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Abstract 

This study aims to analyze the factors influencing tourists' decisions to 
purchase flight tickets and hotel accommodations online, focusing on 
the role of trust and previous tourist experiences. The research uses a 
quantitative approach with path analysis to test the direct and indirect 
effects of trust and tourist experience on purchase decisions. A sample 
of 200 respondents who have purchased online tickets was selected 
using purposive sampling. Data were collected through online 
questionnaires, and the analysis was conducted using various statistical 
tests, including validity, reliability, and path analysis. The results show 
that trust has a significant impact on both tourist experience and 
purchase decisions. Furthermore, tourist experience acts as a moderating 
variable, strengthening the relationship between trust and purchase 
decisions. Positive experiences with online ticket platforms enhance trust 
and increase the likelihood of purchasing, while negative experiences 
reduce trust and hinder purchase decisions. The study concludes that 
trust in online platforms significantly influences tourist decisions to 
purchase tickets and accommodations, and previous experiences play a 
crucial role in moderating this effect. It is recommended that tourists 
choose trustworthy platforms with secure transactions and clear 
information. Travel app managers should focus on improving service 
quality, transparency, and security to foster trust and enhance user 
loyalty, ultimately increasing purchase decisions. 
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A.  Introduction 
The development of digital technology has brought significant changes to 

the tourism industry, particularly in how travelers book flight tickets and tourist 
destinations. With the emergence of various online platforms, such as websites 
and mobile apps, the process of booking flight tickets and tourist destinations 
has become easier, faster, and more efficient. This certainly provides 
convenience for travelers who wish to plan their trips. However, despite the 
availability of this convenience, the decision-making of travelers to choose to 
purchase tickets online is influenced by a number of factors. Trust in service 
providers and the previous experiences of travelers are two important elements 
to consider in this decision-making process. 

Traveler trust in online ticket platforms plays a crucial role in the 
purchasing decision. In a digital world filled with choices, travelers tend to 
choose service providers they perceive as trustworthy to offer a safe, 
transparent, and satisfying experience. This study will delve deeper into how this 
trust is formed and how it influences the ticket purchasing decision. 
Additionally, previous experiences of travelers also have a significant impact, as 
positive or negative experiences can shape their perceptions and attitudes toward 
a service. Therefore, it is essential to understand the extent to which these two 
factors influence travelers' decisions to purchase tickets online. 

The main issue to be discussed in this study revolves around the factors 
that affect travelers' decisions to choose online ticket and flight purchases. Some 
of the questions to be addressed include what factors travelers consider when 
choosing an online ticket service provider, and how trust and previous 
experiences play a role in their purchasing decisions. While some studies have 
been conducted on the factors influencing purchasing decisions in e-commerce, 
few have specifically examined the role of trust and previous experiences of 
travelers in the context of the tourism industry, particularly in online ticket 
purchases. 

Previous research has not analyzed traveler experience as a moderating 
variable affecting their trust in purchasing decisions online. Nayaka et al. (2020) 
found that consumer purchase experience has a greater impact on the intention 
to buy flight and hotel room tickets online in the Greater Jakarta area compared 
to price and service quality, as consumers tend to prioritize comfort and 
satisfaction from prior experiences when making purchasing decisions. 
Furthermore, Mardiana & Sijabat (2022) showed that online consumer reviews, 
promotions, and trust had a positive and significant impact on the decision to 
purchase flight tickets at PT. XYZ during the Covid-19 pandemic, as these 
factors provided information, incentives, and a sense of security that enhanced 
consumer confidence in making online purchases. 

Additionally, Yoeliastuti et al. (2022) found that brand image and price had 
a significant influence on the decision to purchase tickets online via Traveloka, 
with price being the most influential factor, as it played a critical role in 
attracting consumers amid the high demand for transportation during the 
Covid-19 pandemic. Meanwhile, Algusri (2019) showed that factors such as 
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intelligence, design, choice, cost savings, and time savings positively influenced 
customer satisfaction in the decision to purchase flight tickets online through 
the AirAsia website, as these factors enhanced comfort and efficiency in the 
purchasing process. 

Subsequently, research by Sitorus et al. (2018) revealed that price, 
convenience, and comfort significantly influenced customer trust in purchasing 
flight tickets through online travel agencies, with price and easy access having a 
positive impact on purchasing decisions, while comfort did not have a 
significant effect on customer decisions. A study by Oktariani & Zulfickar 
(2020) analyzed factors influencing the demand for flight tickets online via 
Traveloka and tiket.com apps and measured the demand elasticity to these 
factors, with the results showing that price, consumer income, and 
recommendations affected demand, where price elasticity on Traveloka was 
elastic and on tiket.com was inelastic. 

