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ABSTRAK 

 

Teknologi komunikasi semakin berkembang dan memberikan kemudahan kepada 
setiap penggunanya. Kemudahan dari teknologi ini turut membawa perubahan 
dalam berinteraksi hingga bertransaksi. Berdasarkan data dari We Are Social, 
jumlah pengguna internet di Indonesia periode bulan Januari 2022 meningkat 
sebesar 1,03% dibandingkan tahun sebelumnya. Kemudahan dari penggunaan 
internet mampu meningkatkan transaksi online khususnya pembelian tiket pesawat 
melalui mobile aplikasi. Penelitian ini bertujuan untuk mengetahui pengaruh 
pengalaman dan kemudahan teknologi terhadap pembelian kembali melalui 
mediasi kepuasan pelanggan pada transaksi pembelian tiket pesawat online melalui 
mobile aplikasi khususnya di airline PT Citilink Indonesia. Penelitian ini 
menggunakan metode kuantitatif - applied business research dengan sample 
penelitian sebanyak 100 responden dengan ketentuan pernah melakukan transaksi 
pembelian online melalui mobile Apps betterfly 6 bulan terkahir minimal 1x yang 
dianalisis menggunakan SmartPLS 4.0. Hasil penelitian menunjukkan bahwa E-
Customer Experience dan E-Perceived Ease of Use masing-masing dapat secara 
langsung berpengaruh terhadap E-Repurchase Intention tanpa harus melalui 
mediasi E-Customer Satisfaction 

Kata kunci:    E-Customer Experience, E-Perceived Ease of Use, E-Repurchase 
Intention dan E-Customer Satisfaction  
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ABSTRACT 

 

Communication technology is growing and providing convenience to every user. 
The convenience of this technology also brings changes in interactions and 
transactions. Based on data from We Are Social, the number of internet users in 
Indonesia for the January 2022 period increased by 1.03% compared to the previous 
year. The convenience of using the internet can increase online transactions, 
especially buying airplane tickets through mobile applications. This study aims to 
determine the effect of experience and ease of technology on repurchasing through 
the mediation of customer satisfaction in online flight ticket purchase transactions 
through mobile applications, especially on the airline PT Citilink Indonesia. This 
study uses a quantitative method - applied business research with a research sample 
of 100 respondents with the condition that they have made online purchase 
transactions using mobile Apps betterfly in the last 6 months at least once and 
analyzed using Smart PLS 4.0. The results of the study show that E-Customer 
Experience and E-Perceived Ease of Use can each directly influence E-Repurchase 
Intention without having to go through the mediation of E-Customer Satisfaction 

Keywords:    E-Customer Experience, E-Perceived Ease of Use, E-Repurchase 
Intention and E-Customer Satisfaction  
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