
 

 

102 

 

BIBLIOGRAPHY 

 

Airdna. (2015). Biggest Airbnb cities outside of the U.S. Retrieved from 

https://www.slideshare.net/skift/the-state-of-global-travel-2016. 

Al-Sabbahy, H. Z., Ekinci, Y., & Riley, M. (2004). An investigation of perceived 

value dimensions: Implications for hospitality research. Journal of Travel 

Research, 42(3), 226–234. DOI: 10.1177/0047287503258841 

Alcántara-Pilar, J. M., Blanco-Encomienda, F. J., Armenski, T., & Barrio-Garcia, 

S. D. (2018). The antecedent role of online satisfaction, perceived risk online, 

and perceived website usability on the affect towards travel destinations. 

Journal of Destination Marketing and Management, 9(3), 20-35.  DOI: 

10.1016/j.jdmm.2017.09.005 

Alkin, K. (2017). Tourism for Sustainable Growth. Retrieved from   

https://www.dailysabah.com/columns/ alkin-kerem/2017/10/07/tourism-for-

sustainable-growth. 

Almana, A. M., & Mirza, A. A. (2013). The Impact of electronic word of mouth 

on consumer’s purchasing decisions. International Journal of Computer 

Applications, 82(9), 23-31. 

Alonso, M. (2016). Opinión pública y web 2.0. Las redes digitalizan el barómetro 

político en España. Rev. Mex. Opin. Pública, 21, 95–113. 

Amaro, S., & Duarte, P. (2015). An integrative model of consumers' intention to 

purchase travel online. Tourism Management, 46, 64-79. 

Annur, C. M. (2022). Aplikasi yang Paling Disukai Responden untuk Pesan 

Akomodasi Liburan (2022). Retrieved from 

https://databoks.katadata.co.id/datapublish/2022/12/16/survei-populix-

traveloka-aplikasi-perjalanan-online-paling-banyak-disukai-konsumen. 

Apolo, D. E., Altamirano, V., & Vascónez, V. E. (2015). Usuarios, clientes y 

consumidores digitales: consideraciones para su abordaje desde el marketing 

y la comunicación corporativa. Redmarka, 14, 3–19. doi: 

10.17979/redma.2015. 01.014.4879. 

Astuti, N. P., & Rahmawati, H. R. (2023). The Impact of EWOM and Perceived 

Quality on Purchase Intention and Purchase Decision. FORUM EKONOMI: 

Jurnal Ekonomi, Manajemen dan Akuntansi, 25(1), 22-34. 

Aydin, S., & Özer, G. (2005). The analysis of antecedents of customer loyalty in 

the Turkish mobile telecommunication market. European Journal of 

Marketing, 39(7/8), 910–925. DOI 10.1108/03090560510601833 

Baloglu, S., & McCleary, K. (1999). A model of destination image formation. 

Annals of Tourism Research, 26, 868–897. 

Bickart, B., & Schindler, R. M. (2001). Internet Forums As Influential Sources of 

Consumer Information. Journal of Interactive Marketing, 15(3), 31–40.  

Bickart, B., & Schindler, R. M. (2001). Internet Forums As Influential Sources of 

Consumer Information. Journal of Interactive Marketing, 15(3), 31–40.  

Bigné, E., Küster, I., & Hernández, A. (2013). The social network sites and the 

brands. Influence of eC C exchange of experience on brand users’ attitudes. 

Rev. Española Invest. En Market. 17, 7–27. 

https://www.dailysabah.com/columns/


103 

 

 

 

Bigné, E., Sanz, S., Ruiz, C., & and Aldás-Manzano, J. (2010). Why Some 

Internet Users Don't Buy Air Ticket Online. Conference: Information and 

Communication Technologies in Tourism, ENTER 2010, Proceedings of the 

International Conference in Lugano, Switzerland, February 10-12, 2010. 

Bigné, J. E., Font, X., & Andreu, L. (2010) Marketing de destinos turísticos: 

Análisis y estrategias de desarrollo. ESIC Editorial. 

Blackwell, R. D., Miniard, P. W., & Engel, I. F. (2001). Consumer behavior (9th 

ed.). Harcourt College Publishers. 

Botsman, R., & Rogers, R. (2010). What’s Mine Is Yours: The Rise of 

Collaborative Consumption. Harper Business. 

BPS Jateng. (2022). Banyaknya Desa/Kelurahan Kabupaten/Kota dan 

Penerimaan Sinyal Internet Telepon Seluler di Provinsi Jawa Tengah 2019-

2021. Retrieved from https://jateng.bps.go.id/indicator/2/992/1/banyaknya-

desa-kelurahan-menurut-kabupaten-kota-dan-penerimaan-sinyal-internet-

telepon-seluler-di-provinsi-jawa-tengah.html.  

Burnkrant, R. E., & Cousineau, A. (1975). Informational and normative social 

influence in buyer behavior. Journal of Consumer Research, 2(3), 206-215. 

Calefato, F., Lnaubile, F., & Novielli, N. (2015). The role social media in 

affective trust building in customer-supplier relationships. Electronic 

Commerce Research, 15(4), 453-482. 

