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Abstract: This study aims to investigate the influence of celebrity endorsers and digital 

marketing promotions on consumer purchasing decisions for Tiket.com products, with 

purchase intention as an intervening variable. Quantitative method was employed in this 

study. The population studied consisted of Tiket.com users in Jakarta, using purposive 

sampling technique with Hair's formula, resulting in a sample size of 160 individuals. The 

results of the study indicate that celebrity endorsers have a significant positive influence on 

purchase intention, as do digital marketing promotions. Additionally, celebrity endorsers also 

have a significant positive influence on purchase decisions, as do digital marketing 

promotions. Furthermore, purchase intention also acts as an intervening variable in purchase 

decisions. 

 

Keywords: Celebrity Endorsements, Digital Marketing Promotions, Purchase Intentions, 

Purchase Decisions. 

 

 

INTRODUCTION 

The development of tourism is now increasingly rapid, both in terms of service and 

technology. Tourism needs, especially in the field of travel, the faster the service, then 

technology adjusts to meet these needs. The rapid development of internet user growth is 

evidenced by the results of a survey organized by the Indonesian Internet Service Providers 

Association (APJII) in 2022, there are 210.03 million internet users in 2022 user. In the latest 

survey findings, the internet penetration rate in Indonesia grew by 77.02%, where there were 

210,026,769 people out of a total of 272,682,600 Indonesians connected to the internet in 

2022. 

The survey results of the Indonesian Internet Service Providers Association (APJII), 

there are 210.03 million internet users in the country in the 2021-2022 period.This 

phenomenon makes many tourism businesses begin to develop businesses that are managed 

offline starting to go online. In addition to saving costs as well as to make it easier for 
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consumers to enjoy the products offered and business actors can provide the best service for 

their consumers. This development makes the world of communication increasingly 

experiencing rapid changes to digital-based so that the term electronic commerce (e-

commerce) appears. 

Online flight ticket sales is one of the elegant e-commerce models. Many travel agents 

provide flight ticket purchase services with various types of hotels and national or 

international regions online through a website. Similarly, one of the most popular travel 

agents in Indonesia is Tiket.com. The Tiket.com site provides hotel booking services, airline 

tickets, train tickets, car rentals based in the City of Jakarta, Indonesia. The Tiket.com site 

was formed in August 2011. With Tiket.com, internet users are very facilitated to plan their 

trips because not only serve about airline ticket information, on the Tiket.com website also 

serves the sale of hotel reservations and train tickets and even car rentals making it very easy 

for internet users to plan their trips. 

Judging from the traffic rank analyst databoks.katadata.co.id site, the following is 

displayed ranking comparison or ranking of how popular a website is compared to  other 

similar websites. 
 

 
Source: Katadata.co.id 

Figure 1. Most visited Travel Sites 2022 

   
Based on the picture above, it can be seen that tiket.com has 6.2 visitors, where the 

ranking is the second rank of all other similar online travel agent sites. The first rank is 

occupied by its competitor, Traveloka.com which has a number of visitors of 7.2 million 

visitors. As is known, Tiket.com who have entered the online travel agent market before 

Traveloka was launched, but Tiket.com get the second position after Traveloka. Based on the 

results of Katadata traffic rank analyst site survey data, application users Tiket.Com be 

carried out on people who like products that provide many offers. 

 At the beginning of 2020, companies engaged in Online Travel Agent (OTA) 

including Tiket.com has decreased drastically due to the Covid-19 pandemic. This has been 

exacerbated since the enactment of Community Activity Restrictions (PPKM) and the 

temporary closure of foreign nationals' entry into Indonesia to prevent the spread of Covid-

19. However, since the number of Covid-19 cases has decreased, the Implementation of 

Community Activity Restrictions (PPKM) has begun to be eliminated. The existence of 

Staycation Trends or vacationing without leaving the city of origin, precisely in early 2021, 

Tiket.com continues to rise with discount offers through endorsements and promotions using 

digital marketing media as well as improving service quality and adding various attractive 

service features such as Antigen and PCR features. Tiket.com also cooperates with many 

health facilities. 

Tiket.com experienced a rapid increase in early 2021, but it is not impossible if other 

applications such as Traveloka are more attractive to the public because of the better and 
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more targeted service features and celebrity endorsements. Both Tiket.com and Traveloka are 

applications engaged in the same field, both have always been side by side since 2018, this 

makes both must and continue to issue the latest innovations to make it easier for the 

community. Not only many promos and discounts, Tiket.com also has an easy application 

interface. Despite providing many offers, half of them strongly prefer to use other e-

commerce applications with higher price offers. 

