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ABSTRACT  

Objectives: this study aims to explore the role of customer satisfaction as a mediator for the influence of customer 

engagement and e-ticketing on operational performance.  

Methodology: This study uses a causal design with a survey method conducted by distributing Likert scale 

questionnaires: customer engagement, e-ticketing, customer satisfaction, and operational performance to 170 

service users (ship passengers) at Merak Port. Data analysis using structural equation modeling based on partial 

least squares (SEM-PLS) supported by descriptive and correlational analysis.  

Findings: The results showed that customer engagement, e-ticketing, and customer satisfaction have a significant 

effect on port operational performance; customer engagement and e-ticketing have a significant effect on ship 

passenger customer satisfaction, and customer satisfaction mediates the effect of customer engagement and e-

ticketing on port operational performance.  

Conclusion: The model's novelty of the effect of customer engagement and e-ticketing on port operational 

performance with customer satisfaction mediation. This model deserves critical and in-depth discussion before 

being adopted or adapted by researchers and practitioners in the future. 
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INTRODUCTION 

Operational performance is vital to an organization's survival, competitiveness, and growth. 

Therefore, studying organizational operational performance is crucial, including port 

operational performance, especially when operational performance is inadequate or has not 

reached the set target. For example, the operational performance of the Merak Port, managed 

by PT ASDP Indonesia Ferry (Persero), helped achieve the company's net profit of 92% of the 

target. However, this achievement has not reached the optimal 100%. Under these conditions, 

the organization's (company's) operational performance deserves to be questioned and studied 

scientifically, especially from the perspective of customer engagement, e-ticketing, and 
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customer satisfaction. Studies by Binsaeed et al. (2023) show that organizational performance 

can be influenced by customer engagement, which is the emotional connection and involvement 

of customers with a brand, product, or service that is characterized by attention, enthusiasm, 

interaction, identification, and alignment. Other research results prove that e-ticketing 

contributes to organizational performance (Macharia & Oluoch, 2020). E-ticketing is an 

electronic document of online sales as proof of confirmation, delivery, or reservation of an 

activity. In addition, the results of research by Zakari and Ibrahim (2021) and Ying et al. (2021) 

show that customer satisfaction positively impacts organizational performance. Customer 

satisfaction is a psychological condition that reflects the extent to which the company's products 

or services meet or exceed customer expectations, indicating the fulfillment of expectations, 

the absence of subjective uncertainty, and excellent performance results. Additionlly, other 

empirical evidence indicates that customer satisfaction is influenced by customer engagement 

(Tuti & Sulistia, 2022) and e-ticketing (Mandalia & Khairunnisa, 2023). Some of this empirical 

evidence indicates that customer satisfaction can mediate customer engagement and e-ticketing 

on organizational operational performance. In fact, in the context of human resources, studies 

by Arifin (2024) and Wardiansyah et al. (2024) show that engagement affects performance with 

satisfaction mediation. However, research that specifically investigates the effect of e-ticketing 

on organizational operational performance through customer satisfaction is still challenging to 

find. This opens up opportunities for new research. Based on this urgency, this study aims to 

explore the effect of customer engagement and e-ticketing on operational performance through 

the mediation mechanism of customer satisfaction. 

 

LITERATURE REVIEW 

Customer Engagement and Operational Performance 

Operational performance is related to the effectiveness of each resource used by the company, 

such as capital, raw materials, technology, and others. This relates to the extent to which the 

use is maximized to achieve profit or its vision and mission (Fauzi & Indrawan, 2023). In a 

green business context, green operation management for green operational performance 

elevates green business and products (Nusraningrum, et al., 2024). Operational performance is 

related to the quality of activities linked to the flow and movement of goods, from raw materials 

to finished goods, to the hands of end consumers (Romadoni, 2022). Solikin et al. (2024) 

identified organizational performance measurements, including through indicators: service 

quality, flexibility, resource utilization, and innovation. In organizational operations, customer 

engagement can influence these indicators, among others. The results of recent studies 

conducted by Binsaeed et al. (2023) and Elvera and Meco (2024) show that customer 

engagement significantly affects organizational operational performance. Customer 

engagement refers to customers' psychological and behavioral commitment to a business 

organization. It involves active participation, attachment, and connection of customers with the 

company's products, services, and brands. Engaged customers interact with the company, 

provide feedback, share information, and demonstrate loyalty (Binsaeed et al., 2023). Customer 

engagement includes activities such as providing feedback, participating in loyalty programs, 

sharing experiences on social media, and actively seeking out the brand's products or services 

