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ABSTRAK

Perkembangan teknologi internet membuka banyak peluang bagi segala macam
jenis industri di era ini. Tidak ketinggalan industri perhotelan juga ikut mengalami
perubahan akibat perkembangan teknologi internet. Perkembangan yang dirasakan dalam
industri perhotelan adalah dimana masyarakat sekarang ini diberikan banyak pilihan
untuk melakukan transaksi booking kamar hotel dari yang dulunya hanya bisa dilakukan
secara offline dan akhirnya transaksi booking dapat dilakukan secara online. Agoda.com
menjadi salah satu situs booking online yang memberikan kemudahan bagi masyarakat

yang ingin melakukan transaksi booking hotel secara online.

Penelitian ini bertujuan untuk mengkaji apakah product related factors dan channel
related factors berpengaruh terhadap information search intention dan purchase intention

di website agoda.com dikalangan generasi Y.

Penelitian ini menggunakan desain riset deskriptif dengan metode non-probability
sampling dengan teknik judgemental sampling. Data dikumpulkan menggunakan
kuesioner pada 180 responden yang melakukan traveling dalam kurun waktu 1 tahun
terakhir, pernah mengunjungi website agoda.com dalam 6 bulan terakhir serta melihat
review dan harga kamar, namun belum pernah melakukan transaksi booking kamar hotel

di agoda.com. Data kemudian diolah menggunakan structural equation modeling.

Penelitian ini mendapatkan temuan bahwa terdapat efek positif dari product related
factors dan channel related factors terhadap information search intention dan purchase
intention. Efek negatif dari information search intention dengan purchase intention juga

dibuktikan dalam penelitian ini.

Kata Kunci: Product related factors, Channel related factors, Information search

intention, Purchase Intention, Agoda.com

Analisis Pengaruh..., Angelia, FB UMN, 2016



ABSTRACT

The development of internet technology opens up many opportunities
for all kind of industries in this era. The hospitality industry also joined the
changes as the result of the development in internet technology.The development
is felt in the hospitality industry is where people now have given many choices to
make transactions booking of hotel rooms that were once only can be done offline
and finally booking transactions can be done online . Agoda.com become one of
the online booking sites that provide the convenience for people who want to

make online hotel booking transactions.

This study aims to assess whether the product related factors and channel related factors
affect the information search intention and purchase intention in agoda.com among the

generation Y.

This research uses descriptive research design with non - probability sampling method
with judgmental sampling technique . Data were collected using a questionnaire on 180
respondents who went traveling within the last 1 year , visited agoda.com website within
the last 6 months and see the reviews and the price of the room , but had never done a
booking of a hotel room on agoda.com . Then processed using structural equation

modeling.

This research obtains the finding that there is a positive effect of product related
factors and channel related factors to information search intention and purchase
intention. The negative effect of information search intention to purchase

intention was also demonstrated in this study .

Keywords: Product related factors, Channel related factors, Information search

intention, Purchase Intention, Agoda.com
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