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ABSTRACT

Impact of Electronic Word of Mouth on Purchase Intention and Brand Equity: An
Empirical Study of Online Hotel Booking

By
Michelle Sutrisno

Munawaroh,SE,MM Advisor

SWISS GERMAN UNIVERSITY

Electronic Word of Mouth (EWOM) is a communication between individual, which
each of the individual share their experience through the internet and it can be use to
assist them to make purchase decisions. The aim of this research is to gain deeper
understanding on purchasing a hotel room in online platform through customer’s
review and whether the equity of a brand is influence by customer’s review. This
study use survey by distributing questionnaire in order to gain the data. After the data
gathered is tested by using SPSS 22 for its reliability and validity, Cronbach’s alpha,
as well as factor analysis. Path diagram analysis is used to test the relationship
between each of the hypothesis. The results indicated that EWOM has a significant
relationship towards purchase intention and brand equity as well as brand equity
towards purchase intention. It is recommended for the hotel managers to maintain
high influenced indicator such as the quantity of EWOM and Image of the brand to
create high purchase intention and also pay attention with other factor to maintain its

quality.

Keywords: EWOM, Brand Equity, Perceived Quality, Brand Salience, Brand Image,

Purchase Intention, Online hotel Booking

Michelle Sutrisno



Impact of Electronic Word of Mouth on Purchase Intention and Brand Equity: An Empirical Study of
Online Hotel Booking 4 of 144

© Copyright 2015
by Michelle iS
All rights r

SWISS GERMAN UNIVERSITY

Michelle Sutrisno



Impact of Electronic Word of Mouth on Purchase Intention and Brand Equity: An Empirical Study of
Online Hotel Booking 5of 144

DEDICATION

I sincerely dedicate this work to my dearest family, relatives, and friends for their

sincere, abundant, and endless love, support not only throughout my journey

Michelle Sutrisno



Impact of Electronic Word of Mouth on Purchase Intention and Brand Equity: An Empirical Study of
Online Hotel Booking 6 of 144

ACKNOWLEDGEMENT

First of all I would like to express my gratitude to the Almighty God for without His graces
and blessings, this study would not have been possible. It is for only by His endless love, I am
able to complete this thesis on time. This thesis also can be finished due to support and help
by many people. Therefore, I would like to sincerely express my gratitude to the following

people:

1. My parents, my mother and my father, for their boundless love, care, trust, support,
and earnest prayer through my entire life. I would like to express my utmost gratitude
for giving their trust towards me and encouraging me to pursue my dreams.

2. My supervisor, Ms. Munawaroh, for her guidance so that I am able to dedicate my
time to complete this thesis. I would also like to thank Ms. Mumun, whose willing to
dedicate her time in helping me to achieve this valuable thesis on time.

3. My co-adviser, Mr. Linus Pasasa, in helping and giving me guidance and valuable
inputs, suggestions in order to complete this entire thesis. Withouth his hel, I would
not be able to complete this thesis. My english teacher, Ms. Jane Sweed in helping me
correcting my grammar and phrases. Thank you for your sincere kindness.

4. My lecturer, Mr.Vishnuvardhana and Ms. Sienly Veronica, for her guidance during
the thesis, valuable input, and recommendation to make this thesis better. Without
their help, I would not be able to complete this thesis. Thank you for your sincere
kindness.

5. To all of my friends and family, who have wished me good luck and supported me by
helping to distribute the questionnaires to their parents and relatives. Thank you for all
the help. I would like to express my gratefulness for their encouragement for giving

me strength to complete this thesis.

