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This study aims to examine: (1) the effect of promotions on the intention to purchase 
movie tickets online via the TIX ID app, (2) the effect of ease of use on the intention to 
purchase movie tickets online via the TIX ID app, (3) the effect of ) E-WOM on the 
intention to purchase movie tickets online via the TIX ID app, and (4) the simultaneous 
effect of promotions, ease of use, and E-WOM on the intention to purchase movie tickets 
online via the TIX ID app among Millennials and Generation Z. This study employs a 
quantitative approach using the explanatory research method. The sampling technique 
used was purposive sampling, with a total of 236 respondents. Data collection was 
conducted by distributing questionnaires to Millennials and Generation Z users or 
potential users of the TIX ID app in Gunungkidul. Data analysis was performed using 
Structural Equation Modeling-Partial Least Squares (SEM-PLS) with the assistance of the 
SmartPLS software, version 3.29. The results of this study indicate that: (1) promotions 
have a significant effect on purchase intention, (2) Ease of use has a significant effect on 
purchase intention, (3) E-WOM has a significant effect on purchase intention. Based on 
the research findings, it can be concluded that the variables of promotion, ease of use, 
and E-WOM have a positive and significant influence on the interest in purchasing movie 
tickets online through the TIX ID app among Millennials and Generation Z in 
Gunungkidul. Furthermore, the research results also indicate that the ease-of-use 
variable has the greatest influence on purchase intention compared to the other 
variables. 

Keywords: 
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Penelitian ini bertujuan untuk menguji: (1) pengaruh promosi terhadap minat beli tiket 
bioskop secara online melalui aplikasi TIX ID, (2) pengaruh kemudahan penggunaan 
terhadap minat beli tiket bioskop secara online melalui aplikasi TIX ID, (3) pengaruh ) E-
WOM  terhadap minat beli tiket bioskop secara online melalui aplikasi TIX ID, dan (4) 
pengaruh secara simultan promosi, kemudahan penggunaan, dan ) E-WOM terhadap 
minat beli tiket bioskop secara online melalui aplikasi TIX ID pada Generasi Milenial dan 
Generasi Z. Penelitian ini menggunakan pendekatan kuantitatif dengan metode 
explanatory research. Teknik pengambilan sampel menggunakan purposive sampling 
dengan jumlah responden sebanyak 236 responden. Pengumpulan data dilakukan 
melalui penyebaran kuesioner kepada Generasi Milenial dan Z untuk pengguna atau 
calon pengguna aplikasi TIX ID di Gunungkidul. Teknik analisis data menggunakan 
Structural Equation Modeling-Partial Least Square (SEM-PLS) dengan bantuan aplikasi 
SmartPLS versi 3.29. Hasil penelitian ini menunjukkan bahwa: (1) promosi berpengaruh 
dan signifikan terhadap minat beli, (2) Kemudahan penggunaan berpengaruh dan 
signifikan terhadap minat beli, (3) E-WOM berpengaruh dan signifikan terhadap minat 
beli. Berdasarkan hasil penelitian dapat disimpulkan bahwa variabel promosi, 
kemudahan penggunaan, dan E-WOM memiliki pengaruh positif dan signifikan terhadap 
minat beli tiket bioskop secara online melalui aplikasi TIX ID pada Generasi Milenial dan 
Z di Gunungkidul. Selain itu, hasil penelitian juga menunjukkan bahwa variabel 
kemudahan penggunaan menjadi variabel yang memiliki pengaruh paling besar 
terhadap minat beli dibandingkan variabel lainnya. 

 

