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 Purchasing decisions on the Traveloka application has experienced a significant decline since the 
Covid-19 pandemic outbreak. Ticket returns and refunds that occur due to travel restrictions have 
resulted in a decline in Traveloka's brand image. This study aims to analyze how brand image me-
diates the effect of perceived ease of use, electronic word of mouth and content marketing towards 
ticket purchasing decisions on the Traveloka application which was conducted on 130 respondents 
using the Traveloka application. The research was conducted in June 2021 with data analysis using 
SmartPLS 3.2.0 software. The results show that perceived ease of use had a negative impact on 
purchasing decisions, either directly or indirectly through brand image. Electronic word of mouth 
had a positive impact on purchasing decisions either directly or indirectly through brand image. 
Content marketing had a negative and significant impact on purchasing decisions, while indirectly 
through brand image had a positive and significant impact. The role of brand image was very im-
portant in increasing the effect of perceived ease of use, electronic word of mouth and content mar-
keting towards purchasing decisions.    
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1. Introduction 
 
Indonesia is confronted with many problems related to economic aspects because of Covid-19 pandemic. The impact of the 
declining percentage of the economy in Indonesia, one of which is the increase in unemployment and the poor caused by 
layoffs during the Covid-19 pandemic (Wang et al., 2021). However, this does not apply to online commerce, which is grow-
ing even more during the pandemic. The increasingly massive use of the internet has increased online transactions in Indone-
sia, supported by the Covid-19 pandemic, which forces all activities to be done at home. Traveloka as the object of this 
research is an airline and hotel reservation company that uses the concept of online-based marketing (Wijaya & Susilo, 2021). 
One of the most popular e-commerce sites in Indonesia, Traveloka is ranked 97th in Indonesia as a popular website. Here are 
the 10 most popular travel agents. The results of the Daily Social survey in 2018 showed that consumers often use online 
agents to make their trips easier. They used it to make hotel and transportation reservations. Traveloka was the mainstay used 
by 70.37% of respondents. Tiket.com followed with the acquisition of 27.27% of respondents. The third and fourth positions 
were Airy Rooms and Agoda. They were used by 20.20% and 19.69% of consumers, respectively. DailySocial published its 
research results in the 2018 Startup Report. The survey on the use of online travel agencies was conducted in February last 
year. The number of respondents involved were as many as 2013 people (DailySocial, 2019). However, Traveloka has been 
affected by the Covid-19 pandemic. This is due to a decrease in the number of passengers using water, land, and air facilities. 
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According to the Indonesia National Air Carriers Association (INACA), the number of airplane passengers has decreased 
drastically due to the Covid-19 pandemic. When compared to 2019, there was a decrease in bookings for airline tickets and 
hotels in 2020. The following is the website traffic for Traveloka airline tickets and hotels, which have decreased (Utama et 
al., 2020). From January 2020 to April 2020, sales of airline tickets and hotels continued to decline drastically. This decrease 
in purchasing decision is due to the Covid-19 pandemic, which requires people to limit activities outside the home. To improve 
purchasing decisions, there are several things that need to be considered by Traveloka, such as making it easier to use the 
Traveloka application, increasing positive information about safe travel with good health protocols, and increasing content 
marketing through advertising on social media. The existence of the internet provides convenience in online buying and selling 
transactions. Therefore, the perceived ease of use is a determining factor for online purchasing decisions. This perceived ease 
of use will have an impact on behavior, namely the higher one's perception of the ease of using the system, the higher the 
level of utilization of information technology. People tend to prefer things which are instant, so it is likely that consumers will 
tend to use online shopping applications as a means to facilitate their activities that can be done anywhere and anytime 
(Chouk  & Mani, 2019; Mani & Chouk, 2021). Research done by (Bonn et al., 2016; Wilson et al., 2021), shows that the 
perceived ease of use has a positive and significant impact on purchasing decisions. However, it contrasts with research 
conducted by (Bonn et al., 2016), which shows the result that the perceived ease of use does not have a significant impact on 
purchasing decisions. In addition, electronic word of mouth received by consumers through electronic media is a factor that 
determines consumer purchasing decisions. Electronic word of mouth is more effective than word of mouth communication 
in the offline world, because of greater accessibility and wider reach where consumers use the internet media with the aim of 
sharing their own experiences of a brand, product, or service that they have used (Siddiqui et al., 2021). Some studies con-
ducted by (Kitirattarkarn et al., 2021); (Suhud, 2021); (Zhang et al., 2021) show that electronic word of mouth has a positive 
and significant impact on purchasing decisions. However, it contrasts with the research conducted by (Zhao et al., 2020); 
(Ekawati et al., 2020), which shows that electronic word of mouth has no significant effect on purchasing decisions. Moreover, 
content marketing also has an impact on purchasing decisions. According to (Hajarian et al., 2021), content marketing is 
something created or shared by individuals or organizations to tell a story like a conversation. Research conducted by (Mathew 
& Soliman, 2021); (Yaghtin et al., 2020), shows the result that content marketing has a positive and significant impact on 
purchasing decisions. This result is inversely proportional to the research conducted by (Kamil & Albert, 2020), which shows 
the result that content marketing does not have a significant influence on purchasing decision. Another thing that influences 
the purchasing decision is Brand Image. According to (Tsai, 2020), brand image is a perception about a brand which is a 
reflection of consumers' memory of their association with the brand. Traveloka is the e-commerce with the highest sales in 
Indonesia (Zahratu & Hurriyati, 2020). In other words, Traveloka has a good brand image in the eyes of consumers. According 
to Yi and Oh (2021), consumers in making a purchasing decision, if they do not have experience with a product, they will 
tend to trust a preferred or well-known brand. This is the reason why brand image is used as a mediating variable. Research 
conducted by (Setini et al., 2020; Miandari et al., 2021; Al-Rawabdeh et al., 2021) shows that brand image can mediate the 
effect of electronic word of mouth on purchasing decisions. There are not many studies that use brand image as a mediating 
variable on the effect of perceived ease of use, electronic word of mouth and content marketing on purchasing decisions, so 
this is novel in this study. Based on this consideration, this study aims to find out on how brand image mediates the effect of 
perceived ease of use, electronic word of mouth and content marketing towards ticket purchasing decision on the Traveloka 
application. 

