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CONSUMER JOURNEY MEDIATES 3C MARKETING 4.0 ON REVISIT 

WITH CONVERSATION MEDIATION 

(Study on Users of the Lazada E-commerce Platform in Bekasi Regency) 

 

Elisah1) 

Surya Bintarti 2) 

Abstract 

 

The use of the digital economy in Indonesia has increased due to the shift from 

conventional markets to E-commerce intermediary markets, resulting in the 

proliferation of intermediary market application platforms, such as Lazada. 

Lazada is ranked third according to databox for 2019-2023 and has experienced 

a decrease in percentage which indicates that there is a relatively small level of 

revisit to customers. Revisit can increase the Consumer Journey for a good 

quality experience that encourages consumers to make repeat purchases with an 

effective 4C marketing mix (Bernard Gael 2017) in (Kusuma and Tricahyono 

2020). The 4C marketing mix itself, namely Communal Activation, Co-creation, 

Currency and Conversation is a redefined marketing mix that together has a 

positive influence on the Consumer Journey (Djami and Sembiring 2023; Meng 

and Cui 2020; Shoukat and Ramkissoon 2022) but the Consumer Journey does 

not always have an influence on revisit in using the Lazada application platform 

(Johan, Esti Masita, and Tiara Alvani 2022; Setyaningsih, Suardana, and Dewi 

2020). This research uses a Non-Probability Sampling sampling method which 

is purposive sampling. This research obtained data from 115 respondents who 

had used and purchased the Lazada application and then carried out a feasibility 

test using the help of the SmartPLS 3.2.9 Program. This research obtained the 

results of Communal Activation, Co-creation, Currency, and Conversation 

simultaneously influencing Consumer Journey, then Communal Activation, Co-

creation, and Currency partially through the mediation of Consumer Journey 

influencing Revisit and Communal Activation, Co-creation, Currency partially 

through Consumer Journey mediation and Conversation moderation, it has no 

effect on Revisit 

Keywords: Communal Activation, Co-creation, Currency, Consumer Journey, 

Conversation, and Revisit 
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ABSTRAK 

 

     Penggunaan ekonomi digital di Indonesia meningkat karna adanya peralihan 

dari pasar konvensional ke pasar perantara E-commerce sehingga semakin 

maraknya platfrom aplikasi pasar perantaran, seperti salah satunya yaitu Lazada. 

Lazada menempati posisi ketiga menurut databoks pada tahun 2019-2023 dan 

mengalami penurunan presentase yang menujukan bahwa adanya tingakat revisit 

yang masih relative kecil terhadap pelanggan. Revisit dapat meningkat Consumer 

Journey atas kualialitas pengalaman yang baik yang mendorong konsumen 

melakukan pembelian ulang dengan adanya bauran pemasaran 4C yang efektif 

(Bernard Gael 2017) dalam (Kusuma and Tricahyono 2020). Bauran pemasaran 4C 

sendiri yakni Communal Activation, Co-creation, Currency dan Conversation 

merupakan bauran pemasaran yang didefinisikan kembali secara bersama-sama 

memberikan pengaruh positif terhadap Consumer Journey (Djami and Sembiring 

2023; Meng and Cui 2020; Shoukat and Ramkissoon 2022) namun Consumer 

Journey tidak selalu  memiliki pengaruh terhadap revisit dalam menggunakan 

platfrom aplikasi Lazada(Johan, Esti Masita, and Tiara Alvani 2022; Setyaningsih, 

Suardana, and Dewi 2020). Penelitian ini menggunakan metode pengambilan 

sample Non-Probability Sampling yang bersifat purposive sampling. Penelitian ini 

memperoleh data sebanyak 115 responden yang pernah menggunakan dan membeli 

pada aplikasi Lazada dan kemudian dilakukan uji kelayakan menggunakan bantuan 

Program SmartPLS 3.2.9. Penelitian ini memeperoleh hasil Communal Activation, 

Co-creation, Currency, dan Conversation secara simultan berpengaruh terhadap 

Consumer Journey, selanjutnya Communal Activation, Co-creation, dan Currency 

secara parsial melalui mediasi Consumer Journey berpengaruh terhadap Revisit 

serta Communal Activation, Co-creation, Currency secara parsial melalui mediasi 

Consumer Journey serta moderasi Conversation tidak berpengaruh terhadap 

Revisit. 

Kata Kunci: Communal Activation, Co-creation, Currency, Consumer Journey, 

Conversation, dan Revisit.


