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 Internet development has enormously influenced the world economy. Various offline buying and 
selling transactions, have now shifted into online transactions known as e-commerce. The online 
booking system was designed to ease customers on making rooms booking 24 hours a day. Online 
booking feature makes consumers able to access some key information, including hotel facilities, 
prices, reviews, which can be used as their deliberation on decision making and holiday planning. 
Traveloka as one of unicorn startup companies in Indonesia has contributes a significant impact 
on the acceleration of the online travel ecosystem growth rate, especially for the domestic market. 
There are many factors that must be examined in finding information, placing orders, and pur-
chasing online. Therefore, this research is focused on analyzing online booking behavior. This 
study aims to determine the influence between variables based on Theory of Planned Behavior, 
which consists of attitude toward the online booking behavior, subjective norm, perceived behav-
ioral control, online booking intention and online booking behavior at Traveloka. Data was col-
lected from 133 respondents of domestic tourists who have made online bookings at Traveloka. 
Data were analyzed using Partial Least Square (PLS) statistics with the Smart PLS 3.0 M3 pro-
gram to determine the complexity of the relationship between latent variables and their indicators. 
The results of this study indicate that attitude toward the behavior and subjective norms have a 
positive and significant effect on online booking intention. Meanwhile, perceived behavioral con-
trol has no significant effect on online booking intention. Another finding is that online booking 
intention and perceived behavioral control are known to have a positive and significant effect on 
online booking behavior. Traveloka management and marketers are also expected to be able to 
use the results of this research to evaluate and take corrective action on aspects that are deemed 
inadequate and manage the ease of use of the application to increase online booking intentions 
through the Traveloka application.  
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1. Introduction 
 
The internet revolution in Information and Communication Technology (ICT) has had profound implications for the tourism 
industry. The internet allows tourists to access accurate, reliable information, shortens booking times and reduces costs in 
transactions with conventional methods. Based on the report “e-Conomy SEA 2018” released by Google and Temasek, it is 
known that the number of internet users in Indonesia, Malaysia, the Philippines, Singapore, Thailand and Vietnam has reached 
more than 350 million. This number is 90 million higher when compared to the number of internet users in 2015. The report 
also reveals that the digital economy growth in Indonesia is the biggest and the fastest in 2018, the volume of transactions has 
exceeded 27 billion US dollars and will continue to grow to 100. billion US dollars in 2025 (Google and Temasek, 2018). 
This development creates "new" tourists, who are aware of the value of their money and time. The internet has become an 
effective means of conducting market research and offers a safe process for customers to place orders and pay for products in 
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various time zones (Kotler and Keller, 2009: 324). Pabalkar (2014) mentions that one of the greatest benefits of online shop-
ping is that this service is available 24 hours a day. Gu & Wu (2019) stated that online shopping has grown exponentially in 
the last five years. Chen et.al (2017) stated that in recent years, the internet has become the dominant distribution channel for 
hospitality products and services. Many hotels are aware of this trend and provide access to secure online reservation systems 
(Lien et.al, 2015). The hotel online booking system was created to make it easier for consumers to book rooms 24 hours a 
day. Apart from going through the hotel website, online booking services are also offered through Online Travel Agents 
(OTA's). With the availability of the online booking feature, consumers can access hotel information in detail and more trans-
parently, besides that, consumers can also see reviews which can be used as their consideration in choosing hotels and planning 
holidays. Through this service, consumers can also search for room rates and room availability at the same time. The booking 
trend from traditional channels, has shifted to online booking. Prospective hotel guests or business guests both abroad and 
domestically assess Online Travel Agents as providing an online booking platform that is effective, efficient, and reliable. 
Online Travel Agents not only make the booking process easier, but also offer various services such as tour packages, car 
rental and tour guides (Turban, 2015). PhoCusWright's White Paper “Online Travel Agencies: More Than a Distribution 
Channel” report states that online travel agencies play a vital role in the distribution of the travel sector. The amount of gross 
bookings exceeded 150 billion US dollars in 2013, while in 2014 it represented 38% of the global market. This is in line with 
the “e-Conomy SEA 2018” report released by Google and Temasek which reveals that online travel provides the largest and 
most stable contribution to the digital economy sector in Southeast Asia. The gross booking contribution reached US $ 30 
billion in 2018, experiencing a consistent increase of 15% annually in the 2015-2018 period. This achievement is influenced 
by increased consumer confidence in Online Travel Agents business agencies such as Agoda, Booking, Expedia and Trave-
loka, which offer a variety of flight options, hotels, lodging houses and other travel services. The “Year in Search: Insight for 
Brands” report released by Google, reveals that Indonesia is the largest and fastest growing online travel market in Southeast 
Asia. It has grown from US $ 5 billion in 2015 to US $ 10 billion in 2019 and is predicted to reach US $ 25 billion in 2025. 
The significant development of Traveloka as an Indonesian online travel agent unicorn plays an important role in accelerating 
the growth rate of the online travel ecosystem, especially for the domestic market with an annual compound growth rate of 
20%. Traveloka's expansion in the Thai and Vietnamese markets has also contributed to the speed of growth in Southeast 
Asia. In the Siteminder report, which is one of the leading hotel channel management platforms, it is stated that Traveloka is 
the top 5 contributors to the top hotel booking revenue in 2019 in Indonesia. Research on the 2019 Indonesia Millennial 
Report, released by the IDN Research Institute, also states that the majority of millennials in Indonesia use the Traveloka 
application to make hotel bookings.  

