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Abstract: This study examines the formation of brand commitment through digital
experiences, focusing on the roles of perceived technical interactivity and social media content
among users of Online Travel Agent (OTA) applications for hotel bookings in Indonesia. The
rapid digitalization of the tourism sector has positioned OTA platforms as primary channels
for hotel reservations, yet retaining users remains challenging due to low switching costs and
intense competition. This research integrates Stimulus-Organism-Response (SOR) Theory and
Relationship Marketing Theory (RMT) to explain how perceived technical interactivity and
social media content are related to customer satisfaction and brand attachment, and how these
two organism states are related to brand commitment. A quantitative cross-sectional survey of
OTA hotel-booking users was conducted, and the data were analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM). All six hypothesized direct relationships
were supported: perceived technical interactivity and social media content were positively
associated with customer satisfaction and brand attachment, which were in turn positively
associated with brand commitment. Customer satisfaction showed the largest direct path
coefficient to brand commitment (B = 0.457), followed by brand attachment (B = 0.306). The
model tested direct relationships only; indirect (mediating) effects were not tested, and the
cross-sectional design supports associations rather than causal conclusions. The study
contributes to digital marketing literature by providing an integrated test of stimulus—
organism-response relationships in the OTA hotel-booking context and offers practical
implications for OTA companies in designing digital experiences and social media strategies
that foster long-term customer relationships.

Keywords: Brand attachment, brand commitment, customer satisfaction, online travel agent,
perceived technical interactivity, social media content.

INTRODUCTION

The digitalization phenomenon in the tourism sector, particularly hotel bookings through
Online Travel Agent (OTA) applications, has experienced significant growth in recent years.
The e-Conomy SEA 2024 report indicates that Indonesia's online travel gross merchandise
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value (GMV) reached almost USD 9 billion in 2024, growing 24% year-on-year, alongside
increasing digital technology adoption and a shift in consumer behavior toward application-
based bookings. This growth is supported by widespread internet penetration: the APJII 2026
survey recorded 235.26 million internet users in Indonesia, equal to a penetration rate of
81.72% of the population, and users increasingly rely on digital services for daily needs,
including travel and accommodation (APJII, 2026; e-Conomy SEA, 2024). These conditions
strengthen OTA applications' position as primary channels in the modern hospitality industry
while simultaneously transforming how consumers search for information, compare
alternatives, and book hotels.

Alongside the increasing role of OTAs in consumer journeys, technological
developments in the tourism industry are also marked by the expanding integration of
interactive features and social media-based content on these platforms. Digital transformation
no longer focuses solely on transactional functions but also on creating more interactive,
personalized, and engaging user experiences. Studies on digital transformation in tourism
confirm that the combination of interactive technology and digital innovation has created new
business models that are more customer-oriented and experience-driven (Gutiérrez et al.,
2023). In this context, features such as user reviews, algorithm-based recommendations,
service personalization, and social media integration have become important elements
influencing consumer perceptions and decisions in choosing hotel services.

The changing characteristics of OTA platforms subsequently affect digital consumer
behavior, which increasingly relies on online information and digital interactions before
making purchase decisions. This condition indicates that consumers no longer only consider
hotel prices or locations but also the quality of information and digital experiences obtained
during the search process. This finding is reinforced by recent research showing that digital
content quality and technological interactivity levels play important roles in shaping consumer
satisfaction and engagement in digital platforms (Cheung et al., 2020; Jo & Ahn, 2024). Thus,
competition in the OTA industry increasingly shifts from service competition toward
competition in creating digital experiences capable of building user relationships.

Hotel booking is the specific context of this study because it is the most dominantly
utilized OTA feature among Indonesian consumers. The Katadata Insight Center (KIC) 2025
survey shows that 87.2% of Indonesian OTA users utilize these platforms to book hotels or
accommodations, much higher than purchasing flight tickets (73.2%), train tickets (72.6%),
and other travel services. Hotel booking is therefore the core use case of OTA applications, and
the point at which users depend most on the platform's interactive features and on information
from social media. It also involves different levels of involvement and risk than other travel
services, so the quality of the digital experience during the search and booking process is likely
to be especially consequential. The high usage of hotel booking services indicates that
competition among OTA platforms is increasingly concentrated on applications' ability to
create superior user experiences during the search and booking process (Ridwan, 2025).

However, the high level of OTA usage for hotel bookings describes adoption rather than
commitment, and does not automatically guarantee the formation of long-term relationships
between users and platforms. The research problem therefore concerns retention: it remains
unclear which aspects of the digital experience (technical interactivity and social media
content) are associated with the satisfaction, attachment, and commitment that keep users on a
platform. The digital-based nature of the OTA industry means consumers have many
alternative services with relatively low switching costs. Users can easily compare prices,
promotions, reviews, and features offered by various platforms in a short time. Research by
Anagnostopoulou et al. (2020) explains that the online hotel booking industry operates in a
highly competitive environment where user retention becomes a crucial factor for maintaining
profitability and business sustainability. This condition demonstrates that OTA's main
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challenge is not only acquiring new users but also retaining existing users to maintain brand
commitment and prevent switching to competing platforms.

These retention challenges arise because OTA users often experience conflicting
evaluations of the platforms they use. On one hand, OTA applications offer ease of access,
search efficiency, and various accommodation choices that enhance user convenience. On the
other hand, users face various risks such as concerns about personal data security, information
search complexity, unclear cancellation policies, and service failure risks that can affect usage
experience. Emeafor et al. (2025) state that these conditions can create ambivalence or
conflicting evaluations toward platforms, ultimately potentially reducing user retention and
increasing the likelihood of switching to other platforms. This finding indicates that OTA
success is largely determined by its ability to create positive and consistent usage experiences.

In this context, the quality of technical interaction provided by applications becomes an
increasingly important factor. Users not only evaluate the end result of successful hotel
bookings but also evaluate their experience during system interaction. Research by Caylak et
al. (2024) analyzing 2,000 user reviews of Booking.com and Expedia found that booking
process ease, application usage experience quality, and effectiveness of cancellation and refund
handling are primary factors influencing user sentiment toward OTA platforms. These results
demonstrate that positive technical interaction experiences can enhance user perceptions of the
brand, while negative experiences potentially decrease satisfaction and user loyalty. Therefore,
perceived technical interactivity becomes one of the important factors that must be considered
in building long-term relationships with OTA users.

Beyond direct technical interaction experiences obtained through applications, user
perception formation is increasingly influenced by information obtained through social media.
Before making hotel reservations, consumers tend to seek reviews, recommendations, other
travelers' experiences, and various travel content shared through social media. In these
conditions, social media content no longer functions merely as promotional media but becomes
an information source influencing consumer perceptions, emotions, and evaluations of a brand.
Al Amin et al. (2026) show that marketing activities through social media can increase
customer engagement and satisfaction through more relevant and personalized interaction
experiences. Thus, social media content quality potentially becomes an important means of
building emotional relationships between users and OTA brands.

