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Abstract 

The growing number of online travel agent in Indonesia, pushed tiket.com to compete in increasing its 

application brand performance and consumer’s perception. This research uses a quantitative method 

to test the hypothesis regarding Technology Acceptance Model and Brand Trust with E-WOM as a 

moderating variable. The population of this research is Indonesian consumer that had ever want or 

made a purchase in tiket.com. The sampling technique used in this research is non-probability sampling 

method with 110 as its number of respondents. This research used Hierarchical Regression Analysis 

as its data analysis technique. Based on the test that was done, the results showed that technology 

acceptance model had a positive and significant effect towards consumer’s intention to buy and brand 

trust had a positive and significant effect towards consumer’s intention to buy. The result also showed 

that e-WOM as a moderating variable has a positive but insignificant effect in the relationship between 

brand trust and consumer’s intention to buy, which means e-WOM as a moderating variable has a 

strengthening effect although the effect is insignificant in the relationship between brand trust and 

consumer’s intention to buy in tiket.com. 
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1. INTRODUCTION  

According to Statistics Indonesia (2020), the number of tourist who visited Indonesia in 

2018 was 303.403.888 people. This amount of tourists increased by 12% in comparison to the 

number of tourists who visited Indonesia in 2017, which was 270.822.003 people. Based on 

the report that was released by World Economic Forum (2019), Indonesia’s competitiveness 
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Index in tourism sectors experienced an increased with the overall score of 4.3. Based on this 

report, it can be seen that Indonesia ranks 40 form 140 other countries in the competitiveness 

index in the tourism sector. The grow in Indonesia’s tourism sector is also supported by the 

existence of online based travel agent or OTA such as Traveloka, Tiket.com, Pegi-pegi, and 

many more. The global growth of digital tour and travel industry from 2016-2025 is predicted 

to contribute US$ 305 billion in profitability. 

In Indonesia, there are quite a lot of Online Travel Agent platform that provides not only 

airplane ticket but also hotel bookings and many other services. Some of these platforms are: 

Traveloka, Tiket.com, Pegi-pegi, Booking.com and many more. The increasing amount of 

Online Travel Agent (OTA) in Indonesia causes an increase in the competition between these 

OTAs. The object of this research is Tiket.com, which was the first Online Travel Agent in 

Indonesia. Based on the data that was released by Zebua (2018), Tiket.com ranks second in 

consumer’s choice when buying an airplane ticket, after Traveloka. Since the object of this 

research is travel agent who uses online platform, it is important to understand the influence 

of Technology Acceptance Model towards consumer’s intention to buy. Memarzadeh et al. 

(2016) mention that e-comments in the online hotel service review are a useful source of 

information for business traveler to choose a hotel room. This statement also supports the 

finding by Falaahuddin & Widiartanto (2020) which stated that usefulness has a significant 

effect towards intention to buy. In the same research Falaahuddin & Widiartanto (2020) also 

mention that ease of use has a significant effect towards intention to buy. Which means when 

it comes to the user of KAI Access Application, the higher the perception of ease of use, the 

higher it is the intention to buy. Also, there aren’t a lot of research in regard to the influence of 

TAM towards intention to buy especially in the tourism fields, therefore this research also aims 

to diversify the knowledge regarding TAM and intention to buy, especially in tourism related 

research objects.  

TAM is an abbreviation from Technology Acceptance Model. According to Lederer et al. 

(2000), TAM proposes that ease of use and usefulness predicts application use. This model 

is often used to measure how the user of a technology accepts and use the technology. 
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According to Pavlou (2003) Technology Acceptance Model has two indicators, these 

indicators are perceived usefulness and perceived ease of use. According to Venkatesh & 

Davis (2000) perceived usefulness can be defined as a belief that is owned by an individual 

regarding the use of technology which he/she believed to increase his/her capacity. Perceived 

usefulness can also be defined as individual perception regarding the benefit of an activity 

(Basyar & Sanaji, 2018). This research uses perceived usefulness indicators from Sun & 

Zhang (2006): system usage can help the user’s activity to become easier; system usage can 

increase the user’s capacity/ability; system usage can help to increase a user’s productivity; 

and system usage can provide a benefit for its user. Ease of use can be defined as a condition 

in which the user believe that he/she doesn’t need a lot of effort in operating a system due to 

its easy usage. This research uses perceived ease of use indicators from Davis (1989), which 

are: the system can easily be accessed by the user; the system can easily be used by the 

user; and the system can easily be learned by the user. 

