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INTISARI 

 

Penelitian ini dilakukan untuk mengetahui pengaruh sikap pembelian 
konsumen sebagai mediasi hubungan faktor kenyamanan, keamanan, harga dan 
kepercayaan terhadap niat pembelian konsumen dalam melakukan reservasi hotel 
secara online melalui website Online Travel Agent (OTA). 

Pada penelitian ini, pengumpulan data menggunakan teknik purposive 
sampling dan menggunakan kuesioner online. Sampel sebanyak 200 responden 
yang pernah melakukan reservasi hotel secara online melalui website OTA dalam 
waktu 1 tahun terakhir. Pengujian hipotesis menggunakan analisis jalur. 

Hasil penelitian ini menunjukkan bahwa faktor harga dan kepercayaan 
berpengaruh signifikan terhadap niat pembelian sedangkan faktor kenyamanan 
dan keamanan tidak berpengaruh terhadap niat pembelian. Sikap pembelian 
terbukti memediasi hubungan faktor kenyamanan dan keamanan terhadap niat 
pembelian secara complete mediation sedangkan sikap pembelian memediasi 
hubungan faktor harga dan kepercayaan terhadap niat pembelian secara partial 
mediation. 

 

Kata kunci: Attitude to buy, Intention to buy, Hospitality, E-commerce 
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ABSTRACT 

 

This study was conducted to determine the effect of attitude to buy as 

mediation of the relationship between convenience, security, price and trust 

towards consumer’s intention to buy when making hotel reservation online by 

Online Travel Agent (OTA) websites. 

In this study, purposive sampling and online questionnaire was used to 

collect data. The number of samples obtained 200 respondents who had made a 

hotel reservation online by Online Travel Agent (OTA) websites. Finally path 

analysis was used on data in order to test hypothesizes of study. 

The results of this study showed that effect of convenience and security on 

consumer’s intention to buy are not significant whereas price and trust are 

significantly affect  to consumer’s intention to buy. The results of this study also 

revealed that attitude to buy significantly mediate the effect of convenience and 

security in complete mediation meanwhile attitude to buy significantly mediate 

the effect of price and trust in partial mediation. 

 

Keywords: Attitude to buy, Intention to buy, Hospitality, E-commerce 
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