e$nable$d the$ re$se$arche$r to re$ach Re$dBus use$rs across 

various re$gions in Indone$sia. The$ population in this study include$s all active$ use$rs of the$ Re$dBus application 

in Indone$sia, spe$cifically those$ who have$ use$d the$ app at le$ast thre$e$ to four time$s pe$r month and comple$te$d a 

minimum of two ticke$t purchase$s within the$ last six months. The$ sample$ was se$le$cte$d using purposive$ 

sampling, re$sulting in a total of 413 re$sponde$nts who me$t the$ crite$ria. This sample$ size$ is conside$re$d 

ade$quate$ to re$pre$se$nt the$ population and e$nsure$ the$ validity of the$ re$se$arch findings, which e$xamine$ the$ 

factors influe$ncing use$r acce$ptance$ of the$ Re$dBus application base$d on the$ modifie$d UTAUT mode$l. 

2.2.2    Re$se$arch Instrume$nt 
The$ re$se$arch instrume$nt se$rve$s to me$asure$ the$ value$ of the$ variable$s be$ing studie$d [21]. It e$nable$s 

re$se$arche$rs to colle$ct re$le$vant and accurate$ data in accordance$ with the$ obje$ctive$s of the$ study. The$ 

instrume$nt use$d in this the$sis is pre$se$nte$d in Table$ 2. 

Table$ 2. Re$se$arch Instrume$nts 

Variable$ Ite$ms Factors 

 

 
 

Pe$rformance$ E$xpe$ctancy 

(PE$) 

PE$1 

PE$2 

PE$3 

 

PE$4 

I fe$e$l that purchasing bus ticke$ts online$ save$s me$ mone$y. 

The$ Re$dBus application he$lps me$ plan my trips more$ e$asily. 

The$ Re$dBus application make$s it e$asie$r for me$ to choose$ ticke$ts according to my 

ne$e$ds. 

Through the$ Re$dBus application, I can purchase$ ticke$ts without having to go to 

(1) 

(2) 
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the$ ticke$t counte$r. 

 
 

 

E$ffort 

E$xpe$ctancy 

(E$E$) 

 

E$E$1 

E$E$2 

 

E$E$3 
 

E$E$4 

I find it e$asy to le$arn how to use$ the$ Re$dBus application. 

I quickly be$came$ proficie$nt in using the$ fe$ature$s available$ in the$ Re$dBus 

application. 

I cle$arly unde$rstand the$ ticke$t purchasing proce$ss on 

the$ Re$dBus application. 

I find the$ Re$dBus application's inte$rface$ e$asy to use$ and not complicate$d. 

 
 

 

Social Influe$nce$ 
(SI) 

 

 

SI1 
 

SI2 

SI3 
SI4 

Pe$ople$ around me$ re$comme$nd purchasing ticke$ts through the$ Re$dBus 
application. 

Pe$ople$ around me$ influe$nce$ my de$cision to use$ the$ Re$dBus application. 

Pe$ople$ around me$ think that I should use$ the$ Re$dBus application. 

Most pe$ople$ around me$ pre$fe$r using the$ Re$dBus app ove$r othe$r bus ticke$t 

booking apps. 

 

 
 

Facilitating Condition 

(FC) 
 

FC1 
FC2 

FC3 

 
FC4 

I have$ the$ ne$ce$ssary de$vice$ to use$ the$ Re$dBus application. 

I have$ sufficie$nt knowle$dge$ to ope$rate$ the$ Re$dBus application. 

The$ custome$r se$rvice$ support (e$mail/phone$) on Re$dBus he$lps me$ whe$n I 

e$ncounte$r issue$s. 

The$ Re$dBus app runs smoothly on my de$vice$ without te$chnical proble$ms. 

 

 

 

 
 

 

Trust 
(TR) 

 

 

TR1 

TR2 

 
TR3 

 

TR4 
 

TR5 

The$ Re$dBus app is a re$liable$ option for purchasing ticke$ts online$. 

I be$lie$ve$ the$ Re$dBus app can me$e$t my e$xpe$ctations whe$n purchasing bus ticke$ts. 

I trust that the$ ticke$t information available$ on Re$dBus is accurate$ and 

transpare$nt. 

I trust that my pe$rsonal information is safe$ whe$n making purchase$s through the$ 

Re$dBus app. 

I trust that the$ online$ payme$nt proce$ss on the$ Re$dBus app is se$cure$. 
 

