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Abstract 
 

This paper examine the influence of five variables on attitude tourist: perceived ease of use, perceived usefulness, self efficacy, domain 

specific innovativeness, and experience. The analysis attitude tourist toward e-tourism usage gauges the moderating role of e-trust. A 

sample of 216 tourist of was analyzed using structural equation modeling. Result show that perceived ease of use, perceived usefulness, 

domain specific inovativeness, and experience significantly influence attitude tourist. E-trust moderates the impact of e-tourism usage. 

These results entail a better understanding of specificities, with practical actions for addressing their real needs and expectations. The 

study limitations, implications, along with directions for further research are discussed. 
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1. Introduction 

Tourism is currently one of the most important factors in the 

world economy. In Indonesia, during 2013 tourism contributed 

Rp. 347 trillion national gross domestic product or 5.7% and in-

creased in 2014 by 9.39%. (Nirwandar, 2014). In the list of 

ASEAN competitiveness issued by the World Economic Forum in 

2013 Indonesia was ranked 70, higher than Brunei ranked 72, 

Vietnam ranked 82 and Cambodia ranked 106. Previously, Indo-

nesia was ranked 74 (Jonathan and Tarigan, 2016). 

On the other hand, the rapid development of the internet is in line 

with the increase in e-commerce and online markets (Hill and 

Beatty, 2011). Online transactions usher in a new era for the tour-

ism industry that works to implement better commercial practices 

(Buhalis, 2003). Tourism is known as one sector that can benefit 

from the development of information and communication technol-

ogy (J. Cardoso, 2005). Information about tourism is an important 

factor for tourists to plan, book and vacation. (Steinbauer et.al, 

2007). 

The benefits of e-tourism have developed very fast because of the 

many benefits associated with using tourism services on the inter-

net such as efficiency, quality and flexibility (Jung and Baker, 

1998; Werthner and Klein, 1999). Although e-tourism continues 

to grow and be more sophisticated (Lian and Lin, 2008), it has not 

yet produced dramatic changes in how consumers buy products 

and services (Hill and Beatty, 2011). Meanwhile, Wu (2003) states 

that about half of internet users have purchased products or ser-

vices through the internet. 60% of online information seekers end 

up buying offline in the tourism industry 68% of e-tourism buyers 

do not buy via the internet, but use several channels to buy their 

tourism products (Phocuswright, 2005). 

This paper examines internet users adopting e-tourism usage for 

travel products by looking into five independent variable sets. 

These are perceived ease of use, perceived usefulness, self effica-

cy, domain specific innovativeness, and experience. (Davis, 1989; 

Fishbein and Ajzen, 1975; Davis, Bagozzi, R and Warshaw, 1989; 

Davis, 1989; Anckar and Walden, 2000; Chau, Cole, Massey, 

Montoya-Weiss and O’Keefe, 2002; Christou and Kassianidis, 

2002; Citrin, Sprott, Silverman and Stem, 2000; Morrison, Jing, 

O’Leary and Cait, 2001; Vijayasarathy, 2004; Williams, 2002; 

Blacklund and Williams, 2003). 

2. Literature review 

The theory of reasoned action (TRA), (Fishbein and Ajzen, 1975; 

Davis, 1989; Fishbein and Ajzen, 1975; Davis, Bagozzi, R and 

Warshaw, 1989; Davis, 1989; Anckar and Walden, 2000; Chau, 

Cole, Massey, Montoya-Weiss and O’Keefe, 2002; Christou and 

Kassianidis, 2002; Citrin, Sprott, Silverman and Stem, 2000; 

Morrison, Jing, O’Leary and Cait, 2001; Vijayasarathy, 2004; 

Williams, 2002; Blacklund and Williams, 2003) explains the 

relationship between attitudes, intentions and behaviors. The TRA 

model posits that human beings make rational decisions based on 

the information available to them, and the best immediate 

determinant of a person’s behavior is intent which is the cognitive 

representation of readiness to perform a given behavior (Ajzen 

and Fishbein, 1980). 

According to the TRA model, an individual’s belief towards a 

behavior is an immediate determinant of his or her intention to 

perform a behavior (Fishbein and Ajzen, 1975). Mayer, Davis, and 

Schoorman (1995) further extended the TRA theory to support the 

modeling of customer trust. In addition, based on the Technology 

Acceptance Model (TAM) (Davis, 1989) and TRA theory, 

McKnight, Choudhury, and Kacmar (2002) proposed a model of 

e-commerce customer trust. According to TAM, the intention to 

accept or use a new technology is determined by its perceived ease 

of use and perceived usefulness. In their model, McKnight,et.al., 

posits that trusting beliefs (perceptions of specific vendor website 

attributes) leads to trusting intention, which in turn behavior e-

tourism usage. 

• Determinant Attitude Tourist Toward E-Tourism Usage 

• Perceived Ease of Use 

http://creativecommons.org/licenses/by/3.0/
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Perceived ease of use / perceived easy to use, refers to "the degree 

to which a person believes that using a particular system will be 

free from effort". This follows from the definition of "ease": 

"Freedom from difficulties or great effort". Efforts are limited 

resources from someone to be able to use various activities and be 

responsible (Radner and Rothschild, 1975). In this study perceived 

ease of use is defined to what extent, we claim, e-tourism 

applications are considered easier to use than others to be accepted 

by users. 

Based on findings from previous researchers, this study proposes 

the following hypothesis:Perceived ease of use has a positive 

effect on attitude to use. 

• Perceived Usefulness 

Perceived usefulness / perceived benefit, defined here as to how 

far one believes that using a particular system will improve its 

performance. This follows from the definition of useful words: 

"able to be used profitably". In an organizational context, people 

are generally strengthened for good performance with salary 

increases, promotions, bonuses and other benefits (Pfeffer, 1982; 

Schein, 1980; Vroom, 1964). In this research, it was perceived 

usefulness, felt to have high benefits and caused a sense of 

wanting to use e-tourism for positive performance. 

Based on findings from previous researchers, this study proposes 

the following hypothesis:Perceived usefulness has a positive effect 

on attitude to use. 

• Self Efficacy 

Self efficacy is an assessment of the ability of consumers to shop 

online, and represents a positive relationship with the intention of 

buying goods from the internet (LiLi and Dimitrios, 2005). In 

essence, perceived self-efficacy can build behavior (Anckar et.al, 

2000) The paradigm of self-efficacy does not offer a general 

measure that applies to achieving goals since beliefs and efficacy 

theorize to be situational-specific, with steps adjusted to what will 

be studied (Bandura, 1982) .In this study self-efficacy is defined 

as self assessment of its ability to use e-tourism. 

