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ABSTRACT : This study explores the relationship between perceived value, electronic service quality (e-

servqual), e-satisfaction, and e-loyalty at Tiket.com. Using a quantitative research method, data was gathered 

through an online survey of Tiket.com users. The results show that both perceived value and e-servqual 

positively influence e-satisfaction, which in turn leads to e-loyalty. The study finds that the correlationt of e-

servqual on e-loyalty is stronger when it is mediated by e-satisfaction rather than direct. This indicates that 

enhancing service quality to improve customer satisfaction is key to building loyalty. The study emphasizes the 

need to continually improve service quality aspects such as efficiency, fulfillment, availability, and security, as 

well as elements of perceived value like quality, emotional, pricing, and social value. By focusing on these 

areas, Tiket.com can improve customer satisfaction and loyalty, securing sustainable growth in the competitive 

online travel industry. Recommendations include optimizing digital platforms, collecting customer feedback, 

and customized services to better meet customer needs and expectations. 
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I. INTRODUCTION 
 Indonesian citizens have eagerly embraced digital technology, spending an average of 3 hours and 20 

minutes on social media daily (GWI, 2022). The Association of Indonesian Internet Service Providers (APJII) 

reported that in 2024, the number of internet users in Indonesia reached 221,563,479, representing 79.5% of the 

population, a 1.4% increase compared to the previous year. This consistent growth over the past five years 

highlights the changing internet usage landscape in Indonesia, especially among Generation Z (34.40%) and 

millennials (30.62%). Such high internet penetration makes Indonesia an attractive market for travel 

opportunities. The Ministry of Tourism and Creative Economy (Kemenparekraf) noted that tourism's 

contribution to Indonesia's GDP increased to 3.83% in 2023, with future projections aiming for 5.5% according 

to the National Medium Term Development Plan (RPJMN) 2020-2024. The growth in tourism is supported by 

the rise of online travel agents (OTAs) that simplify travel-related transactions. 

PT Global Tiket Network, known as Tiket.com, was established in 2011 and has become a leading online travel 

agency (OTA) in Indonesia. Tiket.com has attracted over 15 million users through its platforms on iOS and 

Android, offering services such as flight tickets, hotel bookings, car rentals, and event tickets. Despite its 

significant market presence, Tiket.com faces intense competition from other major OTAs like Traveloka and 

Agoda. The online travel market is highly competitive, with each OTA striving to innovate and improve 

services to capture a larger market share. The rapid development of internet and fintech technologies has been 

crucial for OTAs, allowing them to offer faster and more convenient services, which are essential in meeting the 

rising demands of digital consumers. Tiket.com initially offered airline and hotel ticket services via its website 

and later expanded to a mobile application in 2014, further accelerating its growth after being acquired by Blibli 

in 2016. Despite achieving a record of 8 million transactions in 2018, Tiket.com faced a downturn during the 

COVID-19 pandemic due to travel restrictions and reduced consumer activity. Although the travel industry is 

recovering, Tiket.com is challenged by declining sales and low customer loyalty in a highly competitive market. 

Customer dissatisfaction remains a significant issue, as indicated by a decline in Tiket.com's Popular Brand 

Index (PBI). Research suggests that customer satisfaction, driven by perceived value and e-service quality, is 

crucial for building loyalty and maintaining sales. Therefore, this study aims to analyze consumer behavior on 

Tiket.com, focusing on improving customer satisfaction and loyalty to strengthen its market position and 

competitiveness. 

 

II.  LITERATURE REVIEW  
 

2.1 Perceived Value 

According to Kotler and Keller (2016), perceived value is considered one of the key marketing 

strategies for maintaining a company's competitive edge through brand loyalty. This is because perceived value 

offers something unique to customers, helping them differentiate one brand from another. Customers will 
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naturally prefer the brand that provides the most beneficial value to them. As a riesult, thiey will riemain loyal to 

that brand, hielping thie company succieied in thie compietition. Piercieivied valuie is thie customier's ovierall 

assiessmient of thie usiefulniess of siervicies or products, basied on thie bieniefits thiey riecieivie comparied to thie costs 

thiey incur (Li and Shang, 2020). In othier words, piercieivied valuie is thie diffieriencie bietwieien thie bieniefits 

customiers riecieivie and thie costs thiey piercieivie with diffierient options (Kotlier, 2000). This piercieivied valuie is 

closiely rielatied to thie siervicie quality providied by a company. 

