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Pengaruh E-service quality dan Brand trust terhadap Keputusan
Pembelian pada Traveloka.com

(Studi pada Konsumen Traveloka.com Kota Semarang)

ABSTRAKSI

Online Travel Agent (OTA) merupakan agen perjalanan dengan penjualan
berbasis online atau melalui website yang diberikan perusahaan untuk dapat
memenuhi kebutuhan konsumen. Traveloka.com menjadi salah satu perusahaan
Indonesia yang bergerak di bidang OTA. Traveloka.com juga mendapatkan
penghargaan dari BrandZ dibawah perusahaan Global WPP yaitu Most Powerful
Indonesia Technology Brand dan Most Innovative Brand ditahun 2017. Namun,
survey Top Brand Index ditahun 2018 Traveloka.com mengalami penurunan serta
meingkatnya keluhan konsumen ditahun 2018 ke tahun 20109.

Penelitian ini bertujuan untuk mengetahui pengaruh e-service quality dan
brand trust terhadap keputusan pembelian Traveloka.com. Tipe penelitian adalah
explanatory research dan pengambilan sample menggunakan teknik
nonprobability sampling, metode purposive sampling. Pengumpulan data
menggunakan google form. Sampel yang digunakan sebanyak 100 responden
yang menggunakan layanan Traveloka.com di Kota Semarang. Penelitian ini
menggunakan analisis kuantitatif dan kualitatif dengan uji validitas, reliabilitas,
koefisien korelasi, koefisien determinasi, regresi sederhana dan berganda,
signifikasi uji t dan uji F.

Hasil penelitian menunjukkan variabel e-service quality dan brand trust
berpengaruh terhadap keputusan pembelian Traveloka.com. Koefisien korelasi
variabel e-service quality dan brand trust terhadap keputusan pembelian memiliki
hubungan kuat. Koefisien determinasi variabel e-service quality terhadap
keputusan pembelian Traveloka.com sebesar 36,3 persen, sisanya 63,7 persen
dipengaruhi oleh variabel lain dan koefisien determinasi variabel brand trust
terhadap keputusan pembelian Traveloka.com sebesar 37,5 persen sisanya 62,5
persen dipengaruhi oleh variabel lainnya

Adapun saran yang dapat diberikan kepada perusahaan agar dapat lebih
meningkatkan kualitas layanan dan menciptakan layanan inovasi yang dapat
memenuhi berbagai macam kebutuhan konsumen.

Kata Kunci: E-service quality, Brand trust, Keputusan Pembelian.



The Effect of E-service quality and Brand trust on Purchasing
Decisions of Traveloka.com

(Study on Traveloka.com Consumers in Semarang)

ABSTRACT

Online Travel Agent (OTA) is a travel agent with sales based on online or
through a website provided by the company to be able to meet the needs of
consumers. Traveloka.com is one of the Indonesian companies engaged in OTA.
Traveloka.com also received the award from BrandZ and The Most Innovative
Brand in 2017. However, The Top Brand Index survey in 2018 claimed that
Traveloka.com ran into a decline and the consumer complaints increased from
2018 to 20109.

This study aims to determine the effect of e-service quality and brand trust
on purchasing decision of Traveloka.com. This research’s type is explanatory
research and the sampling method use nonprobability sampling and purposive
sampling methods.Data collection use the google form. The samples are 100
respondents who using Traveloka.com services in Semarang City. This research
uses quantitative and qualitative analysis with validity, reliability, correlation
coefficient, determination coefficient, simple and multiple regression, significance
of t and F test.

The result show that e-service quality and brand trust variables influence
Traveloka.com’s purchasing decisions. The correlation coefficient of e-service
quality and brand trust variables on purchasing decisions have a strong effect.
The determination coefficient of the e-service quality variable on Traveloka.com’s
purchasing decisions is 36,3 percents the remaining 63,7 percents is influenced by
other variables and the determination coefficient of the brand trust variable on
Traveloka.com’s Purchasing decision is 37,5 percents, the remaining 62,5
percents influeced by other variables.

Advice that can be given to company in order to further improve the
service quality and creating innovation services that can meet a variety of
consumer needs.

Keywords: E-service quality, Brand trust, Purchasing Decisions.
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