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ABSTRACT 

The online travel agency offers accessible and user-friendly platforms for 
consumers to have a quick and cost-effective solution to make a hotel 
reservation. However, the intangible nature of hotel service makes consumers 
indecisive. Consumers can only weigh the pros and cons of their decision 
through the hotel information on online travel agencies, including online 
reviews and prices. On this ground, the current study validates the impacts of 
online reviews and prices on hotel booking intention at an Online travel 
agency, with trust as the mediating variable. This study employed a non-
probability and purposive sampling technique to collect data. The current 
study applied the validity test (i.e., factor analysis and confirmatory factor 
analysis) before testing the model using the structural equation modeling 
analysis. The results suggest that online reviews and prices indirectly impact 
booking intention through trust. In addition, Price and Trust directly impact 
booking intention. 

Keywords: Online Travel Agency, Online Review, Price, Booking Intention, 
Trust 
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1. INTRODUCTION 

Online Travel Agencies (OTAs) are digital platforms that allow travelers to 
book accommodation with one click. DailySocial.id [1] suggested that most 
travelers in Indonesia rely more on OTAs'smartphone apps than traditional 
travel agencies. The nature of hotel service is intangible, and the risk of 
purchasing hotel service online is higher because potential consumers cannot 
evaluate the hotel directly. Potential consumers seek more assurance when 
purchasing hotel rooms than buying tangible goods through reading other 
travelers' experiences and advice on online forums or hotel review sites [2]. 
Numerous studies have explored further the impact of electronic word-of-
mouth on online hotel booking intention as consumers contemplate available 
information from hotel ratings and reviews during consumer decision-making 
processes [3]. Such behavior is potentially one of the underlying reasons 
behind the growing reliance on online reviews and ratings as electronic word-
of-mouth. 

Social reassurance, risk reduction, and convenience and quality are the three 
main driving forces for consumers to look for online hotel reviews [2]. 
Electronic word-of-mouth can significantly influence consumer booking 
intention. One study states that a 10% increase in the ratings can boost over 
5% of online hotel bookings [4]. Online reviews can be considered one of the 
significant sources to evaluate a hotel before booking since the 
recommendation of other consumers outweighs those of marketers and 
industry experts [5]. Online reviews as fundamental sources of information 
influence booking intention [6].  

Consumers can utilize online reviews to weigh the pros and cons of staying 
in hotels of their choice. Putra & Riorini [7] argue that online review 
positively impacts online hotel booking intention [7]. A later study by 
Angkiriwang, Susanto, and Thio [8] supports the finding by stating that online 
reviews highly impact booking intention among millennials. A study 
conducted in Canada and United States by Liang, Choi, and Joppe [9] also 
proposes that electronic word-of-mouth positively affects repurchase 
intention. Since consumers cannot see the products or services when booking 
accommodation through OTAs, trust becomes more important as it impacts 
consumers' behavioral choices [10]. However, Waworuntu, Halim, and 
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Wijaya [11] found that electronic word-of-mouth is not the primary variable 
for consumers to book online. 

OTAs provide both online reviews and prices as requisite information. Given 
fluctuating room rates, price influences consumers' booking intention [12]. 
Price cues can help consumers measure the value for money of staying in the 
hotel, and consumers tend to book lower-priced hotels, ceteris paribus [13]. 
From consumers' point of view, lower prices are preferable [14]. Although 
having a lower room rate than competitors, hotels cannot boost their market 
share when their reviews are poor [15]. When the hotel offer seems "too good 
to be true," consumers may question the credibility of the information. 
Consumers may regret their decision and feel dissatisfied with the service 
below their expectations. By looking at the significant influence of online 
information on consumers' decisions, hospitality marketers need to 
comprehend how information contents, such as online reviews and prices, 
impact consumers' intention to book hotels online. 

Jotopurnomo, Laurensia, and Semuel [16] suggest that price and electronic 
word-of-mouth influence online booking intention, whereas price is the 
primary variable influencing booking intention. Widiansah [17] found that 
price can affect hotel booking intention, although Book, Tanford, 
Montgomery, and Love [18] state that price may no longer significantly 
influence a purchase decision. 

The current study explores further the effect of online reviews and prices on 
hotel booking intentions by considering the mediating effect of trust. Despite 
the availability of numerous studies on online reviews and prices, little is 
known about their impact on booking intentions via OTAs when mediated by 
trust. 

2. THEORETICAL BACKGROUNDS 

2.1 Booking Intention 
The intention is the motivational driver, the indicator of an individual's desire 
to try, and the extent to which an individual make an effort to perform a 
specific behavior [19]. A stronger intention will result in higher likeability for 
an individual to execute the behavior [19]. According to Pavlou [20], online 
booking intention is to exchange goods and services through online 
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transactions. When customers are satisfied with the online booking, they are 
more likely to repeat booking accommodation from the same OTA or other 
online booking websites [21]. The antecedent of booking intention through 
perceived value consists of information quality, perceived interactivity, safety 
and privacy, electronic word-of-mouth, and price and promotion [22]. 