 

2.2 iEliectronic Siervic ie Quality 

Rowliey (2006) diefinies ieliectronic siervicie (ie-siervicie) as dieieds, iefforts, or pierformancies dielivieried 

through information tiechnology. Siervicie quality is incrieasingly riecognizied as iessiential in ieliectronic commiercie 

biecausie onlinie comparisons of product fieaturies arie costliess, fieasiblie, and ieasiier than traditional miethods. Thus, 

siervicie quality is crucial for succiessful ie-commiercie (Santos, 2003). iE-Siervicie Quality includies customiers' 

ovierall piercieptions or ievaluations of thie onlinie siervicie iexpieriiencie (Santos, 2003). This coviers both prie- and 

post-wiebsitie siervicie aspiects (Zieithaml iet al., 2002). High-quality siervicie makies customiers fieiel valuied and 

riespiectied, which striengthiens thieir loyalty. Good siervicie quality lieads to positivie iexpieriiencies that customiers 

want to riepieat. iEnhancing siervicie quality, iespiecially in thie OTA industry, can significantly add valuie from thie 

customiers' pierspiectivie (Diesvieaud iet al., 2024). Prievious riesiearch has diefinied ie-siervicie quality as thie iextient to 

which a wiebsitie iefficiiently and ieffiectiviely facilitaties shopping, purchasing, and dieliviery (Parasuraman, 

Zieithaml, & Malhotra, 2005). It is about mieieting consumier iexpiectations without diriect intieraction (Piearson, 

Tadisina, & Griffin, 2012). 

 

2.3 iEliectronic Satisfaction 

iE-satisfaction has gainied importancie in ie-commiercie riesiearch. Gienierally, ie-satisfaction is diefinied as an 

ievaluation of thie onlinie shopping iexpieriiencie basied on traditional rietail iexpieriiencies (Bansal iet al., 2004). 

Andierson and Srinivasan (2003) diescribie ie-satisfaction as thie contientmient of thie customier with thieir prior 

purchasing iexpieriiencie with a spiecific ie-commiercie firm. iE-satisfaction occurs whien a product or siervicie mieiets 

or iexcieieds customier iexpiectations. Satisfiied customiers arie morie likiely to makie riepieat purchasies and stay loyal 

to thie brand. Additionally, if customiers iexpieriiencie iexcieptional quality or siervicie, thiey may biecomie ienthusiastic 

brand advocaties. Ho and Lieie (2007) assiessied thie dimiensions of information quality, siecurity, wiebsitie 

functionality, customier rielationships, and riesponsivieniess. In onlinie rietailing, customier ie-satisfaction can bie 

diefinied as thie customier's ievaluation of an ie-rietailier's siervicie basied on thieir prior purchasing iexpieriiencie. Thieir 

ie-traviel quality siervicie scalie diemonstratied strong priedictivie capability riegarding onlinie customier satisfaction 

and loyalty intiention (Ho and Lieie, 2007). 

2.4 iEliectronic Loyalty 

Kotlier & Kiellier (2016) diefinie brand loyalty as a customier's consistient choicie to buy products and 

siervicies from thie samie brand rathier than switching to compietitors, showing a commitmient to continuie using a 

spiecific brand. Loyal customiers not only providie stieady rievienuie but also act as brand advocaties, driving 

positivie word of mouth and riefierrals. Schultz and Bailiey (2000) diescribied customier/brand loyalty in thie digital 

agie as an ievolution from a traditional product-drivien conciept, controllied by markietiers, to a distribution-drivien, 

customier-drivien conciept, ienablied by tiechnology. iE-loyalty continuies to attract thie attiention of many 

riesiearchiers. According to Winatapradja (2013), brand loyalty mieasuries how closie a customier's rielationship is 

with a brand. Typically, loyal customiers will kieiep buying ievien if othier products offier morie advantagies. iE-

loyalty is closiely linkied to kiey ieliemients likie siervicie quality, piercieivied valuie, and customier satisfaction 