The previous studies have highlighted various factors affecting purchase 
decisions, such as price, convenience, promotions, and brand image. However, 
there has been no research that integrates previous traveler experience as a 
factor moderating trust and purchase intentions in the context of online ticket 
and flight purchases. This study has the potential to fill this gap by exploring the 
role of traveler experience in influencing online purchasing decisions. 

The results of this study are expected to make a significant contribution to 
tourism industry managers in formulating more effective marketing strategies 
and creating better customer experiences. This research aims to provide 
recommendations to online ticket providers and airlines in designing strategies 
to improve customer satisfaction and strengthen relationships with consumers. 
It is hoped that the findings of this study can contribute to the understanding of 
consumer behavior in the digital tourism sector and serve as a reference for 
future research on similar topics. 

 
B. Literature Review 
Trust in Online Ticket Purchases 

Trust is one of the most important factors in determining consumer 
purchase decisions on online platforms, in online ticket purchases, trust 
encompasses consumers' confidence in the credibility, security, and quality of 
the service providers (Handoyo, 2024). Trust in the e-commerce environment 
can be divided into two main categories: trust in the platform and trust in the 
service provider (Hidayat et al., 2021). This trust can be influenced by various 
factors, such as the reputation of the service provider, user reviews or 
testimonials, and the presence of transaction security certifications (Jadil et al., 
2022). Trust is crucial because consumers must feel confident that their 
transactions will be secure and their personal information protected, which in 
turn affects their decision to make a purchase (Maulana et al., 2023). 

Trust can increase consumers' intention to buy online, especially when 
there is uncertainty regarding the quality and reliability of the offered products 
(Tasin, 2017). Online ticket providers that can build trust with potential 
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consumers through responsive customer service, transparent information, and 
clear policies are likely to enhance their purchase conversion rates (Nursani et 
al., 2023). Building and maintaining trust is key to the decision-making process 
for tourists when purchasing tickets (Kim et al., 2022). 
 
Tourist Experience and Purchase Decisions 

Positive consumer experiences can strengthen loyalty and encourage repeat 
purchases in the future (Nguyen et al., 2022). The tourism industry, previous 
tourist experiences, whether positive or negative, can shape their attitudes 
toward service providers and influence their purchase decisions (Cai et al., 2004). 
The importance of consumer experience in building satisfaction and loyalty is 
significant, where good experiences lead to higher satisfaction levels and 
motivate tourists to return to use the same services (Wang et al., 2024). 

Tourist experiences with online ticket platforms are often influenced by 
factors such as website navigation ease, transaction speed, and customer service 
quality (Toha et al., 2024). A poor experience, such as a complicated booking 
process or unsatisfactory service, can lead tourists to feel frustrated and hesitant 
to use the platform again in the future (Huddin et al., 2023). On the other hand, 
positive experiences, such as ease in finding tickets, fast payment processes, and 
responsive customer support, can increase tourists' loyalty to a specific online 
ticket platform (Nusair et al., 2023). 
 
Factors Influencing Online Ticket Purchase Decisions 

Various external and internal factors influence tourists' decisions when 
choosing an online ticket platform (Zeini et al., 2024). Key factors influencing 
purchase decisions include price, convenience, ease of use, and trust in the 
service provider (Putri et al., 2022). Competitive prices are often a major 
consideration for tourists when choosing an online ticket service, but it cannot 
be denied that factors such as convenience and comfort also play an important 
role (Ahn & Lee, 2011). Easy access and good navigation on online platforms 
can enhance the user experience and reduce uncertainty in the purchase process 
(Qumairoh, 2023). 

Additionally, promotions and special offers can also be determining factors 
in online ticket purchase decisions. Price promotions and discounts have a 
significant influence on online product purchase decisions (Pinto & Castro, 
2019). However, even though low prices can attract tourists' attention, trust and 
experience remain the main determinants in ensuring whether consumers will 
make a purchase or not (Hefny, 2021). 
 
