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INTRODUCTION
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growing role of branding is well docu-mented in the tourism and hospitality sector,
particularly subject in the highly competitive hotel industry (Casidy et al., 2018).
Based on current report, the most valuable hotel brands in 2016 were Hilton, with

a brand value of US $ 8.4 billion, followed by Marriott, in second place with

brand value of over US $ 5 billion, and Hyatt in third place, at over US $ 4billion



(Casidy et al., 2018). The distinctive value that the Internet offers over
conventional media is the capacity to interact with consumers contrary to other
forms of media.
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choose hotel because of its reviews that has strong relationship with the hotel

brand (Casidy et al., 2018).
Moreover, Mr. Spiteri argued that BC is marketing since it involves a two-
way interaction with your audience. Website interactivity supports a company to

deliver its brand messages to Internet users (Barreda et al., 2016). In the hotel



context, interactivity website openly implicates involving traveler and creating a
personalized relationship with them (Barreda, 2014). Coyle, Smith, and Platt
(2012) identified online interactivity as a strategic advance for brands and
highlights the need for empirical research where the progress might improve the
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To this date, small number of researchers in the tourism, travel, and
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interactivity on branding constructs. Therefore, this reserach purposes to close this

research gap with the conceptualization and the effect of the dimensions of
website interactivity items, namely social interactivity and system interactivity, on
the dimensions of brand knowledge (e.g., brand image and brand awareness) and

brand value. Moreover, other contributions of this research are to help hoteliers in



strategic approaches to create and enhance positive brand image and the formation
of brand awareness using the dimensions of website interactivity in order to
improve the purchase intention.
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1.3 Research Objectives

Based on the formulation of the problem above, the purpose of this

research are as follows:



1. To determine the influence of two way communication on brand
awareness.

2. To determine the influence of two way communication on brand image.

3. To determine the influence of brand awareness on brand image.
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3. For practitioners
This research has benefits for hotels who want to develop their marketing
by leveraging the application site for booking hotel rooms and the
provision of information to facilitate and develop the marketing of the

hotel.



1.5  Systematical Writing

This thesis composed of five chapters. The detailed explanation of the
systematics of writing in this thesis is described below.

Chapter I: INTRODUCTION
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This chapter shows the data analysis and discussion of the results are based
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on statistical computations by using theoretical concepts. This chapter also shows
the interpretation of the research, which is based on theories that have already been

existed.



Chapter V: CONCLUSIONS AND RECOMMENDATIONS
This chapter contains conclusions about the results of the analysis of the
research that has been done. Moreover, this chapter also exhibits the limitations of

the research conducted which is very useful for future research.
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