2.2 Trust in Booking Intention 
Halim [23] defines trust as the willingness to rely on the ability, integrity, and 
external motivation to act in pursuance of fulfilling one's needs. Trust is a 
belief, a sentiment, or an expectation that reflects reliance on other parties, 
and it involves susceptibility and uncertainty toward a specific party. Several 
variables that determine trust include information, influence, and control, in 
which trust is more likely to increase when the given information is accurate, 
relevant, and rich in content [23]. Trust refers to economic and social 
reciprocal action between one party to another or more [20]. Total trust means 
that consumers believe companies and the people within will not consider the 
opportunistic advantage of consumers' susceptibility [24]. Consumers trust 
positive information, followed by numerical ratings [25]. 
Several types of trust are relevant for online hotel booking intention. First, 
competence trust refers to the belief in a hotel's ability, skills, knowledge, and 
capability to provide the expected products and services during on-stay 
consumption as informed and portrayed at OTAs. Second, after the initial stay 
at a particular hotel, consumers develop predictability trust where consumers 
rely on the products and services' quality consistency. Last, when the hotel 
successfully demonstrates care, concern, honesty, and virtue to the consumers, 
they trust goodwill or relationship [26]. 
A study suggests the relationship between trust and behavioral intentions [10], 
implying that trust also substantially impacts purchase intentions [27]. Trust 
towards booking sites and hotels strongly affects booking intentions [28]. In 
addition, trust can also be a mediating variable to purchase intentions [20]. 
Based on the findings, the current study proposes the following hypothesis. 

H1.  Trust impacts booking intention. 
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2.3 Information Search in The Hotel Booking Process 
As information is available within a one-click-away, the internet has become 
a significant source of information for consumers to purchase tourism 
products [25]. In the hospitality industry, the intangible characteristics of its 
products and services stimulate consumers to consider the given cues during 
their decision-making process [3]. 
According to Kozak and Decrop [29], consumers experience six decision-
making stages as they contemplate their travel-related decisions. The first 
three stages are pre-trip information search, evaluating alternatives, and 
booking. In the pre-trip information search, consumers search for information 
about destinations, offers, promotions, and packages regarding their desired 
stay or experience. The second stage is the evaluation of alternatives, where 
consumers compare available cues to decide which accommodation conforms 
to their travel needs. The third stage is when consumers conduct a booking 
process, at which consumers have finalized their decisions and made 
payments.  
Marcevova [30] argues that young people search for travel-related 
information on the internet for trip planning during the information searching 
process. The tendency to find information online varies with three phases of 
hotel purchase decisions. In the early phase, people used the search engine 
more than brand websites, OTAs, and travel books. Consumers narrow the 
information source into brand websites and OTAs as consumers reach the 
middle stage. Consumers seek channels that facilitate both confirming 
decisions and finalizing the reservation during the later stage. As a result, 
hotel brand websites and OTAs are more prominent since booking can be 
made simultaneously [31]. 
2.4 Online Reviews and Booking Intention 
Online review as information for potential consumers depicts the valuation of 
the hotel based on previous guests' personal experience [32]. Online reviews 
can affect the choice of the hotel [33]. Review plays an educating role for 
consumers by evaluating hotel product attributes, and it helps consumers 
reduce the risk associated with the hotel's performance throughout those 
attributes [34]. Zhao, Wang, Guo, and Law [35] suggest six online review 
attributes: usefulness, reviewer expertise, timeliness, volume, valence 
(negative/positive), and comprehensiveness. Positive and negative online 
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reviews can affect booking intention by manifestation of the impression of 
the hotels [36]. 

Positive and negative online reviews impact online hotel booking intention 
[7]. However, negative online reviews are more valuable than positive ones 
for risk-averse travelers [37]. The readers of online hotel review further 
develop initial trust in the hotel if the writers have similar travel preferences. 
Hence, the quality and credibility of online reviews impact consumers' initial 
trust in hotel services [38]. The form of reviews includes customer-generated 
content and manager-generated content. Sparks [39] suggests that customer-
generated content is more trustworthy than manager-generated content 
because it demonstrates specific and persuasive content. Subsequently, trust 
is a mediating variable between online reviews and booking intention [40]. 
Therefore, the current study proposes the hypothesis: 

H2a. Online review impacts booking intention. 

H2b. Online review impacts trust. 

H2c. Trust mediates the relationship between online review and 
booking intentions. 

2.5 Price 
Price is the aggregate value buyers exchange for the advantage of using the 
service [41]. Perceived price is the consumers' valuation of the given price 
[42]. Perceived price is classified based on the difference between observed 
and expected prices. When the result is positive, the price is classified into 
perceived price gain, and when the effect is negative, it is classified into 
perceived price loss [42]. 
Matzler, Würtele, and Renzl [43] describe six price satisfaction dimensions. 
First, price fairness is the perception that the difference between the price in 
the market or other comparative prices and quoted prices is reasonable, 
acceptable, or justifiable. Second, price transparency refers to quoted prices 
that are clear, direct, comprehensive, and up-to-date. Third, the price-quality 
ratio is the trade-off between financial costs and service quality. Fourth, 
relative price is the quoted price compared to prices offered by competitors. 
Fifth, price confidence is the prices consumers are sure to be approved. Last, 
price reliability is when the raised price expectations are fulfilled, and 
negative surprises from the price difference are avoided. 
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In the hospitality industry, price is a significant consideration for consumers, 
especially those with a limited budget [44]. A study conducted in Indonesia 
has proven that price influences repurchase intention at OTA, specifically 
Traveloka [45]. Reference price and electronic word-of-mouth play a role in 
influencing consumers' willingness to purchase [46]. When the price is 
deemed cheaper than the market price, consumers may assume that the quality 
of the product is lower yet higher in value, thus, driving higher purchase 
intention. Hence, the perceived price can, directly and indirectly, influence 
purchase intention through value [47]. In addition, El Haddad, Hallak, and 
Assaker [48] suggest that the price fairness perception of potential consumers 
most likely influences their purchase intentions. 