Michelle Sutrisno



Impact of Electronic Word of Mouth on Purchase Intention and Brand Equity: An Empirical Study of
Online Hotel Booking 7 of 144

TABLE OF CONTENT

STATEMENT BY THE AUTHOR.......ccciiiimississssssmsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssaes 2
4 0 2 1 2 O 3
0008 D 00 0 5
ACKNOWLEDGEMENT .....oiiiiimimsmsmssssmsmssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnssanssss 6
TABLE OF CONTENT ......ciiiiiimnamsmsmssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssses 7
LIST OF FIGURES ...t ssssssssssssssssssssss s s s ssssss s ssssssssssssssssssssssssssssassssssnes 10
LIST OF TABLES ..ottt sssssssssssssssssssssssss s s s s s s s s s 11
CHAPTER 1 - INTRODUCTION ....ocoiiiierimsmssmsssmssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssns 12
1.1 BACKGROUND ..uiuiueuinininsnininsnsnsnsnszsnssmniamr i seemsemumuss sasesss sssmansssssmansstasasasasmsmsasasasssasasmsssasasdanansnsnanas 12
111 BUAGEE HOTEL oottt ss s bbb 13
1.1.2 The Growth Of The INEEITET ... e riereeereereiseesseiseeeseessesseessessseesseesss s bbb sess s 15

1.1.3 ONline HOtel BOOKING.....cuiiuiiureeueiuseesseinseeseiste e sesesssesssesssessseesse s bbbt 16
1.1.4 Electronic Word 0f MOULN ..ottt snsse st ebsss st sesssss s sssess s 17

1.1.5 Positive and Negative Word of MOULH ...t ssesseesssessessseessseesssssssessssessssessssssans 19
O T €= 4 o 1= ol D1 =) =) 0 Lol <X TP 19

1.2  ReSearcCh Problem . ss st sns s s sns s s 20
1.3 ReSEarch ODjeCiVes. ..ot snsas s sn s sn s s e sn s sas s 21
37 S ST B ol o 0 10 U] 0 21
1.5 Significance Of STUAY .....ccociiiciniiiciie it 22
1.6 Scope and LIMItation .o ciiccsisiinscsciseisscsesssssssssssssssssssssssss st sssss s sisn s s s ssssssssnsssssassssssasasses 23
I 4 T T o 1D 24
CHAPTER 2 - LITERATURE REVIEW........iiinnssssssssssssssssssssssssssssssssssssssssssssssssssssses 26
2.1 Framework of thinKing........csessssssssasssssns 26
2.2 Basic Principle of MarKeting.......cmmsssnsssssssssssssssssssssssssssssssssssssssssssssssssssns 27
2e3aWo Ethof Mopthe(WOM) ... . o« F e 0 -+ - - I ) B < e e T B S 28
2.4 Electronic Word of Mouth (E-WOM) ...........coummmmsmsmsmsmsssmsssmsssmssssssssssssssssssssssssasssssssssssassessasas 28

Za 481 b (S ce DEIFLIE ... 0. WO 0NN N S SSSO. .. L N BN N MR RN BN U WL BW OBW. B 29
209 "BV O VI@U A TroityA. 10 .0 L LU St L . e L ¢ 30
2.4.3 PEICOIVEA RISK weeiecereereiceretseieeees st sss st ssss s sssss st st s s s s s s sssss s ssssses 30

2.5 Brand EQUILY ..o ssssssssssssssss s s s s s s s e smssssisss s sassssasssssesss seans 31
2.5.1. Brand SAlIENCE .ovuueureereeeereereeeeeessessseeessessssseessessssssessssssssesssessssssssssssssssses s ssssss s sssssssssssssssssssssssssees 33
2.5.2 Brand IMAEE ..cccoceveerererrereesesseseeseessessssseessesssssesssesssssesssssssssesssesssssssssessssssssessssssssssssssssssssssssssssssssssssessnees 33
2.5.3 PercCeiVed QUALILY .oreereecererrereeseessesseeeessessssseessessesssessesssssesssesssssssssesssssssssesssssssssssssssssssssssssssssssssssssessnes 34

2.6 Purchase INtention ... s s sss s s aes 35
2.6.1. PSYCROIOZICAL...coieeree ettt s bbb s s e 35

B ST =) 1) o U PP 36
2.6.3 SOCIAL.ceueurieeeeereereirtee ettt et es s b e bbb RS SEaRR EEEeEEeRR R AR bbb 36

