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ABSTRACT 
 

The development of technology is currently increasing quite rapidly. The rapid 

growth of Globalization can be seen from the use of the internet today. Purchasing 

tickets online through e-commerce is an activity that many people do today because 

it is easy and practical because it can be done at any time, anytime and anywhere. 

The payment method is very easy to do by transferring, so the process of purchasing 

airplane tickets online is considered very effective. This study aims to test and find 

out whether co-creation, currency, communal activation, conversation have a 

partial influence on the consumer journey for Pegipegi consumers. In addition, the 

study aims to test and determine whether co-creation, currency, communal 

activation, conversation, have an influence on customer loyalty with the mediation 

of the customer journey for Pegipegi consumers. Furthermore, this study aims to 

test and determine whether co-creation, currency, communal activation, 

conversation, have an effect on customer loyalty with the mediation of customer 

journey and moderation of user interface on Pegipegi consumers. The sampling 

method applied in this study is nonprobability sampling, specifically the purposive 

sampling method. A total of 104 respondents aged 17-45 years in Bekasi district 

became the research sample. The process of analyzing data, this study uses the 

Stuctural Equation Model (SEM), with the support of the SmartPLS 3.0 program. 

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. 

Keyword: co-creation, currency, communal activation, conversation, sonsumer 

journey, dan user interface.  
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ABSTRAK 
 

     Perkembangan teknologi saat ini mengalami peningkatan yang cukup pesat. 

Pertumbuhan Globalisasi yang begitu pesat dapat dilihat dari pemanfaatan internet 

saat ini. Pembelian tiket yang dilakukan secara online melalui e-commerce ialah 

suatu kegiatan yang banyak dilakukan orang saat ini karna kemudahan dan praktis 

sebab dapat dilakukan setiap saat, kapanpun dan dimanapun. Untuk metode 

pembayarannya sangat mudah dilakukan dengan cara transfer, sehingga proses 

layanan pembelian tiket pesawat secara online dinilai sangat efektif. Penelitian ini 

bertujuan untuk menguji serta mengetahui apakah co-creation, currency, communal 

activation, conversation memiliki pengaruh secara parsial terhadap consumer 

journey pada konsumen Pegipegi. Selain itu, penelitian bertujuan untuk menguji 

serta mengetahui apakah co-creation, currency, communal activation, conversation, 

memiliki pengaruh terhadap customer loyalty dengan mediasi customer journey 

pada konsumen Pegipegi. Selanjutnya, penelitian ini bertujuan untuk menguji serta 

mengetahui apakah co-creation, currency, communal activation, conversation, 

berpengaruh terhadap customer loyalty dengan mediasi customer journey dan 

moderasi user interface pada konsumen Pegipegi. Metode pengambilan sampel 

yang diterapkandalam penelitian ini adalah nonprobability sampling, khususnya 

metode purposive sampling. Sebanyak 104 responden berusia 17-45 tahun di 

kabupaten Bekasi menjadi sampel penelitian. Proses menganalisis data, penelitian 

ini menggunakan Stuctural Equation Model (SEM), dengan dukungan program 

SmartPLS 3.0. Alat ini digunakan untuk menguji validitas dan reliabilitas 

instrument, mengevaluasi goodness of fit model, serta mengeksplorasi hubungan 

yang diajukan dalam kerangka teoritis yang diusulkan. 

 

Kata kunci: co-creation, currency, communal activation, conversation, sonsumer 

journey, dan user interface.  

 


