DAFTAR PUSTAKA

Agag, G., & El-masry, A. A. (2016). Computers in Human Behavior
Understanding consumer intention to participate in online travel community
and effects on consumer intention to purchase travel online and WOM : An
integration of innovation diffusion theory and TAM with trust. Computers in
Human Behavior, 60, 97-111. https://doi.org/10.1016/j.chb.2016.02.038

Ali, F., & Ali, F. (2016). Hotel website quality , perceived flow , customer
satisfaction and purchase intention. Hospitality and Tourism Technology,
7(2), 213-228. https://doi.org/10.1108/JHTT-02-2016-0010

Amaro, S., & Duarte, P. (2016). Travellers ’ intention to purchase travel online :
integrating trust and risk to the theory of planned behaviour. Travellers °
Intention to Purchase Travel Online : Integrating Trust and Risk to the
Theory of Planned Behaviour, 2917.
https://doi.org/10.1080/13032917.2016.1191771

Bai, B., Law, R., & Wen, I. (2008). The impact of website quality on customer
satisfaction and purchase intentions : Evidence from Chinese online visitors.
The Impact of Website Quality on Customer Satisfaction and Purchase
Intentions :  Evidence from Chinese Online Visitors, 27, 391-402.
https://doi.org/10.1016/j.ijhm.2007.10.008

Barber, N., Taylor, D. C., Deale, C. S., Taylor, D. C., & Deale, C. S. (2010). Wine
Tourism , Environmental Concerns , and Purchase Intention WINE
TOURISM , ENVIRONMENTAL CONCERNS , AND PURCHASE
INTENTION. Travel & Tourism Marketing, 27(2), 146-165.

https://doi.org/10.1080/10548400903579746

56
Universitas Internasional Batam
Jeni, Analisis Pengaruh Faktor Produk, Faktor Saluran dan Niat Pencarian Informasi terhadap Niat untuk Membeli

Konsumen, 2019
UIB Repository©2019



S7

Carvajal-trujillo, E., & Bons, E. (2015). In fl uence of trust and perceived value on
the intention to purchase travel online : Integrating the effects of assurance
on trust antecedents.  Tourism  Management, 47, 286-302.
https://doi.org/10.1016/j.tourman.2014.10.009

Chang, K., Kuo, N., Hsu, C., & Cheng, Y. (2014). The Impact of Website Quality
and Perceived Trust on Customer Purchase Intention in the Hotel Sector :
Website Brand and Perceived Value as Moderators. Innovation, Management
and Technology, 5(4), 255-260. https://doi.org/10.7763/1JIMT.2014.VV5.523

Chi, H. K. (2009). The Impact of Brand Awareness on Consumer Purchase
Intention : The Mediating Effect of Perceived Quality and Brand Loyalty.
International Management Studies, 4(1), 135-144.

Chiang, C., & Jang, S. S. (2008). The Effects of Perceived Price and Brand Image
on Value and Purchase Intention: Leisure Travelers ° Attitudes Toward
Online Hotel Booking The Effects of Perceived Price and Brand Image on
Value and Purchase Intention: Leisure Travelers ’ Attitudes Towar.
Hospitality & Leisure Marketing, 15(3), 49-609.
https://doi.org/10.1300/J150v15n03

Chiu, C. (2009). Understanding relationship quality and online purchase intention
in e-tourism : A qualitative application. Understanding Relationship Quality
and Online Purchase Intention in E-Tourism : A Qualitative Application, 43,
669-675. https://doi.org/10.1007/s11135-007-9147-6

Dedeke, A. N. (2016). Travel web-site design: Information task- fi t , service
quality and purchase intention. Tourism Management, 54, 541-554.

https://doi.org/10.1016/j.tourman.2016.01.001

Universitas Internasional Batam

Jeni, Analisis Pengaruh Faktor Produk, Faktor Saluran dan Niat Pencarian Informasi terhadap Niat untuk Membeli
Konsumen, 2019
UIB Repository©2019



58

Diallo, M. F. (2012). Journal of Retailing and Consumer Services Effects of store
image and store brand price-image on store brand purchase intention :
Application to an emerging market. Journal of Retailing and Consumer
Services, 19(3), 360-367. https://doi.org/10.1016/j.jretconser.2012.03.010

He, Y., & Song, H. (2009). A Mediation Model of Tourists > Repurchase. Journal
of Travel Research, 47, 317-331. https://doi.org/10.1177/0047287508321206

