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Abstract—With more accessibility to the Internet and
modernization of e-payment systems, the approach to
address the travel requirements has dramatically changed
over the years. The service offered by the Online Travel
Agents (OTAs) has a huge impact on a very competitive
online marketplace. The purpose of this research is
to observe, examine, and analyze key factors which a
consumers’ decision to use a particular travel agent
website for e-hotel booking can be predicted. The data
are compiled using IBM SPSS. The key methods are
applied for data analysis in addition to other statisti-
cal methods including factor analysis and multinomial
logistic regression analysis. The analysis of data reveals
a positive association of website quality factors, product
related factors, and consumer relationship factors with
consumers’ decision to book from a certain travel agent
website. Viewing the big picture, consumer relationship
factors are found to be more influential as compared to
website quality and product related factors. Moreover, the
researchers reveal product price as the most influential
variable, but it indicates no statistical significance with
consumers’ decision. There are many different price
products which are available across different travel
agent websites. The convenience of payment method is
found to be a significant attribute associated with the
consumers’ decision to book from a travel website. In
addition, attributes of travel products variety and online
reviews provided by the travel websites are observed
to be statistically significant. This research indicates the
trends of consumer decision-making for e-hotel booking
in Indonesia.

Index Terms—Online Travel Agent (OTA), Website
Quality, Product, Consumers Relationship, Consumer
Decision

I. INTRODUCTION

TOURISM is one of the rapidly progressing in-

dustries by using e-commerce or more recently

m-commerce. Nowadays, the Internet is extensively

used for making hotel bookings due to the multiple

advantages it offers to consumers. For example, the

Internet provides convenience regarding saving time
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for booking a hotel. It provides accessibility to travel

agent websites from any place and at any time. More-

over, it provides a good comparison of prices which

allows consumers to make informed choices.

Purchase of travel products, particularly hotel book-

ings, is among the top purchases that consumers make

online [1]. Current projections indicate the global rev-

enue of US$238.142 million in online travel booking

market [2]. Indonesia as an emerging economy among

other Asian economies, and with the rapid increase

in internet adoption [3], presents some e-commerce

opportunities. Currently, the revenue in online travel

booking for Indonesia aggregates to US$2.938 million.

Hotels are the largest market segment which occupies

a market volume of US$2.215 million [2]. Popular

brands in Indonesia which offer third-party online hotel

booking intermediator services to consumers are Trav-

eloka, Agoda, Pegipegi, Booking.com, and others [4].

Despite the increasing trend of hotel booking

through Online Travel Agents (OTAs), there is limited

research regarding the factors influencing the con-

sumers’ decision to purchase travel products through

online travel websites. There is a need to explore

further the factors that ultimately lead to online ho-

tel bookings. The objectives of this research are to

understand how the factors related to website quality,

travel product and consumers relationship influence the

consumers’ decision to book a hotel via a certain OTA

website.

II. LITERATURE REVIEW

A. Website Quality Factors

Shopping on an e-commerce website or booking a

hotel deal from an OTA website involves the inter-

action of the consumers with the website. Hence, the

website quality has played a certain part in consumers’

decision-making process. The existing research indi-

cates that the website quality is a logical foundation for

building consumers’ trust and forming their intention to
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purchase [5]. Previous research found that there were

several factors which contributed to the success of a

website. Those factors were secure payment methods

with built-in controls to protect consumers data; a

range of varying prices for the available products so

that consumers might have an option to make a choice

for product or service within their price limit; user

friendly websites which were easily accessible, easy

to use, organized in terms of information and content,

and offered good speed and navigation features to the

consumers [6].

The quality of an e-commerce website is measured

in available information quality on a website. It pro-

vides the consumers with latest and accurate informa-

tion about products and services [7]. It is suggested

that when consumers shop hospitality products, the

information quality about the product from the website

has a significant effect in determining their intention

to purchase that product [8]. The information quality

on a website which is also related with playfulness

(elements of information design in which a consumer

experiences involvement and engagement) and attrac-

tiveness feature increases consumers satisfaction and

tends to fulfill their expectations from a website. There-

fore, it contributes to the success of websites [9]. The

quality of written, graphical, or other content which

presents information on a website has been found to

be a factor contributing to consumers’ decision to book

a hotel from a particular website [10].

When it comes to booking from a hotel website or

a travel agent website, the interaction of consumers is

with the company’s website. In this case, the service

quality which the consumers experience is important.

The overall evaluation of quality regarding the func-

tionality of a website is known as service quality. The

layout of the website, the quality of website content,

and the way a website handles its consumers are

several factors which have an effect on service quality

of a website [11]. Website responsiveness describes

how well a website responds to consumers queries and

provides service to consumers and the navigational and

information search response [11, 12]. In addition, fast

loading, quick response, and timely and reliable service

are generally perceived to enhance the service quality

of the website.

