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Abstract 

E-business has growing rapidly and well known in Indonesia, one of them is the online travel 

agent business. The easiness of transactions between prospective users and service providers 

occur only on the basis of a trust without having to meet in person. This study aims to analyze 

the role of online trust in mediating the relationship between e-Servqual and e-WOM towards 

purchase intention on booking hotel rooms in online travel agent. The survey method approach 

was used in this study to examine the dimensions of e-Servqual and e-WOM towards 165 

respondents. The sampling technique used was purposive sampling. Structural equation 

modeling (SEM) is used to test the hypotheses. The results show that e-Servqual has an effect 

on online trust and purchase intention; e-WOM has an effect on purchase intention but do not 

have a significant effect on online trust; online trust has no significant effect on purchase 

intention and has no role in mediating e-servqual and eWOM towards purchase intention.  
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INTRODUCTION 

E-business or electronic business is a new system in the business sector where it facilitates 

transactions without having to meet directly between producers and consumers, without any 

limitations on distance and time, potential customers are able to see the products offered by 

producers and directly carry out transactions through digital wallets which have recently been 

rife offered by the banks. Online shopping is not only limited to goods such as clothes, food, 

home furnishings or electronic equipment but has penetrated to some types of service. One that 

widely offered on online sales sites today is services related to transportation needs and travel 

such as transportation ticket reservations and hotel room bookings. 

According to the Nielsen Global Survey of e-Commerce, in 2014 the market share of 

hotel room bookings via online ranked at second place by 46 percent after online flight ticket 

reservations around 55 percent. This is also supported by Chan (2013), who stated that the 

internet as an effective marketing tool by online travel agent (later will state as OTA). The 

hospitality business began to rely on online booking through OTA, hotel service entrepreneurs 

claim that hotel bookings are now done more through online sites than by phone or directly to 

hotels. 

Online hotel booking intention is very important for OTA to predict consumer behavior in 

making online bookings in the future (Schiffman & Kanuk, 2007). One of the considerations 

made by consumers online is to look for references through opinions or reviews from users or 

other consumers either in the form of positive or negative comments on a product, or reviews of 

the experiences of consumers who have experienced the services. Discussions in E-WOM 

regarding hotel room bookings in online travel agents are likely to discuss the quality of service 

felt by previous consumers after the use of OTA services and services during stays at hotels 

booked through the OTA. 

Service quality is an important aspect to be considered in purchasing online hotel 

booking. Yang (2009) stated that service quality is one of the key factors in determining the 

success or failure of an e-commerce. Online consumer purchase intentions are also inseparable 

from trust. Trust in online business has long been a ladder to facilitate transactions between 

business parties with the hope that the other party will not behave opportunistically by taking 

advantage of the situation (Banerjee et al., 2017). 

In order to find out the importance of online trust role for prospective users in booking 

hotel rooms, a brief interview was conducted to pre-test involving approximately 30 former OTA 

service users for booking random hotel rooms. Based on observations through short interviews 

and previous studies this study was aimed to explained online hotel room booking intention 

affected by e-WOM and e-Servqual that mediated by online trust. 
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LITERATURE REVIEW 

Online Trust 

Online trust is an attitude of online service users who put their belief in a person or organization 

that offers goods or services via the internet, with the hope that he will receive the product 

purchased in accordance with the expectations offered. According to Pavlou and Geffen (2002) 

in Baskara and Hariyadi (2014), trust is a very important factor that can influence purchasing 

intentions which can lead to online purchasing decisions. 

 

e-Servqual 

The increasing of services application through online media make the service quality (Servqual) 

model need for adjustments to be able to measure E-Servqual. The differences between service 

quality and E-Servqual that is on the absence of service personnel and physical elements that 

can be seen or felt only by customer. From the adjustment to the Servqual model then a model 

can be used to measure the quality of online services called E-Servqual which consists of seven 

dimensions viz. efficiency, reliability, fulfillment, privacy, responsiveness, competency and 

contact. 

