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Abstract

In today's digital age, technology advancements have transformed how consumers buy airline tickets,
with facilitating conditions, Electronic Word of Mouth (EWOM), and trust playing pivotal roles in
the decision-making process. Understanding these factors through the UTAUT can help airlines and
travel agencies enhance their digital platforms and marketing strategies. The study aims to determine
the effect of technology acceptance (UTAUT) variables, namely performance expectancy, effort
expectancy, social influence, facilitating conditions, Electronic Words of Mouth (EWOM), and trust,
in the decision to purchase airline tickets online in Indonesia. The study used a purposive sampling
technique and structural equation modelling to test the research hypothesis. This study used an
online research questionnaire survey technique for 253 respondents. The results of the study show
that the UTAUT dimension performance expectancy with t-statistic 2.207>1.96, effort expectancy
(2.068>1.96), facilitating condition (2.085>1.96), and EWOM (2.348>1.96) influence online ticket
purchase decisions. The social influence dimension doesn’t influence purchase decisions with t-
statistics 0.618<1.96. The study also found that Trust mediates the relationship between performance
expectancy with coefficient score (0.061), effort expectancy (0.044), facilitating conditions (0.054),
and EWOM (0.042) on purchasing decisions
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1. INTRODUCTION

Practitioners as it is considered a critical success factor in online retailing. The advances
in technology, fast logistics, easy payments, and trust contribute to the increasing global
spending of as much as $1.9 trillion. Millions of consumers shop anytime and anywhere
(KPMG International, 2017).Which makes studying consumer behavior in the digital era and
adopting technology beneficial to research fields. Increasingly high internet access and
social media allow people to access online reviews or electronic word of mouth (EWOM)
for evaluations before purchasing online. The current generation, especially GenZ, grew up
and lived with computers, technology, the internet, social media, and online applications
(Robinson & Schanzel, 2019).They are also up to date with technological developments,
refer to reviews in buying products, primarily online which cannot be researched directly,
and interact with other sellers and buyers now (Dolot, 2018)

However, studies found that EWOM cannot be a solution because fake accounts or
dishonest reviews can do online reviews. Online media also do not provide clear reviews.
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They do not give opportunities for consumers to consult directly with sellers or consumers
who have used these products to discuss which products are suitable for consumers. Reviews
given by consumers have also not been able to increase buyer interest due to the use of
pseudonyms which affects consumers' trust (Sen & Lerman, 2007);(Liu et al., 2018).
Literature shows trust is a significant determinant in online purchasing decisions (H.-W. Kim
et al., 2012).

The literature has identified various dimensions of technology adoption by users
adopting a new technology (Garcia et al (2019); Sabah (2016)).These factors affect users'
cognitive and affective conditions (Bettiga & Lamberti (2017); Chu et al (2019)). In addition,
the literature has mentioned that other factors, such as electronic word of mouth (EWOM)
and trust, influence users' perceptions of technology adoption (Wu & Lin, 2017). That
situation has triggered the development of various startups in Indonesia that focus on the
travel service business, which makes it easier for buyers to buy travel tickets and
accommodation (Alam & Yasin, 2010).

This research focuses on analyzing how various factors such as performance
expectancy, effort expectancy, social influence, facilitating conditions, Electronic Words of
Mouth (EWOM), and trust impact the decision-making process of purchasing airline tickets
online in Indonesia.

2. LITERATURE REVIEW

The consumer decision-making process is a stage consumers take to make the final
purchase decision (Hanaysha, 2018). This behavior pattern guides consumers through
different stages to ultimately make a choice (Karimi et al., 2015). Buying online can be very
beneficial for consumers in terms of convenience and saving time and money (Lakshmi,
2016).

The decision-making process between offline and online is very similar. But one
significant difference is the shopping environment and marketing communications. Making
decisions online can be quite complex, as there are many different factors that come into
play. When it comes to buying things online, the decision-making process is constantly
changing and incredibly adaptable (Karimi et al., 2015). Customers rely on information to
make purchasing decisions. Without it, they might question the credibility of the details
guiding their choices and harbor doubts about the seller and the product's quality (Chen et
al., 2017).