 

 

Habit 
(HT) 

HT1 

HT2 

HT3 
 

HT4 

Using the$ Re$dBus application has be$come$ a habit for me$. 

I te$nd to always use$ the$ Re$dBus application to purchase$ ticke$ts online$. 

My habit of choosing Re$dBus is drive$n by the$ be$ne$fits and conve$nie$nce$ it offe$rs. 

Be$cause$ I fe$e$l comfortable$ and familiar with Re$dBus, I rare$ly switch to othe$r 
apps. 

 

 

Pe$rce$ive$d Cost 

(PC) 

PC1 
PC2 

PC3 

PC4 

I fe$e$l that ticke$t price$s on Re$dBus are$ affordable$. 

I fe$e$l the$ costs I incur whe$n using Re$dBus are$ still re$asonable$. 

I fe$e$l that using Re$dBus doe$s not re$quire$ high e$xpe$nse$s. 

I fe$e$l that using Re$dBus is more$ cost-e$ffe$ctive$ than othe$r transportation options. 

 

 
 

 

Purchase$ De$cision 
(PD) 

PD1 
PD2 

 

PD3 
 

PD4 

 

I de$cide$d to purchase$ ticke$ts through the$ Re$dBus app be$cause$ it suits my ne$e$ds. 

Be$fore$ making a purchase$, I look for information about bus sche$dule$s, route$s, 

and price$s on Re$dBus. 

I compare$ ticke$t price$s from various bus ope$rators on Re$dBus be$fore$ making a 

de$cision. 

I pre$fe$r purchasing ticke$ts through Re$dBus be$cause$ the$ booking proce$ss is e$asie$r 

than buying dire$ctly. 

 

 
 

 

Custome$r Satisfaction 
(CS) 

CS1 
CS2 

CS3 

 
CS4 

I am satisfie$d with my ove$rall e$xpe$rie$nce$ using the$ Re$dBus application. 

I fe$e$l that my de$cision to purchase$ ticke$ts via Re$dBus was the$ right choice$. 

I fe$e$l that the$ Re$dBus app e$xce$e$de$d my e$xpe$ctations in te$rms of conve$nie$nce$ 

and be$ne$fits. 

I fe$e$l the$ ticke$t purchasing proce$ss through the$ Re$dBus app is ve$ry e$asy and 

e$fficie$nt. 

 

 

Re$purchase$ Inte$ntion 
(RI) 

 

RI1 

RI2 
RI3 

RI4 

I plan to use$ the$ Re$dBus app again for future$ ticke$t purchase$s. 

I am willing to re$purchase$ ticke$ts online$ through the$ Re$dBus application. 

If I ne$e$d to buy bus ticke$ts again, I will still choose$ the$ Re$dBus app. 

Re$dBus will be$ my main choice$ for future$ ticke$t purchase$s. 

 

 

3. Result and Discussion  

3.1.  De$mographic Data of Participants 

This study e$xamine$d de$mographic data, including re$sponde$nts’ ge$nde$r, age$, occupation, and 

fre$que$ntly use$d fe$ature$s in the$ Re$dBus application. The$ information was obtaine$d from the$ analysis of 413 

re$sponde$nts, with the$ re$sults pre$se$nte$d as follows: 

a. Re$sponde$nt by Ge$nde$r 
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The$ majority of re$sponde$nts we$re$ fe$male$ (283 pe$ople$ or 69%), while$ male$s accounte$d for 130 

pe$ople$ (31%). Wome$n te$nd to be$ more$ involve$d in trave$l planning, ofte$n se$rving as de$cision-make$rs 

in familie$s and paying more$ atte$ntion to comfort, safe$ty, and ove$rall trave$l ne$e$ds [22]. This active$ 

role$ influe$nce$s the$ir pre$fe$re$nce$ for using the$ Re$dBus app. 

b. Re$sponde$nt by Age$ 

Most we$re$ age$d 23–30 ye$ars (211 pe$ople$ or 51%), followe$d by those$ age$d 17–22 ye$ars (83 pe$ople$  

or 20%), 31–40 ye$ars (88 pe$ople$ or 21%), 41–50 ye$ars (28 pe$ople$ or 7%), and ove$r 51 ye$ars (3 

pe$ople$  or 1%). The$ dominance$ of re$sponde$nts age$d 23–30 indicate$s this group as a ke$y targe$t 

marke$t for Re$dBus, as the$y te$nd to be$ more$ re$ce$ptive$ to ne$w te$chnologie$s [23]. 

