The Elffict of Perceived Service Quality Dimensions on Customer Satisfaction, Trust and Loyalty of
Traveloka
FELICIA ALVERINA M, Bayu Sutikno, S.E., M.S.M., Ph.D.

Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

TABLE OF CONTENT
PAGE TITLE .. oottt sttt i
AUTHORIZATION ...ttt sttt st sn e i
STATEMENT OF AUTHENTICITY oot i
ACKNOWLEDGEMENTS ..ottt WY
TABLE OF CONTENT ..ottt e e e e nnneas \
LIST OF TABLES ..ottt viii
LIST OF FIGURES........o oottt sttt e e e e e e saae e e IX
LIST OF APPENDIXES........coiiiiiieiet ettt X
LIST OF SYMBOLS AND ABBREVIATIONS ... Xi
AN = S I ¥ 3 TS Xiii
INTISARI ..ottt sa et s et e e te st et ereareeens Xiv
CHAPTER L. INTRODUCTION .....oiiiiiiciie ettt 1
1.1, BaCKgrOUNG.......ccooiieecc ettt et reenne s 1
1.2, Problem StatemMeNtS........ccceiiiiieiieieeie et 6
1.3, ReSEarch QUESHIONS ......cccviiiiieiriiiie ettt srre e sbe e snre e sre e e 8
1.4, ReSeArCh ODJECHIVES ......ceiiiiiieieec e 8
1.5, Research ContribULION .........ccoiiiiiiiiiinieee e 9
1.6, RESEAICN SCOPE.....uiiiiiiiitieiteee ettt sttt et sneeae s 9
1.7.  SystematiC OF WIITING......cccoiiiiiiiieiciese e 10
CHAPTER Il. THEORETICAL FRAMEWORK ......ccocoiiiieiiiieince e 12
2.1.  Online Travel AgenCy BUSINESS ..........coeiiiiiiiiiinieeeee s 12
2.2, Service QUAlILY ........ocoveiieiecc e 15
2.3.  Customer SatiSTACTION. .........ccueiieiiie e 21
2.4, TTUSE. .t n s 22
2.5, CUSLOMEr LOYAILY ... 23
2.6.  Previous Empirical StUAIES.........cccvevueiieiieeiecie e 25
2.7.  Hypotheses FOrmulation............cocoooiieiiiiieiiieee s 30



The Elffict of Perceived Service Quality Dimensions on Customer Satisfaction, Trust and Loyalty of
Traveloka
FELICIA ALVERINA M, Bayu Sutikno, S.E., M.S.M., Ph.D.

Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

2.7.1. The Effect of Perceived Service Quality on Customer Satisfaction......... 30
2.7.2. The Effect of Customer Satisfaction t0 TruSt..........cccceverereieniiinniennn, 35
2.7.3. The Effect of Customer Satisfaction to Customer Loyalty....................... 36
2.7.4. The Effect of Trust to Customer Loyalty..........ccccoevviveiiieineniciecee, 37
2.7.5. The Effect of Word-of-Mouth to Retention Intention .............cccccevenee. 39
2.8.  ReESEArCh MOMEL.......coiiiiiiii s 40
CHAPTER I1l. RESEARCH METHODS .......coviiiiiiiii et 41
3.1, RESEAICH DESIGN ...ocviiiiieiieeie ettt et nnaenne s 41
3.2.  Data Collection Method ...........ccooviiiiiiiiiiiiec e 41
3.2.1. SOUICE OF DALA ....cuveiveeieeiieie ettt nee e nee e nneenae s 41
3.2.2. Population and SamPple ..o 42
3.3. RESEArCh INStIUMENT ........eiiieiiie e 43
3.3.1. Procedures for Instrument Development...........ccccoevvevvevriieiieese e 43
3.3.2. Operational DefinitioNS...........ccooviiiieiiiiie e 44
3.3.3. VaAlIAILY TESE ..ocvieeeieecie et ae s 45
3.3.4. RElIabIItY TESL...ccviiiie et 46
3.4.  Data Method ANalYSIS.......cccooiiiiiiiiii e 46
341 PHOLEESHING ..t 46
3.4.2. ReSearch Model TESt ......ccocueiieeeie e 49
3.4.3. Goodness Of Fit MOGEl ..o 49
3.4.4. HYPONESES TESTING......eiviveitiieiieieieeieeie ettt 51
CHAPTER IV. RESULTS AND DISCUSSION......ccccotiirieiaiienieese e 52
4.1.  Structural Model EVAlUALION.........ccooiiiiiiiiece e 52
4.1.1. Data NOMMAKLY .....ccoveieiieiicie et 52
4.1.2. OULHEIS DALA......ccveeieeieeiiieiiieie ettt ae s 53
4.1.3. SAMPIE SIZE....oceeeieieceeee et 54
4.2, Validity TESHING .....coiiiiieece et 54
4.3.  Reliability TESTING ....cccooviiiieie e 55
4.4. Descriptive Analysis of Respondent’s Characteristics...........cceevvrrivveneennnn. 56
4.4.1. Respondent Profile Based 0N Gender ...........ccocevvrininieienenenesescsieees 57