Cha, S. M. (2006). Developing Restaurant Information word-of-mouth 

communication paradigm theory approach. Journal of Tourism Sciences, 

31(4), 119-138. 

Cha, S. M. (2006). Developing Restaurant Information word-of-mouth 

communication paradigm theory approach. Journal of Tourism Sciences, 

31(4), 119-138. 

Chae, H., Kim, S., Lee, J., & Park, K. (2020). Impact of product characteristics of 

limited edition shoes on perceived value, brand trust, and purchase intention; 

focused on the scarcity message frequency. Journal of Business Research. 

https://doi.org/10.1016/j.jbusres.2019.11.040  

Chang, L. L., Backman, K. F., & Huang, Y. C. (2014). Creative tourism: A 

preliminary examination of creative tourists’ motivation, experience, 

perceived value and revisit intention. International Journal of Culture, 

Tourism and Hospitality Research, 8(4), 401–419. DOI 10.1108/IJCTHR-04-

2014-0032 

Chen, C. C., & Chang, Y. C. (2018). What drives purchase intention on Airbnb?

 Perspectives of consumer reviews, information quality, and media 

richness. Telematics and Informatics, 35, 1512–1523. 

https://doi.org/10.1016/j.tele.2018.03.019 

Chen, H. (2012). The Impact Of Comments And Recommendation System On 

Online Shopper Buying Behaviour. Journal of Networks, 7(2), 345–350. 

Chen, M.F., & Mau. (2009). The impacts of ethical sales behaviour on customer 

loyalty in the life insurance industry. The Service Industries Journal , 29 (1), 

59-74. DOI: 10.1080/02642060802116339. 

https://doi.org/10.1016/j.tele.2018.03.019


104 

 

 

 

Chen, M.F., & Mau. (2009). The impacts of ethical sales behaviour on customer 

loyalty in the life insurance industry. The Service Industries Journal , 29 (1), 

59-74. DOI: 10.1080/02642060802116339 

Cheng, M. (2016). Sharing economy: A review and agenda for future research. 

Interntaional Journal of Hospitality Management, 57, 60-70.  

https://doi.org/10.1016/j.ijhm.2016.06.003 

Chevalier, J. A., & Mayzlin, D. (2006). The effect of word of mouth on sales: 

Online book reviews. Journal of Marketing Research, 43, 345e354. 

https://doi.org/ 10.1509/jmkr.43.3.345 

Chinomona, R., Okiumba, L., & Pooe, D. (2013). The impact of product quality 

on perceived value, trust and studentrs' intention to purchase electronic 

gadets. Mediterranean Journal of Social Sciences, 4(14), 463-472. 

Doi:10.5901/mjss.2013.v4n14p463 

Chinomona, R., Okiumba, L., & Pooe, D. (2013). The impact of product quality 

on perceived value, trust and studentrs' intention to purchase electronic 

gadets. Mediterranean Journal of Social Sciences, 4(14), 463-472. 

Doi:10.5901/mjss.2013.v4n14p463 

Chong, B., Yang, Z., & Wong, M. (2003). Asymmetrical impact of 

trustworthiness attributes on trust, perceived value, and purchase intention: a 

conceptual framework for crosscultural study on consumer perception of 

online auction. In: ICEC ’ 3 Proceedings of the 5th International Conference 

on Electronic Commerce, pp. 213–219 (Pittsburgh, PA, USA). 

Chong, B., Yang, Z., & Wong, M. (2003). Asymmetrical impact of 

trustworthiness attributes on trust, perceived value, and purchase intention: a 

conceptual framework for crosscultural study on consumer perception of 

online auction. In: ICEC ’ 3 Proceedings of the 5th International Conference 

on Electronic Commerce, pp. 213–219 (Pittsburgh, PA, USA). 

CNN Indonesia. (2017). Kontroversi AirBnB di Indonesia. Retreieved from 

https://www.cnnindonesia.com/teknologi/20171203104951-188-

259801/kontroversi-airbnb-di-indonesia. 

Corbitt, B. J., Thanasankit, T., & Yi, H. (2003). Trust and e-commerce: A study of 

consumer perceptions. Electronic Commerce Research and Applications, 2, 

203-215. https://doi.org/10.1016/S1567-4223(03)00024-3 

Dhini, V. A. (2022). Pemesanan Aplikasi Travelling Mulai Pulih di Tahun Kedua 

Pandemi. Retrieved from 

https://databoks.katadata.co.id/datapublish/2022/07/28/pemesanan-aplikasi-

traveling-mulai-pulih-di-tahun-kedua-pandemi. 

Djan, I., & Adawiyyah, S. R. (2020). The Effect of Convenience and Trust to 

Purchase Decision and Its Impact to Customer Satisfaction. International 

Journal of Business and Economics Research, 9(4), 263-269. 

