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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui apakah harga, keamanan bertransaksi, dan 

iklan sembulan (pop-up ads.) di sosial media berpengaruh terhadap minat pembelian 

ulang tiket pesawat secara online di Traveloka.com. Responden yang diteliti disini adalah 

member group wisata Wuki Traveller Indonesia. Model analisis yang digunakan adalah 

analisa pair sample t-test, analisa regresi linear berganda, dan uji F. Adapun hasil 

penelitian menunjukkan bahwa harga, keamanan bertransaksi, dan iklan sembulan (pop-

up ads.) di sosial media dinyatakan memiliki pengaruh signifikan tergadap minat 

pembelian ulang tiket pesawat secara online di Traveloka.com. Selanjutnya ketika ke tiga 

variabel ini diuji secara serentak/bersamaan menggunakan uji F, maka hasil yang 

diperoleh menyatakan bahwa variabel harga, keamanan bertransaksi dan iklan sembulan 

(pop-up ads.) di sosial media secara simultan berpengaruh signifikan terhadap minat 

pembelian ulang tiket pesawat secara online di Traveloka.com. Namun, diantara ketiga 

variabel ini variabel iklan sembulan (pop-up ads.) di sosial media merupakan variabel 

yang memiliki hubungan paling kuat terhadap minat pembelian ulang di Traveloka.  

 

Kata Kunci: Harga, Keamanan Bertransaksi, Iklan Sembulan, Pop-up Ads., Sosial Media, 

Situs Online, Tiket Pesawat, Traveloka, Online Travel Agent, Minat Pembelian Ulang.
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THE IMPACT OF PRICE, CYBERSECURITY SYSTEM, AND POP-UP 

ADVERTISEMENT IN SOCIAL MEDIA TOWARD REPURCHASE INTENTION 

OF AIRLINE TICKET ONLINE THROUGH TRAVELOKA.COM 

Michelle Maria Tanamal  

 

 

ABSTRACT 

 
This study aims to determine the effect of price, cybersecurity system, and pop-up 

advertisement in social media towards customer repurchase intention of airline ticket on 

Traveloka.com. The respondents are member of Wuki Traveller group that has booked 

airline ticket from Traveloka.com. The analysis model used in this study is the analysis of 

pair sample t-test, multiple linear regression, and f-test. The results of this research using 

t-test for price variable, cybersecurity system variable, and pop-up ads. in social media 

variable has significantly influence towards customer repurchase intention on online 

travel agent Traveloka. These entire three variables are also tested simultaneously using 

F-test, the results obtained stating that the price, cybersecurity system and pop-up ads. in 

social media are concurrently significant on repurchase intention of airline ticket through 

Traveloka.com. But, as the result between these three variables, pop-up ads. in social 

media has the more strong relation toward repurchase intention of airline ticket in 

Traveloka compare to the other two variables.  

 

Keywords: Price, Cybersecurity System, Pop-up Ads., Social Media, Intention of 

Repurchase, Online Travel Agent.
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