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1. Introduction

The very rapid development of Indonesian tourism has led to the convenience of tourism
transactions through online travel agents. Where online travel agents can serve the needs of traveling
both domestically and abroad. The development of the times has brought people to change their
lives for the better. In this era of globalization, people's needs will be increasingly complex, starting
from educational activities, employment, trade, research, and tourism [1]. In the era of a new
lifestyle, technological developments are developing very rapidly, making difficult things easy,
making things that were deemed impossible possible. This can be seen from the development of
people who are starting to change their mindset about how to make things easier, more practical, for
them [2].

Digital technology that is currently developing rapidly is the use of the internet which is real time
and provides convenience for its users, especially in carrying out various e-commerce-based
business activities [3]. E-commerce business transaction activities can never be separated from the
use of the internet which provides many benefits in providing fast information, thereby encouraging
an increase in the number of internet users increasing every year. The use of the internet around the
world quickly has an impact on receiving information and super-fast transactions [4].

In addition, Canada's Hoot Suite data states that at the beginning of 2021 "Digital 2021"
Indonesia's population has reached 274.9 million with Internet users reached 202.6 million [5]. This
shows that internet users in Indonesia have room for a very large growth in the number of internet
users and is a potential market share to be developed and eyed by business people to provide online
shops as a place to buy and sell their products. Either the e-commerce that is developing in
Indonesia is the type of Online Travel Agent (OTA), where in its activities all activities are carried
out using online media or the internet.

According to [6] and [7], Online Travel Agent (OTA) is one of the progress products that is
currently booming, such as changing the room booking map that used to be direct or go show to
switch to using OTA. Online travel agents in distribution channel activities make it very easy to sell
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products to consumers, it is enough to create a website and then enter interesting products and
consumers will easily and actively search for the products they want. By using electronic media,
consumers will be in direct contact with suppliers without having to communicate with intermediary
media. Making it easier for consumers to ask questions about what information is related to their
tourist destination, whether it's regarding accommodation or prices

In addition, the OTA facility provides online flight ticket booking which makes it easy for
consumers to take a vacation or travel so they can access and monitor ticket prices anywhere and
anytime without coming to the ticket sales office. Booking vacation needs online makes it easier for
the general public to make choices and more practical. The development of technology in the field
of travel is directly proportional to the progress of the tourism sector. With business prospects that
are not only in one place or one particular area, online travel services or often also called E-
Commerce is very important in this era that relies heavily on digital, where E-Commerce refers to
websites and applications that provide buying and selling transactions online. The increase in
traveling activity led to an increase in the activity of booking flight tickets, hotels, and attractions. It
is this trend of traveling activities that makes the online travel agent business in Indonesia a very
potential business category. The high public demand for the use of these services, then also fosters
competition in similar companies. Business competition to consumers or B2C as a partner of a
recreation and accommodation service today can be proven by the increasing number of similar
companies offering e-commerce services, namely ticket sales services for staying at well-known
hotels with excellent facilities, when consumers make purchase transactions as well as competitive
stay ticket prices and massive promotions. So, this makes other companies will spur increasingly
fierce competition.

Evidenced by the rise of e-commerce service providers, including Agoda, Pegipegi.com,
Traveloka, Tiket.com, Booking.com, and others. This creates competition between sellers and the
market. In all this competition, people have many choices but the buying decision is still left to the
consumer. Purchasing decisions is one phase of the consumer purchasing decisions process. Some of
these purchasing decisions are influenced by marketing firms. One way is to use a marketing
strategy. This strategy is marketing to impact and attract consumers to encourage them to use or buy
the company's products. Several online booking sites or Online Travel Agents, one of which has
become a pioneer, is Pegipegi.com.

Pegipegi is an e-commerce company that serves hotel, airplane and train ticket reservations
online through the website www.pegipegi.com which was launched in May 2012. Pegipegi was
pioneered by PT Alternative Media Group (AMD) collaborates with several well-known companies
such as Altavindo, Global Online Destinations and Recruit Co., Ltd. which is the largest travel
booking agent company in Japan. Directly connected with more than 7,000 hotels, 20,000 flight
routes, 1,600 train routes and airport trains (Railink). In 2012 Pegipegi began to open an online
flight ticket booking service in Indonesia and in early 2017, Pegipegi received full support from
Recruit Holdings. In 2018, ownership of Pegipegi.com was taken over by Jet Tech Innovation
Ventures a venture company in Singapore. The pegipegi.com site makes it easy for anyone who
wants to plan and enjoy the best vacation at an affordable cost. With the increasing demands of
consumers towards digital developments nowadays, pegipegi.com has also made more attractive
hotel booking features on their website to provide the best service to people who use their website.