Duman, T., & Mattila, A. S. (2005). The role of affective factors on perceived 

cruise vacation value. Tourism Management, 26, 311–323. 

doi:10.1016/j.tourman.2003.11.014 

Ebrahim, R. S. (2020). The role of trust in understanding the impact of social 

media marketing on brand equity and brand loyalty. Journal of Relationship 

Marketing, 19(4), 287-308. 

https://doi.org/10.1016/j.ijhm.2016.06.003


105 

 

 

 

Erdem, T., & Swait, J. (1998). Brand equity as a signaling phenomenon. Journal 

of consumer Psychology, 7(2), 131-157. 

https://doi.org/10.1207/s15327663jcp0702_02 

Ert, E., Fleischer, A., & Magen, N. (2016). Trust and reputation in the sharing 

economu: The role of personal photos of Airbnb. SSRN Electronic Journal. 

DOI: 10.2139/ssrn.2624181 

Fang, B., Ye, Q., & Law, R. (2016). Effect of sharing economy on tourism 

industry employment. Research Notes and Reports/ Annals of Tourism 

Research, 57, 264–267. http://dx.doi.org/10.1016/j.annals.2015.11.021 

Ferdinand, A. (2014). Metode Penelitian Manajemen. BP Universitas 

Diponegoro. 

Ferdinand, A. (2014). Metode Penelitian Manajemen. BP Universitas 

Diponegoro. 

Filieri, R., Alguezaui, S., & McLeay, F. (2015). Why do travelers trust 

TripAdvisor? Antecedents of trust towards consumer-generated media and its 

influence on recommendation adoption and word of mouth. Tourism 

Management, 51, 174–185. http://dx.doi.org/10.1016/j.tourman.2015.05.007 

Fishbein, M., & Ajzen, I. (1975). The Prediction of Behavioral Situation. Journal 

of Experimental Social Psychology, 5(1967), 400–416. 

Flanagin, A. J., Metzger, M. J., Pure, R., Markov, A., & Hartsell, E. (2014). 

Mitigating risk in ecommerce transactions: Perceptions of information 

credibility and the role of user-generated ratings in product quality and 

purchase intention. Electronic Commerce Research, 14, 1-23. 

https://doi.org/10.1007/s10660-014-9139-2 

Fodness, D. (1992). The impact of family life cycle on the vacation decision-

making process. Journal of Travel Research, 31(2), 8–13. 

Fombrun, C. J., & Rindova, V. P. (2000). The road to transparency: Reputation 

management at Royal Dutch/Shell. The expressive organization, 7, 7-96.  

Gallarza, M. G., Saura, I. G., & Arteaga, M. F. (2013). The quality-value-

satisfaction-loyalty chain: Relationships and impacts. Tourism Review, 68(1), 

3–20. DOI 10.1108/16605371311310048 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in Online 

Shopping: An Integrated Model Trust and TAM in Online Shopping: an 

Integrated Model. MIS Quarterly, 27(1), 51–90. 
Ghozali, I. (2008). Model Persamaan Struktural, Konsep dan Aplikasi dengan Program 

AMOS 16.0. Badan Penerbit Universitas Diponegoro. 

Ghozali, I. (2011). Aplikasi Analisis Multivaroate dengan Program IBM SPSS 10. 

Badan Penerbit Universitas Diponegoro 

Gibson, H., & Yiannakis, A. (2002). Tourist roles: Needs and the life course. 

Annals of Tourism Research, 29(2), 358–383. 

Goh, S., Ho, V., & Jiang, N. (2015). The effect of electronic word of mouth on 

intention to book accommodation via online peer-to-peer platform: 

Investigation of theory of planned behaviour. The Journal of Internet Banking 

and Commerce, 52. http://dx.doi.org/10.4172/1204-5357.S2-005 

https://doi.org/10.1207/s15327663jcp0702_02


106 

 

 

 

Gregg, D. G., & Walczak, S. (2010). The relationship between website quality, 

trust, and price premiums at online auctions. Electron Commers Res, 10(1), 

1–25. DOI 10.1007/s10660-010-9044-2 

Hair J. F. (2010). Multivariate Data Analysis.Seventh Edition. Pearson Prentice 

Hall. 

Hamari, J., Sjoklint, M., & Ukkonen, A. (2016). The sharing economy: why 

people participate in collaborative consumption. Journal of the Association 

for Information Science and Technology, 67(9), 2047-2059. 

Hanaysha, J. R. (2022). Impact of Social Media Marketing Features on 

Consumer's Purchase Decision in the Fast-Food Industry: Brand trust as a 

mediator. International Journal of Information Management Data Insights, 2, 

100102. 

Haryono, S. (2016). Metode SEM Untuk Penelitian Manajemen dengan AMOS 

LISREL PLS. PT Intermedia Personalia Utama. 

Hasyim, & Anindita, R. (2015). Building Purchase Decision towards Private 

Higher Education through Perceived Value and Institution Image. Journal of 

Marketing and Consumer Research, 7. 

Hendrata, Y. K.,  Purbandari, T., & Mujilan. (2013). Pengaruh structural 

assurance dan perceived reputation terhadap trust pengguna internet di sistem 

e-commerce. Jurnal Riset Manajemen dan Akuntansi, 1(1). 

