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ABSTRACT

This research aims to 1) study, assess, and compare the level of network externality
and technology acceptance level of Traveloka, Booking.com, Skyscanner and Expedia
applications, and 2) identify factors affecting the technology acceptance of Traveloka,
Booking.com, Skyscanner and Expedia applications. The samples were 548 air ticket
booking service users whose age were above 18 years old. Exploratory Factor Analysis
and Structural Equation Modeling were analyzed by a statistical package.

The results showed that: 1) most of the application users used the service less
than once per month. They mainly used the service for booking flights. Their acceptable
flicht service prices were approximately between 3,000-6,000 baht. The reasons for booking
were for travelling and relaxation. The level of acceptance of the application compared
to the frequency of use of the service was found that Traveloka had the highest number
of users, followed by Sky scanner and Booking.com respectively, and 2) other service
factors such as number of rooms, number of airlines, information security, influence
of the opinions of reference groups on consumers, and conformity to the reference group
were factors affecting technology acceptance of the application with more than 50 percent
of the opinions.

Keywords: Online travel agency, Service quality, Travel technology, Technology Acceptance,

Network Externality
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DNorm 0.355 *** 0.763 **x0.147 0.820 ** 0.339 ***x0.272 **
INorm 0.451 ***0.016 0.727 ***0.024 0.428 **x* 0.517 o
Bl

Att 0.399 ***0.393 ***0.365 *x0.077 % 0.316 ***0.359 xxx
SNorm 0.354 **x(0.344 ***0.416 ***0.044 0.367 ***x0.381 Hxx
UB

2] 0.951 **x1.023 *xx (0. 875%**  *xx 1268  *** (0.893 ***0.839 Hrx
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A1519% 2 (70)

Total Traveloka Others Gen. Z Gen. Y Gen. X & BB
Observations 548 277 271 103 282 163
Loglikelihood  -25922.1 -13155.9 -12696.6 -4664.3 -13449.2 -11167.5
Chi2_bs 7936.5 4609.5 4258.2 2674.5 4333.4 6501.7
Chi2_ms 3192.0 2078.1 1971.9 1567.4 2013.0 2756.5
RMSEA 0.079 0.082 0.080 0.106 0.079 0.079
SRMR 0.180 0.198 0.169 0.199 0.180 0.180
CFI 0.855 0.847 0.842 0.755 0.838 0.845
TLI 0.829 0.820 0.814 0.722 0.810 0.818

NNANTI9N2 UansisnssuUselond
Tumsldueundiadu PU (Perceived usefulness)
Tnetladesudnsnavosausaudnslunisleau
waUwaLAtY (Perceived Number of Peers)
fnaunndigaia 0.453 Tufldnuueundiadu
Traveloka luvazAgflduusunaindudu o
Azitumuelunsly (Perceived ease of use
wie PEOU) snninsisiimn3euiiiousu
Tuudazlautusisduglduinisaianiso
ATIAUINNSUSEIANTIUMA1Y o unaanes
Perceived Number of Cross Platforms
founindadedug laslanizngy Gen. Z
flarudidqiiies 0.016 druirunafse
nsliueundiadu Att nguglinuueunaindu
Traveloka LHuAsn1slduaunaiady PEOU
f9 0.450 luvauzfinguliuoundindudu o
wumssuiuselewdlunisldueundadu PU
(Perceived usefulness) &4 0.790 lny Gen.
7 #lnnuddnyisnisldueundindu (PEOU)
09 0.977 & mTUUIINAFIUVDINGUB 19D
3l SNorm (Subjective Norm) nauslday