Moreover, while shopping on the Internet, the con-

sumers are generally concerned with the security and

privacy of their data and information. Security issues

may cause many online shoppers to negate their in-

tentions to purchase products and leave the websites

without buying [13]. Security and privacy as the key

elements affecting consumers’ buying behavior are also

found to affect online sales [14]. A secure online

payment system enriches the quality of travel agent

websites to a large extent [15].

B. Product Related Factors

In booking a hotel deal, there are certain factors

which are solely related to the product, but it can

be the function of the information system. These

factors include price, availability of a variety of rooms,

brands and related options, hotel/room images, and the

product payment method.

Product price is a general term. However, in case

of this particular research, it is defined as the amount

of money to be given as payment for purchasing a

certain hotel deal from a travel agent website. In almost

all cases, consumers are concerned with the price of

the product which they consider to purchase from a

travel website including hotel accommodations [16].

While shopping online, consumers are exposed to

reference prices or competitor prices in addition to

the price offered by their selected vendor. This is

where consumers form their perceptions of a product

price by comparing the offered price with the available

reference prices across other shopping websites [17].

Consumers also tend to have an internal price standard

(memory based standard) which they often use as a

reference for comparing the offered prices and making

a judgment. Thus, if the product price offered by hotel

booking website is higher than their internal reference

standard, they will perceive the price as ‘high’ and be

more likely to leave the booking website [18] and move

to another travel agent website.

Product variety describes the existence of a vari-

ety of travel product on a travel agent website. It

can be the various types of hotel rooms and hotel

brands, flight tickets, car rentals, vacation packages,

and others. Many consumers are interested in finding

other travel related products on the same website while

booking a hotel online. This allows consumers to have

convenience [19] of finding various elements of their

trip on the same website. The more diversity of hotel

rooms, hotel brands, and other available travel products

on travel agent websites compared to hotel websites

results in an increased tendency of attracting potential

consumers [20].

Product design is perceived from a travel website in

the form of hotel images and room images. Usually, it

is the design which forms the initial impression of the

product on consumers. It defines both the appearance

and functionality of the product. Design plays a role

of a strategic device in developing an organization’s

branding strategies [21]. Consumer decisions in major-

ity purchases are not only based on a rational analysis

of the available choices but are also influenced by other

factors. The available images on the shopping websites
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trigger emotional states of the consumers [22] who

may also influence their purchase decision. The percep-

tion of hotel design from an aesthetic sense influences

consumers’ intention to book a reservation for a hotel

room and triggers their purchase behavior [23].

When the consumers interact with an e-commerce

website for purchasing a product, they go through a

series of steps in the buying process which requires

the consumers to pay for the product (product pay-

ment). Travel agent websites offer different currencies

for payment and various payment methods. Consumer

purchase intention which leads to the final purchase de-

cision increase when there are many available numbers

of payment options across a travel agent website [24].

Consumers likely choose a payment method which

is most convenient for them. Travel agent websites

have different payment policies. Some of the travel

agent websites do not charge the consumers at the

time of making a reservation. However, it requires the

consumers to provide their credit card information as it

is required by the hotel they book. Security statements

relating to product payment which are provided by

the travel agent website increase the perceptions of

security, trust, and influence consumers’ intention to

purchase [25].

C. Consumer Relationship Factors

The consumers’ experiences of a certain website

help in building their relationship with the company’s

website [20]. If this experience is positive in fulfilling

the expectations of consumers, the consumers will

return to the website again to make a purchase which

subsequently strengthens the consumers’ relationship.

In all business including online business, consumer

satisfaction is essential. Considering the online con-

text, Ref. [26] investigated three elements of website

design. Those are information design (organizing and

presenting information to the consumers), navigation

design (easy to use and concise navigation system),

visual design (aesthetic appeal and attractiveness of

a website), and the relationship with consumers trust

and satisfaction. The conclusion led to a significant

relationship between all three design elements and

consumers satisfaction across different cultures. The

website quality is the foundation for information satis-

faction as perceived by consumers. Therefore, it added

to the overall satisfaction with the website and leading

the intentions to purchase behavior [27].

Consumer loyalty exists when consumers decide to

repurchase from a certain website. Reference [28] gave

a concept of an interesting framework for consumers.

It incorporated trust (consumers certainty or confi-

dence in a product or brand) as a central attribute

influenced by perceived value (worth of product based

on consumers opinion), service quality (consumers’

functional expectation of an offered service), and con-

sumers satisfaction (degree of consumers’ fulfilment

of expected value of a product). There were direct

associations of service quality with perceived value,

satisfaction, and trust. Meanwhile, there was an indi-

rect association with consumer loyalty with trust as a

mediator.