2. Literature Review 

2.1 Purchasing Decision  
 
Purchasing decision is an integration process that combines knowledge to evaluate two or more alternative behaviors and 
choose one of them (Said et al., 2020; Fortunata & Toni, 2020). In general, consumer purchasing decisions are to buy the 
most preferred brand (Dhiman et al., 2018). The indicators used are product choice, brand choice, time of purchase, number 
of products purchased and payment method. Purchase Decision is the process of selecting two or more alternative choices 
that result in a decision to buy or not to buy. Alternative options must be available when consumers will make a decision. 
The buying decision-making process requires seeking or receiving different information (Hildebrand & Bergner, 2021). 
The process carried out to combine all the knowledge obtained by consumers into value considerations that are useful in 
choosing two or more alternatives, so that they can decide on one product (Miller et al., 2020). Purchase intentions could 
change if the situation faced by consumers inhibits or forces them to cancel the purchase or switch to other alternative 
choices (Diemer et al., 2020).  
 
2.2 Brand Image on Purchasing Decision  
 

According to Amoozad Mahdiraji et al. (2020), a good brand image can increase consumer brand loyalty, trust, and also the 
intention to buy products from the brands they trust. Therefore, brand image has a direct influence on product sales volume 
(Lutfie & Marcelino, 2020). The indicators used are corporate image, user image and product image. Once upon a time having 
a good or well-known brand image is often seen as a quality product (Marques et al., 2020), thus providing the greatest positive 
influence on consumers' purchase intentions (Zhao et al., 2020), brand image has a positive impact on consumer purchase 
intention (Mao et al., 2020). According to (Febriyantoro, 2020; Al-Dmour et al., 2021) Brand Image has an effect on consumer 
purchase intentions, the stronger the product brand image, the greater the purchase intention. 
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2.3 Perceived Ease of Use on Brand Image and Purchasing Decision 
 