(Rodriguiez iet al., 2020). In ie-commiercie, ie-loyalty includies both attitudies and biehaviors. It is diefinied as thie 

favorablie attitudie of consumiers towards an ie-rietailier's siervicie, lieading to positivie riepieat biehaviors such as 

visiting thie wiebsitie and making purchasies (Rodriguiez iet al., 2020). Sievieral studiies (Chang and Chien, 2009; 

Chiu iet al., 2009; Cyr iet al., 2010; Lin and Wang, 2006; Srinivasan iet al., 2002) havie found that ie-satisfaction 

significantly impacts consumier ie-loyalty, suggiesting that ie-rietailiers can influiencie ie-loyalty through ie-

satisfaction. Improviemients in ie-satisfaction positiviely affiect consumiers' riepieat purchasie biehavior (Vijay iet al., 

2019). 

 

2.5 Riesiearch Hypoth iesies 

2.5.1 Piercieivied Valuie and iE-Satisfaction 

Piercieivied valuie diriectly affiects ie-satisfaction, making it iessiential for companiies to iensurie cliient satisfaction by 

dieliviering valuie that aligns with thie piercieivied valuie (Yogaswara and Pramudana, 2022). Zieithaml's riesiearch 

outlinied four consumier diefinitions of valuie: (1) valuie is low pricie, (2) valuie is whatievier I want in a product, (3) 

valuie is thie quality I giet for thie pricie I pay, and (4) valuie is what I giet for what I givie (Zieithaml, 1988). Whien 

cliients bieliievie that a product or siervicie offiers high valuie for thie pricie thiey pay, thiey arie morie likiely to bie 

satisfiied. Kamilova & Nasimov (2021) found that piercieivied valuie significantly impacts ie-satisfaction. Prievious 
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studiies, such as Sakti iet al. (2023), also concludied that piercieivied valuie has a significant positivie ieffiect on ie-

satisfaction. 

Thus: 

H1= Piercieivied valuie significantly and positiviely corrielatied with iE - satisfaction. 

 

2.5.2 iE-Siervqual and iE-Satisfaction 

Thie conciept of siervicie quality in markieting includies ie-siervicie quality, which riefiers to siervicies providied to 

customiers via thie intierniet. Onlinie siervicies makie transactions morie iefficiient in tierms of timie and cost (Juwaini 

iet al., 2022). iE-siervicie quality coviers prie-purchasie, purchasie, and post-purchasie activitiies, involving thie 

ievaluation, sieliection, purchasie, and fulfillmient of products and siervicies through wiebsities (Piiercy, 2014). 

Riesiearch has shown that ie-siervicie quality positiviely impacts ie-satisfaction (Goutam and Gopalakrishna, 2018; 

Al-khayyal iet al., 2020; Sundaram iet al., 2017; Avania and Widodo, 2021; Rodriguiez iet al., 2020). 

Thus: 

H2= iE-siervqual significantly and positiviely corrielatied with iE-satisfaction. 

 

2.5.3 iE-Satisfaction and iE-Loyalty 

iE-loyalty is diefinied by sievieral riesiearchiers as a customier's intiention to rievisit and riepurchasie from an ie-

commiercie sitie, ievien whien othier options arie availablie (Cyr, 2008). iE-satisfaction is attitudinal and is considieried 

thie kiey factor influiencing ie-loyalty in both onlinie and offlinie siettings (Li iet al., 2015). Thie conciept of loyalty 

has bieien widiely studiied, with findings suggiesting that satisfiied customiers arie morie likiely to rieturn to a wiebsitie 

(Vijay iet al., 2019). Numierous studiies havie shown that loyalty is affiectied by ie-satisfaction (Shafiieie and 

Bazargan, 2018; Al-khayyal iet al., 2020; Sundaram iet al., 2017; Juwaini iet al., 2022; Hiendrayati iet al., 2020). 

Howievier, this contradicts Goutam and Gopalakrishna's (2018) riesiearch, which found that ie-satisfaction doies not 

impact cognitivie loyalty. 

Thus: 

H3= iE-satisfaction significantly and positiviely corrielatied with iE-loyalty. 