The landscape of the internet has evolved significantly in the past ten years, leading to
the development of a wide array of decision-making aids and recommendation systems
aimed at assisting shoppers in making informed choices (Karimi, 2013). Chen et al (2017);
and Nadarajan et al (2017)) found that buyers will seek information and make comparisons
so that, in the end, they make purchasing decisions.

This study uses a classic concept that has been used by many researchers, one of which
is the study by Zhang & Benyoucef (2016).This concept is chosen because it is a fundamental
concept for research related to purchasing decisions and has been used by many researchers
in various aspects. However, this study only focuses on four purchasing decision processes:
need recognition, information search, alternative evaluation, and purchase decision.
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Research about the UTAUT, EWOM, and trust in purchasing online goods are
numerous. In the context of buying tickets online (Jeon et al., 2019) mentioned that PE is
the extent to which a customer believes that if they use a smartphone application to book a
plane ticket, then it becomes easier and effortless.

Previous research on UTAUT held by Zhou et al (2010), focuses on performance
expectancy, and effort expectancy (Escobar-Rodriguez & Carvajal-Trujillo (2014); Sharifi
fard et al (2016); Jeon et al (2019); Zhou et al (2010)). Following this Escobar-Rodriguez &
Carvajal-Trujillo (2014), investigate the social influence, and purchase decision (Sharifi fard
et al (2016); Zhou et al (2010); Slade et al (2015)) role of SI in consumer behavior. PE, EE,
SlI, and FC are important factors influencing customers to shop online where they give both
direct and indirect effect either on trust and purchase decision (Dewi et al (2020); Escobar-
Rodriguez & Carvajal-Trujillo (2014); Lafraxo et al (2018); Sharifi fard et al (2016); Singh
et al (2017)).

EWOM is any statement about products or services, either positive or negative, created
by prospective customers, actual customers, or previous customers through the internet
(Hennig-Thurau et al (2004); Sindunata & Wahyudi (2018)). The internet allows the
dissemination of information and communication (Wang et al., 2010). Where
communication is carried out by consumers who do not know each other and met before to
share information about a product or service that they have used (Gruen et al., 2006). Goyette
et al (2010) stated that EWOM is a technological evolution of informal verbal
communication that occurs in person, via telephone, e-mail, mailing lists, or other
communication methods about a service or product that serves as a source of
recommendations.

In this study, the EWOM dimensions refer to (Goyette et al., 2010). Intensity, content,
positive valence, and negative valence. This dimension is essential because it concerns how
various opinions about a product will be seen from the content's intensity. These two points
have become buyers' considerations, where the more intense content given to a product, the
more confidence the buyer will have. In addition, negative and positive opinions will also
be considered by buyers. Studies have shown the positive effect of EWOM on trust and
purchase decisions (Cheung et al., 2009; DI Virgilio & Antonelli, 2018; Nadarajan et al.,
2017).

Trust is built on the belief that individuals, groups, or businesses will make morally
sound decisions and act ethically in any collaborative effort or economic transaction
(Smeltzer, 1997). It is a business relationship dimension that determines the degree to which
each party feels they can depend on the integrity of the promises offered by the other party
Mohd Sam & Tahir (2009) and is someone's willingness to accept the consequences of the
other party's actions (Svare et al., 2020).

Researchers have shown great interest in studying trust in shopping decisions. The focus
of their research has been primarily on online-related activities. They have explored this
topic across multiple disciplines, including e-commerce, information systems, economics,
management, technology, social and institutional contexts, consumer behavior, and
psychology (H.-W. Kim et al., 2012). Trust has also been emphasized as one of the most
significant factors that make e-commerce popular in the travel industry (Lu et al., 2016).
Customer trust is proven to affect purchase decisions (H.-W. Kim et al., 2012). This research
used ability, integrity, and benevolence as indicators (Svare et al., 2020).
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From the previous research above, there is still limited research on UTAUT and EWOM
mediated by trust impacts on online purchasing decisions for the Z generation. Therefore,
this study aims to measure the effect of UTAUT, EWOM, and trust on the online ticket
purchase decision of the Z generation in DKI Jakarta.