Based on findings from previous researchers, this study proposes 

the following hypothesis:Self efficacy has a positive effect on 

attitude to use. 

• Domain-Specific Innovativeness (DSI) 

Domain-Specific Innovativeness (DSI) is important to consider, 

when trying to understand and predict the tendency of consumers 

to adopt the internet to shop in relation to previous internet usage 

(Citrin et.al, 2000). In this study, someone is likely to be an 

innovative internet user in the domain of using e-tourism. 

Based on findings from previous researchers, this study proposes 

the following hypothesis:Domain-Specific Innovativeness (DSI) 

has a positive effect on attitude to use. 

• Experience 

Experience or "virtual experience" as an important e-commerce 

issue. Tamimi et al. (2003) defines experience using as a four-

stage process explaining sequential steps of an online transaction. 

Considering that online customers are not only shoppers but also 

information technology users (Cho and Park, 2001). Experience 

can be defined as the total impression of consumers about online 

companies (Watchfire Whitepaper Series, 2000). In this research 

experience, consumer impression about the use of e-tourism. 

Based on findings from previous researchers, this study proposes 

the following hypothesis:Experience has a positive effect on 

attitude to use. 

• E-Trust, Attitude dan E-Tourism Usage 

E-trust is considered an important factor for building and 

maintaining strong relationships between companies and their 

customers (Reichheld and Schefter, 2000). According to Jin et al. 

(2008), e-trust is defined as "customer confidence in credibility 

and virtue which means that customers can rely on promises and 

information on e-commerce". E-trust requirements are more 

complex in a virtual environment because online transactions are 

more impersonal, anonymous and automatic than offline. Many 

studies have been conducted to examine the relationship between 

e-trust in e-commerce. The formation of e-trust is important 

because it has the ability to maintain and create long-term 

relationships with customers and consequently make them loyal 

(Ribbink et al., 2004; Kassim and Abdullah, 2010). According to 

Reichheld and Schefter (2000). In this study e-trust is defined to 

build and maintain strong relationships between customers and e-

tourism. 

Several studies (Bonn, Furr, and Susskind, 1999; Bonn, Furr and 

Hausman, 2001) about attitudes related to travel from internet 

tourists. However, the annual tourist frequency is an important 

indicator of the probability of behaving as an online ordering and 

taking the reservation / booking attitude to predict the possibility 

of booking online. In this study attitude is defined for the attitude 

of tourists in e-tourism. 

E-tourism usage can be seen from the use of the internet, the 

longer customers use the more likely customers become online 

ordering (Sexton, Johnson and Hignite, 2002). Weber and Roehl 

(1999), found that online ordering can spend more time than 

offline bookings. Tourist customers often look for online tourism 

services to compare tourist prices (Morrison et. Al, 2001). In this 

study e-tourism usage is defined by customers making online 

reservations on e-tourism. 

Based on findings from previous researchers, this study proposes 

the following hypothesis: 

• E-trust is predicted to weaken attitude to use on e-tourism 

usage. 

Based on the above, we propose a model to explain e-tourism 

usage in the context of determinant factors attitude tourist. Five 

main determinants were considered:perceived ease of use, 

perceived usefulness, self efficacy, domain specific 

innovativeness, and experience. The path diagram of the proposed 

model is presented in Fig.1. 

 

 
Fig. 1: Framework Model. 

 

Source: Theoretical foundation, previous research and formulation of 

hypotheses 

3. Research methods 

The sample used was 216 respondents. Sampling using non-

probability sampling technique with judgment sampling method or 

often referred to as purposive sampling. (Hair et, al., 2009; 

Malhotra, 2007; Neuman, 2000). The method of judgmental 

sampling is a method of selecting a sample that is believed to meet 

the requirements to adjust the research criteria related to the 

problem and research objectives (Hair et, al., 2010). The sample 

has criteria: 1) know the activity of the e-tourism application; 2) 

know and get to know the services of companies that conduct e-

tourism applications; 3) know and have and or are currently using 

e-tourism application activities that are communicated through 

electronic media such as the internet. 

Data collection in the field was carried out with a survey using a 

questionnaire. Many studies have used this method to collect data, 

including research conducted by Tung, et, al. (2001), Ridings, et, 

al. (2002), Mukherjee and Nath (2003), and Corbit, et. al. (2003). 

After the respondent completes the questionnaire, the respondent 

sends it back by pressing the send / send button on the google 
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form. Questionnaire items used for the operational constructs are 

adopted and developed from (Beiger, Bertelli, Weinert and 

Wittmer, 2005; DeLone McLean, 2004; Fesenmaier and Jhonson, 

1989; Fishbein and Ajzen 1975; Gretzel, Mitsche, Hwang, 

Fesenmaier, 2004; Gursoy and McCleary, 2004; Jung and Butler, 

2000; Kroeber-Riel and Weinberg, 1996; Li and Buhalis, 2005; 

Luo, Feng, Cai, 2004; Mills and Marrison, 2003; Marrison, Jing, 

O'Leary and Lipping, 2001; Scharlet et.al, 2004; Schmidt, Schogel 

and Tomczak, 2003; Sigala and Sakellaridis, 2004; Schramm-

Klein, 2003; Wolff, 2005;) in Steinbauer; 2007)) and Davis et.al, 

1989; Chau, 1996; Gross and Brown, 2006; Jin, et. al, 2007; Cyr, 

et.al, 2008; Kim, et. al, 2011; Wu, J.J. and Chang, Y.S., 2005; 

Pereira, H. Goncalves, et. al, 2016; and Chen, 2006; Tam, 2012). 

 
Table 1: Operational Constructs 

Variable Measurement 

Perceived 

Ease of Use 

(PEU) 

Using the e-tourism is ease for me 

E-tourism is ease to use 

I found it ease to get what i need from the e-tourism 

My interaction with the e-tourism clear 

My interaction with the e-tourism understandable 

Interacting with the e-tourism is very flexible 

It's easy for me to become skilled in the use of e-tourism 

Perceived 

Usefulness 

(PU) 

Using e-tourism may be possible to complete the job 

faster 

Using e-tourism can improve my performance 

Using e-tourism can make it easier to perform my duties 

Using e-tourism, i can increase my productivity 

Using e-tourism can improve my effectiveness 

I found the e-tourism useful for me 

Self Efficacy 

(SE) 

I am proficient in using the internet for e-tourism 

I feel confident that i can use the internet for e-tourism 

Domain 

Specific 

Innovativeness 

(DSI) 

I am the first in my circle of friends to know of any e-

tourism 

If i heard that a e-tourism was available on the internet, i 

would be interested enough to shop from it 

Experience 

(EX) 

E-tourism experiences interest me. 