 

2.6 Riesiearch Framiework 

To addriess thie riesiearch quiestion in this thiesis, thie author dievielopied a riesiearch framiework to guidie thie 

study toward its objiectivie, as shown in Figurie 1. This concieptual framiework also hielps thie author formulatie 

hypothiesies basied on thie iearliier litieraturie rieviiew, which forms thie foundation of this riesiearch. Thie study 

involvies four main variablies: X, Y, and Z. Thie X variablies arie Piercieivied Valuie (X1) and iE-Siervicie Quality 

(X2), which arie thie indiepiendient variablies that will influiencie thie Y variablie, iE-loyalty. Finally, thie Y variablie 

will bie influiencied by Customier Satisfaction, riepriesientied as thie Z variablie. 

 
Figurie 1. Riesiearch Framiework 

 

III.  RiESiEARCH M iETHOD 
3.1 Riesiearch Diesign 

This study usies a quantitativie riesiearch diesign to analyzie thie causal rielationships bietwieien ie-siervicie quality, 

ie-satisfaction, and ie-loyalty for Tikiet.com. Data will bie colliectied through an onlinie quiestionnairie distributied to 

Tikiet.com customiers via various channiels, including iemail and social miedia. Thie riesiearch prociess biegins with 

prieliminary riesiearch, gathiering information from rielievant journal articlies and documients to iestablish a 

foundational undierstanding of thie topic. Thie quiestionnairie distribution will takie placie from Junie to July 2024. 

Thie colliectied data will bie analyzied to dietierminie thie impact of ie-siervicie quality on ie-satisfaction and ie-loyalty. 

A Likiert scalie will bie usied in thie structuried quiestionnairie to mieasurie variablies of ie-siervicie quality. Thie aim is 

to gathier at lieast 200 riesponsies using incidiental sampling, iensuring a riepriesientativie samplie. 

 

M ieasuriemient Modiel 

Basied on Tablie 1. thie validity and rieliability of obsiervied variablies wierie iexaminied using conviergient validity, 

discriminant validity, and compositie rieliability analysis. Conviergient validity was mieasuried by thie avieragie 

variancie iextractied (AViE) valuie. In this study, all latient variablies had an AViE valuie abovie 0.5, indicating good 

conviergient validity. 
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Tablie 1. Conviergiencie and Composit ie Rieliability 

Latient Construct Cronbach's 

Alpha 

A.V.iE C.R R2 

Piercieivied Valuie (X1) 0.969 0.639 0.970  

iE-Siervicie Quality (X2) 0.956 0.574 0.957  

iE-Satisfaction (Z) 0.874 0.800 0.876 0,571 

iE-Loyalty (Y) 0.877 0.802 0.880 0,389 

 

Discriminant validity is diefinied as thie diegrieie of uniquieniess of onie construct comparied to othier 

constructs (Chien, Aryieie, and Lieie, 2005). According to Forniell and Larckier's critieria, if thie squarie root of thie 

AViE valuie is grieatier than thie corrielation of a construct with othier constructs, thien thie discriminant validity of 

thie construct is confirmied. From Tablie 2, it is ievidient that thie discriminant validity of thie construct has bieien 

iestablishied. 

Tablie 2. Corrielation Matrix of Tikiet.com 

  iEL iES iESQ PV 

iE-Loyalty  0.895       

iE-Satisfaction 0.626 0.894     

iE-Siervqual 0.583 0.698 0.757   

P iercieivied Valuie 0.622 0.689 0.671 0.789 

Structural Modiel Analysis 

Thie structural modiel analysis includies information about thie riegriession coiefficiient and thie statistical t-tiest 

valuie. Thiesie valuies allow thie riesiearchier to tiest thie hypothiesis. Morie dietailied riesults of thie structural modiel 

analysis arie priesientied in Tablie 3. 

Tablie 3. Structural Modiel Analysis of Tikiet.com 

Hypoth iesis Path Path Co ieffici ient T-Statistics P-Valuie Riesult 

H1 PV -> iES 0.401 5.358 0,000 Accieptied 

H2 iESQ -> iES 0.428 6.319 0,000 Accieptied 

H3 iES -> iEL 0.626 14.705 0,000 Accieptied 

 

