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The Influence Of 3c On Revisit With Consumer Journey Mediation And 

Moderation By Conversation  

(Study of Blibli Online Intermediary Market Consumers in Bekasi Regency) 

 

 

Ni Made Bunga Kinanti Mara Yasa1) 

Surya Bintarti2) 

 

 

Abstract 

 

Internet use in various countries is growing rapidly thanks to smartphones, which 

make access easier and increase the market share of internet users. The high use 

of the internet has a positive impact on the Indonesian economy, especially in e-

commerce transactions on Marketplaces. Katadata data shows that the Blibli 

marketplace during the fourth quarter of 2022 managed to occupy fourth (4th) 

position in monthly visits. This research aims to examine the influence of 

communal activation, co-creation and currency on revisits with consumer journey 

mediation and conversation mediators among Blibli consumers. The sampling 

method applied in this research is nonprobability sampling, specifically the 

purposive sampling method. A total of 103 respondents aged 17-45 years in 

Bekasi Regency were the research samples. In the process of analyzing data, this 

research uses the Structural Equation Model (SEM), with the support of the 

SmartPLS 3.0 and 4.0 programs. This tool is used to test the validity and 

reliability of the instrument, evaluate the goodness of fit of the model, and explore 

the relationships proposed in the proposed theoretical framework. This research 

proves 1) Three marketing elements in the marketing 4.0 concept, namely 

communal activation, co-creation, and currency offered by the Blibli marketplace, 

can jointly support the development of the consumer journey. 2) Consumer 

journey during shopping on the Blibli marketplace has great potential in 

supporting revisit rates. 3) Consumer journey while shopping on the Blibli 

marketplace cannot moderate the conversation regarding the revisit level. 

 

Keywords: communal activation, co-creation, currency, consumer journey, 

conversation, and revisit. 
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ABSTRAK 

 

Penggunaan internet di berbagai negara berkembang pesat berkat ponsel pintar, 

yang memudahkan akses dan meningkatkan pangsa pasar pengguna internet. 

Tingginya penggunaan internet berdampak positif pada ekonomi Indonesia, 

terutama dalam transaksi e-commerce di Marketplace. Data Katadata 

menunjukkan bahwa marketplace Blibli selama kuartal IV tahun 2022 berhasil 

menempati posisi urutan keempat (4) dalam kunjungan bulanan. Penelitian ini 

bertujuan untuk menguji terkait communal activation, co-creation dan currenncy 

berpengaruh terhadap revisit dengan mediasi consumer journey serta mediator 

conversation pada konsumen Blibli. Metode pengambilan sampel yang diterapkan 

pada penelitian ini adalah nonprobability sampling, khususnya metode purposive 

sampling. Sebanyak 103 responden berusia 17-45 tahun di Kabupaten Bekasi 

menjadi sampel penelitian. Proses menganalisis data, penelitian ini menggunakan 

Structural Equation Model (SEM), dengan dukungan program SmartPLS 3.0 dan 

4.0. Alat ini digunakan untuk menguji validitas dan reliabilitas instrumen, 

mengevaluasi goodness of fit model, serta mengeksplorasi hubungan yang 

diajukan dalam kerangka teoritis yang diusulkan. Penelitian ini membuktikan 1) 

Tiga elemen pemasaran dalam konsep marketing 4.0, yakni communal activation, 

co-creation, dan currency yang ditawarkan oleh marketplace Blibli dapat secara 

bersama-sama mendukung perkembangan consumer journey. 2) Consumer 

journey selama berbelanja pada marketplace Blibli memiliki potensi yang besar 

dalam mendukung tingkat revisit. 3) Consumer journey selama berbelanja pada 

marketplace Blibli tidak dapat memoderasi conversation terhadap tingkat revisit. 

 

Kata kunci: communal activation, co-creation, currency, consumer journey, 

conversation, dan revisit.  


