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Abstract: Paratransit is public transportation without a fixed route and schedule. Taxi
bikes, taxis, and pedicabs are kinds of paratransit. Online paratransit reflects public’s
lenience and choice of non-mass transportations. The covid-19 pandemic has limited the
paratransit choices that increase contact with other people. This paper aims to explore the
factors influencing the paratransit passengers’ loyalty in Jabodetabek. Four factors are
proposed, namely affection, cognition, frequency, and subjective norm. This research
employs a linear regression in 107 paratransit users. The results reveal that the affective
factor influences loyalty. On the other hand, cognition is weakly significant. Subjective
norm and frequency do not significantly influence the paratransit passengers’ loyalty.
1. INTRODUCTION
The development of the internet and smartphones in the last few years has brought back
paratransit transportation’s popularity through RHA (Ride-Hailing Apps) [1]. Paratransit
provides transportation without a fixed route such as taxi, pedicab, horse cart, and taxi bike
[2]. Some studies have examined the boosting factors of paratransit passengers’ loyalty and
concluded that it is influenced by perceived security, involvement, service quality, usefulness
perceptive, promotion, comfort, flexibility, and negative experience [3]–[10]. Ababio-Donkor
et al. [11] confirmed the findings made by Joewono and Kubota [6], [7], and further
concluded that passengers’ choice is influenced by the affective factor in deciding the
transportation mode taken. It suggests that paratransit passengers build a long-term
relationship with the service provider based on emotional feelings [12], [13]. Studies have
also proved that traveling attitude is a crucial predictor for transportation mode loyalty [2],
[14].
The Covid-19 pandemic in 2020 has impacted paratransit transportation [15]. It decreases the
number of passengers because the transportation mode is seen as one of the ways to the
disease’s transmission [16]. The soaring paratransit trend is facing a sudden crash, which is
the drive of this research. The research attempts to investigate the impact of several factors
on passengers’ loyalty during the Covid-19 pandemic in the Jabodetabek area (Jakarta,
Bogor, Depok, Tangerang, Bekasi). Those are the megapolitan areas of Indonesia. This
research is unlike the previous ones as it places the subjective norm in the travel wellbeing
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model [17], which is applied in the context of the non-traditional passengers’ loyalty in a
transportation study.
This paper is written in the following structure. The first two parts provide an introduction
and literary review. The third part presents the hypothesis and methods adopted in this
research. The fourth part comprises the results of inferential sample data analysis and the
discussion of the findings. Finally, the sixth section concluded research.
2. LITERARY REVIEW
A travel wellbeing model maintains that travel satisfaction is a part of one’s wellbeing source
[17]. It involves positive and negative emotions triggered by the transportation mode and
cognitive evaluation of the travel [17]. The travel wellbeing theory also states that travel
wellbeing are composed of two components, namely emotional wellbeing and cognitive
wellbeing [18], [19].
Some regard satisfaction as something cognitive [20], [21]. Meanwhile, the wellbeing
satisfaction concept employs two dimensions: affective and cognitive [22]. However, we
believe that satisfaction is emotional. Westbrook and Reilly [23] define satisfaction as “the
emotional response to an existing experience associated with a certain product or service
bought, retail outlet, and even the behavior pattern like shopping behavior and buyer
behavior, and the overall market’ (page 256). It is admitted that the emotional responses are
provoked by the cognitive evaluation. A study shows that when respondents were
interviewed, 77,3% elaborate on affective satisfaction while 64% of the respondents altered
the satisfaction term into something more affective [24].
Wellbeing and satisfaction are strong predictors of loyalty [17], [25]. It is quite natural since
when someone feels prosperous and satisfied, the person tends to want for more. According
to the prospect theory [26], humans are inclined to be in a status quo. Instead of trying
something new, risky, different, and has a potential advantage, people will opt for what they
have had and what they have known, which are proven to be prospering and satisfying. The
travel wellbeing theory is parallel to the loyalty chain theory stating that loyalty is affected by
cognitive and affective aspects [27].
Which aspect is more superior than the others becomes the issue. Kahneman [28] asserted
that emotion is more superior as affection can overcome someone’s cognitive consideration.
The emotional aspect might get rid of or strongly support the cognitive judgment, depending
on the direction of the emotional sentiment [29], [30]. Negative affection can ruin cognitive
consideration [31], while positive affection strongly supports the already-positive cognitive
judgment [32].
3. HYPOTHESES
Studies in neurology have shown that humans’ emotion determines their cognitive ability.
One form of emotion elevates a certain cognitive capacity while another emotion evokes
another cognitive capacity. An example would be light anxiety boosts performance in some