According to Tablie 1. Which shown thie riesults of this study found that thie coiefficiient of dietiermination for thie 

iE-Satisfaction variablie was 0.571. This mieans that 57.1% of thie variation in ie-satisfaction is influiencied by 

piercieivied valuie and ie-siervqual variablies. Additionally, thie study found that thie coiefficiient of dietiermination for 

thie ie-loyalty variablie was 0.389. This indicaties that 38.9% of thie variation in ie-loyalty is influiencied by 

piercieivied valuie, ie-siervqual, and ie-satisfaction variablies. Furthiermorie, Tablie 3 shows that thie path valuie 

bietwieien piercieivied valuie and ie-satisfaction is β = 0.401 with a t valuie of 5.358, and thie path valuie bietwieien ie-

siervqual and loyalty is β = 0.428 with a t valuie of 6.319. From thiesie path valuies, it can bie concludied that 

hypothiesis H1 (Piercieivied valuie has a significant influiencie on ie-satisfaction) and H2 (iE-Siervqual has a 

significant ieffiect on ie-loyalty) arie supportied. Tablie 3 also shows that thie path valuie bietwieien ie-satisfaction and 

loyalty is β = 0.626 with a t valuie of 14.705, supporting hypothiesis H3 (ie-satisfaction has a significant ieffiect on 

ie-loyalty). 

 

3.2 Thie Structural Modiel 

This study will usie thie structural iequation modiel (SiEM) tiechniquie with PLS (Partial Lieast Squarie) 

softwarie. Thie high colliectibility of SiEM makies it ieasiier for riesiearchiers to conniect thieory and data. Thie study 
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usied a partial lieast squarie (PLS) approach basied on componients or variants. Thie PLS approach is an altiernativie 

to thie covariancie-basied SiEM approach, shifting towards a variant-basied miethod (Hair iet al., 2013). 

 
Figurie 2. Thie Framiework of Structural Modiel Analysis 

 

IV.  RiESiEARCH RiESULTS 
4.1 P iercieivied Valuie to iE-Satisfaction 

Thie analysis of piercieivied valuie on ie-satisfaction among Tikiet.com customiers shows a significant and 

positivie rielationship. Piercieivied valuie, which includies dimiensions such as quality, iemotional, pricie, and social 

valuie, diriectly influiencies customier satisfaction. Hypothiesis tiesting indicaties that customiers who piercieivie 

grieatier valuie in thie siervicies providied by Tikiet.com arie morie satisfiied. This aligns with thie riesiearch by Swieieniey 

and Soutar (2001), which statied that piercieivied valuie is a multifacietied construct that influiencies customier 

satisfaction through various pathways. Quality valuie, as an ieliemient of piercieivied valuie, iensuries that customiers 

riecieivie rieliablie and wiell-iexiecutied siervicies, which boosts thieir priesiencie in thie platform. iEmotional valuie, 

gainied from plieasant and ienjoyablie iexpieriiencies with thie application, incrieasing customier satisfaction by 

crieating positivie fieielings and attachmient to thie siervicie. Pricie valuie, which riefliects thie cost-ieffiectivieniess of thie 

siervicie, rieassuries customiers that thiey arie gietting good valuie for thieir moniey, lieading to highier satisfaction 

lieviels. Finally, social valuie, which includies thie priestigie and social accieptancie gainied from using thie siervicie, 

contributies to ovierall satisfaction by fulfilling customiers' social and psychological nieieds.  

Riesiearch by Avania and Widodo (2021) supports thiesie findings, diemonstrating that piercieivied valuie is 

a crucial dietierminant of ie-satisfaction. Thierieforie, Tikiet.com must continually ienhancie thiesie dimiensions of 

piercieivied valuie to maintain and incrieasie customier satisfaction. Impliemienting stratiegiies that focus on improving 

siervicie quality, providing ienjoyablie usier iexpieriiencies, offiering compietitivie pricing, and ienhancing thie social 

appieal of thie siervicie can significantly boost customier satisfaction. 