Popularities Online Travel Agents has received an important attention in recent years, but currently the literature and research 
related to online booking behavior is still limited. The limitations of literature that focus on discussing the development of 
online booking in Indonesia were also pointed out by Rosyidi (2018) in his research. Juniarti & Priatnah (2018) state that 
there are quite a lot of Traveloka users in 2018, but it is not known how far the information system available at Traveloka can 
meet the needs of the Indonesian people. To respond to the empirical phenomenon of the development of Online Travel 
Agents in Indonesia, this research will focus on online booking behavior at Traveloka using the Theory of Planned Behavior 
(TPB) application model. Gelderen et al. (2008) revealed a more detailed and consistent theoretical specification of TPB, 
many studies have been tested using TPB in various fields. Several studies have used TPB as a basis for examining online 
purchasing behavior (Athiyaman, 2002; Gopi & Ramayah, 2007; Laohapensang, 2009; Sentosa & Mat, 2012; Mao & Lyu, 
2017; Lien et.al, 2015; Gu & Wu, 2019). Rosyidi (2018) states that although the development of Online Travel Agencies 
(OTA) has received important attention in recent years, there is very little research that discusses the development of this 
service in Indonesia. 

2. Literature review 
 
2.1 Theory of Planned Behavior (TPB) 
 

Theory of Planned Behavior (TPB) is a further development of The Theory of Reasoned Action (TRA) which was developed 
by Ajzen & Fishbein in 1975. Ajzen (2005) stated that TPB begins by looking at the intention to behave as the closest ante-
cedent of a behavior. It is believed that the stronger a person's intention to display a certain behavior, the more successful he 
is to do it. Intention is a function of beliefs and / or important information about the tendency that displaying a certain behavior 
will lead to a specific result. Based on this theory, a person's intention to behave is influenced by three factors, namely: attitude 
towards the behavior, subjective norms, perceived behavioral control. Attitude is the first antecedent of behavioral intentions. 
Attitude is a positive or negative belief to display a certain behavior. Gu & Wu (2019) mention indicators to measure attitudes 
towards online purchase intentions, namely efficiency, saving time, being able to visit several sites at the same time, access 
to product information, product delivery, online shopping experience and the intention to go online again. George's (2004) 
research uses two sets of beliefs to measure attitudes towards buying via the internet, namely internet trustworthiness beliefs 
and unauthorized use beliefs. Subjective norms, the second determinant of intentions in TPB are assumed to be a function of 
beliefs that specifically a person agrees and disagrees with presenting a behavior. The individuals and groups above are called 
referents. Laohapensang (2009) states that the subjective norm is a belief about normative expectations from family, friends, 
and superiors. The significant effect of subjective norms on intention to behave was found in the research of Gu & Wu (2019). 
Likewise, Mao & Lyu (2017) found that subjective norms have a positive and significant effect on intention to book Airbnb. 
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Ajzen (2005) defines perceived behavioral control (PBC) as a feeling of self-efficacy or a person's ability to show desired 
behavior. PBC is determined by two components. The first is control belief, which is an individual's belief about the presence 
of control which functions as a support or barrier to an individual's behavior. The second component is perceived power, 
which is the individual's perception of how strong the control is to influence himself in behavior. 