(Fauziyah et al., 2023). Customer engagement can be measured through indicators: attention, 

enthusiasm, interaction, identification, and absorption (So et al., 2014). When in solid 

condition, these indicators can stimulate the organization's operational performance. Thus, the 

first hypothesis (H1) can be formulated as follows:  
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H1: Customer engagement directly affects operational performance. 

 

E-ticketing and Operational Performance 

Empirically, e-ticketing also affects operational performance. Studies conducted by Kushner 

(2020), Tripathi et al. (2022), Chiu et al. (2022), and Li et al. (2022) in several countries and 

various industrial groups show that e-ticketing has a significant effect on operational 

performance. Nusraningrum et al. (2021) also indicated that process management, like e-

ticketing, impacts operational performance. In reality, internet technology has brought many 

benefits to society in various areas of life, including e-tickets that can be purchased online 

(Rakhmah & Nisa, 2023). E-ticketing provides many benefits that can be used as measurement 

indicators, including time-saving, operation, integration, cloud database, and real-time data 

(Thu et al., 2019; Elliott, 2020; Sturgill et al., 2019; Fuller et al., 2019; Sharma & Singh, 2021).  

If realized optimally by the organization, these metrics may promote improved operational 

performance. Thus, the second hypothesis can be promoted as follows:  

H2: E-ticketing directly affects operational performance. 

 

Customer Satisfaction and Operational Performance 

Organizational operational performance can also be influenced by customer satisfaction. The 

results of research conducted by Zakari and Ibrahim (2021), Ying et al (2021), and Cheng 

(2024) prove that customer satisfaction is a significant predictor of organizational operational 

performance. Conceptually, customer satisfaction is an emotional response to evaluating the 

pleasure of consuming a good or service (Daengs & Istanti, 2022). In addition, consumer 

satisfaction is defined as a person's reaction to using a product or service, such as feelings of 

satisfaction or dissatisfaction (Indrasari, 2019). Customer satisfaction is a key driver of business 

success in any industry. By prioritizing customer satisfaction and continually striving to meet 

customer expectations, companies can build strong relationships, foster loyalty, and ultimately 

improve their organizational performance (Harzaviona & Syah, 2020). According to Kotler and 

Keller (2020), three aspects shape customer satisfaction, namely conformity to expectations, 

interest in revisiting, and willingness to recommend. Customer satisfaction is the key to 

retaining customers, supported by several indicators, such as expectations, subjective 

disconfirmation, and performance outcomes (Oliver, 2019). When the organization can realize 

these indicators optimally and consistently, it can trigger an increase in the organization's 

operational performance. Therefore, the third hypothesis proposes the following:  

H3: Customer satisfaction directly affects operational performance. 

 

Customer Engagement and Customer Satisfaction 

Empirically, customer satisfaction not only affects the organization's operational performance 

but is also influenced by customer engagement. The results of the latest research from Kwee 

(2024) prove that customer engagement positively and significantly affects customer 

satisfaction. Other studies also reveal the positive contribution of customer engagement to 

customer satisfaction (Sharma & Singh, 2021), (Thakur, 2019), (Tuti & Sulistia, 2022). This 

means that customer engagement is a good predictor of customer satisfaction, so if the capacity 

of customer engagement is increased, it will positively impact customer satisfaction. Thus, the 

fourth hypothesis promotes as follows:  

H4: Customer engagement directly affects customer satisfaction. 
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E-ticketing and Customer Satisfaction 

Customer satisfaction is also influenced by e-ticketing. The results of research by Wicaksono 

et al. (2022) and Noerlina & Meiryani (2023) show that e-ticketing is positively correlated with 

customer satisfaction. Studies by Banu (2019) and Ferdous et al. (2021) also prove that e-

ticketing positively contributes to customer satisfaction. This indicates that e-ticketing is an 

antecedent to customer satisfaction, so if e-ticketing can be adequately realized, it can have 

implications for increasing customer satisfaction. Thus, the fifth hypothesis is formulated as 

follows:  

H5: E-ticketing has a direct effect on customer satisfaction. 