 

e-WOM 

Electronic word of mouth (e-WOM) is the process of sharing opinions and information about 

certain products between consumers. According to Henning-Thurau et al. (2004: 39) e-WOM is 

a form of marketing communication that contains positive or negative statements made by 

potential, actual, or former customers, about a product or company that is available to many 

people or institutions through the internet. Hennig-Thurau et al. (2004) mentioned that e-WOM 

has become one of the most effective marketing tools today. Javiland and Samiei (2012) stated 

that WOM communication has more influence compared to other sources such as editorial 

recommendations or from advertisements. 

 

Purchase Intention 

Purchase intention according to Kotler (2012) is something that arises after receiving a stimulus 

from the product he sees which leads to interest in buying in order to have it. Consumer 

purchase intentions will arise by themselves if consumers already feel attracted or provide a 

positive response to what is offered by the seller. 
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Figure 1. Conceptual Framework 

 

Effect of e-Servqual on Purchase Intention 

Rozi et al. (2017) found positive and significant relationship between E-Servqual and Purchase 

intention, where research was conducted using the E-Servqual measurement dimensions 

proposed by Ho & Lee (2007) namely information quality, security, website functionality, 

customer relationships, and responsiveness and fulfillment. However, a study conducted by 

Muslims (2018) found different results that E-Servqual had no significant effect on purchasing 

decisions. The insignificant effect can be caused by the customer experience during transaction 

using the website can directly felt the good or bad of the E-Servqual. 

H1: e-Servqual has a positive and significant effect on purchase intention. 

 

Effect of e-WOM on Purchase Intention 

Elseidi & El-baz (2016), Khalisa & Kesuma (2018), and several studies conducted by Chatterjee 

(2001), Chevalier & Mayzlin (2006). Herr et al. (1991), Kiecker & Cowles (2001), Sen & Lerman 

(2007), Smith & Vogt (1995), Weinberger & Dillon (1980) and Xia & Bechwati (2008) cited by 

Javiland & Samiei (2012) stated that WOM communication is recognized as playing a significant 

role in influencing and shaping consumer attitudes and behavior. A number of previous studies 

that examined the effect of E-WOM on consumer purchase intentions also showed positive and 

significant results. Torlak et al. (2014) found different results that found e-WOM did not have a 
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direct impact on consumer purchase intentions and only traditional WOM which had a direct 

impact on consumer purchase intentions.  

H2: e-WOM has a positive and significant effect on purchase intention. 

 

Effect of e-Servqual on Online Trust 

Rahyuda et al. (2015) conducted a study to empirically investigate the effects of e-Servqual, 

customer satisfaction, trust and repeat usage of e-banking. The results showed e-Servqual has 

a positive and significant effect on BCA Kuta customer trust. The findings support the research 

of Harris and Goode (2010) who found that the quality of online services, namely E-

servicescape (with more or less the same as the dimensions of e-servqual) had a positive and 

significant effect on the trust in the use of websites. The importance of companies 

understanding customer needs is to be able to develop a service through responsive feedback 

so as to increase satisfaction and trust (Kassim and Abdullah, 2010). 

H3: e-Servqual has a positive and significant effect on online trust 

 

Effect of e-WOM on Online Trust 

Study conducted by Ladhari and Michaud (2015), Sin Lien et al. (2012), Chun Ling & Xu (2010) 

cited by Syafaruddin et al. (2016) states that the form of e-WOM communication effect on trust 

is positive and significant which means that increasing of e-WOM will also effect in increasing 

consumers' trust to shop online. Samiono and Hanifati (2018) analyzed the influence of website 

quality and e-WOM on purchase decisions through online trust on travel ticket sites and online 

hotel reservations in Indonesia, that took a population of 3 application users, namely Traveloka, 

Tiket.com, and Pegipegi.com. Traveloka and Pegipegi.com user respond to the same results 

that e-WOM which has a significant direct effect on online trust while Tiket.com users respond 

to contrary different results. 