The importance of digital experiences and emotional relationships is reflected in the 2024
Indonesian Customer Experience Index (CX Index) results showing differences in customer
experience quality among OTA platforms. Variations in customer experience scores indicate
that not all OTASs can provide consistent and satisfying user experiences. Yet in competitive
digital industries, customer experience is one of the primary determinants in shaping
satisfaction, emotional attachment, and brand commitment. Differences in experience quality
demonstrate that OTA competitive advantage is no longer determined solely by price and
promotion but also by platforms' ability to create valuable digital experiences for users.

The urgency of this research is further reinforced by findings from Zhi & Ha (2024)
showing that the relationship between customer satisfaction and loyalty among OTA users
tends to strengthen as user experience with the platform increases. The research also found that
user preferences for OTA attributes can change over time, requiring companies to understand
factors capable of maintaining long-term relationships with customers. Thus, customer
satisfaction cannot be viewed as an end goal but as an important mechanism driving the
formation of stronger relationships between customers and OTA brands.

Furthermore, recent research in the Indonesian OTA context shows that digital customer
loyalty cannot be adequately explained by service quality alone. Research by Oktaviani et al.
(2025) found that OTA user loyalty is influenced by psychological factors that develop during
interaction processes with digital platforms, requiring deeper understanding of the mechanisms
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forming emotional relationships between customers and brands. If this condition is not
comprehensively understood, OTA companies risk losing customers due to low emotional
attachment and weak brand commitment. Therefore, research on how perceived technical
interactivity and social media content are related to customer satisfaction and brand attachment,
and how these two constructs are related to brand commitment, becomes important to provide
a better understanding of factors shaping user commitment in OTA hotel booking applications.

Although research on technological interactivity, social media marketing, customer
satisfaction, brand attachment, and brand commitment continues to develop, several research
gaps require attention. First, previous studies have established that perceived technical
interactivity is associated with its impact on user satisfaction, purchase intention, flow
experience, or usage behavior in various digital contexts such as e-commerce, virtual shopping,
and metaverse (Sulam & Fasa, 2025). What remains unresolved is whether, in OTA hotel-
booking applications, perceived technical interactivity is simultaneously related to a cognitive-
evaluative outcome (customer satisfaction) and an affective outcome (brand attachment),
because the existing evidence comes from other digital contexts and other outcomes. This study
adds evidence on both relationships (H1 and H2) within a single OTA model. Second, previous
research has established that social media marketing activities are associated with brand equity,
brand trust, engagement, purchase intention, and loyalty (Al Amin et al., 2026; Vo Minh et al.,
2022). Although some studies show that social media marketing activities can increase
customer satisfaction and engagement, what remains unresolved is how social media content
is related to customer satisfaction and brand attachment at the same time in OTA application
contexts, where this has not been extensively studied. This study adds evidence on both
relationships (H3 and H4). Third, previous research has generally placed customer satisfaction
as the final outcome leading directly to loyalty or reuse intention. However, recent research
shows that these relationships are not always direct because customer satisfaction must first
develop into commitment before producing loyal behavior (Sumiyana & Komariyah, 2024).
What remains unresolved is how a cognitive-evaluative state (customer satisfaction) and an
affective state (brand attachment) are each related to brand commitment when both are
examined in the same model. This study adds an estimate of both relationships (H5 and H6)
and a descriptive comparison of their magnitudes. Fourth, previous research has established
brand attachment mainly in food delivery, mobile commerce, retail application, and restaurant
table booking application domains. What remains unresolved is whether these findings hold in
the OTA hotel-booking context, where purchase decisions have different involvement levels
and risks compared to other digital service categories. This study adds empirical evidence on
brand attachment and its antecedents in this specific context.

Based on the identified research gaps, this study offers novelty contributions to digital
marketing and consumer behavior literature in Online Travel Agent application contexts. This
research integrates Perceived Technical Interactivity and Social Media Content as primary
stimuli that simultaneously influence Customer Satisfaction and Brand Attachment, which
subsequently contribute to Brand Commitment formation among OTA hotel booking
application users. This study does not introduce a new construct. Its novelty lies in (1) testing,
in a single model, the relationships of two digital stimuli with both a cognitive-evaluative state
(customer satisfaction) and an affective state (brand attachment); (2) relating both states to
brand commitment so that their relative magnitudes can be compared descriptively; (3)
integrating SOR Theory, which explains the stimulus—organism part of the model, with
Relationship Marketing Theory, which explains commitment as a relationship outcome; and
(4) applying this integrated model to OTA hotel-booking applications in Indonesia, where such
a model has, to the authors' knowledge, not been tested in the literature reviewed here. The
study therefore offers practical implications for OTA companies in designing digital
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experiences and social media content strategies capable of strengthening long-term consumer-
brand relationships.

The main theoretical foundation used to explain the mechanism of variable influence in
this research is the Stimulus-Organism-Response (SOR) Theory, integrated with Relationship
Marketing Theory (RMT). SOR Theory, first developed in environmental psychology, states
that external stimuli from the environment can influence individuals' internal emotional and
cognitive states, which subsequently drive certain behavioral responses (Mehrabian & Russell,
1974). In its development in the digital era, the SOR paradigm has been widely adopted to
analyze how technical features, application interfaces, and information quality on digital
platforms influence psychological evaluations and final user decisions (Ali et al., 2018; Liu et
al., 2022). The interactive characteristics of technology and atmospheric elements in a travel
application have been shown to function as strong stimuli that stimulate emotional engagement
and perceived usefulness in consumers (Camilleri et al., 2023; Sengupta & Cao, 2022).

In this research's conceptual framework, Perceived Technical Interactivity and Social
Media Content are positioned as Stimulus (S). These two elements represent technological and
information stimuli faced by users when interacting with OTA applications (Ali et al., 2018).
These stimuli are then processed by users as Organism (O), triggering internal responses in the
form of cognitive evaluation represented by Customer Satisfaction, and deep emotional bonds
represented by Brand Attachment (Sengupta & Cao, 2022; Ye et al., 2026). This organism's
internal evaluation subsequently produces Response (R) in the form of Brand Commitment, a
psychological commitment and user willingness to maintain long-term relationships with the
OTA application (Ye et al., 2026).

Customer Satisfaction and Brand Attachment are both classified as Organism states
because each is an internal state that forms after exposure to the stimuli and before the
behavioral response, but they differ in nature. Customer Satisfaction is primarily a cognitive-
evaluative state: a judgment of whether the interaction with the application and the information
received met the user's expectations. Brand Attachment is primarily an affective state: an
emotional bond and psychological closeness to the brand. Brand Commitment is classified as
the Response because it is the relationship-oriented outcome of these internal states, namely
the user's dedication and willingness to maintain the relationship with the OTA, rather than an
evaluation or feeling in itself. Although satisfaction and attachment are conceptually distinct,
they are expected to be correlated, which is why discriminant validity between them is assessed
in the Results.