Hendrata, Y. K.,  Purbandari, T., & Mujilan. (2013). Pengaruh structural 

assurance dan perceived reputation terhadap trust pengguna internet di sistem 

e-commerce. Jurnal Riset Manajemen dan Akuntansi, 1(1). 

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). 

Electronic word-of-mouth via consumer-opinion platforms: What motivates 

consumers to articulate themselves on the internet?. Journal of Interactive 

Marketing, 18(1), 38–52. 

Hoang, T. P., Ngiyen, M. T., Khanh, V. H., & Duc, L. M. (2016). The impact of 

perceived value to the purchasing decisions of consumers for natural cosmetic 

products:   study on “M White” natural cosmetic brands of D.O PRO Joint 

Stock Company in Vietnam. Amaerican Based Research Journal, 5(12), 

2304-7151. 

Hong, I. B., & Cha, H. S. (2013). The mediating role of consumer trust in an 

online merchant in predicting purchase intention. International Journal of 

Information Management, 33(6), 927–939. 

http://dx.doi.org/10.1016/j.ijinfomgt.2013.08.007 

Hong, S. K., Kim, J. H., Jang, H., & Lee, S. (2006). The roles of categorization, 

affective image and constraints on destination choice: An application of the 

NMNL model. Tourism Management, 27, 750–761. 

Houser, D., & Wooders, J. (2006). Reputation in auctions: Theory, and evidence 

from eBay. Journal of Economics and Management Strategy, 15, 353-369. 

https:// doi.org/10.1111/j.1530-9134.2006.00103.x. 

Hutchinson, K., Lai, F., & Wang, Y. (2009). Understanding the relationships of 

quality, value, equity, satisfaction and revisit intention among golf travelers. 

Tourism Management, 30, 298–308. doi: 10.1016/j.tourman.2008.07.010 



107 

 

 

 

Jadil, Y., Rana, N. P., & Dwivedim Y. K. (2022). Understanding the drives of 

online trust and intention to buy on a website: An emerging market 

perspective. International Journal of Information Management Data Insights, 

2(1), 100065. 

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on 

brand image and purchase intention: An empirical study in the automobile 

industry in Iran. Marketing Intelligence & Planning, 30(4), 460-476. 

Jamal, S. A., Othman, N., & Muhammad, N. M. N. (2011). Tourist perceived 

value in acommunity-based homestay visit: An investigation into the 

functional andexperiential aspect of value. Journal of Vacation Marketing, 

17(1), 5–15. DOI: 10.1177/1356766710391130 

Jeng, J., & Fesenmaier, D. R. (2002). Conceptualizing the travel decision-making 

hierarchy: A review of recent developments. Tourism Analysis, 7(1), 15–32. 

Jiang, J., Havitz, M. E., & O’Brien, R. M. (     . Validating the international 

tourist role scale. Annals of Tourism Research, 27, 964–981. 

Kannan, P. K., & Li, H. A. (2017). Digital marketing: a framework, review and 

research agenda. International Journal of Research in Marketing, 34(1), 22-

45. 

Kardes, F. R., Posavac, S. S., & Cronley, M. L. (2004). Consumer inference: a 

review of processes, bases, and judgment contexts. Journal of Consumer 

Psychology, 14 (3), 230–256. 

Kardes, F. R., Posavac, S. S., & Cronley, M. L. (2004). Consumer inference: a 

review of processes, bases, and judgment contexts. Journal of Consumer 

Psychology, 14 (3), 230–256. 

Katadata. (2019). Memajukan Perhotelan di Era Digital untuk Pemberdayaan 

Ekonomi Daerah. Retrieved from 

https://katadata.co.id/timpublikasikatadata/analisisdata/5e9a57afa1f45/memaj

ukan-perhotelan-di-era-digital-untuk-pemberdayaan-ekonomi-daerah. 

Keshavarz, Y., & Jamshidi, D. (2018). Service quality evaluation and the 

mediating role of perceived value and customer satisfaction in customer 

loyalty. International Journal of Tourism Cities, 4(2), 220–244. DOI 

10.1108/IJTC-09-2017-0044 

Kim,  J.,  &  Lennon,  S.  J.  (2013).  Effects of  Reputation and  Website  Quality 

on Online Consumers’ Emotion,  Perceived  Risk and  Purchase  Intention: 

Based on the  Stimulus-Organism-Response Model. Journal of Research in 

Interactive Marketing, 7(1), 33–56. 

https://doi.org/10.1108/17505931311316734 

Kim, D. J., Ferrin, D. L., & Rao, R. H. (2003). Antecedents of Consumer Trust in 

B-to-C Electronic Commerce. AMCIS 2003 Proceedings, 157–167. 

Kim, J.,  &  Lennon,  S.  J.  (2013).  Effects of  Reputation and  Website  Quality 

on Online Consumers’ Emotion,  Perceived  Risk and  Purchase  Intention: 

Based on the  Stimulus-Organism-Response Model. Journal of Research in 

Interactive Marketing, 7(1), 33–56. 

https://doi.org/10.1108/17505931311316734 



108 

 

 

 

Kim, M., Chung, N., & Lee, C. (2011). The effect of perceived trust on electronic 

commerce: shopping online for tourism products and services in South Korea. 