E-tourism experiences are important to me 

I really enjoy engaging in e-tourism experiences  

Engaging in e-tourism experiences is one of the most 

enjoyable things that I do. 

E-tourism experiences are pleasurable 

I consider myself to be knowledgeable about e-tourism 

experiences 

E-Trust (ET) 

I can believe vendors online e-tourism  

E-tourism website is credible to me  

I can trust the information presented on the website e-

tourism 

I believe on the claims and promises in the e-tourism  

I believe online, e-tourism says about the product  

Attitude to 

Use (ATU) 

The internet makes my life more interasting 

I enjoy shopping online in e-tourism 

The internet has brought great convenience to my life 

E-tourism has improved my work productivity 

Shopping on website e-tourism is ease 

E-Tourism 

Usage (ETU) 

I have a high intention to purchase at e-tourism 

The probability of purchasing product was enhanced 

when I was browsing e-tourism 

I would like to purchase product at e-tourism 

 

• Structural Model 

The structural model is evaluated using the Goodness of Fit 

Model. The Goodness of Fit Model is measured using the R-

square dependent latent variable. Stone-Geisser Q-Square 

predictive relevance to measure how well the observation value is 

generated by the model and also its parameter estimation. Q-

square value> 0 indicates the model has predictive relevance; on 

the contrary if the Q-Square value ≤ 0 shows the model lacks 

predictive relevance. Q-Square calculation is done by the formula: 

 

Q2 = 1 – ( 1 – R1
2) ( 1 – R2

2 ) ... ( 1- Rp
2 ) 

Where R1
2 , R2

2 ... Rp
2 is the R-square of the endogenous variable 

in the equation model. Q2 has a value with a range of 0 < Q2 < 1, 

where getting closer to 1 means the model is getting better. The 

magnitude of Q2 is equivalent to the total determination 

coefficient in path analysis. 

• Hypothesis Testing 

The significance of the estimated parameters provides very useful 

information about the relationship between research variables. The 

basis used in testing hypotheses is the value found in the output 

for inner weight. To assess the significance of the predictive 

model in the structural model testing, it can be seen from the t-

statistics value between the independent variables to the dependent 

variable in the Path Coefficient table in the SmartPls output. Limit 

to reject and accept the proposed hypothesis if the value of t 

counts ≥ or ≤ value of t table (n-k-1). Hypothesis testing is done 

using the bootstrap method of the sample. Bootstrap testing is 

intended to minimize the abnormalities of research data. 

4. Result 

Discriminant validity is done to ensure that each concept of each 

latent variable is different from other variables. The model has 

good discriminant validity if each loading value of each indicator 

of a latent variable has a greater loading value compared to the 

loading value of other latent variables. Another method for 

assessing Discriminant Validity is comparing the value of the 

square root of Average Variance Extracted (AVE) for each 

construct with the correlation between other constructs in the 

model. If the AVE root value of each construct is greater than the 

correlation value between constructs and other constructs in the 

model, then it is said to have a good value of Discriminant 

Validity. The discriminant validity test results are obtained as 

follows: 

 
Table 2: Discriminant Validity Value (Cross Loading) 

 
 

From table 2 it can be seen that the value of loading factor of each 

latent variable has a greater loading value than the loading value 

of other latent variables. This means that each latent variable has 

good discriminant validity. Another method for assessing Discri-

minant Validity is to compare Square Root Of Average Variance 

Extracted for each construct with a correlation between other con-

structs in the model. The model has a good Discriminant Validity 

if the root value of AVE (Square Root of Average Variance Ex-

tracted) is greater than the correlation value between constructs 
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and other constructs in the model, as shown in table 4 and table 5 

below 

 
Table 3: Latent Variable Correlations 

 
 

Table 3 communality values of each variable> 0.05. Similarly the 

value of AVE (average variance extracted) also shows the value> 

0.5. While Table 5 the root value of AVE (Square Root of 

Average Variance Extracted) is greater than the correlation value 

between constructs and other constructs in the model. Thus, it can 

be concluded that all the constructs in the estimation meet the 

criteria of Discriminant Validity. 

• Evaluating Validity and Reliability 

Validity can also be seen from the value of Average Variance 

Extracted (AVE) of each construct or has a value greater than 

0.50. While reliability is seen from the value of Cronbachs Alpha 

and Composite Reliability from the indicator block that regulates 

the construct. Cronbachs Alpha and Composite Reliability are said 

to be good when viewed from each value having above 0.60 and 

0.70. 

 
Table 4: Cronbachs Alpha, Composite Reliability and Average Variance 

Extracted 

 
 

Based on table 4 above, it can be concluded that all constructs 

meet valid and reliable criteria. This is indicated by the value of 

Cronbachs Alpha> 0.60, composite reliability above 0.70 and 

AVE above 0.50 as recommended criteria. 

 

 
Fig. 2: Structural Model Test Result. 

 
Table 5: R-Square Value 

VARIABLE R Squares 

Perceived Ease of Use (PEU) - 

Perceived Usefulness (PU) - 

Self Efficacy (SE) - 

Domain Specific Innovativeness (DSI) - 

Experience (EX) - 

E-Trust (ET) - 

Attitude of Use (ATU) 0,512854 

E-Tourism Usage (ETU) 0,422872 

 

Table 5 above shows that the structural model sub 1 obtained the 

R-square value of 0.512854 means that the Attitude of Use (ATU) 

variable can be explained by the variable Perceived Ease of Use 

(PEU), Perceived Usefulness (PU), Self Efficacy (SE ), Domain 

Specific Innovativeness (DSI) and Experience (EX) of 51.29%. 

Sub-structural model 2 obtained R-square value of 0.422872 

which means that the E-Tourism Usage (ETU) variable can be 

explained by the Attitude to Use (ATU) variable on E-Tourism 

Usage (ETU) moderated by the E-Trust (ET) variable 42.29%. 

while the remaining respectively 48.71% and 58.71% are 

influenced by other variables not examined. Furthermore, how 

well is the observation value produced by the model. Q-Square 

calculation is as follows: 

 

Q2 = 1 – (1 – 0,512854) ( 1 – 0,422872) = 0,718854 

 

The results of the calculation of the Q-square value obtained 

results of 0.718854. Q2 has a value with a range of 0 < Q2 < 1, 

where getting closer to 1 means the model is getting better. 

Hypothesis Testing Results 

 
Table 6: Result For Inner Weights 

 
 

The results of testing the first hypothesis shows that the 

relationship of the Perceived Ease of Use (PEU) variable to 

Attitude of Use (ATU) shows the value of the path coefficient 
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(Total Effects) of 0.297145 with a calculated t value of 3.568477. 