https://journal.uny.ac.id/publications/jmmr/index
https://issn.brin.go.id/terbit/detail/20250723221317501
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1. Introduction  
  The rapid growth of Indonesia’s film industry, coupled with high internet penetration 
reaching 79.5% with 221.6 million users in 2023, has driven a shift in consumer behavior from 
purchasing movie tickets through conventional means to digital platforms. This finding comes from 
a survey conducted by the Iindonesiian Iinternet Serviice Proviiders Associiatiion [1]. The number of 
Iindonesiian moviie viiewers iin 2025 iis projected to reach 80.27 miilliion [2], whiile more than 75% of 
moviie theater-goers iin Iindonesiia are more iinterested iin purchasiing tiickets onliine rather than 
waiitiing iin liine at the box office [3]. Generatiion Z (34.4%) and Miillenniials (30.6%) domiinate the 
natiional iinternet user base and constiitute the priimary segment for ciinema e-tiicketiing serviices. TIiX 
IiD iis the leadiing e-tiicketiing platform wiith over 10 miilliion downloads and a 4.9 ratiing on the App 
Store. However, user complaiints regardiing slow app performance, transactiion faiilures, a 7–14 
busiiness day refund periiod for TIiX IiD.com 2024 crediit/debiit card payments, and promotiional terms 
that allow only one use per user per promotiional period [4] iindiicate a gap between the platform’s 
potentiial and the actual user experiience. Thiis context iis partiicularly relevant iin Gunungkiidul 
Regency, whiich only recently opened iits fiirst ciinema, New Star Ciineplex (NSC) Wonosarii, on Apriil 
13, 2025, creatiing a new consumer segment for the adoptiion of e-tiicketiing serviices. 

Variious studiies have iidentiifiied the determiinants of purchase iintent on diigiital platforms. [5] 
examiined the effects of Buy One Get One promotiions and E-WOM on 139 TIiX IiD users iin Jakarta 
usiing non-probabiiliity sampliing and found that both had a posiitiive and siigniifiicant effect on purchase 
iintent. [6] usiing purposiive sampliing on 100 consumers of Somethiinc products, demonstrated that 
promotiions have a posiitiive and siigniifiicant effect, although the variiables of brand ambassadors and 
the Korean Wave were not siigniifiicant. [7], usiing trust as an iinterveniing variiable among 100 students 
at Diiponegoro Uniiversiity, demonstrated that the perceptiion of ease of use has a posiitiive and 
siigniifiicant effect on purchase iintentiion through trust. [8] studiied 110 TIiX IiD users and found that 
sales promotiion and E-WOM both had a siigniifiicant effect. [9] studiied 100 Shopee users and found 
that E-WOM had a posiitiive and siigniifiicant effect on purchase iintentiion. 

Nevertheless, there are iinconsiistenciies iin the results, whiich represent a gap iin the research. 
[10] found that promotiions had no siigniifiicant effect, diifferiing from the majoriity of studiies, 
iindiicatiing that the effectiiveness of promotiions iis contextual and depends on the type of product 
and the characteriistiics of the respondents.  [11] found that ease of use had no effect on Shopee, 
contrary to [7]; thiis diiscrepancy suggests that the iinfluence of ease of use iis hiighly dependent on 
the stage of consumer technology adoptiion. [12] demonstrated that E-WOM does not iinfluence 
purchase iintent for Mother of Pearl cosmetiics on TiikTok, contradiictiing [8], [9] iindiicatiing that the 
effectiiveness of E-WOM iis siituatiional and depends on the product type and diigiital mediia. 
Furthermore, no study has speciifiically tested all three variiables siimultaneously iin the context of 
moviie theater e-tiicketiing iin regiions that have recently undergone diigiital transiitiion. A pre-survey of 
50 Miillenniial and Gen Z respondents iin Gunungkiidul confiirmed thiis: 56% stated that complex 
promotiional terms and refund processes were barriiers, 50% experiienced diiffiicultiies transiitiioniing 
from manual to diigiital systems, and 52% were hesiitant to use TIiX IiD due to negatiive reviiews. Thiis 
study examiines these three variiables siimultaneously usiing SEM-PLS among Miillenniials and 
Generatiion Z iin Gunungkiidul as a context wiith uniique diigiital transiitiion characteriistiics that have not 
been previiously studiied. 
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Table 1. Summary of Previious Research Fiindiings (Research Gap) 

Variable Study (Year) Study Results 

Promotiion  [5], [7], [13], [14] Siigniifiicantly iinfluences purchase iintentiion 

