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ABSTRACT 

 

The development rapidly towards mobile commerce, online travel agency was 

experiencing a rapidly growth. The aim of this study was to analyse factors affecting 

consumer’s comprehension towards online travel agency application in Malaysia 

context. However how to promote more effectively is a problem urgent to solve. This 

study to make some contribution to consumer’s comprehension towards online travel 

agency application. This research were developed some hypothesis and based on four 

“technology acceptance model” (TAM) models were purposed a research model about 

consumer’s comprehension of online travel agency application. Perceived Usefulness, 

Perceived Ease of Use, Social Influence and User Satisfaction were included in the 

model. Questionnaire survey was conducted in Malaysia through the internet and 

social media platform. Results shows that perceived usefulness, perceived ease of use 

and user satisfaction had a positive influenced on consumer’s comprehension towards 

online travel agency application. Furthermore, the effects of perceived ease of use on 

consumer’s comprehension towards online travel agency application was significantly 

greater. 

 

Keyword: Consumer’s comprehension, online travel agency application, TAM model 
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ABSTRAK 

 

      Perkembangan pesat ke arah perdagangan mudah alih, agensi pelancongan 

dalam talian mengalami pertumbuhan pesat. Tujuan kajian ini adalah untuk 

menganalisis faktor-faktor yang mempengaruhi pemahaman pengguna terhadap 

aplikasi agensi pelancongan dalam talian di konteks Malaysia. Bagaimanapun, 

bagaimana mempromosikan dengan lebih berkesan adalah masalah yang perlu 

diatasi. Kajian ini memberi sumbangan kepada pemahaman pengguna terhadap 

aplikasi agensi pelancongan dalam talian. Kajian ini telah membangunkan beberapa 

hipotesis dan berdasarkan kepada empat model "model penerimaan teknologi" 

(TAM), telah menjadi model penyelidikan mengenai pemahaman pengguna terhadap 

aplikasi agensi pelancongan dalam talian. Penggunaan yang dirasakan, Kemudahan 

Penggunaan, Pengaruh Sosial dan Kepuasan Pengguna telah dimasukkan ke dalam 

model. Tinjauan soal selidik telah dijalankan di Malaysia menerusi internet dan 

platform media sosial. Keputusan menunjukkan bahawa kegunaan yang dirasakan, 

kemudahan penggunaan dan kepuasan pengguna dilihat positif telah mempengaruhi 

pemahaman pengguna terhadap aplikasi agensi pelancongan dalam talian. Selain itu, 

kesan penggunaan mudah difahami terhadap pemahaman pengguna terhadap aplikasi 

agensi pelancongan dalam talian adalah lebih besar. 

 

Kata kunci: Pemahaman pengguna, aplikasi agensi perlancongan dalam talian, 

model penerimaan teknologi. 
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CHAPTER 1 

 

INTRODUCTION 

 

This chapter explained about the introduction and the background of this research, 

problem statement, research questions, research objectives, the scope of study and 

limitation of the study. 

 

1.1 Background of Study 

 
In the era technological, application development is currently progressing at a 

feverish pace, and application developers are in high demand (Robert G., 2011). 

According to Growth from Knowledge, GfK (2015), in the modern digital age, 

nowadays community are have strong relationship with the internet, so this is a 

opportunity for the travel agency to establish by using internet platform to gain 

audience. Online travel agency application has become the most popular among 

application use nowadays. According to Christina C. (2016), to share information and 

one of the most platform that important among the consumers today is the internet. 

 

To offer customized tailor packages, tour companies can contrast prices, explore 

and make reservations online with more flexibility and control. Besides, to ensure 

maintain competitiveness and efficiency among travel agents, they need to start using 

information technology. In the face of adoption of information technology there are a 

lots of challenges. This includes looking for specific ways to attract and maintain 

consumers for special tour packages customized needs travel needs such as limousine 

rental and hotel transfers. Therefore, online travel agents need to win the consumers 

attention compare to traditional high street travel agents, (Norhayati et al, 2015). 
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The introduction of online travel agency application in the hotel industry is one of 

that innovation in the recent past. Nowadays, online travel agency application has 

grown rapidly as more consumer enrol for the online travel agency service application 

rather than the traditional travel agents system. Although technology has given a huge 

impact on the conventional on hotel industry with existing an online travel agency 

service such as booking.com making a significant impact that disruption in the hotel 

industry has been rather elusive. 