Furthermore, the framework presented the direct

associations of perceived value, trust, and satisfaction

with consumer loyalty. Briefly, if the consumers experi-

ence a good service quality, they will develop a positive

perception about product value which builds their trust.

This trust leads to consumer satisfaction which raises

the repurchase intention or consumer loyalty. Many

travel websites offer loyalty programs to acquire and

retain their consumers [20].

Consumers purchase products, use them, and form

an opinion about the product which may be positive or

negative. Online reviews refer to consumers’ reviews

about their experience of a product or service. These

reviews help other consumers in making decisions to

purchase the product. The quality of online reviews

tends to affect consumers’ relationship. Exposure to

negative online review results in unfavorable con-

sumers’ attitudes towards a company or brand and

influences the consumers’ relationship [29]. In the

case of hotel booking, positive reviews develop a

favorable consumers’ attitude towards a hotel [30]

and have a positive consequence towards consumers’

buying behavior [31]. The way a travel agent website

presents and manages consumers’ reviews affects the

consumers’ booking decision.

D. Demographics

In this research, demographic factors are also con-

sidered. A business can be benefitted by targeting

consumers with a certain demographics such as gender

or age. Internet usage is influenced by gender, age, and

level of education [32, 33]. All businesses including

online are prone to be affected by demographics.

III. RESEARCH METHOD

The proposed research framework for this research is

a modified version of research done by [20] in China.

The framework is modified in line with the research

objectives. Factors like product design and demograph-

ics are an addition to the proposed framework for this

research. Figure 1 shows the research framework.
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respondents’ previous experiences of online hotel booking.

Fig. 1. The framework of the research.

A. Hypotheses

From the research framework in Fig. 1, five hypoth-

esis statements are formulated for this research. Those

are:

H1: Website quality factors have a positive

association with consumers’ decision to book a

hotel from a certain travel website.

H2: Product related factors have a positive

association with consumers’ decision to book from

a certain travel website.

H3: Consumer relationship factors have a positive

association with consumers’ decision to book from

a certain travel website.

H4: Website quality, product related, and consumer

relationship factors, all have a positive association

with consumers’ decision to book from a certain

travel website.

H5: Consumers’ decision to book a hotel from

a certain travel agent website differs across

demographics of gender, age, and level of

education.

Table I presents the variables with the identified

indicators and corresponding references.

B. Population, Sample, and Data Collection

The targeted population of this research includes

consumers from Indonesia who have made online hotel

bookings recently or formerly through the travel agent

websites or other travel related websites. The sampling

technique used is probability sampling in which the

sample is obtained by simple random sampling type.

Reference [34] recommended sample size of 100 or

more for factor analysis to proceed. The sample size

TABLE I
RESEARCH VARIABLES, THEIR INDICATORS, AND REFERENCES.

Variable Indicator Reference

Website Quality

Availability of details [8]

Accuracy of information [7]

Better post-purchase service [25]

Fast response to inquiries [11]

Data privacy and security [20]

Product Related

Low price benefits [16]

Required price on budget and

perceived quality

[5]

Several products for compari-

son

[20]

One stop shopping [19]

Availability of hotel and room

images

[23]

Pre-payment policies [6]

Variety of payment options [24]

Consumer Relationship
Previous usage experience [20]

Positive reviews [30]

Loyalty program [28]

Demographic Gender, age, and level of ed-

ucation

[32, 33]

for this research is flexible from a minimum of 200

obtained by Slovin’s formula [35] up to a maximum of

the highest available sample size to minimize error. A

questionnaire is formulated as the research instrument.

Data are collected using online and offline approach.

The contents of the questionnaire consist of 17 items

for measuring factor related variables as presented in

Table II. The questionnaire ends by collecting informa-

tion for demographic variables and some information

about respondents’ previous experiences of online ho-

tel booking. The level of importance of the factors is

measured on 5-point Likert scale. The scale varies as

shown in Table III.

IV. RESULTS AND DISCUSSION

Statistical Package for Social Sciences (SPSS) soft-

ware is used as a tool for data analysis. Descriptive

Statistics are used to find out respondents’ demo-

graphic characteristics. Reliability analysis is done by

calculating Cronbach’s Alpha coefficient value.

Meanwhile, the validity is tested using Bivariate

correlation. Sampling adequacy is tested using Kaiser-

Meyer-Olkin (KMO) test. Then, Bartlett’s test of

sphericity is conducted to indicate the strength of

the relationship between variables. Factor analysis

is done for individual constructs using Confirmatory

Factor Analysis (CFA) in SPSS AMOS. Moreover,

the complete model and hypothesis are tested using

Multinomial Logistic Regression Analysis in SPSS.