Hypotesis 

Tourist trust has a significant influence on their experience when using 
online applications to purchase flight tickets and book hotels. This trust is 
related to transaction security, completeness of information, and the 
application's reputation for delivering satisfying services. The higher the user's 
trust, the more positive their experience, which in turn increases loyalty. 
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Research by Fakhrudin & Aminuddin (2022) shows that trust in online travel 
platforms affects user satisfaction and continued use of the application. Theresia 
& Wardana (2019) also found that trust in e-commerce apps, including travel 
apps, enhances user experience and satisfaction. 
H1: Trust influences tourist experience 

Tourist trust plays an important role in the decision to purchase tickets and 
hotels through online applications. This trust includes perceptions of 
competitive pricing, accurate information, and transaction security. When users 
feel confident, they are more likely to make a purchase. Research by Aspeyani & 
Komalawati (2021) and Pahlevi et al. (2022) shows that high trust in digital 
platforms encourages consumers to make more frequent travel-related 
purchases. 
H2: Trust influences purchase decision 

Tourist experience also plays a significant role in their decision to choose 
online applications for booking flight tickets and hotels. Positive experiences—
such as ease of use, quality of information, and a smooth booking process—
encourage users to return to the app. Conversely, negative experiences can 
decrease their interest. Theresia & Wardana (2019) found that a positive user 
experience directly impacts the decision to continue using the app. Nayaka et al. 
(2020) also showed that a good experience enhances purchase intentions and 
loyalty toward digital travel apps. 
H3: Tourist experience influences purchase decision 

Tourist trust in online applications encourages purchase decisions, 
especially when it involves data security, clear information, and quality service. 
User experience acts as a moderating factor that can strengthen or weaken the 
effect of trust. A positive experience enhances trust and purchase decisions, 
while a negative experience can diminish both. 
H4: Trust influences purchase decision through tourist experience 
 
 
                                                           H2 
 
                                                               H4 
                                         H1                                     H3 
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C. Research Methods 
Research Type 

This research is a quantitative study aimed at analyzing the factors that 
influence tourists' decisions in choosing online ticket and flight purchases. This 
study uses path analysis to test the relationships between the variables in the 
research model. By using path analysis, this research can identify both direct 
and indirect effects of trust and tourist experience on online ticket and flight 
purchase decisions. 
 
Research Method 

The method used in this study is path analysis. Path analysis is used to 
examine the causal relationships between the research variables. In this study, 
path analysis aims to test the effect of trust (as an independent variable) on 
online ticket and flight purchase decisions, as well as the role of tourist 
experience (as a moderating variable) in strengthening or weakening this effect. 
By using a path analysis model, the researcher can obtain information about the 
direct and indirect effects of the variables under study. 

 
Research Variables 

In this study, there are three variables being analyzed: (1) Trust, which is 
the independent variable measuring the extent to which tourists trust online 
ticket service providers and booking platforms, including aspects such as 
transaction security, platform reputation, and information transparency; (2) 
Tourist Experience, which is the moderating variable used to test whether 
previous tourist experiences strengthen or weaken the effect of trust on 
purchase decisions, including positive or negative experiences tourists have had 
with online ticket platforms previously; (3) Purchase Decision, which is the 
dependent variable measuring tourists' decisions to buy flight tickets or tourism 
destination tickets online, influenced by factors such as platform ease of use, 
price, and trust in service providers. 
 
Population and Sample 

The population in this study is tourists who have purchased flight tickets 
or tickets for tourism destinations online, either through mobile applications or 
websites. These tourists can come from various age groups, professions, and 
geographical locations, as long as they have experience purchasing tickets 
online. The sample for this research will be taken from tourists who have made 
online ticket purchases. Based on Sugiyono's theory (2017), the appropriate 
number of respondents in quantitative research ranges from 30 to 500 
respondents. Therefore, this study will use a sample of 200 respondents, which 
is considered representative for this research. The selected respondents must 
meet certain criteria, namely having made online ticket purchases and being 
willing to participate in the study. 
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Sampling Technique 
The sampling technique used in this study is non-probability sampling, 

specifically purposive sampling. The selection of respondents is based on 
specific considerations, namely those who have experience purchasing online 
tickets and are willing to complete the questionnaire. This technique is chosen 
to ensure that the sample aligns with the research objectives and the criteria that 
have been set. 
 
Data Collection Technique 

The data collection technique used in this study is a questionnaire. The 
questionnaire will be designed based on the variables that have been 
determined, namely trust, tourist experience, and purchase decision. This 
questionnaire will contain questions that measure each dimension of the 
variables, using a Likert scale of 1-5 (strongly disagree to strongly agree). Data 
will be collected online through an online questionnaire form distributed to 
respondents who meet the criteria. 
 