c. Re$sponde$nt by Occupation 

The$ large$st se$gme$nt was private$-se$ctor e$mploye$e$s (150 pe$ople$  or 36%), followe$d by stude$nts (91 

pe$ople$  or 22%), civil se$rvants (83 pe$ople$ or 20%), e$ntre$pre$ne$urs (61 or 15%), une$mploye$d 

individuals (18 pe$ople$  or 4%), and house$wive$s (10 pe$ople$ or 3%). The$ promine$nce$ of private$ 

e$mploye$e$s sugge$sts the$y have$ highe$r mobility and re$gular trave$l ne$e$ds, making the$m suitable$ use$rs 

of Re$dBus se$rvice$s. 

d. Fe$ature$ Usage$ by Re$sponde$nts 

Base$d on multiple$ re$sponse$s. ―Promotions and discounts‖ was the$ top choice$ (268 se$le$ctions), 

showing strong use$r inte$re$st in offe$rs. It was followe$d by ―Bus se$arch filte$rs‖ (265 pe$ople$), and 

―Digital payme$nt‖ (197 pe$ople$), indicating a pre$fe$re$nce$ for conve$nie$nce$. Othe$r fe$ature$s fre$que$ntly 

use$d include$d e$-ticke$t storage$ (109 pe$ople$), live$ bus tracking (104 pe$ople$), and bus re$vie$ws (101 

pe$ople$). Me$anwhile$, ―Custome$r se$rvice$‖ (62 pe$ople$) and ―Favorite$ route$/ope$rator‖ (19 pe$ople$) we$re$ 

use$d le$ss fre$que$ntly, though the$y still contribute$d to the$ ove$rall use$r e$xpe$rie$nce$. 

3.2. Infe$re$ntial Analysis 
Infe$re$ntial statistical analysis was use$d to me$asure$ se$ve$ral aspe$cts, including the$ oute$r mode$l, inne$r 

mode$l, and me$diation analysis, base$d on primary data colle$cte$d through que$stionnaire$s from 413 Re$dBus app 

use$rs. In this study, the$ analysis was conducte$d using SmartPLS 3.0 software$. 

3.2.1. Oute$r Mode$l 
The$ oute$r mode$l in PLS-SE$M is use$d to e$valuate$ the$ re$lationship be$twe$e$n late$nt variable$s and the$ir 

indicators. This stage$ involve$s the$ asse$ssme$nt of conve$rge$nt validity, discriminant validity, and re$liability. 

Conve$rge$nt validity is e$valuate$d base$d on oute$r loading value$s and the$ Ave$rage$ Variance$ E$xtracte$d (AVE$). 

Discriminant validity is asse$sse$d through cross loading analysis and the$ comparison of the$ square$ root of 

AVE$ using the$ Forne$ll-Larcke$r Crite$rion. Me$anwhile$, re$liability is me$asure$d using Cronbach’s Alpha and 

Composite$ Re$liability value$s. 

Table$ 3. Conve$rge$nt Validity Value$ 

Variable Indicators Outer Loading AVE 

 

 

Performance Expectancy 

PE1 

PE2 

PE3 
PE4 

0.709 

0.862 

0.710 
0.808 

 

 

 

0.601 

 

 
Effort Expectancy 

EE1 

EE2 
EE3 

EE4 

0.734 

0.747 
0.766 

0.771 

 

 

 
0.570 

 

 

Social Influence 
 

 

SI1 

SI2 

SI3 
SI4 

0.803 

0.783 

0.741 
0.828 

 

 

 

0.623 

 

 
Facilitating Condition 

 

 

FC1 

FC2 
FC3 

FC4 

0.752 

0.783 
0.703 

0.707 

 

 

 
0.623 

 

 

TR1 

TR2 

0.710 

0.751 
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Trust 

 
 

TR3 

TR4 

TR5 

0.712 

0.723 

0.710 
 

0.521 

 

 

Habit 
 

HT1 

HT2 

HT3 
HT4 

 

0.709 

0.843 

0.722 
0.781 

 

 

 

0.586 

 
 

Perceived Cost 

 

PC1 
PC2 

PC3 

PC4 
 

0.761 
0.767 

0.721 

0.761 
 

 
 

0.567 

 

 

Purchase Decision 
 

PD1 

PD2 

PD3 
PD4 

 

0.738 

0.810 

0.703 
0.748 

 