A. Demographic Profile

The demographic profile of respondents is shown

in Table IV. From 205 respondents, 59.5% are male

and 40.5% are female respondents. The majority of
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TABLE II
QUESTIONNAIRE FORMULATION.

Outcome variable: Consumer Decision

Dec Name of travel agent website Respondents are asked to indicate a hotel booking website which provides them

with the best experience.

Measures of Website Quality

WQ1 Information quality This website presents more clear and detailed information on products and

services.

WQ2 Information quality I can get more accurate and reliable information about travel products from this

website such as information on room availability, hotel location, and others.

WQ3 Service quality This website provides better post-purchase service such as confirmation email

and detail information like how to get to the hotel from the airport.

WQ4 Service quality This website is fast in responding to my inquiries.

WQ5 Security/privacy This website provides me with more satisfaction with my data privacy and

security.

Measures of Product Related Factors

PP1 Product price This website offers a good price.

PP2 Product price This website offers a good value for my money in terms of my needs and

perceived quality.

PV1 Product variety There are more available options on this website for my destination which also

meet my requirements on quality and budget.

PV2 Product variety I can get an opportunity of one-stop shopping on this website to fulfill my travel

requirements (hotel room, flight ticket, and car rental).

PM1 Product payment This website is more flexible in its pre-payment policies with a small amount

or no payment at the time of making a room reservation.

PM2 Product payment The payment method required by this website is more convenient for me.

PD Product design The website gives me more information through hotel images and traveler photos

provided to decide on a particular choice.

Measures of Consumer Relationship Factors

CR1 Consumer loyalty Being a registered member of this website, I book a hotel here more conveniently.

CR2 Consumers experience My previous experience of using this website makes me use it again.

CR3 Online reviews This website provides me with more genuine/trustworthy user feedback of the

hotels.

Please mention another factor that you consider important while booking a hotel online

TABLE III
LIKERT SCALE FOR THE QUESTIONNAIRE.

1 2 3 4 5

Strongly disagree Disagree Neutral Agree Strongly Agree

participants about 45.4% are 26 years to 35 years. In

the level of education, the majority of the respondents

about 42.9% have a university degree.

Travel agent websites that are stated by the re-

spondents as the most preferred or having the best

experience for hotel booking are in Table V.

It has been observed in Table V that from 205 re-

spondents, 111 respondents tend to book via Traveloka.

It is followed by 35 respondents choosing Agoda, 21

respondents choosing Booking.com, 11 respondents

choosing Pegipegi, 8 respondents choosing Trivago,

and 3 respondents choosing Hotels.com. The rest of

the respondents mention the hotel’s websites. Figure 2

represents the graphical output of the mean value and

percentage of variance for website quality, product

related, and consumer relationship factor.

In Fig. 2, it can be seen that consumer relationship

TABLE IV
DEMOGRAPHIC PROFILES OF THE RESPONDENTS.

Demographic Profile Frequency Percentage (%)

Gender

Male 122 59.5

Female 83 40.5

Age

25 or Below 32 15.6

26–35 93 45.4

36–45 48 23.4

46–55 26 12.7

Above 55 4 2.0

Level of Education

Secondary 5 2.4

Higher secondary 30 14.6

University Degree 88 42.9

Postgraduate Degree 71 34.6

Doctorate 6 2.9

factors are more influential than other factors. It has a

high mean compared to website quality and product re-

lated factors. Moreover, consumer relationship factors

show greater variance in data than other factors.

Table VI shows the ranking of factors which are

important when respondents book from the travel

agents websites. This ranking is in accordance with

the calculated mean value of the attributes.
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TABLE V
THE POPULARITY OF WEBSITES.

Website Frequency Percentage(%)

Traveloka 111 54.1

Agoda 35 17.1

Booking.com 21 10.2

Pegipegi 11 5.4

Trivago 8 3.9

Hotels.com 3 1.5

Airy 2 1.0

Expedia 2 1.0

Google.com 2 1.0

Nusatrip 1 0.5

Orbitz.com 1 0.5

Priceline.com 1 0.5

Red doorz 1 0.5

Swadee.com 1 0.5

Tiket.com 1 0.5

Trip.com 1 0.5

TripAdvisor 1 0.5

Via.com 1 0.5

Hotel’s websites 1 0.5

Fig. 2. Mean value and variance of website quality, product related,
and consumers relationship factors.

Table VI indicates that the attribute price has the

highest mean value. This attribute is not directly related

to information technology. It represents the price of the

hotel room which the consumers find from travel agent

website. Among the information technology related

factors, the most influential attribute is the website

quality in accuracy and reliability of information about

travel products like room availability and location. The

second most influential attribute is the convenience

of the payment method offered by the travel agent

website.

B. Validity and Reliability

The validity of each item in the questionnaire is

tested by bivariate correlation. To identify whether

a questionnaire item is valid or not, the value of

significance for each item and the correlation value for

total item score is observed and compared with r-table.