Tiket.com often mentioned tagline in his advertisement. Tagline is part of advertising 

that is commonly used as a closing message so that consumers easily remember the content 

of the advertising message and has a differentiating power from competing advertisements 

(Chaidir, 2018). Tagline What Tiket.com use is "Where are you going? There are all 

tickets!". Tiket.com uses tagline on the ad Digital Marketing/electronic which is very easy to 

remember because if we want to travel then Tiket.com provide a solution for ticket booking. 

In Tirtaatmaja's opinion, et al., (2019) purchasing decisions are a series of consumer activities 

before buying to consumer behavior after purchasing products. To find out the factors that 

influence purchasing decisions including, research conducted by regarding (Setyaningsih, 

2021)Celebrity Endorser. Furthermore, research conducted by regarding (Putri, 2022)Digital 

Marketing, and research conducted by on Buying Interest.(Sari, 2020) 

Digital marketing is one of the factors that influence purchasing decisions, where 

digital marketing helps companies in marketing their products and services, so that they can 

be easily reached by consumers who are looking for these products. Establish virtual personal 

communication with consumers to share information to receive suggestions for products and 

companies. With Digital Marketing, can help sellers in creating products that have quality, 

service, and provide a better experience for consumers (Abdu, 2018). On research states that 

(Mustika, 2022). Digital Marketing Significant effect on buying interest. And in stating that 

(Putri, 2022) digital Marketing Significant influence on purchasing decisions.  

The problem in this study wants to know the influence: (1) celebrity endorsers, digital 

marketing on purchase intention in Tiket.com applications; (2) celebrity endorsers and digital 

marketing on purchasing decisions on Tiket.com application; and (3) want to know the 

influence of consumer purchase intention on purchasing decisions on Tiket.com application; 

(4) celebrity endorser and digital marketing of purchase decisions through the purchase 

interest of Tiket.com application. The purpose of this study is to answer from the formulation 

of the problem that has been stated above. 

 

METHOD 

The purpose of this causal study is to find out how much influence celebrity endorsers 

and digital marketing have on purchasing decisions with purchase interest as an intervening 

variable. The approach taken in this study is a quantitative approach. This study used a 

quantitative approach, with the research design used by researchers in this study was a causal 

design. The population of this study is people who use Tiket.com applications to make hotel 

reservations, airline tickets, train tickets and car rentals in the city of Jakarta.  The sampling 

method was carried out with the Hair formula and obtained as many as 160 respondents. cars 

obtained by distributing google forms via Whatsapp blast by including criteria in the 

questionnaire that have used and are domiciled in Jakarta. Data analysis in this study used the 

SEM method with Smart-PLS. 

 

RESULTS AND DISCUSSION 

Results (Outer Model) 

Discriminant Validity 

Discriminant validity is done to ensure that each concept of each latent variable is 

different from other variables. A construct that has good discriminant validity if each loading 

factor value of each indicator of a latent variable has the greatest loading factor value with  
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another loading  value against other latent variables.  The discriminant validity test results are 

presented in table 1. 
 

Tabel 1. Hasil Uji Discriminant Validity (Fornell Larcker Critetion) 

Variabel 

Celebrity 

Endorser 

(X1) 

Digital 

Marketing 

(X2) 

Keputusan 

Pembelian (Y) 

Minat Beli 

(Z) 

Celebrity Endorser  0,984       

Digital Marketing  0,864 0,977     

Purchase Decisions   0,861 0,831 0,975   

Purchase intention 0,982 0,958 0,895 0,988 

Source: Primary data is processed using Smart-PLS. 

 

Based on Table 1 above, it can be seen that some loading factor values for each 

indicator of each latent variable still have the largest loading factor value compared to  the 

loading factor value  when related to other latent variables. This means that each latent 

variable has good discriminant validity where some latent variables still have a gauge that is 

highly correlated with other constructs. 

 

Avarage Extracted Variance (AVE) 
Assessing the validity of a construct by looking at the AVE value, a good model is 

required if the AVE of each construct value is greater than 0.50 (Ghozali, 2018). 
 

Tabel 2. Average Variance Extracted (AVE) Test Result 

Variabel Average Variance Extracted (AVE) 

Celebrity Endorser  0,741 

Digital Marketing  0,746 

Purchase intention 0,801 

Purchase decision 0,691 

Source: Primary data is processed using Smart-PLS. 

