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PREDICTING ONLINE REVIEWS ON HOTEL BOOKING
INTENTION AT ADIWANA RESORT JEMBAWAN IN UBUD:
THE MODERATING ROLE OF BRAND IMAGE, STAR
RATING, AND RATE

I Wayan Eka Ginastra
2115885009

ABSTRACT

This thesis predicts the impact of customer online reviews on hotel booking
intention at Adiwana Resort Jembawan, a local brand boutique resort in Ubud. The
moderating effect of brand image, star category, and price on this relationship was
tested to see what the impact they cause. The moderators were applied as they have
never been considered as the factors for customers to book the hotel room online.
The mixed method research has been used by collecting primary data including
interviews and observations followed by collecting questionnaires from a
convenience sample of 100 customers who have previous experienced with online
booking and stayed at the hotel. Results of the research revealed that reviews with
negative valence do not affect booking intention, while reviews with positive
valence have a strong impact. Additionally, it was found that all moderators made
this impact severe. Price demonstrated a significant effect due to the factor's
inherent subjective nature. A moderating effect was also observed for both price
importance and star category on the relationship. In conclusion, this study
emphasizes the need for hotel management to address online customer reviews, and
specifically positive ones and consider the influence of the moderators to get more
customers.

Keywords: Online Customer Review (OCR), Positive Review Valence (PRV),
Negative Review Valence (NRV), Price Importance (PI), Brand Image (Bl), Star
Rating (SR)
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MEMPREDIKSI ULASAN ONLINE TERHADAP NIAT
PEMESANAN HOTEL DI ADIWANA RESORT JEMBAWAN
DI UBUD: PERAN PENGARAHAN CITRA MEREK,
PENILAIAN BINTANG, DAN TARIF.

| Wayan Eka Ginastra
2115885009

ABSTRAK

Tesis ini memprediksi dampak ulasan online terhadap niat pemesanan hotel di
Adiwana Resort Jembawan, sebuah resor butik merek lokal di Ubud. Pengaruh
moderator merek, kategori bintang, dan harga terhadap hubungan ini diuji untuk
melihat dampak yang mereka timbulkan. Para moderator ini diaplikasikan karena
sebelumnya belum pernah dijadikan pertimbangan sebagai faktor-faktor yang
mendorong pelanggan untuk memesan kamar hotel secara online. Penelitian
menggunakan metode campuran dengan mengumpulkan data primer melalui
wawancara dan observasi, diikuti dengan pengumpulan kuesioner dari sampel
kenyamanan sebanyak 100 pelanggan yang memiliki pengalaman sebelumnya
dalam pemesanan online dan pernah menginap di hotel tersebut. Hasil penelitian
menunjukkan bahwa ulasan dengan valensi negatif tidak memengaruhi niat
pemesanan, sementara ulasan dengan valensi positif memiliki dampak yang kuat.
Selain itu, ditemukan bahwa beberapa pengarah membuat dampak ini menjadi
lebih berat. Harga menunjukkan efek moderator yang penting karena sifat
subjektifnya yang melekat. Efek moderator juga diamati baik untuk pentingnya
harga maupun kategori bintang terhadap hubungan tersebut. Kesimpulannya, studi
ini menekankan perlunya manajemen hotel untuk memperhatikan ulasan
pelanggan secara daring, terutama yang positif, dan mempertimbangkan pengaruh
dari para moderator untuk mendapatkan lebih banyak pelanggan.

Kata kunci: Ulasan Pelanggan Online (OCR), Valensi Ulasan Positif (PRV),
Valensi Ulasan Negatif (NRV), Pentingnya Harga (PI), Citra Merek (Bl), Penilaian
Bintang (SR).
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CHAPTER |

INTRODUCTION

1.1 Background

E-commerce is a business activity centered on information network
technology and centered on commaodity exchange. It is the electronic, network, and
informatization of all aspects of traditional business activities. With the continuous
development of the Internet technology, the e-commerce model with changes will
continue to impact on the original business model, form a partial change, and at the
same time have an impact on the consumer's consumer behavior, but also in the
commercial activities. This process is a cycle. Finally, it forms a stable business
model. With the expansion of the scale of Internet users and the diversification of
business models for online travel services, research on consumers' online booking
behavior as the results of existing Online Customer Reviews (OCR) has gradually

become a hot topic in the research field.