Vi



The Elffict of Perceived Service Quality Dimensions on Customer Satisfaction, Trust and Loyalty of
Traveloka
FELICIA ALVERINA M, Bayu Sutikno, S.E., M.S.M., Ph.D.

Universitas Gadjah Mada, 2019 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

4.4.2. Respondent Profile Based 0N AQE .....cooieiiiiieiinirieieese e 57
4.4.3. Respondent Profile Based on OCCUPALION .........cccecvveiieiiveieiieiecie e 58
4.4.4. Respondent Profile Based on Frequency Of USE ........ccccoovveieniiinnnnenns 59
4.4.5. Respondent Profile Based on Average of Internet Usage per Day........... 60
4.4.6. Respondent Profile Based on Travelling Expenditures.............cccccevvenneee 60
4.4.7. Respondent Profile Based on Media Used to Access Traveloka Site....... 61
4.4.8. Respondent Profile Based on Travelling PUrPOSES.........cccccvevveiiieiieennne. 62
4.4.9. Respondent Profile Based on Product Used ...........ccccoevveveiiieiieiieiiennnns 62
4.4.10.Respondent Profile Based in Feature USed............ccceevvevveveiieseciieiiennn 63

4.5.  DESCIIPLIVE DAL ......ccuveiiiiiieieiiesie s 64
4.6. Confirmatory Factor Analysis (CFA)......cciiiieieceeeece e 66
4.6.1. EX0genous Variable...........ccooiiiiiiiiii e 67
4.6.2. ENdogenous Variable............ccoooiiii e 69
4.6.3. FUIL CONSIIUCT ......eeiiieiie ittt 69

4.7.  HYPOtheSES TESTING ..ocvveiveeieeie ettt e et e e nre s 72
4.8.  DISCUSSIONS ....cueiiiertiitiesteesteeiesteeste e te s e e steeste b e teebe s st e sbeebeeseesbeebesneesseenneas 73
4.8.1. The Effect of Perceived Service Quality on Customer Satisfaction.......... 74
4.8.2. The Effect of Customer Satisfaction on TrusSt .........c.ccooceverereniiiienieniennnns 78
4.8.3. The Effect of Customer Satisfaction to Customer Loyalty.............c......... 79
4.8.4. The Effect of Trust on Customer Loyalty............cccccevvveiiiiieiieiicie e 80
4.8.5. The Effect of Word-of-Mouth on Retention Intention ..............cccccevvennene 81
CHAPTER V. CONCLUSION .....coiiiiieiiiiieisie et 83
T8 I O o o] [V o] o USROS 83
5.2 IMPICAIIONS ....cviiiiieie et nne s 84
5.3, LIMITALIONS. ...cuiiiiiiiiiie ettt re e 85
5.4, ReCOMMENUALIONS ....cuviviiriiieieiiesie ettt 85
BIBLIOGRAPHY ...ttt st enens 87
APPENDIIX L.ttt e e a e e e aeeean 91

vii