Data Analysis 

The data obtained from the questionnaire will be analyzed using several 
statistical techniques, including: (1) Validity Test, which aims to ensure that the 
research instrument, specifically the items in the questionnaire, accurately 
represents the intended constructs using a loading factor > 0.70; (2) Reliability 
Test, which aims to test the internal consistency of the research instrument 
using Cronbach’s alpha and composite reliability, with Cronbach’s alpha > 0.7 
and composite reliability > 0.7; (3) Coefficient of Determination Test, which is 
used to measure how much variation in the dependent variable can be 
explained by the independent variables, with a high R² value indicating a good 
model in explaining the dependent variable; (4) Direct Effect, this test is used to 
measure the direct effect between the independent variable and the dependent 
variable without involving the moderating variable; (5) Indirect Effect, this test 
is used to measure the indirect effect that occurs through the moderating 
variable, showing the extent to which tourist experience moderates the 
relationship between trust and purchase decision. 
 
D.  Result and Discussion 

Table 1. Respondent Characteristics 

Characteristic Category Frequency 
Percentage 

(%) 

Gender Male 120 60% 

 
Female 80 40% 

Age 18-35 years 150 75% 

 
36-50 years 40 20% 

 
Above 50 years 10 5% 
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Characteristic Category Frequency 
Percentage 

(%) 

Education 
High 
School/Vocational 

50 25% 

 
D3/Bachelor’s Degree 130 65% 

 
Master’s/Doctorate 20 10% 

Frequency of Online Ticket 
Purchases 

1-2 times 20 10% 

 
3-5 times 80 40% 

 
More than 5 times 100 50% 

Source: Data processed (2025) 
 

Table 1 shows the characteristics of the respondents in the study, 
including gender, age, education, and frequency of online ticket purchases. 
Regarding gender, the majority of respondents are male (60%), while females 
account for 40%. This is likely due to the trend or habit of ticket purchasing 
being more common among men. In terms of age, the majority of respondents 
fall within the 18-35 age group (75%), followed by the 36-50 age group (20%) 
and those over 50 years old (5%). This is related to younger respondents being 
more likely to use online services, along with a higher level of education 
typically associated with a better understanding of technology. 

In terms of education, respondents with a D3/Bachelor’s degree 
dominate, making up 65%, while those with a high school/vocational education 
represent 25%, and only 10% have a Master’s/Doctorate degree. This is 
because individuals in the 18-35 age group generally have better access to and 
understanding of digital platforms compared to those with lower education 
levels, such as high school or vocational school graduates. Regarding the 
frequency of online ticket purchases, most respondents purchase tickets 3-5 
times (50%), followed by 40% purchasing 1-2 times, and 10% purchasing more 
than 5 times. This reflects the convenience and ease provided by online 
platforms for purchasing tickets. 

Table 2. Validity Test Results 

Variable Item Question 
Loading 
Factor 

Trust 

I trust that this app is safe for transactions. 0.750 

The information provided by this app is clear 
and easy to understand. 

0.821 

This app is trustworthy in managing my personal 
data. 

0.789 

This app is consistent in providing good service. 0.802 

 
I feel this app always meets my expectations. 0.708 
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Variable Item Question 
Loading 
Factor 

Tourist 
Experience 

This app makes it easier for me to find tourist 
destinations. 

0.723 

This app offers a variety of tourist destinations. 0.767 

My experience using this app is very pleasant. 0.804 

The search feature in this app is very helpful. 0.746 

This app helps me plan my trip well. 0.795 

Purchase 
Decision 

This app influences my decision to purchase 
tickets. 

0.836 

This app helps me choose the best travel 
products. 

0.777 

The prices offered by this app meet my 
expectations. 

0.790 

This app is very helpful in my decision to book a 
trip. 

0.852 

The payment process in this app is very 
satisfying. 

0.804 

Source: Data processed (2025) 
 

Table 2 shows the results of the validity test for several variables, with 
item questions having loading factors above 0.70. All item questions within the 
variables of Trust, Tourist Experience, and Purchase Decision show significant 
loading factor values, ranging from 0.708 to 0.852. The loading factor values 
greater than 0.70 indicate that all these item questions have a strong and valid 
contribution in representing each tested variable. Thus, it can be concluded that 
the items used in this study meet the criteria for good validity. 

 
Table 3. Reliability Test Results 

Variable Cronbach’s Alpha 
Composite 
Reliability 

Trust 0.85 0.88 

Tourist Experience 0.82 0.85 

Purchase Decision 0.86 0.89 

Source: Data processed (2025) 
 

Table 3 shows the reliability test results for the three variables tested: 
Trust, Tourist Experience, and Purchase Decision, with both Cronbach’s alpha 
and composite reliability values all above 0.70. Cronbach’s alpha values range 
from 0.82 to 0.86, while composite reliability values range from 0.85 to 0.89. 
These values indicate a very high level of reliability, suggesting that the 
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instruments used in this study have high internal consistency and can be trusted 
to measure the intended variables. 
 