woUwalAdu Traveloka iWunguauiiglday
Ansedeansfia 0.763 lumenduiunguglda
uaUnAindudu o arlieuddyfungugAities
Tngmnivssuidisusswisauueisdiuiu Gen. 7
aglsiaudAyfungugafies DNorm
fla 0.820 Tuvmuzdl Gen. Y uay Gen. X & BB
Fonlazliauddayiie DNorm waz INorm
Tudasduildsnstumnuitls dwduilade
A1u Bl (Behavior Intention) ﬁ?u@%/ﬂ’luﬁm?
Att iaudrAgylnalAesnu SNorm ﬂgwﬂﬁé’hm
ueUnALAdu Traveloka nguiliueundindudu 4
1ay Gen. Z aglmudfny Att 89 0.777
dutlafurheanedne UB (Usage Behavior) tiu
genslimnudnAyiu Bl (Behavior Intention)
Tnslaniznguildauneundiadudu o
fs 0.875 Tnodl Gen. 7 fiAnwuddngean
04 1.268
aylainanuiianelageusumalulad
nslduaundatuy auisnisldueunadindu
(PEOU) ity 1 Avuuu denalinzuuuiade o
voanginssunisiiueundindu Sanfiuty
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0.2113 Azuuu pg1iledIAYNISEia P-value
< 0.05 LilapruAuiUsau 9 Ay awise
as5u1elea1 dranuianalan1uisnsly
a L = 2 vV v

woundadu anunsaiseuiladie wWilaladne
LALISTUUNNTIBDINTHAUNINNERDNISTITIIU
8T azdwmalangfnssunslgieUunaiadu
WNAY Auianelagausumalulagnisly
LAUNALATY N1SLANTTLaUNAATY (PU)
WiLTY 1 denalinzuuuiade 9 0angAnTsu
A5 UNALATY TALANTY 0.3039 ALLUU
pg1eldedrAynsada P-value < 0.05
WepuAumUsdu o Tiaen anunsaesuiy
111 arenuianelanisidenldwaunamdu
Prgantyninisaeenisiune Uszudanan
ANSAUNINBINN/WNEI0Y L5882 UV
v ) ~ A A oA P X ) ~ A
Mn/griundanale waslaviasin/ieidu
ATINIUAINABINITIETY Dz dnalvingFingsu
A5 UNR AT UL ALY

d3Uuaraiusnenan1sivg
N15ANYIA A I Lo UsELiy
WAz U ULNBUTEAUVDINANTZNUATEUDN
(Network Externality) Lagszaun158au5u
walulaguesuaunaiady Tudiduusn
lagilSguigunansgnuanng udeya
uaUnaLATU Traveloka LoUWALATY Booking.
com LOUNALATU Skyscanner Lag LoUnaLATUY
Expedia wuintayanisiduinisueunaindu
dndugazldvsnsdosndn 1 adielion
Tnewuldusnisdmsueeaiiertuuinnin
9097Wn druTAIAIUINTABITIIE U
gausUld Aa92959A7 3,000-6,000 UM B9M15
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oY

a | ¢ A | a
Wunsdulng i Tngusvasdiionsvieien
PNHBU LAZTLAUNITYBNSUNTS W UNALATY
~ ) P! Y a a )
WeuAuANURLUNSITUSNS TnekaUnaiadu
aa v a a a
gldUSn1suINianfe Traveloka 594A4N
Ao Sky scanner wagloUwalATU Booking.
com ANUAIRNU
lusgduiaeaieseyladendinasio
MseaUsUWALLladveIwaUNARTUY Traveloka
LaUnaLATY Booking.com waUnatATy
Skyscanner Wag waUnaLAYU Expedia A
nYadeaun1sUSASANg § AllAnuAnLTiy
11NNI15988% 50 WU YITULSNADANUINUIY
PRINLALINUINAYNTDUNT AU UNALATY
Tneaulyg AMEII U UL INNLaE T1UIU
18NS DUNTIUAULDUNBLATUAITHINUIULNN
fon1sidusnisuazAlsaseunquluniug
Talausnns Uadenaeefo AukaUnaLATY
aeslinsdasiunisuluedeyavesldusnisg
Maadolauwaziinisdududauglduinisi
Wonals Uadeiaiufs aurAuARAan1SIY
weundiaduy wuteyaindiulvgjueunaiadu
A Y] a dyvd o a a Py
wnugshanlietnslaeasiniesiualasy
ANUERUSUWALLlagUDILaUNALATY JaauNa
A ¥ . . d‘ U a U
D AU Injunctive Norm inenfuloundiatu
o v o A a aa 2
NgaUnslagasAToIlulngAUNIRAR DA
drulvguuzililduinng Jadennfe
#114 Subjective Norm LAgIAULDUNALATY
i ydy v d' a a U
NgaunslngansmInslulngauIntuaTauas?
sulnglliuinig uas Yadugavine suauasla
Twounantulaenuindrulugiiuaean
drulngdanunslaldueundingu
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