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ABSTRAK 

Permintaan hotel pada jasa online booking terus mengalami peningkatan di setiap 

tahunnya untuk melengkapi travelling para konsumen terutama konsumen  Gen Y. 

Konsumen Gen Y memiliki perbedaan karakteristik dan preferensi saat melakukan 

belanja online. Selama lima sampai sepuluh tahun ke depan, Gen Y akan menjadi 

segmen pelanggan terbesar untuk kategori hotel di seluruh dunia. Hal tersebut 

membuat Pegipegi.com memberikan layanan yang menyenangkan dalam booking 

hotel agar dapat menciptakan e-loyalty disetiap pelanggannya. Penelitian ini 

membahas fakto-faktor yang dapat mempengaruhi e-loyalty konsumen, yaitu 

hedonic features, utilitarian fetaures, calculative commitment, flow experience, dan 

e-trust pada website Pegipegi.com. Penelitian ini menggunakan descriptive 

research design dengan metode non-probability sampling dan teknik judgemental 

sampling. Data dikumpulkan menggunakan kuesioner dengan jumlah responden 

sebanyak 160 orang, dimana responden tersebut merupakan konsumen yang pernah 

menggunakan Pegipegi.com untuk booking hotel. Data tersebut diolah dengan 

menggunakan Structural Equation Modelling (SEM) dan software AMOS versi 22. 

Temuan dari penelitian ini adalah terdapat hubungan antara hedonic features 

dengan calculative commitment dan flow experience, utilitarian features dengan 

calculative commitment dan flow experience, flow experience dengan e-loyalty, 

calculative commitment dengan e-trust, dan e-trust dengan e-loyalty. Namun tidak 

terdapat hubungan antara calculative commitment dengan e-loyalty. 

 

Kata kunci: hedonic features, utilitarian features, calculative commitment, flow 

experience, e-trust,  e-loyalty, Pegipegi.com. 
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ABSTRACT 

Demand for hotel in online booking service continues to increase each year to 

complete the traveling of consumers, especially Gen Y. Gen Y consumers have 

different characteristics and preferences when doing online shopping. Over the next 

five to 10 years, Gen Yers will become the largest customer segment for hotels 

worldwide. It makes Pegipegi.com provide a pleasant service in booking hotel 

category, in order to create e-loyalty for each customer. This study discusses factors 

that might affect e-loyalty, which is hedonic features, utilitarian fetaures, 

calculative commitment, flow experience, and e-trust in website Pegipegi.com. This 

study uses descriptive research design with non-probability sampling method and 

judgmental sampling technique. Data were collected using a questionnaire with a 

number of respondents 160 people, whereas it is the consumer who has ever used 

Pegipegi.com for booking hotels. The data is processed by using Structural 

Equation Modelling (SEM) and AMOS version 22. Findings from this study is there 

a relationship between hedonic features with calculative commitment and flow 

experience, utilitarian features with calculative commitment and experience flow, 

flow experience and e-loyalty, calculative commitment and e-trust, e-trust and e-

loyalty. But there is no relationship between calculative commitment and e-loyalty. 

 

Keywords: hedonic features, utilitarian features, calculative commitment, flow 

experience, e-trust, e-loyalty, Pegipegi.com. 
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