The emergence of the digital era has given rise to a novel type of informal
communication referred to as Electronic Word-Of-Mouth (E-WOM) or Online
Customer Reviews (OCR). The significance of E-WOM, encompassing online
reviews, star ratings, and related forms, has grown notably in influencing consumer
conduct and purchase choices, especially within the hotel sector. Considerable
research has delved into the impact of OCR on the consumer decision-making
process, consumer behavior, and business performance, revealing its noteworthy

effects. Consumers, aiming to mitigate uncertainties in their buying decisions,



frequently turn to the shared experiences of past patrons. Given the intangible
nature inherent to the hotel industry, the influence of digital word-of-mouth

through OCR assumes a pivotal role.

While certain exceptions exist, compelling evidence underscores the
substantial influence of OCR on consumer behavior, the purchasing process, and
the success of commercial ventures. The distinct sensitivity of the hotel sector to
this digital expression of word-of-mouth has been observed, as customers seek to
navigate purchasing complexities by drawing insights from previous clientele
experiences. Noteworthy scholarly contributions on this topic include studies by
Bashar (2000), Cantallops (2013), Floh et.al., (2013), Yang (2013), Saw et
al.,(2015), Emir et al., (2016), Hilbrink (2017), Aznar et.al., (2018), Bhatnagar

(2018), and Castro, et al.,(2018).

Indeed, it has been found that the occupancy rate (Bhatnagar, 2018),
perceived reliability (S. Y. Kim et al., 2017), and overall performance of a hotel
(Phillip et al., 2017) are all affected by OCR, underscoring the need to equip hotel
managers with more comprehensive knowledge on the impacts of OCR along with

a collection of appropriate actions and responses.

Given the desperate need for practical information, it is in this industry that
this research seeks to contribute. Without a doubt, it can be appreciated that the
body of literature focusing on OCR is growing quite sizable, and a definite trend is
becoming noticeable. However, most previous studies have concentrated on the
direct effects of electronic word-of-mouth, such as the orientation of reviews as

positive or negative, known as Review Valence (RV), and its impact on purchase



intention and sales. Yet, little investigation has been conducted to determine the

function of moderators in this relationship.

Little work exists to understand how other factors, relating either to the
consumer or to the product and service provider, reduce or increase the impact that
RV has on customer purchase intentions. For illustration, some experimenters have
anatomized the characteristics of the review pens themselves by exploring their
demographic nature, personality, responsibility, character, and moxie. In
discrepancy, other experimenters have delved the characteristics of the review
itself, fastening on rudiments similar as the punctuality, helpfulness, quality,
volume, length, and valence. To attune these differing aspects, some experimenters
have indeed compared the aspects of both reviews and review pens against one
another, yet there remains much debate as to which factors display the most
influence on consumer behavior. Hu et al., (2008), Browning et al., (2013), Zhong
etal., (2014), Zhao et al., (2015), Chan et al., (2017), Hilbrink (2017), Somohardjo
(2017), Vranceanu (2017), Fong et al., (2018), Pelsmacker (2018), Ukpabi &

Karjaluoto (2018).

Research from former studies suggest that these forenamed factors alter the
degree with which OCR impact hotel room deals, and as similar, presume on the
eventuality of multitudinous other factors that could similarly impact the impact of
OCR. In this way, it is entirely possible that factors, unrelated to the characteristics
or composition of the review, but stemming from the hotels position in the market
could augment or diminish the impacts of OCR. Without further efforts to better

understand this phenomenon, hotel managers will be unable to effectively exploit



the positions of their hotels or correct performance hindering issues, given their
lack of awareness of the additional factors, beyond RV, that could affect hotel
booking intention. As there is firm knowledge of the direct impacts of RV on hotel
booking intention, but a lack of information on the moderating factors that could
dampen or enhance this effect, this research approaches the subject of OCR from

a novel perspective.

This research has been designed to address this fundamental issue and remedy
the crucial gap in knowledge that weakens hotel performance and general
understanding of consumer behavior. From the consumer's behavior stage, the
online booking process of Chinese travel website users is mainly divided into online
information search, purchase behavior, online order submission, online/offline
payment, and the basic implementation of the booking process (summary of
research and the researchers are available at Table 2.1 and 2.2 below). Instead of
focusing on the direct impacts of RV, the researcher has chosen to observe how
Brand Image (BI), Hotel Star Category (SR), and Price Importance (PI) are
moderated by several factors that are somewhat in the control of the Property

Manager.

With the above references, the researcher is eager to explore how these
moderating roles will predict the customers’ behaviors that effects their booking
intentions at Adiwana Resort Jembawan in Ubud. Adiwana Resort Jembawan is one
of hotels under the Management of Jeevawasa group, a leading local chained hotel
based in Ubud, Bali, Indonesia and has established itself as the flagship of the hotel

group for 5 years ago. Jeevawasa Group has 3 brands to represent its values:



Adiwana Hotels & Resorts, Inara, Amatara Hotels & Resorts. It currently operates
14 hotels in Ubud, Nusa Penida, Nusa Lembongan and Natuna Island.

