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Abstract:

Activities of electronic business in the online travel booking application are ultimately aimed to increase
revenue as much as possible through an increase in the number of purchases. To obtain more revenue is
influenced by many factors, both from the consumer perspective and from the business organization itself.
This study is a preliminary study to develop a factor model that affects purchase intention in online travel
booking application. The research model examined four main variables, i.e. innovativeness, trust,
perceived value and purchase intention. This model is adapted from research model that is proposed by
Escobar-Rodriguez (2017). We used bootstrap resampling procedure based on partial least squares (PLS)
by processing 984 data.Based result of data analysis, trust has the biggest influence to purchase
intentionwith t-value 8.280. Moreover, trust also support perceived value with t-value 29.619. Perceived
value influences the purchase intention in online travel booking application with t-value 7.091.
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I. INTRODUCTION

Online travel booking application becomes an
application that is quite popular in Indonesia. Since
it was launched, an online travel booking
application has earned 500,000 orders. Business
growth in transportation field with the help of
online travel booking application supported the
increasing number of existing amount of
transportation, for example the Go-Jek application
has gained 10,000 transportation partners just over
two months since its launch [1][2].

Electronic business activities on the online travel
booking application are ultimately aimed to
increase revenue as much as possible through an
increase in the number of purchases. It can be
realized and influenced by many factors, both from

the consumer perspective and from the business
organization itself[3], [4].

Research on purchase intention in various
business sectors has been done by many researchers.
However, research has been done related to the
three factors that became the focus of research to
support purchase intention, such as electronic
innovativeness by [5][6], trust by [6][7] and
perceived value by [8][9].

Research by Herrero and Rodriguez (2008)
focuses on the effects of innovativeness on B2C
adoption of e-commerce based on the model theory
of planned behavior[5]. Research by McCole et al.
(2010) discusses the effect of trust on attitudes
towards online purchasing with moderating effects
of privacy and security factors[7]. In 2012, Kim et
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al. conducted a study to measure the effect of
perceived value on internet shopping [8] .

Based on background above, we conducted
research titled online travel booking application:
perceived value analysis, trust and innovativeness
to increase purchase intention. This study is a
preliminary study to develop a factor model that
affects purchase intention in online travel booking
application.

II. LITERATURE REVIEW

This section explained literature review
regarding perceived value, trust and innovativeness.

A. Related Work

Research on purchase intention in various types of
electronic business has been done. The renewal of
this research lies in the object of research which is a
new business type that utilizes online travel
booking application media seen from three main

factors namely perceived value, trust and
innovativeness.

Research related three factors to support
purchase intention, including electronic

innovativeness by[5][6], trustby[6][7]andperceived
valueby[8][9]. Research by Herrero and Rodriguez
(2008) focused on the effects of innovativeness on
business to costumers (B2C) adoption of e-
commerce based on model theory of planned
behavior[5]. Research by McCole et al. (2010)
discussed the effect of trust on attitudes towards
online purchasing with moderating effects of
privacy and security factors[7]. In 2012, Kim et al.
conducted a study to measure the effect of
perceived value on internet shopping[8] .

B. Innovativeness

Innovativeness is the interest degree for
developing and adapting the new things or activities,
including concept, service, product and so forth
[10]. Recent research stated that innovativeness has
positively influenced to decision making in order to
purchase products or services [11][12][13].

C. Trust

Based on research by Kim et al. (2012), the
costumers will execute online purchase with only
expend less time on searching and validation
information of product and seller. Moreover, trust
can be influenced the degree of perceived value[14].

D. Perceived Value

Customer-perceived value is the dealing with
consumers wishing in order to make purchase
decision[15]. Based on recent research, the
perceived value of online purchase intention will
affect to realisation of transaction [14].

I11. RESEARCH METHODOLOGY

This section explained the research phases
including the used method, research model, data
collection and analysis procedures.

A. Research Phases

The research phase for completing this research
aim is depicted in Figure 1.