Table 1. Top 10 Online Travel Agency

Rank

No OTA 2019 2020 2021 2022
1 Traveloka 1 1 1 1
2 Booking.com 2 2 2 2
3 Tiket.com 5 4 3 4
4 Agoda 3 3 4 3
5 Expedia 4 5 5 5
6 pegipegi 6 6 6 10
7 MGgroup - - 7 7
8 Staah 10 7 8 8
9 Hotelbeds 7 9 9 6
10 Ctrip.com 9 10 10 9

Source: [8]
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From a survey start at 2019 to 2021, pegipegi.com has neither increased nor decreased in the
ranking of Top Channels in Indonesia and remains stagnant. This phenomenon is seen based on data
from blog.staah.com from 2019 until 2022, where Pegipegi.com ranks sixth in 2019 to 2021 while in
2022 it drops to tenth place. This shows that there is no business development at pegipegi.com and it
tends to decline. The absence of improvement in improving this service can be regarded as a
problem that must be found a solution and corrected so that in the future business performance can
be better.

Another phenomenon can be seen from Pegipegi.com's higher bounce rate compared to other
OTAs. Bounce rate is the value on a website page in which the number of people who enter the site
on a web page then leave the page [9]. Web pages can be analogous to a product stand at an
exhibition. Some visitors come, but they just look around without having any interest in the products
displayed. This condition is certainly a bad condition and must be addressed immediately, because if
it continues, then the performance of the website that is owned will get worse and the efforts made
online will become ineffective.

Table 2. Bounce Rate OTA Agency

OTA Bounce Rate
Traveloka 54.29%
Tiket.com 45.65%

pegipegi.com 68.45%
Booking.com 33.79%
Pegipegi.com 36.60%

Source: [10]

Table 2. above shows that pegipegi.com has the highest bounce rate compared to other OTA
hotels. This means that the rate of consumers visiting and leaving the Pegipegi.com page is faster
compared to other OTAs. This picture is certainly not a good thing, because it indicates that
consumers do not feel comfortable accessing the Pegipegi.com site for long. In most businesses, a
good bounce rate is less than 40% [11], so pegipegi.com's bounce rate is in the unfavorable
category.

This becomes an illustration that when there are many, the number of visitors continues to
decline and a high bounce rate indicates that consumers feel the quality of service provided on the
website is not good. Customer-centered companies must consider what customers want, need, and
like in terms of service because this will influence them in making decisions to buy the company's
services or products that customers need [12].

Purchasing decisions are consumer decision-making processes for purchases that combine
knowledge to choose two or more available product alternatives. Purchasing decisions is an
important process to influence marketers through marketing strategy. Marketing is one of the most
important business processes that positively affect profits [13]. Good marketing always starts with
market research as a way of developing the most effective sales strategy to help sell and promote
brands and products [14]. To make purchasing decisions, a successful marketing strategy requires an
understanding of customer behavior, because customer actions affect the continuity of the company
which is an institution to try to fulfill customer wants and needs. Therefore, in the current era,
companies are required to know consumer purchasing decisions, what they buy, when, where, how
many items they buy, and how they get these products [15]. The provision of information about the
products being sold underlies the buying process so that eventually a need emerges, here the
consumer will consider and understand this need [16], if the assessment of the product is clear then
the consumer will look for the product which will then proceed to evaluation product and finally the
consumer would make a resolve to buy, consider or postpone making purchases in the future [17].

According [18] states that when consumers have the intention to buy a product, they will go
through several phases that can influence purchase decisions and post-purchase product behavior. In
the first stage, consumers will identify their own problems regarding purchase intentions based on
satisfying their needs and desires. The role of a marketer in this stage is to use personal selling
advertising strategies and the way they package products to provide an experience for consumers of
what they need or want. In the second stage, consumers start looking for information either from
internal sources through previous experiences or through external sources by looking at the
experiences of their friends, relatives, salespeople, family, social media, or neighbors and in the final
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stage consumers will evaluate several alternatives and choose the most suitable brand. that can
satisfy their needs. Some purchasing decisions can be influenced by various factors including brand
trust, experiential marketing, and e-promotion [7].

A brand is a picture that is owned by a product or service to characterize its product and
differentiate it from competitors' products. brand is not just a product but a brand is an important
element that contributes to the success of an organization. So that the existence of the company's
brand can influence the decisions taken by consumers to buy a product. consumer decision to buy a
product from a brand is brand trust. Pegipegi.com has a brand trust that tends to be medium, as
evidenced by several phenomena that have occurred on their business website. For this reason, every
company needs to know how much consumer trust in the corporation’s brand because this is tightly
related to the consumer's decision to purchase products from that brand.

High consumer trust is a form of expectation that consumers want them to get. [19] states that a
good brand can be described by how good the brand experience is perceived by consumers because
the pertinent of the reliance construct is described in a relationship between buyers and sellers that is
sustainable [20]. This is the same as the findings of [21],[22], and [23] who found that brand trust
has a significant positive impact on purchasing decisions.