Price, with electronic word-of-mouth, can avert the negative impact of 
unfavorable ratings, and it has a more significant effect on booking intention 
than brand [3]. 
Consumers will exhibit higher confidence in their decisions when the prices 
are fair and satisfying [49]. Therefore, with fair-priced products, consumers 
can develop trust, which is more potent when more benefits for a given price 
are obtained [24]. In short, based on the findings of the previous studies, the 
current study proposes the following hypotheses: 

H3a. Price impacts booking intention 

H3b. Price impacts trust 

H3c. Trust mediates the relationship between price and booking 
intentions 

Subsequently, the current study generates the proposed research model that 
includes online review and price as antecedents of booking intention and trust 
as an intervening variable. 
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Figure 1. Proposed research model 

3. RESEARCH METHOD 

3.1 Sample and Data Collection 
The current study population is consumers of hotels available on Online 
Travel Agencies in Indonesia. The appendix shows that the researchers 
formulated measurement items based on previous studies to test the proposed 
research model. This research employs primary data as its source of data, 
obtained by distributing a 5-point Likert scale questionnaire. The data 
collection period started from February 3rd, 2020, to March 20th, 2020; 256 
respondents filled out a self-administered questionnaire through various 
social platforms. The respondents must meet the eligibility criteria as follows:  

1. Consumers who are between the 19-37 age range. 
2. Consumers had an experience searching hotel information 

online. 

3.2 Data Analysis 
The current study applied structural Equation Modeling (SEM), which allows 
the researchers to determine to what extent the sample data support a 
theoretical model. SEM helps understand the complexity of the relationship 
between constructs through hypothesis testing of theoretical models using the 
scientific method [50]. SEM applies the most efficient and suitable estimation 
technique for estimating separate multiple regression equations 
synchronously. In SEM, the path model is the structural model that portrays 
the relationship between independent and dependent variables. In contrast, 
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the measurement model allows the researcher to employ independent and 
dependent variables [51]. 

Before testing the structural model, a preliminary test is necessary to screen 
the appropriateness of measurement items. Missing data analysis is one of the 
pretests [51] and was conducted in this study using the frequencies table in 
SPSS to detect missing values [52]. In addition, respondents may give the 
same response for all questions, resulting in unengaged responses at which 
the data set has no variability. Standard deviation estimates average 
variability to spot zero variance, indicating that the data has no discrepancy 
[52]. Lastly, outliers need to be removed due to their effect on the estimated 
regression coefficients' values, thus making the model biased [52]. 

In multivariate analysis, the assumption of univariate normality is vital [51]. 
Data meet a normal distribution when the skewness value is within ± 1 [51] 
and the kurtosis value is within ± 2 [53]. As the sample size for the current 
study is considered large - i.e., above 200 [52], researchers may cast their 
worries away against non-normal variables [51]. Large samples can 
strengthen statistical power by decreasing sampling error and eliminating 
nonnormality undesirable effects. 

Afterward, factor analysis was employed to describe the underlying structure 
among the constructs to achieve data reduction, variable selection, construct, 
and discriminant validity. It can also denote second-order factors [51]. Kaiser-
Meyer-Olkin (KMO) Measure of Sampling Adequacy and Bartlett's test of 
Sphericity are the sample adequacy estimation criteria. Sample adequacy is 
when the KMO value is between 0.50 and 1 [54], and the p-value for Bartlett's 
test of Sphericity is expected to be <.001 [55]. Reducing variables can be 
conducted using the Measure of Sampling Adequacy (MSA), where variables 
with an MSA less than 0.50 are excluded from factor analysis. This study 
utilized the Varimax rotation method to interpret the correlation between 
items because it generates the maximum possible simplification of factors. In 
the case of cross-loadings, the researcher can delete variables because it is the 
most common remedy unless the state of cross-loadings is theoretically 
justified [51]. This study conducts further reliability and model fit tests once 
factor analysis explains the variables meet the validity criteria. 

The reliability test is fundamental as individual items must denote consistent 
results, ceteris paribus, for most of the questionnaire. This study employs 
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Cronbach's alpha reliability test, calculated using SPSS [52]. The reliability 
of a variable is acceptable when the value of Cronbach's alpha is above 0.5. 
However, the ideal reliability score is above 0.7, with 0.8 and 0.9 considered 
good and excellent, respectively [53]. 

Confirmatory factor analysis (CFA) generates substantial fit indices that 
depict how the model fits a set of observations. It must be conducted as a 
unified measurement model, especially when constructs with less than four 
items are incorporated [56]. 

4. RESULTS 

4.1 Data Screening 
In case of missing data, the researchers run a test on SPSS. The result shows 
no missing data. After computing the standard deviation that shows two 
responses with zero variances, two unengaged responses were omitted. 
Outliers were identified by creating a boxplot diagram for each construct, 
where the results are later used to justify removing several responses in case 
of normality issues. This research employs skewness and kurtosis values due 
to the sample size. The initial data set has several items far from the required 
normality threshold for skewness and kurtosis. By removing outliers in a 
piecemeal approach, the modified data set shows acceptable skewness and 
kurtosis values as only two items are identified as slightly further from the 
required threshold. The overall data screening process resulted in 24 unusable 
data, leaving 222 usable data to be analyzed further in factor analysis. 

4.2 Demographic Profile 
The respondents' demographic and hotel booking behavior profile, shown in 
Table 1, explains that female respondents prevail in the current study, 
accounting for 66.2%, while the remaining 33.8% are male. Students are the 
majority of the respondents' job profiles, accounting for 51.8%, followed by 
employees and civil servants with 34.7% and 6.3%, respectively. Out of 222 
respondents, the majority of respondents use Mobile Apps to access the OTA 
for information search (85.1%) and hotel booking (77.0%). 
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Table 1. Respondent Demographic Profile and Hotel Booking Behavior 

No Category Sub-Category Frequencies % 

1. Year of Birth 
20-24 150 67.6 

25-29 49 22.1 

  30-34 13 5.9 

  35-39 10 4.5 

     

2. Gender 
Male 75 33.8 

Female 147 66.2 

     

