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ABSTRAK 

Laily Nurfiana Wardhani – Pengaruh Kemudahan Penggunaan, Persepsi 

Harga dan Electronic Word of Mouth Terhadap Brand Switching Traveloka 

(Studi Pengguna Traveloka di Surabaya) 

Traveloka merupakan salah satu platform online travel agent pertama di Indonesia 

yang didirikan pada tahun 2012. Traveloka merupakan aplikasi yang menjadi 

pelopor kemunculan aplikasi online travel agent lainnya. Tujuan dari penelitian ini 

adalah untuk mengetahui dan menganalisis pengaruh dari Kemudahan Penggunaan, 

Persepsi Harga dan Electronic Word of Mouth terhadap Brand Switching  pada 

aplikasi Traveloka. Kemudahan Penggunaan, Persepsi Harga dan Electronic Word 

of Mouth dipelajari untuk melihat bagaimana mereka memengaruhi kecenderungan 

pelanggan berganti merek saat menggunakan aplikasi Traveloka. Penelitian ini 

menggunakan metodologi kuantitatif berdasarkan teknik analisis deskriptif. Penulis 

menggunakan kuesioner online untuk mendistribusikan survei dan mengumpulkan 

data yang disebarkan kepada 204 orang. Sampel yang digunakan oleh penulis yaitu 

pengguna Traveloka yang berusia 17 tahun dan berdomisili di Surabaya serta 

pernah menggunakan platform online travel agent selain Traveloka. Data yang telah 

terkumpul kemudian diolah dengan metode regresi linier berganda dengan bantuan 

alat SPSS versi 26. Hasil penelitian ini menunjukkan 1) Secara simultan variabel 

kemudahan penggunaan, persepsi harga, dan electronic word of mouth mempunyai 

pengaruh positif dan signifikan terhadap brand switching Traveloka. 2) Secara 

parsial variabel kemudahan penggunaan tidak berpengaruh dan tidak signifikan 

terhadap brand switching. 3) Secara parsial variabel persepsi harga dan electronic 

word of mouth memiliki pengaruh positif dan signifikan terhadap brand switching 

Traveloka. 

Kata Kunci : Kemudahan Penggunaan, Persepsi Harga, Electronic Word of 

Mouth, Traveloka, Brand Switching  
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ABSTRACT 

Laily Nurfiana Wardhani – The Influence of Ease of Use, Perceived Price and 

Electronic Word of Mouth on Traveloka Brand Switching (Study of Traveloka 

Users in Surabaya) 

Traveloka is one of the first online travel agent platforms in Indonesia which was 

founded in 2012. Traveloka is an application that is a pioneer in the emergence of 

other online travel agent applications. The purpose of this research is to determine 

and analyze the influence of Ease of Use, Perceived Price and Electronic Word of 

Mouth on Brand Switching on the Traveloka application. Ease of Use, Perceived 

Price and Electronic Word of Mouth were studied to see how they influence 

customers' tendency to switch brands when using the Traveloka application. This 

research uses a quantitative methodology based on descriptive analysis techniques. 

The author used an online questionnaire to distribute the survey and collect data 

which was distributed to 204 people. The sample used by the author is Traveloka 

users who are 17 years old and live in Surabaya and have used online travel agent 

platforms other than Traveloka. The data that has been collected is then processed 

using the multiple linear regression method with the help of SPSS version 26. The 

results of this research show 1) Simultaneously the variables ease of use, perceived 

price, and electronic word of mouth have a positive and significant influence on 

Traveloka's brand switching. 2) Partially, the ease of use variable has no effect and 

is not significant on brand switching. 3) Partially, perceived price and electronic 

word of mouth variables have a positive and significant influence on Traveloka's 

brand switching. 

Keywords: Ease of Use, Perceived Price, Electronic Word of Mouth, Traveloka, 

Brand Switching 
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