Second, experiential marketing or consumer marketing experience is no less important as a
determinant of consumer decisions to buy products or services. Experiential marketing is an offering
system that focuses on the customer's emotive and psychological reaction to the product or service
being offered [24]. Experiential marketing can be defined as a method that makes it possible to find
and address the needs of customers undergo the use of two-way communication to offer brand
selfhood and added worth to customers [25]. Customer satisfaction could be felt in assorted
situations and is related to goods and services, one of which is influenced by the customer's
experience of the enterprise [26]. Building consumer-brand relationships is essential to building a
strong brand. In a highly competitive market, building consumer relationships with brands is one of
the most prominent critical success factors for differentiating brands and developing long-term
customer value [20] because good customer experience creates a strong brand image for
organizations that leads to customer loyalty [19] such as the findings of [27],[28], and [29] who
found that experiential marketing have a significant influence on purchasing decisions.

The next electronic media promotion. Electronic promotion is a marketing activity using internet
media as a medium for offering products that are owned. Electronic promotion is currently being
carried out a lot to be able to do more exploration in finding new consumers. Based on several
surveys, electronic media is currently one of the tools consumers use to make purchases. So that the
use of online promotional media is currently the marketing line that is most in demand, both by
small, medium and big businesses. Its scope and effectiveness make this type of marketing line the
top option, compared to conventional marketing line. Promo Online is one way to attract new
consumers because of the convenience offered by consumers to access the internet. Consumers
announce to websites if they want to know more about the products or services offered [30].
Through online media that is carried out continuously will help build a perception, emotion,
consumer experience such as patterns in making purchases [31], the higher the promotion, the higher
the proclivity of consumers to decide to buy a product or service. Such as the findings of [32] and
[33] who found that E-Promotion plays a salient role in creating consumer purchasing decisions.

Based on the phenomena that occur and the results of previous research, the researcher is
interested in conducting research to analyze the impact of brand trust, experiential marketing and e-
promotion on purchasing decisions on the pegipegi.com.

2. Theorical Framework

2.1. Purchase Decisions

Purchasing decision is a consumer decision-making process to buy that combines knowledge to
choose two or more available product alternatives [18]. Purchase decision is an important process to
influence marketers through marketing strategy. Marketing is most of the major business purpose
that positively affects gain [13]. Good marketing always starts with market research as a way of
developing efficacious marketing strategies to support the promotion and sale of products and
brands [14]. To make purchasing decisions, a successful marketing strategy requires an
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understanding of customer behavior, because customer actions influence a company which is an
institution to try to satisfy customer wants and needs. According to [34], purchasing decisions are
consumer perceptions in choosing from two or more alternative purchasing decisions, meaning that
someone can make a decision. [35] states that the purchasing decision indicators are as follows. The
stability of a product, namely the decisions made by consumers when they have considered various
information that supports decision-making, they are (1) habits in buying products, namely the
experience of people closest to using a product; and (2) providing recommendations to others,
namely conveying information to other people so that they are interested in making a purchase.

2.2. Brand Trust

Trust is a special belief in integrity and competence. Trust in the brand is an aspect that guides
consumers in making product purchasing decisions. Brand trust on demand is the desire of
consumers to trust brands at risk because they hope that the brand will provide positive results [36].
Brand trust is the foundation of strategic partnerships because the characteristics of the relationship
through trust are very valuable when a group wants to carry out its commitment to that relationship.
[37] states that trust is a powerful marketing tool in a company. Moreover, trust has several critical
advantages and is defined as the eagerness of the featureless consumer to rely on the ability of a
brand to achieve what it claims [38]. The trust given by consumers to a brand is an asset for the firm.
Brand trust is the consumer belief that a product can provide the expected value and goodwill from
the brand. In addition, building consumer trust in a brand can be a top priority for consumer
interests. According to [39], indicators of brand trust are (1) viability (ability): this dimension
deputizes a perception that a brand could comply and slake consumer needs and values. This
dimension reflects the trust of an individual who believes in a brand is a form of their belief that the
brand can fulfill their desires in the future; and (2) intentionality: this dimension provides a feeling
of security from individuals towards a brand. This dimension can be measured through secure and
trust indicators. So, this intentional dimension shows more on how the chosen brand will remain
consistent and responsible in providing comfort in using the brand.

2.3. Experiential Marketing

Experiential marketing is the process of produce the customer's experience when using a product
or service. This also includes how they think, act, and relate [40]. Experiential marketing is one of
the methods applied in marketing activities. Unlike traditional marketing which focuses on product
functionality, experiential marketing prefers to offer customers a memorable experience. In
experiential marketing, producers try to involve their consumers by displaying experiences in
products or services in the hope of being able to create positive emotional energy from customers
about the products or services offered by business owners. [41] explain experiential marketing us the
perception that consumers have about a firm after they interaction by the product and purchase.

Experiential marketing not only communicates the features and benefits of a product, but also
tries to provide products and services by providing a unique, positive and memorable experience to
customers when consuming the products or services offered. so that the product or service can be
embedded in the customer's mind (memory) [42]. Experiential marketing is very useful for
companies if they want to increase their brand, especially during the decline stage. This is also
useful for differentiating their products from competitors' products, as well as creating a corporate
image and identity. Experiential marketing is also useful for increasing innovation and persuading
customers to try buying a product [43]. [41] describes several indicators used in measuring
experiential marketing, namely (1) feel which is closely related to one's mood and emotions; (2)
think, by thinking, a person is able to stimulate his intellect and creativity; (3) act, this is related to
the real attitude and lifestyle around how someone does something and expresses it; and (4) relate
which is in relation to a person's culture or reference group that can shape it.