Tourism Management, 32(2), 256-265. 

Klein, B. D. (2017). On the Development and Application of a Framework for 

Understanding the Properties of Information Quality of Online Reputation 

Systems. Journal of the Midwest Association for Information Systems, 17(1), 

35-52. 

Kotler, P., & Amstrong, G. (2014). Principle of marketing. 15 ed. Pearson 

Prentice Hall, Inc. 

Kotler, P., & Keller, K. L. (2016). Marketing management. 15 ed. Pearson 

Education, Inc. 

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson Education. 

Kuo, Y., Wu, C., & Deng, W. (2009). The relationships among service quality, 

perceived value, customer satisfaction, and post-purchase intention in mobile 

value-added services. Computers in Human Behavior, 25(4), 887-896. 

doi:10.1016/j.chb.2009.03.003 

Kwahk, K., Ge, X., & Park, J. (2012). Investigating the Determinants of Purchase 

Intention in C2C E-Commerce. International Journal of Social, Behavioral, 

Educational, Economic, Business and Industrial Engineering, 6(9), 497–501. 

Lacey, R. (2007). Relationship drivers of customer commitment. The Journal of 

Marketing Theory and Practice, 15(4), 315-333. DOI 10.2753/MTP1069-

667915040. 

Lacey, R. (2007). Relationship drivers of customer commitment. The Journal of 

Marketing Theory and Practice, 15(4), 315-333. DOI 10.2753/MTP1069-

667915040 

Ladhari, R., & Michaud, M. (2015). EWOM Effects on Hotel Booking Intentions, 

Attitudes, Trust, and Website Perceptions. International Journal of 

Hospitality Management, 46, 36–45. 

http://dx.doi.org/10.1016/j.ijhm.2015.01.010 

Ladhari, R., & Michaud, M. (2015). EWOM Effects on Hotel Booking Intentions, 

Attitudes, Trust, and Website Perceptions. International Journal of 

Hospitality Management, 46, 36–45. 

http://dx.doi.org/10.1016/j.ijhm.2015.01.010 

Lamberton, C. P., & Rose, R. L. (2012). When is ours better that mine? A 

framework for understanding and altering participation in commercial sharing 

systems. Journal of Marketing, 76, 109-125. 

Lee, B. K. (2005). Hong Kong consumers' evaluation in an airline crash: A path 

model analysis. Journal of Public Relations Research, 17(4), 363-391. 

http://dx.doi.org/10.1207/s1532754xjprr1704_3. 

Lee, B. K. (2005). Hong Kong consumers' evaluation in an airline crash: A path 

model analysis. Journal of Public Relations Research, 17(4), 363-391. 

http://dx.doi.org/10.1207/s1532754xjprr1704_3 

Lepp, A., & Gibson, H. (2008). Sensation seeking and tourism: Tourist role, 

perception of risk and destination choice. Tourism Management, 29, 740–750. 

Liang,  L.  J., Choi, H. S. C., & Joppe, M. (2018). Understanding repurchase 

intention of Airbnb consumers: perceived authenticity, electronic word-of-



109 

 

 

 

mouth, and price sensitivity. Journal of Travel & Tourim Marketing, 38(1), 

73-89.  https://doi.org/10.1080/10548408.2016.1224750 

Liang,  L.  J., Choi, H. S. C., & Joppe, M. (2018). Understanding repurchase 

intention of Airbnb consumers: perceived authenticity, electronic word-of-

mouth, and price sensitivity. Journal of Travel & Tourim Marketing, 38(1), 

73-89.  https://doi.org/10.1080/10548408.2016.1224750 

Lim, Y. M., & Cham, T. H. (2014). A profile the internet shoppers: Evidence 

from nine countries. Telematics and Informatics, 32, 344-354. 

http://dx.doi.org/10.1016/j.tele.2014.10.002 0 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic Word-of-Mouth in 

Hospitality and Tourism Management. Tourism Management, 29(3), 458-

468.  DOI:10.1016/j.tourman.2007.05.011 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic Word-of-Mouth in 

Hospitality and Tourism Management. Tourism Management, 29(3), 458-

468.  DOI:10.1016/j.tourman.2007.05.011 

Martin, H. S., & Herrero, A. (2012). Influence of the user's psychological factors 

on the online purchase intention in rural toursim: Intergrating innovatveness 

the UTAUT framework. Tourism Management, 33(2), 341-350. 

Martinez-Navalón, J., Gelashvill, V., & Gómez-Ortega, A. (2021). Evaluation of 

user satisfaction and trust of review platforms: Analysis of the impact of 

privacy and E-WOM in the case of TripAdvisor. Frontiers in Psychology, 12, 

750527. doi: 10.3389/fpsyg.2021.750527  

Matz, S. A. (2010). Cookie and Cracker Technology. AVI Publishing Company 

Inc. 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). The impact of initial 

consumer trust on intentions to transact with a website: A trust building 

model. The Journal of Strategic Information Systems, 11(3), 297–323. 

https://doi.org/10.1016/S0963-8687(02)00020-3 

McKnight, D. H., Cummings, L. L., & Chervany, N. L. (1998). Initial trust 

formation in new organizational relationships. E Academy of Management 

Review, 23(3), 473–490. 