 

 

0.563 

 
 

Customer Satisfaction 

 
 

CS1 
CS2 

CS3 

CS4 

0.735 
0.770 

0.710 

0.719 
 

 
 

0.539 

 

Repurchase Intention 
 

 

RI1 

RI2 
RI3 

RI4 

 

0.747 

0.771 
0.750 

0.715 

 

 

 
0.557 

 

Re$liability te$sting is use$d to me$asure$ the$ consiste$ncy of the$ re$lationship be$twe$e$n indicators within a 

single$ construct. In this study, re$liability te$sting was conducte$d by e$xamining the$ value$s of Cronbach’s Alpha 

and Composite$ Re$liability for e$ach indicator [24]. An indicator is conside$re$d re$liable$ and consiste$nt if both 

value$s are$ gre$ate$r than 0.7. Table$ 4 pre$se$nts the$ re$sults of the$ Cronbach’s Alpha and Composite$ Re$liability 

value$s in this the$sis. 

Table$ 4. Re$liability Te$st Re$sult  

Variable Cronbach’s Alpha Composite Reliability 

Performance Expectancy  0.785   0.857     

Effort Expectancy  0.749 0.841  

 

Social Influence 

 

 0.804 0.868  

Facilitating Condition 

 

 

 

0.720 0.826  

Trust  0.770 0.844  

Habit  0.774 0.849  

Perceived Cost  0.745 0.839  

Purchase Decision  0.742 0.837  

Customer Satisfaction  0.714 0.824  

Repurchase Intention  0.736 0.834  

Table$ 4 shows that the$ value$s of Cronbach’s Alpha and Composite$ Re$liability for e$ach variable$ are$ 

gre$ate$r than 0.70. The$re$fore$, all constructs in the$ mode$l me$e$t the$ re$quire$d crite$ria and fulfill the$ conditions 

for the$ re$liability te$st. 

 

3.2.2. Inne$r Mode$l 
The$ inne$r mode$l, or structural mode$l, is use$d to analyze$ the$ re$lationships be$twe$e$n late$nt variable$s in 

a study. Its main focus is to e$valuate$ the$ conne$ctions be$twe$e$n e$xoge$nous (inde$pe$nde$nt) and e$ndoge$nous 
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(de$pe$nde$nt) variable$s to unde$rstand the$ causal patte$rns among the$m. At this stage$ of analysis, the$ inne$r 

mode$l is asse$sse$d using R-square$ and F-square$ value$s, followe$d by hypothe$sis te$sting and me$diation 

analysis. 

Table$ 5. R-Square$ Value$ 

Variable R-square 

Customer Satisfaction  
 

0.321 

Purchase Decision  0.333 

Repurchase Intention  0.396 

Trust  

 

0.291 

Base$d on Table$ 5, all de$pe$nde$nt variable$s in the$ mode$l have$ R-Square$ value$s be$low 0.50, indicating 

we$ak pre$dictive$ powe$r. Custome$r Satisfaction (0.321), Purchase$ De$cision (0.333), Re$purchase$ Inte$ntion 

(0.396), and Trust (0.291) all fall within the$ low pre$dictive$ cate$gory. Although Re$purchase$ Inte$ntion is close$ 

to mode$rate$, the$ mode$l still lacks strong e$xplanatory powe$r. The$re$fore$, adding additional inde$pe$nde$nt 

variable$s could e$nhance$ the$ mode$l’s ability to be$tte$r e$xplain the$ factors influe$ncing Trust, Purchase$ 

De$cision, Custome$r Satisfaction, and Re$purchase$ Inte$ntion. 

Table$ 6. F-Square$ Value$ 

Variable F-Square 

Pe$rformance$ E$xpe$ctancy → 
Trust 

 

0.031 

E$ffort E$xpe$ctancy → Trust 
 

0.007 

Social Influe$nce$ → Trust 
 

0.004 

Facilitating Condition → Trust 
 

0.168 

Pe$rformance$ E$xpe$ctancy → 
Purchase$ De$cision 

 

0.058 

E$ffort E$xpe$ctancy → Purchase$ 
De$cision 

 

0.016 

Social Influe$nce$→ Purchase$ 
De$cision 

 

0.003 

Facilitating Condition → 
Purchase$ De$cision 

 

0.047 

Trust → Purchase$ De$cision 

 

0.052 

Habit → Re$purchase$ Inte$ntion 0.003 

 

Pe$rce$ive$d Cost → Re$purchase$ 
Inte$ntion 

 

0.049 

Purchase$ De$cision → Custome$r 
Satisfaction 

 

0.473 

Custome$r Satisfaction → 
Re$purchase$ Inte$ntion 

 

0.189 

Base$d on Table$ 6 the$ F-square$ analysis, most e$xoge$nous variable$s influe$ncing Trust and Purchase$ 

De$cision have$ only a small or insignificant impact. Facilitating Condition shows a mode$rate$ influe$nce$ on 

Trust, indicating that use$r pe$rce$ption of support and e$ase$ of use$ plays an important role$ in building trust. 

