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ABSTRACT

This study aims to determine the effect of Price,
Advertising and E-Service Quality on Customer
Loyalty and also to find out and analyze the
most dominant factors that influence Customer
Loyalty. The population in this study is the
millennial generation (aged 18-37 years) online
travel agent users Traveloka and Tiket.com
services in Medan. The sample in this study
were 150 people aged 18-37 years who had used
Traveloka or Tiket.com at least 2 times
consisting of 75 respondents of Traveloka users
and 75 respondents of Tiket.com users in
Medan. Samples were taken by accidental
sampling technique. The analytical method used
is descriptive analysis method and multiple
linear regression analysis method. This type of
research is associative research and the data
used are primary data and secondary data
obtained through documentation studies and
guestionnaires that are measured using a Likert
scale. The data is processed statistically with the
SPSS for windows program, namely the
determinant coefficient (R2), f test and t test.
The results of this study indicate that
simultaneously Advertising, Price and E-Service
Quality  significantly influence  Customer
Loyalty. Partially, the variable Advertising,
Price and E-Service Quality has a positive and
significant effect on Customer Loyalty.
Keywords:  Price, Advertising, E-Service
Quality, Customer Loyalty

INTRODUCTION

Companies are required to be more
competitive and have the right strategy in
running their business. E-commerce is not a
new thing in the online world today, the

continuous  technological  development,
accompanied by advances in the way of
thinking and shopping behavior of
consumers, requires retail companies to
continue to innovate, so as to meet
consumer  desires. The technological
phenomenon that is accompanied by the use
of internet media in supporting online
transactions, is influenced by the desire of
consumers who have high mobility to carry
out transactions practically, and all of that
can be realized through e-commerce.

At this time, the world is familiar
with a technology called internet media,
where anyone through this media can obtain
and deliver the required information
anytime and anywhere. According to
Riyanto (2015) the Internet in business is
used for information exchange, product
catalogs, promotional media, electronic
mail, bulletin boards, electronic
questionnaires, and mailing lists.

The internet can also be used to
dialogue, discuss, and consult with
consumers online, so that consumers can be
proactively and interactively involved in the
design, development, marketing, and sale of
products. The purpose of a company or
business person to create a website for its
business ventures is to develop marketing
and distribution and develop new
information from products that can be
accessed via the web.

The internet can always evolve
because it is accompanied by public
awareness about the many benefits that can
be obtained from the application of the
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internet, so that the trend of internet usage
tends to continue to increase. This has
become the basis for many retailers to use
the internet as a means of doing business.
During its development, the number of
internet users has increased from year to
year. Survey conducted by the Indonesian
Internet Service Providers Association on
the number of internet users in Indonesia
from 1998-2019.

This is  encouraged  because
smartphone  devices are increasingly
affordable, so there are more and more
smartphone users in Indonesia. This
phenomenon makes many companies
competing to develop their business because
they see potential business opportunities.
The internet is likened to the second world.
Various kinds of activities can be carried
out through the internet, one of which is the
transaction of buying and selling goods and
services. And also at this time effectiveness
and efficiency became the main priority.

Judging from the development of
existing technology, entrepreneurs must
create new innovations that provide
convenience to customers in making
transactions so as to maintain market share
to continue to increase. By utilizing internet
media in technological developments and
one of them are an electronic service / e-
service. Ticket sales online is one of the
elegant e-commerce Dbusiness models.
Traveloka & Tiket.com is an online-based
Travel agent, through web booking and also
applications on smartphones. Traveloka &
Tiket.com presents the quality of its online
services.

Indonesian people are now getting
used to transactions using online media, one
of which is purchasing tickets online. The
culture of buying tickets online is indeed on
the rise in Indonesian society. It is
undeniable that some of the advantages of
online transactions are easy, fast and
convenient. Why do consumers choose to
use traveloka or Tiket.com services, because
these two online travel agents are the fastest,
cheapest and most comprehensive airline
ticket search sites. And this certainly can

make it easier for people to find, compare,
and book airplane tickets online. Not just
plane tickets, even now booking hotel
rooms can already be through these two
online travel agents.

The company's attention to customer
satisfaction is increasingly large, many of
the companies set their orientation on
customer satisfaction. To find out customer
satisfaction is to see their level of
satisfaction when shopping or using
company services. According to Kotler
(2016) customer loyalty is "Adequately held
commitment to rebuy or repatronize
preferred products or services in the future
despite situational influences and marketing
efforts with the potential to cause switching
behavior.” This means that customer loyalty
is a commitment that is held deeply to buy
or support a product or service that is
preferred in the future, even though the
influence of the situation and marketing
business has the potential to cause
customers to switch.