particularly complicated tasks but decreases the capabilities in others [33]. The higher-order
theories of consciousness claim that emotion is a manifestation of higher-order cognitive
judgment in responding to the more complicated inputs compared to the regular cognitive
judgment [34].
On the other hand, the theory of planned behavior [35] sees loyalty as an intended or planned
behavior. According to this, the intention of doing something is affected by attitude factor,
subjective norm, and perceived behavior control. The attitude factor, in turn, becomes the
emotional reaction of the behavior [36]. Other authors, however, regard it as having more
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than just an emotional element as it also contains a cognitive element [36]. The issue lies in
the weight of the emotional and cognitive elements in the behavior. The loyalty chain theory
maintains that the first cognitive feature appears when a judgment of an attribute takes place
[36], for example buying an overly expensive item might provoke affective or emotional
aspects such as like and dislike to the item. Meanwhile, Kotler sees things the other way
around. He asserts that attitude is the judgment of emotional feelings shown in like or dislike
of action [38]. The point is that attitude contains emotional and cognitive elements, and it
determines behavior like loyalty.
Some studies define loyalty as a consumer’s emotional connection to a product [39]. Teo [40]
asserted that it is an attachment to a product or service. Meanwhile, the attachment is the
level of cognitive and emotional presence [41]. Satisfaction, known as a predictor of loyalty,
is also a form of the emotional condition [17], [25]. Thus, the following hypothesis is
proposed.
H1. Affection positively affects passengers’ loyalty.
Cognitive feature closely relates to how someone rationally compares one thing to another. It
emphasizes functions such as quality and product’s output or benefit. The judgment is based
on cost-benefit analysis and other advantages gained from choosing a product over another
[20]. Our next hypothesis is as follow:
H2. Cognition positively affects passengers’ loyalty.
Systematic studies on affection and cognition have been around for the last three decades
[42]. It is generally acknowledged that emotion and cognition are two interrelated things
which affect one another and connected to human in a complicated way [43], [44]. Different
results come up in various loyalty studies. Alnawas and Hemsley-Brown [20] compared the
effect of emotional and cognitive factors in influencing customers’ loyalty. They found that
the direct effect on the emotional factor on loyalty is as much as that of the cognitive factor.
However, the emotional factor has an overall stronger effect on loyalty (including the indirect
relationship). The researchers argued that the reason being the emotional variable tends to
have more force in predicting higher dedication compared to the cognitive variable. This is
shown by Fernandes and Proenca [45] who found that cognition merely elaborates the output
of functional relationships while cognitive explains the higher dedication to the supplier, such
as altruism and loyalty.
Moreover, Barnes [46] confirmed that affective variables are more contributive in building a
tight relationship than cognitive variables. Future development of a dedicative relation is
determined more by the emotional content rather than the cognitive one. Emotionless
customers who develop a relationship solely based on cost-benefit analysis will build only a
formal cold relationship [45]. A study on organizational commitment confirmed the finding
in which out of the three commitment types: affective, normative, and continuant, the
affective is the commitment with the strongest effect on the output, such as performance [47].
Dedication, like loyalty and altruism, is higher than the functional relationship. The reason is
that loyalty involves features like a willingness to make a sacrifice (tolerating a more
expensive price) or altruism (willing to help). Functional relationship, on the other hand, is
merely transactional, such as repurchasing [45], [48], [49]. Loyal customers will emotionally
develop proactive relationship maintenance [48], which is also called customer citizenship
behavior. This thing can happen even without having a loyalist customer purchase
persistently [45]. Thus, the following hypothesis is formulated.
H3. The influence of affection on passengers’ loyalty is stronger than that of cognition.
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The planned behavior theory, which has been previously elaborated, contains a subjective
norm variable as the predictor of intended behavior. The subjective norm is an individual’s
perception of social pressure and a sign showing how strongly he or she is influenced by
other people when deciding something [51]. Unlike affection and cognition, the subjective
norm is an external variable coming from outside of the individual. Its presence in the model
of the paratransit passengers’ loyalty is complementary to an individual’s internal and
external aspects predicting it. Note that the planned behavior theory also offers the third
variable, namely perceived behavioral control. However, this variable is the cognitive one in
the model we are formulating. We propose the hypothesis:
H4. Subjective norm positively affects passengers’ loyalty.
The following figure describes the framework employed in this research to examine the
hypotheses.
Affection