Middleton, V. T. C., & Clarke, J. (2001). Marketing in Travel and Tourism. 

Butterworth-Heineman. 

Mody, M., & Hanks, L. (2018). Consumptionin the Accommodations Industry: 

The Keys to Brand Love and Brand Loyalty for Hotels and Airbnb. Journal 

of Travel Research, 59(3). DOI:10.1177/0047287519826233. 

Molz, J.G. (2013). Social networking technologies and the moral economy of 

alternative tourism: the case of Couchsurfing.Org. Annals of Toursim 

Research, 43, 210–230. https://doi.org/10.1016/j.annals.2013.08.001 

Moreno-Izquierdo, L., Ramón-Rodríguez, A. B., Such-Devesa, M. J., & Perles-

Ribes, J. F. (2019). Tourist environment and online reputation as a generator 

of added value in the sharing economy: The case of Airbnb in urban and sun- 

and- beach holiday destinations. Journal of Destination Marketing & 

Management, 11, 53-66. https://doi.org/10.1016/j.jdmm.2018.11.004  

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of 

relationship marketing. Journal of Marketing, 58(3), 20-38. 

https://doi.org/10.1080/10548408.2016.1224750
https://doi.org/10.1080/10548408.2016.1224750
http://dx.doi.org/10.1016/j.tourman.2007.05.011
http://dx.doi.org/10.1016/j.tourman.2007.05.011
https://doi.org/10.1016/S0963-8687(02)00020-3
http://dx.doi.org/10.1177/0047287519826233
https://doi.org/10.1016/j.annals.2013.08.001


110 

 

 

 

Morosan, C., & Jeong, M. (2008). Users' perception of two types of hotel 

reservation Web sites. International Journal of Hospitality Management, 

27(2), 284-292. DOI: 10.1016/j.ijhm.2007.07.023 

Mosavi, S.A. and Ghaedi, M., 2012. An examination of the effects of perceived 

value and attitude on consumers behavioral intentions in e-shopping. African 

Journal of Business Management, 6(5), 1950-1959. 

Mourali, M., Laroche, M., & Pons, F. (2005). Antecedents of Consumer Relative 

Preference for Interpersonal Information Sources in Pre-Purchase Search. 

Journal of Consumer Behaviour, 4, 307–318.  

Mourali, M., Laroche, M., & Pons, F. (2005). Antecedents of Consumer Relative 

Preference for Interpersonal Information Sources in Pre-Purchase Search. 

Journal of Consumer Behaviour, 4, 307–318.  

Mustajab, R. (2023). Sederet Aplikasi Travel Terbanyak Diunduh di Indonesia 

pada 2022. Retrieved from https://dataindonesia.id/ragam/detail/sederet-

aplikasi-travel-terbanyak-diunduh-di-indonesia-pada-2022. 

Nisar, T. M., Hajli, N., Prabhakar, G., & Dwivedi, Y. (2019). Sharing economy 

and the lodging websites: Antecedents and mediators of accomodation 

purchase intentions. Information Technology & People, 33(3), 873-996. DOI 

10.1108/ITP-06-2018-0297  

O'Malley, L., Lisa, & Prothero, A. (2004). Beyond the Frills of Relationship 

Marketing. Journal of Business Research, 57 (11), 1286-1294. 

doi:10.1016/S0148-2963(02)00450-2 

O'Malley, L., Lisa, & Prothero, A. (2004). Beyond the Frills of Relationship 

Marketing. Journal of Business Research, 57 (11), 1286-1294. 

doi:10.1016/S0148-2963(02)00450-2 

O’Cass,  ., & Grace, D. (   4 . Service Brands and Communication Effects. 

Journal of Marketing Communications, 10, 241–254. 

https://www.tandfonline.com/doi/abs/10.1080/1352726042000228286 

O’Cass,  ., & Grace, D. (   4 . Service Brands and Communication Effects. 

Journal of Marketing Communications, 10, 241–254. 

https://www.tandfonline.com/doi/abs/10.1080/1352726042000228286 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988).  Servqual: A multiple-

item scale for measuring consumer perceptions of service quality. Journal of 

Retailing.  

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating 

trust and risk with the technology acceptance model. International Journal of 

Electronic Commerce, 7(3), 101-134. 

Perera, C. H., Nayak, R., & Long, N. V. T. (2019). The Impact of Electronic-

Word-of Mouth on e-Loyalty and Consumers' e-Purchase Decision Making 

Process: A Social Media Perspective. International Journal of Trade, 

Economics and Finance, 10(4), 85-91. doi: 10.18178/ijtef.2019.10.4.642 

Petrick, J. F. (2004). The roles of quality, value and satisfaction in predicting 

cruise passengers’ revisit intention. Journal of Travel Research, 42(4), 397–

407. DOI: 10.1177/0047287504263037 



111 

 

 

 

Pinto, I., & Castro, C. (  19 . Online travel agencies: factors influencing tourists’ 

purchase decisions. Tourism & Management Studies, 15(2), 7-20. DOI: 

https://doi.org/10.18089/tms.2019.150201. 