Customer loyalty is very important
for companies that maintain business
continuity. Loyal customers are those who
are very satisfied with certain products and
services, so they have the enthusiasm to
introduce it to anyone they know. Then in
the next stage loyal customers will expand
their "loyalty" to other products made by the
same manufacturer. And in the end they are
loyal customers of certain producers or
companies forever.

E-service quality has recently
become a popular research topic, with e-
commerce growing, and a number of
published studies have offered various
conceptual  definitions.  According to
Dolatabadi & Gharibpoor (2012) e-service
quality is defined as the extent to which a
website facilitates shopper, purchasing and
shipping efficiently and effectively. If
understood, e-service quality enables
consumers or users to conduct transactions
without face to face with service providers.
E-service quality can also be a corporate
strategy because it is considered to have a
competitive advantage. Both Traveloka and
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Tiket.com in maximizing e-service quality
to make consumers comfortable and
satisfied, Traveloka and Tiket.com are both
implementing a refund system if the
customer cancels a ticket that has been
booked previously. And provide customer
service to serve a variety of consumer
problems in booking airplane tickets and
hotel reservations.

Another strategy that companies can
use to attract consumers is through
advertising. Through advertising, consumers
can find out information about products or
services offered by a company. According
to Junaedi (2013) revealed that "Advertising

as a structure and composition of
information ~ communication  that s
nonpersonal, generally done with paid

characterized by being persuasive, contains
about products (goods, services, and ideas)
that are identified as sponsors through
various media.

Traveloka started stealing a start
since 2011 by advertising on television.
Then Traveloka also advertises on various
media, through social media and so on.
Traveloka is indeed known as the most
online travel agent that disbursed funds to
advertise in various media (Jamaludin,
2015). Whereas Tiket.com in 2014 focused
more on establishing strategic partnerships
and improving services. Tiket.com began
aggressively promoting through
advertisements in 2015. Tiket.com began to
advertise on various social media, ranging
from Facebook, Instagram, advertisements
on television and YouTube ads.

Marketers recognize that consumers
often process price information actively,
translate prices based on their knowledge
from previous buying experience, formal
communication (advertisements, sales calls,
and brochures), informal communication
(friends, colleagues or family members),
point of purchase or online resources , or
other factors (Kotler, 2013).

Through a promo titled "App-
solutely Low Price" Traveloka offers special
prices (cheaper) for consumers who book
airplane tickets or hotel rooms via the

Traveloka online mobile application on a
smartphone. In fact, the price of tickets and
hotels offered is cheaper than booking
through Traveloka's own web, both desktop
and mobile web versions. While Tiket.com
also conducts a promo called "Gledek
Promo", Tiket.com offers more efficient
travel costs for aircraft & hotel bookings via
Tiket.com online mobile applications on
smartphones (10S & Android).

Although a variety of services
provided by Traveloka & Tiket.com online
travel agents ranging from discounts / hotel
promos and airline tickets to various
destinations, and claims that Traveloka &
Tiket.com is the largest & best online travel
agent in Indonesia, but there is no empirical
research which is able to prove the effect of
price, advertising, and e-service quality on
customer loyalty in online users.

Price

Customer

Advertisement Loyalty

E-Service Quality

Figure 1. Conceptual Framework

RESEARCH METHODS

The research conducted is using the
associative method, namely research that
connects two or more variables to see the
relationship  between variables through
testing the hypothesis in the research title,
namely "The Effect of Advertising, Price,
and E-Service Quality on Customer Loyalty
on Traveloka Travel Agent Online Service
Users and Tiket.com in Medan ". The
variables that are connected in this study are
independent variables namely Price (X2),
Advertising (X1) and E-Service Quality
(X3) and the dependent variable is
Customer Loyalty ().

Population is a generalization area
that consists of: objects / subjects that have
certain  qualities and  characteristics
determined by researchers to be studied and
then drawn conclusions (Sugiyono, 2017).
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Based on the explanation that has been
stated then the population in this study are
millennial generation (age 18-37 years) as
many as 150 respondents who use
Traveloka and Tiket.com travel agent online
services in the city of Medan.

