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ABTRAK 

Perkembangan teknologi transportasi digital di Indonesia memicu 

persaingan ketat, di mana inDrive hadir sebagai penantang melalui fitur 

unik negosiasi harga. Meskipun menawarkan keunggulan kompetitif, 

inDrive masih memiliki pangsa pasar yang rendah dibandingkan 

kompetitor utama. Penelitian ini bertujuan untuk menguji dan 

menganalisis pengaruh brand image, content marketing, dan online 

customer review terhadap keputusan pemakaian aplikasi inDrive pada 

mahasiswa Universitas Wijaya Kusuma Surabaya (UWKS). Metode 

penelitian yang digunakan adalah kuantitatif asosiatif kausal. Pengambilan 

sampel dilakukan melalui teknik probability sampling dengan rumus 

Slovin, menghasilkan 100 responden mahasiswa aktif UWKS. Data 

dikumpulkan melalui kuesioner berskala Likert dan dianalisis 

menggunakan regresi linear berganda melalui perangkat lunak SPSS. Hasil 

penelitian menunjukkan bahwa secara parsial, brand image tidak 

berpengaruh signifikan terhadap keputusan pemakaian (Sig. 0,787 > 0,05). 

Namun, content marketing dan Online Customer Review terbukti 

berpengaruh positif dan signifikan secara parsial (Sig. 0,038 < 0,05) dan 

(Sig. 0.443 < 0.05). Secara simultan, ketiga variabel independen 

berpengaruh signifikan terhadap keputusan pemakaian (Sig. 0,037 < 0,05). 

Nilai Adjusted R Square sebesar 0,024 menunjukkan bahwa model hanya 

mampu menjelaskan 24% variasi keputusan pemakaian, sedangkan 

sisanya dipengaruhi oleh faktor lain di luar penelitian ini seperti harga dan 

kualitas layanan. Simpulan penelitian ini menegaskan bahwa bagi segmen 

mahasiswa, konten pemasaran yang informatif dan relevan lebih efektif 

mendorong keputusan penggunaan dibandingkan citra merek atau ulasan 

daring. 

 

Kata Kunci: Brand Image, Content Marketing, Online Customer Review, 

Keputusan Pemakaian, inDrive. 
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ABSTRAC 

 
The rapid evolution of digital transportation technology in Indonesia has 

intensified market competition, where inDrive has emerged as a challenger 

through its unique price-negotiation feature. Despite offering a 

competitive advantage, inDrive still maintains a lower market share 

compared to its primary competitors. This study aims to examine and 

analyze the influence of brand image, content marketing, and online 

customer reviews on the usage decisions of the inDrive application among 

students at Universitas Wijaya Kusuma Surabaya (UWKS). This research 

employs a quantitative causal-associative method. Sampling was 

conducted through probability sampling using the Slovin formula, 

resulting in 100 active UWKS student respondents. Data were collected 

via Likert-scale questionnaires and analyzed using multiple linear 

regression through SPSS software. The results indicate that partially, 

brand image has no significant effect on usage decisions (Sig. 0.787 > 

0.05). However, content marketing and online customer review is proven 

to have a positive and significant partial effect (Sig. 0.038 < 0.05) and 

(Sig. 0.443 < 0.05). Simultaneously, all three independent variables have 

a significant effect on usage decisions (Sig. 0.037 < 0.05). An Adjusted R 

Square value of 0.024 indicates that the model explains only 10.7% of the 

variation in usage decisions, while the remaining 24% is influenced by 

other factors outside this study, such as price and service quality. This 

study concludes that for the student segment, informative and relevant 

marketing content is more effective in driving usage decisions than brand 

image or online reviews. 

Keywords: Brand Image, Content Marketing, Online Customer 

Review, Usage Decision, inDrive. 
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