The Management of Jeevawasa group who manages Adiwana Resort
Jembawan has emphasized the importance of Guest Reviews and consider it as one
of Key Performance Index for its leadership performance appraisal and as one of
the exit strategies to win the competition. It mandated its hotel leadership to use
TripAdvisor and Booking.com as the benchmark on how to measure their guests’
satisfaction and/or get the feedback to improve its facilities and services. Adiguna
Kusuma, the CEO of Jeevawasa group, confirmed that as a local chained Hotel
Management, they should have a benchmark tool to improve its quality, and, as
TripAdvisor has been regarded as the most viewed Guest Reviews, the
Management chose TripAdvisor as one of the benchmarks. Guest Reviews (Pulse)
from Booking.com is also used as another benchmark tool, as at the Jeevawasa
properties, Booking.com produced a minimum of 55% share of its total room

nights, year-to-date 2022.

The metrics used by the Management to measure its scores in TripAdvisor is
Rank (what rank is a property in Ubud area), and number of reviews given by the
guests. Each month, the Management set a target of number of reviews they should
get in a month. As in Booking.com, the measurements they use are number of
reviews collected and amongst the reviews, how many of them have 5 bubbles (5
bubble is the best score and 1 bubble is the worst). Additionally, they also consider
Score as one of the measurements (from 1-10 with 10 as the best score) experienced

by the guests who made their reservation through Booking.com. The Management



of Adiwana Resort Jembawan must report every week their Guest Reviews
performance on both TripAdvisor and Booking.com. Below is an example report

of Guest Reviews performance in Adiwana Resort Jembawan.

Table 1.1 Sample of TripAdvisor and Booking.com Weekly Report

D.1 KPI VS Actual Review Performance

KPI (Rank,
No. Online Review G Actual (Rank/Score) GM Comments
Score)
TripAdvisor 8(Q2) 10
2 Booking.com 9,4 till Dec 2023 9

D.2 Month to Date TripAdvisor Generated Reviews on March

TRIPADVISOR
Bubbles o Actual :I'otal Review
Achievement
S Bubbles 5 50
4 Bubbles 4 1
3 Bubbles 3 2
2 Bubbles 2
1 Bubble 1

D.3 Month to Date Booking.com Generated Reviews on March
BOOKING.COM

Actual Total Review

Category Range Score Achievement
Exceptional 10 19
Good 9 13
Average 8 8
Poor <7 3

Source: Weekly Report Adiwana Resort Jembawan

Despite of gaining more positive reviews rather than negative ones both from
TripAdvisor and Booking.com reviews, however, there has been no research or
analysis ever done to explore for what reasons a guest to selecting Adiwana Resort
Jembawan or any other Jeevawasa properties. In the Management Meeting attended
by the researcher and discussions with the hotel’s stakeholders, the Management

only thinks that rank and scores of the review are the only factors that matter most.

During the research at the hotel, the researcher observed the process of the

management of the Guest Reviews (eWOM) started from the data collection to



writing the responses to the Reviews by the hotel’s Resident Manager. The
researcher also observed that limited knowledge on the guest’s intention and
behaviors on selecting may lead to a lack of understanding the impact of other
important factors that could affect a guest’s decision to book a hotel room. The hotel
has no record or whatsoever on why a guest decided to book Adiwana Resort
Jembawan. Based on interviews with some guests, guests cited that they knew
hotel’s quality from TripAdvisor or other Reputation Management System, but this
is difficult to prove. It may also lead to a bias in guest reviews as they may not
always provide a true representation of the hotel’s overall performance. Further, the
collected reviews have not been treated as a source of information for Reservation.
Relying only on guest reviews could limit a hotel’s ability to benchmark against
competitors on factors such as Brand Image (BI), Price Importance (PI) and Star
Rating (SR), which are important factors that could influence a guest’s decision to
book a hotel room. In other words, the Management has not yet figured out the
importance Positive Review Valence (PRV) and Negative Review Valence (NRV)
on Hotel Booking Intention (HBI), the interaction between PRV and NRV and
Brand Image (BI), the interaction between PRV and NRV and Price Importance
(PI), and the interaction between PRV and NRV and Star Rating (SR) that may also
impact the Hotel Booking Intention. Overall, the absence of those variables may

cause the Management unable to set the right strategy to win the competition.