Table 4. R-Square 

Variable R-Square 

Tourist Experience 0.512 

Purchase Decision 0.636 

Source: Data processed (2025) 
 

Based on Table 4, the Adjusted R-Square value for Tourist Experience is 
0.512. This result indicates that 51.2% of the variance in Tourist Experience is 
explained by Trust. The Adjusted R-Square value for Purchase Decision is 
0.636, meaning that 63.6% of the variance in Purchase Decision is influenced 
by Trust and Tourist Experience. 
 

Table 5: Direct Effect 

Variable 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

t-Statistic 
(O/STDEV) 

P-
Value 

Trust → Tourist 
Experience 

0.453 0.387 0.100 4.530 0.000 

Trust → Purchase 
Decision 

0.347 0.262 0.095 3.650 0.000 

Tourist Experience → 
Purchase Decision 

0.608 0.501 0.111 5.476 0.000 

Source: Data processed (2025) 
 

Table 5 shows the direct effect test results between the variables in this 
study, including Trust, Tourist Experience, and Purchase Decision. All 
relationships between variables have significant t-statistic values greater than 
1.96 and p-values less than 0.05, indicating that the direct effects between these 
variables are significant. Specifically, the t-statistics for the relationships 
between Trust and Tourist Experience (4.530), Trust and Purchase Decision 
(3.650), and Tourist Experience and Purchase Decision (5.476) all show 
significant contributions to the dependent variables. 

 
Table 6: Indirect Effect 

Variable 
Original 

Sample (O) 

Standard 
Deviation 
(STDEV) 

t-Statistic 
(O/STDEV) 

P-
Value 

Trust → Tourist 
Experience → Purchase 
Decision 

0.453 0.100 4.530 0.000 

Source: Data processed (2025) 
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Table 6 shows the results of the indirect effect test between the variables 

in this study, namely trust, tourist experience, and purchase decisions. The 
results indicate that the indirect effect between tourist experience and purchase 
decisions through trust has a t-statistic value of 4.530 and a p-value of 0.000. 
The t-statistic value greater than 1.96 and the p-value less than 0.05 indicate that 
this indirect effect is significant. This suggests that trust acts as a significant 
mediator in the relationship between tourist experience and purchase decisions. 

Tourist trust has a significant impact on their experience when choosing 
applications like Traveloka to purchase flight tickets and hotel bookings. Trust is 
a fundamental element that influences how consumers feel secure and confident 
about the apps or platforms they use. In the context of Traveloka, this trust is 
related to users' confidence in transaction security, the completeness of 
information provided, and the app’s reputation for delivering a satisfying 
experience. When tourists feel that the app can be relied upon to protect their 
personal data and provide services that meet their expectations, they are more 
likely to have a positive experience. This good experience, in turn, enhances 
their perception of the app and strengthens user loyalty. 

Research by Fakhrudin & Aminuddin (2022) reveals that trust in online 
travel platforms affects the user's experience in selecting tickets and other 
services. Consumers with high trust in an app are more likely to feel satisfied 
with their experience and continue using the app. Theresia & Wardana (2019) 
identified that user trust in e-commerce apps, including travel apps, can improve 
their shopping and trip-planning experience, and trust also plays an important 
role in increasing user satisfaction with online platforms. 

Tourist trust also has a significant influence on their decision to purchase 
flight tickets and hotel bookings through apps like Traveloka. This trust 
encompasses the perception that the app offers competitive prices, provides 
accurate information about flights and hotels, and ensures secure online 
transactions. When consumers trust the app, they are more likely to make a 
purchase decision. Trust plays an important role in reducing anxiety about the 
possibility of fraud or issues with transactions. Therefore, apps like Traveloka 
that successfully build trust with their users are more likely to influence their 
purchase decisions. 

Research by Aspeyani & Komalawati (2021) shows that trust in e-
commerce platforms significantly affects consumers’ decisions to purchase 
products or services, including travel products such as flight tickets and hotel 
bookings. They found that consumers who feel confident in the platform are 
more likely to make purchases. Pahlevi et al. (2022) researched how trust in 
travel apps affects consumers' decisions to buy flight tickets and make hotel 
reservations, showing that high trust in digital travel apps can encourage 
consumers to make more frequent purchases. 

