TABLE OF CONTENTS

TITLE PAGE ...cuuoiiiinriiinninuisensaissansesssissssssssssssssssssssssssssssssssssssssssssssssssssssss i
PREFACE....uiiiiiiniininninensessuissanssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssasssas iv
ABSTRAK ucueiiinictisensnicsensseissicsssssssssissssssssssssssssssssstsssssssssssssssssssssssssssssssassssssss \4
ABSTRACT ..aucueieiiiieicsnicenssecssecsssssncssissssssesssssssssssssssssssssssssssssssssssssssssssassssssssss vi
TABLE OF CONTENTS vii
LIST OF TABLES X
LIST OF FIGURE xi
LIST OF APPENDIX xii
CHAPTER I INTRODUCTION ...uuivviirinsenssensanssasssessansssssssssssssssssssssssssssssssssssass 1
1.1 Overview of Research ObJects .........cccecuerieririiiniininiicniceeceecene 1

1.1.1 Company Profile..........ccceeviiiiiiiniieieiieeieeeeeece e 1

1.1.2 Vision and MISSION .....ccc.eevieiiiiniiiiiiniieeieesieeiee et 2

1.1.3 Traveloka Products ...........ccoeeieriieiiiniiiiiecieeeee e 3

1.2 Research Background ............coccooieiiiiiiiniiniininiiceccceeecee 3

1.3 Problem Formulation ............ccoceeiiiiiiiiiiniiiieeceeeeeeeeeeen 15

1.4 Research ObDJECHIVES......uuiiriiieiiieeiieeeiee ettt eeee e eaee e sree e 17

1.5 Benefits of ReSearch ...........cccoouiiiiiiiiiiiiiiieieeeeeeee e 17

1.5.1 Theoretical ASPECLS ......cccueriirierierienieieeieeee e 17

1.5.2 Practical ASPECES......ccccvieeriiieeiiieeiieeeieeeiteeeieeesreeesree e 17

1.6 Systematization of Final Project Research ...........cccccoeovvvviviiniiennnnnn. 18
CHAPTER II LITERATURE REVIEW 19
2.1 Theories Related to Research ..........ccocevieveiiiiniineniicnicnccecee, 19

2.1.1 Theory of Planned Behavior (TPB)........ccccceeeviiieiieiiieeieen, 19

2.1.2 Electronic Word of Mouth (E-WOM) .......cccevviiiiiieniiieieen, 20

2.1.3 Online COMMUNILIES. ....cerverrerrieierrenieeieetenieeie et eiee e 22

2.1.4 Online AdVertiSINg.........ccceeueeeuierieriiienieeieeseeeieesiee e eeeees 24

2.1.5 Purchase INtention ..........ccecoeeriieniiiiiiinieeeee e 26

2.1.6 Brand 1oyalty .......cccoeveeiiieiiieeieeeeeeeeee e 29

2.2 Previous Research.........cccooeviiiiiiiniiiiiiciccccccceeeeee e 32

vil



2.3 TheoretiCal FrameWOTK ....... ... eeeeeeens 38

2.4 Research Hypothesis.......c.coovueeviieniieiiieniecieeeieceese e 39
CHAPTER III RESEARCH METHODS 42
3.1 Type of ReSEArch .......ccceeveiiieeiiieeieeceeee e 42
3.2 Operational Variables ...........cccveiiiriieiieniieieeie et 43
3.3 Measurement SCale.........coeeuerieriiiinienieie e 49
3.4 Research Stages ......ccceeeeveriirieniiiieeieseee ettt 49
3.5 Population and Sample .........cccoeiiiiiiiiiiiiiee e 51
3.5.1 POPUIAtiON.....ioiiiiiiiiieciieieecie ettt 51
3.5.2 SAMPIC .nviiiiieiiicieeeeee e e 51

3.6 Data Collection and Data SOUICES .........ccccueeriierieeiiiiniieiierie e 52
3.6.1 Data ColleCtion........cccveeriiieciieeciie et 52
3.6.2 DAt SOUICES .....eevuiiiniieiiieiieeite ettt 53

3.7 Validity and Reliability Test.......ccccceeeviieriieiniiieeieeceeeeee e 54
3.7.1 Validity TeSt..cccueeeiieiieiiieiieee ettt 54
3.7.2 Reliability TeSt.....c.cevuiiiiieiieiieeieeee e 54

3.8 Data Analysis TEChNIQUE........ccceevuiiieiiiieeiieeeiecceeeee e 54
3.8.1 Partial Least Square (PLS) Data Analysis Technique .............. 55
3.8.2 Hypothesis TeSt......cevuieriiiiiiiiieiieeie ettt 58
BAB IV RESULTS AND DISCUSSION 60
4.1 Respondent CharacteriStiCS......cuveruererieeeriieeiieeerieeeireesieeesreeeneneens 60
A1 BY AZC oo 60
4.1.2 BY OCCUPALION ..ottt ettt 61
4.1.3 By Monthly INCOMES ........ccceeriiiiiiiiiiiieeiieeeeee e 62
4.1.4 By Social Media USSage........ccccveevvieerireeiieeeiieeeieeeevieesnee s 62
4.1.4 By Social Media Usage Frequency ........cccceeeeveeeciveencieeenneennns 63
4.1.5 By Frequency of Viewing Travel Reviews on Social Media....64
4.1.6 By Frequency of Traveloka Usage .........cccceveveviiienieeieennennen. 65
4.1.7 By Most Frequently Used Traveloka Services...........cceeeuvene. 66
4.1.8 By Recency of Traveloka Transactions ..........cccceecvveeeeveeerneennns 67

4.2 Research ReSUltS......cccooiriiiiiiiiinieiiiieeeeeeteee e 68

viii



4.2.1 Measurement Model........oooooiiiiiiiiiiii 68

4.2.2 Structural Model........coccooiiiiiiiiiiiinieecceeeee e 74

4.3 Discussion of Research Results ..........cccceeiiiniiiiiiniiiiiiniiieee, 78

BAB V CONCLUSIONS AND SUGGESTIONS......ccovvinvnninsnrssensanssassessansnnes 83
5.1 CONCIUSIONS. ...ttt et st 83

5.2 IMPHCALIONS ..ooovviieiiieiieeiieiieeieeite ettt ettt e saeeteesaeebeeseaeebeesaae e 83

5.2.1 Practical Implications ..........cccueeevuvieeiieeeiieeeie e 84

5.2.2 Theoretical Implications...........ccccveeeviieeeiieeeiieeeie e 84

5.3 SUZEESHIONS....cuiieiiieiieeiieeieeeie et eiee e ereesee e e e sreebeeeeaeens 85
LITERATURE LIST 87
APPENDIX .cuciiiiiuinnenninsnissaissesssnsssnsssssssssssssssssssssssssssssssassssssssssssssssssssssssssssssssssss 92

X