[10] Does not siigniifiicantly iinfluence purchase 
iintentiion 

Ease of Use  [14], [15], [16] Siigniifiicantly iinfluences purchase iintentiion 

[11] Does not siigniifiicantly iinfluence purchase 
iintentiion 

E-WOM [9], [17], [18] Siigniifiicantly iinfluences purchase iintentiion 

[12] Does not siigniifiicantly iinfluence purchase 
iintentiion 

Source: Research Gap, 2026 

The gap between the iinconsiistenciies iin previious research fiindiings and the lack of studiies on 
diigiital adoptiion iin regiions that have recently gaiined access to moviie theaters underscores the 
academiic and practiical siigniifiicance of thiis research. Academiically, thiis study proviides empiiriical 
eviidence regardiing the relatiive iimportance of promotiion, ease of use, and E-WOM iin shapiing 
purchase iintent wiithiin a speciifiic diigiital transiitiion context, thereby enriichiing our understandiing of 
the factors iinfluenciing the adoptiion of diigiital entertaiinment serviices. Practiically, these fiindiings can 
serve as a reference for e-tiicketiing platform managers iin desiigniing relevant marketiing strategiies 
for emergiing markets. Based on the above, thiis study aiims to determiine: (1) the effect of 
promotiions on the iintentiion to purchase moviie tiickets onliine viia the TIiX IiD app; (2) the effect of 
ease of use on purchase iintentiion; (3) the effect of Electroniic Word of Mouth (E-WOM) on purchase 
iintentiion; and (4) the siimultaneous effect of promotiions, ease of use, and E-WOM on purchase 
iintentiion among Miillenniials and Generatiion Z iin Gunungkiidul. The study employed a quantiitatiive 
approach usiing explanatory research methods, iinvolviing the diistriibutiion of questiionnaiires to 236 
respondents selected viia purposiive sampliing, and analyzed usiing Structural Equatiion Modeliing-
Partiial Least Squares (SEM-PLS) wiith SmartPLS versiion 3.29. 

 

 

Fiig. 1. Research Framework 

Thiis framework proviides a detaiiled overviiew of the potentiial relatiionshiip between promotiions 
and the iintentiion to purchase moviie tiickets through the TIiX IiD app. Addiitiionally, thiis framework 
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hiighliights the potentiial relatiionshiip between ease of use and purchase iintent, as well as the 
potentiial relatiionshiip between Electroniic Word of Mouth (E-WOM) and purchase iintent. These 
three variiables are diigiital marketiing factors that collectiively iinfluence the purchasiing iintent of 
Miillenniials and Generatiion Z when buyiing moviie tiickets onliine viia the TIiX IiD app iin Gunungkiidul.  

1.1. Hypothesis Development 
Promotion refers to a set of marketing communication activities designed to stimulate 

consumer interest and encourage purchase decisions [19].  In digital service contexts, 
promotions such as discounts, cashback offers, and buy-one-get-one deals have been shown to 
increase consumers’ willingness to try and adopt platforms [13] . Prior empirical studies confirm 
that promotional incentives positively influence purchase intention among digital consumers 
[5], [14]. In the context of e-ticketing platforms like TIX ID, Millennials and Generation Z in 
Gunungkidul are exposed to digital promotions via social media and applications. Attractive 
promotional offers may reduce perceived risk and lower the barrier to first-time or repeated 
ticket purchases. Based on these theoretical grounds and empirical evidence, the following 
hypothesis is proposed: 

H1: Promotion has a positive and significant influence on purchase intention for movie 
tickets through the TIX ID application among Millennials and Generation Z in Gunungkidul. 

Ease of use refers to the degree to which a person believes that using a technology system 
requires minimal effort, as grounded in the Technology Acceptance Model (TAM) proposed by 
Davis (1989). In e-commerce and digital ticketing contexts, ease of use encompasses the 
simplicity of navigation, clarity of features, and convenience of transaction completion [20]. 
Research by Mawardani and Dwijayanti [15] demonstrated that ease of use is a significant 
driver of purchase intention for digital payment services, while Nariswari and Hasmidyani [16] 
confirmed a similar effect for online shopping. The digital transition currently experienced in 
Gunungkidul, where TIX ID represents a new mode of ticket purchasing, makes ease of use a 
particularly critical factor. Consumers unfamiliar with digital platforms are likely to base their 
adoption decisions on perceived simplicity. Accordingly, the following hypothesis is proposed: 

H2: Ease of use has a positive and significant influence on purchase intention for movie 
tickets through the TIX ID application among Millennials and Generation Z in Gunungkidul. 