Cognition

Passengers’
loyalty

Subjective Norm

Figure 1. Underlying Framework (Research’s design)
4. METHODS
We develop a questionnaire to measure all latent variables in this research. The questionnaire
is designed based on the travel wellbeing theory [17] and related studies [11], [52]. All of the
variables are observed using a 5-item Likert scale, ranging from 1 (highly disagree) to 5
(highly agree). The four latent variables of this research are measured. We also observe the
21 variables. Table 1 displays it.
Table 1. The observed variables, definition, and item
Latent variables and
Definition and observed item
observed variables
L: passengers’ intention to get back to paratransit and recommend it to other people
L1
I will recommend paratransit to my friends.
L2
I will still opt for paratransit even if the public transportation is
cheaper
L3
I will still opt for paratransit although its quality is similar to the
public transportation’s
L4
I am sure that I will continue using paratransit in the future time
L5
My intention to use paratransit will be stronger in the future
L6
There is a higher probability that I will choose paratransit in the
future
L7
I have strong intention to encourage people around me to use
paratransit
K: the comparison of values between paratransit and its alternatives
K1
I use paratransit to be safer
K2
I choose paratransit because it is faster
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Latent variables and
observed variables
K3
K4
K5
K6
K7

Definition and observed item

I choose paratransit because it is more reliable
I choose paratransit because it is safer
I choose paratransit because it is easier to find
I choose paratransit because it reflects my personality
I think paratransit is a better choice than the public
transportation
A: negative/positive emotion and satisfaction assessment in paratransit relationship
A1
I enjoy traveling by paratransit
A2
I am satisfied with paratransit’s service
A3
I am satisfied with paratransit’s punctuality
A4
I choose paratransit because it is more relaxing
N: individual’s perceived social pressure encouraging the behavior
N1
Friends, families, and coworkers encourage me to use
paratransit
N2
Information in the media suggest choosing paratransit
N3
The government suggests using paratransit
We included Tangerang citizens aged 16 years and more to get involved in the survey as our
respondents. A non-probabilistic convenient sampling method was employed to obtain
participants from public locations in the urban area. We managed to get 131 questionnaires,
but after sorting out the incomplete ones, we obtain 107. The valid samples are five times the
questions given [53], suggesting an adequate sample number. Samples’ information based on
age and the frequency of using paratransit is shown in Table 2.
Table 2. Participants’ characteristics of the 107 samples
Group
Number
Age
17-20 years
7
21-30 years
10
31-40 years
30
41-50 years
30
51-60 years
30
Frequency
Occasionally
21
Often
65
Very often
21