3. Job 

Student 115 51.8 

Civil Servant 14 6.3 

Employee 77 34.7 

Freelance 11 5.0 

Others 5 2.3 

     

4 
Media for Information 

Search via OTA 

Mobile App 189 85.1 

Website 33 14.9 

     

5 
Hotel Booking 

Experience via OTA 

Yes 200 90.1 

No 22 9.9 

     

6 
Media for Hotel 

Booking via OTA 

Mobile App 171 77.0 

Website 29 13.1 

  Not applicable 22 9.9 

4.3 Factor Analysis 
As a measure of construct validity, factor analysis was conducted to test 
whether the variable operationalizations measure the constructs (Kang, 2013). 
The factor analysis was performed using SPSS version 25 using the data set 
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that had been screened. The result shows that the data used in this research 
has a KMO value of 0.878, indicating overall sampling adequacy. Bartlett's 
test of Sphericity was conducted concurrently, and the value of Chi-square 
was 2426.055 at p<0.001, supporting the notion that the correlation matrix 
diverges significantly from the identity matrix. 

Owing to the results above, running factor analysis is appropriate. The results 
of the principal components analysis show that item BookInt_1 has factor 
loading less than 0.5, and item Trust_2.3 has cross-loadings which depict that 
the item has not achieved discriminant validity [51]. A further model 
modification was conducted to accomplish both construct and discriminant 
validity. As shown in the appendix, Item Price_2, Trust_2.3, and BookInt_1 
were removed, which allows all items to have factor loadings of more than 
0.5, indicating that the model has achieved construct validity [51]. 
Furthermore, the modified model has no cross-loadings, which explains that 
each construct is distinct from others. Hence, the model has achieved 
discriminant validity. 

The result of factor analysis indicates second-order factors, as shown in the 
appendix. OnRev_A emphasizes evaluating reviewer expertise, the review's 
usefulness, and the review's update. Furthermore, OnRev_B evaluates review 
quantity, valence, and comprehensiveness. In addition, the current study also 
suggests that trust items developed into second-order factors where 
competence and predictability trust were analyzed concurrently into 
Trust_ComPre while relationship trust was analyzed separately. Competence 
trust and predictability trust similarly represent trust. In this study, user-
friendly media, information accuracy, and payment feature efficiency are 
items of competence trust, and payment feature and personal information 
safety are items of predictability trust. Coordination between OTA and the 
hotel, OTA's responsibility for problems associated with consumers' hotel 
reservation issues, and consumers' trust in hotel reservation service at Online 
Travel Agencies are the items for relationship trust. 

4.4 Reliability 
The current study utilized Cronbach's alpha for the reliability analysis. As a 
result of factor Analysis, second-order factors were discovered. OnRev_5, 
OnRev_6, Trust_Compre, and Trust_Relation are constructs derived from 
correlations among Online Review and Trust items as primary variables. The 
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appendix shows low Cronbach's alpha values are still present for OnRev_A 
and BookInt. Despite their less reliable results, the researchers decided to 
keep them in the model because they are still usable according to the 
reliability threshold mentioned above by George and Mallery [53]. 

4.5 Confirmatory Factor Analysis 
Data validity was examined using confirmatory factor analysis (CFA) with 
maximum likelihood estimation. Table 2 indicates that some fit indices from 
the initial model do not meet the minimum threshold value to justify the 
goodness of model fit. Hence, the current study applied error covariance to 
improve measurement model fit based on the value of modification indices 
[57]. 

The modified model fit shows the value of χ2/df is satisfactory with 1.369. 
As a measure of an incremental fit index, the TLI value has increased to 0.949, 
indicating marginal fit. CFI and GFI values are 0.959 and 0.907, respectively, 
demonstrating favorable results for the goodness-of-fit index. The RMSEA 
value indicates a good fit with 0.041 as a measure of a badness-of-fit index, 
respectively. 

All constructs have achieved a good model fit, albeit with an index with the 
marginal fit. It is important to note that the measurement model has 
significant samples and measurement items; hence, strict standards on key 
goodness-of-fit measures are far-fetched [51]. Subsequently, the current study 
implemented hypothesis testing using the modified measurement model. 

Table 2. Confirmatory Factor Analysis for Measurement Model 
Fit Indices Cut-Off 

Valuea 
Initial Modified Conclusion 

CMIN/DF ≤2.00 1.711 1.369 Fit 

TLI ≥0.95 
0.902 

0.949 
Marginal 

Fit 
CFI ≥0.95 0.918 0.959 Fit 
GFI ≥0.90 0.880 0.907 Fit 
RMSEA ≤0.08 0.057 0.041 Fit 

Note: a [51] 
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4.6 Testing Structural Model 
After testing the measurement model, the following stage tests the 
relationship between designated variables: online review, price, trust, and 
booking intention. Figure 2 depicts the hypothesized research model. Before 
analyzing the results, another assessment of model fit presents an overall fit 
of the casual model. The value of χ2/df is favorable with 1.444. As a measure 
of an incremental fit index, the TLI value of 0.939 indicates marginal fit. A 
CFI value of 0.949 and a GFI value of 0.900 show a satisfactory result for the 
goodness-of-fit index. The RMSEA value of 0.045 shows good results for 
absolute fit and badness-of-fit indices. As a result, the current study continues 
to apply the structural model for further analysis. 

 
 

Figure 2. Structural model 

Table 3 indicates that trust significantly influences booking intention; 
therefore, hypothesis H1 is accepted. As for the relationship between online 
reviews and booking intention, the path coefficient and p-value indicate an 
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insignificant direct positive relationship, resulting in the rejection of 
hypothesis H2a. The positive direct impact of online reviews to trust is 
significantly proven, meaning that hypothesis H2b is accepted. The 
significant negative direct relationship between price and booking intention 
implies the acceptance of hypothesis H3a. Finally, the positive direct 
relationship between price and trust is significantly proven; thus, hypothesis 
H3b is accepted. 