Jeon, H., Jang, J., & Barrett, E. B. (2016). Linking Website Interactivity to
Consumer Behavioral Intention in an Online Travel Community: The
Mediating Role of Utilitarian Value and Online Trust Linking Website
Interactivity to Consumer Behavioral. Journal of Quality Assurance in
Hospitality & Tourism, 00(00), 1-24.
https://doi.org/10.1080/1528008X.2016.1169473

Karen Lim Lay-Yee, Han Kok-Siew, B. C. Y.-F. (2013). International Journal of
Asian  Social Science  FACTORS AFFECTING SMARTPHONE
PURCHASE DECISION AMONG MALAYSIAN GENERATION Y Karen
Lim Lay-Yee Han Kok-Siew Benjamin Chan Yin-Fah. International Journal
of Asian Social Science, 3(12), 2426-2440. Retrieved from
http://www.aessweb.com/journal-detail.php?id=5007

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-
making model in electronic commerce : The role of trust , perceived risk ,
and their antecedents. Journal OfManagement Information Systems, 44, 544—
564. https://doi.org/10.1016/j.dss.2007.07.001

Kim, H., Xu, Y., & Gupta, S. (2012). Electronic Commerce Research and

Applications Which is more important in Internet shopping , perceived price

Universitas Internasional Batam

Jeni, Analisis Pengaruh Faktor Produk, Faktor Saluran dan Niat Pencarian Informasi terhadap Niat untuk Membeli
Konsumen, 2019
UIB Repository©2019



59

or trust ? Electronic Commerce Research and Applications, 11(3), 241-252.
https://doi.org/10.1016/j.elerap.2011.06.003

Kiictlikergin, K. G., & Bora, B. (2014). Anatolia: An International Journal of
Tourism and Hospitality Research The importance of employee hospitability
and perceived price in the hotel industry. An International Journal of
Tourism and Hospitality Research, 25(2), 254-267.
https://doi.org/10.1080/13032917.2013.871569

Li, L., Peng, M., Jiang, N., & Law, R. (2017). International Journal of Hospitality

Management An empirical study on the influence of economy hotel website
quality on online booking intentions <. International Journal of Hospitality

Management, 63, 1-10. https://doi.org/10.1016/j.ijhm.2017.01.001

Lien, C., Wen, M., Huang, L., & Wu, K. (2015). Asia Paci fi ¢ Management
Review Online hotel booking : The effects of brand image , price , trust and
value on purchase intentions. Asia Pacific Management Review, 1-9.
https://doi.org/10.1016/j.apmrv.2015.03.005

Lin, Y. H., Lin, F. J., & Ryan, C. (2014). Tourists ’ purchase intentions : impact of
franchise brand awareness. Tourists ' Purchase Intentions: Impact of
Franchise Brand Awareness, 34(9-10), 811-827.
https://doi.org/10.1080/02642069.2014.905919

Liu, Y., Pu, B., Guan, Z., & Yang, Q. (2015). Online Customer Experience and Its
Relationship to Repurchase Intention: An Empirical Case of Online Travel
Agencies in China Online Customer Experience and Its Relationship to
Repurchase Intention: An Empirical Case of Online Travel Agencies in

China. Asia Pacific Journal of Tourism Research, 1-17.

Universitas Internasional Batam

Jeni, Analisis Pengaruh Faktor Produk, Faktor Saluran dan Niat Pencarian Informasi terhadap Niat untuk Membeli
Konsumen, 2019
UIB Repository©2019



60

https://doi.org/10.1080/10941665.2015.1094495
Mohseni, S., Jayashree, S., Rezaei, S., & Kasim, A. (2018). Current Issues in

2

Tourism Attracting tourists to travel companies > websites : the structural
relationship between website brand , personal value , shopping experience ,
perceived risk and purchase intention. Current Issues in Tourism, 21(6),
616-645. https://doi.org/10.1080/13683500.2016.1200539

Nunkoo, R. (2012). Journal of Hospitality Marketing & Travelers ’* E-Purchase
Intent of Tourism Products and Services Travelers ° E-Purchase Intent of
Tourism. Journal of Hospitality Marketing & Management, 1-20.
https://doi.org/10.1080/19368623.2012.680240

Park, Minjung, S. J. L. (2009). Journal of Fashion Marketing and Management :
An International Article information: Journal of Fashion Marketing and
Management: An International Journal, 13(2), 149-160.
https://doi.org/10.1108/13612020910957680