This value is greater than t table 1,960. This result means that the 

Perceived Ease of Use (PEU) has a positive and significant 

relationship to Attitude of Use (ATU). Thus Hypothesis 1 is 

accepted.The results of testing the second hypothesis shows that 

the relationship between the Perceived Usefulness (PU) and 

Attitude of Use (ATU) variables shows the path coefficient (Total 

Effects) of 0.286690 with a calculated t value of 2.097357. This 

value is greater than t table 1.960. This result means that 

Perceived Usefulness (PU) has a positive but not significant 

relationship to Attitude of Use (ATU). Thus hypothesis 2 is 

accepted.The results of the third hypothesis testing indicate that 

the relationship between the Self Efficacy (SE) and Attitude of 

Use (ATU) variables shows the path coefficient (Total Effects) of 

0.047365 with a t value of 0.343219. This value is smaller than t 

table 1.960. This result means that the Self Efficacy (SE) has a 

positive and insignificant relationship to Attitude of Use (ATU). 

Thus hypothesis 3 is rejected.The results of the fourth hypothesis 

testing indicate that the relationship of the Domain Specific 

Innovativeness (DSI) variable to Attitude of Use (ATU) shows the 

value of the path coefficient (Total Effects) of 0.259642 with a t 

value of 2.228346. This value is greater than t table 1.960. This 

result means that Domain Specific Innovativeness (DSI) has a 

positive and significant relationship to Attitude of Use (ATU). 

Thus hypothesis 4 is accepted.The results of testing the fifth 

hypothesis shows that the relationship between Experience (EX) 

and Attitude of Use (ATU) variables shows the value of the path 

coefficient (Total Effects) of 0.021489 with a t value of 0.145378. 

This value is smaller than t table 1.960. This result means that 

Experience (EX) has a positive and insignificant relationship to 

Attitude of Use (ATU). Thus the hypothesis 5 is rejected. And The 

results of the sixth hypothesis testing showed that the relationship 

of Attitude of Use (ATU) to E-Tourism Usage (ETU) before being 

moderated by E-Trust (ET) variable showed that the path 

coefficient (Total Effects) was 0.603941, while the Attitude of 

Use variable relationship (ATU) towards E-Tourism Usage (ETU 

after moderating the E-Trust (ET) variable shows the path 

coefficient (Total Effects) of -0.304061 with t counts of 1.890712 

and 0.409974, respectively. this means that E-Trust (ET) weakens 

the Attitude of Use (ATU) relationship to E-Tourism Usage 

(ETU). Thus hypothesis 6 is accepted. 

5. Discussion 

The purpose of this study was to examine the determinants of 

tourist attitudes and the use of e-tourism. The results show that 

perceptions of ease of use, perceived usefulness, and domain-

specific innovation have the most significant influence on attitudes 

to use. By developing and modifying the TAM model from Davis 

(1986) about model acceptance technology (TAM) it can prove to 

be a useful research model to explain internal and external 

motivations that initiate shopping behavior on a website. Although 

much research has been done on internet marketing in the aviation 

industry (eg, Jarach, 2002), electronic tickets (electronic tickets; 

eg, Shon, Chen, and Chang, 2003), and the application of new 

technologies (eg Buhalis, 2004), but only a small number of 

studies have used the concept of attitude to use e-commerce for e-

tourism usage with e-trust as moderating. But self efficacy and 

experience, have no significant effect on attitudes to use. This 

does not support Bandura (1997) about internet self efficacy 

derived from social cognitive theory. Eastin (2002) and O`Cass 

and Fenech (2003), Perea y Monsuwe, Dellaert and de Ruyter 

(2004), Wei and Zhang (2008) and Hernandez, Jimenez and 

Martin (2011) apply the term in the context of the internet. In 

other words, self efficacy in online shopping illustrates the ability 

of individuals to apply their skills to complete purchases on the 

internet Hernandez, Jimenez and Martin (2009). In addition, 

Eastin (2002) and O'Cass and Fenech (2003) show that personal 

internet self efficacy has a positive effect on user acceptance of 

online shopping. But supporting Perea y Monsuwe, Dellaert and 

de Ruyter (2004) that consumers who have low levels of self 

efficacy feel insecure and feel unable to make purchases through 

the internet. This study also supports Kim and Forsythe (2010) 

that someone is more likely to adopt innovations that they can 

follow. Meanwhile, this study also did not support Qi and Yan 

(2009) who found that the effects of experience significantly 

influenced repeat consumer behavior in Mainland China and Hong 

Kong. 

On the other hand, e-trust plays a central role in transactions, and 

the lack of e-trust in online business is the main reason why many 

consumers choose not to shop online (Wu and Chang, 2006, 

p.1254). Certain previous studies (Cyr, 2008; Cyr, Kindra and 

Dash, 2008; Harris and Goode, 2004; Jin, Park and Kim, 2007; 

McKnight and Chervany, 2001) have tried to examine trust in the 

context of electronic commerce along with factors. another factor. 

For example, McKnight and Chervany (2001) devised a typology 

of trust concepts using e-commerce customer relationship models. 

Kim, Kim and Shin (2009) try to model the role of e-trust using 

subjective norms, offering practical advice for airline marketing 

managers regarding strategic plans and applications that are 

effective in increasing productivity or performance. 

Limitation and indications for further re-

search 

The sample size is not large enough. Therefore, to increase 

validity and generalization of the study future studies should 

attempt a larger samples size. Further studies may be carried out to 

investigate the effect of these factors on e-satisfaction and e-

loyalty in e-tourism usage. Also, future research to investigate the 

impact of suggested factors on e-trust, e-satisfaction and e-loyalty 

across cultures. 

References 

[1] S. Nirwandar. (2014, August) Pariwisata indonesia lampaui 

pertumbuhan ekonomi. Online. Tempo. Downloaded on August 14, 

2018. [Online]. Available: 

http://www.tempo.co/read/news/2014/03/06/202559869/Pariwisata-

Indonesia-Lampaui-Pertumbuhan-Ekonomi 

[2] Jonathan, C. Janice and Tarigan, R. Effendi., (2016), “The effect of 

e-tourism to the development of tourism sector in Indonesia”, 

Commit Journal 10 (2) pp. 59-62 

https://doi.org/10.21512/commit.v10i2.1669. 
[3] Hill, W. W., and Beatty, S.E. (2011) A model of adolescents’ 

online consumer self-efficacy (OCSE). Journal of Business 

Research, 64, pp. 1025 – 1033. 
https://doi.org/10.1016/j.jbusres.2010.11.008. 