Me$anwhile$, Purchase$ De$cision and Custome$r Satisfaction have$ a significant impact on Re$purchase$ 
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Inte$ntion, with the$ stronge$st influe$nce$ coming from Purchase$ De$cision to Custome$r Satisfaction. The$se$ 

findings highlight that custome$r satisfaction is a ke$y factor in driving re$purchase$ inte$ntions. 

3.3. Hypothe$sis Te$sting 
Hypothe$sis te$sting was conducte$d using SmartPLS 3.0 software$ with the$ bootstrapping te$chnique$. 

The$ outcome$s of the$ bootstrapping analysis are$ displaye$d in the$ figure$ be$low. 

 
Figure$ 2. Bootstrapping re$sults 

 

Figure$ 2 displays the$ re$sults of the$ bootstrapping proce$ss conducte$d using SmartPLS 3 software$. 

This visualization pre$se$nts the$ hypothe$sis te$sting outcome$s using path coe$fficie$nt value$s and p-value$s. The$ 

path coe$fficie$nt indicate$s the$ dire$ction and stre$ngth of the$ re$lationship be$twe$e$n late$nt constructs in the$ 

structural (inne$r) mode$l. The$ significance$ of the$se$ re$lationships is asse$sse$d base$d on the$ p-value$s and T-

statistic value$s, whe$re$ a re$lationship is conside$re$d significant if the$ p-value$ is le$ss than 0.05 and the$ T-

statistic e$xce$e$ds 1.96. The$ de$taile$d re$sults of the$ hypothe$sis te$sting are$ pre$se$nte$d in Table$ 7. 

Table$ 7.  Hypothe$sis Te$sting Re$sults 

Hypothesis Path Path Coefficient T-Statistic P-Value Description Result 

H1 PE$ → TR 0.185 3.388 0.000 Significant Accepted 

H2 E$E$ → TR  0.078 1.541 0.062 Not Significant Rejected 

H3 SI → TR 0.058 1.322 0.093 Not Significant Rejected 

H4 FC → TR  0.387 6.643 0.000 Significant Accepted 

H5 PE$ → PD 0.221 4.411 0.000 Significant Accepted 

H6 E$E$ → PD 0.112 1.959 0.025 Significant Accepted 

H7 SI → PD 0.043 0.967 0.167 Not Significant Rejected 

H8 FC → PD 0.214 2.749 0.003 Significant Accepted 

H9 TR → PD 0.223 4.562 0.000 Significant Accepted 

H10 HT → RI 0.051 1.204 0.115 Not Significant Rejected 



Bella Trinanda Sanni, Anita Wulansari, Rafika Rahmawati e-ISSN: 2622-1659 

 Jurnal Teknologi dan Open Source, Vol. 8, No. 2, December 2025: 582 - 592 

 

591 

H11 PC → RI 0.232 3.552 0.000 Significant Accepted 

H12 PD → CS 0.567 10.683 0.000 Significant Accepted 

H13 CS → RI 0.435 5.571 0.000 Significant Accepted 

Base$d on the$ re$sults summarize$d in the$ Table$ 7, se$ve$ral ke$y re$lationships we$re$ found to be$ 

significant. Pe$rformance$ E$xpe$ctancy (H1) and Facilitating Conditions (H4) both have$ a significant positive$ 

e$ffe$ct on Trust, while$ E$ffort E$xpe$ctancy (H2) and Social Influe$nce$ (H3) do not show a significant impact on 

Trust. In te$rms of Purchase$ De$cision, Pe$rformance$ E$xpe$ctancy (H5), E$ffort E$xpe$ctancy (H6), Facilitating 

Conditions (H8), and Trust (H9) all significantly influe$nce$ use$rs' de$cisions to make$ purchase$s through the$ 

application. Howe$ve$r, Social Influe$nce$ (H7) doe$s not significantly affe$ct purchase$ de$cisions. Re$garding 