Tourist experience also plays a significant role in their decision to choose 
the Traveloka app for booking flight tickets and hotels. A positive experience, 
whether related to ease of use, the quality of information provided, or the 
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comfort of the booking process, encourages users to choose the app for future 
purchases. When users’ experiences with the Traveloka app meet or exceed their 
expectations, they are more likely to feel satisfied and return to the app for 
future transactions. Conversely, negative experiences may reduce their intention 
to use the app. 

Theresia & Wardana (2019) identified that a positive user experience with 
e-commerce apps has a direct impact on their decision to continue using the app 
for purchasing products and services. They found that apps with a pleasant user 
experience are preferred and used more frequently for transactions. Nayaka et al. 
(2020) showed that a positive user experience with digital apps, such as travel 
apps, enhances the decision to purchase the products or services offered, 
strengthens purchase intentions, and increases loyalty to the app. 

Tourist trust plays an essential role in the decision to purchase flight tickets 
and hotels through Traveloka, especially in terms of data security, information 
transparency, and service quality. High trust encourages users to transact 
because they feel comfortable and confident about the service provided. 
However, the tourist experience acts as a moderating variable that can 
strengthen or weaken the relationship between trust and purchase decisions. A 
positive experience enhances trust and influences purchase decisions, while a 
negative experience can reduce trust and negatively affect those decisions. 
 
D.  Conclusion 

Based on the results of this study, it can be concluded that tourists' trust in 
online platform applications like Traveloka has a significant impact on user 
experience and the decision to purchase flight tickets and hotel 
accommodations. This trust encompasses aspects such as transaction security, 
information transparency, and the platform's reputation for providing 
satisfactory services. Additionally, tourist experience plays an important role as a 
moderating variable that strengthens or weakens the impact of trust on purchase 
decisions. Positive experiences gained by tourists while using the application will 
enhance their trust and encourage purchase decisions, while negative 
experiences can reduce trust and negatively affect future purchase decisions. 

For tourists, it is recommended to choose travel platform applications with 
a good reputation that provide clear and secure information during the 
transaction process. Tourists should also take advantage of the features and 
customer services offered by the app to ensure comfort and security in every 
transaction. For travel app managers, it is essential to build and maintain user 
trust by providing a transparent, secure, and easily accessible experience. App 
managers should also continue to improve service quality and user experience, 
including focusing on ease of navigation, quick response times, and secure and 
efficient payment processes, in order to enhance user loyalty and support higher 
purchase decisions. 

 
 
 



Analysis of Factors Affecting Travelers' Decisions in Choosing Online Ticket and 
Flight Purchases  

 

Tourism Research Journal, Volume 9 (1), 2025                                                                      

89 

 

REFERENCES 
 

Ahn, T., & Lee, T. J. (2011). Research Note: Factors Influencing Online Flight 
Ticket Purchasing. Tourism Economics, 17(5), 1152-1160. 
DOI:10.5367/te.2011.0079 

Algusri, J. (2019). Analisis Faktor-Faktor Yang Mempengaruhi Kepuasan 
Pelanggan Terhadap Pembelian Tiket Pesawat Secara Online di Situs Air 
Asia. Jurnal Akuntansi & Ekonomika, 9(1), 1-10.  

Aspeyani, C., & ., K. (2021). Pengaruh Kualitas Pelayanan, Harga dan 
Kepercayaan Konsumen Terhadap Minat Beli Online Tiket Pesawat Pada 
Perusahaan E-Commerce Traveloka (Studi Pada Pengguna Traveloka di 
Universitas Dhyana Pura). Jurnal Ekonomi dan Pariwisata, 16(1), 70-88. 
https://doi.org/10.36002/jep.v16i1.1381  

Cai, L., Feng, R., & Breiter, D. (2004). Tourist purchase decision involvement 
and information preferences. Journal of Vacation Marketing, 10(2), 138-148. 
DOI:10.1177/135676670401000204 

Fakhrudin, A., & Aminuddin, H. D.  (2022). The Influence of Price, Quality of 
Service, and Consumer Trust on Technology-Based Technology-Based 
Aircraft Ticket Purchase Decisions (Case Study of Pegipegi.com Travel 
Agent Users in Yogyakarta. Jurnal Multidisiplin Madani (MUDIMA), 2(6), 
2659-2674.  