[4] Buhalis, D. (2003) e-Tourism: Information technology for strategic 

tourism management. London: Prentice Hall. 

[5] J. Cardoso., (2005) E-tourism: creating dynamic packages using 

semantic web processes, in W3C workshop on frameworks for 

semantics in web services. 

[6] Steinbauer, A., and Werthner, H., (2007) Consumer behavior in e-

tourism. Information And Communication Technologies in 

Tourism, pp. 65-76. https://doi.org/10.1007/978-3-211-69566-1_7. 

[7] Jung, H., and Baker, M., (1998) Assesing the market effectiveness 

of the world-wide-web in National Tourism Offices, Buhalis, D., 

Jafar, J., Toja, A., (Eds.) Information and Communication 

Technologies in Tourism, pp. 95-102. https://doi.org/10.1007/978-

3-7091-7504-0_11. 
[8] Werthner, H., and Klein (1999) Information Technology and 

Tourism – A Challenging Relationship, New York/Vienna. 

https://doi.org/10.1007/978-3-7091-6363-4. 
[9] Lian, J., and Lin, T., (2008) Effect of customer characteristics on 

their acceptance of online shopping: comparisons among different 

product types. Computers in Human Behavior, 24, pp. 48-65. 
https://doi.org/10.1016/j.chb.2007.01.002. 

[10] Wu, S., (2003) The relationship between consumer characteristics 

and attitude toward online shopping. Marketing intelligence and 

planning, 21(1), pp. 37-44. 

https://doi.org/10.1108/02634500310458135. 

http://www.tempo.co/read/news/2014/03/06/202559869/Pariwisata-Indonesia-Lampaui-Pertumbuhan-Ekonomi
http://www.tempo.co/read/news/2014/03/06/202559869/Pariwisata-Indonesia-Lampaui-Pertumbuhan-Ekonomi
https://doi.org/10.21512/commit.v10i2.1669
https://doi.org/10.1016/j.jbusres.2010.11.008
https://doi.org/10.1007/978-3-211-69566-1_7
https://doi.org/10.1007/978-3-7091-7504-0_11
https://doi.org/10.1007/978-3-7091-7504-0_11
https://doi.org/10.1007/978-3-7091-6363-4
https://doi.org/10.1016/j.chb.2007.01.002
https://doi.org/10.1108/02634500310458135


International Journal of Engineering & Technology 6049 

 
[11] Phocuswright, (2005) Travel innovation: the state of startups 2005-

2014. Region U.S. and Canada. The Travel Innovation Summit. 

The phocuswright conference and phocuswright europe.  

[12] Davis, F. (1989) Perceived Usefulness, Perceived Ease of Use, and 

User Acceptance of Information Technology. MIS Quarterly, 13, 

pp-319-340. https://doi.org/10.2307/249008. 

[13] Fishbein, M., and Ajzen, I, (1975). Beliefs, attitude, intention, and 

behavior: an introduction to theory and research, Boston: Addison-

Wesley. Reading MA. 

[14] Davis, F. D., Bagozzi, R. P., and Warshaw, P.R. (1989) User 

Acceptance of Computer Technology: A Comparison of two 

Theoretical Models. Maryland. 
https://doi.org/10.1287/mnsc.35.8.982. 

[15] Davis, F. D., (1986) A technology acceptance model for 

empirically testing new end-user information systems: theory and 

results. Doctoral dissertation. Sloan School of Management, MIT. 

[16] Anckar, B., and Walden, P., (2000) Destination Maui? An 

exploratory assesment of the efficacy of self-booking in travel. 

Electronic Markets, 10(2), 110-119. 

https://doi.org/10.1080/10196780050138164. 
[17] Chau, P., Y., K., Cole, M., Massey, A., P., Montoya-Weiss, M., and 

O’Keefe, R., M., (2002) Cultural differences in the online behavior 

of customers. Communications of the ACM, 45, 10 Oct, pp. 139-

143. https://doi.org/10.1145/570907.570911. 

[18] Christou, E., and Kassianidis, P., (2002) Consumer’s perceptions 

and adoption of online buying for travel products. Journal of Travel 

and Tourism Marketing, 12(4), pp. 93-107. 

https://doi.org/10.1300/J073v12n04_06. 
[19] Citrin, A.V., Sprott, D.E., Silverman, S. N., and Stem, D.E., (2000) 

Adoption of Internet shopping: The role of consumer 

innovativeness. Industrial Management and Data System, 100 (7), 

pp. 294-300. https://doi.org/10.1108/02635570010304806. 

[20] Marrison, A. M., Jing, S., O'Leary, J.T., and Lipping, A.C (2001). 

Predicting Usage of the Internet for travel bookings: an exploratory 

study. Information Technology & Tourism, 4, pp. 15-30. 
https://doi.org/10.3727/109830501108750868. 

[21] Vijayasarathy, L., R., (2004) Predicting consumer intentions to use 

online shopping: the case for an augmented technology acceptance 

model. Information and Management, 41 (6), pp. 747-762. 

https://doi.org/10.1016/j.im.2003.08.011. 
[22] Williams, DR. (2002) Leisure identities, globalization, and the 

politics of place. Journal of Leisure Research, 34(4), pp. 351-67. 
https://doi.org/10.1080/00222216.2002.11949976. 

[23] Blacklund, E., A., Williams, DR. (2003) A quantitative synthesis of 

place attachment research: investigating past experience and place 

attachment. Paper presented at the Northeastern Recreation 

Research Symposium. New York: Bolton Landing, 6-8 April. 

[24] Fishbein, M., Ajzen, I. (1980) Understanding Attitudes and 

Predicting Social Behaviour. London. 

[25] Mayer, R. C., Davis, J. H., and Schoorman, F.D., (1995) An 

integrative model of organizational trust, Academy of Management 

Review, Vol. 20 No. 3, pp.709-34. 

https://doi.org/10.5465/amr.1995.9508080335. 
[26] McKnight, D. H., Choudhury, V., and Kacmar, C., (2002) 

Developing and validating trust measures for e-commerce: an 

integrative typology. Information systems research, Vol. 13 No. 3, 

pp. 334-59 https://doi.org/10.1287/isre.13.3.334.81. 

[27] Radner, R. and Rothschild, M. (1975) On theAllocation of Effort, 

Journal of economic theory (10), pp. 358-376. 

https://doi.org/10.1016/0022-0531(75)90006-X. 
[28] Pfeffer, J., (1982) Organizations and Organization Theory, Pitman, 

Boston, MA.  

[29] Schein, E. H., (1980) Organizational Psychology, thrid edition, 

Prentice-Hall, Englewood Cliffs, NJ.  