Electronic Word of Mouth (E-WOM) refers to positive or negative statements made by 
actual, potential, or former customers about a product or company through the internet [21]. 
E-WOM encompasses online reviews, ratings, and user-generated content shared via social 
media and digital platforms. Studies confirm that E-WOM exerts a significant influence on 
consumer purchase intention, particularly for digital services, because consumers rely on peer 
evaluations to reduce uncertainty [17], [18]. In Gunungkidul’s emerging digital cinema market, 
where 52% of pre-survey respondents expressed hesitation due to negative online reviews, E-
WOM is expected to play a decisive role in shaping willingness to purchase. Positive peer 
reviews can lower perceived risk and build trust in TIX ID among first-time digital consumers. 
Therefore, the following hypothesis is proposed: 

H3: E-WOM has a positive and significant influence on purchase intention for movie 
tickets through the TIX ID application among Millennials and Generation Z in Gunungkidul. 

 
2. Research Method  

Thiis study employs a quantiitatiive approach usiing explanatory research methods to examiine the 
causal relatiionshiip between the iindependent variiables (promotiion, ease of use, and E-WOM) and 
the dependent variiable (purchase iintentiion) through a survey conducted viia questiionnaiire 
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diistriibutiion[22], [23]. The study was conducted iin March–Apriil 2026 among Miillenniials and 
Generatiion Z who are users or potentiial users of the TIiX IiD app iin Gunungkiidul Regency. 

The study populatiion consiists of all Miillenniials and Generatiion Z iindiiviiduals iin Gunungkiidul 
Regency who are current or potentiial users of the TIiX IiD app. The sampliing techniique used was 
purposiive sampliing based on the followiing criiteriia: (1) Miillenniials and Generatiion Z iindiiviiduals 
resiidiing iin Gunungkiidul; (2) current or potentiial users of the TIiX IiD app; and (3) wiilliing to complete 
the questiionnaiire. Based on the guiideliines [24] usiing the formula n = 5–10 × the number of 
iindiicators, and wiith 16 iindiicators, the miiniimum sample siize iis 160 respondents. Thiis study 
successfully collected 236 respondents, meetiing the criiteriia [23], [25] statiing that a valiid sample 
ranges from 30 to 500 respondents. 

Thiis study iinvolves four variiables: three iindependent variiables promotiion (X1), ease of use (X2), 
and E-WOM (X3)—and one dependent variiable purchase iintentiion (Y). Data collectiion used a 
questiionnaiire wiith a 5-poiint Liikert scale (1 = Strongly Diisagree to 5 = Strongly Agree). The promotiion 
variiable was measured usiing 10 iitems based on [19], usabiiliity wiith 10 iitems based on [20], E-WOM 
wiith 8 iitems based on [21], and purchase iintentiion wiith 8 iitems based on [26], resultiing iin a total 
of 36 statement iitems. 

The data analysiis techniique usiing SEM-PLS viia SmartPLS versiion 3.29 compriises two stages: (1) 
evaluatiion of the outer model, whiich iincludes tests of convergent valiidiity (outer loadiings ≥ 0.70 and 
AVE ≥ 0.50), diiscriimiinant valiidiity (cross-loadiings), and reliiabiiliity (Cronbach’s alpha and composiite 
reliiabiiliity ≥ 0.70) ; and (2) evaluatiion of the iinner model, whiich iincludes the R-Square (R²) test, path 
coeffiiciient test, and siigniifiicance test (bootstrappiing) wiith criiteriia of T-statiistiic > 1.96 and P-value < 
0.05 [24].  
 
3. Results and Discussion  

3.1. Results  
Table 2. Combiined Characteriistiics of Respondents   

Characteristics Category Frequency Percentage (%) 

Gender  
 Female Hiighest 144 61% 

Age (Years) 
14–26, Gen Z  
31–40, Miillenniials  
27–30, Gen Z 
>40, Miillenniials  