Table 3. Estimation Results 

Relationships Direct Effect S.E. C.R. p-value 

Trust ß  Price 0.330 0.239 3.331 <0.001s 

Trust ß  OnRev 0.445 0.176 3.470 <0.001s 

BookInt ß  Trust 0.786 0.060 6.113 <0.001s 

BookInt ß  OnRev 0.199 0.087 1.459 0.145ns 

BookInt ß  Price -0.346 0.119 -3.260 0.001s 
Note: s, significant at p<05. ns, not significant at p<.05 

Table 4 indicates the bootstrap results of mediation analysis which show a 
significant mediation effect of trust in the positive direct relationship between 
online reviews and booking intention. Therefore, hypothesis H2c is accepted. 
In addition, the mediation effect of trust in the negative relationship between 
price and booking intention is significantly supported; hence, hypothesis H3c 
is accepted. 

Table 4. The Results of Testing Mediation Effect 

Hypothesis Indirect Effect p-value Conclusion 

OnRev --> Trust --> BookInt 0.349 0.001s Full Mediation 

Price --> Trust --> BookInt 0.260 0.012s Partial Mediation 
Note: s, significant at p<05. ns, not significant at p<.05 

4.7 Discussion 
The finding indicates that trust significantly impacts booking intention. As 
the majority of respondents in this research have booked a hotel through 
Online Travel Agencies, this result is plausible as their sense of trust towards 
both Online Travel Agencies is most likely developed from their personal 
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experience. Positive experience in some respects, such as ease of use, 
information reliability, transaction efficiency, and security, results in trust 
formation. The increased trust significantly influences their future booking 
intention. 

Online reviews help prospective consumers keep the probability of risking 
unfavorable booking intentions at a minimum [34]. Online review acts as a 
source of information for respondents before product/service evaluation, and 
respondents utilize online review in the information search stage rather than 
product/service evaluation. Therefore, an online review does not immediately 
influence booking intention. A variable must be required to intervene/mediate 
the relationship between the online review and booking intention. 

The current study verifies that online reviews significantly influence trust. 
This finding is in line with the study from Kusumasondjaja et al. [38], which 
suggests that the credibility and quality of online reviews impact consumers' 
initial trust in hotel services. An online review allows first-time consumers to 
evaluate the intangible nature of online hotel reservations. Albeit having no 
direct impact on booking intention, the result of this study indicates online 
review holds a positive indirect effect on booking intention through trust as a 
mediating variable. This result aligns with Danish et al. [40], suggesting that 
trust mediates the relationship between positive and volume reviews and 
booking intention. Trust plays a critical role in fully mediating favorable 
online review into booking intention, and Online review is not sufficient to 
stand alone in forming booking intention. 

Price significantly influences booking intention. This situation might occur 
when respondents consider the price-quality ratio acceptable and assume they 
need to make a hotel booking shortly. The price-quality ratio indicates that 
consumers consider the trade-off between the service quality they want to 
receive and the associated financial cost. Moreover, price encourages 
respondents to directly intend to book hotel service as they perceive a better 
relative price of OTA offer than others. Relative price is the quoted prices 
compared to competitors [43]. In this sense, a better relative price might occur 
due to special offers, discounts, vouchers, and many other benefits that may 
provide financial gain for consumers. 

The positive effect of price on trust follows Hart and Johnson [24], suggesting 
consumers might develop trust when they can get more benefits from a given 
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product price. Moreover, the mediation test shows that trust partially mediates 
the positive relationship between price and booking intention. The result 
implies that when consumers trust that the room rates offered are fair, reliable, 
and relatively more beneficial than other competitors, they intend to book 
hotel service through an OTA. However, the partial mediation effect of trust 
indicates that respondents might only utilize price when they make a hotel 
booking intention given time constraints and their previous positive 
experience using OTA. 

4.8 Conclusion 
Trust is essential in mediating online reviews and prices on hotel booking 
intention. Trust mediates the relationship between the online review and hotel 
booking intention via OTA, indicating that respondents posit online review in 
the information search stage and process within a sequence of consumer 
decision-making processes. There is a need for further evaluation (i.e., trust) 
to validate the role of online review on hotel booking intention via OTA. 
Furthermore, the position of trust to mediate price and hotel booking intention 
is partial. This result indicates that in a particular situation (i.e., respondent 
already had previous experience using OTA to book a hotel), the price can act 
as a stand-alone variable that can directly influence hotel booking intention.  

Online review and price are significant antecedents of trust that indicate that 
both variables are relevant in forming trust as a mediating variable. However, 
the direct effect of both variables differs in hotel booking intention. The only 
price directly influences booking intention given the assumption that previous 
use experience of OTA to book hotel had been satisfactory. Price becomes a 
shortcut to increase the value for future purchases. Meanwhile, an online 
review is one source of information that respondents utilize to form trust. 
Respondents create trust based on an online review, influencing hotel booking 
intention. Online review is basically within the domain of information 
acquisition and processing. Online review does not necessarily affect booking 
intention because it is among various variables considered by respondents 
when evaluating service offers (i.e., hotel service). 

4.9 Implications 
This study in the hospitality industry implies that hotel providers need to 
nurture trust through positive online reviews by maintaining actual positive 
experiences, as stated on Online Travel Agencies website. Also, Online 
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Travel Agencies need to facilitate a user-friendly interface and incentive for 
customers to post an online review. In addition, hotel providers may apply 
price tactics to attract customers to book hotels online instead of offline. Hotel 
providers should consider that booking intention may be susceptible to price 
changes; hence, hotel marketers need to apply some essential principles, such 
as keeping the price reliable, beneficial, and relatively fair compared to 
competitors. 