Handoyo, S. (2024). Purchasing in the digital age: A meta-analytical perspective 
on trust, risk, security, and e-WOM in e-commerce. Heliyon, 10(8), e29714. 
https://doi.org/10.1016/j.heliyon.2024.e29714 

Hefny, L. (2021). Factors Influencing Egyptian Consumers’ Online Purchase of 
Airline Tickets. The Scientific Journal of the Faculty of Tourism and Hotels, 
Alexandria University, 18(2), 33-49.   

Hidayat, A., Wijaya, T., Ishak, A., & Catyanadika, P. E. (2021). Consumer Trust 
as the Antecedent of Online Consumer Purchase Decision. MDPI 
Information, 12(4), 145. DOI:10.3390/info12040145 

Huddin, M., Kurnia, D., Deviyantoro, D., & Nafiudin, N. (2023). The 
relationship between customer experience, customer satisfaction, 
customer trust, and customer loyalty in tourism destination. Diponegoro 
International Journal of Business, 6(2), 142-154. DOI: 
https://doi.org/10.14710/dijb.6.2 

Jadil, Y., Rana, N. P., & Dwivedi, Y. K. (2022). Understanding the drivers of 
online trust and intention to buy on a website: An emerging market 
perspective. International Journal of Information Management Data Insights, 2(1), 
100065. https://doi.org/10.1016/j.jjimei.2022.100065 

Kim, Y., & Peterson, R. A. (2022). A Meta-analysis of Online Trust 
Relationships in E-commerce. Journal of Interactive Marketing, 38(1), 44-54. 
https://doi.org/10.1016/j.intmar.2017.01.001  

Mardiana, D., & Sijabat, R. (2022). Analisis Faktor-Faktor Yang Mempengaruhi 
Keputusan Pembelian. Widya Cipta: Jurnal Sekretari dan Manajemen, 6(1), 9-
13. 

https://www.researchgate.net/journal/Tourism-Economics-2044-0375?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIn19
http://dx.doi.org/10.5367/te.2011.0079
https://www.researchgate.net/journal/Journal-of-Vacation-Marketing-1479-1870?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIn19
http://dx.doi.org/10.1177/135676670401000204
https://doi.org/10.1016/j.heliyon.2024.e29714
http://dx.doi.org/10.3390/info12040145
https://doi.org/10.1016/j.jjimei.2022.100065
https://doi.org/10.1016/j.intmar.2017.01.001


Analysis of Factors Affecting Travelers' Decisions in Choosing Online Ticket and 
Flight Purchases  

 

Tourism Research Journal, Volume 9 (1), 2025                                                                      

90 

 

Maulana, A., Kurnaiawan, I., & Riyansyah, A. (2023). The Effect Of E-
Commerce Trust, Site Loyalty, And E-Commerce Satisfaction On 
Purchasing Behavior. e-JM: Jurnal Manajemen, 27(2), 360-378. DOI: 
http://dx.doi.org/10.24912/jm.v27i2.1329 

Nayaka, B., Rebecca, A., Prabowo, A. D., & Muliana, L. S. (2020). Faktor yang 
Mempengaruhi Niat Membeli pada Aplikasi Pemesanan Tiket Pesawat 
dan Kamar Hotel. Perwira: Jurnal Pendidikan Kewirausahaan Indonesia , 3(2), 
81-92.  

Nguyen, D. H., Khai, H. N., & Ngo, Q. V. (2022). The Influence of Tourist 
Experience on Local Product Purchase Behavior. Journal of Environmental 
Management and Tourism, 13(6), 1712-1727. 
https://journals.aserspublishing.eu/jemt/article/view/7283 

Nursani, N., Rizkan, M., Faiza, N., & Akbar, M. (2023). Determinants of 
Purchase Decisions Among E-Commerce Users: The Significance of 
Trust, Security, Price, Service Quality, and Risk Perception. JDMB: Jurnal 
Dinamika Manajemen dan Bisnis, 6(1), 97-116.  

Nusair, K., Okumus, F., Karatepe, O. M., Alfarhan, U. F., & Larrea, G. L. d. 
(2023). From tourist motivations to buying decisions: A multilevel 
engagement perspective. Tourism Management Perspectives, 48, 101148. 
https://doi.org/10.1016/j.tmp.2023.101148 

Oktariani, M., & Zulfickar, R. (2020). Analisis Faktor-Faktor Yang 
Mempengaruhi Permintaan Tiket Pesawat Secara Online. Maker: Jurnal 
Manajemen Program Studi Manajemen STIE Sultan Agung, 6(1), 64-71.  