The hypotheses of this research are as follows:

H1  : Facilitating conditions has a positive effect on trust

H2 : EWOM has a positive effect on trust

H3 - Facilitating conditions has a positive effect on purchase decision
H4  : EWOM has a positive effect on purchase decision

H5 - Trust has a positive effect on purchase decision

Based on the literature review, the following is the proposed conceptual

Facilitating

Conditions / \

Purchase
Trust > Decision

EWOM \ J

Figure 1. Conceptual Framework

3. RESEARCH METHOD

This study used a quantitative approach with descriptive verificative technique to
investigate the research variables. There are four variables UTAUT, EWOM, trust, and
online buying decision. The data collection uses an online questionnaire with Google Forms
distributed via WhatsApp and Telegram. The respondents are university students who have
experience buying online airline tickets and live in Jakarta, Jakarta, Indonesia. There were
345 questionnaires distributed using the purposive sampling technique, but only 253
questionnaires were received. The scale uses a five-point Likert scale from 1 (strongly
disagree) to 5 (strongly agreed).

Validity tests were carried out to ensure the questionnaire was valid and reliable. The
validity test uses Confirmatory Factor Analysis (CFA) to confirm the dominant factors in a
variable. The validity test criteria use loading factors > 0.5. The validity test result shows
that all variables score > 0.5 which means valid. Furthermore, the reliability test uses a
construct reliability value (CR) is > 0.7 and variance extracted (VE) is > 0.5. According to
the reliability test, all variables have CR > 0.7 and VE > 0.5, so all variables are reliable.

Data analysis uses descriptive and verificative analysis to describe the data to conclude
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and make a generalization. Descriptive analysis is describing the data to develop a
conclusion and generalization. The descriptive use the index value. The index value indicator
is score range from 1 to 5. To describe the variable uses importance performance analysis
(IPA). Following that, we use verification analysis to test the hypothesis with statistics using
structural equation modeling (SEM) and the Lisrel program.

4. RESULT AND DISCUSSION
4.1. Research Result

The respondents of this survey are college students from the Z generation, as described
in Table 1.

Table 1. Characters Of The Respondents

Measure Items Frequency %
17-20 130 51.4
Age (years) 21-25 123 48.6
Gender Male 92 36.4
Female 161 63.6
East Jakarta 149 58.9

West Jakarta 15 5.9
Origin North Jakarta 27 10.7
South Jakarta 45 17.8

Central Jakarta 17 6.7
Frequency of Often 53 21.0
flying Rare 197 77.9
Never 3 1.1

a. Confirmatory Factor Analysis and Variance Extracted
Table 2 revealed that the instruments of this study were valid and reliable and could be
used for further research.

Table 2. Confirmatory Factor Analysis And Average Variance Extracted

Variables Items Loading Factor AVE Information
Perceived .
e Behavioral Control 0.730 Valid
Facilitating Facilitatin 0.688
Conditions tating 0.850 ' Valid
Conditions
Compatibility 0.900 Valid
Intensity 0.770 Valid
Content 0.810 Valid
EWOM Positive valence 0.800 0.636 Valid
Negative valence 0.810 Valid
Competence 0.740 Valid
Trust Experience 0.890 0.695 Valid
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Variables Items Loading Factor AVE Information

Fulfilment 0.820 Valid
Loyalty 0.830 Valid
Openness 0.860 Valid
Reliability 0.840 Valid
Care 0.840 Valid
Empathy 0.870 Valid
Belief 0.800 Valid
Receptivity 0.840 Valid
Need recognition 0.840 Valid
Information search 0.820 Valid

Purchase Alternative .
Decision evaluation 0.810 0.681 Valid
Purchasing 0.830 Valid

decision

b. Model Goodness Of Fit

The X2 or chi-square test yielded a model fit test result of 546.60, with a p-value of
0.000 and an RMSEA value of 0.041. In terms of the index value, we can confidently say
that the RMSEA meets the fit criteria. Additionally, other fit indicators like GFI, AGFI, NFlI,
NNFI, CFl, and RFI have demonstrated a strong goodness of fit.

c. Hypothesis test result
After testing the model's goodness of fit, the next step is to test the research hypothesis
through a structural model.