 

Mediation of Customer Satisfaction 

Several previous studies above indicate the role of customer satisfaction as a mediator for the 

causal relationship between customer engagement and e-ticketing with organizational 

operational performance. The results of research by Abadi (2024), Arifin (2024), and 

Wardiansyah et al. (2024) also show an important part  of satisfaction in mediating the influence 

of engagement on performance. However, research on the influence of e-ticketing on 

organizational operational performance through customer satisfaction is still challenging to 

find, so it is urgent to investigate scientifically. With this consideration, it can be hypothesized: 

H6: Customer engagement indirectly affects operational performance through customer 

satisfaction. 

H7: E-ticketing indirectly affects operational performance through customer satisfaction. 

 

METHOD  

Research Design  

This study uses a causal design with a survey method. This method focuses on research on large 

and small populations, using carefully selected samples to determine relative events, 

distributions, and correlations between variables (Kerlinger, in Widodo, 2021)). In this study, 

these variables include customer engagement and e-ticketing as exogenous variables, customer 

satisfaction as a mediator variable and also endogenous variable 1, and operational performance 

as endogenous variable 2. 

Measurement  

The questionnaire used to quantify the study's variables was a Likert scale with five possible 

responses, ranging from strongly disagree (score 1) to strongly agree (score 5). The 

questionnaire was designed in Google Form format and shared via Whatsapp group networks 

and email. The questionnaire for each variable was developed based on theoretical indicators 

from experts. For customer engagement variables, the indicators include attention, enthusiasm, 

interaction, identification, and absorption (So et al., 2014). E-ticketing involves time savings, 

simplifying operations, technology integration, valuable databases, and real-time data (Elliott, 

2020; Sturgill et al., 2019; Fuller et al., 2019). Customer satisfaction: Expectations are met, 

there is no subjective uncertainty, and excellent performance results (Oliver, 2019). Operational 

performance includes service quality, flexibility, resource utilization, and innovation (Solikin 

et al., 2024). Before being used for research, the questionnaire statement items were first tested 
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for validity and reliability using 30 samples. The results of the validity test of the customer 

engagement questionnaire are 10 valid items with a correlation coefficient range of 0.503-809. 

Likewise, for e-ticketing, 10 items are valid with a correlation coefficient range of 0.503-809. 

For customer satisfaction, six items are valid with a correlation coefficient range of 0.645-823, 

then for operational performance, 11 items are valid with a correlation coefficient range of 

0.406-790. All valid items have a correlation coefficient> r table for n = 30 (0.361). Meanwhile, 

the reliability test results of the customer engagement, e-ticketing, customer satisfaction, and 

operational performance questionnaires each have Alpha coefficient values of 0.870, 0.834, 

0.829, and 0.827. All Alpha coefficients are > 0.7, so they are reliable (Widodo, 2021). Thus, 

all questionnaires as research instruments are valid and reliable, so they are suitable for use in 

collecting research data. 

Participants  

The population of this study were users of ferry services (ship passengers) who used the services 

of Merak Port, Banten Province. Because the number of passengers is challenging to know and 

constantly changes daily, this study used convenience sampling techniques to determine the 

sample. Convenience sampling is a method of collecting data from members of the population 

who are willing to be research data sources (Sekaran, 2019). With these conditions, the research 

sample (participants) was determined based on the formulation of Hair et al. (2021) that a good 

sample for research using structural equation modeling analysis based on Partial Least Square 

(SEM-PLS) is 5 to 10 times the number of indicators for all research variables. Therefore, the 

number of indicators in this study is 17, and the number of possible samples is 85-170. With 

this reference, the sample for this study was set at 170 people (10x17). The majority of them 

(59%) are male, aged ≤ 25 years (52%), have a high school education/equivalent (49%), are 

married (58%), are students (44%), and have the following occupations: employees (27%), civil 

servants (14%), and professionals (8%). 

Data Analysis  

The research data analysis used descriptive and correlational statistics and SEM-PLS analysis 

to test the hypothesis and research model. Descriptive and correlational analysis used SPSS 

version 26 software, while SEM-PLS analysis used SmartPLS 4.0. 