H4: e-WOM has a positive and significant effect on online trust 

 

Effect of Online Trust on Purchase Intention 

Mansour et al. (2014) in his research regarding the consequences of online trust found that 

there was a direct impact of online trust on online purchase intentions. Similar research result 

was also carried out by Everard & Galleta (2005), Ling et al. (2011), Chang & Chen (2008). The 

effect of online trust on subsequent purchase intentions was also investigated by Che-Hui Lien 

et al. (2015) and found a surprising result that online trust had no significant effect on purchase 

intentions. 

H5: Online trust has a positive and significant effect on Purchase intention 
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The role of Online Trust in mediating e-Servqual on Purchase intention 

Raje & Vandana (2012) in their research on the effect of E-Servqual on consumer buying 

behavior in online shopping stated that currently prices and promotions are no longer able to 

determine purchase intentions for consumers. According to him, consumers now are assessing 

the quality of service when shopping online through social networking websites. Similar 

research was also conducted by Chang & Chen (2008), Harris & Goode (2010), and Sujana & 

Suprapti (2016) and the results prove the role of trust significantly mediates the influence of site 

quality on purchase intentions. The more customers trust the particular website, the lower the 

risk of perceived online transactions by customers, and the greater the intention to buy on the 

website (Mansour, Kooli, & Utama, 2014). 

H6: Online trust plays a significant role in mediating e-Servqual towards Purchase intention 

 

The role of Online Trust in mediating e-WOM on Purchase intention 

Research on the effect of e-WOM on Purchase intention through the mediation role of online 

trust previously was carried out by Torlak et al. (2014), Jalilvand and Samiei (2012), and 

Elseidi& El-Baz (2016) using brand image as a mediating variable that has found positive 

and significant results. Trust in online shopping can also be formed from online reviews or e -

WOMs that are read by potential buyers and influence their purchase intentions. Chunling & 

Xu (2010) cited by Syafaruddin et al. (2016) concluded from the results of his research that 

WOM communication affects consumer confidence in making purchasing decisions, the 

more positive the information disseminated from consumers to other consumers will lead to 

a good level of trust. 

H7: Online trust plays a significant role in mediating e-WOM towards Purchase intention 

 

RESEARCH METHOD 

This research is associative causality research and uses quantitative data types. The 

variables used in this study are e-Servqual, e-WOM, online trust, and purchase intention. 

The population in this study were all internet users in the Denpasar City who understood 

about Booking Hotel Rooms at an Online Travel Agent, with 165 samples. The sampling 

technique uses purposive sampling. Data collection is done through the distribution of online 

questionnaires using google docs/google form. Measurement of answers from respondents 

is measured using a Likert scale. The questionnaire was adopted from some sources and 

combine to meet the specification needed. e-Servqual variables on the questionnaire consist 

of 4 indicators which was adopted from Parasuraman (2005), Wen et al. (2014), and 

Anggraeni & Yasa (2012). E-WOM based of 4 indicators adopted from Lugina & Asiz (2015), 
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Goyette et al. (2010), Sachse & Mangold (2011), Online Trust consists of 3 indicators taken 

from Ling et al. (2010) and Purchase Intention are consists of 5 indicators adopted from 

Dwityanti (2008) and Wu & Lo (2009). Inferential statistical data analysis techniques were 

used along with variant-based SEM or SEM-PLS. 

 

ANALYSIS AND RESULTS  

Instrument Testing 

The instrument test was conducted on number of 30 samples to test the validity and reliability of 

the research instrument before it was used on the determined samples for this study. The output 

shows that all statements from the questionnaire obtained correlative values exceeding 0.3 so 

the instrument used could be said to be valid, and Cronbach's Alpha on each variable had a 

value more than 0.6, so the research instruments were considered reliable.  