Re$purchase$ Inte$ntion, only Pe$rce$ive$d Cost (H11) and Custome$r Satisfaction (H13) show significant positive$ 

e$ffe$cts. Habit (H10) was not found to significantly influe$nce$ use$rs' inte$ntion to re$purchase$. Lastly, Purchase$ 

De$cision (H12) significantly affe$cts Custome$r Satisfaction, indicating that a positive$ buying e$xpe$rie$nce$ le$ads 

to highe$r satisfaction le$ve$ls, which in turn e$nhance$s the$ inte$ntion to re$purchase$. Ove$rall, the$ findings 

highlight that use$fulne$ss, syste$m support, cost pe$rce$ption, trust, and satisfaction are$ crucial drive$rs in shaping 

use$r be$havior, while$ e$ase$ of use$, social influe$nce$, and habit play more$ limite$d role$s in this conte$xt. Furthe$r, 

in Table$ 8 will e$xplanation the$ me$diation analysis. 

Table$ 8.  Me$diation Analysis 

 
Jalur 

Indirect Effect  
Information 

Path Coefficient T-Statistic P-Value 

PE$ → TR → PD 0.041  2.073 0.019 Significant 

E$E$ → TR → PD 0.017 1.327 0.093 Not Significant 

FC → TR → PD 0.086 2.661 0.004 Significant 

SI → TR → PD 0.013 1.161 0.123 Not Significant 

In this study, Trust acts as a me$diator be$twe$e$n four inde$pe$nde$nt variable$s (Pe$rformance$ E$xpe$ctancy, 

E$ffort E$xpe$ctancy, Social Influe$nce$, and Facilitating Conditions) and the$ de$pe$nde$nt variable$ Purchase$ 

De$cision. The$ analysis was conducte$d through indire$ct e$ffe$cts using T-Statistic and p-value$ as indicators. 

Base$d on Table$ 4.59, Pe$rformance$ E$xpe$ctancy and Facilitating Conditions have$ a significant indire$ct e$ffe$ct 

on Purchase$ De$cision through Trust (p-value$ < 0.05), while$ E$ffort E$xpe$ctancy and Social Influe$nce$ do not 

show a significant e$ffe$ct (p-value$ > 0.05). Thus, Trust plays a crucial me$diating role$ in influe$ncing purchase$ 

de$cisions through pe$rce$ive$d pe$rformance$ and syste$m support, whe$re$as e$ase$ of use$ and social influe$nce$ are$ 

le$ss e$ffe$ctive$ in building use$r trust. 

4. Conclusion  
Base$d on the$ findings of this the$sis on use$r acce$ptance$ of the$ Re$dBus application using a modifie$d 

UTAUT mode$l, Pe$rformance$ E$xpe$ctancy and Facilitating Conditions significantly influe$nce$ Trust, while$ 

E$ffort E$xpe$ctancy and Social Influe$nce$ do not. Furthe$rmore$, Pe$rformance$ E$xpe$ctancy, E$ffort E$xpe$ctancy, 

and Facilitating Conditions have$ a significant impact on Purchase$ De$cision, whe$re$as Social Influe$nce$ doe$s 

not. The$ re$sults indicate$ that Trust acts as a me$diator be$twe$e$n Pe$rformance$ E$xpe$ctancy and Facilitating 

Conditions and Purchase$ De$cision, but not for E$ffort E$xpe$ctancy or Social Influe$nce$. Purchase$ De$cision 

significantly affe$cts Custome$r Satisfaction, and both Pe$rce$ive$d Cost and Custome$r Satisfaction significantly 

influe$nce$ Re$purchase$ Inte$ntion, while$ Habit doe$s not. The$se$ findings highlight the$ importance$ of 

pe$rformance$ pe$rce$ption and e$ase$ of acce$ss in building trust, which in turn stre$ngthe$ns purchase$ de$cisions. A 

positive$ purchase$ de$cision e$nhance$s use$r satisfaction, and pe$rce$ive$d cost contribute$s to re$purchase$ inte$ntion. 

Howe$ve$r, habitual use$ of the$ app doe$s not significantly impact re$purchase$ inte$ntion. The$re$fore$, improving 

se$rvice$ quality and use$r satisfaction is e$sse$ntial to maintaining custome$r loyalty to the$ Re$dBus application. 
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