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ABSTRAK 
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Tujuan dari penelitian ini adalah untuk menganalisis pengaruh product related 

factors dan channel related factors terhadap purchase intention yang dimediasi 

oleh information search intention. Studi kasus pada penelitian ini mengambil 

sample dua VHO (Virtual Hotel Operation) yang beroperasi di Indonesia yaitu 

OYO dan RedDoorz. Penelitian ini menggunakan pendekatan kuantitatif.  Variabel 

eksogen (X) dalam penelitian ini adalah product related factors dan channel related 

factors dan variabel endogen (Y) yaitu information search intention dan purchase 

intention. Kuesioner didistribusikan dengan teknik purposive sampling kepada 240 

orang tamu yang pernah melakukan transaksi melalui aplikasi OYO dan RedDoorz. 

Penyebaran kuesioner dilakukan selama bulan Juli 2020 secara online melalui 

media sosial Instagram, Twitter, dan Whatsapp. Proses analisis data menggunakan 

metode partial least square – structural equation model (PLS-SEM). Hasil 

penelitian menunjukkan bahwa product related factors dan channel related factors 

memiliki pengaruh langsung terhadap information search intention. Selanjutnya 

information search intention berpengaruh secara langsung terhadap purchase 

intention. Sementara, diperlukan peran mediasi dari information search intention 

terhadap hubungan antara product related factors dan channel related factors 

terhadap   purchase intention. Dengan demikian, penelitian ini memperluas kajian 

terkait variabel yang memengaruhi purchase intention berupa product related 

factors dan channel related factors. Serta diharapkan dapat menjadi acuan bagi para 

pelaku bisnis dibidang VHO (Virtual Hotel Operation).  

 

Kata Kunci: product related factors, channel related factors, information search 

intention, purchase intention, VHO (Virtual Hotel Operation), OYO, RedDoorz 
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ABSTRACT 

 

Ananda Putri Pertiwi 

1604391 

 

The purpose of this study is to analyze the effect of product related factors and 

channel related factors on purchase intention mediated by information search 

intention.  The case of this study took a sample of two VHO (Virtual Hotel 

Operations) operating in Indonesia, namely OYO and RedDoorz.  This study uses 

a quantitative approach. Exogenous variables (X) in this study are product related 

factors and channel related factors and endogenous variables (Y), namely 

information search intention and purchase intention.  The questionnaire was 

distributed using purposive sampling technique to 240 guests who had made 

transactions through the OYO and RedDoorz applications. The questionnaire was 

distributed online during July 2020 through social media Instagram, Twitter and 

Whatsapp.  The data analysis process uses the partial least square - structural 

equation model (PLS-SEM) method.  The results showed that product related 

factors and channel related factors have a direct influence on information search 

intention.  Furthermore, information search intention has a direct effect on 

purchase intention. Meanwhile, a mediating role is needed from information search 

intention on the relationship between product related factors and channel related 

factors on purchase intention.  Thus, this study extends the study related to 

variables affecting purchase intention in the form of product related factors and 

channel related factors.  And it is hoped that it can become a reference for business 

people in the VHO (Virtual Hotel Operation) field. 

 

Keywords: product related factors, channel related factors, information search 

intention, purchase intention, VHO (Virtual Hotel Operation), OYO, RedDoorz 
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