 

Inferential Analysis 

 

Table 1. Path Coefficient 

Relation 

between 

Variables 

Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

X1 -> Y 0,966 0,963 0,096 10,065 0,000 

X1 -> Z 1,044 1,091 0,248 4,216 0,000 

X2 -> Y -0,073 -0,070 0,106 0,685 0,494 

X2 -> Z 0,098 0,066 0,227 2,407 0,048 

Y -> Z -0,079 -0,115 0,197 0,403 0,687 

 

The table 1 above shows the statistical relationship between e-Servqual (X1) and online 

trust (Y), the statistical relationship between the e-Servqual (X1) with the purchase 

intention (Z) and e-WOM (X2) with the purchase intention (Z) is significant because the test 

results display a P value less than a probability of 0.05. Instead, the P value test results 

show the relationship between the e-WOM (X2) with the online trust (Y) and the 

relationship between the online trust (Y) on purchase intention (Z) is not significant 

because it is greater than the probability of 0.005. 
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Table 2.  R2 Value 

Variables R Square 

Value Category 

Efficiency (X1.1) 0,764 Strong 

Fullfillment(X1.2) 0,752 Strong 

Reliability (X1.3) 0,864 Strong 

Privacy (X1.4) 0,795 Strong 

Valence of Opinion (X2.1) 0,873 Strong 

Content (X2.2) 0,839 Strong 

Relevance (X2.3) 0,881 Strong 

Online Trust (Y) 0,720 Strong 

Purchase Intention (Z) 0,819 Strong 

 

Table 2 shows the R-Square value of each variable are above 0,67, it is mean the structural 

model of this study indicates the effect of exogenous variables on endogenous variables are 

categorized well and the overall model formed can be quite strong. 

 

Goodness of Fit Test 

The goodness of fit of this model was tested using the R-square method of dependent latent 

variables with the same interpretation as regression and Q-square predictive relevance to 

measure how well the observational values generated by the model and its estimated 

parameters. Q-square predictive relevance use to measure how well the value of observation is 

generated by the model and its estimated parameters. Q-square value > 0 indicates the model 

has predictive relevance, conversely if the Q-square value < 0 indicates the model has less 

predictive relevance.  

 

Q2 = 1– (1 – R2
1) (1 – R2

2) (1 – R2
3) (1 – R2

4) (1 – R2
5) (1 – R2

6) (1– R2
7) (1 – R2

8) (1 –  R2
9) 

Q2 = 1 –  (1 – 0,764 )(1 – 0,752) (1 – 0,864) (1– 0,795) (1 – 0,873) (1 – 0,839) (1 – 0,881) 

(1 –0,720) (1-0,819) 

Q2 = 1 – (0,236) (0,248) (0,136) (0,205) (0,127) (0,161) (0,119) (0,280) (0,181) 

Q2 = 1 – (0,00000020121) 

Q2 = 0,999 
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Calculation of Q-Square (Predictive Relevance) in this model is worth 0.999 or more than 0, so 

it can be said that it has a good predictive relevance and a value of 0.999 means the 

relationship between variables can be explained 99% by the model. 

Hypothesis Test 

Testing the proposed hypothesis is done by looking at the path coefficients showing the 

parameter coefficient and the statistical significance value t. The significance of the estimated 

parameters can provide information about the relationship between the research variables. The 

limit for rejecting and accepting the proposed hypothesis is in the probability of 0.05 or if 

tvalue>ttable with the value of t table is determined at 1.96. 

 

Table 3. Path Value and Hypothesis Test 

Hypothesis Relation between 

Variables 
Path Value t value P Values 

H1 X1 -> Z 1,044 4,216 0,000 

H2 X2 -> Z 0,098 2,407 0,008 

H3 X1 -> Y 0,966 10,065 0,000 

H4 X2 -> Y -0,073 0,685 0,494 

H5 Y -> Z -0,079 0,403 0,687 

 

Effect of e-Servqual (X1) on Purchase Intention (Z) 

As per table 3, the path coefficient of 1.044, a calculated t value of 4.216 at a significance level 

of 1.96, and p value < 0.05 means that H1 is accepted. These results confirm previous research 

conducted by Parasuraman (2005) which states e-Servqual is defined as a level which a 

website or application is effectively and efficiently facilitates shopping and the delivery process 

of products and services. Website quality assessment is not only the experience during 

interaction with the website but also the interaction after getting direct service. The development 

of e-Servqual will make online services more effective and attractive to helps companies 

achieve the highest level of purchasing decisions and customer satisfaction. 