Considering the increasing competition between OTAs, it is also important to understand 

how brand trust influence consumer’s intention to buy in Tiket.com and the role moderating of 

e-word of mouth in affecting a consumer’s brand trust and intention to buy. In his research 

Sapti (2019) concluded that brand trust has an effect towards intention to buy, this conclusion 

also goes in accordance with the result from Suhardi & Irmayanti (2019) which mentioned that 

brand trust has a positive effect towards intention to buy. Brand trust has a significant effect 

towards the continuity of the brand, therefore if a brand is no longer trusted by the customer it 

will be hard or the product that is trusted by the brand to grow in the market. Brand trust itself 

can be defined as a customer’s behavior that shows his/her willingness to be dependent to a 

brand that he/she consider able to reflect the function of that product. Lau & Lee (1999) 

mentioned that the emergence of customer’s trust towards a brand can be affected by 3 

factors. These factors are the image of the brand; the image of the company which creates 

the brand; and the image of the customer. Ballester & Munuera-Alemán (2001) explains there 

are 2 indicators in brand trust: brand reliability and brand intention. The reliability of a brand 

based on how far does the customer’s trust that the brand is able to fulfil its promises and help 
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to complete their needs and gives satisfaction to the consumer. Brand reliability is very 

important for a company because, trust in a brand emerge when a brand is able to fulfil its 

promises - this caused the consumer to believe that they are able to get their needs. Brand 

intention is based on a consumer’s trust that a brand will put its consumer’s interest first before 

the company’s interest when a problem occur during the usage of the product / service. 

The effect of word of mouth as a moderating variable can be seen from the research by 

Jaini et al. (2019), this research finds that strong e-WOM has strong moderating effect in the 

relationship between personal norm and green purchase behavior. Hennig-Thurau et al. 

(2004) defined e-WOM as a statement both positive and negative which was written by the 

prospective customer, customer as well as previous customer regarding a product/company, 

where this information can be found by customers and institutions through information media. 

Bambauer-Sachse & Mangold (2011) explains that e-WOM can be measured using general 

persuasive, general credibility and product’s vulnerability towards online reviews. According 

to Goyette et al. (2010) there are a few indicators that can be used to measure e-WOM: 

intensity; valance of opinion; and content. 

Based on the discussions above, below can be seen the proposed model of this 

research 

 

Figure 1. Research Model 
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1.1. Hypotheses 

Based on the model above, this research aims to understand whether (1) Technology 

Acceptance Model has an influence towards consumer’s intention to buy in  tiket.com, (2) 

Brand Trust has an influence towards consumer’s intention to buy in tiket.com, and (3) e-WOM 

as a moderating variable strengthen the influence of brand trust towards consumer’s intention 

to buy in Tiket.com. Therefore, based on the aims above, this research proposes three 

hypotheses: 

H1. Technology Acceptance Model has an influence towards consumer’s intention to buy in 

Tiket.com 

H2. Brand Trust has an influence towards consumer’s intention to buy in Tiket.com 

H3. E-WOM as a moderating variable strengthen the influence of brand trust towards 

consumer’s intention to buy in Tiket.com 

 

2. METHODS  

This research uses a quantitative method as its research methodology. Sugiyono (2016) 

defined quantitative method as a method that is based on the positivism philosophy and being 

used to research a certain population / sample using research instruments which aims to test 

the proposed hypothesis. The population of this research is Indonesian customer who has 

ever want or has made a purchase in Tiket.com (example, flight ticket, hotel reservation, train 

ticket, entrance ticket to. Events or attraction) This research uses a non-probability sampling 

with purposive sampling as its sampling technique. The sample of this research was customer 

who has ever want or has made a purchase in Tiket.com. The amount of sample used in this 

research was 110 persons, which was determined using theory from Hair et al. (2014). 

This research uses primary data in a form of questionnaire that had been given to the 

respondents using an online form. Each indicator in this questionnaire was measured using a 

4 point Likert scale. This research uses SPSS to analyze the data. In using SPSS, there are 

several test that was used in order to analyze the data. These tests were validity test, reliability 
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test, hierarchical regression analysis, T test, correlation coefficient (R), coefficient of 

determination test and classical assumption tests. 