According to Bi and Kim (2020) and Park et al. (2020), perceived convenience is where consumers feel that shopping at web-
based stores will increase their shopping and the extent to which consumers feel the ease of interaction with websites and can 
receive the product information they need. Online media users expect ease of use in their behavior (Pitafi et al., 2020; Min & 
Lee, 2020). The indicators used are easy to use, easy to learn, controllable, clear and easy to understand and flexible. Perceived 
ease of use is a factor influencing reuse or addiction (Pitafi et al., 2020).  Perceived usefulness is described as a person's 
tendency to use an application and believe that this perception will help him do a better job (Rezaei et al., 2020).The conven-
ience felt by customers will give the color of the story so that it creates a brand image for a product or service (Byun  et al., 
2018; Pratama et al., 2019).  

2.4 Electronic Word of Mouth on Brand Image and Purchasing Decision 

Thurau et al. in ( Chen & Dermawan, 2020; McLean et al., 2021) said electronic word of mouth is a statement made by actual, 
potential or previous consumers about a product or company in which this information is available to people or institutions 
through the internet. According to (Shrafat et al., 2021), in measuring the effect of electronic word of mouth, the indicators 
used are intensity, content, positive opinions and negative opinions. (Şehirli, 2020; Kamil & Albert, 2020) Defines e-WOM 
as "any positive or" negative statement made by potential, current, or former customers about a product or company that is 
made available to many people and institutions via the Internet", trustworthy such as brand websites. (Reza Jalilvand & Sam-
iei, 2012) examines how e-WOM affects product choice using an experimental study of consumers' use of online recommen-
dation sources. (Kajtazi & Zeqiri, 2020; Mansour & Farmanesh, 2020) shows that lack of effective information to differentiate 
products increases purchase risk. E-WOM will be a very important reference for consumers to build their purchasing decision-
making process (Choi, 2020; Bu et al., 2021). 
 
2.5 Content Marketing on Brand Image and Purchasing Decision 
 
Based on research of Garcia et al. (2021), content marketing is a form of internet marketing in which the technique is to 
create and distribute useful and relevant content which aims to attract customers. According to (Ho et al., 2020), the 
dimensions of content marketing consist of the quality and quantity of information provided to consumers. The indicators 
used are relevant, accurate, easy to understand, easy to find and consistent. According to Holliman and Rowley (2014), 
Yodi et al. (2020) a marketer believes that content marketing is likely to have the biggest impact on their business in the 
near future. Branded content marketing, as a branch of brand communication, seeks to produce valuable information to 
satisfy consumer needs (Kowalska, 2016; Smith & Brower, 2021). Content marketing has the same goals as advertising in 
terms of increasing sales and building a brand (Järvinen & Taiminen, 2016; Lou & Xie, 2021). Content marketing has 
been found to help brands build trust and credibility (Hussain et al., 2020; Xie & Lou, 2021). 
 
3. Method 

This study employed a quantitative approach with non-experimental methods (no treatment or manipulation of research vari-
ables), that is a study in which the variables to be measured are inherent in the respondents, with data collection techniques 
that can be done by means of interview, questionnaire and observation. The data were analyzed using an analysis tool in the 
form of a Structural Equation Model (SEM) program through AMOS software. The sample was taken based on the multipli-
cation of 5 variables with the number of 26 items, namely 130 samples who had purchased tickets online at Traveloka at least 
once. 