Literature Data iﬁst?l? ?nrggt
review collection development
Result Hyphotesis Research

interpretation testing model testing
Conclusion

Fig. 1 Research phases

This research used quantitative approach which is
completed in seven phases. The first phase is
literature review by searching relevant journal and
proceeding in research databases, for examples
ScienceDirect, Spinger and GoogleScholar. The
second phase is instrument research development
based on previous similar studies about this
research topic. Data collection is completed by
spreading research instrument in questionnaire to
respondent in Jakarta, Indonesia. In fourth phase,
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we conducted the model testing by using SmartPLS.

The fifth phase, we tested hypotheses using
Structural Equation Modelling (SEM) approach
based on research model in Figure 2. We used SEM
for model and hypotheses testing with reasons that
SEM is popular approach to explain interaction and
relation between variables and indicators thus
among variables [16].

B. Research Model

The research model examined four main
variables, i.e. innovativeness, trust, perceived value
and purchase intention. This model is adapted from
research model that is proposed by Escobar-
Rodriguez(2017) with some modifications[17]. The
final proposed research model of this study is
shown in Figure 2.

Trust

e\

\ Perceived Value

Purchase Intention

Fig. 2 Research model

There four hypotheses that are derived in this
study based on research model above:

H1: The trust positively influences the purchase
intention in online travel booking application.

H2: The trust positively influences the perceived
value in online travel booking application.

H3: The perceived value positivelyinfluences the
purchase intention in online travel booking
application.

H4: The innovativeness positivelyinfluences the
purchase intention in online travel booking
application.

C. Data Collection

Data were collected at the end of 2017. Users of
online travel booking namely Travelokawere
included in the research sample. As many 1232
questionnaires were distributed through
GoogleForm.A total of240 questionnaires were
excluded into the research dataset because the

H invalid responses and never used Traveloka.
Innovativeness
TABLEI
RESPONDENT DATA
Category Number Percentage
Gender Male 481 48.88%
Female 503 51.12%
Age <21 467 47.46%
21-30 480 48.78%
31-40 23 2.34%
41-50 12 1.22%
> 51 2 0.20%
Education Level High school 511 51.93%
Diploma 95 9.65%
Undergraduate 357 36.28%
Graduate 21 2.13%
Salary <Rp. 2000.0000 506 51.42%
Rp. 2000.0000 — Rp. 3000.0000 150 15.24%
Rp. 3000.0000 — Rp. 4000.0000 198 20.12%
Rp. 5000.0000 — Rp. 6000.0000 70 7.11%
>Rp. 6000.0000 60 6.10%
Total 984 100%
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D. Data Analysis

We used SmartPLS to support data analysis to
obtain the result of research. The research result
will be answered research questions in order to
understand implication of hypothesis. In order to
structural model validation, we used bootstrap
resampling procedure based on partial least squares
(PLS) by processing 984 data using research model
below.

TRTL TRT2 TRT3

PULL
PULZ

PUI3

Perceived Value Purchase Intention PUK

Electronic
Innovativeness

ELDL ELI2 EL

Fig. 3 Research model in SmartPLS

Moreover, we validated convergent validity by
looking for loading factor. The score of loading
factor must be under 0.7 point. To ensure of model
reliability, we wused indicator of composite
reliability (CR), Cronbach’s alpha (CA) and
average extracted variance (AVE) with score must
be greater than 0.7 [18], [19][20], [21].

IV. RESULT

We validated convergent validity by looking for
loading factor. The score of loading factor must be
under 0.7 point. Based on the loading factor result,
all attributes can be allowed as shown in Table 2.