Based on the phenomena explained above, the researcher decided to explore
more about the consumers’ booking intention in an online review (OCR) on

booking intention using the Brand Image (BI), Star Rating (SR), and Rate or the



importance of Price (PI) as the moderators at Adiwana Resort Jembawan in Ubud.

The researcher’s focus of exploration is to find facts that enable to predict the

behaviors based on the moderating roles and how they are going to provide benefits

to the Management if the take these roles as the exit strategy to win the competition.

1.2

Problems Statement

From the above phenomenon, the researcher formulated the problems statement

as follows:

1.3

How does the incorporation of Online Customer Review (OCR) with Positive
Review Valence (PRV) and Negative Review Valence (NRV) influence
customers' intention (Hotel Booking Intention/HBI) to book a hotel room
online?

How can we predict customers' Hotel Booking Intention (HBI) based on
Positive Review Valence (PRV) and Negative Review Valence (NRV),
considering three moderating factors: Price Importance (PI), Brand Image
(BI), and Star Rating (SR)?

What model can be used to predict customers' Hotel Booking Intention (HBI)
based on Positive Review Valence (PRV) and Negative Review Valence
(NRV), considering three moderating factors: Price Importance (PI), Brand

Image (BI), and Star Rating (SR)?

Objectives

The main objective of this study is to test the direct influence of online

reviews on hotel booking intention as well as to study the impact of three



moderators (BI, SR, and PI) on this relationship at Adiwana Resort Jembawan. For

these purposes an empirical approach to data collection through the distribution of

questionnaires will be adopted.

As such, the objectives of this Thesis are:

1.

14

To identify how the incorporation of Online Customer Review (OCR) with
Positive Review Valence (PRV) and Negative Review Valence (NRV)
influence customers' intention (Hotel Booking Intention/HBI) to book a hotel
room online.

To explore how customers' Hotel Booking Intention (HBI) can be predicted.
The prediction is based on three main factors: Positive Review Valence
(PRV), Negative Review Valence (NRV), and three moderating factors: Price
Importance (PI), Brand Image (BI), and Star Rating (SR).

To identify and determine an appropriate predictive model that can be used
to predict customers' Hotel Booking Intention (HBI) based on Positive
Review Valence (PRV) and Negative Review Valence (NRV), considering
three moderating factors: Price Importance (PI), Brand Image (BI), and Star

Rating (SR).

Significant of Research

Research such as this becomes ever more critical as social media, Online

Travel Agents (OTA), and review websites or applications gain popularity. As such

platforms are beyond the control of hotel managers, a lack of knowledge about OCR

will lead to ineffective decisions and responses, hindering the performance of hotel
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properties and brands. With better understanding of the impact of OCR and the

unique factors that will affect hotel bookings, hotel properties will have:

1.

Theoretical aspect: The ability to better position themselves in the market,
leverage OCR and customer comments to their advantages, and exploit
unknown existing qualities. Accordingly, this thesis aims to, not only add to
the existing body of literature concerning OCR, but to further provide the
hotel industry with practical insights which can be used to enhance
commercial efficiency when addressing OCR and the intermediary factors
that can affect demand for hotel services. This is achieved by building on the
work of other researchers who have strived to understand the dynamics of RV
on hotel bookings, and by determining the degree with which moderators
affect this impact.

Practical aspect: The Management of Adiwana Resort Jembawan can apply
the three moderators as the base to predict, prepare and execute the exit

strategies to win the competition and the guest’s reservations.



CHAPTER VI

CONCLUSION AND SUGGESTION

6.1 Conclusion

Adiwana Resort Jembawan is a wellness boutique resort that has a good
reputation in the market as proven by the Guest Reviews on TripAdvisor and
Booking.com. Since its opening in 2018, the hotel has been gradually known for its
superb facilities and services, not only from the in-house guests but also the
outsiders. The Management and staff of Adiwana Resort Jembawan take Guest
Reviews seriously. The Guest Reviews handling procedure is well-maintained and
supervised by the Management extensively. The hotel leadership will be rewarded
for the great scores an award and the employees whose/her names are frequently

mentioned by the guest is rewarded an amount of money.

Based on the results and discussion, the researcher concluded:

1. Though booking intentions appear to be quite complex, being affected and
impacted by a variety of different factors, this thesis has demonstrated how
PRV and NRV have a significant impact to the customers booking intention
at Adiwana Resort Jembawan.

2.  The customer’ booking intention (HBI) based on PRV and NRV using the
three moderators of Price Importance (PI), Brand Image (BI), and Star Rating
(SR) affects the guests in choosing Adiwana Resort Jembawan directly and

indirectly.

