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PENGARUH MOBILITY, SECURITY, STORE OFFERINGS, EASE OF 

USE, DAN CUSTOMER SERVICE TERHADAP KENIATAN MEMBELI 

ULANG PADA TIKET.COM  MELALUI SATISFACTION DI SURABAYA 

 

 

ABSTRAK 

Tujuan penelitian ini adalah melakukan analisis terhadap pengaruh mobility, 

security, store offerings, ease of use, dan customer service terhadap niat membeli 

ulang pada tiket.com  melalui satisfaction di tiket.com. Penelitian ini menggunakan 

desain penelitian kuantitatif. Penelitian yang menjelaskan bentuk hubungan antara 

variabel eksogen dengan variabel endogen,  menganalisis pengaruh mobility, 

security, store offerings, ease of use, dan customer service sebagai variabel 

eksogen. Niat membeli ulang melalui satisfaction  sebagai variable endogen. 

Jumlah sampel penelitian sebanyak 100 sampel. Teknik analisis data menggunakan 

structural equation model dengan menggunakan program smartpls 3.0. 

Hasil penelitian ini dapat disimpulkan: (1) mobility berpengaruh terhadap 

satisfaction, (2) security berpengaruh terhadap satisfaction, (3) store offering 

berpengaruh terhadap satisfaction, (4) ease of use berpengaruh terhadap 

satisfaction, (5) customer service berpengaruh terhadap satisfaction, (6) 

satisfaction berpengaruh terhadap repurchase intention. 

Kata kunci : mobility, security, store offerings, ease of use, customer service, 

satisfaction, repurchase intention 
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THE IMPACT OF MOBILITY, SECURITY, STORE OFFERINGS, EASE 

OF USE, AND CUSTOMER SERVICE TOWARD REPURCHASE 

INTENTIONAT TIKET.COM THROUGH SATISFACTION IN 

SURABAYA 

 

ABSTRACT 

The purpose of this research is to analyze the impact of mobility, security, store 

offerings, ease of use, and customer service toward repurchase intention through 

satisfaction at Tiket.com. This research uses research design qualitative. This 

research explains the relationship between exogenous and endogenous variables; 

analyze the impact of mobility, security, store offerings, ease of use, and customer 

service as exogenous variables, while repurchase intention through satisfaction as 

an endogenous variable. The number of research sample is 100 samples. The data 

analysis technique uses a structural equation model using the smartpls 3.0 program.  

The result of this research can be concluded: (1) mobility has an impact on 

satisfaction, (2) security has an impact on satisfaction, (3) store offerings has an 

impact on satisfaction, (4) ease of use has an impact on satisfaction; (5) customer 

service has an impact on satisfaction, (6) satisfaction has an impact on repurchase 

intention. 

Keywords : mobility, security, store offerings, ease of use, customer service, 

satisfaction, repurchase intention 