To strengthen understanding of how these user internal responses transform into solid
loyalty, this research uses Relationship Marketing Theory (RMT) as a supporting theory. RMT
marks a marketing focus shift from short-term transaction-based marketing to the creation,
maintenance, and enhancement of strong, mutually beneficial relational relationships with
customers over time (Gilaninia et al., 2011). The core of relational marketing is articulated in
Commitment-Trust Theory, which confirms that relationship commitment and trust are crucial
mediating variables determining the success and sustainability of relational exchanges between
companies and consumers (Morgan & Hunt, 1994). Relational marketing emphasizes the
importance of customer retention because the cost of maintaining existing relationships is far
more efficient than attracting new customers in competitive market structures (Gilaninia et al.,
2011; Payne & Frow, 2017). The application of RMT in digital platform contexts such as e-
travel agencies becomes increasingly relevant given intense competition due to low consumer
switching costs (Nusair et al., 2011). In this online domain, brand commitment does not appear
spontaneously but is developed through consistently perceived satisfaction and emotional
bonds built during interaction processes (Nusair et al., 2011). In the modern hospitality and
tourism industry, managing relationship marketing dimensions such as commitment and
conflict handling proves to be a primary determinant in strengthening customer engagement
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and securing long-term consumer retention (Salem, 2021). Thus, RMT provides a strong
theoretical foundation for explaining why Customer Satisfaction and Brand Attachment are
primary drivers of Brand Commitment formation in the OTA application ecosystem.

Drawing from the growth of tourism sector digitalization in Indonesia, the increasing use
of Online Travel Agent applications as hotel booking means, and challenges in building long-
term user relationships amid high platform switching ease, this research is directed to
understand how digital experiences can shape Brand Commitment. Specifically examining
how Perceived Technical Interactivity and Social Media Content are related to Customer
Satisfaction and Brand Attachment, and how these two constructs are related to Brand
Commitment among Indonesian OTA hotel booking application users, this research positions
Customer Satisfaction and Brand Attachment as organism states (cognitive-evaluative and
affective responses, respectively) that follow the digital stimuli from OTA platforms and are
hypothesized to be associated with brand commitment. The model is tested through six direct
hypothesized relationships; indirect (mediating) effects are not part of the objectives or
hypotheses of this study. Through this approach, the research is expected to provide theoretical
contributions to digital consumer behavior and brand relationship literature, while generating
practical implications for OTA managers in designing digital experiences capable of
strengthening user loyalty and commitment sustainably. Based on the research background, the
following research objectives are formulated: (1) to examine the relationship between
Perceived Technical Interactivity and Brand Attachment among OTA application users; (2) to
examine the relationship between Perceived Technical Interactivity and Customer Satisfaction
among OTA application users; (3) to examine the relationship between Social Media Content
and Brand Attachment among OTA application users; (4) to examine the relationship between
Social Media Content and Customer Satisfaction among OTA application users; (5) to examine
the relationship between Brand Attachment and Brand Commitment; and (6) to examine the
relationship between Customer Satisfaction and Brand Commitment.

Perceived technical interactivity refers to the extent to which users perceive control,
system responsiveness, and two-way communication in a digital platform. This concept reflects
individuals' perceptions of the system's ability to provide real-time feedback, offer flexible
navigation, and enable personalization of user experiences (Yang & Shi, 2025). Technical
interactivity is viewed as an important attribute in application-based environments as it shapes
perceptions of technology quality and dynamic usage experiences (Lee et al., 2021). Beyond
functional aspects, perceived technical interactivity also creates personal and immersive
experiences. Interactions that allow users to actively engage in service exploration processes
contribute to psychological closeness formation with the application brand. Technology-based
experience quality influences how consumers internalize brands in their cognitive and affective
structures (Malik & Depi, 2025). Responsive and participatory digital experiences strengthen
perceptions that the brand is dynamically present in meeting user needs. Interaction intensity
with the system increases opportunities for emotional relationship formation with the brand.
Empirical evidence shows that interactive features in digital platforms are associated with
consumer affective bond formation with brands (Sanz-Blas et al., 2026). Therefore, the first
hypothesis is proposed:

H1: Perceived Technical Interactivity positively influences Brand Attachment.

Furthermore, perceived technical interactivity reflects user perceptions of the system's
ability to provide quick responses, navigation control, and adaptive interaction experiences.
Responsive systems enabling active user participation create more meaningful usage
experiences aligned with individual expectations. Technical interaction quality in digital
applications is viewed as a determinant of positive evaluations of technology-based service
experiences (Ibrahim et al., 2025). Interactive application environments allow users to feel in
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control of search and booking processes, reducing uncertainty and enhancing perceived
efficiency. Perceptions of optimal technological performance shape comprehensive
evaluations of application usage experiences. The relationship between interactive system
quality and user satisfaction has been supported in digital service and application-based
platform contexts (Lin et al., 2025). Thus, the second hypothesis is:

H2: Perceived Technical Interactivity positively influences Customer Satisfaction.

Social media content describes the form, quality, and characteristics of messages
conveyed by brands through social media platforms. This content can take the form of product
information, entertainment, education, and interactive content designed to capture audience
attention and build meaningful digital experiences (Appel et al., 2020). Social media content
quality is often measured through relevance aspects, message consistency, visual appeal, and
perceived informative value (Iswanto et al., 2025). Informative, authentic, and engaging social
media content can build symbolic experiences that strengthen consumer emotional closeness
to brands. Relevant content creates perceptions that the brand understands audience needs and
values. Exposure to consistent and meaningful content contributes to affective relationship
formation between consumers and brands (Atmaja & Wibowo, 2025). Consumer engagement
with social media content enables internalization of brand meanings in individual identity.
Visual and narrative representations in digital content form deep emotional associations.
Research shows that marketing activities through social media play a role in building emotional
attachment to brands (AlFraihat et al., 2025). Therefore, the third hypothesis is:

H3: Social Media Content positively influences Brand Attachment.

Quality social media content characteristics provide clear, transparent, and easily
understood information to consumers. Content that facilitates decision-making processes
enhances perceptions of benefit and convenience in service usage. Presentation of relevant and
valuable content shapes positive evaluations of overall brand experiences (Hollebeek &
Macky, 2019). Consumer interaction with social media content also contributes to perceptions
that the brand is responsive to audience needs. Exposure to educational and persuasive content
increases trust in the brand and strengthens experience evaluations. The effectiveness of digital
marketing activities through social media has been linked to increased consumer satisfaction
(Al Amin et al., 2026). Hence, the fourth hypothesis is:

H4: Social Media Content positively influences Customer Satisfaction.

Brand attachment reflects strong emotional closeness between consumers and brands,
forming the basis of long-term relationships. Deep affective bonds increase individuals' desire
to maintain relationships with specific brands. Strong emotional relationships play a role in
driving brand commitment in various consumption contexts (Ghorbanzadeh & Rahehagh,
2021). High attachment to brands strengthens relationship sustainability orientation and
reduces tendencies to switch to alternatives. Stable psychological bonds become a foundation
for consistent brand commitment formation. Empirical findings show that attachment is an
important determinant in brand commitment formation (Choi et al., 2024). Thus, the fifth
hypothesis is:

H5: Brand Attachment positively influences Brand Commitment.

