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ABSTRAK 

 

Penelitian yang penulis lakukan ini didasarkan pada perkembangan teknologi 

yang sangat pesat yang membuat segala sesuatu menjadi semakin mudah dan cepat, 

sehingga hal tersebut juga mempengaruhi dunia marketing yang kemudian didalamnya 

muncul online travel agent. Dimana dalam online travel agent terdapat review yang 

dituliskan oleh pengguna online travel agent itu sendiri yang dapat mempengaruhi 

pengguna yang lain dan reputasi suatu perusahaan. Sehingga dengan demikian penulis 

memutuskan untuk mengambil judul Pengaruh Online Reputation Management 

(ORM) di Hotel Vila Ombak Gili Trawangan – Lombok.  

Penelitian yang berjudul Online Reputation Management (ORM) di Hotel Vila 

Ombak Gili Trawangan – Lombok., mengunakan metode analisis deskriptif dengan 

satu variable. Yang menjadi informan dalam penelitian ini berjumlah 2 orang, yaitu 

Sales Manager dan Hotel Manager serta komentar dari tamu yang sudah pernah 

memesan kamar melalui Booking.com. Berdasarkan hasil penelitian, penulis 

mendapati bahwa presence, online review, social media, surveying, analysis dan 

bechmarking and scoring sebagai attribute Online Reputation di Hotel Vila Ombak 

Gili Trawangan – Lombok sudah cukup baik. Akan tetapi belum sepenuhnya berhasil 

dan efektif sehingga diperlukan perbaikan-perbaikan yang berkaitan dengan online 

reputation untuk membantu meningkatkan reputasi online hotel.  

 

Kata Kunci: Online reputation, Online travel Agent, Social Media, Online review. 
 
 
 
 
  



 
 

 

ABSTRACT 

 

The research that the author is doing is based on a very rapid technological 
development that makes things easier and faster, so that it also affects the world of marketing 
which then appears online travel agents. Where in the online travel agent there are reviews 
written by users of the online travel agent itself which can affect other users and the reputation 
of a company. So thus the author decides to take the title of the Effect of Online Reputation 
Management (ORM) at the Hotel Vila Ombak Gili Trawangan - Lombok. 

The study, entitled Online Reputation Management (ORM) at the Vila Ombak Hotel in 
Gili Trawangan - Lombok, used a descriptive analysis method with one variable. The 
informants in this study amounted to 2 people, Sales Manager and Hotel Manager as well as 
comments from guests who had booked a room through Booking.com. Based on the results of 
the study, the authors found that presence, online review, social media, surveying, analysis and 
bechmarking and scoring as an attribute of Online Reputation at the Vila Ombak Hotel in Gili 
Trawangan - Lombok was good enough. However, it has not been fully successful and effective 
so improvements are needed related to online reputation to help improve the online reputation 
of the hotel.  
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