Hiighest 160 65.8% 
28 11.9% 

Lowest 
30 12.7% 
18 7.6% 

Employment  
Student 
Self-employed 

Hiighest 103 43.6% 
Lowest 18 7.6% 

Residence by Subdistrict 
Playen  
Giiriisubo  

Hiighest 79 33.5% 
Lowest 2 0.8% 

Source: Priimary Data, 2026 
 

Data collectiion was conducted by diistriibutiing questiionnaiires to 236 respondents 
belongiing to Generatiion Y and Generatiion Z iin Gunungkiidul Regency. By gender, there were 92 
male respondents (39%) and 144 female respondents (61%), meaniing the majoriity of 
respondents were female. By age, there were 160 respondents aged 14–26 (Generatiion Z), 
accountiing for 65.8%; 30 respondents aged 27–30 years (Generatiion Z) accountiing for 12.7%; 
28 respondents aged 31–40 years (Miillenniials) accountiing for 11.9%; and 18 respondents aged 
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over 40 years (Miillenniials) accountiing for 7.6%. By occupatiion, students domiinated wiith 103 
respondents (43.6%), followed by employees wiith 70 respondents (29.7%), others wiith 45 
respondents (19.1%), and self-employed iindiiviiduals wiith 18 respondents (7.6%). Based on 
subdiistriict of resiidence, Playen Subdiistriict domiinated wiith 79 respondents (33.5%), and 
Giiriisobo Subdiistriict had the lowest number wiith 2 respondents (0.8%). 

 
Analysis of variable categories  

Variiable category analysiis was used to descriibe respondents’ response patterns regardiing 
the variiables of promotiion, ease of use, E-WOM, and purchase iintent. Thiis analysiis was 
conducted by calculatiing the mean of respondents’ answers for each variiable and then groupiing 
them iinto categoriies based on the Liikert scale iintervals. 

 
Table 3. Summary of Research Variiable Categoriies 

Variable Mean SD Dominant Category Percentage (%) 

Promotiion (X1) 42.15 6.81 Currently 53.81% 
Ease of Use (X2) 43.16 6.39 Currently 57.63% 
E-WOM (X3) 32.96 5.61 Hiigh 42.37% 
Purchase Iinterest (Y) 33.57 5.60 Currently 52.54% 

Source: Priimary Data, 2026  
 

Accordiing to Table 3, the variiables of promotiion, ease of use, and purchase iintentiion fall 
iinto the “moderate” category, whiile the E-WOM variiable falls iinto the “hiigh” category. Thiis 
iindiicates that respondents gave faiirly posiitiive ratiings for promotiion, ease of use, E-WOM, and 
purchase iintentiion regardiing the use of the TIiX IiD app for purchasiing moviie tiickets onliine.  

 
Outer model test results   

The outer loadiing test was conducted to evaluate the valiidiity and reliiabiiliity of the research 
iinstruments. The results of the outer loadiing test iin the convergent valiidiity analysiis showed that 
all iindiicators for the variiables of promotiion, ease of use, E-WOM, and purchase iintentiion had 
outer loadiing values above 0.70; therefore, all iindiicators were deemed valiid and suiitable for use 
iin the study. The hiighest value was 0.854 for iindiicator X2.10, and the lowest value was 0.708 for 
iindiicator X3.6. The AVE test results showed that all variiables had an AVE ≥ 0.50, thus meetiing 
the criiteriia for convergent valiidiity. The cross-loadiing results showed that all iindiicators had the 
hiighest loadiing values on theiir respectiive constructs compared to other constructs, thus 
fulfiilliing the criiteriia for diiscriimiinant valiidiity. The results of the reliiabiiliity test usiing Cronbach's 
Alpha and Composiite Reliiabiiliity showed that all variiables were above 0.70, so all iinstruments 
were deemed reliiable.  

 
Table 4. Convergent Valiidiity and Reliiabiiliity Test Results 

Variables Cronbach's Alpha Composite Reliability AVE Note 

Promotiion (X1) 0,937 0,956 0,684 Valiid & Reliiable 

Ease of Use (X2) 0,949 0,966 0,739 Valiid & Reliiable 

E-WOM (X3) 0,913 0,934 0,641 Valiid & Reliiable 

Purchase Iinterest (Y) 0,933 0,945 0,682 Valiid & Reliiable 

Source: SmartPLS 3.29, 2026 
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Inner model test results 
Iinternal model tests were conducted to examiine the relatiionshiips among latent variiables 

and the model’s abiiliity to explaiin the dependent variiable, iincludiing R-squared tests, path 
coeffiiciient tests, and siigniifiicance tests. 