[30] Vroom, V. (1964) Work and Motivation. New York: Wiley. 

[31] Li, L and, Dimitrios, Buhalis (2005). Predicting Internet Usage for 

Travel Bookings in China. Information and Communication 

Technologies in Tourism 2005-Proceedings of the Internal 

Conference in Innsbruck pp. 429-439. https://doi.org/10.1007/3-

211-27283-6_39. 
[32] Bandura, A., (1982) Self-efficacy mechanism in Human Agency, 

“American Psychologist (37:2), February, pp.122-147. 

https://doi.org/10.1037/0003-066X.37.2.122. 
[33] Tamimi, N., Rajan, M., Rose, S., (2003) The state of online 

retailing, internet research. Vol. 13 Iss. 3 pp. 146-155. 
https://doi.org/10.1108/10662240310478178. 

[34] Cho, N., and Park, S., (2001) Development of electronic commerce 

User-Consumer Satisfaction Index (UCSI) for internet shopping, 

Industrial Management and Data Systems, 101(8), pp. 400-405. 

https://doi.org/10.1108/EUM0000000006170. 
[35] Watchfire Whitepaper Series, (2000) Bad things shouldn’t happen 

to good wesites: best practices for managing the web experience. 

Retrieved from http://www.watchfire.com/resources/search-and-

yeshall-find.pdf 

[36] Reichheld, F.F., and Schefter, P., (2000) The loyalty: your secret 

weapn on the web, Havard Business Review, Vol. 78, 4, pp. 105-

115. 

[37] Jin, B., Park, J. Y., and Kim, J. (2008) A cross-cultural examination 

of the relationships among firm reputation, e-satisfaction, e-trust, 

and e-loyalty. International Marketing Review. 25(3), pp. 324-337. 

https://doi.org/10.1108/02651330810877243. 
[38] Ribbink D, Van Riel, Liljander V, Streukens S, (2004) Comport 

your online customer: quality, trust, and loyalty on the internet. 

Manag serv Q 14(6):pp. 446-456. 

https://doi.org/10.1108/09604520410569784. 
[39] Kassim, N., and 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 Marketing and Logistics, Vol. 22, Iss: 3, pp. 351-

371. https://doi.org/10.1108/13555851011062269. 

[40] Bonn, M., A., Furr, H., L., and Susskind, A., M., (1999) Predicting 

a behavioral profile for pleasure travelers on the basis of internet 

use segmentation. Journal of Travel Research, 37(4), pp. 330-340. 

https://doi.org/10.1177/004728759903700403. 
[41] Bonn, M., A., Furr, H., L., and Hausman, A., (2001) Using internet 

technology to request travel information and purchase travel 

services. A comparison of X’ers, Boomers and mature market 

segments visiting Florida. “In consumer psychology of tourism, 

hospitality and leisure. Vol. 2, edited by J., A. Mazanec, G.I. 

Crouch, J. R. Brent, A. G. Woodside. New York: CABI, pp. 187-

193. https://doi.org/10.1079/9780851995359.0187. 

[42] Sexton, R., S., Johnson, R., A., and Hignite, M., A., (2002) 

Predicting internet/ e-commerce use. Internet Research: Electronic 

Network Application and Polocy, 112 (5), pp. 402-410. 

https://doi.org/10.1108/10662240210447155. 
[43] Weber, K., and Roehl, W. S., (1999) Profiling people searching for 

and purchasing travel products on the World Wide Web. Journal of 

Travel Research, 37(3), pp. 291-298. 

https://doi.org/10.1177/004728759903700311. 
[44] Hair, Jr., J.F., Bush, Sr. Robert P, Ortinau, David L., (2009) 

Marketing research: in a digital information environment, fourth 

edition, international edition. Mcgraw-hill companies inc, New 

Jersey, USA.  

[45] Malhotra, Naresh K., (2007) Marketing research: an applied 

orientation, Fifth Edition, Pearson International Edition, New 

Jersey, USA.  

[46] Neuman, W. Lawrence (2000) Social research methods, 

quantitative and qualitative approach, fourth edition, needham 

heights MA: a pearson education company. 

[47] Hair, Jr., J. F., William C, Babin, Barry J, Anderson, Rolph E., 

(2010) Multivariate data analysis: a Global Perspective, Seventh 

Edition, Global Edition, Pearson Education, Inc, New Jersey, USA. 

[48] Tung, L. L., Tan, P. L. J., Chia, P. J. T., Koh, Y. L., and Yeo, H. L., 

(2001) An Empirical Investigation of Virtual Communities and 

Trust, Proceedings of Twenty-Second International Conference on 

Information Systems, pp. 307-319.  

[49] Ridings, C. M., Gefen, D., dan Arinze, B., (2002) Some 

Antecedents and Effect of Trust in Virtual Communities, Journal of 

Strategic Information Systems, 11: pp. 271-295. 

https://doi.org/10.1016/S0963-8687(02)00021-5. 
[50] Mukherjee, A., dan Nath, P., (2003) A Model of Trust in Online 

Relationship Banking, International Journal of Bank Marketing , 21 

(1): pp. 5-15. https://doi.org/10.1108/02652320310457767. 

[51] Corbit, B. J., Thanasankit, T., and Yi, H., (2003) Trust and E-

commerce: a Study of Consumer Perceptions, Electronic 

Commerce Research and Application, 2: pp. 203-215. 

https://doi.org/10.1016/S1567-4223(03)00024-3. 
[52] Beiger, T., Bertelli, P., Weinert, R., and Wittmer, A. (2005) 

Building Trust and Identity on the Web – New IT Transaction 

Platforms to Overcome Psychological Barrier to Rent. In A Frew 

(Eds.). Information and Communication Technologies in Tourism 

2005-Proceedings of the Internal Conference in Innsbruck.  