For all items, a significance value of 0.000 < 0.05
and correlation value > r-table is observed. There-

fore, the items are concluded as valid. By calculating

Cronbach’s alpha, the researchers test the reliability

TABLE VI
THE RANKING OF ATTRIBUTES IN ORDER OF THEIR LEVEL OF

IMPORTANCE.

Rank Attribute Mean

1 This website offers a good price. 4.3

2 I can get more accurate and reliable information

about travel products from this website such as

information about room availability and hotel lo-

cation.

4.3

3 The payment method required by this website is

more convenient for me.

4.3

4 My previous experience of using this website

makes me want to use it again.

4.2

5 This website presents clearer and detail informa-

tion on products and services.

4.2

6 There are more available options on this website

for my destination which also meets my require-

ments on quality and budget.

4.2

7 This website offers better value for my money in

terms of my needs and perceived quality.

4.2

8 The website gives me more information through

hotel images and traveler photos provided to de-

cide on a particular choice.

4.1

9 This website provides better post-purchase service

like confirmation email and information on how to

get to the hotel from the airport.

4.1

10 Being a registered member of this website, I book

a hotel here more conveniently.

4.0

11 This website provides me with more genuine/trust-

worthy user feedback of the hotels.

4.0

12 This website is fast in responding to my inquiries. 3.9

13 I can get an opportunity of one-stop shopping on

this website to fulfill my travel requirements (hotel

room, flight ticket, and car rental).

3.8

14 This website provides me with more satisfaction

with my data privacy and security.

3.8

15 This website is more flexible in its pre-payment

policies with a small amount or no payment at

the time of making a room reservation.

3.6

TABLE VII
CRONBACH’S ALPHA.

Factor No of items Cronbach’s Alpha

Website quality 5 0.715

Product related 7 0.712

Consumer relationship 3 0.674

Overall 15 0.842

for website quality, product related, and consumer

relationship factors. The result is in Table VII.

Reference [34] suggested the acceptable value of

Cronbach’s Alpha as 0.7 for confirmatory research and

0.6 for exploratory research. As seen in Table VII,

Cronbach’s Alpha values for all the factors are accept-

able. In consumer relationship factor, the value is 0.674

which is equal to 0.7.

Table VIII shows values for KMO and Barlett’s test

for all the constructs. KMO measures the sampling

adequacy. It examines whether the sample size is large

enough to contribute to the precision and accuracy of

results. Reference [36] recommended value of 0.5 for

KMO as the minimum. The values of KMO for all

factors in Table VIII are more than 0.5. It indicates an

acceptable level of sampling adequacy. Bartlett’s test of
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TABLE VIII
KMO AND BARLETT’S TEST OF SPHERICITY.

Website Quality Factors

KMO measure of sampling adequacy 0.688

Bartlett’s test of sphericity

Approx. Chi-Square 203.067

Df 10

Sig. 0.000

Product related Factors

KMO measure of sampling adequacy 0.742

Bartlett’s test of sphericity

Approx. Chi-Square 247.642

Df 21

Sig. 0.000

Consumer Relationship Factors

KMO measure of sampling adequacy 0.641

Bartlett’s test of sphericity

Approx. Chi-Square 99.162

Df 3

Sig. 0.000

adequacy. Bartlett’s 

 

’

–

’

Fig. 3. CFA for website quality factors.

sphericity is significant in all cases. Thus, it confirms

the meaningfulness of factor analysis.

C. Confirmatory Factor Analysis (CFA)

CFA is done using SPSS AMOS. The analysis

measures the extent to which hypothesized data fits the

model. Figure 3 represents the path diagram for CFA

of website quality factors. The diagram has one latent

variable and five observed variables (WQ1–WQ5). The

circles represent the error variables which are not

directly observed. The numbers on the linear depen-

dencies between the latent variables and the observed

variables show the regression weights. The values of

standardized regression weights for all variables are

approximately equal to or greater than 0.4. Therefore,

all variables are considered for further analysis.

Figure 4 shows the path diagram for CFA of product

related factors by describing a single latent variable,

seven observed variables (PP1–PD1) and seven un-

observed error variables (e1–e7). The values of stan-

dardized regression weights are approximately equal

to or greater than 0.4. These values lie within the

recommended range instead of a single variable (PV2)

with regression weight of 0.29. It is shown on the

linear dependency between latent variable and variable

(PV2). However, this variable is still retained for

analysis due to its theoretical significance.

adequacy. Bartlett’s 

 

’

–

’

Fig. 4. CFA for product related factors.

 

adequacy. Bartlett’s 

 

’

 R

 

–

’

Fig. 5. CFA for consumers relationship factors.