Table 3. Summary of Path Coefficient estimation results and Statistical Test

Model Path Path Coefficient t Result R-
(Standardized) square
First FC — Trust 0.215 3.204 | Supported
EWOM — Trust 0.169 2.720 | Supported
FC — PD 0.140 2.085 | Supported
Second EWOM — PD 0.146 2.348 | Supported
Trust — PD 0.215 3.204 | Supported

The finding is clearly seen that PE, EE, SI, FC, and EWOM play a significant role in
shaping consumer trust, accounting for 52.6% of its formation. Moving on to the second
model, we observe that performance expectancy, effort expectancy, social influence,
facilitating conditions, EWOM, and consumer trust collectively impact 60.3% of online
ticket purchasing decisions.

As shown in table 4, it was discovered that most of the hypotheses were indeed
supported. However, one variable, social influences, did not show a significant effect. As a
result, hypotheses H3 (social influence does not affect trust) and H8 (social influence does
not affect purchase decision) were rejected. On the other hand, the remaining hypotheses
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were accepted, as shown by the t-statistic value of > 1.96 (significance level 5%), indicating
that the test results were indeed significant.

d. The Mediating Effects

Table 4. Direct And Indirect Effect (Mediation)

Path BDlreistat Inglrect 'tl'rsl:; Total Conclusion
FC — Trust 0.215 | 3.204 - - 0.215
Model | EWOM — Trust 0.169 | 2.720 - - 0.169
FC — PD 0.140 | 2.085 | 0.054 | 2.325 0.194 Partial
EWOM — PD 0.146 | 2.348 | 0.042 | 2.119 0.188 Partial
Trust — PD 0.251 | 3.381 - - 0.251 -

Based on the findings in Table 4, it is evident that the total effort expectancy path
coefficient on online ticket purchasing decisions through consumer trust is 0.219, showing
a positive correlation. The stronger the trust-mediated effort expectancy, the more likely the
online ticket purchase decision. The t-statistical value is 1.768, which is less than 1.96 (5%
significance level), indicating that the test results are not significant. Trust plays a role in
mediating the connection between effort expectancy and online ticket purchasing decisions.
Trust acts as a perfect mediator since the effort expectancy coefficient value directly impacts
shopping decisions (0.175). When consumer confidence is introduced, the coefficient value
decreases to 0.044, rendering the impact of effort expectancy on online ticket purchasing
decisions insignificant.

4.2. Discussion

The research suggests that factors like performance expectancy, effort expectancy,
facilitating conditions, and electronic word-of-mouth significantly influence trust and
purchasing decisions. However, social influence does not have a significant impact. The
research model has been updated to reflect these findings.

This research highlighted the significant roles of trust as mediators in integrating the
UTAUT model and EWOM in the ticket online purchase decision in Indonesia. Trust
mediates performance expectancy, effort expectancy, facilitating conditions, and EWOM on
online flight ticket purchasing decisions. UTAUT, with its three variables, has a higher value
than EWOM. This shows that consumers will trust to order if they feel the convenience and
benefits of booking a flight ticket online. Likewise, with reviews, testimonials, and
information from previous users, the data increases trust, affecting trust to buy. The higher
UTAUT and EWOM mediated through trust can improve online purchasing decisions.

The value of EWOM on purchasing decisions is higher without mediation. This shows
that consumers continue to buy airline tickets through the application even without any
element of trust. Buyers only need to read references or reviews from various forms of
information related to ticket buyers, where this information can be easily found. It goes along
with the research of (Litvin et al., 2008) and (J. Kim & Park, 2007).

