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Abstract: The purpose of this study was to analyze a model of online tour package purchasing 

behavior which is influenced by the perceptual aspects of review ratings, perceived risk, trust 

and purchase intention. The research design used a combination of exploratory, descriptive-

quantitative research. The population and sample selection uses consumers in West Jakarta 

who will purchase tour packages online. Determining the number of samples using purposive 

sampling technique and will be distributed to 203 consumers. These findings prove that the 

rating review positive effect on trust and perceptions of risk. Perceptions of risk have a 

negative effect on trust and purchase intention. Trust has a positive effect on purchase 

intention. This is an important consideration for business actors in making future marketing 

strategy decisions to achieve competitive advantage. 

Keywords: trust, purchase intention, rating review, perceived risk. 

 

INTRODUCTION 

The digital economy revenue in Indonesia until the end of 2019 reached US $ 40 billion. 

Of the total figures, the online travel sector contributed 10.2 percent of the revenue. Based on 

this data, the growth of online travel agents will be even more massive next year (Setiawan, 

2019) and vice versa 84.6 percent of Indonesian tourists visit abroad (Rina Astini, 2020). The 

potential for online travel package business is a great opportunity to answer market needs, 

because (Yuliantini, 2019) tourist destinations are an important factor in influencing 

consumer intention in visiting. Rekarti & Doktoralina, (2017) business actors need to make 

competitors as an act of orientation, so as not to lose competition in the future, namely 

(Woodruff, 1997) by creating consumer value is an important component to achieve 

competitive advantage, because Permana, (2017) with the right strategy can direct the 

effectiveness of strategic decision making in the future. One of the important factors that 

influence consumer value is psychological factors, where this factor is built by aspects of 

perception, learning, beliefs and attitudes (Kotler & Keller, 2013). 

In general there have been many previous studies examining e-commerce, showing that 

online purchasing behavior varies among different countries and socio-cultures (Ali, 2019; 

Haekal & Widjajanta, 2016; Indrajaya & Ali, 2017; Jalilvand et al., 2017; Zhao et al., 2019). 

Previous research has empirically proven that perceived value can influence online shopping 

behavior (Casaló et al., 2015; Chiu et al., 2014; Rekarti & Hertina, 2014). The use of online 

pasckage purchasing sites can facilitate consumers in accessing various features of travel 
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packages (Hamilton et al., 2016), as stated by (Kujur & Singh, 2017), that posting relevant 

content will generate beneficial cognitive responses that lead to purchase decisions. 

Quality information online travel packages, was instrumental in establishing trust online 

purchases than searching for information about the product (Ghasemaghaei & Hassanein, 

2015; Henny & Dewi, 2017), for example when consumers buy products require physical 

inspection before buying, so it’s necessary to examine the factors that mitigate the various 

risks in influencing online purchasing behavior (Aghekyan-Simonian et al., 2012). Consumer 

purchase intentions are reflected in actual purchasing behavior, where online vendors are 

required to understand the aspects that shape consumer behavior (Li & Huang, 2009). Such as 

convenience (Harahap, 2018), comfort and safety (Rekarti & Hertina, 2014) and perceived 

risk (Crespo et al., 2009; Driediger & Bhatiasevi, 2019; Shahzad et al., 2015). 

There have been many previous studies examining perceived risk as an urgent factor 

influencing online purchasing behavior (Bhatnagar & Ghose, 2004; Bonnin, 2020; Driediger 

& Bhatiasevi, 2019; Mohd Suki & Mohd Suki, 2017; Panda & Misra, 2014; Yang et al., 

2016). Previous research suggests that consumer confidence is a strong factor in online 

purchases, while consumers trust in a product has the ability to mediate risk perceptions of 

purchase intention (Mortimer et al., 2016). To reduce perceived risk, online vendors can 

improve and manage the offered online tour package applications (Bonsón Ponte et al., 2015), 

such as the review rating feature, where the review can conclude how likely it is that 

consumers recommend to others and predict the future product in success (Chevalier & 

Mayzlin, 2006; Y. Zhang et al., 2017). Review ratings help contribute better understand 

product features and reduce the risk of errors when purchasing products (Aghekyan-Simonian 

et al., 2012; Beck & Crié, 2018). 

Building reputation is a social process that depends on past interactions, especially the 

level of honesty that sellers showed in previous transactions (Han et al., 2018), such as online 

review ratings are defined as the user’s rating of a product’s preference for customer 

experience (Ichsan et al., 2018). An online store ranking scheme is to give stars, the more 

stars, the better seller ratings (Stouthuysen et al., 2018). 