2.2 Intention 
 
The harder a person's intention to engage in a behavior, the greater the tendency for him to perform the behavior (Ajzen, 
1991). Gupta & Duggal (2020) in their research also stated that the intentions of users of online food delivery applications 
such as the intention to reuse and WOM are defined as "part of behavior". George (2002), Ajzen (2005), Sentosa & Nik Mat 
(2012) found that intention has a positive and significant influence on internet purchasing behavior. 

2.3 Behavior 
 
Kotler & Keller (2009) in their book states that consumer purchasing behavior is influenced by cultural, social, and personal 
factors. The harder a person tries or how much effort is made to display a behavior, the greater the tendency for him to do the 
behavior (Ajzen, 1991). 
 
3. Hypotheses and Research Conceptual Frameworks 
 
The conceptual framework of this research is shown in the following figure: 
 

 
Fig. 1. Research Concept Framework 

 
Based on the theoretical concepts and empirical findings that have been presented, the research hypothesis is formulated as 
follows: 

 
3.1. The influence of attitude toward the online booking behavior on the intention to make online bookings 
 
Attitude by Ajzen (2005) is defined as a disposition or tendency to respond to things that are evaluative, liked, or disliked 
towards objects of people, institutions, or events. Attitudes towards behavior are determined by evaluation of the consequences 
of behavior and how strongly these consequences are associated with behavior. Research conducted by Dharmesti et al. (2019) 
found that there was a positive relationship between attitude towards online shopping and online purchase intentions for 
Australian and American millennials. Research results from Mao & Lyu (2017), Gu & Wu (2019) also found that attitude 
toward online shopping behavior has a significant effect on online shopping behavior intention. On the other hand, Laohapen-
sang (2009) stated that attitude towards internet shopping statistically does not have a significant effect on online shopping 
intention. Based on these empirical studies, the first hypothesis can be formulated: 
 
H1: Attitude toward the online booking behavior has a positive and significant effect on intention to make online bookings. 
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3.2. The influence of attitude toward the online booking behavior on the intention to make online bookings 
 
Laohapensang (2009) states that the subjective norm is a belief about normative expectations from family, friends and supe-
riors. The significant effect of subjective norms on intention to behave was found in the research of Gu & Wu (2019). Like-
wise, Mao & Lyu (2017) found that subjective norms have a positive and significant effect on intention to book Airbnb. 
However, the opposite results found in the research of Armitage & Conner (2001), it was found that subjective norms are the 
worst predictors that affect intention when compared to attitude and perceived behavioral control. Then the second hypothesis 
tested is: 
 
H2: Subjective norms have a positive and significant effect on the intention to make online bookings. 
 
3.3. The effect of perceived behavioral control on the intention to make online bookings 
 
The results of the meta-analytic review conducted by Armitage and Corner (2001) found that the effect of perceived behavioral 
control on intention to behave was greater than the influence of subjective attitudes and norms. Laohapensang (2009) in his 
research also found that perceived behavioral control is the most important factor influencing internet purchasing behavior in 
Thailand. Research by Gu and Wu (2019) found that when compared to attitude and subjective norms, perceived behavioral 
control has the most significant effect on online purchase intention. However, a contradictory result is found in Mao and Lyu's 
(2017) study which states that perceived behavioral control does not have a significant effect on repurchasing intentions on 
the Airbnb site. The third hypothesis is formulated as follows: 
 
H3: Perceived behavioral control has a positive and significant effect on the intention to make online bookings. 
 
3.4. Effect of intention to make online booking on online booking behavior 
 
The harder a person's intention to engage in a behavior, the greater the tendency for him to actually perform the behavior 
(Ajzen, 1991). Gupta and Duggal (2020) in their research also stated that the intentions of users of online food delivery 
applications such as the intention to reuse and WOM are defined as “part of behavior”. Ajzen (2005), Sentosa & Nik Mat 
(2012), Bhatti (2018) in their research found that intention has a positive and significant effect on internet purchasing behavior. 
The hypothesis being tested is: 
 
H4: Online booking intention has a positive and significant effect on online hotel behavior 
 
3.5. The effect of perceived behavioral control on online booking behavior 
 
Ajzen (1991) suggests that perceived behavioral control can have a direct effect in shaping behavior. A significant relationship 
between perceived behavioral control and the behavior of using information technology was found in the test competing 
models research conducted by Taylor and Todd (1995). Gopi and Ramayah (2007) examined the application of theory of the 
planned behavior in predicting the intention to trade online, it was found that perceived behavioral control had a significant 
effect on actual usage. Based on this research, the fifth hypothesis can be formulated: 
 
H5: Perceived behavioral control has a positive and significant effect on online hotel booking behavior. 
 