4.10 Limitation and Further Research 
It is important to note that the study's timeline was early in Indonesia's 
Coronavirus disease (COVID-19) pandemic. Consequently, the findings from 
the current study are potentially not applicable during the pandemic. Future 
study needs to replicate the present study after the pandemic to confirm the 
robustness of the proposed research model.   

OnRev_A and booking intention have a low-reliability score though it is still 
acceptable. Therefore, a future study that tests a research model with the same 
constructs should consider different measurement items. Future research may 
also extend the sample size to improve the reliability of both variables. In 
addition, the current study examined the proposed model in the setting of 
Online Travel Agencies in general; therefore, future research can also test the 
model's robustness to a specific OTA. 

5. REFERENCES 

[1] DailySocial.id. (2018). Online Travel Agencies (OTA) Survey 2018 
[Online]. Available: https://dailysocial.id/report/post/online-travel-
agencies-ota-survey-2018. 

[2] E. E. K. Kim, A. S. Mattila, and S. Baloglu, "Effects of gender and 
expertise on consumers' motivation to read online hotel reviews." 
Cornell Hospitality Quarterly, Vol.52, No.4, pp. 399–406, 2011. 

[3] A. B. Casado-Díaz, L. M. Pérez-Naranjo, and R. Sellers-Rubio, 
"Aggregate consumer ratings and booking intention: the role of brand 
image." Service Business, Vol.11, No.3, pp. 543–562, 2017. 

[4] Q. Ye, R. Law, B. Gu, and W. Chen, "The influence of user-generated 
content on traveler behavior: An empirical investigation on the effects 
of e-word-of-mouth to hotel online bookings." Computers in Human 



Gabriella and Albert  177 

Behavior, Vol.27, No.2, pp. 634–639, 2011. 
[5] L. W. Lee, "Advice from creative consumers: a study of online hotel 

reviews." International Journal of Technology Marketing, Vol.9, No.1, 
pp. 53, 2013. 

[6] A. G. Mauri and R. Minazzi, "Web reviews influence on expectations 
and purchasing intentions of hotel potential customers." International 
Journal of Hospitality Management, Vol.34, No.1, pp. 99–107, 2013. 

[7] S. A. W. Putra and S. V. Riorini, “Pengaruh Online Reviews Terhadap 
Online Hotel Booking Intentions Pada Online Travel Agent Lokal.” in 
Proc. Seminar Nasional Cendekiawan, 2016, pp. 27.1-27.11. 

[8] D. I. Angkiriwang, K. C. Susanto, and S. Thio, “Pengaruh Ulasan 
Online Di Tripadvisor Terhadap Minat Menginap Generasi Milenial Di 
Surabaya.” Jurnal Hospitality dan Manajemen Jasa, Vol.6, No.2, pp. 
452–468, 2018. 

[9] L. J. Liang, H. C. Choi, and M. Joppe, "Understanding repurchase 
intention of Airbnb consumers: perceived authenticity, electronic word-
of-mouth, and price sensitivity." Journal of Travel & Tourism 
Marketing, Vol.35, No.1, pp. 73–89, 2017. 

[10] T. Loanata and K. G. Tileng, “Pengaruh Trust dan Perceived Risk pada 
Intention To Use Menggunakan Technology Acceptance Model (Studi 
Kasus Pada Situs E-Commerce Traveloka).” Jurnal Informatika dan 
Sistem Informasi, Vol.2, No.1, pp. 64–73, 2016. 

[11] E. N. Waworuntu, A. J. Halim, and S. Wijaya, “Analisa Pengaruh 
Kualitas Website dan Electronic Word of Mouth Terhadap Reservasi 
Hotel Online: Persepsi Resiko dan Minat Beli Online Sebagai Variabel 
Mediator.” Jurnal Hospitality dan Manajemen Jasa, Vol.4, No.2, pp. 
71–72, 2016. 

[12] R. Law and R. Wong, "Analysing Room Rates and Terms and 
Conditions for the Online Booking of Hotel Rooms." Asia Pacific 
Journal of Tourism Research, Vol.15, No.1, pp. 43–56, 2010. 

[13] A. Cezar and H. Ögüt, "Analyzing conversion rates in online hotel 
booking: the role of customer reviews, recommendations and rank order 
in search listings." International Journal of Contemporary Hospitality 
Management, Vol.28, No.2, pp. 286–304, 2016. 

[14] B. M. Noone and K. A. McGuire, "Effects of Price and User-Generated 
Content on Consumers' Prepurchase Evaluations of Variably Priced 
Services." Journal of Hospitality & Tourism Research, Vol.38, No.4, pp. 



178                        International Journal of Electronic Commerce Studies 

562–581, 2014. 
[15] B. M. Noone and S. K. A. Robson, "Understanding Consumers' 

Inferences from Price and Nonprice Information in the Online Lodging 
Purchase Decision." Service Science, Vol.8, No.2, pp. 108–123, 2016. 

[16] S. Jotopurnomo, S. Laurensia, and H. Semuel, “Pengaruh Harga, Brand 
Image, Dan Electronic Word of Mouth Terhadap Minat Beli Reservasi 
Hotel Secara Online.” Jurnal Hospitality dan Manajemen Jasa, Vol.3, 
No.1, pp. 341–353, 2015. 

[17] D. M. Widiansah, “Analisis faktor-faktor Yang Mempengaruhi Niat 
Reservasi Hotel Secara Online,” Doctoral Dissertation, Dept. Manage. 
Gadjah Mada Univ., Yogyakarta, Indonesia, 2015. 