4. Result and Discussion 

Table 1  
The summary of some descriptive statistics  

  N Minimum Maximum Mean Std. Deviation 
Perceived Ease of Use 130 3 5 3.9 0.6 

EWOM 130 2 5 3.9 0.7 
Content Marketing 130 3 5 3.9 0.6 

Brand Image 130 3 5 4.1 0.7 
Purchasing Decision 130 3 5 4.1 0.6 

Source: Processed data, 2021 

Based on the descriptive results of the variables studied, 130 samples on the perceived ease of use variable obtained average 
respondent’s answer of 3.9, the electronic word of mouth variable with an average respondent's answer of 3.9, the content 
marketing variable with an average respondent's answer of 3.9, the brand image variable with an average respondent's answer 
of 4.1 and the purchasing decisions variable with an average respondent's answer of 4.1. The average respondent's answer on 
all variables is 4, meaning that the respondent's perception of Traveloka based on the variables studied is good. PLS-SEM 
analysis of brand image mediates the effect of perceived ease of use, electronic word of mouth and content marketing towards 
ticket purchasing decision on the Traveloka application. PLS model evaluation is done by evaluating the outer model and 
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inner model. The outer model is a measurement model to assess the validity and reliability of the model. Through the algorithm 
iteration process, the measurement model parameters (convergent validity, discriminant validity, composite reliability and 
Cronbach's alpha) were obtained, including the R2 value as a parameter for the accuracy of the prediction model. Inner model 
is a structural model to predict causality between latent variables. 

4.1 Outer Model (Measurement Model)  
 

In this research, validity and reliability tests were conducted on the latent variable indicators of brand image, perceived ease 
of use, electronic word of mouth, content marketing and purchasing decision using SmartPLS 3.2.0 software. Table 2 shows 
the output of the outer model. 

Table 2  
The results of outer model 

  PKP CM EWOM BI KP 
X1.1 0.850 

    

X1.2 0.916 
    

X1.3 0.833 
    

X1.4 0.926 
    

X1.5 0.903 
    

CM1 
 

0.813 
   

CM2 
 

0.833 
   

CM3 
 

0.856 
   

CM4 
 

0.900 
   

CM5 
 

0.911 
   

X3.1 
  

0.921 
  

X3.2 
  

0.898 
  

X3.3 
  

0.925 
  

X3.4 
  

0.872 
  

Z1 
   

0.947 
 

Z2 
   

0.971 
 

Z3 
   

0.971 
 

Z4 
   

0.953 
 

Z5 
   

0.981 
 

Z6 
   

0.968 
 

Z7 
   

0.930 
 

Y1 
    

0.796 
Y2 

    
0.811 

Y3 
    

0.840 
Y4 

    
0.868 

Y5         0.828 
 

From Fig. 1 below, the loading factor (λ) of the indicator values of each brand image construct, perceived ease of use, elec-
tronic word of mouth, content marketing and purchasing decision is > 0.7. This means that it is valid to use, while the path 
coefficients of the construct of perceived ease of use to brand image of -0.223, construct of content marketing to brand image 
of 0.820, construct of electronic word of mouth to brand image of 0.202, construct of perceived ease of use to purchasing 
decision of 0.337, construct of content marketing to purchasing decision of -0.368, the electronic word of mouth construct to 
the purchasing decision is 0.287, the brand image construct to the purchasing decision is 0.604. The R-Square possessed by 
the brand image construct is 0.644; the R-Square for the purchasing decision construct is 0.421. 

 

Fig. 1. The results of outer model 
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The validity test is used to measure how strong the correlation between the construct and the question items is, as well as the 
relationship with other variables. What is usually used to assess validity is seen from the loading factor > 0.7, AVE > 0.5 and 
cross loading > 0.7 in one variable. According to Hair et al. (2011), the value of Cronbach's alpha and composite reliability 
must be greater than 0.7. 

Table 3  
AVE, Cronbach’s Alpha, Composite Reliability 

  AVE Cronbach's Alpha Composite Reliability 
Perceived Ease of Use 0.786 0.932 0.948 

Electronic Word of Mouth  0.818 0.926 0.947 
Content Marketing 0.745 0.914 0.936 

Brand Image 0.922 0.986 0.988 
Purchasing Decision 0.687 0.886 0.916 

 

In Table 3, the results of data analysis show that all latent variables have AVE values, Cronbach's alpha and composite relia-
bility above the specified prerequisites, meaning that the measurement model is acceptable, valid and reliable. 