Pahlevi, M. R., Ramadhan, N., & Assegaff, S. (2022). Analisis Pengaruh 
Kepercayaan dan Keamanan Terhadap Keputusan Pembelian Secara 
Online pada Situs Traveloka. Jurnal Komunikasi Sains dan Teknologi, 1(2), 67-
77. DOI:10.61098/jkst.v1i2.8 

Pinto, I., & Castro, C. (2019). Online travel agencies: factors influencing tourists’ 
purchase decisions. Tourism & Management Studies, 15(2). DOI: 
https://doi.org/10.18089/tms.2019.150201 

Putri, D. L., Nurmansyah, N., Aznuryandi, A., & Sunarsi, D. (2022). Factors 
That Influence on Online Purchase Decisions. Kontigensi Jurnal Ilmiah 
Manajemen, 10(2), 312-319. DOI:10.56457/jimk.v10i2.292 

Qumairoh, E. J. (2023). Analysis of The Factors Influencing on Purchase 
Decision Ship Ticket PT Pelni (Persero) Surabaya Branch. IMMERSIVE 
2023, International Management Conference and Progressive Paper, 417-428. 

Rasidi, W. A., & Tiarawati, M. (2023). The Effect of Convenience and Trust on 
Online Purchasing Decision (on Blibli Platform). Journal of Business and 
Management Review, 2(8), 531-543. DOI: 10.47153/jbmr28.1862021 

Sitorus, P. P., Keke, Y., & Sitorus, M. R. (2018). Faktor-Faktor Yang 
Mempengaruhi Keputusan Pembelian Tiket Pesawat Pada Online Travel 
Agen. Jurnal Manajemen Bisnis Transportasi dan Logistik, 4(2), 141-146. 

Sugiyono, (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: CV. 
Alfabeta.  

Tasin, N. B. (2017). Factors Influecing Customer's Trust in Online Shopping 

https://www.researchgate.net/journal/Journal-of-Social-Commerce-2809-9303?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InNpZ251cCIsInBhZ2UiOiJwdWJsaWNhdGlvbiJ9fQ
https://journals.aserspublishing.eu/jemt/article/view/7283
https://doi.org/10.1016/j.tmp.2023.101148
http://dx.doi.org/10.61098/jkst.v1i2.8
https://doi.org/10.18089/tms.2019.150201
https://www.researchgate.net/journal/Kontigensi-Jurnal-Ilmiah-Manajemen-2528-0139?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIn19
https://www.researchgate.net/journal/Kontigensi-Jurnal-Ilmiah-Manajemen-2528-0139?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIn19
http://dx.doi.org/10.56457/jimk.v10i2.292


Analysis of Factors Affecting Travelers' Decisions in Choosing Online Ticket and 
Flight Purchases  

 

Tourism Research Journal, Volume 9 (1), 2025                                                                      

91 

 

Among Executives in a Bank. Malaysian Journal of Social Sciences and 
Humanities (MJSSH), 2(3), 46-59. 

Theresia, N. M. M. D., & Wardana, I. M. (2019). Pengaruh Pengalaman Belanja 
Online, Kepuasan Pelanggan, dan Adjusted Expection Terhadap Niat 
Membeli Kembali Melalui Traveloka. E-Jurnal Manajemen, 8(8). DOI: 
https://doi.org/10.24843/EJMUNUD.2019.v08.i08.p07 

Toha, J. S. M., Lapian, S. L. H. V. J., & Tumewu, F. J. (2024). The Influence of 
Service Quality and Pricing Strategy on Purchase Decision at 
Jojomanadoadventur3 Tourism Trip Services. Jurnal EMBA, 12(4), 670-
680.  

Wang, W., Yaoyuneyong, G. M., Sullivan, P., & Burgess, B. (2024). The 
influence of value perceptions on tourist souvenir purchase decisions. 
International Journal of Tourism Research, 26(1). DOI:10.1002/jtr.2611 

Yoeliastuti., Widowati, R., & Badriyah. (2022). Faktor-Faktor Yang 
Mempengaruhi Keputusan Pembelian Tiket Online Pada Traveloka. Jurnal 
Abiwara, 3(2), 186-193. 

Zeini, C. C.,Santoso, A., & Riawan, R. (2024). Key Influencing Factors On 
Ticket Purchase Decision. Jurnal Manajerial, 11(02), 183-194. DOI: 
http://dx.doi.org/10.30587/jurnalmanajerial.v11i02.7037. 

 

https://www.researchgate.net/journal/International-Journal-of-Tourism-Research-1522-1970
http://dx.doi.org/10.1002/jtr.2611
http://dx.doi.org/10.30587/jurnalmanajerial.v11i02.7037