RESULTS AND DISCUSSION 

Results  

As presented in Table 1, the mean values from the highest to the lowest are operational 

performance (46.5240), E-ticketing (44.459), customer engagement (36.759), and customer 

satisfaction (24.488). While for the standard deviation (SD), customer engagement (9.863), 

operational performance (7.228), e-ticketing (6.122), and customer satisfaction (4.964). The 

mean value is generally greater than the SD value. This empirical fact shows the appropriate 

data representation (Widodo et al., 2024). In addition, the results of the correlation coefficients 

between variables from the largest to the smallest, respectively, are customer satisfaction with 

operational performance (0.758), e-ticketing with operational performance (0.743), e-ticketing 

with customer satisfaction (0.598), customer engagement with customer satisfaction (0.454), 

and customer engagement with operational performance (0.449). These results show a 

significant reciprocal relationship at p <.01. However, all correlation coefficient values <0.9 

indicate no multicollinearity symptoms in this study (Sulistiasih & Widodo, 2025). 
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Tabel 1. Descriptive and correlational analysis results 

Variabel Mean SD 1 2 3 4 

Customer engagement (X1) 36.759 9.863 1.00    

E-ticketing (X2) 44.459 6.122 0.240** 1.00   

Customer satisfaction (Y1) 24.488 4.964 0.454** 0.598** 1.00  

Operational performance 

(Y2) 
46.524 7.228 0.449** 0.743** 0.758** 1.00 

** Significant at p = 0.01. 
 

As manifest and latent variables, indicators' validity and reliability are assessed using the outer 

model measurement test. The software SmartPLS version 4 was used to conduct the outer model 

test. Based on the association between the indicator and concept scores, the measuring model 

with reflecting indicators is evaluated for convergent validity. Generally speaking, the loading 

factor value should be larger than 0.7 for confirmatory research, between 0.6 and 0.7 for 

explanatory research, and the Average Variance Extracted (AVE) value should be greater than 

0.5 (Hair et al., 2021). Overall, the loading factor value for each indicator for all variables 

(customer engagement, e-ticketing, customer satisfaction, and operational performance) meets 

the convergent validity requirements because it is greater than 0.7 with a range of 0.709-0.953. 

Meanwhile, the AVE value for all variables is> 0.5, with a range of 0.721-0.897. Convergent 

validity is demonstrated to be met by all latent variables in the estimated model. 
 

Based on empirical criteria, Table 2 displays the findings of discriminant validity, which 

assesses how much a construct (variable) differs from other constructs. The correlation values 

obtained indicate the indicator's correlation value with its construct is higher than its correlation 

value with other constructs, indicating good discriminant validity. 

 
 

Tabel 2. Cross loadings results  

Indicators  

Customer 

Engagement 

(X1) 

E-

ticketing 

(X2) 

Customer 

Satisfaction 

(Y1) 

Operational 

Performance 

(Y2) 

X1.1 0.819 0.163 0.394 0.360 

X1.2 0.886 0.215 0.472 0.429 

X1.3 0.879 0.205 0.344 0.342 

X1.4 0.908 0.126 0.369 0.368 

X1.5 0.742 0.352 0.345 0.434 

X2.1 0.172 0.833 0.518 0.601 

X2.2 0.191 0.896 0.618 0.669 

X2.3 0.211 0.900 0.509 0.643 

X2.4 0.254 0.831 0.442 0.614 

X2.5 0.265 0.846 0.489 0.671 

Y1.1 0.444 0.569 0.940 0.722 

Y1.2 0.420 0.590 0.953 0.722 

Y1.3 0.440 0.549 0.948 0.714 

Y2.1 0.472 0.652 0.749 0.935 

Y2.2 0.251 0.497 0.369 0.709 

Y2.3 0.365 0.712 0.631 0.891 

Y2.4 0.472 0.706 0.809 0.932 
 

 

Furthermore, if the square root of AVE (Fornell-Lacker) is higher than the correlation value of 

the latent variable with every other latent variable, discriminant validity can be accepted (Hair 

et al., 2021). Table 3 displays the shading impact for each latent variable's correlation value that 
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was generated during the measurement model test. At the variable level, discriminant validity 

is assessed using the Fornell-Lacker criterion method. The results show the root of AVE 

customer Engagement = 0.849. e-ticketing = 0.862. customer satisfaction = 0.947. and 

operational performance = 0.872. Each root of AVE is higher than the correlation of other 

variables, so the discriminant validity evaluation based on the Fornell-Lacker criterion can be 

accepted. 