4.2 Inner Model (Structural Model)  
 

The structural model in PLS is evaluated using R-Square (R2) for the dependent variable, while the path coefficients and T-
count values for each path are used to test the significance between variables in the model. The value of R2 is used to measure 
the level of variation of changes in the independent variable to changes in the dependent variable. The higher the R2 value, 
the better the prediction model of the research model. According to (Hair et al. 2011), the rule of thumb R2 value of 0.75 is 
considered strong, 0.50 is considered moderate and 0.25 is considered weak. Based on the results of data processing, the R2 
value of the dependent variable brand image and purchasing decision can be said to be moderate, as presented in Table 4.  

Table 4  
R-square 

  R Square Interpretation 
Brand Image 0.644 Moderate 

Purchasing Decision 0.421 Moderate 
 

Through the value of the coefficient of determination (R-square) contained in the table above, it can be seen in the first sub-
structure that the R-Square value of the brand image variable is 0.644, which shows that brand image can be explained by 
64.4% by the perceived ease of use variable, electronic word of mouth and content marketing. In the second substructure, the 
R-square value of the purchasing decision variable is 0.421, which indicates that the purchasing decision can be explained by 
42.1% by the perceived ease of use, electronic word of mouth, content marketing and brand image variables. 

Hypotheses testing is done by looking at the results of bootstrapping on the path coefficients by comparing the T-count with 
the T-table (1.96). If T-count > T-Table then the hypothesis (H1) is accepted. The results of data analysis with 5% alpha are 
presented in Table 5. 

Table 5  
Results of Hypotheses Testing 

  Path T-Count Hypothesis Conclusion 
Perceived Ease of Use → Brand Image -0.223 4.002 Accepted Significant 

Content marketing → Brand Image 0.820 14.054 Accepted Significant 
EWOM → Brand Image 0.202 3.590 Accepted Significant 

Perceived Ease of Use → Purchasing Decision 0.337 3.665 Accepted Significant 
Content marketing → Purchasing Decision -0.368 3.091 Accepted Significant 

EWOM → Purchasing Decision 0.287 3.526 Accepted Significant 
Brand Image→ Purchasing Decision 0.604 5.407 Accepted Significant 

Perceived Ease of Use → Brand Image → Purchasing Decision -0.135 2.929 Accepted Significant 
Content Marketing → Brand Image → Purchasing Decision 0.495 4.974 Accepted Significant 

EWOM → Brand Image → Purchasing Decision 0.122 3.080 Accepted Significant 
 

Based on the results of the evaluation of the inner model, the researcher concludes the research hypotheses. The results of 
hypotheses testing are as follows: 

The first hypothesis: The effect of perceived ease of use on brand image 

The calculation results show that the perceived ease of use has a negative and significant effect on brand image. According to 
(Pitafi et al., 2020; Min & Lee, 2020), they suggest that brand image represents the overall perception of the brand which is 
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formed from information and past experiences of the brand. The results of the study show a negative direction, meaning that 
when the perceived ease of use is good by consumers, the brand image decreases. This is due to the Covid-19 pandemic, in 
which many people have been forced to cancel their travel plans or tours. The flight or hotel tickets that they had booked on 
the Traveloka application had to be cancelled. According to (Zahratu & Hurriyati, 2020), in December 2019 flight and hotel 
ticket sales increased, but decreased drastically in 2020 due to the large number of flight ticket cancellations. Regarding this, 
there was a problem with refunds for compensation to consumers, which caused Traveloka's brand image to decline (Rezaei 
et al., 2020; Miller et al., 2020). This means that a good brand image does not necessarily make consumers believe even 
though consumer perceptions are good. Teveloka is the most popular e-commerce with the highest level of sales before the 
Covid-19 pandemic. However, the current pandemic conditions and negative reviews from consumers have caused the brand 
image to decline. According to Pitafi et al. (2020), Online reviews are positive or negative statements about a product. 