In this study the sample was taken
with a non probability sampling design. The
sampling technique used was accidental
sampling technique. In withdrawing the
number of sample sizes, the technique or
formula used is in accordance with the
theory of Naresh K. Malhotra. According to
Malhotra (2006) at least four or five times
the number of question items. In this study
there were 30 question items. So the
numbers of samples taken in this study were
150 respondents (30 question items x 5).
Based on these results, the numbers of
respondents to be sampled in this study
were 150 people aged between 18-37 who
had used Traveloka / Tiket.com services at
least 2 times and were in the city of Medan.

The type of data used by researchers
to analyze problems and test hypotheses,
namely: Primary Data Namely data obtained
directly from respondents selected at the
study site. In this study primary data were
obtained by giving questionnaires by asking
a number of questions and statements about
advertising, prices and e-service quality to
Traveloka and Tiket.com users in the city of
Medan. Secondary Data Namely data
obtained through documents learned
through books, journals, magazines and
internet websites to support research.

Data Collection Method with
Questionnaire is Spreading the list of
questions to be filled in by Traveloka and
Tiket.com service users who were selected
as respondents in the study. Interview, This
is a type of data collection where
researchers ask questions verbally to the
organization to get the information needed
in this case pre-survey and Documentation
Study to Collect data from books, scientific
papers and the internet that has relevance to
research.

RESULT AND DISCUSSION
Effect of Prices on Customer Loyalty

The results showed that partially the
price variable had a positive and partially
significant effect on customer loyalty, this
was seen from tcount (3.134)> ttable (1.655)
and significant (0.002) <0.05. That is, if the
price variable is increased then customer
loyalty will increase significantly, and vice
versa.

This means that the prices offered by
Traveloka and Tiket.com are able to
influence customer loyalty on Traveloka
and Tiket.com online travel agent
consumers and can be interpreted as the
better the price offered and adjusted to the
quality that will be received by consumers
will have a positive effect on the company
and increase customer loyalty.

From the distribution of respondents'
answers for the price variable it can be seen
that, in the Traveloka and Tiket.com price
statements are affordable, the prices offered
by Tiket.com are superior to the prices
offered by Traveloka. But there are
respondents who do not agree that the prices
offered by both Traveloka and Tiket.com
are affordable. This is because the
respondent’s / community's income does not
match the price offered by Traveloka and
Tiket.com. Then in the price statement
offered by Traveloka and Tiket.com in
accordance with the quality provided,
Tiket.com is superior to Traveloka.
However, there are respondents who do not
agree that the price offered by both
Traveloka and Tiket.com is in accordance
with the quality of the services provided.
This is because there are other online travel
agents whose prices and quality of services
are appropriate compared to Traveloka and
Tiket.com which are more expensive but the
quality of their services is the same as other
online travel agents for respondents / the
public.

In the price statement offered by
Traveloka and Tiket.com in accordance with
the benefits received, Tiket.com is superior
to Traveloka. However, there are
respondents who do not agree that the price
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offered by both Traveloka and Tiket.com is
in accordance with the benefits. This is
because there are other online travel agents
whose prices and benefits received are more
appropriate than Traveloka and Tiket.com
which cost more but the benefits received
are the same as other online travel agents for
respondents / the public.

In the statement that the price is

cheaper than the others, Tiket.com is
superior to Traveloka. However, quite a
number of respondents did not agree that the
prices offered by both Traveloka and
Tiket.com are cheaper than others. This is
because there are other online travel agents
whose prices are cheaper than the prices
offered by Traveloka and Tiket.com.
This is in line with research conducted by
Dewi (2016) on Aqua consumers in
Surakarta, Chaeriah (2016) on Samsung
users at Krisnadwipayana University. In this
case shows that the price has a positive and
significant effect on customer loyalty.

Effect of Advertising on Customer
Loyalty

The results of this study indicate that
the advertising variable variables have a
positive and significant effect on customer
loyalty, this can be seen from tcount
(2.676)> ttable (1.655) and significant
(0.008) <0.05. That is, if advertising
variables are increased then customer
loyalty will increase significantly, and vice
versa.

This means that advertisements
created by Traveloka and Tiket.com are able
to influence customer loyalty on Traveloka
and Tiket.com online travel agent
consumers and can be interpreted as the
more effective advertisements made by
Traveloka and Tiket.com will further
enhance the response of consumers to
advertising messages displayed which
ultimately creates customer loyalty.

From the distribution of respondents’
answers to advertising variables, it can be
seen that, in an ad statement that is easily
understood, the results of the analysis of the
respondent's statement answer that the ads

displayed at Tiket.com are easier to
understand than Traveloka advertisements.
But there are still a number of respondents
who disagree that the ads displayed by
Traveloka and Tiket.com are easy to
understand because there are still ideas or
ideas in  Traveloka and Tiket.com
advertisements that are not understood by
some respondents or the public. Then in the
advertising statement has a unique storyline,
the results of the analysis of respondents
agree Traveloka ads have more unique
storyline than Tiket.com ads.