TABLE II
LOADING FACTOR
Attribute | Value
ELI1 0.824
ELI2 0.818
ELI3 0.847
PEV1 0.829
PEV2 0.874
PEV3 0.867
PUI1L 0.856
PUI2 0.851
PUI3 0.881
PUI4 0.870
TRT1 0.836
TRT2 0.868
TRT3 0.880

TRT1 TRT2 TRT3
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PEV3 T
Perceived Value 0152 Purchase Intention PUM
Electl'unic
0.824noggiignesd.847
ELD ELZ ELE

Fig. 4 Loading factor result in SmartPLS

To ensure of model reliability, we used indicator of
composite reliability (CR), Cronbach’s alpha (CA)
and average extracted variance (AVE) with score
must be greater than 0.7. Based on the result in
Table 3, all indicators can be allowed.

TABLE III
MODEL RELIABILITY TESTING
Factors Cronbach's Alpha | rho_A | Composite Reliability | Average Variance Extracted (AVE)
Electronic Innovativeness 0.774 0.774 0.869 0.689
Perceived Value 0.819 0.824 0.892 0.734
Purchase Intention 0.887 0.888 0.922 0.747
Trust 0.826 0.826 0.896 0.742
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We used significant level 0.05 with two-tails for
hypothesis testing. Based result of data analysis,
trust has the biggest influence
intentionwith t-value 8.280. Moreover, trust also
support perceived value with t-value 29.619.

to purchase

Fig. 5 Hypothesis result in SmartPLS

Perceived value influences the purchase intention in
online travel booking application with t-value
7.091. Unfortunately, the innovativeness positively
influences the purchase intention in online travel
booking application with t-values 4.182.

Hypothesis Testin Original Sample Standard Deviation T Statistics P Values
yp g Sample (0) | Mean (M) (STDEV) (I0/STDEVI)
Electronic Innovativeness -> 0.152 0.151 0.036 4.182 0.000
Purchase Intention
Perceived Value -> Purchase 0.310 0.312 0.044 7.091 0.000
Intention
Trust -> Perceived Value 0.694 0.693 0.023 29.619 0.000
Trust -> Purchase Intention 0.336 0.335 0.041 8.280 0.000
TRT1 TRT2 TRT3
64000 74985 75357
29,619 rust 8.280 PUIL
PEV1
*"‘46.086,_,"‘_ x:;'gig,‘, PUL2
PEV2  4—81693—] 7.091 98'446__*
83.648 ' PUR
PEV3 & 81.827
Perceived Value 4,182 Purchase Intention PLH4
El ectLon ic
52.0Fhnoygtgenedl 020
ELTL ELI2 ELI

V. CONCLUSIONS

Fig. 6 Hypothesis testing in SmartPLS

As the conclusion, based on data analysis by
processing 984 data, trust has the biggest influence
to purchase intentionwith t-value 8.280. Moreover,
trust also support perceived value with t-value
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29.619. Perceived value influences the purchase
intention in online travel booking application with
t-value 7.091.

ACKNOWLEDGMENT

This research is supported by PusatPenelitian,
UniversitasMercuBuana through research grant for

year 2017/2018.

REFERENCES

[1] K. K. Wijaya, “GrabBike VS Go-Jek, Siapa yang
Mencapai Pertumbuhan Paling Cepat?,” 2015.
[Online]. Available:
https://id.techinasia.com/pertumbuhan-grabbike-vs-
go-jek.

[2] K. K. Wijaya, “GrabBike VS Go-Jek, Siapa yang
Mencapai Pertumbuhan Paling Cepat?,” 2015.
[Online]. Available:

(3]

(4]

(51

(6]

(71

(8]

(9]

https://id.techinasia.com/pertumbuhan-grabbike-vs-
go-jek. [Accessed: 01-Nov-2017].

A. Ratnasari and W. H. Haji, “Model of E-Volunteer :
A Preliminary Study to Develop Application to
Support Volunteering Activities in Indonesia,” Int. J.
Sci. Res. Comput. Sci. Eng. Inf. Technol., vol. 3, no. 6,
2018.