 

Tabel 3. Fornell-Lacker values for discriminant validity 

Variabel  
Customer 

Engagement  
E-ticketing  

Customer 

Satisfaction  

Operational 

Performance  

Customer Engagement  0.849    

E-ticketing  0.253 0.862   

Customer Satisfaction  0.459 0.601 0.947  

Operational performance  0.460 0.743 0.760 0.872 
 

 

Reliability testing was conducted using the Cronbach's Alpha (CA) and Composite Reliability 

(CR) formulae. The general guideline for evaluating concept reliability in confirmatory 

research is > 0.7 (Ghozali & Latan, 2019). The CA and CR results for all variables are presented 

in Table 5. The CA and CR values of all latent variables are > 0.70. Consequently, all of the 

manifest variables (indicators) used to measure the latent variables in the estimated model are 

trustworthy. 

 

Tabel 4. Reliability testing results 

Variables CA  CR (rho_a) 
CR 

(rho_c) 
Cutt-off Keterangan 

Customer Engagement (X1) 0.902 0.907 0.928 

0.700  

Reliabel 

E-ticketing (X2) 0.913 0.916 0.935 Reliabel 

Customer Satisfaction (Y1) 0.942 0.943 0.963 Reliabel 

Operational performance (Y2) 0.892 0.927 0.926 Reliabel 

 

The R-squared value (R2) of each endogenous variable (construct) can be used to determine 

the predictive capacity of the structural model (Ghozali & Latan, 2019). The R2 value for 

customer satisfaction (Y1) is 0.462. This finding shows that 46.2% of customer satisfaction is 

influenced or determined by customer engagement and e-ticketing, while the rest (53.8%) is 

influenced/determined by other variables/factors that were not observed/studied in this study. 

The R2 value for operational performance (Y2) is 0.724. This finding explains that 72.4% of 

operational performance is influenced/determined by customer engagement, e-ticketing, and 

customer satisfaction, while the rest (27.6%) is influenced/determined by other 

factors/variables that were not observed/studied in this study.  
 

Three test models were used to evaluate the fit model in this investigation. Specifically, chi-

square and SRMR (standardized root mean square residual) and the NFI, or normal fit index. 

The NFI value criteria range from 0 - 1. If it is close to 1, it fits. Then, the Chi-square value is 

more than 0.9 (Chi2 > 0.9) and SRMR ≤ 0.1 (Hair et al., 2021). The results of Chi-square, 

SRMR, and NFI are presented in Table 6. The study's results indicate that the model in this 

study is a good fit because the SRMR value (0.071) < 0.1. Chi-square (477.721) > 0.9, and NFI 

(0.828) is close to 1. 
 

The study's results also found a customer satisfaction equation model: Y1 = 0.328X1 + 0.518X2 

+ ζ1. This model shows that customer engagement (X1) and e-ticketing (X2) have a positive 
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effect on customer satisfaction (Y1), with a path coefficient value of 0.328 for customer 

engagement and 0.518 for e-ticketing. It means that improving customer engagement and e-

ticketing can increase customer satisfaction. While the operational performance model: Y2 = 

0.154X1 + 0.454X2 +0.416Y1 + ζ1. This model shows that customer engagement (X1), e-

ticketing (X2), and customer satisfaction (Y1) have a positive effect on operational performance 

(Y2), with a path coefficient value = 0.154 for customer engagement, 0.454 for e-ticketing, and 

0.416 for customer satisfaction. It indicates that improving customer engagement, e-ticketing, 

and customer satisfaction can improve operational performance. 
 