4. Research Methods 
 
This research was conducted at Traveloka and data collection was carried out in January 2021 by taking individual consumer 
subjects. The predictor variables (X) in this study were attitude toward the online booking behavior, subjective norm and 
perceived behavioral control. The response variable is the variable that becomes the result or output because of the input 
variable. The response variable (Y) in this study is online booking intention and online hotel booking behavior. The population 
in this study were consumers of online travel sites and applications, Traveloka. The sample determination in this study is non-
purposive sampling, so that there are questions that function as filters at the beginning of the questionnaire. The characteristics 
that are included as sample members are consumers who have made online bookings on the Traveloka website or application. 
The questionnaire consists of five parts: first, a statement to identify attitude, measured by six indicators; second, a statement 
to identify subjective norms, measured by three indicators; third, a statement to identify perceived behavioral control, meas-
ured by four indicators; fourth, a statement to identify intentions, measured by three indicators; fifth, a statement to identify 
booking behavior, measured by three indicators. Statement items are measured using a Likert scale, where 1 strongly disagrees 
and 5 strongly agrees. The validity and reliability of the research instruments were tested. Data analysis in this study used the 
Partial Least Square (PLS) approach. PLS is used to determine the complexity of the relationship between latent variables and 
their indicators. 
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5. Data Analysis 
 
5.1 Responsive Characteristics 
 
The majority of respondents aged 17 to 27 years with a percentage of 51.9 percent, then followed by respondents with an age 
range of 27 to 37 years at 41.4 percent, and respondents with an age range of 47 to 47 years at 6.8 percent. In terms of gender, 
female respondents dominated, namely 69.2 percent, while male respondents were 30.8 percent. Based on their education 
data, the majority of respondents were respondents with the latest education level of Diploma or S1 with a percentage of 88.7 
percent. This was followed by recipients with the last S2 education level, which was 6.8 percent and those with the last high 
school education level having the smallest number, namely 4.5 percent. In terms of online booking destinations at Traveloka, 
the majority of respondents aim for a vacation with a percentage of 90.2 percent, while business and other destinations have 
the same percentage of 3.8 percent and school destinations with the smallest number of 2.3 percent. Based on the area of 
origin of the respondents, the majority came from Bali with a total percentage of 41.4 percent. Then followed by Surabaya at 
24.1 percent, Jakarta at 19.5 percent, Bandung 3 percent and other regions at 12 percent. 

 
5.2  Descriptive analysis of variables 
 
Descriptive analysis was carried out to determine the characteristics and responses of respondents to each statement. All 
variables are described using mean values. The scale category for each variable is determined by the range of criteria as 
follows, 
 

1.00 - 1.79 = very low; 1.80 - 2.59 = low; 2.60 - 3.39 = quite high; 3.40 - 4.19 = height; 4.20 - 5.00 = very high 
 

Table 1 
Results of Descriptive Statistical Analysis 

Variable Average value 
Attitude toward the online booking behavior (X1) 4.28 
Subjective Norms (X2) 3.82 
Perceived Behavioral Control (X3) 4.43 
Online Booking Intention (Y1) 4.18 
Online booking behavior (Y2) 3.77 

 
Based on Table 1, it can be seen that all statement items on the purchase intention variable have a Pearson product moment 
correlation coefficient value of more than 0.3, so the statement items in the research instrument are valid and fit for use as a 
research instrument. 
 
5.3.  Data analysis 
 
In quantitative research, data analysis activities are divided into two, namely the activity of describing the data and conducting 
statistical tests (inference). This research uses Smartpls 3.0 software. 
 
5.3.1 Evaluate the outer model for reflective indicators 

5.3.1.1 Convergent validity test 
 
Convergent validity can be seen from the average variance extracted (AVE) value for each variable. 
 