Customer satisfaction reflects positive evaluations of consumption experiences meeting
user expectations. High satisfaction levels strengthen perceptions of value and relationship
quality between consumers and brands. Consistent experience evaluations form tendencies to
maintain relationships with brands in the long term (Mbango, 2018). Satisfaction serves as a
rational and emotional foundation for building stable relationships with brands. Satisfied
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consumers show stronger relationship sustainability intentions compared to dissatisfied
consumers. Empirical evidence demonstrates that satisfaction is a significant predictor of brand
commitment formation in technology-based services (Sumiyana & Komariyah, 2024).
Therefore, the sixth hypothesis is:

H6: Customer Satisfaction positively influences Brand Commitment.

Based on the theoretical framework and hypotheses development, the conceptual model
of this research is presented as follows:

Perceived Technical HA o+ Brand
Interactivity o g Attachment
H5,
H2
Brand
Commitment
H3
HE
Social Media Ha Customer
— . N
Content Satisfaction

Figure 1. Conceptual Framework

METHODS

This research employs a quantitative approach with explanatory research design aimed
at examining hypothesized relationships among variables based on formulated hypotheses. The
quantitative approach is selected because this research focuses on variable measurement using
structured questionnaire instruments and statistical data analysis to test the proposed conceptual
model. This research examines the hypothesized relationships of Perceived Technical
Interactivity and Social Media Content with Customer Satisfaction and Brand Attachment, and
of these two constructs with Brand Commitment. Thus, this research is classified as
explanatory research aimed at testing theoretically derived relationships among latent
constructs based on theory and previous empirical findings (Hair et al., 2022). The research
design employs a survey method with cross-sectional approach, where data collection is
conducted once within a specific period from respondents who have used Online Travel Agent
applications for hotel bookings. Because the design is cross-sectional and observational, the
results are interpreted as statistical associations consistent with the hypothesized relationships,
and causal inference is not claimed. Data are analyzed using Partial Least Squares Structural
Equation Modeling (PLS-SEM) because the research model involves several latent constructs,
simultaneous structural relationships, and is oriented toward prediction and theory
development. According to Hair et al. (2022), PLS-SEM is an appropriate method for analyzing
complex research models, testing relationships among constructs simultaneously, and
providing reliable estimates even when data do not fully meet normal distribution assumptions.

This research utilizes two data sources: primary and secondary data. Primary data are
obtained directly from respondents through online questionnaire distribution to Online Travel
Agent application users who have used the application for hotel bookings. The collected data
measure respondent perceptions of Perceived Technical Interactivity, Social Media Content,
Customer Satisfaction, Brand Attachment, and Brand Commitment variables to answer
research objectives and test hypotheses. Secondary data are obtained through literature review
including reference books, scientific articles, national and international journals, proceedings,
and other relevant publications. Additionally, the researcher utilizes official websites and
credible online sources to obtain supporting data regarding OTA industry development,
consumer behavior, and concepts related to research variables. All secondary data serve as
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theoretical foundations, conceptual framework development, hypothesis formulation, and
research results discussion.

The data collection technique employs a survey method with questionnaire instruments
distributed online through Survey EasyPath to respondents meeting research criteria. The
survey method is selected because it enables efficient and effective data collection from large
respondent numbers, suitable for quantitative research characteristics aiming to measure
respondent perceptions and evaluations of researched variables (Malhotra et al., 2017). The
questionnaire is structured based on indicators of each variable adapted from previous research
and measured using a five-point Likert scale ranging from 1 = strongly disagree to 5 = strongly
agree. The five-point Likert scale is chosen because it provides balance between respondent
ease in providing assessments and accuracy in capturing variations in respondent perceptions
for each statement (Hair et al., 2022). Questionnaire distribution is conducted through various
digital media, such as social media and messaging applications, to reach OTA application users
who have made hotel bookings. Digital platform usage for questionnaire distribution is chosen
because it aligns with respondent characteristics as active digital application users, facilitating
access and participation in questionnaire completion (Sekaran & Bougie, 2016) . Before
analysis, all respondent answers are examined to ensure completeness and conformity with
research criteria so only valid data are used in PLS-SEM analysis. This data examination
process includes identification of incomplete questionnaires, inconsistent answers, and
respondents not meeting research criteria to guarantee data quality for analysis (Hair et al.,
2022).

The population in this research is all OTA application users in Indonesia who have made
hotel bookings through digital platforms. Population is defined as the entire group of
individuals, events, or objects possessing specific characteristics and being the focus of
research result generalization (Sekaran & Bougie, 2016). Based on APJII (2026) and e-
Conomy SEA (2024) reports, Indonesia had 235.26 million internet users in 2026, a penetration
rate of 81.72% (APJII, 2026), and online travel GMV reached almost USD 9 billion in 2024
(e-Conomy SEA, 2024). With OTA user growth continuing to increase annually, this research
population is infinite because it is impossible to exhaustively enumerate all OTA application
users in Indonesia at any given time (Malhotra, 2010). Population characteristics in this
research are individuals who have used OTA applications for hotel bookings, have experience
interacting with digital features on these platforms, and have been exposed to social media
content related to the OTA platforms they use.

The sample is a portion of the population selected from it (Hair et al., 2022). In this
research, the sample is drawn from Indonesian OTA application users meeting inclusion
criteria: (1) have used OTA applications for hotel bookings at least once in the past year, (2)
are at least 18 years old, and (3) are willing to become respondents by completing
questionnaires fully. Sample size determination refers to power-based recommendations by
Hair et al. (2022) for PLS-SEM analysis, as all constructs in this model are reflective, the "10
times the number of formative indicators” rule is not applicable and is not used. The maximum
number of structural paths pointing at any endogenous construct is two (Brand Attachment and
Customer Satisfaction each receive paths from Perceived Technical Interactivity and Social
Media Content, and Brand Commitment receives paths from Brand Attachment and Customer
Satisfaction). For a model with two predictors per endogenous construct, detecting a minimum
R2 of 0.10 at the 5% significance level with 80% statistical power requires approximately 110
observations (Hair et al., 2022). A minimum of 200 respondents was therefore adopted, which
exceeds this requirement, Click or tap here to enter text.Click or tap here to enter text.and this
research targeted a larger number of respondents to anticipate incomplete or invalid
questionnaires. A total of 651 questionnaires were collected through the online survey. Of
these, 115 questionnaires were excluded during data screening because they were flagged by
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one or more of the following screening criteria: straight-lining (identical answers across items),
univariate outliers based on z-scores, multivariate outliers based on distance, extreme outliers,
and abnormally fast responses, leaving 536 valid questionnaires (82.3% of those collected) for
the final analysis. The final sample of 536 respondents is well above the minimum required by
the power-based guidance and satisfies the sample-size requirement for the PLS-SEM model.