[53] DeLone, W. H and McLean, E. R. (2004) Applying the DeLone and 

McLean Information Systems Success Model. International Journal 

of Electronic Commerce, 9 (1), pp. 31-47. 
https://doi.org/10.1080/10864415.2004.11044317. 

https://doi.org/10.2307/249008
https://doi.org/10.1287/mnsc.35.8.982
https://doi.org/10.1080/10196780050138164
https://doi.org/10.1145/570907.570911
https://doi.org/10.1300/J073v12n04_06
https://doi.org/10.1108/02635570010304806
https://doi.org/10.3727/109830501108750868
https://doi.org/10.1016/j.im.2003.08.011
https://doi.org/10.1080/00222216.2002.11949976
https://doi.org/10.5465/amr.1995.9508080335
https://doi.org/10.1287/isre.13.3.334.81
https://doi.org/10.1016/0022-0531(75)90006-X
https://doi.org/10.1007/3-211-27283-6_39
https://doi.org/10.1007/3-211-27283-6_39
https://doi.org/10.1037/0003-066X.37.2.122
https://doi.org/10.1108/10662240310478178
https://doi.org/10.1108/EUM0000000006170
http://www.watchfire.com/resources/search-and-yeshall-find.pdf
http://www.watchfire.com/resources/search-and-yeshall-find.pdf
https://doi.org/10.1108/02651330810877243
https://doi.org/10.1108/09604520410569784
https://doi.org/10.1108/13555851011062269
https://doi.org/10.1177/004728759903700403
https://doi.org/10.1079/9780851995359.0187
https://doi.org/10.1108/10662240210447155
https://doi.org/10.1177/004728759903700311
https://doi.org/10.1016/S0963-8687(02)00021-5
https://doi.org/10.1108/02652320310457767
https://doi.org/10.1016/S1567-4223(03)00024-3
https://doi.org/10.1080/10864415.2004.11044317


6050 International Journal of Engineering & Technology 

 
[54] Fesenmaier, D., and Jhonson, B (1989) Involvement-based 

segmentation: implications for travel marketing in Texas. Tourism 

Management, 10, pp. 293-300 https://doi.org/10.1016/0261-

5177(89)90007-1. 
[55] Gretzel, U., Mitsche, N., Hwang, Y. H., Fesenmaier, D. (2004) Tell 

me who you are and I will tell you where to go – use of travel 

personalities in destination recommendation systems. Information 

Technology and Tourism, 7 (1), pp. 3-12. 

https://doi.org/10.3727/1098305042781129. 
[56] Gursoy, D. and McCleary, K. (2004) An Integrative Model of 

Tourists Information Search Behaviour. Annals of Tourism 

Research, 31 (2), pp. 353-373. 

https://doi.org/10.1016/j.annals.2003.12.004. 
[57] Jung, T and Butler, R (2000). The Measurement of the Marketing 

Effectiveness of the Internet in the Tourism and Hospitality 

Industry. In D. Fesenmaier, S. Klein, D. Buhalis (Eds.) Information 

and Communication Technologies in Tourism 2000 – Proceeding of 

the International Conference in Barcelona, pp. 461-471. 
https://doi.org/10.1007/978-3-7091-6291-0_42. 

[58] Kroeber-Riel, W. and Weinberg, P (1996). Konsumentenverhalten. 

Munchen. 

[59] Luo, M. and Feng, R. Cai, L (2004). Information Search Behavior 

and Tourist Characteristics: The Internet vis-a-vis Other 

Information Sources. Handbook of Consumer Behavior, Tourism, 

and the Internet. Harworth, pp. 15-25. 

https://doi.org/10.1300/J073v17n02_02. 
[60] Mills, J. E. and Marrison, A. M. (2003b) Expanding and Re-Testing 

E-SAT: an instrument and structural model for measuring customer 

satisfaction with travel websites. Travel and Tourism Research 

Association Conference. St. Louis. https://doi.org/10.1007/978-3-

7091-6027-5_2. 
[61] Morrison, A., M., Jing, S., O’Leary, J., T., and Lipping, A., Cait, 

(2001) Predicting usage of the internet for travel bookings: an 

exploratory study. Information Technology and Tourism, 4, pp. 15-

30. https://doi.org/10.3727/109830501108750868. 

[62] Scharl, Arno Karl W. Wober, Christian Bauer, (2004) An integrated 

approach to measure web site effectiveness in the european hotel 

industry. Informatics Technology & Tourism, Vol. 6 pp. 257-271. 
https://doi.org/10.3727/1098305032781157. 

[63] Schmidt, I., Schogel, M., and Tomczak, T (2003) Nutzung von 

Distributionskanalen aus Kundensicht: Eine explorative Analyse 

der Reisebranche. In C. Belz, T. Tomzack, T. Rudolph (Eds.) 

Thexis- Fachbericht fur Marketing. St. Gallen. 

[64] Sigala, M., and Sakellaridis, O. (2004) Web User’s Cultural 

Profiles and e-Service Quality: Internationalisation implications for 

tourism websites. Information Technology and Tourism, 7, pp 13-

21. https://doi.org/10.3727/1098305042781101. 

[65] Schramm-Klein, H. (2003) Multi-Channel-Retailing- 

Verhaltenswissenschafiliche Analyse der Wirkung von 

Mehrkanalsystemen im Handel. Wiesbaden. 

[66] Wolff, M. (2005) Determinanten und Beeinflussungsstrategien des 

Kundenadoptions-und-nutzungsverhaltens von Distributionskanalen 

– Eine absatzabschlussfokussierte Analyse aus der 

Kundenperspektive, Inaugural-Dissertation an der Ludwig-

Maximallians-Universitat Munchen. Munchen. 

[67] Chau, P., Y., K., (1996b.) An empirical investigation on factors 

affecting the acceptance of CASE by systems developers. 

Information and Management 30(6), pp. 269-280. 

https://doi.org/10.1016/S0378-7206(96)01074-9. 
[68] Gross, Michael J., and Brown, Graham., (2006) Tourism 

experiences in a lifestyle destination setting: The roles of 

involvement and place attachment. 

https://doi.org/10.1016/j.jbusres.2005.12.002. 
[69] Jin, B., Park, J. Y., and Kim, J. (2007) Cross-cultural examination 

of the relationships among firm reputation, e-satisfaction, e-trust, 

and e-loyalty. International Marketing Review, 25(3), pp.324-337. 

https://doi.org/10.1108/02651330810877243. 
[70] Cyr, D., Kindra, G.S. and Dash, S. (2008) Web site design, trust, 

satisfaction, and e-loyalty: the Indian experience. Online 

Information Review, 32(6), pp. 773-790 

https://doi.org/10.1108/14684520810923935. 
[71] Kim, W., Di Benedetto C, Lancioni, R. (2011) The effects of 

country and gender differences on consumer innovativeness and 

decision processes in a highly globaliized high-tech product market. 

Asia Pasific J Market Logist 23(5), pp. 714-744. 
https://doi.org/10.1108/13555851111183101. 

[72] Wu, J. J., and Chang, Y.S., (2005) Towards understanding 

members’ interactivity, trust, and flow in online travel community, 

Industrial Management & Data Systems Vol. 105 No. 7, pp. 937-

954. https://doi.org/10.1108/02635570510616120. 