Table 2 
convergent validity test result 

Variable AVE 
Attitude toward the online booking behavior (X1) 0.576 
Subjective Norms (X2) 0.668 
Perceived Behavioral Control (X3) 0.725 
Intention (Y1) 0.783 
Online booking behavior (Y2) 0.747 

 
In this study, the AVE value of all variables listed in Table 2 is above 0.5, which means that the convergent validity require-
ments of all variables are met. The results of this test indicate that all indicators are valid and feasible indicators to measure 
their respective variables. 

 
5.3.1.2 Convergent validity test 
 
 
Table 3 present the results of the convergent reliability.  
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Table 3 
Discriminant Validity 

 
Attitude  

Toward the 
 Behaviour 

Online Booking 
Behavior 

Online Booking 
Intention 

Perceived Behavioral 
Control Subjective Norm 

Attitude Toward the Behaviour  0,759     
Online Booking Behavior 0,696 0,864    
Online Booking Intention 0,739 0,681 0,885   
Perceived Behavioral Control 0,692 0,625 0,618 0,852  
Subjective Norm 0,639 0,579 0,627 0,553 0,817 

 
The results of discriminant validity in table 3 state all cross loading values for each indicator on each variable> than 0.5. Thus 
it can be stated that the data in the study are valid.  

 
5.3.1.3 Composite Reliability 
 
Table 4 
Coef. Composite Reliability dan Cronbach’s Alpha Cronbach's Alpha 

Variable Composite Reliability Cronbach's Alpha 
Attitude Toward the Behavior  0,890 0,852 
Subjective Norm 0,856 0,747 
Perceived Behavioral Control 0,913 0,874 
Online Booking Behavior 0,898 0,829 
Online Booking Intention 0,915 0,861 

 
Composite reliability is a group of indicators that measure a variable having a good composite reliability. Composite Relia-
bility measures the internal consistency, and the value must be above 0.60 and the Cronbach alpha value is greater than 0.70 
based on the Chin method. Table 3 shows that the value of the composite reliability coefficient above is above the criteria, 
namely> 0.70 so that this study has good reliability in each of its variables. 
 
5.3.2 Inner model evaluation 

5.3.2.1 R-square (R2) 
 
Based on Table 5 and Fig. 2, it can be seen that the R-square (R2) value of the online booking intention (Y1) variable is 0.599. 
This value can explain that 59.9% of changes in online booking intention (Y1) are strongly influenced by exogenous variables 
in this study, while 40.1% of changes in the online booking intention (Y1) variable are influenced by variables outside the 
model. Furthermore, the value of the R-square (R2) value of the online booking behavior (Y2) variable is 0.531. This value 
can explain that 53.1% of changes in the online booking behavior variable (Y2) are strongly influenced by exogenous variables 
in this study, while 46.8% of changes in the online booking behavior variable (Y2) are influenced by variables outside the 
model. So that overall, the R-square (R2) value of all variables is more than 0.50 so that it is included in the strong criteria and 
it can be said that the model formed is considered strong enough. 
 
Table 5 
R-square (R2) Value Variable Endogen 

Variable R-Square R-Square Adjusted 
Online Booking Intention (Y1) 0,599 0,590 
Online Booking Behavior (Y2) 0,531 0,523 

 

 
Fig. 2. Algorithm Diagram of SEM-PLS Analysis Results 
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5.3.2.2 Q-square (predictive relevance) 
 
Q-square (predictive relevance) aims to measure how well the observed value generated by the estimation model and its 
parameters. Q-square value> 0 indicates that the model has good predictive relevance. The Q-square (predictive relevance) 
value can be calculated as follows: 
 
Q2 = 1 – (1 – R21) (1 – R22) =  1 – (1 – 0,599) (1 – 0,531) =  1 – (0,401) (0,469) = 1 – (0,1881)  0,8119 or 81,2%   

 
Through the calculation of the Q-square (predictive relevance) the value is above 0 and close to 1, namely 0.8119 or 81.2%, 
which means that the model has a good value. This value shows that 81.2% of changes or variations in the variable online 
booking intention (Y1) and online booking behavior (Y2) have a predictive value or the model deserves to be said to have a 
relevant predictive value. 
 