Online review ratings are a determinant of buying behavior and can also be used as an 

indicator of the reputation of a product or company that will influence the willingness to buy 

(Jana, 2015; Lackermair et al., 2013). Like the research developed (Heng et al., 2018; Ichsan 

et al., 2018; J. Park et al., 2019; Putra & Riorini, 2016; Yang et al., 2016) prove that customer 

reviews on online stores can improve decisions purchase. Online review ratings can influence 

trust and increase sales (Frederick F.Reichheld, 2003; Tuk et al., 2009). 

Previous findings suggest that positive online reviews can improve buying behavior (R. 

Y. Kim, 2019; V. Wangenheim & Bayón, 2007). The “thumbs up and comments” of online 

shopping websites allow consumers to express feelings about the information that has been 

posted (Barreda et al., 2015). Just as (Filieri, 2015) review ratings have a strong influence on 

consumer purchasing decisions, (Chen & Xie, 2008) especially consumers who provide 

reviews indicate the level of perceived trust of the product. 

The rapid growth of online travel packages makes business competition more stringent, 

especially in attracting consumers to order travel packages online. In order to be able to 

compete and attract as many consumers as possible, online travel agents must establish trust. 

Consumer confidence can be achieved, if consumers already feel safe and comfortable, 

especially with the results of a positive review rating can reduce the concern of consumers to 

decide on booking travel packages online. This will also cause purchase intention, because 

online travel agents have provided services in accordance with consumer expectations.  
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This phenomenon encourages the need for research into consumer behavior that focuses 

on consumer perceptions that have the potential to influence trust and purchase intention. In 

addition, limited empirical evidence to determine factors that reduce perceived risk based on 

the results of review ratings will influence the buying behavior of online travel packages. The 

research model developed is how the online travel package purchasing behavior is built by the 

perception of review ratings and risk perceptions that affect on trust and purchase intention.  

Thus, the formulation of the problem of this research are: a) how the ranking of reviews 

has a positive effect on trust; b) how the review rating positively influences risk perception; c) 

how trust has a positive influences purchase intention; d) how risk perception negatively 

influences trust; e) how risk perception negatively influences purchase intention; and f) how 

the role of trust plays in mediating risk perception with purchase intention. 

This research is expected to contribute both practically and theoretically, namely: a) 

practical contributions. The behavior model of purchasing online tour packages is expected to 

provide benefits to online travel agents, to increase sales and excel in future competition; b) 

theoretical contribution. This research is expected the contribute for science to online travel 

package purchasing behavior and for further research it can develop research models 

regarding online tour package purchase behavior, especially the factors that reduce various 

risks in influencing purchase intention. In addition, the novelty of this research focuses on 

review ratings, because not all consumers have the same experience when traveling and are 

also influenced by the situation and condition of the tourist destination. This gives rise to very 

complex consumer perceptions, so the importance of developing research on online behavior 

models for purchasing tour packages. 

LITERATURE REVIEW 

Purchase Intention 

Intention is a matter relating to one’s tendency to take an action or behave in a certain 

manner (Schiffman & Kanuk, 2007). As for (Fishbein & Ajzen, 1975) in the theory of 

reasoned action defines the intention to behave as an individual’s tendency to do some 

behavior and (Ajzen, 1991) the formation of a certain behavior, because (Agrebi & Jallais, 

2015; L. Zhang et al., 2019) attitude positive user towards a system leads to the intention of 

favorable behavior towards the acceptance and continuation of technology. 

Lack of intention to behave online shopping is a major barrier in online purchasing 

(Zhao et al., 2019), due to the perceived risk of reducing repurchase intentions (Gan & Wang, 

2017). Conversely, when consumers are satisfied with online purchases, it can increase the 

intention to behave online shopping (Agrebi & Jallais, 2015; Driediger & Bhatiasevi, 2019; 

Gan & Wang, 2017; Sarkar et al., 2020; Tran et al., 2019). 

Fishbein & Ajzen (1975) uses 3 aspects in shaping purchase intention, namely: 1) 

consumer attitudes toward buying behavior; 2) subjective norms of buying behavior; and 3) 

behavioral control over buying behavior. Aspects of this research were adjusted by 

(Aghekyan-Simonian et al., 2012; Driediger & Bhatiasevi, 2019; Shim et al., 2001; Yang et 

al., 2016) in the online shopping behavior studies model, including: (Crespo et al., 2009) 

possibility to buy, ability to buy, willingness to buy, reference to purchase, (Mortimer et al., 

2016) hopes to buy back in the near future, and (Gan & Wang, 2017) recommendations and 

purchase intention. 