 
Table 5. R-Square Test Results (R2 

Variables R-Square R-Square Adjusted 

Purchase Iinterest (Y) 0,821 0,818 

Source: Priimary Data, 2026 
 

The results iin Table 5 show that the R-Square for Purchase Iintentiion (Y) iis 0.821 and the 
Adjusted R-Square iis 0.818. Thiis means that the variiables Promotiion, Ease of Use, and E-WOM 
account for 81.8% of the variiatiion iin Purchase Iintentiion (Y), whiile the remaiiniing 18.2% iis 
explaiined by other variiables outsiide the scope of thiis study. These values iindiicate that the 
research model iis robust and possesses good prediictiive power. 

 
Table 6. Path Coeffiiciient Test Results and Siigniifiicance Test (Bootstrappiing) 

Variable Relationship Original Sample T-Statistic P-Value Conclusion 

X1 (Promotiion) → Y (Purchase Iinterest) 0,334 5,135 0,000 Posiitiive and siigniifiicant 
iimpact 

X2 (Ease of Use) → Y (Purchase Iinterest) 0,485 6,775 0,000 Posiitiive and siigniifiicant 
iimpact 

X3 (E-WOM) → Y (Purchase Iinterest) 0,152 2,829 0,005 Posiitiive and siigniifiicant 
iimpact 

Source: Priimary Data, 2026 

 
Table 6 shows that all iindependent variiables iin thiis study have a posiitiive and siigniifiicant 

effect on the purchase iintentiion of TIiX IiD app users. The ease-of-use variiable has the greatest 

iinfluence on purchase iintentiion compared to the other variiables because iit has the hiighest path 

coeffiiciient value, namely 0.485. The structural model of the study iis as follows: Y = 0.334X1 + 

0.485X2 + 0.152X3 + e. 

 

3.2. Discussion  
The Effect of Promotions on the Interest in Purchasing Movie Tickets Through the TIX ID App 

Among Millennials and Generation Z in Gunungkidul.  

The results of the study iindiicate that the promotiion variiable has a posiitiive and siigniifiicant 

effect on purchase iintentiion, as eviidenced by a coeffiiciient value of 0.334, a T-statiistiic value of 

5.135, and a P-value of 0.000, whiich iis less than 0.05. Thiis study successfully proved the fiirst 

hypothesiis, statiing that promotiion has a posiitiive and siigniifiicant effect on purchase iintentiion, 

whiich iis accepted. Based on the research results, the promotiions conducted by TIiX IiD are able 

to iincrease consumer iinterest due to attractiive promotiions such as diiscounts or buy one get 

one offers, cashback, easiily accessiible promotiional iinformatiion, and the regular diissemiinatiion 

of promotiions through diigiital mediia. These fiindiings aliign wiith previious research by [13], whiich 

stated that promotiions have a posiitiive and siigniifiicant effect on consumer purchase iintent for 
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diigiital serviices, as well as research by [14], whiich showed that promotiions can iincrease 

consumer iinterest iin makiing purchases through onliine platforms. 

 

The Effect of Ease of Use on the Interest in Purchasing Movie Tickets Through the TIX ID App 

Among Millennials and Generation Z in Gunungkidul.  

The ease-of-use variiable has a posiitiive and siigniifiicant effect on purchase iintentiion, as 

eviidenced by a coeffiiciient value of 0.485, a T-statiistiic value of 6.775, and a P-value of 0.000, 

whiich iis less than 0.05. Thiis study successfully proved the second hypothesiis, statiing that ease 

of use has a posiitiive and siigniifiicant effect on purchase iintentiion, whiich iis accepted. The results 

show that the easiier the TIiX IiD app iis to use, the hiigher consumers’ iinterest iin purchasiing moviie 

tiickets. The ease of understandiing the app’s features, bookiing tiickets, selectiing moviie 

schedules, and completiing the payment process makes consumers feel comfortable and fiinds 

the process conveniient. These fiindiings aliign wiith the research by [7],  whiich states that ease of 

use has a posiitiive and siigniifiicant iinfluence on consumer purchase iintent for diigiital-based 

serviices. 

 

The Effect of E-WOM on the Intention to Purchase Movie Tickets via the TIX ID App Among 

Millennials and Generation Z in Gunungkidul.  