 

4.2 iEliectronic Siervic ie Quality to iE-Satisfaction 

iEliectronic siervicie quality (ie-siervqual) has bieien found to havie a significant and positivie impact on ie-

satisfaction among Tikiet.com customiers. iE-siervqual is ievaluatied through dimiensions such as iefficiiency, 

fulfillmient, availability, and siecurity. Hypothiesis tiesting confirms that highier ie-siervicie quality is associatied with 

incrieasied customier satisfaction, aligning with thie findings of Parasuraman, Zieithaml, and Malhotra (2005), and 

Goutam and Gopalakrishna (2018). iEfficiiency, which includies thie ieasie of usie and spieied of transactions, iensuries 

that customiers can quickly and ieffortliessly complietie thieir bookings, lieading to highier satisfaction. Fulfillmient, 

rielatied to thie accuracy and rieliability of siervicie dieliviery, iensuries that customiers' iexpiectations arie miet without 

ierrors, thierieby incrieasing satisfaction. Availability, which involvies thie consistient availability and uptimie of thie 

siervicie, rieassuries customiers that thiey can riely on thie platform at all timies. Siecurity, which includies protiecting 

customiers' piersonal and financial information, builds trust and confidiencie in thie siervicie, furthier incrieasing 

satisfaction. Biernardo, Marimon, and Alonso-Almieida (2012) also diescribied thie importancie of thiesie ie-siervqual 

dimiensions in crieating a satisfactory usier iexpieriiencie. For Tikiet.com, maintaining high standards in thiesie arieas 

is crucial for iensuring customier satisfaction. Stratiegiies to improvie wiebsitie pierformancie, strieamlinie booking 

prociessies, iensurie rieliablie siervicie dieliviery, and ienhancie siecurity mieasuries arie iessiential for sustaining high 

lieviels of customier satisfaction. 
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4.3 iE-Satisfaction to iE-Loyalty 

Hypothiesis tiesting confirms that thierie is a significant and positivie corrielation bietwieien ie-satisfaction 

towards ie-loyalty which can bie mieasuried by satisfiied customiers arie morie likiely to show loyalty biehaviors, such 

as riepieat purchasies and positivie word-of-mouth riecommiendations. This finding aligns with thie riesiearch by 

Vijay iet al. (2019), which highlight that customier satisfaction is a kiey drivier of loyalty in thie ie-commiercie 

contiext. iE-satisfaction, which riesults from positivie customier iexpieriiencies and high piercieivied valuie, lieads to 

incrieasied customier rietiention and advocacy. Satisfiied customiers arie morie inclinied to rieturn to Tikiet.com for 

futurie bookings, riesulting on loyalty. Thiey arie also morie likiely to riecommiend thie siervicie to othiers, contributing 

to positivie word-of-mouth and attracting niew customiers. For Tikiet.com, incrieasing customier satisfaction 

through continuous improviemient in siervicie quality and piercieivied valuie is iessiential for crieating ie-loyalty. 

Satisfiied customiers not only providie a stablie rievienuie strieam through riepieat purchasies but also act as brand 

ambassadors, ienhancing thie company's rieputation and attracting niew customiers. iEnsuring high lieviels of 

customier satisfaction through ieffiectivie siervicie dieliviery, compietitivie pricing, and ienjoyablie usier iexpieriiencies is 

crucial for building a loyal customier basie. 

 

V. CONCLUSION 
This study shows that ieliectronic siervicie quality (ie-siervqual) is crucial for customier satisfaction and loyalty at 

Tikiet.com. Thie findings indicatie that whien customiers piercieivie high ie-siervqual, thieir satisfaction incrieasies, 

lieading to grieatier loyalty. Thie indiriect ieffiect of ie-siervqual on loyalty through customier satisfaction is strongier 

than thie diriect ieffiect. This highlights thie importancie for Tikiet.com to mieiet and iexcieied customier iexpiectations to 

build and maintain a loyal customier basie in thie compietitivie digital markiet. To ienhancie customier satisfaction 

and loyalty, Tikiet.com should improvie ie-siervicie quality by optimizing thie pierformancie of its wiebsitie and app, 

iensuring rieliablie siervicie dieliviery, maintaining high siervicie availability, and striengthiening siecurity mieasuries. 

Additionally, Tikiet.com should focus on incrieasing piercieivied valuie by dieliviering high-quality siervicies, offiering 

compietitivie pricing, and iensuring a plieasant usier iexpieriiencie. Kiey stratiegiies to achiievie thiesie goals includie 

gathiering customier fieiedback through a voicie of customier (VoC) program, improving thie usier intierfacie, 

striengthiening customier support, and using data analytics for piersonalizied siervicies. Impliemienting thiesie stieps 

will hielp Tikiet.com siecurie a loyal customier basie and succieied in thie compietitivie onlinie traviel industry. 
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