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3.3 Data Collection Methods

Questionnaire items were evaluated on a 5-point Likert scale. The scale
was adapted from previous research studies, with "strongly disagree” and

"strongly agree" scale. Words are modified in statements that fit the hotel context.
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Examine the introduction which consists of an online survey about the
consequences of website interactivity. The participant questionnaire was used to
check face validity and reliability issues. It aims to recognize with a questionnaire,

identify both grammatical or spelling errors, and ensure that one third of the
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lews e of search was tourists
who have traveled to Yogyakarta in less than five years. The tourists that were
chosen were the domestic ones. This is because, one of the limitations of sample
size and it was easier to get the data from domestic tourists rather than foreign

tourists.
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In this research sample, research was the indigenous people who lives in
Yogyakarta. Counting the number of samples using Hair et al. (2010) 5 multiple

the number of samples of several indicators. Hair et al. (2010) also suggested that

the appropriate sample size ranged from 100-200 respondents. The number of
indicators jn

7

tional Definition a

ples in this research

reness, brand
ly. Thus, this

odified such

ot been studied!i @ context of the

ent of the relatim

juestionnaires and,case

3.5.1 Independent Variable

Two-way communication was measured by Barreda et al. (2016) scale.

etween items

ith incorrect

Brand awareness, brand value measured and brand image was measured by
Barreda et al. The purchased intention is measured by Liu et al. (2017). The
variables are measured by 5 Likert-type scales (1 strongly disagree, 5 strongly

agree). Indicator of Two-way Communication (TC) as follow:

26



TC1. This website is effective in gathering visitor's feedback.
TC2. This website makes me feel like | wants to listen to its visitors.

TC3. This website encourages visitors to offer feedback.

TCA4. This website gives visitors the opportunity to talk back.
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Brand image is created within minds of customers that come from a set of
beliefs about a specific brand within the minds of the target customers (Yuan et
al., 2016). Brand image has been observed as synonymous to the status of that
relates to general status and perception of a hotel brand (Barreda et al., 2016).

Indicators of Brand Image (BI):
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Bl1.Hotel is a company that takes good care of reviews from guests.
BI12.We can predict how this hotel brand will perform.

B13.Compared to other hotel brands, this hotel brand is known to deliver

very high quality consistently.
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smarter to purchase from hotel X.

3.5.3 Dependent Variable

3.5.3.1 Purchase Intention
Purchase intention is the likelihood that a customer will buy a

product/service that becomes a vital predictor of actual buying behavior in tourism
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industry (Lien et al., 2015). In booking hotels online, purchase intentions indicate
consumers' desire to book rooms through hotel websites, supported by previous
research such as brand image, price, trust, and value are that drive forces online

purchase intentions (Lien et al., 2015). Indicators of Purchase Intentions (PI) are

Status

Reliable

TW?2 0.886 ' 0.177 Valid

TW3 0.820 0.177 Valid

TW4 0.741 0.177 Valid
Variable / Measurement | Cronbach Cut Off Status
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Name of Alpha

Indicator
Purchase Intention 0.929 0.6 Reliable
P11 0.666 0.177 Valid

Valid

Valid
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questionnaire can be used in research studies.
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obtained can be analyzed further by r-table.
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3.6  Data Analysis Method

3.6.1 Analysis of Structural Equation Modeling (SEM)

Structural Equation Modeling (SEM) is a statistical technique that

analyzes the pa onstruct and indicators,
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purpose of prediction (Yamin and Kurniawan, 2011). PLS-PM has become
popular because it is supported by the analysis of the practical use of supporting

software that helps processor data using Smart-PLS program assistance.
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By calculating of the number of samples using Hair et al (2010) the
number of samples are 5 times the number of indicators. Hair et al., (2010) also
suggested that suitable sample sizes ranged from 100-200 respondents. The

number of indicators in this research was 24, so the number of samples in this
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3.6.2.1 Outer Models Testing or Models Measurement
There are two outer testing measured moels. They are validity test and
realibility test.

3.6.21.1 Validity Test
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Validity in quantitative research gives the sense that the definition of the
concept in the conceptual stage and operations must be consistent with each other.
An indicator is said to be valid if the indicators can achieve the purpose of

measurement of the latent construct appropriately (Yamin and Kurniawan, 2011).
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Parameter Rules of Thumb
Loading Factor More than 0.5
Communality More than 0.5
Average Variance Extracted (AVE) | More than 0.5

Sources: Processed Primary Data, 2019
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3.6.2.1.1.2  Discriminant Validity

Discriminant, va i ooking at the value of
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Sources: Processed Primary Data, 2019

3.6.2.1.2 Reliability Test
Reliability can be measured with Cronbachs alpha and composite

reliability (Hair et al. 1998). Cronbachs alpha is a coefficient that indicates how
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well the reliability of the items in a collection to be positively correlated with each
other (Sekaran, 2006), while the reliability of composite measure the true value of

the reliability of a construct. The value of Cronbachs alpha and composite

reliability for all a construct are above 0.7 (Yamin and Kurniawan, 2011).
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