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ABSTRAK

Selama masa pandemi Covid-19, jumlah UMKM food and beverages yang
bergerak secara digital semakin besar yang meningkatkan persaingan antara
penyedia layanan pesan antar makanan. GoFood dari Gojek merupakan layanan
pesan antar makanan yang paling populer digunakan oleh UMKM. Oleh karena itu,
penting GoFood untuk dapat meningkatkan pengalaman yang baik kepada
pengguna layanan, yaitu UMKM untuk dapat tetap bersaing. Upaya pemberian
pengalaman yang baik ditunjukkan melalui co-creation.

Penelitian ini bertujuan untuk menganalisis pengaruh dari co-creation
DART model, yang terdiri dari dialogue, access to information, risk assessment,
dan transparency terhadap merchant’s perceived value dan merchant’s satisfaction
pada layanan GoFood di Kota Surabaya. Tujuan selanjutnya adalah menganalisis
peran mediasi dari merchant’s perceived value pada pengaruh dialogue, access to
information, risk assessment, dan transparency terhadap merchant’s satisfaction.

Penelitian ini merupakan penelitian kausal dengan pendekatan kuantitatif.
Pengumpulan data dilakukan dengan melakukan wawancara langsung terhadap
responden penelitian, yaitu seluruh UMKM yang terdapat di Kota Surabaya.
Penentuan sampel penelitian dilakukan secara purposive sampling dengan jumlah
sebesar 320 merchant. Teknik analisis data dilakukan dengan menggunakan analisis
SEM PLS.

Hasil penelitian menjelaskan bahwa dialogue, access to information, risk
assessment, dan transparency berpengaruh positif signifikan terhadap merchant’s
perceived value dan merchant’s satisfaction pada layanan GoFood di Kota
Surabaya. Hasil penelitian juga menjelaskan bahwa merchant’s perceived value
juga dapat memediasi pengaruh dari dialogue, access to information, risk
assessment, dan transparency terhadap merchant’s satisfaction. Hasil ini
menjelaskan bahwa co-creation DART model memiliki peran penting dalam
membentuk merchant’s perceived value dan merchant’s satisfaction UMKM yang
memanfaatkan layanan GoFood di Kota Surabaya.

Kata kunci: Co-Creation DART Model, Merchant’s Perceived Value, Merchant’s
Satisfaction, dan UMKM.
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ABSTRACT

During the Covid-19 pandemic, the number of food and beverage MSMEs
that move digitally is getting bigger which increases competition between food
delivery service providers. GoFood from Gojek is the most popular food delivery
service used by MSMEs. Therefore, it is important for GoFood to be able to
improve a good experience for service users, namely MSMEs to be able to remain
competitive. Efforts to provide a good experience are shown through co-creation.

This study aims to analyze the effect of the co-creation DART model, which
consists of dialogue, access to information, risk assessment, and transparency on
merchant's perceived value and merchant's satisfaction on GoFood services in the
Surabaya. The next objective is to analyze the mediating role of the merchant's
perceived value on the effect of dialogue, access to information, risk assessment,
and transparency on merchant's satisfaction.

This research is a causal research with a quantitative approach. Data
collection was carried out by conducting direct interviews with research
respondents, namely all MSME:s in Surabaya. The research sample was determined
by purposive sampling with a total of 320 merchants. The data analysis technique
was carried out using SEM PLS analysis.

The results of the study explain that dialogue, access to information, risk
assessment, and transparency have a significant positive effect on merchant's
perceived value and merchant's satisfaction on GoFood services in Surabaya. The
results also explain that merchant's perceived value can also mediate the effect of
dialogue, access to information, risk assessment, and transparency on merchant's
satisfaction. These results explain that the DART co-creation model has an 8I8I

Keywords: Co-Creation DART Model, Merchant's Perceived Value, Merchant's
Satisfaction, and MSME:s.
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