[18] L. A. Book, S. Tanford, R. Montgomery, and C. Love, "Online Traveler 
Reviews as Social Influence: Price Is No Longer King." Journal of 
Hospitality & Tourism Research, Vol.42, No.3, pp. 445–475, 2018. 

[19] I. Ajzen, "The Theory of Planned Behavior." Organizational Behavior 
and Human Decision Processes, Vol.50, No.2, pp. 179–211, 1991. 

[20] P. A. Pavlou, "Consumer Acceptance of Electronic Commerce: 
Integrating Trust and Risk with the Technology Acceptance Model." 
International Journal of Electronic Commerce, Vol.7, No.3, pp. 101–
134, 2003. 

[21] C.-M. Chiu, E. T. G. Wang, Y.-H. Fang, and H.-Y. Huang, 
"Understanding customers' repeat purchase intentions in B2C e-
commerce: the roles of utilitarian value, hedonic value and perceived 
risk." Information Systems Journal, Vol.24, No.1, pp. 85-114, 2012. 

[22] A. Emir et al., "Factors Influencing Online Hotel Booking Intention : A 
Conceptual Framework from Stimulus-Organism-Response 
Perspective." International Academic Research Journal of Business 
and Technology, Vol.2, No.2, pp. 129–134, 2016. 

[23] M. P. Halim, “Kajian Indikator Kepercayaan Konsumen akan Online 
Review pada Proses Keputusan Booking Hotel secara Online.” Jurnal 
Akademika, Vol.13, No.1, pp. 28–33, 2016. 

[24] C. Hart and M. Johnson, "Growing the Trust Relationship." Marketing 
Management, Vol.8, No.1, pp. 9-19, 1999. 

[25] B. A. Sparks and V. Browning, "The impact of online reviews on hotel 
booking intentions and perception of trust." Tourism Management, 
Vol.32, No.6, pp. 1310–1323, 2011. 

[26] P. Ratnasingam, "Customer's Trust Indicators in the Online Hotel 



Gabriella and Albert  179 

Booking Decision." International Journal of Business, Humanities and 
Technology, Vol.2, No.2, pp. 192–198, 2012. 

[27] C. C. Chang, "What Otaku consumers care about: The factors 
influential to online purchase intention." in Proc. AIP Conf., 2013, pp. 
450–454. 

[28] S. Y. Kim, J. U. Kim, and S. C. Park, "The Effects of Perceived Value, 
Website Trust and Hotel Trust on Online Hotel Booking Intention." 
Sustainability, Vol.9, No.12, pp. 1–14, 2017. 

[29] M. Kozak and A. Decrop, Handbook of Tourist Behavior, 1st ed. 
Routledge, 2009. 

[30] K. Marcevova, "Group Influences on Individual Holiday Decision-
Making and Behaviour: A Study of Group Dynamics in Tourist Parties 
of Young People," PhD Dissertation, Dept. Bus., Univ. of Exeter, 
England, 2011. 

[31] L. Mccarthy, D. Stock, and R. Verma, "How Travelers Use Online and 
Social Media Channels to Make Hotel-choice Decisions Part of the 
Hospitality Administration and Management Commons," Cornell Univ., 
New York, Cornell Hosp. Rep. 10(18), 2010. 

[32] C. A. Baltescu, "Are Online Guest Reviews Useful? Implications for 
the Hotel Management," in Ann. Univ. Apulensis-Series Oeconomica, 
2016. 

[33] I. Blal and M. C. Sturman, "The Differential Effects of the Quality and 
Quantity of Online Reviews on Hotel Room Sales." Cornell Hospitality 
Quarterly, Vol.55, No.4, pp. 365–375, 2014. 

[34] P. De Maeyer, "Impact of online consumer reviews on sales and price 
strategies: A review and directions for future research." Journal of 
Product & Brand Management, Vol.21, No.2, pp. 132–139, 2012. 

[35] X. Zhao, L. Wang, X. Guo, and R. Law, "The influence of online 
reviews to online hotel booking intentions." International Journal of 
Contemporary Hospitality Management, Vol.27, No.6, 2015. 

[36] N. Purnawirawan, P. De Pelsmacker, and N. Dens, "Balance and 
Sequence in Online Reviews: How Perceived Usefulness Affects 
Attitudes and Intentions." Journal of Interactive Marketing, Vol.26, 
No.4, pp. 244–255, 2012. 

[37] L. V. Casaló, C. Flavián, M. Guinalíu, and Y. Ekinci, "Avoiding the dark 
side of positive online consumer reviews: Enhancing reviews' 
usefulness for high risk-averse travelers." Journal of Business Research, 



180                        International Journal of Electronic Commerce Studies 

Vol.68, No.9, pp. 1829–1835, 2015. 
[38] S. Kusumasondjaja, T. Shanka, and C. Marchegiani, "Credibility of 

online reviews and initial online trust in hotel services: the roles of 
similarity and review quality," in Proc. of Australian and New Zealand 
Marketing Academy Conf., 2011, pp. 1–11. 

[39] B. A. Sparks, H. E. Perkins, and R. Buckley, "Online travel reviews as 
persuasive communication: The effects of content type, source, and 
certification logos on consumer behavior." Tourism Management, 
Vol.39, pp. 1–9, 2013. 

[40] R. Q. Danish, S. Hafeez, H. Fawad Ali, R. Shahid, and K. Nadeem, 
"Impact of Online Consumer Reviews on Hotel Booking Intentions: 
The Case of Pakistan." European Scientific Journal, Vol.15, No.7, pp. 
144–159, 2019. 

[41] P. Kotler and G. Armstrong, Principles of Marketing, 15th ed. London: 
Pearson Education, 2014. 