The hypothesis test results, including the path coefficient and t-statistic values , are visualized 

in Figure 1 and summarized in Table 5. All hypotheses, from H1 to H7, are proven (significant) 

with the calculated t value > t table at α = 0.01. In detail, customer engagement, e-ticketing, and 

customer satisfaction positively and significantly affect operational performance with path 

coefficients of 0.154, 0.454, and 0.416. Then, customer engagement and e-ticketing positively 

and significantly affect customer satisfaction, with path coefficients of 0.328 and 0.518. In 

addition, customer satisfaction mediates the effect of customer engagement and e-ticketing on 

operational performance, with path coefficients of 0.137 and 0.215. All path coefficients are 

positive. It shows that improving customer engagement and e-ticketing can enhance customer 

satisfaction and operational performance. E-ticketing has a more decisive influence on 

operational performance than others. E-ticketing also contributes more to customer satisfaction, 

so its indirect influence on operational performance through customer satisfaction is also 

stronger. As a consequence, e-ticketing needs to be given more attention than others. 

 
 

Figure 1. Path coefficient and t-statistic values 
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Tabel 5. Hypothesis testing results 

Hypothesis 
Path 

Coefficient  
T-statistics   p- values Decision  

H1: Customer Engagement  Operational performance  0.154** 2.511 0.012 Significant 

H2: E-ticketing  Operational performance        0.454** 5.933 0.000 Significant 

H3: Customer Satisfaction   Operational performance  0.416** 5.346 0.000 Significant 

H4: Customer Engagement  Customer Satisfaction  0.328** 4.643 0.000 Significant 

H5: E-ticketing  Customer Satisfaction  0.518** 6.058 0.000 Significant 

H6: Customer Engagement  Customer Satisfaction  

       Operational performance  
0.137** 4.114 0.000 Significant 

H7: E-ticketing  Customer Satisfaction  

       Operational performance  
0.215** 3.550 0.000 Significant 

** Significant at p = 0.01 
 

Discussion 
 

The results of this study indicate that customer engagement has a positive and significant effect 

on the operational performance. This means that customer engagement is an important predictor 

of operational performance. This finding is inseparable from the existence of customer 

engagement as an emotional relationship and customer involvement with a brand, product, or 

service that is reflected in attention, enthusiasm, interaction, identification, and absorption (So 

et al., 2014). When customer engagement between employees and port management is solid 

and sustainable, it can stimulate an increase in port operational performance as the quality of 

implementation of activities related to moving goods or people to their destination through 

selection activities, design, renewal, operation and supervision, which is manifested in service 

quality, flexibility, resource utilization, and service innovation (Solikin et al., 2024). This 

conclusion supports and is consistent with the findings of earlier research by Binsaeed et al. 

(2023), which prove that customer engagement has a positive and significant effect on 

operational performance. 
 

The results of this study also indicate that e-ticketing has a positive and significant effect on the 

operational performance. This means that e-ticketing is a crucial antecedent to the operational 

performance. This empirical fact is related to the vitality of E-ticketing as an electronic online 

sales document that represents proof of confirmation, delivery, or reservation of an activity. In 

practice, e-ticketing can save time and simplify operations, technology integration, valuable 

databases, and real-time data (Elliott, 2020; Sturgill et al., 2019); Fuller et al., 2019). When all 

these aspects can be realized by the business unit properly, it can make a positive contribution 

to improving the operational performance of the port as the quality of implementation of 

activities related to the movement of goods or people to their destination through the activities 

of selection, design, renewal, operation, and supervision, which are manifested in service 

quality, flexibility, resource utilization, and service innovation (Solikin et al., 2024). This 

finding confirms previous research results that customer engagement positively and 

significantly affects operational performance (Macharia & Oluoch, 2020). 
 

In addition, the results of this study prove that customer satisfaction has a positive and 

significant effect on operational performance. This indicates that customer satisfaction is an 

essential determinant of operational performance. This empirical evidence cannot be separated 

from the existence of customer satisfaction as a psychological condition that reflects the extent 

to which a company's products or services meet or exceed customer expectations, which are 

manifested in aspects of fulfilled expectations, no subjective uncertainty, and excellent 
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performance results (Oliver, 2019). When ship passengers possess these aspects, it can 

stimulate an increase in port operational performance as the quality of implementation of 

activities related to the movement of goods or people to their destination through selection, 

design, renewal, operation, and supervision activities, which are manifested in service quality, 

flexibility, resource utilization, and service innovation (Solikin et al., 2024). These findings 

support previous studies by Zakari and Ibrahim (2021) and Ying et al. (2021) that claim 

customer satisfaction affects operational performance. 
 