M. O. Pratama, R. Meiyanti, H. Noprisson, A.
Ramadhan, and A. N. Hidayanto, “Influencing factors
of consumer purchase intention based on social
commerce paradigm,” in Advanced Computer Science
and  Information  Systems  (ICACSIS), 2017
International Conference on, 2017, pp. 73-80.

A. Herrero and 1. Rodriguez, “The effect of
innovativeness on the adoption of B2C e-commerce: a
model based on the theory of planned behaviour,”
Comput Hum Behav, pp. 2830-2847, 2008.

S. Yang, Y. Lu, S. Gupta, Y. Cao, and R. Zhang,
“Mobile payment services adoption across time: an
empirical study of the effects of behavioural beliefs,
social influences, and personal traits,” Comput. Hum.
Behav., vol. 28, no. 12, pp. 129-142, 2012.

P. McCole, E. Ramsey, and J. Williams, “Trust
considerations on attitudes towards online purchasing:
the moderating effect of privacy and security
concerns,” J Bus Res, vol. 63, no. 9, pp. 1018-1024,
2010.

H. Kim, Y. Xu, and S. Gupta, “Which is more
important in Internet shopping, perceived price or
trust?,” Electron Commer Res Appl, vol. 11, no. 3, pp.
241-252, 2012.

H. San Martin and A. Herrero, “Influence of the user’s
psychological factors on the online purchase intention
in rural tourism: integrating innovativeness to the
UTAUT framework,” Tour Manag, vol. 33, no. 2, pp.

[10]

(11]

[12]

[13]

[14]

[15]

(16]

[17]

(18]

[19]

[20]

[21]

341-350, 2012.

E. Rogers, Diffusion of innovations, 4th ed. New York:
The Free Press, 1995.

K. Blake, B. Neuendorf, and C. Valdiserri,
“Innovativeness and variety of internet shopping,”
Internet Res, vol. 13, no. 3, pp. 156-169, 2003.

A. Crespo and 1. del Bosque, “The effect of
innovativeness on the adoption of B2C e-commerce: a
model based on the theory of planned behaviour,”
Comput Hum Behav, vol. 24, no. 6, pp. 2830-2847,
2008.

C. Kim, W. Tao, N. Shin, and K. Kim, “An empirical
study of customers’ perceptions of security and trust
in e-payment systems,” Electron Commer Res Appl,
vol. 9, no. 1, pp. 84-95, 2010.

H. W. Kim, Y. Xu, and S. Gupta, “Which is more
important in Internet shopping, perceived price or
trust?,” Electron. Commer. Res. Appl., vol. 11, no. 3, p.
241e252, 2012.

C. Chang and S. Dibb, “Reviewing and
conceptualising customer-perceived value,” Mark.
Rev., vol. 12, no. 3, pp. 253-274, 2012.

S. Santoso, AMOS 22 Untuk Structural Equation
Modelling. Elex Media Komputindo, 2015.

T. Escobar-Rodriguez and R. Bonso-Fernandez,
“Analysing online purchase intention in Spain:
fashion e-commerce,” Inf Syst E-Bus Manag., vol. 15,
pp. 599-622, 2017.

A. A. G. A. Yana, H. . Rusdhi, and M. A. Wibowo,
“Analysis of factors affecting design changes in
construction project with Partial Least Square (PLS),”
Procedia Eng., vol. 125, pp. 40 — 45, 2015.

J. Hair, W. Blake, B. Babin, and R. Tatham,
Multivariate data analysis. New Jersey: Prentice Hall,
2006.

C. Fornell and D. Larcker, “Evaluating structural
equation models with unobservable variables and
measurement error,” J. Mark. Res., vol. 18, no. 3, pp.
39-50, 1981.

A. Izquierdo-Yusta, C. Olarte-Pascual, and E.
Reinares-Lara, “Attitudes toward mobile advertising
among users versus non-users of the mobile Internet,”
Telemat. Informatics, vol. 32, pp. 355-366, 2015.

ISSN: 2394-2231

http://www.ijctjournal.org

Page 53