 

Effect of e-WOM (X2) on Purchase Intention (Z) 

The Path coefficient of 0,098, a calculated t value of 2.407 is greater than t table of 1.96 and P 

values 0.008 less than 0.05 therefore H2 is supported. The results of this study confirm the 

findings of Zeithaml et al (2002); Wei & Lu (2013) who found that consumers tend to trust other 

consumers because they are considered relatively reliable than companies and evaluate 

products and services according to their personal experiences and opinions The often of e-
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WOM carried out by consumers means the higher the purchase intention that appears to 

consumers (Chunling and Xu, 2010) cited by Syafaruddin et al. (2016). 

 

Effect of e-Servqual (X1) on Online Trust (Y) 

The Path coefficient of 0,966, a calculated t value of 10,065 at a significance level of 1.96 and P 

values 0.000 less than 0.05 therefore H3 is accepted. These results in line with Sukanya & 

Saroj (2018), Rahyuda et al. (2015) and Harris & Goode (2010) who examined a similar 

hypothesis, namely the effect of online service quality on online trust. Sukanya & Saroj (2018) 

found that electronic service providers must understand the factors needed to achieve high 

quality of service which will significantly impact on customer trust. 

 

Effect of e-WOM (X2) on Online Trust (Y) 

The Path coefficient of -0,073, a calculated t value of 0,685 at a significance level of 1.96 and P 

values 0.494 greater than 0.05 therefore H4 is rejected. The results of this study supported by 

Samiono & Hanifati (2018) who also examined the same subject. They found that the 

significance value of e-WOM on online trust was 0.463, which greater than the probability value 

of 0.05  that mean e-WOM had no significant effect on online trust. 

 

Effect of Online Trust (Y) on Purchase Intention (Z) 

The Path coefficient of -0,079, a calculated t value of 0,403 at a significance level of 1.96 and P 

values 0.687 greater than 0.05 therefore H4 is rejected. The results of this study is in line with 

Che-Hui Lien et al. (2015) which states that online trust has no significant effect on purchase 

intentions, so they believe trust is not a predictor that directly influences online hotel booking 

decisions in Taiwan. 

 

Indirect effect testing 

 

Table 4. Specific Indirect Effect 

Relation 

between 

Variables 

Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

X1 -> Y -> Z -0,077 -0,115 0,195 0,391 0,696 

X2 -> Y -> Z 0,006 0,012 0,031 0,183 0,021 
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The indirect effect hypothesis test based on the Table 4 can be explained as follows: 

1. The path coefficient of direct influence X1 to Z is 1.044, the path coefficient of indirect 

influence X1 to Z through Y is -0.077. Thus it can be seen that the direct effect is greater 

than the indirect effect, so it is concluded Online Trust (Y) does not mediate the effect 

between e-Servqual (X1) on Purchase Intention (Z). 

2. The path coefficient of direct influence X2 to Z is 0.098, the path coefficient of indirect 

influence X2 to Z through Y is 0.006. Thus it can be seen that the direct effect is greater 

than the indirect effect, so it is concluded Online Trust (Y) does not mediate the effect 

between e-WOM (X2) on Purchase Intention (Z). 

 

CONCLUSION AND SUGGESTION 

The results showed that e-Servqual has a positive and significant effect on purchase intention 

on booking hotel rooms at an online travel agent. This proves that the higher the quality of 

electronic services provided, the greater the intention of prospective customers to book hotel 

rooms through online travel agent. e-Servqual also has a positive and significant effect on online 

trust in hotel room bookings at online travel agents. This proves that the higher the quality of 

electronic services provided, the higher the trust of prospective customers to book hotel rooms 

at an online travel agent. 

E-wom has a positive and significant effect on purchase intention on hotel rooms 

booking in an online travel agent, it is mean that sharing or reviews platform provided on the 

web or application of online travel agent is useful for to enhance their interest to buy a product 

but e-wom does not have a significant effect with online trust in hotel room bookings at online 

travel agents, these mean that reviews from previous online travel agent users do not affect the 

confidence of prospective customers who read them. 