The sampling technique employed is purposive sampling, determining samples based on
specific criteria relevant to research objectives (Sekaran & Bougie, 2016). Purposive sampling
is chosen because this research requires respondents with specific experience and knowledge
regarding OTA application usage for hotel bookings, so not all individuals in the population
can be appropriate respondents (Malhotra, 2010). Sample selection criteria include: (1)
respondents are active OTA application users who have made hotel bookings, (2) respondents
have experience interacting with interactive features on OTA applications, and (3) respondents
are exposed to social media content related to OTA platforms. Purposive sampling usage is
also based on time and cost efficiency considerations, as well as the ability to reach respondents
matching target population characteristics through online questionnaire distribution (Hair et
al., 2022). To expand respondent reach, snowball sampling is also used complementarily,
where respondents who have completed questionnaires are asked to recommend or distribute
questionnaires to other OTA users meeting research criteria (Sekaran & Bougie, 2016). The
combination of purposive and snowball sampling is expected to produce eligible and
appropriate samples for PLS-SEM data analysis requirements. However, both techniques are
non-probability methods and do not produce a statistically representative sample of all
Indonesian OTA hotel-booking users. The sample may be affected by selection and sampling
bias (for example, over-representation of active social media users and of respondents within
the researchers' and earlier respondents' networks), so the findings should be generalized
beyond the sample with caution.

Operational definitions of each variable are elaborated into indicators adapted from
previous research instruments and adjusted to the context of hotel booking on OTA
applications. These indicators are then structured into questionnaire forms as data collection
instruments to measure respondent perceptions of each construct in the research model. The
questionnaire is administered to respondents who are OTA application users who have made
hotel bookings through the application. Perceived Technical Interactivity is measured using
indicators adapted from Lee et al. (2021), including perceptions of system responsiveness,
control flexibility, and personalization capabilities. Social Media Content is measured using
indicators from Appel et al. (2020) and Hollebeek & Macky (2019), encompassing relevance,
consistency, visual appeal, and informative value. Customer Satisfaction is measured using
indicators from Dehghanpouri et al. (2020) and Lu et al. (2020), reflecting overall evaluation
of consumption experiences. Brand Attachment is measured using indicators from Brocato et
al. (2012) and Shimul (2022), capturing emotional bonds and psychological closeness to the
brand. Brand Commitment is measured using indicators from Nyadzayo et al. (2015) and
Shukla et al. (2016), reflecting dedication and willingness to maintain long-term relationships.
The construct definitions, sources, number of items, and response scale for all five constructs
are summarized in Table 1. The items were taken from the sources above and adapted by the
authors into Indonesian, with the wording adjusted to the context of OTA users booking hotels.

Table 1. Measurement Instruments

Construct Definition Source Items Scale

Perceived The extent to which users perceive Lee et al. (2021) 4 (PTI1- 5-point Likert

Technical control, system responsiveness, PTI4) (1 = strongly

Interactivity and two-way communication in a disagree, 5 =

(PTI) digital platform (Yang & Shi, strongly agree)
2025)
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Social Media The form, quality, and Appel et al. (2020); 4 (SMC1- 5-point Likert
Content characteristics of messages Hollebeek & Macky SMC4) (1 = strongly
(SMC) conveyed by brands through (2019) disagree, 5 =
social media platforms (Appel et strongly agree)
al., 2020)
Customer A positive evaluation of Dehghanpouri et al. 4 (CS1- 5-point Likert
Satisfaction consumption experiences that (2020); Lu et al. Cs4) (1 = strongly
(CS) meet user expectations (2020) disagree, 5 =
strongly agree)
Brand The strong emotional closeness Brocato et al. (2012); 4 (BAl- 5-point Likert
Attachment and psychological bond between Shimul (2022) BA4) (1 = strongly
(BA) consumers and a brand disagree, 5 =
strongly agree)
Brand The user's psychological Nyadzayo et al. 4(BCl- 5-point Likert
Commitment commitment and willingness to (2015); Shukla et al. BC4) (1 = strongly
(BC) maintain a long-term relationship ~ (2016) disagree, 5 =
with the OTA application strongly agree)

Data analysis employs PLS-SEM with two-stage evaluation: outer model and inner
model assessment. Outer model evaluation ensures measurement model validity and reliability
through convergent validity, discriminant validity, and reliability testing. Convergent validity
is assessed through outer loading values (> 0.70) and Average Variance Extracted (AVE >
0.50) (Hair et al., 2021; Henseler et al., 2009). Discriminant validity is evaluated using the
Fornell-Larcker Criterion, where the square root of AVE for each construct should exceed its
correlations with other constructs, and using the heterotrait—-monotrait ratio of correlations
(HTMT), where values below 0.85 (conservative threshold) or 0.90, together with bootstrapped
confidence intervals that do not include 1, indicate discriminant validity (Henseler et al., 2015).
HTMT is particularly important here because Brand Attachment and Brand Commitment are
conceptually close constructs. Reliability is assessed using Cronbach's Alpha and Composite
Reliability values (> 0.70) (Sarstedt et al., 2021). Inner model evaluation examines structural
relationships among constructs through R-Square (R?), Q-Square (Q?), and path coefficients.
R2 values of 0.75 indicate strong predictive ability, 0.50 moderate, and 0.25 weak (Hair et al.,
2021). Predictive power was assessed with PLSpredict (Shmueli et al., 2019) using 10 folds
and 10 repetitions. Q?predict values greater than zero were examined together with the RMSE
and MAE of the endogenous indicators, which were compared with the linear model (LM)
benchmark. Predictive power is considered high when all indicators have lower PLS-SEM
prediction errors than the LM benchmark, medium when the majority do, and low when only
a minority or none do. The analysis was conducted using SmartPLS 4.1.1.8. Hypothesis testing
uses a bootstrapping procedure with 5,000 subsamples to obtain path coefficients, t-statistics,
p-values, and percentile bootstrap 95% confidence intervals, using two-tailed tests; hypotheses
are supported when the t-statistic > 1.96, the p-value < 0.05, and the 95% confidence interval
does not include zero (Hair et al., 2021).

RESULTS AND DISCUSSION
Results

The measurement model was assessed through convergent validity, discriminant validity,
and reliability testing. Convergent validity was evaluated using outer loadings and Average
Variance Extracted (AVE). As presented in Table 2, all indicator outer loadings exceeded the
recommended threshold of 0.70, ranging from 0.719 to 0.799, indicating that each indicator
adequately reflects its respective construct. The loadings were not uniformly strong, however:
the lowest (PTI3 = 0.719) was only slightly above the threshold, while the highest (BA4 =
0.799) was the strongest. Because all loadings exceeded 0.70 and all constructs met the AVE
and reliability criteria, no indicator needed to be removed and all 20 indicators were retained.
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Furthermore, all constructs demonstrated AVE values above 0.50, ranging from 0.554 to 0.581,
confirming that each construct explains more than 50% of the variance in its indicators (Hair
et al., 2021; Henseler et al., 2009).