The second hypothesis: The effect of electronic word of mouth on brand image 

The calculation results show that electronic word of mouth has a positive and significant effect on brand image. This means 
that when good information is provided to consumers, the brand image increases. Electronic Word of Mouth that is posted 
interactively has a strong effect on Brand Image. Electronic Word of Mouth is also one of the factors that greatly affect brand 
image (Şehirli, 2020; Kamil & Albert, 2020). The frequency of consumers in receiving positive and negative information 
about Traveloka in electronic media affects the brand image. Information content regarding ticket prices, hotel rates that are 
always updated will affect the brand image (Shrafat et al., 2021). Indicators of intensity, content, positive and negative opin-
ions can affect the brand image. This is in line with the research conducted by Reza Jalilvand and Samiei (2012), which shows 
the results that electronic word of mouth shows positive and significant results on brand image. 

The third hypothesis: The effect of content marketing on brand image 

The calculation results show that content marketing has a positive and significant impact on brand image. Building a positive 
brand can be obtained by creating a strong marketing program for these products, so that the products have unique character-
istics and have advantages that are highlighted, which can make them different from other products (Ho et al., 2020). This 
means that there is a positive influence of content marketing on brand image.  

The more often information in the form of advertisements is given to consumers; the more consumers will remember the 
brand image. Accurate information on the Traveloka application affects the brand image. The Traveloka application, which 
is easy to find on electronic media, causes it to be remembered by consumers, which in turn affects the brand image. According 
to Holliman and Rowley (2014) and Yodi et al. (2020), social media has changed the way organizations do business online in 
the past and, as a result, social media marketing has created its own marketplace in the business world, meaning it can lift 
brands quickly. Relevant indicators such as accuracy, easy to understand, easy to find and consistent are things that can affect 
brand image. This is in line with the research conducted by (Kowalska, 2016; Smith & Brower, 2021), which shows that social 
media marketing has a positive and significant effect on brand image.  

The fourth hypothesis: The effect of perceived ease of use on purchasing decisions 

The calculation results show that the perceived ease of use has a significant influence on purchasing decisions (Diemer et al., 
2020).  Indicators in perceived ease of use such as easy to use, easy to learn, controllable, clear and easy to understand and 
flexible are things that can influence purchasing decisions (Byun et al., 2018). The easy-to-use and accessible Traveloka 
application causes consumers to choose the application to transact to buy tickets.  This is in line with the research conducted 
by (Pratama et al., 2019), which show that the perceived ease of use has a positive and significant influence on purchasing 
decisions. 

The fifth hypothesis: The effect of electronic word of mouth on purchasing decisions 

The calculation results show that electronic word of mouth has a positive and significant influence on purchasing decisions. 
The large number of Traveloka IG followers who “like” their posts, causes consumers to make decisions to transact on the 
Traveloka application (Kajtazi & Zeqiri, 2020). Positive comments on social media can also affect purchasing decisions. 
Consumer reviews about Traveloka via Twitter regarding the issue of refunds during the Covid-19 pandemic will be taken 
into consideration by consumers making purchasing decisions on the Traveloka application (Choi, 2020). Indicators of inten-
sity, content, positive and negative opinions can affect purchasing decisions, that is when the information received by con-
sumers is good for a product or service, the possibility of consumer purchasing decision will increase. This is in line with 
research conducted by (Bu et al., 2021). Several studies have been conducted by (Mansour & Farmanesh, 2020; Şehirli, 2020; 
Kamil & Albert, 2020), which show that electronic word of mouth has a significant influence on purchasing decisions. 