80
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3. The model that can be developed from the analysis shows that there has been
changes in the pattern of relationship between PRV to BHI and PRV with

Price as the moderator. Yet, the three moderators still have the impact to HBI.

6.2 Suggestion

Though there are still some spaces for improvement, however, the hotel has
gained lots of Positive Reviews Valence (PRV) and very few Negative Reviews
Valence (NRV). The number of positive reviews has been used by the guests to
choose their potential hotels to book. During the internship, the researcher learned
that the Management and staff realize that Guest Reviews are very important to win
the guests’ choice and competition. They also understand that many guests chose
the hotel mostly due to the positive experiences the guests had. Hence, the
Jeevawasa Corporate Office and the Management of Adiwana Resort Jembawan

have set these Guest Reviews as their prime objective in their daily operation.

1. The Management of Adiwana Resort Jembawan should consider the
influence Positive Review Valence (PRV) on Price Importance (PI) to Hotel
Booking Intention (HBI) as it is proven that this is one of the key factors that
the customers consider their choices.

2. The Management of Adiwana Resort Jembawan need to dedicate the
necessary resources and attention towards reacting and exploiting OCR,
treating it as a vehicle for improving customer relationship and attracting new

guests.



82

BIBLIOGRAPHY

Agusaj, B., Bazdan, V., & Lujak, D. (2017). The Relationship Between Online
Rating, Hotel Star Category and Room Pricing Power. Ekonomska Misao |
Praksa, 1, 189-204.

Ajzen, 1. (1985). From Intentions to Actions: A Theory of Planned Behavior. In J.
Kuhl, & J. Beckman (Eds.) Action-Control: From Cognition to Behavior, 11—
30.

Ajzen, I. (1991a). The Theory of Planned Behavior. Organizational Behavior and
Human Decision Processes, 50, 179-211.

Ajzen, 1. (1991b). The Theory of Planned Behavior. Organizational Behavior and
Human Decision Process, 50(2), 179-211.

Ajzen, I. (2002). Perceived Behavioral Control, Self-Efficacy, Locus of Control,
and the Theory of Planned Behavior. J.App.Soc.Psychol, 32, 665-683.

Anselmsson, J., Vestman Bondesson, N., & Johansson, U. (2014). Brand Image and
Customers’ Willingness to Pay a Price Premium for Food Brands. The Journal
of Product and Brand Management, 23(2), 90-102.

Aznar, P., Sayeras, J. M., Segarra, G., & Claveria, J. (2018). AirBnB Competition
and Hotel’s Response: The Importance of Online Reputation. Athens Journal
of Tourism, 7-19.

Bagozzi, R. P., Wong, N., Abe, S., & Bergami, M. (2000). Cultural and Situational
Contingencies and The Theory of Reasoned Action: Application to Fast Food
Restaurant Consumption. Journal of Consumer Psychology, 9(2), 97-106.

Bashar, S. M. (2000). Impact of Social Travel Networks on Travel Planning: The
Case of TripAdvisor. Master Thesis.

Bearden, W. O., & Rose, R. L. (1990). Attention to Social Comparison Information:
An Individual Difference Factor Affecting Consumer Conformity. Journal of
Consumer Research, 16(4), 461-471.

Bhatnagar, U. (2018). Analyzing The Effect of TripAdvisor on Reservation
Intention of Hotels for Traveler from New Delhi, India. Dusit Thani College
Journal, 12(1), 30-49.

Biswas, A. (1992). The Moderating Role of Brand Familiarity in Reference Price-
Perception. Journal of Business Research, 25, 251-262.



83

Browning, V., So, K. K., & Sparks, B. (2013). The Influence of Online Reviews on
Consumers’ Attribution of Service of Service Quality and Control for Service
Standards in Hotels. Journal of Travel & Tourism Marketing, 30(1-2), 23-40.

Buttle, F. A. (1998). Word of Mouth: Understanding and Managing Referral
Marketing. Journal of Strategic Marketing, 6(3), 241-254.

Callarisa, L., Garcia, J. S., Cardiff, J., & Rosschina, A. (2012). Harnessing Social
Media Platforms to Measure Customer-based Hotel Brand Equity. Tourism
Management Perspective, 4, 73-79.

Cantallops, A. S., Cardona, J. R., & Matarredonda, M. G. (2013). The Impact of
Search Engines on Hotel Distribution Value Chain. Redmarca: Revisa
Academica de Marketing Aplicado, 10(6), 19-54.

Carroll, B., & Siguaw, J. (2003). The Evolution of Electronic Distribution: Effects
on Hotels and Intermediaries. Cornell Hotel and Restaurant Administration
Quarterly, 44(4), 38-50.