Table 2. Outer Loadings
Indicator BA BC Cs PTI SMC
BA1 0.766
BA2 0.749
BA3 0.735
BA4 0.799
BC1 0.763
BC2 0.753
BC3 0.746
BC4 0.721
Cs1 0.759
Cs2 0.767
CS3 0.750
Cs4 0.752
PTI1 0.786
PTI2 0.751
PTI3 0.719
PTI4 0.762
SMC1 0.755
SMC2 0.732
SMC3 0.738
SMcC4 0.751

Discriminant validity was assessed using the Fornell-Larcker criterion, where the square
root of AVE for each construct should be greater than its correlations with other constructs. As
shown in Table 3a, the square root of the AVE of each construct (diagonal values) is compared
with its correlations with the other constructs and exceeds all of them (the highest inter-
construct correlation is 0.611, between CS and BC). Because the Fornell-Larcker criterion has
limited sensitivity in detecting discriminant validity problems, HTMT was also assessed (Table
3b) ; all HTMT values were below the conservative threshold of 0.85 (highest: 0.819 for CS—
BC; 0.716 for the closely related BA-BC pair). Together these results are used to establish that
each construct is distinct from others in the research model (Fornell & Larcker, 1981).

Reliability assessment was conducted using Cronbach's Alpha and Composite Reliability
(CR). As shown in Table 3, all constructs demonstrated Cronbach's Alpha values above 0.70,
ranging from 0.731 to 0.760, and Composite Reliability values above 0.70, ranging from 0.832
to 0.847. These results confirm that all constructs exhibit satisfactory internal consistency
reliability (Sarstedt et al., 2021).

Table 3. Reliability and Convergent Validity

Construct Cronbach's Composite Reliability (rho_a) Composite Reliability (rho_c) AVE
Alpha

BA 0.760 0.761 0.847 0.581

BC 0.734 0.734 0.834 0.556

CS 0.752 0.753 0.843 0.573

PTI 0.748 0.751 0.841 0.570

SMC 0.731 0.732 0.832 0.554

Table 3a. Discriminant Validity: Fornell-Larcker Criterion

Construct BA BC CS PTI SMC
BA 0.762
BC 0.536 0.746
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CS 0.504 0.611 0.757
PTI 0.449 0.494 0.572 0.755
SMC 0.464 0.494 0.494 0.084 0.744

Table 3b. Discriminant Validity: Heterotrait-Monotrait Ratio (HTMT)

Construct BA BC CS PTI SMC
BA

BC 0.716

CS 0.664 0.819

PTI 0.591 0.666 0.762

SMC 0.621 0.675 0.665 0.124

Structural Model Evaluation

The structural model was evaluated through R-Square (R?), Q-Square (Q?), and path
coefficient significance testing. As presented in Table 4, the R2 values for endogenous
constructs indicate weak-to-moderate explanatory power based on the thresholds stated in the
method (0.25 weak, 0.50 moderate, 0.75 strong). In addition to the R2 of the original sample,
Table 3 reports the bootstrapped (5,000 resamples) sample mean, standard deviation, t-statistic,
and p-value of each R2, which show that each R2 differs significantly from zero. Brand
Attachment (BA) demonstrated an R2 of 0.385, indicating that perceived technical interactivity
and social media content together explain 38.5% of the variance in brand attachment. Customer
Satisfaction (CS) showed the highest R? at 0.528, which is in the moderate range, meaning
52.8% of its variance is explained by the antecedent variables. Brand Commitment (BC)
exhibited an R2? of 0.443, indicating that brand attachment and customer satisfaction
collectively explain 44.3% of the variance in brand commitment. These values suggest weak-
to-moderate explanatory power, with only Customer Satisfaction reaching the moderate level
(Hair et al., 2021).

Table 4. R-Square Values and Bootstrapping Results
Construct R-square Sample Mean (M)  Standard Deviation (STDEV) T Statistics P Values

(original

sample)
BA 0.385 0.394 0.042 9.234 <0.001
BC 0.443 0.452 0.063 7.050 <0.001
Cs 0.528 0.535 0.051 10.371 <0.001

Predictive power was assessed using PLSpredict (Shmueli et al., 2019), not blindfolding,
so the measure is reported as Q?predict together with RMSE and MAE. As shown in Table 5,
all endogenous constructs demonstrated Q2predict values greater than zero, with Brand
Attachment (0.370), Customer Satisfaction (0.512), and Brand Commitment (0.419), Click or
tap here to enter text.indicating that the model has predictive relevance for each endogenous
construct. The RMSE and MAE in Table 4 are reported at the construct level for readability.

Table 5. Predictive Relevance (Q?predict)

Construct Q?predict RMSE MAE
BA 0.370 0.801 0.556
Cs 0.512 0.707 0.471
BC 0.419 0.771 0.533

Hypothesis Testing

Hypothesis testing was conducted using bootstrapping procedures with 5,000 resamples
to assess the significance of path coefficients. The results of the structural model testing are
presented in Table 6.
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Table 6. Hypothesis Testing Results

Hypothesis Relationship Path Coefficient T-Statistics P-Values Decision

H1 PTI — BA 0.413 6.519 <0.001 Supported
H2 PTI — CS 0.534 8.110 <0.001 Supported
H3 SMC — BA 0.430 7.549 <0.001 Supported
H4 SMC — CS 0.450 6.939 <0.001 Supported
H5 BA — BC 0.306 4.583 <0.001 Supported
H6 CS —- BC 0.457 7.450 < 0.001 Supported

The results indicate that all six hypotheses are supported at the 0.05 significance level.
Hypothesis 1 (H1) tested the influence of Perceived Technical Interactivity on Brand
Attachment, showing a significant positive path coefficient of 0.413 (t = 6.519, p < 0.001),
supporting H1. Hypothesis 2 (H2) examined Perceived Technical Interactivity's influence on
Customer Satisfaction, revealing a significant positive relationship with a path coefficient of
0.534 (t=8.110, p < 0.001), supporting H2.

Hypothesis 3 (H3) tested Social Media Content's influence on Brand Attachment,
demonstrating a significant positive path coefficient of 0.430 (t = 7.549, p < 0.001), supporting
H3. Hypothesis 4 (H4) examined Social Media Content's influence on Customer Satisfaction,
showing a significant positive relationship with a path coefficient of 0.450 (t = 6.939, p <
0.001), supporting H4.

Hypothesis 5 (H5) tested Brand Attachment's influence on Brand Commitment, revealing
a significant positive path coefficient of 0.306 (t = 4.583, p <0.001), supporting H5. Hypothesis
6 (H6) examined Customer Satisfaction's influence on Brand Commitment, demonstrating a
significant positive path coefficient of 0.457 (t = 7.450, p < 0.001), supporting H6. Notably,
the path from customer satisfaction to brand commitment ( = 0.457) was numerically larger
than the path from brand attachment (f = 0.306). As a descriptive comparison, this suggests
that functional evaluation may play a more dominant role in commitment in the OTA context;
no formal test of the difference between the two coefficients was conducted. In addition, the
model was specified with direct paths only (H1-H6), so indirect effects (e.g., PTI — CS — BC
and SMC — BA — BC) were not estimated. Customer satisfaction and brand attachment are
therefore interpreted as organism states within the SOR framework, not as statistically tested
mediators.