Figure 5 presents the path diagram for CFA of

consumer relationship factors. It describes a single la-

tent variable, three observed variables (CR1-CR3), and

the corresponding error variables (e1–e3). The values

of standardized regression weights are approximately

equal or greater than 0.4. The values of standardized

regression weights (0.7 or higher) are ideal [34].

D. Multinomial Regression Analysis

Multinomial logistic regression is conducted to

know the effect of independent variables of website

quality, product related, and consumer relationship

factors on the outcome of the dependent variable

of consumer decision. The nature of the consumer

decision variable, in this case, is nominal. Decision

variable represents six categories. These six categories

are based on consumers’ decision to use different travel

websites. The order of categories is relevant to the

number of responses obtained for each category. For

example, category 1 represents the decision for Trav-

eloka (111 responses), category 2 for Agoda (35 re-

sponses), category 3 for Booking.com (21 responses),

category 4 for Pegipegi (11 responses), category 5 for

Trivago (8 responses) and category 6 for others (all

remaining responses = 19).

Multinomial logistic regression provides a chance to

know whether the effect of website quality, product

related, and consumer relationship is the same or

different for all categories of decision variable. It is

by choosing a reference category and making a series

of comparisons of other categories with the reference

category. Although many categories can be chosen as a

reference, in this research, Traveloka is specified as the

reference category because many participants choose
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TABLE IX
MODEL FITTING INFORMATION FOR WEBSITE QUALITY

FACTORS.

Model
Model Fitting Criteria Likelihood Ratio Tests

−2 Log Likelihood Chi-Square df Sig.

Intercept Only 421.741

Final 377.197 44.543 25 0.009

decision category ‘Others’ 
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Fig. 6. Multinomial logistic regression model of website quality
factors.

Traveloka as their preferred website for hotel booking.

Thus, it depicts a general trend.

E. H1 Hypothesis Testing

Table IX shows the results of the multinomial re-

gression analysis of website quality across the decision

variable. In Table IX, −2 log likelihood value decides

whether the independent variable affects the dependent

variable [37] or not. If −2 log likelihood values for in-

tercepting only and final model are the same, the result

is not significant. In this case, −2 log likelihood values

are different, and the chi-square value is computed as

421.741− 377.197 = 44.543.

Moreover, a significance value of 0.009 is noted.

Since this value is less than 0.05. The hypothesis that

there is a positive association of website quality with

consumers’ decision for booking the hotel through a

certain OTA website is accepted.

Moreover, Fig. 6 presents graphical model obtained

from parameter estimates the resulting in multino-

mial logistic regression of website quality factors.

Furthermore, from the output of multinomial logistic

regression of website quality, statistical significance

(Sig. value = 0.013) is seen across the ‘others’ decision

category for variable of WQ4.

F. H2 Hypothesis Testing

Table X presents the results of multinomial regres-

sion analysis of product related factors across the de-

cision variable. Table X reports varying log likelihood

values for intercept only, and the final model giving a

chi-square value of 504.703− 429.782 = 74.921.

TABLE X
MODEL FITTING INFORMATION FOR PRODUCT RELATED

FACTORS.

Model
Model Fitting Criteria Likelihood Ratio Tests

−2 Log Likelihood Chi-Square df Sig.

Intercept Only 504.703

Final 429.782 74.921 35 0.000

decision category ‘Others’ 
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Fig. 7. Multinomial logistic regression model of product related
factors.

TABLE XI
MODEL FITTING INFORMATION FOR CONSUMER RELATIONSHIP

FACTOR.

Model
Model Fitting Criteria Likelihood Ratio Tests

−2 Log Likelihood Chi-Square df Sig.

Intercept Only 231.042

Final 202.242 28.800 15 0.017

The significance value is 0.000. Since this value is

less than 0.05, the hypothesis that there is a positive

association of product related factors with consumers’

decision for booking a hotel through a certain OTA

website is accepted. Figure 7 presents the regression

model obtained from a parameter regarding multino-

mial logistic regression of product related factors.

Additionally, from the output of multinomial logistic

regression of product related factors, statistical signif-

icance is across decision categories: Booking.com for

PV2 (Sig. value = 0.009) and PM2 (Sig. value = 0.048);

Pegipegi for PV1 (Sig. value = 0.017), PM1 (Sig. value

= 0.005), and PM2 (Sig. value = 0.004).

G. H3 Hypothesis Testing

Table XI shows the results of multinomial regression

analysis of consumer relationship factors across the

decision variable. In Table XI, −2 log likelihood

values with and without taking consumers relationship

variable into account are different. It is a chi-square

value of 231.042−202.242 = 28.800 and significance

value of 0.017. Since this value is less than 0.05, the

hypothesis that there is a positive association between
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decision category ‘Others’ 
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Fig. 8. Multinomial logistic regression model of consumers rela-
tionship factors.

