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THE INFLUENCE OF THE CUSTOMER JOURNEY MEDIATES THE 4C 

MARKETING 4.0 RELATIONSHIP ON CUSTOMER LOYALTY WHICH IS 

MODERATED BY THE USER INTERFACE 

(Study on Trivago Service Users in Bekasi Regency) 

Syeila Melani1) 

Surya Bintarti2) 

ABSTRACT 

          The trend of online ticket booking in Indonesia after the Covid-19 pandemic 

has increased dramatically due to the easing of travel restrictions supported by the 

rapid development of digital technology so that the rise of online ticket booking 

service application platforms, one of which is Trivago. Trivago occupies the fourth 

position in the Top Brand Award which has decreased in percentage, indicating 

that there is a decrease in the level of customer loyalty. Customer loyalty will 

increase when a brand builds a marketing mix that can satisfy customers (Nyarko 

et al., 2016) in (Othman et al., 2019). The marketing mix includes Co-Creation, 

Currency, Communal Activation, and Conversation which is carried out regularly 

has an influence that can increase customer loyalty (Hanifawati & Yudin, 2022; 

Opata et al., 2019; Othman et al., 2019; Zainuddin et al., 2022), but Co-Creation, 

Currency, Communal Activation, and Conversation cannot guarantee that 

customers remain loyal to using the product or service (Chen et al., 2022; Souar et 

al., 2015; Suhendro, 2019). Customer loyalty is formed inseparably from the role 

of a pleasant customer journey (Manyanga et al., 2022; Simanjuntak & Purba, 

2020), but customer journeys do not always contribute to increasing customer 

loyalty (Andranurviza et al., 2022; Nanda et al., 2021). This study aims to test and 

explain whether Co-Creation, Currency, Communal Activation, and Conversation 

offered by Trivago services partially affect Customer Loyalty through Customer 

Journey mediation and User Interface mediators. The sampling method in this study 

using Non-Probability Sampling which is purposive sampling resulted in the 

acquisition of data as many as 114 respondents who have used Trivago services 

and then analyzed with the help of SmartPLS 3.2.9 software. This study obtained 

the results, namely 4C Marketing 4.0 partially affects Customer loyalty, then 

Customer Journey plays a positive role in mediating the 4C Marketing 4.0 

relationship partially on Customer Loyalty, then Customer Journey partially affects 

Customer Loyalty and Customer Journey moderated by User Interface affects 

Customer Loyalty. 

Keywords: Co-Creation, Currency, Communal Activation, Conversation, 

                      Customer Loyalty, Customer Journey, User Interface 
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PENGARUH CUSTOMER JOURNEY MEMEDIASI HUBUNGAN 4C 

MARKETING 4.0 TERHADAP CUSTOMER LOYALTY YANG 

DIMODERASI USER INTERFACE 

(Studi pada Pengguna Jasa Layanan Trivago di Kabupaten Bekasi) 

Syeila Melani1) 

Surya Bintarti2) 

ABSTRAK 

          Tren pemesanan tiket secara online di Indonesia pasca terjadinya pandemi 

Covid-19 telah meningkat drastis akibat dari pelonggaran pembatasan perjalanan 

wisata yang didukung oleh pesatnya teknologi digital sehingga semakin maraknya 

platform aplikasi layanan pemesanan tiket online, salah satunya yaitu Trivago. 

Trivago menduduki posisi keempat Top Brand Award yang mengalami penurunan 

presentase sehingga menunjukan bahwa adanya penurunan tingkat loyalitas 

pelanggan. Loyalitas pelanggan akan dapat meningkat ketika suatu merek 

membangun bauran pemasaran yang dapat memuaskan pelanggan (Nyarko et al., 

2016) dalam (Othman et al., 2019). Bauran pemasaran meliputi Co-Creation, 

Currency, Communal Activation, dan Conversation yang dilakukan secara berkala 

memiliki pengaruh yang dapat meningkatkan loyalitas pelanggan (Hanifawati & 

Yudin, 2022; Opata et al., 2019; Othman et al., 2019; Zainuddin et al., 2022), namun 

Co-Creation, Currency, Communal Activation, dan Conversation tidak dapat 

menjamin pelanggan tetap loyal menggunakan produk atau layanan tersebut (Chen 

et al., 2022; Souar et al., 2015; Suhendro, 2019). Loyalitas pelanggan terbentuk 

tidak terlepas dari adanya peran Customer journey yang menyenangkan (Manyanga 

et al., 2022; Simanjuntak & Purba, 2020), namun Customer Journey tidak selalu 

berkontribusi dalam meningkatkan loyalitas pelanggan (Andranurviza et al., 2022; 

Nanda et al., 2021).  

          Penelitian ini bertujuan untuk menguji dan menjelaskan apakah Co-Creation, 

Currency, Communal Activation, dan Conversation yang ditawarkan oleh jasa 

layanan Trivago secara parsial berpengaruh terhadap Customer Loyalty melalui 

mediasi Customer Journey dan mediator User Interface. Metode pengambilan 

sampel dalam penelitian ini menggunakan Non-Probability Sampling yang bersifat 

purposive sampling menghasilkan perolehan data sebanyak 114 responden yang 

pernah menggukan jasa layanan Trivago dan kemudian dianalisa dengan bantuan 

Software SmartPLS 3.2.9. Penelitian ini memperoleh hasil yaitu 4C Marketing 4.0 

secara parsial berpengaruh terhadap Customer loyalty, selanjutnya Customer 

Journey berperan positif dalam memediasi hubungan 4C Marketing 4.0 secara 

parsial terhadap Customer Loyalty, selanjutnya Customer Journey secara parsial 

berpengaruh terhadap Customer Loyalty dan Customer Journey yang dimoderasi 

User Interface berpengaruh terhadap Customer Loyalty. 

Kata Kunci: Co-Creation, Currency, Communal Activation, Conversation, 

                        Customer Loyalty, Customer Journey, User Interface.