Castillo, M. (2016). Online Hotel Reviews and Potential Customers: Does the
Response Strategy Matter. University of Iceland.

Castro, C., & Ferreira, F. A. (2018). Online Hotel Ratings and Its Influence on Hotel
Room Rates: The Case of Lisbon, Portugal. Tourism and Management Studies,
14, 63-72.

Chan, I. C., Lam, L. W., Chow, C. W., Fong, L. H., & Law, R. (2017). The Effects
of Online Reviews on Hotel Booking Intention: The Role of Reader-Reviewer
Similarity. International Journal of Hospitality Management, 66, 54—65.

Chang, M. K. (1998). Predicting Unethical Behavior: A Comparison of the Theory
Reasoned Action and The Theory of Planned Behavior. Journal of Business
Ethics, 17, 1825-1834.

Chatterjee, P. (2001). Online Reviews: Do Consumers Use Them? Association for
Consumer Research, 129-134.

Chiang, C. F., & Jang, S. (2007). The Effects of Perceived Price and Brand Image
on Value and Purchase Intention: Leisure Travelers’ Attitude Toward Online
Hotel Booking. Journal of Hospitality & Leisure Marketing, 15(3), 49-69.

Creswell, J. W. (2008). Educational Research: Planning, Conducting, and
Evaluating Quantitative and Qualitative Research (3rd ed.). Pearson
Merrill/Prentice Hall.

Dubois, B., & Laurent, G. (1994). Attitudes toward the Concept of Luxury: An
Exploratory Analysis. Asia Pacific Advances in Consumer Research, 1(2),
271-278.



84

El-Said, O. A. (2020). Impact of online reviews on hotel booking intention: The
moderating role of brand image, star category, and price. Tourism
Management Perspectives, 33. https://doi.org/10.1016/j.tmp.2019.100604

Emir, A., Halim, H., Hedre, H., Abdullah, D., Bahri, S., & Kamal, M. (2016).
Factors Influencing Online Hotel Booking Intention: A Conceptual
Framework from Stimulus-Organism-Response Perspective. International
Academic Research Journal of Business & Technology, 2(2), 129-134.
https://www.researchgate.net/publication/311674994

Fang, B., Ye, Q., Kucukusta, D., & Law, R. (2016). Analysis of the Perceived Value
Online Tourism Reviews: Influence of Readability and Reviewer
Characteristics and Product Type. Tourism Management, 52, 498-506.

Filieri, R., Raguseo, E., & Vitari, C. (2018). When Are Extreme Ratings More
Helpful? Empirical Evidence on the Moderating Effects of Review
Characteristics and Product Type. Computers in Human Behavior, 88, 134—
142.

Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention, and Behavior: An
Introduction to Theory and Research. Addison-Wesley.

Floh, A., Koller, M., & Zauner, A. (2013). Taking a Deeper Look At Online
Reviews: The Asymmetric Effect of VValence Intensity on Shopping Behavior.
Journal of Marketing Management, 29(5-6), 646—670.

Fong, S. W., Kian, T. P, Fern, Y. S., & Quan, S. L. (2018). The Impact of Online
Consumer Review To Online Hotel Booking Intention in Malaysia.
International Journal of Supply Chain Management, 7(2), 140-145.

Fotis, J., Buhalis, D., & Rossides, N. (2012). Social Media Use and Impact During
The Holiday Travel Planning Process. Information and Communication
Technologies in Tourism.

Gabor, M. R. (2007). Non-Probabilistic Sampling Use in Qualitative Marketing
Research. Haphazard Sampling. Volunteer Sampling. (Vol. 1). Analele
Universitatii din Oradea. Seria Stiinte Economice.

Gal-Oz, N., Grinshpoun, T., & Gudes, E. (2010). Sharing Reputation Across Virtual
Communities. Journal of Theoretical and Applied Electronic Commerce
Research, 5(2), 1-25.

George, J. F. (2004). The Theory of Planned Behavior and Internet Purchasing.
Internet Research, 14(3), 198-212.

Ghosh, T. (2018). Predicting Hotel Book Intention: The Influential Role of
Helpfulness and Advocacy of Online Reviews. Journal of Hospitality
Marketing & Management, 27(3), 299-322.



85

Gilal, G. G., Zhang, J., Paul, J., & Gilal, N. G. (2019). The Role of Self-
Determination Theory in Marketing Science: An Integrative Review and
Agenda for Research. European Management Journal, 37(1), 29-44.