 

3. RESULT AND DISCUSSION 

Based on the data taken from the questionnaire, among the 110 respondents 61.3% 

were female while the other 38.7% were male and all 100% of the respondents stated ‘they 

are interested in making purchases at Tiket.com’. Based on the Pearson correlation validity 

test that was done using SPSS, it can be concluded that all the variable in this research are 

valid. Based on the reliability test that was done using SPSS, it can also be concluded that all 

the variable in this research has a Cronbach Alpha of more than 0.6 which means all the 

variable used in this research are reliable. 

The p-value value in the normality test was 0.107 which was larger than 0.05. Therefore, 

it can be concluded that the data used in this research has a normal distribution. Based on 

the Spearman’s rho test that was conducted, it can be seen that the sig. (2-tailed) value of the 

TAM variable (0.893), brand trust variable (0.770) and e-WOM variable (0.908) was bigger 

than 0.05 therefore it can be said that there is no heteroscedasticity problem in this research. 

The significance value in the linearity test was 0.000 which was smaller than 0.05. This shown 

that technology acceptance model variable and consumer’s intention to buy variable has a 

linear relationship. The same thing can also be seen in the significancy value in the linearity 

test for brand trust variable and consumer’s intention to buy variable where the significance 

value was 0.000. This meant brand trust variable and consumer’s intention to buy variable has 

a linear relationship. Last but not least, the significancy value in the linearity test was 0.000 

which was smaller than 0.05. This means that brand trust variable and consumer’s intention 

to buy with e-WOM as a moderating variable has a linear relationship. 

This research uses t-test in order to understand the significance level of the independent 

variable towards the dependent variables. 
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Table 1. T-Test Results 

 

Based on the T-test result above, it can be seen that the sig. value of TAM (X1) was 

0.014 which was smaller than 0.05 thus it can be concluded that technology acceptance model 

(TAM) (X1) has a significant impact towards consumer’s intention to buy (Y). Therefore it can 

be said that the first hypothesis of this research which is ‘Technology Acceptance Model has 

an influence towards consumer’s intention to buy in Tiket.com' was accepted. The result also 

suggest that an increase of value in the technology acceptance model (TAM) variable can 

also increase the value of consumer’s intention to buy variable, this results also corresponds 

with the results from Widhiani & Idris (2018) which stated that the indicator ‘ease of use in 

TAM can affect a user’s intention to buy when they’re doing a purchase’. Also based on the 

result above, it can be seen that the sig. value of brand trust (x2) was 0.000 which was smaller 

than 0.05 thus it can be concluded that brand trust (X2) has a significant impact towards 
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consumer’s intention to buy (Y). Therefore it can be said that the second hypothesis of this 

research which is ‘Brand Trust has an influence towards consumer’s intention to buy in 

Tiket.com' was accepted. The result also suggests that an increase of value in the brand trust 

variable can also increase the value of consumer’s intention to buy variable, this result also 

corresponds with the result from Suhardi & Irmayanti (2019) which stated that ‘brand trust 

variable can affect a consumer’s intention to buy when they’re doing a purchase’. From the 

result above, it can be seen that the sig. value of moderation result was 0.857 which was 

larger than 0.05 thus it can be concluded that e-WOM has a non-significant strengthening 

moderating effect in the relationship between brand trust (X2) and consumer’s intention to buy 

(Y). 

Coefficient correlation in this research is used to understand how strong the relationship 

between the independent and the dependent variable. 

Table 2. R and R Square (R2) Results 

 

Based on the result above, it can be seen that the coefficient correlation (R) has a value 

of 0.780 or 78%. Therefore, it can be said that the dependent variable in this research was 

affected by the independent variable for as much as 78%. Then from the table above, it can 

also be seen that the R square value was 0.609 which means the independent variables used 
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in this research can predict the dependent variable for as much as 60.9% while the other 

39.1% was affected by other factors. 

 

4. CONCLUSIONS  

Based on the result of the tests that was done, it can be concluded that TAM has a 

positive and significant effect towards consumer’s intention to buy in Tiket.com. This means 

as the technology acceptance model (TAM) goes higher, the consumer’s intention to buy will 

also goes higher. Brand trust has a positive and significant effect towards consumer’s intention 

to buy in Tiket.com. This means as the brand trust goes higher, the consumer’s intention to 

buy will also goes higher. E-WOM as a moderating variable has a positive but insignificant 

effect in the relationship between brand trust and consumer’s intention to buy in Tiket.com. 

This means e-WOM as a moderating variable strengthen the relationship but the 

strengthening effect was not that strong / significant. 
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