Ponte, E. B., Carvajal-Trulillo, E., & Escobar-Rodriguez, T. (2015). Influence of 

trust and perceived value on the intention to purchase travel online: 

integrating the effects of assurance on trust antecedent. Tourism Management, 

47, 286–302. http://dx.doi.org/10.1016/j.tourman.2014.10.009 

Ponte, E. B., Carvajal-Trulillo, E., & Escobar-Rodriguez, T. (2015). Influence of 

trust and perceived value on the intention to purchase travel online: 

integrating the effects of assurance on trust antecedent. Tourism Management, 

47, 286–302. http://dx.doi.org/10.1016/j.tourman.2014.10.009 

Pop, R. A., Saplacan, Z., Dabija, D. C., & Alt, M. A. (2022). The impact of social 

media influencers on travel decisions: The role of trust in consumer decision 

journey. Current Issues in Tourism, 25(5), 823-845. 

Prasetyo, S. H., & Suseno, Y. D. (2015). Pengaruh Perceived Value terhadap 

Keputusan Pembelian Smartphone Android dnegan Word of Mouth Positif 

Sebagai Variabel Moderasi. Jurnal Ekonomi dan Kewirausahaan, 115, 159-

166. 

Priansa, D. J. (2016). Pengaruh E-WOM dan persepsi nilai terhadap keputusan 

konsumen untuk berbelanja online di Lazada. Journal of Ecodemica, 4(1), 

117-124. 

Qalati, S. A., Vela, E. G., Li, W., Dakhan, S. A., Thuy, T. T. H., & Merani, S. H. 

(2021). Effects of perceived service quality, website quality, and reputation 

on purchase intention: The mediating and moderating roles of trust and 

perceived risk in online shopping. Cogent Business & Management, 8(1). 

DOI: 10.1080/23311975.2020.1869363  

Resnick, P., Zeckhauser, R., Swanson, J., & Lockwood, K. (2006). The value of 

reputation on eBay: A controlled experiment. Experimental Economics, 9, 79-

101. 

Rizaty, M. A. (2022). Jumlah Pemesanan Airbnb di Seluruh Dunia (2016-2021). 

Retrieved from 

https://databoks.katadata.co.id/datapublish/2022/06/03/pemesanan-airbnb-

meningkat-55-pada-2021. 

Sánchez, J., Callarisa, L., Rodríguez, R. M., & Moliner, M. A. (2006). Perceived 

value of the purchase of tourism product. Tourism Management, 27, 394-409. 

doi:10.1016/j.tourman.2004.11.007 

Saputra, A. A., & Wardana, I. M. (2020). The Role of Trust and Brand Image in 

Meditation of E-WOM Effects on Purchase Decisions. American Journal of 

Humanities and Social Sciences Research, 4(7), 1-8. 

Schiffman, L. G., & Kanuk, L. L. (2009). Consumer behavior. Prentice Hall, 

International. 

Schultz, C., Einwiller, S., Siffert-Brockmann, J., & Weitzl, W. (2019). When 

reputation influences trust in nonprofit organizations: The role of value 

attachments as moderator, Corporate Reputation Review, 22, 159-170. 

https://doi.org/10.1057/s41299-019-00067-z. 



112 

 

 

 

Schultz, C., Einwiller, S., Siffert-Brockmann, J., & Weitzl, W. (2019). When 

reputation influences trust in nonprofit organizations: The role of value 

attachments as moderator, Corporate Reputation Review, 22, 159-170. 

https://doi.org/10.1057/s41299-019-00067-z  
Sekaran, U. (2006). Research Methods for Business. John-Willey & Son Inc .  

Senecal, S., & Nantel, J. (2004). The influence of online product 

recommendations on consumers’ online choices. Journal of Retailing, 80(2), 

159–169. 

Seo, E. J., Park, J., & Choi, Y. J. (2020). The effect of social media usage 

characteristics on -WOM, trust, and brand equity: Focusing on users of airline 

social media. Sustainability, 12, 1691. doi:10.3390/su12041691. 

Seo, E. J., Park, J., & Choi, Y. J. (2020). The effect of social media usage 

characteristics on e-WOM, trust, and brand equity: Focusing on users of 

airline social media. Sustainability, 12, 1691. doi:10.3390/su12041691  

Setiawan, P. Y., Purbadharmaja, I. B. P., Widanta, A. A. B. P., & Hayashi, T. 

(2021). How electronic word of mouth (e-WOM) triggers intention to visit 

through destination image, trust and satisfaction: the perception of a potential 

tourist in Japan and Indonesia. Online Information Review, 45(5), 861-878. 

https://doi.org/10.1108/OIR-03-2019-0111 

Setiawan, P. Y., Purbadharmaja, I. B. P., Widanta, A. A. B. P., & Hayashi, T. 