 

The main concept of an online travel agency is creating a connection among 

consumer and the hotel industry through the online travel agency offer in the 

application. In the online travel agency application, the consumer can gain information 

about the hotel that they want to choose. In online travel agency also stated the detail 

of the hotel such as place, the condition, rates and others. Lastly, the application also 

computes the fees based on the worth of the hotels. 

 

1.2 Problem Statement 

 

Everyone knows nowadays smartphone is an important thing, especially when to 

for a trip. A traveller needs a place to stay during their vocation, so they may use their 

smartphone to find the place to stay. Smartphones can brought significant changes in 

the individual’s daily lives and digital consumption with smartphones multi-

functionality (Lee S., 2016).  So, this is the function of an online travel agency but if 

traveller just booked in the website may cause difficulty such as small in the screen. 

The traveller might download for the online travel agency application and book the 

room to stay.  

 

According to Anton et al (2007) internet travellers have received the possibility to 

access the information about deals, schedules and prices in any comfort places and 

develop travel packages by their own when online booking is currently taking over the 



3 
 

  

travel market. According to Sagittarius (2017) when the traditional bricks were 

changing to mortar travel agencies to the online, the challenge among the online travel 

agencies is the marketing about their application. Since online travel agency 

application still new among consumer, the research makes some contribution in the 

understanding of consumer’s comprehension which is give affecting usage of online 

travel agency application. Hence, this research to seek to establish of what are factors 

of online travel agency application influence consumer’s comprehension. Therefore, 

this study to evaluate consumer’s comprehension towards online travel agency 

application in Malaysia. 

 

1.3 Research Questions 

 
1. What are recognizing factors that influence consumer’s comprehension 

towards online travel agency application? 

2. What are the relationship between factors that can influence consumer’s 

comprehension towards online travel agency in Malaysia? 

3. What is the most factor of influence online travel agency towards consumer’s 

comprehension in Malaysia? 

 

1.4 Research Objectives 

 

1. To recognize factors that influence consumer’s comprehension towards online 

travel agency application. 

2. To identify the relationship between factors that can influence consumer’s 

comprehension toward online travel agency in Malaysia. 

3. To determine the most factor of influence online travel agency towards 

consumer’s comprehension in Malaysia. 
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1.5 Scope of the Study 

 

For the scope of the study, this research commonly focused on the factors that 

affected consumer’s comprehension towards online travel agency in Malaysia. This 

research would examine and identified the relationship between the factors affecting 

consumer’s comprehension, perceived usefulness, perceive the use of online travel 

agency. The research was targeted at respondent 18 years old and above. The age fixed 

in the research because the researcher will assumed respondent was able to provide 

their own opinions without relying on a parent. 

 

1.6 Limitation of Study 

 

For the limitation of the study is attitude of the respondent. The researcher assumed 

that respondents will provide honest, justifiable answer and have adequate knowledge 

about online travel agency.  

 

1.7 Summary 

 

In this study, the researcher was emphasized on the consumer’s comprehension 

towards online travel agency in Malaysia. This chapter provided an introduction to the 

research topic. It had introduced the background of the study, problem statements, 

research questions and research objective. The scope and limitation of the study were 

covered by this chapter. The Researcher would base on these introductions and carry 

on to the second chapter which discussed the part of the literature review. 
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CHAPTER 2 

 

LITERATURE REVIEW 

 

This research is about online travel agency application in Malaysia. More 

specially, the adoption of online travel agency application towards consumer’s 

comprehension. The discussion on factors that influence consumer’s comprehension 

towards online travel agency application. The fast-growing of mobile internet enables 

online travel agency application platform for providing adoption consumer on the new 

technology. In the following section of this literature review, it will involve the 

overview of terms, concept and theories in detail to provide a clear understanding. 

 

2.1 Consumer’s Comprehension 

 

The main purpose of marketing communication is leaded by consumer’s 

comprehension of interface product information. In general, comprehension can be 

described as the extentto which the correct or precise user understands the advertised 

messages (Houssi A. & Dolnicar S., 2007). The consumer’s comprehension means 

understanding among the consumer about the product or service. According to 

Woolley G. (2011), comprehension is the understanding, interpreting texts and 

acquiring meaning depend on various factors relating to situational, text and readers. 
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The combination of consumer’s response and participants’ written protocols is the 

step to measures of comprehension at the product or service. The scale item asked 

consumers how well they could explain the product or service to a friend anchored by 

“not well at all” or “very well”. “How would explain the product or service at the back 

of this question stated?” which is a question stated and each respondent’s response was 

separated into three different categories whether a concise a simple explanation, 

explanation was given or whether she or he could not descibed well at all. 