2.4. E-Promotion

The internet offers a variety of features, speed, and convenience and helps companies to attract
consumers. Consumers use the internet to get about products online. By making purchases online
through the internet it becomes more fun, faster. It is no surprise, then, that the Internet
revolutionized today's marketing and commerce. [44] and [45] state online promotion is part of
marketing including internet advertising, branding, direct marketing via the internet. The internet is
very important and very helpful for implementing promotional services that can ultimately make a
business successful. The Internet has become an important and popular medium for marketing.
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Marketing activities using online promotional media cover the whole series, from planning, action,
service to product delivery. As the name implies, most of their activities use the internet. The sort of
promotional media used will influence purchasing decisions at online stores. According to [46], the
indicators used in online promotions include (1) Advertising: Used in online integrated marketing
communication (IMC) are links to other sites, as well as advertisements placed on the site in
question; (2) Sales Promotion: Used in online promotion is by offering something for free, giving
coupons or discounts or other special offers, providing programs related to loyalty programs,
providing programs related to sweepstakes, games and various games where the winner will be
determined; (3) Public Relations [47]: Public Relations is a management function that aims to build
an image, and foster mutual understanding between the two parties; and (4) Direct Marketing: Direct
marketing is a technique of marketing products through direct communication with customers, both
new customers and potential customers, without going through third party intermediaries, such as
the media or publicity in an effort to make it easier to get a response from buyers [48].

Brand Trust
(x1)

Experential Purchase

Decision (Y)

Marketing
(X2}

E-Promotion
(x3)

Fig. 1. Research Model

3. Method

This research is quantitative research by taking a sample of 97 users of the pegipegi.com
application. Determination of the sample using the Cohran formula, then the analysis tool uses a
guestionnaire with data testing techniques using Partial Least Square (PLS). things that were
analyzed from the characteristics of the respondents include gender, age, level of education, and
employment.

Table 3. Characteristics Respondents

Description Quantity Percentage (%)
Gender
Male 61 62.88
Female 37 37.12
Age
18 - 26 years 40 41.23
27 - 35 years 23 23.71
36 - 44 years 16 21.64
> 45 years 18 35.06
Level of Education
Senior High School 10 10.31
Diploma 35 36.08
Bachelor 52 53.61
Employment
Entrepreneur 41 42.26
Employee 40 41.24
Others Job 16 16.5

97 100

Source: Analysis result (2023)
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As seen from the results of Table 3. above, the male respondents are the most with 55.67%, and
after that women with 44.33%. From the age group of the respondents, it was seen that the dominant
respondents who answered the questionnaire were aged 18 to 26 years at 41.23% then the age group
27 to 35 years amounted to 23.71% and the lowest was from 36 to 44 years old with a percentage of
21.64%. At the level of education, respondents with the most undergraduate education with 53.61%
then diploma education with 36.08 and finally high school education with 10.31% and seen from the

biggest jobs as entrepreneurs 42.26% then private employees with 41.24% and jobs others with
16.5%.

4. Results and Discussion

4.1. Outer Model Evaluation

In evaluating the outer model, validity and reliability tests will be carried out. Testing the validity
of this study uses outer loading worth above 0.70 [49].

Table 4. Results Test Convergent Validity

Indicators Brand Trust Experiential Marketing  E-Promotion  Purchase Decisions

BT1 0.794

BT2 0.914

EM1 0.893

EM2 0.930

EM3 0.899

EM4 0.944

EM5 0.893

EProl 0.654
EPro2 0.869
EPro3 0.800
EPro4 0.611

PD1 0.744
PD2 0.828

PD3 0.856
Source: Analysis result (2023)

From Table 4. above, the results show that the overall validity test meets the requirements greater
than 0.70. so that it can be said that the data used is valid.

Table 5. Reliability Result Test

Variable Average Variance Extracted (AVE)  Composite Reliability ~ Description
Brand Trust 0.630 0.758 Reliable
Experiential Marketing 0.618 0.874 Reliable
E-Promotion 0.780 0.819 Reliable
Purchase Decisions 0.650 0.847 Reliable

Source: Analysis result (2023)

Looking at the test results in Table 5, it was found that the AVE had value above 0.5 and
composite reliability test value of the four variables used to construct the research model as a whole
had a value above 0.70. So that it could be said that the research model was reliable.

4.2. Inner Model Evaluation

In the inner model evaluation, fit-model and hypothesis testing will be carried out. The results of
the fit-model inner model test use the Q square predictive-relevance (Q2) value to test the variables
used, the aim is to find out how much effect exogenous variables toward endogenous variables. The
R2 value for each endogenous variable in this research can be seen in Table 6 below.

