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ABSTRAK 

 

 

Eunike Novia Waworuntu dan Amelia Jessika Halim: 
Skripsi 
Analisa Pengaruh Kualitas Website dan Electronic Word of Mouth 

terhadap Reservasi Hotel Online: Persepsi Risiko dan Minat Beli Online 
sebagai Variabel Mediator. 

 
Penelitian ini bertujuan untuk mengetahui pengaruh kualitas website dan 

electronic word of mouth terhadap reservasi hotel online dengan persepsi risiko 

dan minat beli online sebagai variabel mediator. Kuesioner disebarkan kepada 289 
responden dan hasilnya dianalisa menggunakan Structural Equation Modeling 

(SEM). Hasil penelitian menunjukkan, semakin baik kualitas website atau Online 
Travel Agent (OTA), maka semakin tinggi minat beli responden. Electronic word 
of mouth tidak dapat dijadikan sebagai faktor utama untuk mempengaruhi minat 

beli online. Persepsi risiko tidak terbukti menjadi variabel mediator antara kualitas 
website dan electronic word of mouth terhadap pembelian aktual. Minat beli 

online dapat menjadi mediator antara kualitas website dan pembelian aktual. 
 
Kata kunci: 

Kualitas Website, Electronic Word of Mouth, Persepsi Risiko, Minat Beli secara 
Online, Pembelian Aktual, Reservasi Hotel secara Online. 

 

ABSTRACT 

 

 

Eunike Novia Waworuntu and Amelia Jessika Halim: 

Thesis 
Analysis of the Influence of Website Quality and Electronic Word of 
Mouth on Online Hotel Reservations: Perceived Risk and Online 

Purchase Intention as Mediator Variables. 
 

This research aimed to find out the influence of website quality and 
electronic word of mouth on online hotel reservations with perceived risk and 
online purchase intention as mediator variables. Questionnaires were given to 289 

respondents and the results were analyzed by using Structural Equation Modeling 
(SEM). The results showed that the better the quality of website or Online Travel 

Agent (OTA), the higher the respondent’s purchase intention. Electronic word of 
mouth can not be used as the main factor that can affect online purchase intention. 
Perceived risk can not be the mediator between website quality and electronic 

word of mouth towards the actual purchase. Online purchase intention can be a 
mediator between website quality and actual purchase. 
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