5.4 Hypotheses Test 
 
The significance of the estimated parameters provides very useful information about the relationship between the research 
variables. The basis used in testing the hypothesis is the value contained in the output path coefficient and the total effects 
which are presented in Table 6 below: 

 
Table 6 
Direct effect test result 

  Original 
Sample (O) 

Sample 
Mean (M) 

Standard Devi-
ation (STDEV) 

T Statistics 
(|O/STDEV|) P Values 

Attitude Toward the Behavior → Online Booking Intention 0.483 0.489 0.110 4.378 0.000 
Subjective Norm → Online Booking Intention 0.232 0.228 0.086 2.704 0.007 
Perceived Behavioral Control → Online Booking Intention 0.156 0.158 0102 1.525 0.128 
Online Booking Intention → Online Booking Behavior 0.477 0.473 0.086 5.564 0.000 
Perceived Behavioral Control → Online Booking Behavior 0.330 0.338 0077 4.271 0.000 

 
Hypothesis testing is done using t-statistics and seeing the p-value. If the t-statistics value ≥ t-table value (1.96) or p-value 
<0.05, then Ho is rejected and the research hypothesis is accepted for each variable which is explained as follows, 
 

1. Attitude toward the behavior towards online booking intention has a t statistics value of 4.378, and a P value of 0.000, 
because P values <0.05 (0.000 <0.05) then the hypothesis is accepted. This shows that there is a positive influence 
between attitude toward the behavior towards online booking intention which can be seen in the path coefficient of 
0.483 which is positive, because the path coefficient value is positive, which means that attitude toward the behavior 
is positive towards online booking intention. This means that the more positive the attitude toward the behavior, the 
more online booking intention will be increased. 

2. Subjective norm towards online booking intention has a t statistics value of 2.704, and a P value of 0.007, because P 
values <0.05 (0.007 <0.05) then the hypothesis is accepted. This shows that there is an influence between subjective 
norms on online booking intention. Judging from the path coefficient of 0.232 is positive, because the path coefficient 
is positive, which means that the subjective norm has a positive effect on online booking intention. This means that 
the more positive subjective norms, the more online booking intention will be increased. 

3. Perceived Behavioral Control on online booking intention has a statistical t value of 1.525, and a P value of 0.128, 
because P values> 0.05 (0.128> 0.05), the hypothesis cannot be accepted (rejected). This shows that there is no 
significant influence between perceived behavioral control on online booking intention. Even though the path coef-
ficient value is positive at 0.156, the better perceived behavioral control has not been able to increase online booking 
intention. 

4. Online booking intention for online booking behavior has a t statistics value of 5.564, and a P value of 0.000, because 
P values <0.05 (0.000 <0.05), the hypothesis is accepted. This shows that there is a positive influence between online 
booking intention on online booking behavior which can be seen in the path coefficient of 0.477 which is positive, 
because the path coefficient value is positive, meaning that online booking intention has a positive effect on online 
booking behavior. This means that the higher online booking intention, the more online booking behavior will be 
increased. 

5. Perceived Behavioral Control on online booking behavior has a statistical t value of 4.271, and a P value of 0.000, 
because P values <0.05 (0.000 <0.05) then the hypothesis is accepted. This shows that there is an influence between 
perceived behavioral control on online booking behavior. Judging from the path coefficient of 0.330 is positive, 
because the value of the path coefficient is positive, it means that perceived behavioral control has a positive effect 
on online booking behavior. This means that the higher the perceived behavioral control, the more online booking 
behavior will be increased. 
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6. Discussion 
 