Social influence does not have any positive effect on trust and purchase decisions. It
contradicts the previous research by (Singh et al., 2017) stated that social impact positively
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influences trust. Social influence usually comes from the inner circle, either families, friends,
or colleagues. Individuals tend to seek other information or recommendation before
purchasing something from their closest person. Therefore, social influence has become
essential in purchasing decisions (Slade et al., 2015) Social influence also has a positive
effect on trust before individuals buy stuff. However, several respondents do not use their
social circle recommendations or information in online ticketing purchases (Litvin et al.,
2008). The respondents ranged from 17 to 25 or the Z generation. They said they rarely have
advice from the closest people to purchase airline tickets or recommend them to purchase
online. Another research also states that social influence significantly contributes to online
air flight ticket purchases. In study, the majority of the respondent are young travellers who
are free to decide on their airline ticket purchase. They evaluate the rating, read about the
airlines' reputation from social media, and read about the online ticket-selling platform.
Meanwhile, other hypotheses are supported and in line with previous research (Sharifi fard
etal., 2016);(DI Virgilio & Antonelli, 2018); (Lopez and Sicilia, 2014) that performance and
effort expectancy facilitate condition, EWOM and trust support the online airline purchase
decision.

5. CONCLUSION

This study contributes to a slight change inthe UTAUT, EWOM, and trust in purchasing
decision model. Especially in the element of social influence on trust and purchase decisions.
In the Z generation, social influence does not affect trust and purchase decisions on online
airline ticket purchasing. The Z generation in the big city depends on social media
information and platform reviews. They are also very confident in searching for information
about airline tickets and online ticketing platforms. The result, especially the rejected social
influence to support trust and purchase decisions, still needs to investigate further in the
following research on the Z generation from different cities or countries. This result also
suggests any airline and online ticketing platform maintain their exemplary services,
relationship, and communication with users so they will get a positive image and give
positive reviews and experiences about the airlines.

This study also highlights the need for companies to adapt their marketing strategies to
target the Z generation, who are more likely to trust information from social media and online
reviews rather than traditional forms of advertising. Furthermore, the findings have
implications for the development of future research in the field of consumer behavior and
decision-making. Overall, this study to our understanding of the complex relationship
between social influence, trust, and purchasing decisions in the digital age. By recognizing
the unique preferences and behaviors of the Z generation, companies can better position
themselves to attract and retain customers in an increasingly competitive marketplace.

Reference

Alam, S. S., & Yasin, N. M. (2010). What factors influence online brand trust: evidence
from online tickets buyers in Malaysia. Journal of Theoretical and Applied Electronic
Commerce Research, 5(3), 78-89.

Bettiga, D., & Lamberti, L. (2017). Exploring the adoption process of personal technologies:

TRANSEKONOMIKA | AKUNTANSI, BISNIS DAN KEUANGAN
https://transpublika.co.id/ojs/index.php/Transekonomika
E-ISSN: 2809-6851 | P-ISSN: 2809-6851



https://transpublika.co.id/ojs/index.php/Transekonomika

ANALYSIS OF THE EFFECT OF FACILITATING
CONDITIONS AND ELECTRONIC WORDS OF MOUTH...
Daman Sudarman, Sabaruddin

A cognitive-affective approach. The Journal of High Technology Management
Research, 28(2), 179-187.

Chen, A., Lu, Y., & Wang, B. (2017). Customers’ purchase decision-making process in
social commerce: A social learning perspective. International Journal of Information
Management, 37(6), 627—638.

Cheung, C. M. K., Lee, M. K. O., & Thadani, D. R. (2009). The impact of positive electronic
word-of-mouth on consumer online purchasing decision. Springer.

Chu, W., Im, M., Song, M. R., & Park, J. (2019). Psychological and behavioral factors
affecting electric vehicle adoption and satisfaction: A comparative study of early
adopters in China and Korea. Transportation Research Part D: Transport and
Environment, 76, 1-18.

Dewi, C. K., Mohaidin, Z., & Murshid, M. A. (2020). Determinants of online purchase
intention: a PLS-SEM approach: evidence from Indonesia. Journal of Asia Business
Studies, 14(3), 281-306.

DI Virgilio, F., & Antonelli, G. (2018). Consumer behavior, trust and electronic word-of-
mouth communication: toward a model of understanding of consumer’s purchase
intentions online. In Social media for knowledge management applications in modern
organizations (pp. 58-80). IGI Global.

Dolot, A. (2018). The characteristics of Generation Z. E-Mentor, 74(2), 44-50.