Online trust does not significantly influence purchase intention on hotel room bookings at 

online travel agents, so it also means that trust is not a variable that can be used to predict the 

intention of prospective customers to buy a product. The mediation role test also shows that 

online trust does not have a role as to mediate the relationship between e-servqual and ewom 

with purchase intention in booking hotel rooms at an online travel agent. In line Adiwijaya et al. 

(2017) found that trust does not significantly mediate the effect of e-servicescape with perceived 

risk. Although the level of trust of potential customers is high, the perceived risk in conducting 

online transactions is still high.  

In order to develop online travel agent business, especially for hotel room booking 

features, companies should take strategic steps that affect consumer purchase intentions, by 

improving the quality of online services, develop the review platform that were originally can 
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give comment and ratings into discussion forum that can be used for consumers to discuss 

each other under the control of management and using former users review as evaluation 

material. This is because the results of research that prove that E-servqual can affect the trust 

and also the intention of prospective customers to book a room at an online travel agent, 

therefore if the services provided make it easier and beneficial for prospective customers, their 

trust and purchase intentions also will get higher. 

The scope of further study need to be widen to not only focusing on room booking 

features in online travel agent but also on another service offered like flight, car rental, train or 

attraction ticket booking features. It also recommend to add another variables that could affect 

purchase intention of online service product like the perceived usefulness or subjective norms. 

 

REFERENCES 

Ahranjani, N, M. (2015). Investigating The Effect of e-Servqual on Customers’ Trust to Retailers. International Journal 
of Asian Social Science, 5(9), 503-513. 

Banerjee, S., Bhattacharyya, S., & Bose, I. (2017). Whose Online Reviews to Trust? Understanding Reviewer 
Trustworthiness and Its Impact on Business. Decision Support Systems, 96, 17-26.   

Baron, R. M., & Kenny, D. A. (1986). The Moderator-Mediator Variable Distinction in Social Psychological Research: 
Conceptual, Strategic, and Statistical Considerations. Journal of Personality and Social Psychology, 51(6), 1173-
1182. 

Chang, H. H., & Chen, S,W. (2008). The Impact of Online Store Environment Cues on Purchase Intention: Trust and 
Perceived Risk as A Mediator. Emerald insight. 32(6), 818-841. 

Chatterjee, P. (2001). Online reviews: do consumers use them?. Advances in Consumer Research, 28(1), 129-33.  

Chen, S.C., & Dhillon, G.S., 2003. Interpreting Dimensions of Consumer Trust in E-Commerce, Information 
Technology and Management, 4, no.2, pp. 303-138. 

Coombs, W.T. & Holladay, S.J. (2007). Exploring the Impact of Stakeholder Affect on Behavioral Intention. Journal of 
Communication Management. 11(4), 300-312. 

Dwityanti, E. (2008). AnalisisFaktor – Faktor yang MempengaruhiMinatBeliKonsumenterhadapLayanan Internet 
Banking Mandiri (Magister Management Tesis, UniversitasDiponegoro). 

Elseidi, R, I. & El-Baz, D. (2016). Electronic Word of Mouth Effects on Consumers’ Brand Attitudes, Brand Image and 
Purchase Intention: An Empirical Study In Egypt. The Business and Management Review, 7(5).    

Everard, A. &Galletta, D, F. (2005). How Presentation Flaws Affect Perceived Site Quality, Trust, and Intention to 
Purchase from Online Store. Journal of Management Information System, 22(3), 55-95. 

Fang, Y., Qureshi, I., Sun, H., McCole, P., Ramsey, E., & Lim, K. H. (2014). Trust, Satisfaction, and Online 
Repurchase intention: The Moderating Role of Perceived Effectiveness of E-Commerce Institutional Mechanisms. 
Mis Quarterly, 38(2). 

Ghozali, I. (2016). AplikasiAnalisis Multivariate dengan Program SPSS, Semarang: 
BadanPenerbitUniversitasDiponegoro. 

Goyette, I., Ricard, L., Bergeron,J. &Marticotte, F. (2010). e-WOM Scale: Word-of-Mouth Measurement Scale for e-
Services Context. Canadian Journal of Administrative Sciences. 27(1), 5-23. 