The path coefficient of attitude toward the behavior towards online booking intention is 0.483 and the t-statistics value is 
4.378, indicating that attitude toward the behavior has a positive effect on online booking intention. The more positive the 
attitude toward the behavior, the more online booking intention will be increased. This explanation is in line with the results 
of research from Dharmesti, et al. (2019) which found that there is a positive relationship between attitude towards online 
shopping and online purchase intentions for Australian and American millennials. Likewise, research from Gu & Wu (2019) 
states that attitude toward behavior has a significant effect on online purchase intention. The path coefficient of subjective 
norm on online booking intention is 0.232 and the t-statistics value is 2.704, indicating that subjective norm has a positive 
effect on online booking intention. This proves that the more positive subjective norms are, the more online booking intention 
increases. This finding is in line with the results of research by Mao & Lyu (2017) which found that subjective norms have a 
positive and significant effect on intention to book Airbnb. Likewise, research by Gu & Wu (2019) which states that subjective 
norms have a significant effect on online purchase intention. The path coefficient of the perceived behavioral control on online 
booking intention is 0.156 and the t-statistics value is 1.525. The path coefficient shows that the perceived behavioral control 
does not have a positive effect on online booking intention. This proves that the better the perceived behavioral control is not 
yet able to increase booking intention. This finding is in line with the results of research from Mao & Lyu (2017) which found 
that perceived behavioral control did not have a significant effect on the intention to make repurchases on the Airbnb site. The 
low significance of perceived behavioral control on booking intention in this study may be because online booking at Trave-
loka is fully under consumer control. The result of online booking intention's path coefficient on online booking behavior is 
0.477 and the t-statistics value is 5.564, this shows that online booking intention has a positive influence on online booking 
behavior. The higher online booking intention, the more online booking behavior will be increased. This explanation is in line 
with Tenkasi & Zhang (2018) who found that intention has a positive and significant effect on actual behavior. Likewise, 
research from Ajzen (2005), Sentosa & Nik Mat (2012), Bhatti (2018) found that intention has a positive and significant effect 
on internet purchasing behavior. The path coefficient of perceived behavioral control on online booking behavior is 0.330 and 
the t-statistics value is 4.271. This shows that perceived behavioral control has a positive effect on online booking behavior. 
The better the perceived behavioral control, the more online booking behavior increases. This explanation is in line with the 
results of research by Gopi & Ramayah (2007) which examined the application of theory of planned behavior in predicting 
intentions to trade online, it was found that perceived behavioral control had a significant effect on actual usage. 
 
7. Conclusions, Implications, Limitations of the Research 
 
Based on the results of data analysis and the discussion, it can be concluded that attitude toward the behavior and subjective 
norms have a positive and significant effect on online booking intention. Meanwhile, perceived behavioral control has no 
significant effect on online booking intention, where better perceived behavioral control has not been able to increase online 
booking intention at Traveloka. Another finding is that online booking intention and perceived behavioral control are known 
to have a positive and significant effect on online booking behavior. The results of this study have several implications for 
Traveloka management, including pricing and marketing strategy as well as system evaluation and company reputation 
maintenance. In regards to pricing strategy, management is expected to ensure the best price is offered to consumers. Man-
agement needs to analyze the market update, make a price adjustment by periodically evaluate the system. Concerning to the 
marketing strategy, additional promotions including discount, free coupons or vouchers can be implemented. Further, gami-
fication on the marketing strategy such as lottery can also be done. In addition, family package offer can be considered in 
order to stimulate families making online bookings on the Traveloka application. Addressing to system evaluation, manage-
ment needs to evaluate the applications to ensure it is user friendly, has an ease payment feature, as well as periodic update 
on the most recent situation demand, for example providing contactless check-in services and cleanliness assurance programs 
on current pandemic conditions. Last thing to consider that management must also maintain the company reputation, espe-
cially in the travel community, one of which is by managing negative online comments written by consumers. It is to show 
that the company cares about the dissatisfaction experienced by consumers.  
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Appendix 

Variable Research Question 

Attitude toward the online booking be-
havior 

I feel happy making online bookings at Traveloka 
I got clear product information when making online bookings on Traveloka 
I feel safe when making online bookings on Traveloka 
I feel that online booking at Traveloka is more efficient (bookings can be made throughout the day) 
I feel that the online booking process at Traveloka is simpler. Fewer requirements compared to traditional 
channels 
I find it economical to make online bookings at Traveloka 

Subjective Norms 
My family advised me to make an online booking at Traveloka 
A friend advised me to make an online booking at Traveloka 
The reviews in the travel community influenced my decision to make online bookings at Traveloka 

Perceived Behavioral Control 

I feel able to make online bookings at Traveloka 
I find the Traveloka application easy to use for online booking 
I feel that making online bookings on Traveloka is under my control 
I feel that in the future it will be easier to make online bookings at Traveloka 

Intention 
For traveling needs, I will make an online booking at Traveloka 
I have a strong desire to make online bookings at Traveloka 
I am thinking about making online bookings on Traveloka again in the future 

Online Booking Behavior  
I made online bookings on Traveloka repeatedly 
I always increase the frequency of online booking transactions at Traveloka 
I always increase the value of online booking transactions at Traveloka 
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