To provide a comprehensive visual summary of all structural relationships, including the
direct effects and the explanatory power of the model, the complete structural model results
are depicted in Figure 2. The figure consolidates the path coefficients for each hypothesized
relationship and the R2 values for the endogenous constructs, offering a clear overview of the
model's empirical performance.
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Figure 2. Structural Model Results
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As illustrated in Figure 2, Perceived Technical Interactivity shows the largest path
coefficient to Customer Satisfaction (f = 0.534), followed by its effect on Brand Attachment
(B =0.413). Social Media Content demonstrates a relatively balanced influence on both Brand
Attachment (B = 0.430) and Customer Satisfaction (f = 0.450). The structural model further
reveals that the path from Brand Attachment to Brand Commitment (f = 0.306) is notably
weaker than the path from Customer Satisfaction to Brand Commitment (§ = 0.457), consistent
with the earlier descriptive observation that satisfaction has the larger direct path to
commitment. The R? value of 0.443 for Brand Commitment indicates weak-to-moderate
explanatory power for users' commitment to their OTA applications.

Discussion

The findings of this study provide comprehensive insights into the formation of brand
commitment through digital experiences among OTA hotel booking application users. All six
hypotheses were supported, providing empirical support for the proposed theoretical
relationships derived from the Stimulus-Organism-Response (SOR) and Relationship
Marketing Theory (RMT) frameworks within the OTA context. Because the data are cross-
sectional and self-reported, these findings describe associations; they do not demonstrate causal
effects or statistically tested mediating mechanisms. Interpretations that go beyond the
measured constructs are explicitly labeled below as plausible managerial interpretations.

The results confirm that perceived technical interactivity significantly influences both
brand attachment ( = 0.413) and customer satisfaction (B = 0.534). These findings align with
previous research demonstrating that interactive technical features in digital platforms play a
crucial role in shaping users' emotional connections and evaluative responses (Al-Shafei, 2025;
Zhao et al., 2025). The stronger effect on customer satisfaction compared to brand attachment
suggests that users primarily evaluate the functional benefits of technical interactivity before
developing emotional bonds with the brand. This finding is consistent with Man & Hashim
(2025), who found that system responsiveness and control flexibility are primary drivers of
satisfaction in digital platforms, as these features directly address users' immediate needs for
efficiency and convenience during hotel searches and bookings. The significant relationship
between perceived technical interactivity and brand attachment indicates that when users
perceive OTA applications as responsive, controllable, and personalized, they develop deeper
emotional connections with the brand. This finding extends the work of Anggraeni (2026), who
demonstrated that interactive experiences facilitate the internalization of brand meaning in
consumers' cognitive and affective structures. In the OTA context, features such as real-time
availability updates, personalized recommendations, and seamless navigation create immersive
experiences that transform transactional interactions into meaningful relationships. A plausible
managerial interpretation is that users who feel in control of their search and booking processes
may be more inclined to see the OTA brand as more than a service provider; however, trust
and partner perceptions were not measured in this study.

Social media content demonstrated significant positive influences on both brand
attachment (B = 0.430) and customer satisfaction ( = 0.450). These findings support previous
research highlighting the importance of social media content in building consumer-brand
relationships (Hollebeek & Macky, 2019). The relatively balanced effects on both constructs
suggest that social media content serves dual functions: providing informative value that
enhances satisfaction and creating symbolic meaning that strengthens emotional bonds. This
dual mechanism is consistent with Al Amin et al. (2026), who found that social media
marketing activities simultaneously influence cognitive evaluations and affective responses.
The significant influence of social media content on brand attachment can be attributed to the
authentic and engaging nature of content that resonates with users' travel aspirations and
identity expression. Visual storytelling, user-generated content, and personalized travel
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inspiration shared through OTA social media channels allow users to envision themselves
experiencing the destinations and accommodations featured. This process facilitates the
internalization of brand values and creates emotional associations that extend beyond mere
service satisfaction, aligning with AlFraihat et al. (2025) who demonstrated that well-crafted
social media content enables consumers to form deeper psychological connections with brands
through narrative and visual engagement. Furthermore, the influence of social media content
on customer satisfaction underscores the importance of content quality in facilitating informed
decision-making. Informative and transparent content regarding hotel amenities, location
details, and user reviews helps reduce uncertainty and enhances confidence in booking
decisions, consistent with Hollebeek & Macky (2019) who argued that valuable content
supports consumer decision-making processes and enhances perceptions of brand competence
and reliability.

Brand attachment demonstrated a significant positive influence on brand commitment (3
=0.306), aligning with previous research establishing emotional bonds as foundations for long-
term relationship maintenance (Choi et al., 2024; Ghorbanzadeh & Rahehagh, 2021). This
finding indicates that users who develop deep emotional connections with OTA brands are
more likely to demonstrate dedication and willingness to maintain relationships with those
platforms. The psychological proximity created through consistent positive experiences may
help transform transactional relationships into more meaningful ones, although loyalty and the
choice to stay despite competitive alternatives were not measured. The magnitude of this path
suggests that brand attachment is an important correlate of brand commitment; because indirect
effects were not tested, a mediating role cannot be concluded. Relationship marketing literature
suggests that users who feel that an OTA brand understands their preferences may be less
susceptible to competitive offers and more willing to invest in the relationship (Nusair et al.,
2011).

Customer satisfaction showed the largest direct path coefficient to brand commitment (B
= 0.457) of the two predictors of brand commitment, consistent with satisfaction being an
important correlate of relationship sustainability in digital service contexts. This is a descriptive
comparison of coefficient magnitudes; the difference between = 0.457 and § = 0.306 was not
formally tested. This finding aligns with research by Mbango (2018) and Sumiyana &
Komariyah (2024), who demonstrated that satisfaction serves as both rational and emotional
foundation for brand commitment. The stronger effect of satisfaction compared to brand
attachment suggests that users' commitment to OTA platforms may be primarily grounded in
the consistent fulfillment of functional expectations. The importance of satisfaction in driving
commitment can be attributed to the high-involvement nature of hotel booking decisions. Users
invest significant time and resources in travel planning, and positive experiences that meet or
exceed expectations reinforce the perception that the OTA platform is a reliable and valuable
partner. This finding is particularly relevant given the competitive nature of the OTA industry,
where users have numerous alternatives with low switching costs. Satisfaction may create a
psychological barrier to switching by establishing a track record of positive experiences that
users are reluctant to risk abandoning, and satisfied users may also be more likely to engage in
positive word-of-mouth and repeat purchases. These behaviors, together with switching, were
not measured in this study and are plausible managerial interpretations rather than
demonstrated effects.

The theoretical implications of this study are as follows. By integrating Stimulus-
Organism-Response (SOR) Theory and Relationship Marketing Theory (RMT), this research
provides an integrated framework for examining the relationships among digital stimuli,
internal states, and brand commitment in digital contexts. The findings show that digital stimuli
(perceived technical interactivity and social media content) are positively associated with
internal states (satisfaction and attachment), which are in turn positively associated with a
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relational outcome (commitment). This is consistent with the complementary explanatory
value of both theoretical frameworks in the OTA context. The study also contributes to the
brand attachment literature by identifying perceived technical interactivity and social media
content as important antecedents of emotional bonds in digital service contexts, extending
understanding to application-based service platforms where emotional connections are formed
through mediated interactions. Furthermore, the research provides a descriptive indication of
the relative size of the satisfaction and attachment paths to brand commitment, suggesting that
functional fulfillment may remain paramount even as emotional connections contribute
meaningfully to relationship sustainability.