Park, D., Lee, J., & Han, 1. (2007). The Effect of On-Line Consumer Reviews on
Consumer Purchasing Intention: The Moderating Role of Involvement.
International Journal of Electronic Commerce, 11(4), 125-148.
https://doi.org/10.2753/JEC1086-4415110405

Paurav Shukla. (2012). Impact of contextual factors , brand loyalty and brand
switching on purchase decisions. Journal of Consumer Marketing, 26(5),
348-357. https://doi.org/10.1108/07363760910976600

Pietro, L., & Pantano, E. (2013). Papers Social network in fl uences on young
tourists : An exploratory analysis of determinants of the purchasing intention.

Journal OfDirect, Data and Digital Marketing Practice (2013), 15(1), 4-19.

Universitas Internasional Batam

Jeni, Analisis Pengaruh Faktor Produk, Faktor Saluran dan Niat Pencarian Informasi terhadap Niat untuk Membeli
Konsumen, 2019
UIB Repository©2019



61

https://doi.org/10.1057/dddmp.2013.33

Roest, H., & Rindfleisch, A. (2010). Journal of Retailing and Consumer Services
The influence of quality cues and typicality cues on restaurant purchase
intention. Journal of Retailing and Consumer Services, 17(1), 10-18.
https://doi.org/10.1016/j.jretconser.2009.08.007

Sin, S. S., Nor, K., & Al-agaga, A. M. (2012). Factors Affecting Malaysian young
consumers ’ online purchase intention in social media websites. Procedia -
Social and Behavioral Sciences, 40, 326-333.
https://doi.org/10.1016/j.sbspro.2012.03.195

Sparks, B. A., & Browning, V. (2011). The impact of online reviews on hotel
booking intentions and perception of trust. Tourism Management, 32(6),
1310-1323. https://doi.org/10.1016/j.tourman.2010.12.011

Wang, L., Law, R., Denizci, B., Hung, K., Ka, D., & Fong, C. (2015).
International Journal of Hospitality Management Impact of hotel website
quality on online booking intentions : eTrust as a mediator. International
Journal of Hospitality Management, 47, 108-115.
https://doi.org/10.1016/j.ijhm.2015.03.012

Wen, I., & Wen, I. (2017). An Empirical Study of an Online Travel Purchase
Intention Model AN EMPIRICAL STUDY OF AN ONLINE TRAVEL
PURCHASE INTENTION MODEL. Journal of Travel & Tourism
Marketing, 29(1), 18-39. https://doi.org/10.1080/10548408.2012.638558

Wong, J., & A, R. L. (2005). Analysing the intention to purchase on hotel
websites : a study of travellers to Hong Kong. Hospitality Management, 24,

311-329. hitps://doi.org/10.1016/j.ijhm.2004.08.002

Universitas Internasional Batam

Jeni, Analisis Pengaruh Faktor Produk, Faktor Saluran dan Niat Pencarian Informasi terhadap Niat untuk Membeli
Konsumen, 2019
UIB Repository©2019



62

Woo Gon Kim, Ma, X., & Kim, D. J. (2006). Determinants of Chinese hotel
customers ’ e-satisfaction and purchase intentions. Tourism Management, 27,
890-900. https://doi.org/10.1016/j.tourman.2005.05.010

Wu, P. C. S, Yeh, G. Y., & Hsiao, C. (2011). The effect of store image and
service quality on brand image and purchase intention for private label
brands.  Australasian Marketing Journal (AMJ), 19(1), 30-39.
https://doi.org/10.1016/j.ausmj.2010.11.001

Xinyuan (Roy) Zhao, Liang Wang, X. G. and R. L. (2015). The influence of
online reviews to online hotel booking intentions Article information :
International Journal of Contemporary Hospitality Management, 27(6).
https://doi.org/10.1108/IJCHM-12-2013-0542

Surat Keputusan Menteri Perhubungan, No. PM 16/PW 301/PHB 77 tanggal 22
Desember 1977 pada Pasal 7 ayat a tentang Pengertian Hotel sebagai Tempat
Akomodasi

Suyanto, Sunyoto. (2011). Analisis Regresi untuk Uji Hipotesis. Yogyakarta:

Caps

Universitas Internasional Batam

Jeni, Analisis Pengaruh Faktor Produk, Faktor Saluran dan Niat Pencarian Informasi terhadap Niat untuk Membeli
Konsumen, 2019
UIB Repository©2019