[73] Pereira, H., Goncalves, and Salgueiro, Maria de Fatima., (2016) 

Online determinants of e-customer satisfaction: application to 

website purchases in tourism. https://doi.org/10.1007/s11628-016-

0313-6. 
[74] Chen, C. (2006) Identifying significant factors influencing 

consumer trust in an online travel site. Information Technology and 

Tourism, 8 (3/4), pp. 197-214. 

https://doi.org/10.3727/109830506778690849. 
[75] Tam, Jackie Lai-Ming., (2012) The moderating role perceived risk 

in loyalty intention: an investigation in service context. Marketing 

intelligence and planning, Vol. 30 No.1, pp. 33-52. 

https://doi.org/10.1108/02634501211193903. 
[76] Jarach, D., (2002) The digitalization of market relationships in the 

airline business: the impact and prospect of e-business, Journal of 

Air Transport Management, 8(2), pp. 115-120. 

https://doi.org/10.1016/S0969-6997(01)00039-4. 
[77] Shon, Z. Y., Chen, F., Y., and Chang, Y., H., (2003) Airline e-

commerce: the revolution in ticketing channels. Journal of Air 

Transport Management, 9 (3), pp. 285-295. 

https://doi.org/10.1016/S0969-6997(03)00040-1. 
[78] Bandura, A., (1997) Self efficacy: the exercise of control, W. H. 

Freeman, New York.  

[79] Eastin, M.S. (2002) Diffusion of e-commerce: an analysis of the 

adoption of four e-commerce activities. Telematics and Informatics, 

19 (3), pp. 251-267 https://doi.org/10.1016/S0736-5853(01)00005-

3. 
[80] O`Cass, A., and Fenech, T., (2003) Web retailing adoption: 

Exploring the future of internet users web retailing behavior. 

Journal of Retailing and Consumers Services, 10 (2), pp. 81-94. 

https://doi.org/10.1016/S0969-6989(02)00004-8. 
[81] Perea y Monsuwe, T., Dellaert, B., and de Ruyter, K. (2004) What 

drives consumers to shop online? A literature review. International 

Journal of Service Industry Management, 15 (1), pp. 102-121. 

https://doi.org/10.1108/09564230410523358. 
[82] Wei, L., and Zhang, M. (2008) The impact of internet knowledge 

on college student’s intention to continue to use the internet. 

Information Research, 13 (3), pp. 1-22.  

[83] Hernandez, B., Jimenez, J., and Martin, M. J., (2011) Age, gender 

and income: do they really moderate online shopping behaviour?. 

Online Information Review, 35 (1), pp. 113-133. 
https://doi.org/10.1108/14684521111113614. 

[84] Hernandez, B., Jimenez, J., and Martin, M. J., (2009) The impact of 

self-efficacy, ease of use and usefulness on e-purchasing: an 

analysis of experienced e-shoppers. Interacting with computers, 21, 

pp. 146-156. https://doi.org/10.1016/j.intcom.2008.11.001. 

[85] Qi, F., and L. Yan, (2009) Competitive Determinants of Consumer 

Satisfaction in e-commerce, journal of academy of business and 

economics, Vol.9, 1:pp. 79-83.  

[86] Wu, J.J., and Chang, Y.S., (2006) Effect of transaction trust on e-

commerce relationships between travel agencies. Tourism 

Management. 27(6): pp.1253-1261. 

https://doi.org/10.1016/j.tourman.2005.06.009. 
[87] Cyr, D. (2008) Modeling web site design across cultures: 

relationships to trust, satisfaction, and e-loyalty. Journal of 

Management Information Systems. 24 (4), pp 47-72. 
https://doi.org/10.2753/MIS0742-1222240402. 

[88] Harris, L., Goode, M., 2004. The four levels of loyalty and the 

pivotal role of trust: a study of online service dynamics. Journal of 

Retailing 80, 139–158. https://doi.org/10.1016/j.jretai.2004.04.002. 

[89] McKnight, D. H., and Chervany, N., L., (2001) Conceptualizing 

trust: a typology and e-commerce customer relationships model. In 

proceedings of the 34th Hawaii International conference on system 

science. IEEE. 

[90] Kim, H., Kim T., and Shin, S.W., (2009) Modeling roles of 

subjective norms e-Trust in customers acceptance of airline B2C 

eCommerce websites. Tourism Management, 30(2), pp. 266-277. 
https://doi.org/10.1016/j.tourman.2008.07.001. 

[91] Kim, J. and Forsythe, S., (2010) Factors affecting adoption of 

product virtualization technology for online consumer electronics 

shopping. International Journal of Retail & Distribution 

Management, 38 (3), pp. 190-204. 

https://doi.org/10.1108/09590551011027122. 

https://doi.org/10.1016/0261-5177(89)90007-1
https://doi.org/10.1016/0261-5177(89)90007-1
https://doi.org/10.3727/1098305042781129
https://doi.org/10.1016/j.annals.2003.12.004
https://doi.org/10.1007/978-3-7091-6291-0_42
https://doi.org/10.1300/J073v17n02_02
https://doi.org/10.1007/978-3-7091-6027-5_2
https://doi.org/10.1007/978-3-7091-6027-5_2
https://doi.org/10.3727/109830501108750868
https://doi.org/10.3727/1098305032781157
https://doi.org/10.3727/1098305042781101
https://doi.org/10.1016/S0378-7206(96)01074-9
https://doi.org/10.1016/j.jbusres.2005.12.002
https://doi.org/10.1108/02651330810877243
https://doi.org/10.1108/14684520810923935
https://doi.org/10.1108/13555851111183101
https://doi.org/10.1108/02635570510616120
https://doi.org/10.1007/s11628-016-0313-6
https://doi.org/10.1007/s11628-016-0313-6
https://doi.org/10.3727/109830506778690849
https://doi.org/10.1108/02634501211193903
https://doi.org/10.1016/S0969-6997(01)00039-4
https://doi.org/10.1016/S0969-6997(03)00040-1
https://doi.org/10.1016/S0736-5853(01)00005-3
https://doi.org/10.1016/S0736-5853(01)00005-3
https://doi.org/10.1016/S0969-6989(02)00004-8
https://doi.org/10.1108/09564230410523358
https://doi.org/10.1108/14684521111113614
https://doi.org/10.1016/j.intcom.2008.11.001
https://doi.org/10.1016/j.tourman.2005.06.009
https://doi.org/10.2753/MIS0742-1222240402
https://doi.org/10.1016/j.jretai.2004.04.002
https://doi.org/10.1016/j.tourman.2008.07.001
https://doi.org/10.1108/09590551011027122

	1. Engineering & Technology COVER DAN HAL PENGESAHAN.pdf
	IJET-12189 usul DUPAK https.pdf