[42] J. Pelegrín-Borondo, M. Arias-Oliva, and C. Olarte-Pascual, "Emotions, 
price and quality expectations in hotel services." Journal of Vacation 
Marketing, Vol.23, No.4, pp. 322–338, 2017. 

[43] K. Matzler, A. Würtele, and B. Renzl, "Dimensions of price satisfaction: 
A study in the retail banking industry." International Journal of Bank 
Marketing, Vol.24, No.4, pp. 216–231, 2006. 

[44] G. Viglia, R. Furlan, and A. Ladrón-de-Guevara, “Please, talk about it! 
When hotel popularity boosts preferences." International Journal of 
Hospitality Management, Vol.42, pp. 155–164, 2014. 

[45] D. P. Sari, “Pengaruh Iklan, Harga, dan E-Service Quality Terhadap 
Repurchase Intention pada Pengguna Online Travel Agent Traveloka,” 
Thesis, Dept. Econ. Bus., UIN Syarif Hidayatullah, Jakarta, Indonesia, 
2016. 

[46] M. Nieto-García, P. A. Muñoz-Gallego, and Ó. González-Benito, 
"Tourists' willingness to pay for an accommodation: The effect of 
eWOM and internal reference price." International Journal of 
Hospitality Management, Vol.62, pp. 67–77, 2017. 

[47] C. F. Chiang and S. S. Jang, "The effects of perceived price and brand 
image on value and purchase intention: Leisure travelers' attitudes 
toward online hotel booking." Journal of Hospitality Leisure Marketing, 
Vol.15, No.3, pp. 49–69, 2007. 

[48] R. El Haddad, R. Hallak, and G. Assaker, "Price fairness perceptions 



Gabriella and Albert  181 

and hotel customers' behavioral intentions." Journal of Vacation 
Marketing, Vol.21, No.3, pp. 262–276, 2015. 

[49] M. E. Andrés-Martínez, M. Á. Gómez-Borja, and J. A. Mondéjar-
Jiménez, "A model to evaluate the effects of price fairness perception 
in online hotel booking." Electronic Commerce Research, Vol.14, No.2, 
pp. 171–187, 2014. 

[50] R. E. Schumacker and R. G. Lomax, A Beginner's Guide to Structural 
Equation Modeling, 3rd ed. Routledge, 2010. 

[51] J. F. Hair, W. C. Black, B. J. Babin, and R. E. Anderson, Multivariate 
Data Analysis, 7th ed. Pearson Education Limited, 2014. 

[52] A. Field, Discovering Statistics Using SPSS, 3rd ed. SAGE 
Publications Ltd, 2009. 

[53] D. George and P. Mallery, IBM SPSS Statistics 23 Step by Step: A 
Simple Guide and Reference, 14th ed. Routledge, 2016. 

[54] M. Khosrow-Pour, Encyclopedia of Information Science and 
Technology, 3rd ed. IGI Global, 2014. 

[55] W. Wipulanusat, K. Panuwatwanich, and R. A. Stewart, "Workplace 
Innovation: Exploratory and Confirmatory Factor Analysis for 
Construct Validation." Management and Production Engineering 
Review, Vol.8, No.2, pp. 57–68, 2017. 

[56] K. G. Joreskog, "Structural analysis of covariance and correlation 
matrices." Psychometrika, Vol.43, No.4, pp. 443-477, 1978. 

[57] F. M. Yahya, “Pengaruh Brand Image, Percieved Price, Trust dan Value 
Terhadap Purchase Intentions Pada Pelanggan Online Hotel Booking,” 
Thesis, IAIN Surakarta, Indonesia, 2018. 

[58] A. B. Casado-dıaz, L. M. Perez-Naranjo, and R. Sellers-rubio, 
“Aggregate Consumer Ratings and Booking Intention: The Role of 
Brand Image.” Service Business, Vol.11, No.3, pp. 543–562, 2017. 

 

 

 

 



182                        International Journal of Electronic Commerce Studies 

APPENDIX: Factor Analysis 

Factor LF1 LF 2 LF3 LF4 LF5 LF6 
Cronbach's 

α 

Factor 1 – Online Review  
OnRev_A       .639 

• OnRev_1 – Review 
usefulness.  

    .571   

• OnRev_2 – Reviewer 
expertise 

    .772   

• OnRev_3 – Review update     .736   
OnRev_B       .705 

• OnRev_4 – Review quantity   .559     

• OnRev_5 – Positive valence 
of review 

  .758     

• OnRev_6 – Negative valence 
of review 

  .701     

• OnRev_7 - 
Comprehensiveness of review 

  .702     

        
Factor 2 - Price .786 

• Price_1 – Price fairness  .579      

• Price_3 – Price-quality ratio  .751      

• Price_4 – Price confidence  .700      

• Price_5 – Relative price   .771      

• Price_6 – Price reliability  .629      
Factor 3 - Trust  
Trust_ComPre .818 

• Trust_1.1 – The platform is 
user-friendly.  

.683       

• Trust_1.2 – Information 
accuracy.  

.605       
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Factor LF1 LF 2 LF3 LF4 LF5 LF6 
Cronbach's 

α 

• Trust_1.3 – Efficient 
transaction cost  

.773       

• Trust_2.1 – Secure payment 
transaction.  

.803       

• Trust_2.2 – Secure personal 
data.  

.590       

 
Trust_Relation 

.809 

• Trust_3.1 – Good 
coordination between OTA 
and hotel.  

   .734    

• Trust_3.2 – Responsible to 
fix any issue regarding 
reservation service. 

   .824    

• Trust_3.3 – Trust on hotel 
reservation service.  

   .660    

Factor 4 – BookInt .574 

• BookInt_2 – Hotel booking 
intention in 2020. 

     .617  

• BookInt_3 – Hotel booking 
intention in near future 

     .896  

LF=loading factor 
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