TABLE XII
OVERALL MODEL FITTING INFORMATION.

Model
Model Fitting Criteria Likelihood Ratio Tests

−2 Log Likelihood Chi-Square df Sig.

Intercept Only 533.922

Final 478.131 55.791 25 0.000

consumers relationship factors with consumers deci-

sion for booking a hotel through a certain OTA website

is accepted.

Then, Fig. 8 presents model obtained from pa-

rameter estimates the multinomial logistic regression

of consumer relationship factors. Moreover, statisti-

cal significance is observed across decision category:

Booking.com for CR2 (Sig. value = 0.008) and others

for CR3 (Sig. value = 0.012).

H. H4 Hypothesis Testing

Table XII presents the results of multinomial regres-

sion analysis of all factors (WQ+ PF + CR) across

the decision variable. The model fitting information in

Table XII shows different values for −2 log likelihood

and the significance value of 0.000. Since this value is

less than 0.05, the hypothesis that there is a positive

influence of website quality, product related, and con-

sumer relationship factors on consumers’ decision to

book a hotel from a certain OTA website is accepted.

Multinomial regression estimates (number of cate-

gories -1) the multiple linear regression functions. The

result can be defined as follows:

Agoda =− 1.178 + 1.165 ·WQ+ 1.4153 · PF

+ 1.870 · CR, (1)

Booking.com =− 2.095 + 1.166 ·WQ+ 1.249 · PF

+ 1.411 · CR, (2)

Pegipegi =− 2.345 + 0.661 ·WQ+ 0.962 · PF

+ 0.742 · CR, (3)

Trivago =− 3.087 + 0.887 ·WQ+ 1.496 · PF

+ 0.958 · CR, (4)

’
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Fig. 9. The logistic regression model of website quality, product
factors, and consumers relationship factors.

TABLE XIII
TEST OF HOMOGENEITY OF VARIANCES.

Demographic factor Levene Statistic df1 df2 Sig.

Gender 6.095 1 203 0.014

Age 2.243 4 198 0.066

Level of education 6.682 4 195 0.000

and

Others =− 2.379 + 0.403 ·WQ+ 1.33 · PF

+ 0.829 · CR, (5)

where WQ is website quality, PF is product related,

and CR is consumer relationship.

Figure 9 gives a graphical representation of regres-

sion model obtained from parameter estimates resulting

from the multinomial logistic regression of website

quality, product related, and consumers relationship

factors.

I. One-Way ANOVA

1) H5 Hypothesis Testing: To test hypothesis H5,

a series of one-way ANOVA is conducted for each of

the selected demographic variables of gender, age, and

level of education. ANOVA is based on the notion of

variance [38]. Before conducting ANOVA, it should be

ensured that the assumptions of population normality

and homogeneity of variance are met. Table XIII gives

the results of the test of homogeneity of variances.

The decision rule for Levene’s test is that if it is

p ≤ 0.05, the variances are significantly different.

Meanwhile, if the value is p > 0.05, the values

are not significantly different [39]. Table XIII reveals

that for age factor, it is p = 0.066 > 0.05. Hence,

the variances are not significantly different. It can be

seen that the population variances for each age group

are approximately equal. Tables XIV–XVI present the

analysis of variance across gender, age, and level of

education.
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TABLE XIV
ONE-WAY ANOVA TEST FOR THE GENDER.

Sum of

Squares

df Mean Square F Sig.

Between

Groups

4.777 1 4.777 1.780 0.184

Within

Groups

544.911 203 2.684

Total 549.688 204

TABLE XV
ONE-WAY ANOVA TEST FOR THE AGE.

Sum of

Squares

df Mean Square F Sig.

Between

Groups

33.799 4 8.450 3.295 0.012

Within

Groups

507.767 198 2.564

Total 541.567 202

TABLE XVI
ONE-WAY ANOVA TEST FOR THE LEVEL OF EDUCATION.

Sum of

Squares

df Mean Square F Sig.

Between

Groups

20.396 4 5.099 1.943 0.105

Within

Groups

511.684 195 2.624

Total 532.080 199

TABLE XVII
RESULTS OF HYPOTHESES TESTING.

Results of Hypothesis Testing

H1 Website quality has a positive associa-

tion with consumers’ decision

Supported

H2 Product related has a positive associa-

tion with consumers’ decision

Supported

H3 Consumers relationship has a positive

association with consumers’ decision

Supported

H4 Website quality, product related, and

consumers relationship are positively as-

sociated with consumers’ decision

Supported

H5 Consumers’ decision to book from a cer-

tain travel agent website differs across

demographic factors of gender, age, and

level of education

Partially Supported

Table XV reveals a significance value of 0.012 which

is less than 0.05. Hence, it is significant. Consequently,

the assumption that consumers’ decision for a certain

travel agent website differs across different age groups

is accepted. Tables XIV and XVI reveal a greater

significance value than 0.05 and is not significant.