Escobar-Rodriguez, T., & Carvajal-Trujillo, E. (2014). Online purchasing tickets for low
cost carriers: An application of the unified theory of acceptance and use of technology
(UTAUT) model. Tourism Management, 43, 70-88.

Garcia, M. V., Lopez, M. F. B., & Castillo, M. A. S. (2019). Determinants of the acceptance
of mobile learning as an element of human capital training in organisations.
Technological Forecasting and Social Change, 149, 119783.

Goyette, 1., Ricard, L., Bergeron, J., & Marticotte, F. (2010). e-WOM Scale: word-of-mouth
measurement scale for e-services context. Canadian Journal of Administrative
Sciences/Revue Canadienne Des Sciences de 1’ Administration, 27(1), 5-23.

Gruen, T. W., Osmonbekov, T., & Czaplewski, A. J. (2006). eWOM: The impact of
customer-to-customer online know-how exchange on customer value and loyalty.
Journal of Business Research, 59(4), 449-456.

Hanaysha, J. R. (2018). An examination of the factors affecting consumer’s purchase
decision in the Malaysian retail market. PSU Research Review, 2(1), 7-23.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-
of-mouth via consumer-opinion platforms: what motivates consumers to articulate
themselves on the internet? Journal of Interactive Marketing, 18(1), 38-52.

Jeon, H.-M., Ali, F., & Lee, S.-W. (2019). Determinants of consumers’ intentions to use
smartphones apps for flight ticket bookings. The Service Industries Journal, 39(5-6),
385-402.

Karimi, S. (2013). A purchase decision-making process model of online consumers and its
influential factora cross sector analysis [the university of manchester].
https://research.manchester.ac.uk/en/student Theses/a-purchase-decision-making-
process-model-of-online-consumers-and-

Karimi, S., Papamichail, K. N., & Holland, C. P. (2015). The effect of prior knowledge and
decision-making style on the online purchase decision-making process: A typology of

TRANSEKONOMIKA | AKUNTANSI, BISNIS DAN KEUANGAN
238 https://transpublika.co.id/ojs/index.php/Transekonomika
E-ISSN: 2809-6851 P-ISSN: 2809-6851



https://transpublika.co.id/ojs/index.php/Transekonomika

TRANSEKONOMIKA: Akuntansi, Bisnis dan Keuangan
VOLUME 4 NO. 3 (2024)

consumer shopping behaviour. Decision Support Systems, 77, 137-147.

Kim, H.-W., Xu, Y., & Gupta, S. (2012). Which is more important in Internet shopping,
perceived price or trust? Electronic Commerce Research and Applications, 11(3), 241—
252.

Kim, J., & Park, J. (2007). The Effects Of Internet Shoppers > Trust On Their Purchasing
Intention In China Since 1997 , China ’ s information industry has been developing
very rapidly . According to the 19th Statistical Survey Report on Internet Development
in China released in Jan. 4(3), 269-286.

KPMG  International.  (2017). the truth about online  customer.  40.
https://assets.kpmg.com/content/dam/kpmg/sg/pdf/2017/01/the-truth-about-online-
consumers.pdf

Lafraxo, Y., Hadri, F., Amhal, H., & Rossafi, A. (2018). The Effect of Trust, Perceived Risk
and Security on the Adoption of Mobile Banking in Morocco. ICEIS (2), 497-502.

Lakshmi, S. (2016). Consumer buying behavior towards online shopping. International
Journal of Research—Granthaalayah, 4(8), 60—65.

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in hospitality
and tourism management. Tourism Management, 29(3), 458-468.

Liu, L., Lee, M. K. O,, Liu, R., & Chen, J. (2018). Trust transfer in social media brand
communities: The role of consumer engagement. International Journal of Information
Management, 41, 1-13.

Lu, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce purchase
intention: An empirical research. Computers in Human Behavior, 56, 225-237.

Mohd Sam, M. F., & Tahir, M. N. H. (2009). Website quality and consumer online purchase
intention of air ticket. International Journal of Basic & Applied Sciences, 9(10).

