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ABSTRAK 

Meningkatnya persaingan di antara platform OTA mengharuskan perusahaan 

untuk memahami faktor-faktor yang memengaruhi loyalitas pelanggan. Penelitian 

sebelumnya telah mengkaji hubungan antara pengalaman pelanggan, promosi digital, 

kepuasan pelanggan, dan loyalitas pelanggan; namun, temuan empiris mengenai peran 

mediasi kepuasan pelanggan masih tidak konsisten, terutama dalam konteks layanan 

OTA di Indonesia. Penelitian ini bertujuan untuk menganalisis pengaruh pengalaman 

pelanggan dan promosi digital terhadap loyalitas pelanggan melalui kepuasan 

pelanggan di kalangan pengguna Traveloka di Surabaya Timur. Pendekatan kuantitatif 

digunakan dengan teknik sampling purposif dengan 150 responden yang pernah 

menggunakan aplikasi Traveloka. Data dikumpulkan melalui kuesioner dan dianalisis 

menggunakan PLS-SEM dengan SmartPLS 3. Hasil penelitian menunjukkan bahwa 

memiliki pengaruh positif dan signifikan terhadap kepuasan pelanggan dan loyalitas 

pelanggan. Kepuasan pelanggan juga memiliki pengaruh positif dan signifikan 

terhadap loyalitas pelanggan. Selain itu, kepuasan pelanggan secara signifikan 

berperan sebagai variabel perantara dalam hubungan antara pengalaman pelanggan 

dan loyalitas pelanggan, serta antara promosi digital dan loyalitas pelanggan. 

Penelitian ini memberikan kontribusi terhadap literatur loyalitas pelanggan dengan 

mengonfirmasi peran perantara kepuasan pelanggan dalam industri OTA serta 

memberikan bukti empiris dari pengguna Traveloka di Surabaya Timur. 

Kata Kunci: Pengalaman Pelanggan, Promosi Digital, Kepuasan Pelanggan, 

Loyalitas Pelanggan, Traveloka. 
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ABSTRACT 

The increasing competition among Online Travel Agent (OTA) platforms 

requires companies to understand factors that influence customer loyalty. Previous 

studies have examined the relationships between customer experience, digital 

promotion, customer satisfaction, and customer loyalty; however, empirical findings 

regarding the mediating role of customer satisfaction remain inconsistent, particularly 

in the context of OTA services in Indonesia. This study aims to analyze the effect of 

customer experience and digital promotion on customer loyalty through customer 

satisfaction among Traveloka users in East Surabaya. A quantitative approach was 

employed using purposive sampling involving 150 respondents who had used the 

Traveloka application. Data were collected through questionnaires and analyzed 

using Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 

3. The results indicate that customer experience and digital promotion have positive 

and significant effects on customer satisfaction and customer loyalty. Customer 

satisfaction also has a positive and significant effect on customer loyalty. 

Furthermore, customer satisfaction significantly mediates the relationship between 

customer experience and customer loyalty as well as between digital promotion and 

customer loyalty. This study contributes to the customer loyalty literature by 

confirming the mediating role of customer satisfaction in the OTA industry and 

providing empirical evidence from Traveloka users in East Surabaya. 

Keywords: Customer Experience, Digital Promotion, Customer Satisfaction, 

Customer Loyalty, Traveloka. 
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