This study also found that customer engagement positively and significantly affects passenger 

customer satisfaction. It means that customer engagement is an important predisposition for 

passenger customer satisfaction. This finding is inseparable from customer engagement as an 

emotional relationship and customer involvement with a brand, product, or service reflected in 

attention, enthusiasm, interaction, identification, and absorption (So et al., 2014). When 

customer engagement between employees and port management is solid and sustainable, it can 

stimulate an increase in customer satisfaction as a psychological condition that reflects the 

extent to which the company's products or services meet or exceed customer expectations, 

which are manifested in aspects of meeting expectations, no subjective uncertainty, and 

excellent performance results (Oliver, 2019). This observation supports and aligns with the 

findings of other studies carried out by Tuti and Sulistia (2022), it demonstrating the beneficial 

and substantial impact that customer engangement has on customer satisfaction. 
 

This study also reveals empirical facts that e-ticketing positively and significantly affects 

passenger customer satisfaction. It indicates that e-ticketing is an important contributor to 

passenger customer satisfaction. This empirical fact confirms the vital role of e-ticketing as an 

electronic online sales document that represents proof of confirmation, delivery, or reservation 

of activity, which in practice can save time, simplify operations, technology integration, 

valuable databases, and real-time data (Elliott, 2020; Fuller et al., 2019; Sturgill et al., 2019). 

So it is not surprising that when all these aspects can be realized by the business unit properly, 

it can then have a positive impact on increasing a psychological condition that reflects the extent 

to which the company's products or services meet or exceed customer expectations which are 

manifested in aspects of meeting expectations, no subjective uncertainty, and excellent 

performance results (Oliver, 2019). These findings align with and confirm previous studies 

which prove that e-ticketing has a positive and significant effect on customer satisfaction 

(Mandalia & Khairunnisa, 2023). 
 

In addition, the findings of this study also show that customer engagement has an indirect effect 

on the operational performance in terms of the mediation of customer satisfaction. These results 

indicate the crucial role of customer satisfaction in mediating the relationship between customer 

engagement and port operational performance. It shows that when customer engagement 

between passengers and port management is solid, it can increase passenger customer 

satisfaction and, in turn, positively impact port operational performance. This evidence is in 

line with previous studies that show that customer engagement affects operational performance 

with the mediation of customer satisfaction (Abadi, 2024; Arifin, 2024; Wardiansyah et al., 

2024).  
 

This study also show that e-ticketing indirectly affects the operational performance through 

customer satisfaction. These results indicate the mediating role of customer satisfaction in the 

context of the causal relationship between e-ticketing and port operational performance. It 

shows that when e-ticketing can be implemented properly by port management, it can increase 

passenger customer satisfaction and have implications for improving port operational 
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performance. This finding is consistent with previous studies that e-ticketing affects customer 

satisfaction (Mandalia & Khairunnisa, 2023), and customer satisfaction impacts operational 

performance (Ying et al., 2021; Zakari & Ibrahim, 2021). 
 

Finally, the results of this study found a new empirical model regarding the influence of 

customer engagement and e-ticketing on operational performance with the mediation of fit 

customer satisfaction. This model is a novelty of this study because no similar theoretical model 

has been found before. The model has practical implications for port management, particularly 

at Merak Port, in addition to offering theoretical contributions to management research under 

such circumstances. 

 

CONCLUSION 

Operational performance is vital for an organization, so this study explores the role of customer 

satisfaction in mediating the influence of customer engagement and e-ticketing on operational 

performance. According to the study's findings, customer engagement, e-ticketing, and 

customer satisfaction have a significant effect on operational performance, customer 

engagement and e-ticketing has a significant effect on customer satisfaction, and customer 

satisfaction mediates the influence of customer engagement and e-ticketing on operational 

performance. These findings are not only consistent and affirm previous studies that are used 

as the basis for building theoretical models and research hypotheses but also confirm the novelty 

of the model of the influence of customer engagement and e-ticketing on port operational 

performance with customer satisfaction mediation. 
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