(2021). How electronic word of mouth (e-WOM) triggers intention to visit 

through destination image, trust and satisfaction: the perception of a potential 

tourist in Japan and Indonesia. Online Information Review, 45(5), 861-878. 

https://doi.org/10.1108/OIR-03-2019-0111 

Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement, 

trust, siscceptibility to interpersonal influence, and intention to participate in 

onine group buying. Journal of Retailing and Consumer Services, 52, 

101946. https://doi.org/10.1016/j.jretconser.2019.101946. 

Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement, 

trust, siscceptibility to interpersonal influence, and intention to participate in 

onine group buying. Journal of Retailing and Consumer Services, 52, 

101946. https://doi.org/10.1016/j.jretconser.2019.101946  

Simanihuruk, P. (2016). Effect of Perception of Quality, Price, Its Reputation and 

Customer Satisfaction on Purchase Decision Aviation Services (Case Study: 

Customer Services Flights PT. Lion Air). Jurnal Manajemen dan Bisnis. 

DOI: 10.17605/eko.v16i2.129 

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and 

loyalty in relational exchanges. J. Mark. 66 (1), 15–37. 

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and 

loyalty in relational exchanges. J. Mark. 66 (1), 15–37. 

Sparks, B. A., Perkins, H. E., & Buckley, R. (2013). Online travel reviews as 

persuasive communication: The efeects of content type, source, and 

certifications logos on consumer behavior. Tourism Management, 39, 1-9. 

Sugiyono. (2017). Metode Penelitian Pendidikan (Pendekatan Kuantitatif, 

Kualitatif, dan R&D). Bandung: Penerbit Alfabeta. 

Swarbrooke J., & Horner S. (2007). Consumer Behavior in Tourism. Routledge. 

https://doi.org/10.1108/OIR-03-2019-0111
https://doi.org/10.1108/OIR-03-2019-0111
https://dx.doi.org/10.17605/eko.v16i2.129


113 

 

 

 

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The 

development of a multiple item scale. Journal of Retailing, 77(2), 203–220.  

Themba, G., & Mulala, M. (2013). Brand-related e-wom and its effects on 

purchase decisions: An empirical study of University of Botswana students. 

International Journal of Business and Management, 8(8), 31-40. 

Tilaar, T. T., & Soegoto, A. S., & Arie, F. V. (2017). The Indluence of Store 

Atmosphere and Perception Value Toward Purchasing Decision (Study in 

RM D'Fish Area). Jurnal EMBA, 5(3), 3488-3497. 

Tong, X. (2011). Effect of manufacturer reputation, retailer reputation and seller 

reputation in China's online shopping market. MIS Review: An International 

Journal, 17, 1-17. 

Tovey, M., & Masum, H. (2011). The reputation society: How online opinions are 

reshaping the offline world. The MIT Press. 

Tovey, M., & Masum, H. (2011). The reputation society: How online opinions are 

reshaping the offline world. The MIT Press. 

Tussyadiah, I. P. (2016). Factors of satisfaction and intention to use peer-to-peer

 accommodation. International Journal of Hospitality Management, 55, 

70–80. http://dx.doi.org/10.1016/j.ijhm.2016.03.005 

Verma, R., Plaschka, G., & Louviere, J. J. (2002). Understanding customer 

choices: A key to successful management of hospitality services. The Cornell 

Hotel and Restaurant Administration Quarterly, 43(6), 15–24. 

Wang,  Y.,  &  Vassileva,  J.  (2003).  Trust  and  reputation  model  in  peer-to-

peer networks. Proceedings: Third International Conference on P2P 

Computing, Linkoeping.  DOI:10.1109/PTP.2003.1231515 
Wijaya, T. (2009). Analisis SEM Untuk Penelitian Menggunakan AMOS. Penerbit 

Universitas Atmajaya. 

Willemsen, L. M., Neijens, P. C., Bronner, F., & de Ridder, J. A. (2011). Highly 

recommended! the content characteristics and perceived usefulness of online 

consumer reviews. Journal of Computer-mediated Communication, 17, 19-

38. 

Williams, M. (2012). Relating Word Of Mouth To Cor-Porate Reputation. Public 

Communication Review, 2, 3-16. 

Williams, T. G. (2002). Social class influences on purchase evaluation criteria. 

Journal of Consumer Marketing, 19, 249. 

Yee, C. J.m & San, N. C. (  13 . Consumer’s perceived quality, perceived value 

and perceived risk towards purchase decision on automobile. American 

Journal of Economics and Business Administration, 3(1), 47-57. 

Zahara, A. N., Rini, E. S., & Sembiring, B. K. F. (2021). The influence of seller 

reputation and online customer review towards purchase decisions through 

consumer trust from C2C E-commerce, platform users in Medan, North 

Sumatera, Indonesia. International Journal of Research and Review, 8(2), 

422-438. 

  

http://dx.doi.org/10.1109/PTP.2003.1231515