Hair, J. F,  Bush. R.P, danOrtinau, D.J. (2006), Marketing Research: Within a Changing Information Environment, 3rd 
ed. New York: McGraw-Hill. 

Harris, L. C, M. Goode, M.H. (2010). Online Servicescapes, trust, and Purchase intention. Journal of Service 
Marketing. 4(3). pp 230-243. 



International Journal of Economics, Commerce and Management, United Kingdom 

 

Licensed under Creative Common   Page 363 

 

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), pp. 38-52. 

Jalivand, 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. 

Kassim, N. & Abdullah, N. A. (2010). The Effect of Perceived Service quality  Dimensions On Customer Satisfaction, 
Trust, and Loyalty In E-Commerce Settings A Cross Cultural Analysis. Asia Pacific Journal of Marketing and Logistic. 
22(3), 351-371. 

Khalisa, N. & Kesuma, E. M. (2018). The Impact of Electronic Word of Mouth Instagram as Recommendations Halal 
Culinary Tours in Banda Aceh. International Journal of Academic Research in Bussiness & Social Sciences, 8(5). 
222-240. 

Kotler, P., & Keller, K. L. (2012). Marketing Management. 14th edition. Upper Saddle River: Pearson Prentice Hall. 

Lien, C. H. Miin-Jye W., Li-Ching H., &Kuo-Lung W. (2005). Online Hotel Booking: The Effects of Brand Image, Price, 
Trust, and Value on Purchase Intention. Asia Pacific Management Review. 20, 210 – 218. 

Ling, K, C. (2011). Perceived Risk, Perceived Technology, Online trust for the Online Purchase Intention in Malaysia. 
International Journal of Bussiness and Management, 6(6). 

Mansour, K. B. Kooli, K. &Utama, R. (2014). Online Trust Antecedents and Their Consequences on Purchase 
Intention. Journal of Customer Behavior. 13(1), pp. 25-42. 

Parasuraman, A., Valerie A. Z., & Arvind M. (2005). E-Servequal- A Multiple Item Scale for Assessing Electronic 
Service Quality. Journal of Service Research, 7(10), 11-21. 

Pavlou, P. A., &Gefen, D. (2002). Building Effective Online Marketplaces with Institution-based Trust. Proceedings of 
Twenty-Third International Conference on Information Systems, 667-675. 

Rahyuda, K. Chandra, A. S., Suprapti, N. W. S. (2015). Pengaruh E-Servqualterhadap Customer Satisfaction, Trust, 
dan Repeat Usage. E-JurnalEkonomidanBisnisUniversitasUdayana. 4(06). 2337-3067. 

Raje, A. & Khanna, V. T. (2012). Impact of E-Service Quality  on Consumer Purchase Behaviour in an Online 
Shopping. International Journal of Computer Science and Management Studies. 12(2). 

Rozi, I, F. & Harti.2017. Pengaruh E-ServqualterhadapKeputusanPembelianTiketKeretaApi Online. JurnalPendidikan 
Tata Niaga, 01, 2337-6708. 

Schiffman, L. G., &Kanuk, L. (2007). Perilakukonsumen. Jakarta: Indeks. 

Sujana, K. C. dan Suprapti, N. W. S. (2016). Peran Kepercayaandalam Memediasi Pengaruh 
KualitasSitusterhadapNiatKonsumenUntukBerbelanja di SitusZalora. E-Journal ManajemenUnud. 5(1). 

Syafaruddin, Z. S. & Kumadji, S. Pengaruh Komunikasi E-WOM terhadap 
KepercayaandanNiatBelisertaDampaknyapadaKeputusanPembelian. 2016. JurnalBisnisdanManajemen. 3(1). 

Yang, Chih-Yu. (2009). The Study of Repurchase Intentions in Experiential Marketing-An Empirical Study of The 
Franchise Restaurant, The International Journal of Organizational Innovation, 2, 245-261. 

Zeithaml, V. A., Parasuraman, A., & Malhotra, A. 2002. Service Quality  Delivery Through Web Sites: A Critical 
Review Of Extant Knowledge. Journal of the Academy of Marketing Science, 30(4), 26-37. 