Nadarajan, G., Bojei, J., & Khalid, H. (2017). The study on negative eWOM and its
relationship to consumer’s intention to switch Mobile Service Provider. Procedia
Computer Science, 124, 388-396.

Robinson, V. M., & Schanzel, H. A. (2019). A tourism inflex: Generation Z travel
experiences. Journal of Tourism Futures, 5(2), 127-141.

Sabah, N. M. (2016). Exploring students’ awareness and perceptions: Influencing factors
and individual differences driving m-learning adoption. Computers in Human
Behavior, 65, 522-533.

Sen, S., & Lerman, D. (2007). Why are you telling me this? An examination into negative
consumer reviews on the web. Journal of Interactive Marketing, 21(4), 76-94.

Sharifi fard, S., Tamam, E., Hj Hassan, M. S., Waheed, M., & Zaremohzzabieh, Z. (2016).
Factors affecting Malaysian university students’ purchase intention in social
networking sites. Cogent Business & Management, 3(1), 1182612.

Sindunata, 1., & Wahyudi, B. A. (2018). Pengaruh e-wom (Electronic-word-of-mouth)
terhadap keputusan pembelian di agoda. com. Jurnal Hospitality Dan Manajemen Jasa,
6(1).

Singh, A., Alryalat, M. A. A., Alzubi, J. A., & Sarma, H. K. D. (2017). Understanding
jordanian consumers’ online purchase intentions: Integrating trust to the UTAUT2
framework. International Journal of Applied Engineering Research, 12(20), 10258
10268.

Slade, E. L., Dwivedi, Y. K., Piercy, N. C., & Williams, M. D. (2015). Modeling consumers’

TRANSEKONOMIKA | AKUNTANSI, BISNIS DAN KEUANGAN
https://transpublika.co.id/ojs/index.php/Transekonomika
E-ISSN: 2809-6851 | P-ISSN: 2809-6851



https://transpublika.co.id/ojs/index.php/Transekonomika

ANALYSIS OF THE EFFECT OF FACILITATING
CONDITIONS AND ELECTRONIC WORDS OF MOUTH...
Daman Sudarman, Sabaruddin

adoption intentions of remote mobile payments in the United Kingdom: extending
UTAUT with innovativeness, risk, and trust. Psychology & Marketing, 32(8), 860-873.

Smeltzer, L. R. (1997). The meaning and origin of trust in buyer-supplier relationships.
International Journal of Purchasing and Materials Management, 33(4), 40-48.

Svare, H., Gausdal, A. H., & Mbollering, G. (2020). The function of ability, benevolence, and
integrity-based trust in innovation networks. Industry and Innovation, 27(6), 585-604.

Wang, P.-W., Su, Y.-J., & Shih, M.-L. (2010). Analysis of the online word-of-mouth of
whitening essence in Taiwan-taking Blog and Internet forum as an example. Journal of
Statistics and Management Systems, 13(5), 1089-1099.

Wu, T.-Y., & Lin, C. A. (2017). Predicting the effects of eWOM and online brand
messaging: Source trust, bandwagon effect and innovation adoption factors. Telematics
and Informatics, 34(2), 470-480.

Zhang, K. Z. K., & Benyoucef, M. (2016). Consumer behavior in social commerce: A
literature review. Decision Support Systems, 86, 95-108.

Zhou, T., Lu, Y., & Wang, B. (2010). Integrating TTF and UTAUT to explain mobile
banking user adoption. Computers in Human Behavior, 26(4), 760—767.

Copyrights

Copyright for this article is retained by the author(s), with first publication rights granted to
the journal.

This is an open-access article distributed under the terms and conditions of the Creative
Commons Attribution license (http://creativecommons.org/licenses/by/4.0/).

TRANSEKONOMIKA | AKUNTANSI, BISNIS DAN KEUANGAN
240 https://transpublika.co.id/ojs/index.php/Transekonomika
E-ISSN: 2809-6851 P-ISSN: 2809-6851



https://transpublika.co.id/ojs/index.php/Transekonomika

	Keywords: Facilitating Conditions, Electronic Words of Mouth, Purchase Decision, Trust
	4.2. Discussion