The sixth hypothesis: The effect of content marketing on purchasing decisions 

The calculation results show that content marketing has a negative and significant influence on purchasing decisions. During 
the Covid-19 pandemic, in which the accuracy of the content marketing of the Traveloka application was good, it resulted in 
a decrease in purchasing decisions. The purpose of content marketing to attract audiences to buy tickets on the Traveloka 
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application did not succeed in increasing purchases. This is due to the large number of consumers who cancel flight tickets or 
hotel reservations. This is in line with the research conducted by (Kowalska, 2016; Smith & Brower, 2021; Järvinen & 
Taiminen, 2016; Lou & Xie, 2021), which shows that content marketing has a significant impact on purchasing decisions. 
The positive or negative impact received by consumers depends on the information obtained by consumers. 

The seventh hypothesis: The effect of brand image on purchasing decisions  

The calculation results show that brand image has a positive and significant influence on purchasing decisions. Indicators on 
brand image such as company image, user image and product image are things that influence purchasing decisions. A good 
image of Traveloka as an application to buy tickets online has a positive effect on purchasing decisions. This is in line with 
the research conducted by (Lutfie & Marcelino, 2020; Marques et al., 2020; Febriyantoro, 2020; Al-Dmour et al., 2021), that 
brand image has a positive and significant effect on purchasing decisions. 

The eight hypothesis: The mediating effect of brand image on the effect of perceived ease of use on purchasing decisions  

The calculation results show that there is a negative and significant effect of perceived ease of use on purchasing decisions 
through brand image, which means that brand image can mediate the relationship between perceived ease of use and purchas-
ing decision. The previous hypothesis shows that perceived ease of use directly has a negative and significant influence on 
purchasing decisions, so this has an indirect influence on the effect of perceived ease of use towards purchasing decisions. 
When the brand image does not represent a good picture in the minds of consumers, there will be a decrease in purchasing 
decisions, even though the perceived ease of use in the Traveloka application has been good. According to Byun et al. (2018) 
and Pratama et al. (2019), the information received can influence consumers in imaging a brand, which can influence con-
sumers to make purchases or not. 

The ninth hypothesis: The mediating effect of brand image on the effect of electronic word of mouth on purchasing decisions 

The calculation results show that there is a positive and significant effect of electronic word of mouth on purchasing decisions 
through brand image, which means that brand image can mediate the relationship between electronic word of mouth and 
purchasing decisions. Consumer reviews about Traveloka on social media affect the brand image which in turn affects pur-
chasing decisions. Brand image is good or bad according to the information or reviews discussed. This is in line with research 
conducted by Kajtazi and Zeqiri (2020) and Mansour and Farmanesh (2020), shows that Brand image is able to mediate the 
influence of electronic word of mouth on purchasing decisions. 

The tenth hypothesis: The mediating effect of brand image on the effect of content marketing on purchasing decision  

The calculation results show that there is a positive and significant influence of content marketing on purchasing decisions 
through brand image, which means that brand image can mediate the relationship between content marketing and purchasing 
decision. The accuracy of the content marketing of the Traveloka application affects the brand image, which in turn affects 
the consumer's decision to buy tickets on the Traveloka application. According to (Järvinen & Taiminen, 2016; Lou & Xie, 
2021), it was found that Instagram social media had a significant effect on the visiting decision process with destination image 
as a mediating variable. This is supported by the research conducted by (Hussain et al., 2020; Xie & Lou, 2021), which shows 
that social media marketing has a positive and significant effect on consumer purchasing decisions mediated by brand image. 

5. Conclusion 

Research conducted on 130 respondents using the Traveloka application shows that perceived ease of use has a negative 
impact on purchasing decisions, either directly or indirectly through brand image. Meanwhile, electronic word of mouth has 
a positive impact on purchasing decisions, either directly or indirectly through brand image. Content marketing has a negative 
and significant impact on purchasing decisions, while indirectly through brand image has a positive and significant impact. 
Brand image can mediate the effect of perceived ease of use, electronic word of mouth and content marketing towards ticket 
purchasing decisions on the Taveloka application. A strong brand image will improve purchasing decisions which in turn will 
form consumer loyalty. Therefore, it is appropriate if brand image is used as a mediating variable. 
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