Table 6. Value of RZ Endogenous

Variable R-Square
Purchase Decisions 0.721
Source: Analysis result (2023)

Valule Q2 predictive-relevance found by means of system:
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Q?=1-(1-R?
Q?=1-(1-0.721)
Q?=0.721

The test results indicate a predictive relevance value of 0.721. That is, 72.1% of the assessment
on the purchase decision variable (the dependent variable) can be explained in the research model
used, the remaining 27.9% is explained by other variables thereout the research model.

Table 7. Hypothesis Test Results

Effect Original Sample Test T-Statistic Result
Brand trust — Purchase Decisions 0.542 3.532 H1 Accepted
Experiential Marketing — Purchase Decisions 0.343 2.341 H2 Accepted
E-Promotion — Purchase Decisions 0.531 3.311 H3 Accepted

Source: Analysis result (2023)

The output of the hypothesis testing was carried out, it was found that in testing the firstly
hypothesis (H1) stated that brand trust had a significant positive impact on purchasing decisions. in
testing the second hypothesis also get the result that (H2) experiential marketing has a significant
positive effect on purchasing decisions, and in the third hypothesis (H3) the influence of the
relationship between electronic promotions has a significant positive effect on purchasing decisions.
the assessor measurement used in this study is if t-Statistics value is greater than 1.96 then the
hypothesis is accepted. This means that the independent variable has a bound effect on the path
coefficient. Hypothesis testing was carried out using SEM analysis with the help of the Smart PLS
3.0 test tool. The critical ratio of the t-statistic is useful as the main reference while a t-statistic worth
higher than 1.96 (two-tailed) is the same as with p-value [50].

4.3. Hypothesis 1: Brand Trust Has a Positive and Significant Impact on Purchase Decisions

Testing the first hypothesis using smart PLS produces a direct impact among brand trust on
purchasing decisions with a value of 0.542 and a t-statistic of 3.532. The t-statistic value of 3.532 is
greater than 1.96 (5% alpha), so that the influence of brand trust on purchasing decisions has a
significant positive effect. thus, testing the first hypothesis can be accepted (H1). this shows that in
building a brand of trust by creating a brand experience through trust, honesty and honesty greatly
influence the purchasing decisions that will be made by consumers.

4.4, Hypothesis 2: Experiential Marketing Has a Significant Positive Impact on Purchase
Decisions

Testing the secondly hypothesis with the PLS smart model oncoming produces a path coefficient
of direct impact between experiential marketing and purchasing decisions. this is seen from the
value of 0.343 by a t-statistic of 2.341. Because the t-statistics value of 2.341 is greater than 1.96
(5% alpha), the second hypothesis (H2) can be accepted. this indicates that when consumers feel
good service such as the friendship of the service provided, the experience felt with good
communication will form a positive experience that is felt by consumers so that it has a positive
impact on purchasing decisions made consumers.

4.5. Hypothesis 3: E-Promotion Has a Significant Positive Impact on Purchase Decisions

Testing the third hypothesis using smart PLS produces a direct influence path coefficient of e-
promotion in purchasing decisions of 0.531 by a t-statistic of 3.311. with a t-statistic of 3.311 greater
than 1.96 (alpha 5%), then the third hypothesis (H3) whose states that e-promotion has a significant
positive impact on purchasing decisions is acceptable. This shows that the importance of designing
e-promotions that must be carried out by pegipegi.com properly because by designing marketing
promotions, website completeness and attractive offers can have a major impact on consumer
interest in using Pegipegi.com services.

5. Conclusion

Based on the yield of the research conducted, it can be seen that brand trust has a significant
positive impact on purchasing decisions. This shows that a consumer's trust in a brand will be able to
influence the consumer's purchasing decision for a product. Further results state that experiential
marketing has a significant positive impact on purchasing decisions. This illustrates the experience
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felt by consumers when using a product is one of the attractions that can increase consumers' desire
to reuse the product. Meanwhile, the correlation between e-promotion and purchasing decisions
produces positive and significant results. This illustrates that the e-promotion strategy by making
attractive advertisements by companies is very helpful in increasing purchasing decisions by
consumers.

Based on the results of this research, there are several implications that can be considered in
building consumer purchasing decisions, namely. 1) one way that can be done in improving
technology is to evaluate the extent of user interest in receiving and using these technology services,
2) that consumers will tend to look for information on websites they already trust because they
expect companies they know and trust to be able to provide optimal information for them, 3)
consumers who get more information about a brand will result in a higher level of trust, 4)
consumers will trust a website that has valid, credible and accurate information so that consumers
will increase their intention to buy products from online websites.

References

[1] K. V. Andayani and R. A. D. Cahyani, “Pengaruh Kepemimpinan Dan Kepuasan Kerja Terhadap
Kinerja Karyawan PT. Mega Putra,” J. llm. PERKUSI, vol. 1, no. 2, p. 170, Jun. 2021, doi:
10.32493/j.perkusi.v1i2.11031.