2.7 PrevioUS STUAY ...icicerriieiisssmssssssssssssssssssssssssssssssssssssssssassssssssss s s st sssse st sas s sssssmsss s sesssnsassssssnssssnnens 37
2.8. Differences with previous StUAY ... ——————- 47
2.9 ReSEarCh MOdEL ...t sssas s s s s s m s e m s e p s e 49

B 0N 3 74 001 4 TT ) 49
CHAPTER 3 - RESEARCH METHODOLOGY .....cocusmnursmssmsassnssmsassssssssssssssssssssssssssssssssssnnss 51

Michelle Sutrisno



Impact of Electronic Word of Mouth on Purchase Intention and Brand Equity: An Empirical Study of

Online Hotel Booking 8 of 144
3.1 ReSEArCh PrOCEeSS . 51
3.2 ReSEarch ODJeCtiVe....oiisnisisssss s s s s 52
3.3 TYPE Of RESEAICH ... e 52
B 174 T 0 D - U 52
3.4 1. PTIMATY DA corieieeeeeeceseceectseesseesseesse s essse e st sess s s s s s b bbb R st 52
3.4.2. SECONAATY DAEA curereeeereeeectreiseesseessessseesse s sse st sesssess s s ss s s bbb R s bbb 53
3.5 Research INStrument.. ... 54
3.6 Operational Variable ... 55
3.6.1. Operational Of VariabIes ... cnrereerssseeessssssssessesssssssssssssssssssssssssssssssssssssesssssssssssssssssssssess 56
3.60.2. LANIGUAGE «.cerevuereererseessessesseessessessseseessesssssssssesssssesssesssssesseesssssesssesssssssssessessssssessessssssesssssssssessesssssssssssnsssssnnes 58
S TSTIS TN Yo=Y U0 o =T ol U o § o L0 (=TT 58
3.7 Population and Sample.......cummmmmmmmmmmmmmmsssssssssssssssssssssssssssssassa—s—a———————ns 59
3.7.1 POPULALION ottt 59
3.7.2 SAMPLE .citrieririeercirtires et ses s 59
3.7.3 SAMPLING METNOAS ceueeirreeserserseessessessssssissessssssissessssssessessssssessesssssssssessssssessessesssssessssssssssssessssssessssssssssssnss 60
3.8 Data TesSting......ccueiimeeiiuaeiine,  HITTNNNNNNIIIIIIN ...........ccccimeecamatcsmnnsmsnssmeaeameaeam s e am s ana s baa s amn s 62
2S00 o0 LT T 0 TP 62
3.9 Validity and Reeliah il iy .......ccocasssssststsnat st e e s s e e e s 63
3.9.1 Validity ..ooeueeeereenen. T ..................ocoo (SRR, cocoeresseessenesseessnressenese AR 63
TR T =] = o) P TP PP 64
3.10IDatarAnalysis ..... [T, . ..........ccococonee BB v s s ocs it senat st st amt s s s s s s s snn s e snn s s an s denSRE RS RRSE 65
3.10.1 DESCTIPIVE STATISTICS .veuererueercerrereeseessesssesessessesseessesssssesssessssssessesssssssssessessssssssssssssssssssssesssssssssssssnes 65
3.10.3 Structural Equation Model (SEM) .....cineessessisesseesesseeesesssessesssesssesssesssesssesssssssssssssees 65
CHAPTER 4 - RESULT AND DISCUSSIONS .......ccotsismssmsmmsmssmsnssassssssssssssasssssssssssssssssssssssnssnsaes 69
4.1. Online Hotel's BOOKING .....ccccuiucninuiiinisnisiesis s smsmssssssssssssssssssssssssssssssssssssssssssssssssssassssssssasaes
4.2 D esCriptiVelS Lty S T i C oo TSRO 0L 00 v s E R AR A R e AR
0 B D 1< 4 0 o3 = 0 L (OO
4.2.2 HOTEL'S BIANM.....couiuuieeeieuseeuseesseeuseisseesse st ss e es s s bk bbb
TG T 0 0L 0 U= o ST . P
4.2.4 HOTEL'S REVIEW ..ot sseeses e sssessss et st st
4.2.5 ANALYSIS Of VAT iabDleS ..o s st st s ssss s s ssssnesns
AR REcETie st ARl YSTS SE0h, SIS, S, SN, NS, BN, 0, SO, NUN N BN ML, . OO....Ser [N NN, ...
88,1 Wgilot TiEkt Wit Wt SUSSLUNIS SIS, USRNSSR SN NN BN Mew MR W BN BN W
4.3.2 Reliability for Pre Test
4.3.2. Validity and Reliability Test of Electronic Word of Mouth (X1) ..c.ccoomeenmeenmeeneeeneeeneesseeeneens 80
4.3.3 Validity and Reliability Test of Brand EQUItY (X2)....cerermmenmerermsensesernseseessessessessessesssesseens 81
4.3.3 Validity and Reliability Test of Purchase Intention (Y) ....oeenenseneenesnsessessesseeseeens 82
4.4. Validity and Reliability Test (Post-Test) of All Respondents .........ccocunrimscsnsssessssesnnns 83
4.4.1 Reliability fOT POST Ot iererreereeeesserseseessessessessessesesssessesssssssssss s s s ssss s sssssssssesssssssssssssssnesns 83
4.4.1 Validity Test (Post-Test) on All RESPONAENTS.....ococereererrrererrerseeeesserseseesses s seseessessesssssseens 84
4.3.2 Reliability Test (Post-Test) on All RESPONAENTS......ccvererrerreeneenrernereesee e seseessessesseeseeens 85
4.5 Impact of Demography on Purchase Intention: Cross-Tab Analysis......cccoummninnnesnnns 87
4.6. Structural Equation Modeling .......oissssssssssssssssssssssssssssssssssssssssssssssssasaes 20
4.6.1 Path DIQTAIM...ceeieceeseeeeceseeeseesseease et sses st sessse s s ssse e s bbb R e s bbbt 90
4.6.2 Measurement MOAE] TEST ...t ssssesse s ssss s s s ssssse s s b s sssssasas 91
4.7.Path Diagram Interpretation ... s 91
4.8. Hypotheses ANAlYSIS ...t ssssssssssssssssssssssssssssssssss s 95
4.8.1 HYPOLNESIS H# 1 ..euieeeeeeecerecuseessesseiseese st ssesestsessss s ssse s s bbb e s bbb 95
4.8.2 HYPOLNESIS #2 ..ottt eese st ses b ss s s s s bbb e e bbbt 97