From a managerial perspective, the findings offer several practical implications for OTA
companies seeking to strengthen user commitment and reduce switching behavior. The strong
influence of perceived technical interactivity on both satisfaction and attachment underscores
the importance of investing in responsive, intuitive, and personalized application features. OTA
companies should prioritize system responsiveness, navigation ease, and personalization
capabilities as these technical attributes significantly shape users' evaluative and emotional
responses. Features such as real-time availability updates, seamless booking processes, and
personalized recommendations should be continuously refined to enhance perceived
interactivity. The significant impact of social media content on satisfaction and attachment
highlights the strategic importance of content marketing in building brand relationships, where
OTA companies should develop comprehensive social media content strategies that balance
informative value with emotional resonance, providing practical information that facilitates
decision-making while also telling compelling stories that inspire travel aspirations and create
emotional connections. Finally, the stronger effect of satisfaction on commitment relative to
attachment suggests that OTA companies should prioritize functional excellence as the
foundation of relationship building, monitoring satisfaction metrics closely and addressing
service failures promptly to maintain the functional trust that underpins commitment.

A prioritized managerial framework follows from the reported effect sizes (path
coefficients are compared descriptively, not through a formal test). Priority 1 — technical
interactivity: perceived technical interactivity has the strongest upstream path, to customer
satisfaction (B = 0.534), and also a meaningful path to brand attachment (f = 0.413), so
investment in responsiveness, navigation, and personalization should come first. Priority 2 —
satisfaction management: customer satisfaction has the largest direct path to brand commitment
(B=0.457), so satisfaction monitoring and prompt resolution of service failures should be built
on top of the interactive features. Priority 3 — social media content: social media content has
balanced paths to brand attachment (f = 0.430) and customer satisfaction (f = 0.450), so
content should combine informative value (satisfaction) with emotional storytelling
(attachment). Priority 4 — attachment building: brand attachment has a smaller but significant
path to brand commitment ( = 0.306), so personalization and relationship-oriented content
should support, rather than replace, functional excellence.

Despite these contributions, several limitations should be acknowledged. The cross-
sectional design limits causal inferences, as relationships were measured at a single point in
time, suggesting that future research could employ longitudinal designs to examine how digital
experiences and brand commitment evolve over time. The study focused on general OTA users
without distinguishing between specific platforms or types of users, so future research could
examine whether the relationships vary across different OTA platforms or user segments based
on travel frequency, purpose, or demographic characteristics. The reliance on self-reported
measures of perceptions and evaluations from the same respondents may be subject to common
method bias, which could inflate or otherwise distort the estimated relationships (see the
common method bias assessment in the Results), indicating that future research could
incorporate objective behavioral data such as booking frequency, platform usage patterns, or
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switching behavior to validate the findings through multiple data sources. Future research could
also explore other psychological factors, such as need for cognition, tech-savviness, or social
influence, that may further explain variations in commitment formation. Finally, the study was
conducted in the Indonesian context, which may limit generalizability to other cultural or
economic contexts, so cross-cultural research examining whether the relationships hold across
different countries or regions would enhance external validity and reveal contextual variations
in digital consumer behavior.

CONCLUSION AND RECOMMENDATIONS
Conclusion

This study examined the formation of brand commitment through digital experiences in
Online Travel Agent (OTA) hotel booking applications, focusing on the roles of perceived
technical interactivity and social media content. The findings provide empirical support for the
proposed theoretical relationships derived from the integrated Stimulus-Organism-Response
and Relationship Marketing Theory framework within the OTA context, with all six hypotheses
supported. Perceived technical interactivity and social media content were significantly and
positively associated with customer satisfaction and brand attachment, which were in turn
significantly and positively associated with brand commitment. Furthermore, customer
satisfaction showed a numerically larger direct path to brand commitment than brand
attachment (a descriptive comparison), suggesting that functional service performance plays
an important role in strengthening digital consumer relationships.

The findings contribute to digital marketing literature by providing evidence from an
integrated model of digital experiences, customer satisfaction, brand attachment, and brand
commitment in the OTA hotel booking context. The study extends understanding of the
antecedents of brand attachment in digital services and demonstrates the complementary roles
of customer satisfaction and brand attachment in developing brand commitment. From a
managerial perspective, OTA companies should prioritize responsive and interactive
application features alongside relevant and engaging social media content to enhance customer
satisfaction and emotional connections. Given the larger path coefficient of customer
satisfaction to brand commitment, functional service quality should remain an important
foundation for relationship building, supported by personalized experiences, exclusive
offerings, continuous satisfaction monitoring, and prompt resolution of service failures.

Limitations

This study has several limitations. First, the research was conducted within the
Indonesian OTA hotel booking context and during a specific period, so the findings may not
be fully generalizable to other countries, digital service sectors, or consumer contexts. In
addition, purposive and snowball sampling are non-probability techniques, so the sample is not
statistically representative and may be affected by sampling bias. Second, the study examined
a limited set of variables, consisting of perceived technical interactivity, social media content,
customer satisfaction, brand attachment, and brand commitment, while other technological,
relational, and psychological factors may also influence brand commitment. Third, the cross-
sectional design and reliance on self-reported data limit the ability to capture long-term changes
in consumer perceptions and relationships and may introduce potential common method bias,
which could inflate or distort the estimated relationships. The cross-sectional design also limits
causal interpretation, so the results should be read as associations. The questionnaire items
were adapted and translated into Indonesian by the authors without formal back-translation or
a pilot test, although their validity and reliability were evaluated in the main sample. Finally,
the model tested direct relationships only; indirect effects through customer satisfaction and
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brand attachment were not tested. The findings should therefore be interpreted within the
specific context, variables, sample, and research period examined in this study.

Recommendations

Future studies should broaden the scope of research objects by examining different OTA
platforms, digital service industries, regions, and cultural contexts, while using probability-
based or more diverse sampling where feasible and a larger sample to improve the robustness
and generalizability of the findings. Researchers are also encouraged to use a longer
observation period or longitudinal design to capture changes in customer satisfaction, brand
attachment, and brand commitment over time and to incorporate objective behavioral data
where possible. Additional technological, relational, and psychological variables may also be
included to develop a more comprehensive model of digital brand commitment formation.
Extensions tied to the limitations of the current model include: (1) testing the specific indirect
effects of perceived technical interactivity and social media content on brand commitment
through customer satisfaction and brand attachment using bootstrapped confidence intervals,
to answer whether these constructs mediate the relationships; (2) formally comparing path
coefficients (e.g., the satisfaction versus attachment path to brand commitment) and testing
differences across OTA platforms or user segments with multigroup analysis; (3) using
longitudinal or experimental designs to examine whether the hypothesized relationships hold
over time and to support stronger causal interpretation; and (4) assessing common method bias
with a design that separates the measurement of predictors and outcomes, or with objective
behavioral data.
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