[2] K. M. Tiwari and G. K. Anang, “Brand Analysis Of Velox Creative Company In Indonesia,” J.
Community Dev. Asia, Jan. 2019, doi: 10.32535/jcda.v2i1.343.

[3] B. Gui-Wei and Z. Guo-Bao, “Research on the Visual Impact of Digital Media Art Based on
Augmented Reality Technology,” Comput. Aided. Des. Appl., vol. 21, no. S2, 2024, doi:
10.14733/cadaps.2024.52.186-201.

[4] L. Ji, F. Wei, P. Wang, and L. Liu, “Digital Marketing-Enabled Simulation Research on the E-
commerce Development Path of Small and Medium-Sized Enterprises in the Internet Economy,”
Comput. Aided. Des. Appl., vol. 21, no. S4, 2024, doi: 10.14733/cadaps.2024.54.19-38.

[5] G. P. Riyanto, “Jumlah Pengguna Internet Indonesia 2021 Tembus 202 Juta,” Kompas.com, 2021.
https://tekno.kompas.com/read/2021/02/23/16100057/jumlah-pengguna-internet-indonesia-2021-
tembus-202-juta (accessed Feb. 23, 2021).

[6] L. Hendriyati, “Pengaruh Online Travel Agent terhadap Pemesanan Kamar di Hotel Mutiara
Malioboro Yogyakarta,” Media Wisata, vol. 17, no. 1, Aug. 2021, doi: 10.36276/mws.v17i1.145.

[71 A. S. Pramudita and R. E. Agustia, “E-Service Quality dan E-Promotion Terhadap Keputusan
Pembelian Konsumen pada Website Traveloka.com,” Competitive, vol. 15, no. 2, pp. 106-114, Dec.
2020, doi: 10.36618/competitive.v15i2.961.

[8] N. Dasgupta, “It’s Out! STAAH’s Top 10 Online Booking Channels For 2023 Revealed Featured,”
STAAH Blog, 2024. https://blog.staah.com/news/its-out-staahs-top-10-online-booking-channels-for-
2023-revealed (accessed Jan. 12, 2024).

[91 D. Sculley, R. G. Malkin, S. Basu, and R. J. Bayardo, “Predicting bounce rates in sponsored search
advertisements,” in Proceedings of the 15th ACM SIGKDD international conference on Knowledge
discovery and data mining, Jun. 2009, pp. 1325-1334, doi: 10.1145/1557019.1557161.

[10] Anonymous, “Top Travel and Tourism Websites Ranking in Indonesia,” Similarweb, 2024.
https://www.similarweb.com/top-websites/indonesia/travel-and-tourism/.

[11] J. Peaton, “What’s the Average Bounce Rate for a Website?,” Roketfuel 2024, 2018.
https://www.gorocketfuel.com/the-rocket-blog/whats-the-average-bounce-rate-in-google-analytics.

[12] H. S. Patmala and D. C. Fatihah, “Pengaruh Kualitas Pelayanan Terhadap Keputusan Pembelian Di
Ukm mart Kartika widya Utama,” JIMEA | J. lIm. MEA (Manajemen, Ekon. dan Akuntansi), vol. 5,
no. 3, 2021.

[13] J. Johari, “That’s What I like: A Study of Consumer Behavior on Purchase Intention Towards Pepsi,”
Int. J. Account. Financ. Asia Pasific, vol. 5, no. 3, pp. 1-16, Oct. 2022, doi:
10.32535/ijafap.v5i3.1516.

I Nengah Suardhika et.al (Antecedent of consumer purchase decisions on pegipegi.com)



20

[14]

[15]

[16]

[17]

(18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

(28]

[29]

[30]

International Journal of Communicaton and Society ISSN 2684-9267
Vol. 6, No. 1, June 2024, pp. 11-21

D. M. H. Kee, R. Murthy, R. Ganasen, R. R. Lingam, and R. Chandran, “The Impact of Marketing on
Customer Loyalty: A Study of Dutch Lady in Malaysia,” Int. J. Account. Financ. Asia Pasific, vol. 4,
no. 3, pp. 31-41, Oct. 2021, doi: 10.32535/ijafap.v4i3.1203.

D. M. Putra and L. G. Sin, “The Influence of Brand Equity and Brand Trust on E-Commerce
Consumer’s Loyalty (Zalora Consumer Research),” Int. J. Tour. Hosp. Asia Pasific, vol. 3, no. 3, pp.
90-95, Oct. 2020, doi: 10.32535/ijthap.v3i3.957.

M. R. Dinawan, “Analisis Faktor-Faktor Yang Mempengaruhi Keputusan Pembelian (Studi kasus
pada konsumen Yamaha Mio PT Harpindo Jaya Semarang),” J. Sains Pemasar. Indones., vol. 9, no. 3,
2010.

Muhammad Rhendria Dinawan, “Analisis Faktor — Faktor Yang Mempengaruhi Keputusan Pembelian
(Studi kasus pada konsumen Yamaha Mio PT Harpindo Jaya Semarang),” J. SAINS Pemasar.
Indones., vol. XX, no. 3, 2021.

