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Abstract: This conceptual study aims to explore the influence of dynamic pricing and
electronic word-of-mouth (eWOM) on consumer decisions in using online transportation
services in Jakarta. By employing a Systematic Literature Review (SLR) approach, this
research synthesizes findings from various academic sources to develop a theoretical
framework integrating consumer behavior theories with pricing and digital communication
strategies. The results suggest that dynamic pricing, while effective in optimizing operational
efficiency, may trigger perceptions of price unfairness if implemented non-transparently—
thereby undermining consumer trust and purchase intentions. Concurrently, eWOM is
identified as a critical determinant that shapes consumer perceptions, brand trust, and service
loyalty through reviews and ratings. The interplay between these two factors is particularly
salient in Jakarta's competitive and digitally-driven transportation market. This framework is
expected to provide a basis for future empirical studies and strategic guidance for service
providers aiming to enhance customer satisfaction, loyalty, and sustainable competitive
advantage.
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INTRODUCTION

The development of digital technology has brought significant changes to the
transportation sector, especially in big cities like Jakarta. Online transportation services such
as Gojek, Grab, and Maxim have become the main solution for urban communities in meeting
their daily mobility needs. The ease of access, time efficiency, and flexibility of services offered
by these platforms make them an increasingly popular choice among users. According to
research by (Simbolon, 2022), the use of online transportation in Jakarta shows a significant
upward trend, reflecting the community's adaptation to technology-based mobility solutions.

Digitalization has not only changed the way people access transportation services, but
also influenced consumer behavior in decision-making. Consumers now have easy access to
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information through various digital platforms, allowing them to compare prices, read reviews,
and make decisions based on real-time data. A study by (Fadhli Nursal et al., 2023) shows that
digitalization has increased consumer awareness of factors such as price and service quality,
which in turn influences their decisions in choosing online transportation services. One of the
strategies implemented by online transportation service providers is dynamic pricing, which is
a flexible price adjustment based on market demand, time, and other conditions. This strategy
allows companies to optimize revenue and operational efficiency. However, the
implementation of dynamic pricing can also create a perception of price unfairness among
consumers, which ultimately affects their satisfaction and loyalty. Research by (Purwanto et al.
2021) shows that dynamic pricing can affect consumers' perceptions of price fairness, which
has an impact on their satisfaction and purchasing decisions.

In addition, electronic word-of-mouth (eWOM) has become an important factor in
shaping consumer perceptions and decisions. User reviews, ratings, and comments on digital
platforms can significantly influence purchase intentions and decisions to use online
transportation services. Research by (Fadhli Nursal et al., 2023) found that eWOM has a
positive and significant influence on purchasing decisions for online transportation services,
both directly and through the mediation of purchase intentions. Likewise, a study by (Rafqi
IThamalimy & Ali, 2021), (Simbolon, 2022) shows that eWOM plays an important role in
shaping user interest and decisions towards online transportation services.

Given the importance of dynamic pricing and eWOM in shaping consumer behavior, this
study aims to develop a conceptual framework that explains how these two factors influence
decisions to use online transportation services in Jakarta. By understanding this relationship,
service providers can design more effective marketing and pricing strategies to increase
customer satisfaction and loyalty.

Consumer Decisions in Online Transportation

Consumer behavior in choosing online transportation services is influenced by various
factors, including price, convenience, time, and user experience. Consumer behavior theories
such as the Theory of Planned Behavior (TPB) and the AIDA Model are often used to
understand the consumer decision-making process. TPB emphasizes behavioral intentions
influenced by attitudes towards behavior, subjective norms, and perceived behavioral control.
Meanwhile, the AIDA Model describes the consumer stages from Attention, Interest, Desire,
to Action in the purchasing process. In the context of online transportation, factors such as ease
of use of the application, speed of service, and previous user experience play an important role
in consumer decisions. A study by Hauslbauer et al. (2022) shows that TPB can be expanded
to include factors such as environmental concerns to predict public transportation ticket
subscriptions. In addition, research by (Rozenkowska, 2023) confirms the prevalence of TPB
in consumer behavior research that aims to explore factors that precede behavior.