 

According to Katherine and Peter (2016), comprehension key drivers, perhaps due 

to the of sound measurement development for consumer experience, there is also a 

dearth of research on how consumer experience. Consumer’s comprehension helps to 

target and make focus for segmentation of consumers, increasing the profit and assume 

consumers’ purchasing actions through online channels (Bidgoli, 2004). 

 

Generating user value need comprehensive information about the consumer and 

only a comprehensive understanding of the consumer which is consumer requirements 

can result in consumer value (Dejen M. & Sekandary H., 2008). Therefore, creating 

customer value cannot be described as something clear and requires a lot of effort and 

time. In this new digital era, a lot of data is accessible, so dealing the valuable data 

from the correct sources is ending up increasingly significant. It is mean that business 

need to choose the right consumers with the right measures to develop their consumer 

value creation abilities in term of consumer value. 

 

The comprehension of the consumer is an important factor, and it means seeing 

things from the customer’s point of view, understanding the customer’s business 

rationale, information about the market, and giving externalization possibilities. In 

addition, company image or corporate identity characteristics are discussed, including 

characteristics such as brand equity and brand visibility. 
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2.2 Digital Marketing  

 

Merisavo M. (2006) stated the use of digital channels to create strong consumer 

loyalty by gotten shockingly little attention, in spite of clear opportunities for using 

these channels to keep connection and present consumers cost-effectively. It nation of 

digital marketing seems to have been used more operationally, while the theoretical 

knowledge and extensive models of how and why to use various digital channels are 

still being developed. However, digital marketing is a changing nation, in order to 

serve as a basis for the remaining assessment, it is essential to provide a clear and 

coherent definition of it here. The Digital Marketing Institute defines digital marketing 

as “creating integrated, targeted and measurable communication through the use of 

digital technologies that tend to obtain and maintain customers while make strong 

relationships with them” (Wymbs C., 2011). According to Royle J. & Laing A. (2014), 

digital marketing is a sub-branch of traditional marketing and for the place of product 

by using nowadays digital channel such as downloadable music and mainly for 

communicating with a person that contribute in business such as customers and 

investors that discussing about products, business progress and brand. 

 

An organization’s performance and competitive advantage have given positive 

effect by digital marketing. Based on the definition, the implementation of digital 

marketing for an organization is to increase the consumer royalty, consumer attention 

and consumer relationship. Besides, digital marketing also important as the 

communication tools with the consumers to evaluate the brand, product and business 

progression of an organization. 

 

Web users in Malaysia are growing nowadas. According to the Malaysian 

Communications and Multimedia Commission, MCMC (2017), the percentage of 

internet users was 76.9 percent in 2016. There were also 24.5 million internet users, 

which in 2015 had risen from 24.1 million. The non-internet users stood at 23.1 

percent, just under a quarter of the population as a whole. 
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According to Omar et al (2011), digital marketing is a rapidly evolving industry 

that strives to incorporate newer technologies and practises, even if they are not 

popular in all the countries across the world. Roughly, an innovative strategy is limited 

to a company with new technologies. The trend is indirectly shifting to companies to 

incorporate some of the digital methods to achieve results. Therefore, digital marketing 

allows and encourage consumers to prefer a product or services based on technology. 

 

2.3 Online Travel Agency (OTAs) Application 

 

According to Munoz E. (2018), online travel agency is one types of sales channel 

for a hotel business. Thus, the online travel agency application is more focus on room 

booking. OTAs like Travelocity and Orbitz allow consumers to check accommodation 

validity, make price comparisons and let different payment modes to be used. OTAs 

comfort for one-stop travellers, enabling them to discover the highest value for their 

travel requirements. Some OTAs even specialise in last-minute reservations to sell 

highly discounted airline seats and hotel rooms (Chistina C., 2016). Thus, there are 

many benefits of OTAs. 

 

Online Travel Agency is usually referred to as 'booking sites'. An online travel 

agency originally specialized exclusively in hotel reservations, but nowadays online 

travel agency has added flights and other land content to boost their attraction. 

Commonly, the consumer uses an online travel agency to book a hotel (Trip Advisor 

Malaysia, 2016). 

 

2.4 Technology Acceptance Model (TAM) 

 

Technology Acceptance Model has been developed by Davis (1989) is the most 

popular research models to predict the use and acceptance of information system and 

technology by the individual user. TAM has been widely studied and verified by 