Green, C. E., & Lomanno, M. V. (2012). Distribution Channel Analysis: A Guide
for Hotels. MacLean: HSMAI Foundation.

Gu, S., & Wu, Y. (2019). Using the Theory of Planned Behavior to Explain
Customers’ Online Purchase Intention. World Scientific Research Journal,
5(9), 226-249.

Hansen, T., Jensen, J. M., & Solgaard, H. S. (2004). Predicting online grocery
buying intention: A comparison of the theory of reasoned action and the theory
of planned behavior. International Journal of Information Management,
24(6), 539-550. https://doi.org/10.1016/j.ijinfomgt.2004.08.004

Hawkins, D. 1., Best, R. J., & Coney, K. A. (2001). Consumer Behavior, Building
Marketing Strategy (8th ed.). Irwin, McGraw-Hill.

Hennig-Thurau, T., Gwinner, K., Walsh G., & Gremler, D. (2004). Electronic Word
of Mouth Via Consumer-Option Platforms: What Motives Consumers to
Articulate Themselves on the Internet. Interact Market, 18(1), 38-52.

Hilbrink, E. (2017). “The Hotel Were Great”: The Effects Valence and Language
Errors on the Attitude Towards the Hotel, Review Credibility, Booking
Intention, eWOM Intention of Consumers. University of Twente.

Hu, N., Liu, L., & Zhang, J. J. (2008). Do Online Reviews Effect Product Sales?
The Role of Reviewer Characteristics and Temporal Effects. Information
Technology and Management, 9(3), 201-214.

Imam Ghozali. (2004). Aplikasi Analysis Multivariate dengan Program SPSS.
Universitas Diponegoro.

Imam Ghozali. (2008). Structural Equation Modelling (I1). Universitas
Diponegoro.

Kim, S. Y., Kim, J. U., & Park, S. C. (2017). The Effects of Perceived Value,
Website Trust, and Hotel Trust on Online Hotel Booking Intention.
Sustainability, 9(12), 2262-2276.

Kim, Y. H., Kim, M., & Goh, B. K. (2011). An Examination of Food Tourist’s
Behavior: Using the Modified Theory of Reasoned Action. Tourism
Management, 32(5), 1159-1165.

Laohapensang, O. (2009). Factors Influencing Internet Shopping Behavior: A
Survey of Consumers in Thailand. Journal of Fashion Marketing and
Management: An International Journal, 13(4), 501-513.



86

Litvina, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic Word-of-Mouth in
the Hospitality and Tourism Management. Tourism Management, 29, 458—
468.

Lo, A., & Qu, H. (2015). A Theoretical Model of the Impact of a Bundle of
Determinants on Tourists’ Visiting and Shopping Intentions: A Case of
Mainland China Tourists. Journal of Retailing and Consumer Services, 22,
231-243.

Mauri, A. G., & Minazzi, R. (2013). Web reviews influence on expectations and
purchasing intentions of hotel potential customers. International Journal of
Hospitality Management, 34(1), 99-107.
https://doi.org/10.1016/j.ijhm.2013.02.012

Mauri, A. G., Minazzi, R., & Vannacci, B. (2015). The Impact of Hotel Reviews
Posted by Guests on Customers Purchase Process and Expectations. Toulon-
Verona Conference “Excellent in Services.”

Mauri, A. G., Minazzi, R., & Vannacci, B. (2017). The Determinants of Managerial
Responses to Hotel Guests’ Reviews: An Explanatory Study in the City of
Milan. Toulon-Verona Conference “Excellent in Services.”

Oka, I. M. D., Perdana, G. W. P., Elistyawati, I. A., Astawa, I. K., & Ginaya, G.
(2021). Guest Satisfaction Level Towards Bartender Services at the Melia Bali
Hotel’s Tapas Bar. International Journal of Green Tourism Research and
Applications, 3(1), 21-26.

Park, S., & Nicolau, J. L. (2015). Asymmetric Effects of Online Consumer
Reviews. Annals of Tourism Research, 50, 67-83.

Pelsmacker, P. D., Dens, N., & Kolomiiets, A. (2018). The Impact of Text Valence,
Star Rating and Rated Usefulness in Online Reviews. International Journal of
Advertising, 37(3), 340-359.

Phillip, S., Barnes, S., Zigan, K., & Schegg, R. (2017). Understanding the Impact
of Online Reviews on Hotel Performance: An Empirical Analysis. Journal of
Travel Research, 56(2), 235-249.

Pongpatipat, C. (2014). The Effect of Online Reviews on Attitude and Purchase
Intention: How Consumers Respond to Mixed Reviews. Old Dominion
University.