 

The table above, the results of Avarage Variance Extracted (AVE) testing show that all 

constructs have potential reliability for further testing. This is because the AVE value in the 

overall construct has been greater than 0.50. 

 

Reliability Test 

To ensure that there are no measurement-related problems, the final step in evaluating  

the outer model is to test the reliability test of the model. Reliability tests were conducted 

using Composite Reliability and Cronbach's Alpha indicators. Compostie Reliability and 

Cronbach's Alpha tests aim to test the reliability of instruments in a research model. Or 

measure internal consistency and the value must be above 0.60. If all latent variable values 

have Composite Reliability or Cronbach's Alpha ≥ 0.70, it means that the construct has good 

reliability or the questionnaire used as a tool in this study has been reliable or consistent. 
 

Tabel 3. Composite Reliability and Cronbach's Alpha Test Results 

Variable Cronbach's Alpha 
Composite 

Reliability 
Information 

Celebrity Endorser  0,927 0,944 Reliabel 

Digital Marketing  0,951 0,959 Reliabel 

Purchase intention 0,964 0,970 Reliabel 

Purchase decision 0,949 0,957 Reliabel 

Source: Primary data is processed using Smart-PLS. 

 

Table 3 explains that the results of testing composite reliability and cronbach's alpha 

show satisfactory values, namely all latent variables are reliable because all latent variable 
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values have composite reliability values and cronbach's alpha ≥ 0.70. So it can be concluded 

that the questionnaire used as a research tool has been reliable or consistent. 

 

Structural Model Test Testing (Inner Model)  

After the estimated model meets the outer model criteria, the structural model (Inner 

Model) is tested. Inner model testing is the development of concepts and theory-based models 

in order to analyze the relationship between exogenous and endogenous variables that have 

been described in conceptual order. Tests of the structural model (inner model) are presented 

in the following table. 

 

R-Square Adjusted Value 
 

Tabel 4. Endogenous Variable Values 

Variable Celebrity Endorser (R2) 

Digital Marketing  Purchase Decision  

Purchase intention  Celebrity Endorser  

Source: Primary data is processed using Smart-PLS. 

 

Based on the results of Table 4 data above shows that the R-Square on buying interest 

is 0.980. This means that 98% of buying interest is influenced by celebrity endorsers and 

digital marketing. The remaining 2% were influenced by factors outside the study. Then the -

R-Square test result of the purchase decision is 0.984. This means that 98.4% of purchasing 

decisions are influenced by celebrity endorsers, digital marketing and buying interest. And 

the remaining 1.6% were influenced by other factors outside this study. 

 

Predictive Relevance 

Goodness of Fit testing of structural models on inner models using predictive relevance 

(Q²) values. A Q-square value greater than 0 (zero) indicates that the model has a predictive 

relevance value.  The value of predictive relevance in this study is as follows. 
 

Tabel 5. Predictive Relevance (Q2) 

0,984 Q
2
 

Purchase intention 0,777 

Digital Marketing  0,864 
Source: Primary data is processed using Smart-PLS. 

 

The calculation results above pay attention to the predictive relevance value of the 

purchase intention variable of 0.777 > 0 and the purchase decision variable of 0.672>0. 

Therefore, the model can be said to be worthy of having relevant predictive value. 

 

Hypothesis Testing Evaluation 

The estimated value for path relationships in the structural model should be significant. 

This significant value, can be obtained by bootstrapping procedures. See the significance of 

the hypothesis by looking at the value of the parameter coefficient and the significance value 

of T-statistics in the bootstrapping report algorithm. To find out significant or insignificant 

seen from the T-table at alpha 0.05 (5%) = 1.96. Then, the T-table is compared by the T-

count (T-statistic). 
 

Table 6. Hypothesis Testing Results 

Variable 
Original 

Sample (O) 

T Statistics 

(|O/STDEV|) 
P Values information 

Celebrity Endorser -> 

Purchase intention 
0,564 15.901 0.000 

(+) dan Signifikan 
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Variable 
Original 

Sample (O) 

T Statistics 

(|O/STDEV|) 
P Values information 

Digital Marketing -> 

Purchase intention 
0,437 12.256 0.000 

(+) dan Signifikan 

Celebrity Endorser -> 

Purchase decisions 
0,413 6,741 0.000 

(+) and Signifikan 

Digital Marketing -> 

Keputusan Pembelian 
0.240 5.742 0.000 

(+) and Signifikan 

Purchase intention -> 

Purchase decisions 
0.347 4.419 0.000 

(+) and Signifikan 

Celebrity Endorser -> 

Purchase intention -> 

Purchase decisions 

0,313 4,472 0.000 

(+) and Signifikan 

Digital Marketing -> 

Purchase intention -> 

Purchase decisions 

0,433 4,141 0,000 

(+) and Signifikan 

     Source: Primary data is processed using Smart-PLS. 