The E-WOM variiable has a posiitiive and siigniifiicant effect on purchase iintentiion, as eviidenced 

by a coeffiiciient value of 0.152 and a T-statiistiic value of 2.829, wiith a P-value of 0.005, whiich iis 

less than 0.05. Thiis study successfully proved the thiird hypothesiis, statiing that E-WOM has a 

posiitiive and siigniifiicant effect on purchase iintentiion, whiich iis accepted. The results show that 

reviiews, comments, and user experiiences conveyed through electroniic mediia can iinfluence 

consumer iinterest iin purchasiing moviie tiickets. Posiitiive iinformatiion shared viia sociial mediia, 

diigiital platforms, and user reviiews can iincrease consumer trust. These fiindiings aliign wiith the 

research [5], whiich states that E-WOM has a posiitiive and siigniifiicant iinfluence on consumer 

purchase iintent regardiing onliine tiicket purchasiing serviices. 

 

The Effect of Promotion, Ease of Use, and E-WOM on the Intention to Purchase Movie Tickets 
via the TIX ID App Among Millennials and Generation Z in Gunungkidul. 

Siimultaneously, the variiables of Promotiion, Ease of Use, and E-WOM have a siigniifiicant 
effect on the iintentiion to purchase moviie tiickets viia the TIiX IiD app. Thiis iis eviidenced by a 
coeffiiciient of determiinatiion (R-Square) value of 0.818 or 81.8%, iindiicatiing that the three 
iindependent variiables account for 81.8% of the variiatiion iin purchase iintentiion, whiile the 
remaiiniing 18.2% iis iinfluenced by other variiables outsiide the scope of thiis study. All iindependent 
variiables have T-Statiistiic values greater than 1.661 and P-Value values less than 0.05. Thiis study 
successfully proved the fourth hypothesiis, statiing that siimultaneously, the variiables of 
Promotiion, Ease of Use, and E-WOM have a posiitiive and siigniifiicant effect on purchase iintentiion, 
whiich iis accepted. These fiindiings aliign wiith previious studiies [5], [7], [13], [14].  

 
4. Conclusion  

Based on the results of a study on the iinfluence of Promotiion, Ease of Use, and E-WOM on the 

iinterest iin purchasiing moviie tiickets through the TIiX IiD app among Miillenniials and Generatiion Z iin 

Gunungkiidul, the followiing conclusiions can be drawn: (1) The promotiion variiable has a posiitiive and 
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siigniifiicant iinfluence on the iinterest iin purchasiing moviie tiickets through the TIiX IiD app among 

Miillenniials and Generatiion Z iin Gunungkiidul. Thiis iindiicates that the better the promotiions 

conducted by TIiX IiD, the hiigher the consumers’ iinterest iin purchasiing moviie tiickets onliine. (2) The 

ease-of-use variiable has a posiitiive and siigniifiicant effect on the iinterest iin purchasiing moviie tiickets 

viia the TIiX IiD app among Miillenniials and Generatiion Z iin Gunungkiidul. Ease of usiing the app, 

understandiing iits features, and completiing transactiions can boost consumer iinterest. (3) The E-

WOM variiable has a posiitiive and siigniifiicant effect on the iinterest iin purchasiing moviie tiickets viia 

the TIiX IiD app among Miillenniials and Generatiion Z iin Gunungkiidul. Reviiews, comments, and user 

experiiences shared viia electroniic mediia can iinfluence consumer iinterest. (4) The variiables of 

promotiion, ease of use, and E-WOM have a posiitiive and siigniifiicant effect on the iinterest iin 

purchasiing moviie tiickets through the TIiX IiD app among Miillenniials and Generatiion Z iin 

Gunungkiidul, wiith an R-Square value of 0.818 or 81.8%. The ease-of-use variiable iis the variiable wiith 

the greatest iinfluence on purchase iinterest, wiith the hiighest path coeffiiciient value of 0.485. 

Based on these conclusiions, several suggestiions can be giiven. For the TIiX IiD company: iit iis hoped 

that iit can contiinue to iimprove promotiional strategiies that are more attractiive, creatiive, and 

iinnovatiive; maiintaiin and iimprove the ease of use of the appliicatiion such as a more understandable 

diisplay, fast transactiion processes, and miiniimiiziing techniical obstacles; and maiintaiin serviice qualiity 

so that users proviide posiitiive reviiews and experiiences through electroniic mediia. For further 

researchers: iit can be developed by examiiniing other variiables such as serviice qualiity, consumer 

trust, customer satiisfactiion, riisk perceptiion, and brand iimage; expand the research area; and use 

diifferent methods or analysiis techniiques to obtaiin more diiverse research results. 
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