Percentage
7%
9%
28%
28%
28%
20%
60%
20%

To ensure the reliability criteria, an item needs to be sorted out if the value of the Cronbach’s
alpha is less than 0,6, which means that if the item is sorted out, the value of the Cronbach’s
alpha increases. The SPSS analysis shows that the latent variable, subjective norm, is not
reliable. As a consequence, we decided to make this variable a variable with a single
indicator. The indicator used is SN1, as it reflects the features. Cronbach’s alpha values for
these items are displayed in Table 3. All variables are larger than 0,6, indicating that the
Likert scale reliability has been fulfilled.
Table 3. Cronbach’s alpha for the research’s variables
Factor
L
K
A
N
The number of the observed variables
7
7
4
1
The observed variables’ Cronbach’s alpha 0,603 0,628 0,613
The overall Cronbach’s alpha
0,798
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Regression analysis is carried out to evaluate the passengers’ loyalty to paratransit. We
examine three free variables: subjective norm, affection, and cognition, while the control
variable is usage frequency. The regression method applied is the stepwise regression with
the frequency inserted first and followed by the full model, in which the free variables are
added.
5. RESULT
The regression analysis’ result is summarized in Table 4. It shows that usage frequency at
first is associated with users’ loyalty (p < 0.05 in the M1 model) but not to the full model (p >
0,05 in the M2 model). Meanwhile, the cognitive factor is weakly associated with users’
loyalty (p < 0,10). In other words, usage frequency does not have a major role in determining
users’ loyalty while cognitive assessment does.
Table 4. The result of paratransit passengers’ loyalty regression
Loyalty Model
Variable
Minimal (M1)
Full (M2)
Frequency
0,122**
0,036
Cognition
0,192*
Affection
0,272***
Subjective norm
0,087
Constant
3,633***
1,706***
2
Adjusted R
0,039
0,272
Sample size
107
107
*p < 0,100, **p < 0,050, ***p < 0,010
The affective variable shows a significant effect on loyalty (p < 0,01). It increases the users’
loyalty to paratransit usage. On the other hand, the subjective norm exhibits an insignificant
positive effect (p < 0,05). The overall fit of the M1 loyalty model is not satisfying, while the
M2 model is better. The M1 model’s R2 = 0,039 and the M2 model’s R2 = 0,272.
6. DISCUSSION
We observe the estimation in Table 4 that all of the free variables, including frequency,
affection, cognition, and subjective norm, show the expected signs [4], [11], [54]. Usage
frequency shows an insignificant expected sign. However, we suspect this is because
evaluation can be used to examine either the first impression or the frequency. Thus, even if
the usage frequency is low, users’ have decided to be or not to be loyal to paratransit. The
first impression alone is enough to generate bias in the next information processing [55].
Affection shows a bigger effect than cognition does in boosting users’ loyalty. It means that
paratransit users are more sensitive to emotional issues than to cognitive issues. This supports
the hypothesis stating that the affective factor has more role in determining paratransit users’
loyalty. As we have previously elaborated, this is associated with the emotional ability in
overcoming rational features of action [11], [29], [32].
The result also reveals that the subjective norm does not significantly affect loyalty. It is
because of the subjective norm’s inability to predict behavior when only one party is affected
by the subjective norm [56]. Although their families, friends, and coworkers encourage users
to be loyal to paratransit, they cannot determine their loyalty. It means there will not be a
significant effect on the perceived social pressure. The subjective norm is reciprocal. The
users evaluate the verbal message from the surrounding people and their behavior reflects the
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perceived social pressure. Ordering without exemplifying indicates low social pressure. It
does not significantly affect users’ loyalty.
Generally, the result confirms the importance of affective effect on giving long-term
consequences to users’ loyalty behavior [28]. Affection surpasses the cognitive factor in
affecting behavior. This is supported by its feature that is more intense compared to that of
the cognition in future traveling behavior. This high intensity generates a longer-lasting
experience in a person’s memory [11]. Therefore, the effort to boost passengers’ satisfaction
and positive affection will have a better impact on loyalty instead of the cognitive-based
rationalization efforts [57], [58].
Further research should enlarge the understanding of the affection’s and cognition’s effects
on the users’ loyalty. Besides, the loyalty chain stage theory affirms the chain of cognition,
then affection, and finally conative in building loyalty [27], [37], [54], [59]. The next study
might build a more complicated sequential model to predict paratransit passengers’ loyalty.
7. CONCLUSION
Proofs obtained in this research support the viewpoint that affection has the most positive
effect on paratransit passengers’ loyalty. Besides, we highlight the result of the cognitive
variable that only weakly affects loyalty. A service accentuating hospitality, politeness, and
ethics needs to be prioritized in promoting health protocol to prevent Covid-19 transmission.
The specific recommendations deriving from this research are (1) passengers must obey the
health protocol and this has to be delivered in a sympathetic, personal, and emotional way,
(2) drivers have to build a warm relationship with their passengers and yet within the
professional boundary, and (3) masks should be replaced by transparent plastic face shields to
improve verbal communication which allows facial expression that is important in building
the emotional relationship.
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