Dynamic Pricing

Dynamic pricing is a flexible pricing strategy, where the price of a product or service is
adjusted in real-time based on market demand, time, and other factors. In the online
transportation industry, dynamic pricing is used to balance supply and demand, and optimize
company revenue. However, the implementation of dynamic pricing can affect consumers'
perceptions of price fairness, which in turn can affect consumer trust and loyalty. A study by
Chen and (Zhao, 2018) showed that dynamic pricing can improve market efficiency, but also
poses challenges in maintaining consumers' perceptions of price fairness. In addition, a non-
transparent dynamic pricing strategy can reduce consumer trust and affect their purchasing
decisions. A study by (Zhang & Zhao, 2024) developed a dynamic pricing game model and a
social learning network model for consumers from three public transportation modes, showing
that dynamic pricing strategies can affect consumer behavior through social learning. Another
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study by (Haessner et al., 2023) highlighted that a non-transparent dynamic pricing algorithm
can reduce consumer trust and affect their purchasing decisions.

Electronic Word-of-Mouth (eWOM)

Electronic Word-of-Mouth (eWOM) refers to the dissemination of consumer information
or opinions about products or services through digital platforms, such as reviews, ratings, and
comments on social media. eWOM has a significant influence on consumer trust, perceived
service quality, and usage intention. A study by Cheung and Thadani (2012) emphasized that
the credibility, relevance, and quality of eWOM information can influence consumer attitudes
and purchase intentions. (Ismagilova et al., 2020) also found that positive eWOM can increase
brand trust and consumer loyalty. In the context of online transportation, user reviews and
ratings can influence consumers' perceptions of service quality and their decisions in choosing
a particular service provider. A study by (Rafqi [lhamalimy & Ali, 2021)Abouzeid et al. (2023)
showed that eWOM dimensions, such as credibility and relevance, have a significant effect on
consumer purchase intention and brand trust. Another study by (Limwirya et al., 2023) found
that eWOM and electronic service quality have a positive effect on purchase intention at the
Arctic House restaurant.

METHOD

This research is a conceptual study that aims to develop a theoretical framework
regarding the influence of dynamic pricing and electronic word-of-mouth (eWOM) on the
decision to use online transportation in Jakarta. The methodology used is a qualitative approach
with the Systematic Literature Review (SLR) method, which allows researchers to identify,
evaluate, and synthesize relevant literature systematically and transparently. The SLR method
was chosen because of its ability to provide a comprehensive understanding of the topic being
studied and identify existing research gaps. The SLR process in this study follows the stages
suggested by (Neubert, 2022), namely: (1) review planning, (2) study identification and
evaluation, (3) data extraction, and (4) data synthesis. In the study identification stage,
researchers used academic databases such as Scopus, ScienceDirect, SpringerLink, and Google
Scholar with the keywords: "dynamic pricing", "eWOM", "consumer decision", and "online
transportation". Inclusion criteria include articles published in the last five years (2019-2024),
relevant to the research topic, and published in reputable journals.

In the context of dynamic pricing, a study by (Neubert, 2022) identified that dynamic
pricing strategies can affect consumers' perceptions of price fairness and perceived value,
which in turn affects consumer trust and loyalty. In addition, a study by (Zhang & Zhao, 2024)
showed that dynamic pricing can improve market efficiency, but also poses challenges in
maintaining consumers' perceptions of price fairness. A study by (Haessner et al., 2023)
highlighted that non-transparent dynamic pricing algorithms can reduce consumer trust and
affect their purchasing decisions. For the eWOM aspect, a study by (Khan et al., 2023) showed
that eWOM has a significant influence on consumers' purchase intentions and brand equity. A
study by (Rafqi [Thamalimy & Ali, 2021) emphasized that credible and relevant eWOM can
increase consumer trust and perceptions of service quality. In addition, a study by (Ilhamalimy,
2020)Thirfound that positive eWOM can increase consumer brand loyalty and purchase
intentions.

Based on the synthesis of the literature, this study develops a conceptual framework that
integrates consumer behavior theory, dynamic pricing, and eWOM in the context of online
transportation use in Jakarta. This framework is expected to be the basis for further empirical
research that can test these relationships quantitatively.
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RESULT AND DISCUSSION