J. R. Hanaysha, “An examination of the factors affecting consumer’s purchase decision in the
Malaysian retail market,” PSU Res. Rev., vol. 2, no. 1, pp. 7-23, Apr. 2018, doi: 10.1108/PRR-08-
2017-0034.

R. Pandey et al., “An Empirical Study on Customer Satisfaction, Perception, and Brand Image in
Starbucks Coffee in India, Asia,” Int. J. Tour. Hosp. Asia Pasific, vol. 4, no. 1, pp. 53-63, Feb. 2021,
doi: 10.32535/ijthap.v4i1.1021.

N. Ngatno, “Effect of Brand Communication and Experience on Loyalty: Mediating Effect of Brand
Satisfaction and Trust. (Case Study of Customers of Inul Vista Karaoke, Semarang, Central Java,
Indonesia),” Arch. Bus. Res., vol. 5, no. 4, Apr. 2017, doi: 10.14738/abr.54.2828.

N. P. T. Noviandini and N. N. K. Yasa, “Peran Brand Trust Memediasi Pengaruh Electronic Word Of
Mouth Terhadap Keputusan Pembelian,” E-Jurnal Manaj. Univ. Udayana, vol. 10, no. 11, p. 1201,
Nov. 2021, doi: 10.24843/EJMUNUD.2021.v10.i11.p08.

Nurhasanah, F. Mahliza, L. Nugroho, and Y. M. Putra, “The Effect of E-WOM, Brand Trust, and
Brand Ambassador on Purchase Decisions at Tokopedia Online Shopping Site,” IOP Conf. Ser. Mater.
Sci. Eng., vol. 1071, no. 1, p. 012017, Feb. 2021, doi: 10.1088/1757-899X/1071/1/012017.

Nurmalita Sari, Sudarmiatin, and Titis Shinta Dhewi, “The Influence of Product Quality, Brand Image
on Purchase Decisions and Brand Trust as Mediation Variables (Study on iPhone Users in Malang
City),” Int. J. Humanit. Educ. Soc. Sci., vol. 2, no. 1, Aug. 2022, doi: 10.55227/ijhess.v2i1.219.

R. Yacub, K. Saleh, and M. Putra, “The Effect of Experiential Marketing and Emotional Marketing on
Customer Loyalty in ‘LGS’ Showroom,” Int. J. Soc. Sci. Bus., vol. 6, no. 1, pp. 83-90, Feb. 2022, doi:
10.23887/ijssh.v6i1.44612.

L. Amon and M. Rajib Bustami, “Implementation of School-Based Management in Curriculum and
Learning Processes: a Literatur Review,” J. Pendidik. Dasar dan Menengah, vol. 1, no. 1, 2021.

H. Agila, I. Syarmimi, H. Adawiyah, I. Akhtar, M. S. Alhesainan, and L. F. Altayyar, “Customer
Satisfaction Act upon the Brand’s Fame: A Case Study of Nestle,” Int. J. Appl. Bus. Int. Manag., vol.
7, no. 2, pp. 59-71, Aug. 2022, doi: 10.32535/ijabim.v7i2.1626.

J. Budiarto and E. Pancaningrum, “Pengaruh Experiential Marketing Terhadap Keputusan Pembelian
Smartphone Xiaomi,” JMD J. Ris. Manaj. Bisnis Dewantara, vol. 2, no. 2, pp. 89-98, Jul. 2019, doi:
10.26533/jmd.v2i2.370.

H. Nupus, “Can Experiental Marketing, Product Innovation and Brand Image Be the Solution for
Consumer Purchase Decisions at A&W Restaurant: Case Study in Carrefour Serang,” Manag. Bus.
Soc. Sci. Peer Rev. J., vol. 2, no. 1, 2022.

A. 1. Tantowi and A. W. Pratomo, “Pengaruh Store Atmosphere dan Experiential Marketing Terhadap
Keputusan Pembelian Di Kopi Daong Pancawati,” J. IIm. Manaj. Kesatuan, vol. 8, no. 2, pp. 65-78,
Aug. 2020, doi: 10.37641/jimkes.v8i2.328.

G. M. Al-Abdallah, “The Effect of Customer-Company Relationship on Internet Adoption in
Jordanian Small and Medium Enterprises,” J. Econ. Behav. Stud., vol. 5, no. 4, pp. 192-199, Apr.
2013, doi: 10.22610/jebs.v5i4.394.

I Nengah Suardhika et.al (Antecedent of consumer purchase decisions on pegipegi.com)



ISSN 2684-9267 International Journal of Communication and Society 21

[31]

(32]

[33]

[34]
(35]

[36]

[37]

(38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]

(48]

[49]
[50]

Vol. 6, No. 1, June 2024, pp. 11-21

S. M. K. Rezwan Mahmood, “Impact of Service Marketing Mixes on Customer Perception: A Study
on Eastern Bank Limited, Bangladesh,” Eur. J. Bus. Manag., vol. 6, no. 34, 2014.