 

 
Source : Primary data processed using Smart-PLS 

Figure 2. Bootstrapping Test Results 

 

Based on the results of the Partial Least Square (PLS) analysis, this section will discuss 

the results of calculations that have been carried out. This study aims to determine the 

influence of celebrity endorsers and digital marketing promotions on consumer purchasing 

decisions on Tiket.Com products with purchase interest as an interveting variable. Testing is 

shown through existing hypotheses so that it can find out how each variable affects other 

variables. Here's a discussion of each variable: 

 

The Influence of Celebrity Endorsers on Purchase Intention 

Based on the hypothesis test in this study, it shows the results that celebrity endorsers 

have a positive and significant effect on buying interest in Tiket.com. This is indicated by the 

value Original Sample amounted to 0.564 so that it was declared to have a positive effect and 

had a result of >               that is 15.901 > 1.96, and the P-Values of 0.000 are below 0.05 

Purchase intention Purchase 

decisions 
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(P-Value < 0.05) So that it is declared significant and the first hypothesis is accepted, 

meaning that celebrity endorsers have a positive and significant effect on buying interest. 

Which if the celebrity endorser used is good and appropriate, then the buying interest also 

increases, and vice versa if the celebrity endorser used is not appropriate, then the buying 

interest also decreases. This is in line with research conducted by (Rusdi, 2023); (Nisa, 

2023); (Setyaningsih, 2021); (Joesyiana, 2021); (Caesaria, 2023); (Najib, 2023) and (Leonita, 

2023) shows that celebrity endorsers have an influence on buying interest.  

 

The Influence of Digital Marketing on Purchase Intention 

Based on the hypothesis test in this study, it shows the results that digital marketing has 

a positive and significant effect on purchase intention. This is indicated by the value Original 

Sample of 0.437 so that it is declared to have a positive effect and has a > result of 12,256 > 

1.96, and a P-Values value of 0.000 is below 0.05 (P-Value < 0.05) so that it is declared 

significant and the second hypothesis is accepted, meaning that digital marketing has a 

positive and significant effect on purchase intention. Which if digital marketing is good, 

purchase intention in consumers will Tiket.com increase. This is in line with research 

conducted by (Nisa, 2023; (Mustika, 2022); (Az-Zahra, 2022);(Dastane, 2020); (Al-Azzam, 

2021), shows that digital marketing has a significant effect on purchase intention.  

 

The Influence of Celebrity Endorsers on Purchasing Decisions 

Based on the hypothesis test in this study, it shows the results that celebrity endorsers 

have a positive and significant effect on purchasing decisions in Tiket.com. This is indicated 

by the value original sample of 0.413 so that it is declared to have a positive effect and has 

results > which is 6.741 > 1.96, and the P-Values of 0.000 are below 0.05 (P-

Value < 0.05) so that it is declared significant and the first hypothesis is accepted, meaning 

that celebrity endorsers have a positive and significant influence on purchasing decisions. 

Which if the celebrity endorser used is good and appropriate, then the purchase decision also 

increases, and vice versa if the celebrity endorser used is not appropriate, the purchase 

decision also decreases. This is in line with research conducted by and shows that celebrity 

endorsers have an influence on purchasing decisions.(Anas, 2020)(Anwar, 2023) 

 

The Influence of Digital Marketing on Purchasing Decisions 

Based on the hypothesis test in this study, it shows the results that digital marketing has 

a positive and significant effect on purchasing decisions in Tiket.com. This is indicated by the 

value Original Sample of 0.240 so that it is declared to have a positive effect and has results 

> which is 5.742 > 1.96, and the P-Values of 0.000 are below 0.05 (P-Value < 

0.05) so that it is stated significant and the second hypothesis is accepted, meaning that 

digital marketing has a positive and significant effect on purchasing decisions. Which if 

digital marketing is done well, purchasing decisions for consumers will increase. This is in 

line with research conducted by (Putri, 2022); (Al-Azzam, 2021) and (Anwar, 2023) shows 

that digital marketing has a significant influence on purchasing decisions. 