Posthuma, R. A., & Dworking, J. B. (2000). A Behavioral Theory Arbitrator
Acceptability. International Journal of Conflict Management, 25(4), 249-266.

Putra, S. A. W., & Riorini, S. V. (2016). Pengaruh Online Reviews Terhadap
Online Hotel Booking Intention Pada Online Travel Agent Lokal.



87

Saw, S. L., Goh, Y. N., & Isa, S. M. (2015). Exploring consumers’ intention toward
online hotel reservations: insights from Malaysia. Problems and Perspective
in Management, 13(2), 249-257.

Sewbhieksingh, S. (2017). Online Booking Behavior Regarding Hotel Choice: The
Moderating Effect of Online Reviews. Erasmus University.

Sheats, J. L., Middlestadt, S. E., Ona, F. F., Juarez, P. D., & Kolbe, L. J. (2013).
Understanding African American Women’s Decision to Buy and Eat Green
Leafy Vegetables: An Application of the Reasoned Action Approach. Journal
of Nutrition Education and Behavior, 45(6), 676-682.

Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988). The Theory of Reasoned
Action: A Meta-analysis of Past Research with Recommendations for
Modifications and Future Research. Journal of Consumer Research, 15, 325—
343.

Shim, S., Eastlick, M. A., Lotz, S. L., & Warrington, P. (2001). An Online
Prepurchase Intention Model: The Role of Intention to Search. Journal of
Retiring, 77, 397-416.

Somohardjo, N. I. K. (2017). The Effect of Online Reviews on The Review Attitude
and Purchase Intention. Erasmus University.

Stebbings, L. (2015). Finding Reliable Information Online: Adventures of an
Information Sleuth (1st ed.). Rowman & Littlefield Publishers.

Stephens, N., & Gwinner, K. P. (1998). Why Don’t Some People Complain? A
Cognitive-Emotive Process Model of Consumer Complaint Behavior. Journal
of the Academy of Marketing Science, 26(3), 172-189.

Sugiyono. (2018). Metode Penelitian Manajemen (Setiyawami, Ed.; 6th ed.). CV
Alfabeta.

Tajuddin, R. M., Zainol, A. S., & Sahil, S. A. S. (2014). An Evaluation of Malaysian
Consumers’ Attitude Scale towards Fashion Branded Goods. Procedia - Social
and Behavioral Sciences, 130, 340-346.

Thompson, K. E., Haziris, N., & Alekos, P. J. (1994). Attitudes and Food Choice
Behavior. British Food Journal, 11, 9-17.

Ukpabi, D. C., & Karjaluoto, H. (2018). What Drives Travelers’ Adoption of User-
Generated Content? A Literature Review. Tourism Management Perspective,
18, 251-273.

Velumani, D. (2014). A Study on Consumer Buying Behavior towards Nokia
Mobile in Erode District. Journal of Business and Management, 16(12), 52—
54,



88

Viswanathan, D. M. (2005). Measurement Error and Research Design. Sage.

Vranceanu, D. M. (2017). The Impact of Online Consumer Reviews’ Quantity and
Rating on Buying Decisions: A Perspective from Romanian Market. The Role
of Management in the Economic Paradigm of the XXIst Century, 188-195.

Wang, M., Lu, Q., Chi, R. T., & Shi, W. (2015). How Word-of-Mouth Moderates
Room Price and Hotel Stars for Online Booking an Empirical Investigation
with Expedia Data. Journal of Electronic Commerce Research, 16(1), 72—-80.

Wicaksana, I. K. A., Septevany, E., Winia, I. N., & Murni, N. N. G. S. (2021).
Analysis of Food Quality and Price Increasing Customer Satisfaction at
Anantara Uluwatu Bali Resort. Jurnal Pariwisata Terapan, 5(1), 50-59.

Yang, B. (2013). The Effect of Online Customer Review on Consumer’s Perceived
Risk Associated with Online Leisure Hotel Booking. Purdue University.

Zhao, N., Li, X., Zhang, L., & LI, Y. (2018). Research on the Impact of Online
Review on Consumers’ Booking Decisions. Advances in Economics, Business,
and Management Reseacrh, 71.

Zhao, X., Wang, L., Guo, X., & Law, R. (2015). The Influence of Online Reviews
to Online Hotel Booking Intentions. International Journal of Contemporary
Hospitality Management, 27(6), 1343-1364.

Zhong, Z., Yang, Y., & Zhang, M. (2014). Role of Online Reviews in Hotel
Reservations Intention Based on social media. Journal of Applied Sciences,
14(4), 341-347.