Michelle Sutrisno



Impact of Electronic Word of Mouth on Purchase Intention and Brand Equity: An Empirical Study of

Online Hotel Booking 9 of 144
4.8.3 HYPOLNESIS H#3 ..ottt iseesse e ssess st se s s s s bbb e e bbb 98
CHAPTER 5 - CONCLUSION AND RECOMMENDATION......ccocimumsmsmssmsmssssssssssssssssssnssssssnns 100
LS 000 4 Tl L1 ) o 100
5.2 ReCOMMENAALION .cuiuirsiierrisnsnssniss s ssss s sn s s sn s bR e e 102
5.2.1 Managerial IMPIICAtION .. eeeeeereeeseesseiseeseisessssseesesssesssesssesssesssessss bbbt ss s sssssss s 103
5.3 Further Research Recommendation. ... 106
REFERENCES. ...t sss s s s st s s sns s s sas s s nns s 107
ABBREVIATION ....cciiitiiinimssmsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssasssssssssssssannsss 116
L L0 3 ¥ 2 117
/2 N o o D\ D ) ) 118
Appendix 1 - Questionnaire in ENglish ... 118
Appendix 2 - Questionnaire in Bahasa ... 125
W20 013 0 10 B0 Tl o 1 L0 o AT 132
Appendix 4 - Data Tabulation.......ussssm s 133
Appendix 5 - Model Fit SUMMATY ..cccuuvsesesesmsesmssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnns 139
Curriculum Vitae......o s sssassssssssssssssssassssssssssssssassssssssssssasssasas 141

Michelle Sutrisno