But there are still some respondents
who do not agree with the Traveloka and
Tiket.com advertisement statement, which
has a unique storyline. This is because the
storyline in Traveloka and Tiket.com ads
seems monotonous by some respondents or
the public. In the advertisement statement, it
makes the respondents interested to try, the
advertisements displayed at Tiket.com
makes the respondent / consumer want to
try more than the Traveloka ad. But there
are still some respondents who do not agree
with the Traveloka and Tiket.com
advertising statement, making respondents
want to try. This is because there is still a
lack of persuasion displayed on Traveloka
and Tiket.com advertisements that make
respondents / the public not interested in
trying after seeing the ads displayed. In the
advertising statement that is displayed
entertaining, the advertisement displayed by
Traveloka is more entertaining for
respondents / consumers compared to
Tiket.com advertisements. However, there
were still some respondents who did not
agree with the Travelok and Tiket.com
advertising  statement to keep the
respondents entertained. This is because
Traveloka and Tiket.com ads are
monotonous  without presenting other
creative ideas that can entertain respondents
/ the public.

In the advertisement statement
displayed in accordance with the brand,
Tiket.com ads are better than Traveloka ads.
However, there were respondents who did
not agree that the ads displayed by both
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Traveloka and Tiket.com were still related
to the online travel agent brand. This is
because respondents still think that
Traveloka and Tiket.com advertisements do
not explain the brand clearly. In the
advertisement statement it does not violate
ethics in Indonesia, the advertisement
displayed by Traveloka is more favored than
that of Tiket.com. However, there were
respondents who did not agree that the ads
displayed by Traveloka and Tiket.com did
not violate the ethics in Indonesia. This is
because there are still languages or
performances that are not good in Traveloka
and Tripadvisor ads.

This is in line with research
conducted by Dewi (2016) on Aqua
consumers in Surakarta, Maro (2014) on
Djendelo Koffie consumers in Yogyakarta.
In this case it shows that advertising has a
positive and significant effect on customer
loyalty.

The Effect of E-Service Quality on
Customer Loyalty

The results showed that the e-service
quality partially had a positive and
significant effect on customer loyalty, as
seen from tcount (5,120)> ttable (1,655) and
significant (0,000) <0,05. That is, if variable
e-service quality is increased then customer
loyalty will increase significantly, and vice
versa.

This means that the e-service quality
provided by Traveloka and Tiket.com is
able to influence customer loyalty for
consumers of Traveloka and Tiket.com
online travel agents and can be interpreted
as the better quality of online services
provided by Traveloka and Tiket.com, the
more increase customer loyalty.

From the distribution of respondents’
answers to e-service quality variables, it can
be seen that, in an easy statement to log in
to the website / application, Traveloka is
superior compared to Tiket.com. However,
there are respondents who do not agree that
the website / application both Traveloka and
Tiket.com makes it easy to log in. This is
because there are respondents who feel that

there are still ways that are easier when they
want to log in compared to the method
currently used.

Then in the Traveloka and Tiket.com
website / application statement there is no
error or crash, Traveloka is superior to
Tiket.com. However, there were
respondents who did not agree that the
website / application both Traveloka and
Tiket.com had no errors when used. This is
because the respondent's gadget or device is
inadequate to access Traveloka and
Tiket.com websites / applications.

On the website / application
statement Traveloka and Tiket.com show
pictures on the information of a destination,
Traveloka is superior compared to
Tiket.com. However, there are respondents
who do not agree that the website /
application both Traveloka and Tiket.com
use pictures to display destination
information. This is because there are
several  destination  destinations  of
respondents / the public who do not have
information in the form of images on the
website / application Traveloka and
Tiket.com.

On the website / application
statement Traveloka and Tiket.com makes it
easy to make transactions, Traveloka is
superior to Tiket.com. But there are
respondents who do not agree that the
website / application both Traveloka and
Tiket.com allows transactions quickly. This
IS because there are still errors on the
Traveloka or Tiket.com website /
application so sometimes transactions will
be difficult. Then the Traveloka and
Tiket.com website / application statement is
easy to use, Traveloka is superior to
Tiket.com. However, there are respondents
who do not agree that the website /
application both Traveloka and Tiket.com is
easy to use. This is because there are
respondents who feel still complicated or
confused when using the application.