 

The Influence of Buying Interest on Purchasing Decisions 

Based on the hypothesis test in this study, it shows the results that interest has a 

positive and significant effect on purchasing decisions in Tiket.com. This is indicated by the 

value Original Sample of 0.347 so that it is declared to have a positive effect and has a > 

result of 4.419 > 1.96, and the P-Values of 0.000 is below 0.05 (P-Value < 0.05) so that it is 

declared significant and the third hypothesis is accepted, meaning that buying interest has a 

positive and significant effect on purchasing decisions. Which if consumer buying interest 

increases, then purchasing decisions also increase. Vice versa, if the buying interest 
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decreases, then the purchase decision also decreases. This is in line with research conducted 

by (Stansyah, 2023); (Sari, 2020); (Komalasari, 2021) shows that buying interest has a 

significant influence on purchasing decisions. 

 

The Influence of Celebrity Endorsers on Purchasing Decisions Through Purchase 

Intentions 

Based on the hypothesis test in this study, it shows the results that celebrity endorsers 

have a positive and significant effect on purchasing decisions in Tiket.com through buying 

interest. This is indicated by the value Original Sample amounted to 0.313 so that it was 

declared to have a positive effect and had a result of >               that is 4,472 > 1.96, and 

the P-Values of 0.000 are below 0.05 (P-Value < 0.05) So that it is stated to be significant 

and the sixth hypothesis is accepted, meaning that celebrity endorsers have a positive and 

significant effect on Purchase Decisions Through Purchase Interest. This is in line with 

research conducted by and (Anas, 2020)(Rusdi, 2023) shows that celebrity endorsers have an 

influence on buying decisions and buying interest. 

 

The Influence of Digital Marketing on Purchasing Decisions through Purchase 

Intentions 

Based on the hypothesis test in this study, it shows the results that digital marketing has 

a positive and significant effect on purchasing decisions in Tiket.com through buying interest. 

This is indicated by Original Sample of 0.433 so that it is declared to have a positive effect 

and has a > result of 4.141 > 1.96, and a P-Values value of 0.000 is below 0.05 (P-Value < 

0.05) so that it is declared significant and the seventh hypothesis is accepted, meaning that 

digital marketing has a positive and significant influence on purchasing decisions through 

buying interest. Which if digital marketing is done well, purchase intention and purchasing 

decisions in consumers will increase. This is in line with research conducted by (Putri, 2022); 

(Al-Azzam, 2021); and (Anwar, 2023) shows that digital marketing has a significant effect on 

buying interest and purchasing decisions. 

 

CONCLUSION 

Celebrity endorsers have a positive and significant effect on purchase intention, which 

means that when the celebrity endorser used is right, consumer purchase intention will 

increase. Digital marketing has a positive and significant effect on purchase intention, which 

means that when digital marketing is done well, consumer purchase intention also increases. 

Celebrity endorsers have a positive and significant influence on purchasing decisions, which 

means that when the chosen celebrity endorser is right, the purchase decision will also 

increase. Digital marketing has a positive and significant effect on purchasing decisions, 

which means that when digital marketing is getting better, consumer purchasing decisions 

also increase. Purchase intention has a positive and significant effect on purchasing decisions, 

which means that when consumers' purchase intention increases, their purchase decisions will 

also increase. Celebrity endorsers have a positive and significant influence on purchasing 

decisions through purchase intention, which means that when the chosen celebrity endorser is 

right, consumers will be interested and have interest so that purchasing decisions will also 

increase. Digital marketing has a positive and significant influence on purchasing decisions 

through purchase intention purchase intention, which means that when digital marketing is 

getting better, consumers will be interested and interested so that consumer purchasing 

decisions also increase. 

 

Suggestion. Based on respondents in this study, the company's efforts should be as follows: 

(a) for companies to use celebrities who are able to promote tiket.com to attract consumer 

purchase intention; (b) conduct marketing through the internet well to attract consumers; (c) 
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seeking celebrities who can properly convey the product in order to purchase through 

tiket.com.; (d) expand marketing through the internet so that consumers can make sacrifices 

that must be spent to obtain products not only the price of the product but also the cost of 

accessing the website, transactions and contacting sellers for transactions.; (e) attract the 

attention of consumers so that they have an interest in referring tiket.com to others. 

Suggestions for further researchers to be able to analyze other variables outside those 

that have been studied in this study, such as price perception variables; advertising; brand 

trust and others to determine the effect of these variables on purchasing decisions. 
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