R. Rosida and I. Haryanti, “Pengaruh Promosi Online dan Persepsi Harga Terhadap Keputusan
Pembelian (Studi Kasus Pada Nithalian Collection Bima),” J. Bus. Econ. Res., vol. 1, no. 2, pp. 150—
160, Jun. 2020, doi: 10.47065/jbe.v1i2.235.

M. Lestari and Wahyono, “The Influence of Celebrity Endorser and Online Promotion on Purchase
Decision Through Brand Image Article Information,” Manag. Anal. J., 2021.

E.M. Sangadji and S. Sopiah, Perilaku Konsumen. Yogyakarta, 2013.

P. Kotler, Marketing Management: An Asian Perspective. Singapore: Pearson Education South Asia
Pte Ltd, 2013.

I. Hidayanti, Nuryakin, and N. Farida, “A study on brand commitment and brand trust towards brand
loyalty of branded laptop in Indonesia,” J. Bus. Retail Manag. Res., vol. 12, no. 03, May 2018, doi:
10.24052/JBRMR/V121S03/ART-25.

Z. Ramadan, “The gamification of trust: the case of China’s ‘social credit,”” Mark. Intell. Plan., vol.
36, no. 1, pp. 93-107, Feb. 2018, doi: 10.1108/MIP-06-2017-0100.

A. Abdullah, “A Structural Model of The Relationships between Brand Image, Brand Trust and Brand
Loyalty,” Int. J. Manag. Res. Rev., vol. 5, no. 3, 2015.

J. L. Munuera-Aleman, E. Delgado-Ballester, and M. J. Yague-Guillen, “Development and Validation
of a Brand Trust Scale,” Int. J. Mark. Res., vol. 45, no. 1, 2003, doi: 10.1177/147078530304500103.

I. H. Karuniatama, D. D. Barata, and Y. T. Suyoto, “Pengaruh Experiential Marketing Terhadap
Loyalitas Pelanggan Ritel Di Indonesia,” WIDYAKALA J. Pembang. JAYA Univ., vol. 7, no. 1, p. 28,
Mar. 2020, doi: 10.36262/widyakala.v7il.277.

B. H. Schmitt, Experiential Marketing: How to Get Customers to Sense, Feel, Think, Act and Relate to
Your Company Brands. New York: Free Press, 1999.

A. Hapsari and A. Fauzi, “Pengaruh Experiential Marketing Sebagai Suatu Strategi Dalam
Menciptakan Kepuasan Dan Dampaknya Terhadap Loyalitas (Survei Pada Pelanggan Waroeng
Spesial Sambal ‘Waroeng Ss’ Cabang Sengkaling, Kota Malang),” J. Adm. Bisnis S1 Univ. Brawijaya,
vol. 47, no. 2, pp. 103-114, 2017.

F. Maghnati, K. C. Ling, and A. Nasermoadeli, “Exploring the Relationship between Experiential
Marketing and Experiential Value in the Smartphone Industry,” Int. Bus. Res., vol. 5, no. 11, Oct.
2012, doi: 10.5539/ibr.v5n11p169.

M. Arwiedya and S. Sugiarto, “Analisis Pengaruh Harga,Jenis Media Promosi,Resiko Kinerja, Dan
Keragaman Produk Terhadap Keputusan Pembelian Via Internet Pada Toko Online (Studi Kasus Pada
Konsumen Toko Fashion Online yang bertindak sebagai Reseller yang ada di Indonesia),” May 2011.

W.-H. Lai and N. Q. Vinh, “Online promotion and its influence on destination awareness and loyalty
in the tourism industry,” Adv. Manag. Appl. Econ., vol. 3, no. 3, pp. 15-30, 2013.

F. Rangkuti, Analisis SWOT Teknik Membedah Kasus Bisnis. Gramedia Pustaka Utama, 2013.

N. Pratiwi and E. Anisa Sari, “media relations of Universitas Ahmad Dahlan Yogyakarta in
maintaining image during the COVID-19 Pandemic,” COMMICAST, vol. 4, no. 3, pp. 19-36, Dec.
2023, doi: 10.12928/commicast.v4i3.9064.

A. S. Wiwarottami and R. Widyatama, “role of Tiktok as content marketing to maintain brand
engagement,” COMMICAST, vol. 4, no. 3, pp. 76-89, Dec. 2023, doi: 10.12928/commicast.v4i3.9661.

J. F. Hair, Multivariate Data Analysis. Prentice Hall, 2010.

A.N. Kula, S. L. H. V. J. Lapian, A. L. Tumbel, and N. S. Budiarso, “Antecedents and Consequences
of Entrepreneurial Leadership Behaviour in Southeast Minahasa District Government,” Int. J. Appl.
Bus. Int. Manag., vol. 6, no. 1, pp. 110-122, Apr. 2021, doi: 10.32535/ijabim.v6i1.992.

I Nengah Suardhika et.al (Antecedent of consumer purchase decisions on pegipegi.com)