In the Traveloka and Tiket.com
website / application statement provides
accurate service information, Tiket.com is
superior to Traveloka. However, there are
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respondents who do not agree that the
website / application both Traveloka and
Tiket.com provides accurate information.
This is because there are respondents who
feel that some of the information provided is
not appropriate. On the website / application
statement Traveloka and Tiket.com does not
misuse consumers' personal data, Traveloka
IS superior to Tiket.com. However, there are
respondents who do not agree that the
website / application both Traveloka and
Tiket.com does not abuse personal data.
This is because there are respondents who
do not yet have confidence in the online
system that is currently being used
frequently, so they state they disagree with
this statement.

In the statement of safe transactions
on the website / application Traveloka and
Tiket.com, Traveloka is superior compared
to Tiket.com. However, there are
respondents who do not agree that the
website / application both Traveloka and
Tiket.com is safe for making transactions.
This is because there are respondents who
do not believe doing transactions online. In
a statement of trust with the services
provided by Traveloka and Tiket.com,
Traveloka is superior to Tiket.com. But
there are respondents who do not agree that
respondents both Traveloka and Tiket.com
users who believe in the services offered.
This is because there are negative issues that
make respondents / the public distrust the
services offered.

In the Traveloka and Tiket.com
website / application statement is interesting
and visually good, Traveloka is superior to
Tiket.com. But there are still respondents
who say they disagree that the website /
application both Traveloka and Tiket.com
has an attractive and visually good website /
application page. This is due to differences
in consumer tastes about whether or not the
website / application both Traveloka and
Tiket.com.

In the statement Traveloka and
Tiket.com are quick in responding to
requests, Traveloka is superior compared to
Tiket.com. However, there are respondents

who do not agree that the website /
application both Traveloka and Tiket.com
respond quickly to customer requests. This
is because there are respondents whose
requests he has ever revealed have not been
responded to either by Traveloka or
Tiket.com.

In the Traveloka and Tiket.com
statement, fast in solving transaction
problems, Traveloka is superior compared
to Tiket.com. However, there were
respondents who did not agree that the
website / application, both Traveloka and
Tiket.com were quick in resolving online
transaction problems. This is because there
are respondents who feel Traveloka and
Tiket.com are not quick in solving
transaction problems when the respondent /
community  experiences  problems in
transactions. In a statement, Traveloka and
Tiket.com customer service is easy to access
/ contact, Traveloka is superior to
Tiket.com. But there are respondents who
do not agree that customer service both
Traveloka and Tiket.com is easily accessed /
contacted. This is because there are
respondents who find it difficult to access or
contact Traveloka and Tiket.com customer
service.

In the Traveloka and Tiket.com
website / application statement makes it
easy to find what is needed, Tiket.com is
superior to Traveloka. However, only a few
respondents who do not agree that the
website / application makes it easy to find
what is needed. This is because there are
respondents who do not understand how to
use the Traveloka and Tiket.com website /
application. In the Traveloka and Tiket.com
website / application statement provides
information on how to order / transact,
Tiket.com is superior to Traveloka.
However, there were respondents who
agreed that the Traveloka website /
application provided information on how to
order or make a transaction. This is because
the information conveyed is not well
understood by the respondents / community.

This is in line with research
conducted by Messakh (2016) on Traveloka
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users, David (2018) on Grab users at Petra
Christian University, Laurent (2016) on Go-

generation is now happy with ads that
use celebrity endorsers.

Jek users at Petra Christian University. In 3. For e-service quality, Traveloka and
this case shows that e-service quality has a Tiket.com are expected to keep the
positive and significant effect on customer quality of e-service quality still good,
loyalty. because in this study, for the statement
of e-service quality variables, far more
CONCLUSION AND SUGGESTION agree than disagree. And is expected to
ConclusionBased on the results of research continue to maintain the quality of
and discussion that has been done in this online  services remain  superior
study, the researchers draw the following compared to other online travel agents.
conclusions: 4. It is recommended that future
1. Prices have a positive and significant researchers suggest adding independent
effect on customer loyalty for online variables in addition to advertising,
travel agent wusers Traveloka and price, and e-service quality, which
Tiket.com in the city of Medan. certainly can influence the dependent
2. Advertising has a positive and variable, namely customer loyalty so
significant effect on customer loyalty for that it complements this study more
online travel agent users Traveloka and because there are still other independent
Tiket.com in the city of Medan. variables such as trust, lifestyle, attitude
3. E-service quality has a positive and consumers and others who might be able
significant effect on customer loyalty for to influence customer loyalty.
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