Conceptual Framework

[ Dynamic ] [ eWOM ]
Pricing
Online
Transportatiion
Usage
Decision

The phenomenon of online transportation usage in Jakarta has experienced significant
growth, driven by the ease of access, time efficiency, and convenience offered by services such
as Gojek and Grab. However, the price dynamics implemented through dynamic pricing
strategies and the influence of electronic word-of-mouth (eWOM) are important factors
influencing consumer decisions in using these services. Dynamic pricing strategies allow
service providers to adjust prices in real-time based on market demand, time, and other factors.
A study by (Zhang & Zhao, 2024) shows that dynamic pricing can improve market efficiency,
but also poses challenges in maintaining the perception of price fairness in the eyes of
consumers. In addition, a study by (Haessner et al., 2023) highlights that non-transparent
dynamic pricing algorithms can reduce consumer trust and affect their purchasing decisions.
(Gupta & Pathak, 2014) found that dynamic pricing strategy can create purchasing decisions,
similarly (Aviv & Wei, 2018) found that attractive pricing strategy can influence consumer
purchasing behavior, research by (Victor et al., 2018) that maximized dynamic pricing can
create good advantages for pricing strategy that impacts consumer interest in making purchases,
and research by (Cohen et al., 2021; Javanmard & Nazerzadeh, 2019) found that dynamic
pricing has a significant effect on decisions to use products or services.

In the context of eWOM, user reviews and ratings have a significant influence on
consumer trust, perceived service quality, and usage intentions. A study by (Immanuel, 2020)
emphasizes that the credibility, relevance, and quality of eWOM information can influence
consumer attitudes and purchase intentions. (Ismagilova et al., 2020) also found that positive
eWOM can increase brand trust and consumer loyalty. In the context of online transportation,
user reviews and ratings can influence consumer perceptions of service quality and their
decisions in choosing a particular service provider. Research by (Nugroho & Sampurna, 2025)
in Jakarta revealed that price and e-service quality significantly influence user decisions and
customer loyalty, with eWOM acting as a mediator in the relationship. This shows that
consumer perceptions of price and service quality can form positive eWOM, which in turn
increases customer loyalty to online transportation services. During the COVID-19 pandemic,
consumer behavior in using online transportation services has changed. A study by (Subriadi
and Baturohmah, 2023) showed that purchase intentions and customer behavior during the
pandemic influenced loyalty to ride-hailing applications, with eWOM playing an important role
in shaping consumer perceptions and decisions. This confirms that eWOM remains relevant in
the digital era, especially in crisis situations such as the pandemic, Another study by (Rafqi
IThamalimy & Ali, 2021) also found that ewom plays an important role in creating trust which
has an impact on purchasing decisions. In addition, research by (Almunawar et al., 2020)
identified that factors such as performance expectations, social influence, and habits positively
influence customer acceptance of ride-hailing services in Indonesia. This shows that in addition
to price and eWOM factors, social factors and habits also play an important role in consumers'
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decisions to use online transportation services.(Meenakshy et al., 2024) found that good eWOM
can significantly influence consumer purchasing decisions.

In the context of intense competition in the online transportation industry, dynamic
pricing and eWOM strategies can be used synergistically to increase competitiveness and
customer loyalty. However, it is important for service providers to ensure transparency in the
implementation of dynamic pricing and encourage positive eWOM through improving service
quality and good interactions with customers.

CONCLUSION

This conceptual research aims to examine and develop a theoretical understanding
framework regarding the influence of dynamic pricing and electronic word-of-mouth (eWOM)
on the decision to use online transportation in Jakarta. Based on the synthesis of literature over
the past five years, it was found that dynamic pricing plays an important role in improving
operational efficiency and responsiveness to market demand. However, non-transparent
pricing strategies can lead to perceptions of price unfairness which negatively impact consumer
trust and decisions. On the other hand, eWOM has been consistently proven to influence
purchasing decisions through the mechanism of consumer trust, perception of service quality,
and brand loyalty. In the digital era, user reviews and ratings are indicators of reputation that
greatly influence consumer decisions, especially in the context of application-based services
such as Gojek and Grab. Therefore, dynamic pricing and eWOM are two strategic factors that
complement each other in shaping consumer behavior in the online transportation industry in
urban areas such as Jakarta.

For further researchers, it is recommended to empirically test the conceptual framework
that has been developed in this study through a quantitative approach such as Structural
Equation Modeling (SEM) or Partial Least Squares (PLS-SEM), involving a sample of active
online transportation users in Jakarta. Empirical research will allow us to measure how strong
the relationship is between variables, such as price perception, consumer trust, and reuse
intention. In addition, online transportation service providers are advised to implement a more
transparent dynamic pricing strategy that is oriented towards consumer perception so as not to
reduce user loyalty. Service providers also need to actively manage their digital reputation,
encourage positive eWOM through superior customer experience, and respond to negative
reviews openly and constructively. Thus, companies can create synergy between pricing
strategy and digital reputation to achieve sustainable competitive advantage in this highly
dynamic market.
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