Thus, the assumption that consumers decision for a

certain travel website differs across different genders

and levels of education is not accepted. Moreover,

Table XVII presents the summary of hypothesis testing

results.

As noted in Table XVII, H1, H2, H3, and H4

are supported. The results of the hypothesis H1 are

consistent with the research conducted by Ref. [25].

The quality of e-commerce website design has a pos-

itive effect on consumers’ online purchase intentions.

Moreover, the results of H2 are consistent with the

research of [20], who supported the same hypothesis

in hotel websites. Then, the results of H3 state that

consumer relationship factors have a positive effect

on the purchase decision. This result is in line with

previous research of [40]. According to Ref. [40], if the

consumers are satisfied with the initial purchase, they

will show a positive attitude towards their intention to

repurchase from the same website.

When means of data are compared, the price is

found to be the most influential variable. It has the

highest mean value. Although it is not hypothesized,

variables of product price, product payment, product

variety, and online reviews are tested independently

for statistical significance. It is noted that the factor

price is not significantly associated with consumers’

decision to book a hotel from a certain travel agent

website. Instead, the product payment is found to be

a significant factor affecting consumers’ decision to

book from a certain travel agent website. This factor

can be utilized by travel websites to increase the rate

of bookings. Reference [6] stated that payment method

inuenced the consumers’ purchase intention.

In addition, product variety which is a dimension of

product related factors has a positive association with

consumers’ decision. This indicates the availability of

various options for rooms, travel packages, promotions,

and other facilities like flight ticket or car rental across

different travel websites. It also differentiates them

from one another and influence consumers’ decision.

The online review is also positively associated with

consumers’ decision to book from a certain travel web-

site. This is consistent with research done by Ref. [41],

who stated that online reviews provided a great deal

of information to consumers. It was meaningful and

useful for them in deciding while booking a hotel

online.

Based on the results of this research, travel agent

websites are suggested to give considerable importance

to the factors according to the order of their influ-

ence on consumer’s decision related to their statistical

significance. The quality of the travel agent website

is an important information technology related factor.

Products and services which are purchased online

cannot be felt or touched, so consumers only depend

on the available information on the website. If this

information is clear, detail, and closer to consumers’

expectation, they will likely intend to purchase from

that website. Thus, an improvement in the naviga-

tional structure of websites, functionality, informa-
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tion/content quality and reliability, and data security

and privacy may result in an increased number of

consumers for a travel website. Another important and

significant factor which is suggested to travel agent

websites is the payment method. It is a factor that

many travel websites can utilize to increase the rate of

bookings because the whole process between potential

consumers and the third party concludes with the due

payment. As observed from the results of data analysis,

from 205 respondents, about 54% are Traveloka users.

In addition to other factors, this increased number of

respondents compared to other websites may be a rea-

son of various payment options provided by Traveloka.

Therefore, a travel agent website may be benefitted

with an increase in potential consumers by offering a

range of payment methods through various credit and

debit cards to alternative payment methods.

V. CONCLUSION

This research proposes a model giving an insight

into the relationship of factors that the consumers

consider important in booking a hotel online and their

decision to book via a certain travel agent website. The

results of data analysis and hypothesis testing indicate

that website quality, product related, and consumer re-

lationship is positively associated with consumers’ de-

cision for hotel booking through a travel agent website.

Moreover, consumers relationship factors are found to

be more influential followed by product related and

website quality. At the attribute level, the price is

found to be the key attribute followed by the attributes

of information quality and convenience of payment

method. Among the demographic factors, consumers’

decision to book from a travel agent website is found

to differ across different categories of age.

This research has some limitations. Therefore, it is

appropriate to offer some recommendation that may

be beneficial for future research on this topic. The

first limitation of this research is the sample size. In

this research, it is 205 and can be increased further to

minimize the error. Larger sample size can lead to more

conclusive results by minimizing the probability of

error. The second limitation is that there may be other

factors related to consumers’ decision to use a certain

travel agent website for online hotel booking. During

the survey, the respondents are asked to mention the

additional factors that may affect decision making for

online hotel booking. The respondents mention factors

like free cancellation or refund on cancellation, local

currency and availability of more options for pay-

ment, consumers care, promotions, offers, and discount

coupons as additional factors that can affect decision-

making. The future work can recognize and indicate

more factors which influence consumers’ decision. The

future researcher can consider the factors as mentioned

by the participants of this research. Another recom-

mendation is to model product related factors as indi-

vidual factors and find more indicators. It is because

grouping it under one factor creates complexity as the

theoretical interrelation between these factors is less

obvious.
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