Rating Review 
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Consumer online rating is part of consumer online review, because consumer rating is a 

consumer review given or presented on a star-shaped scale (Lackermair et al., 2013). Ratings 

and reviews can reduce consumers’ sense of uncertainty by providing a more concrete picture 

of a product or service being offered, because reviews are the main source of information for 

consumers (Chen & Xie, 2008). Information obtained by consumers raises an opinion on a 

product, thus triggering consumer buying interest (Chevalier & Mayzlin, 2006; Haekal & 

Widjajanta, 2016; Y. Zhang et al., 2017). 

To reduce the perceived risk to consumers, online vendors can enhance and manage 

online shopping applications (Heng et al., 2018; Ichsan et al., 2018; Jana, 2015; Lackermair et 

al., 2013; Yang et al., 2016), such as product review ranking features that enable consumers to 

recommend others (Tran et al., 2019). Building reputation is a process of past social 

interaction through online review ratings as a product preference for customer experience (E. 

M. Zhang, 2010). The research model developed by (Filieri, 2015) uses aspects that can 

increase the success of online vendors, including: overall product ratings, consumer review 

ratings, quality of information, source credibility, amount of information, diagnosis of 

information and suitability of information. Just as (D. H. Park et al., 2007) proves that review 

ratings can influence purchasing behavior through various aspects, such as: attitudes toward 

reviews, product quality reviews, product number reviews, positive activity reviews, product 

information, perception of information activities and perception of popularity product. 

The research model developed by (Chen & Xie, 2008; Flanagin & Metzger, 2007; 

Frederick F.Reichheld, 2003; Tuk et al., 2009; Y. Zhang et al., 2017) found that review 

ratings can shape consumer confidence and (Heng et al., 2018; Ichsan et al., 2018; R. Y. Kim, 

2019; J. Park et al., 2019; V. Wangenheim & Bayón, 2007) increased online shopping 

purchases. Review ratings help consumers gain an understanding of product characteristics, 

thereby reducing the risk of mistakes when buying products (Beck & Crié, 2018; Filieri, 

2015; J. Kim & Forsythe, 2009). Thus, based on a review of previous research studies which 

are the basis in building a research model, the hypotheses proposed are: 

H-1: Rating review have a positive influence on trust. 

H-2: Rating review have a positive influence on perceived risk. 

Trust 

Apart from risk perception, trust has also become an urget consideration factor towards 

online shopping behavior (Ha & Janda, 2014; Matute et al., 2016; I. O. Pappas, 2018; Silva et 

al., 2019). Trust is also tight relationship to risk perception and previous research have 

modeled this construct together in online shopping behavior research (Ashman & Vazquez, 

2012; Becerra & Korgaonkar, 2011; Glover & Benbasat, 2010; Lai et al., 2013). Previous 

research developed by (Awad & Ragowsky, 2008; Melorose et al., 2015) shows that trust in 

web content providers will be an important factor in the benefits of user perceived 

convenience. When consumers already have confidence in a product will increase the desire 

of consumers to make purchases on the product (J. Park et al., 2019; Sidharta et al., 2018).  

The trust level can increase the positive attitude of consumers to providers that will 

affect interest in buying online (Awad & Ragowsky, 2008; N. Pappas, 2016). Without strong 

trust in service providers, consumers will be reluctant to make purchasing decisions, on the 

other hand service providers can enable to increase consumer expectations to use the website 

safely (Melorose et al., 2015). Like the research developed by (Ahn et al., 2014) found a 

significant influence among trust with the intention to buy online. Lai et al. (2013) also found 

a positive effect of trust with consumers buying interest. While the findings (Astini, 2020) 

that the trust does not significantly influence the purchase decision. From the description of 
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the review previous studies on consumer confidence in using online shopping sites, it has 

become an empirical basis in building a research model, the hypotheses proposed are: 

H-3: Trust has a positive influence on purchase intention. 

Perceived Risk 

Risk performance’s defined as the likelihood that a product will not perform as 

advertised, because it fails to deliver the expected benefits (Grewal et al., 1994). Perception of 

risk consists of several aspects including: psychological risk, social risk, performance risk, 

financial risk, time risk, privacy risk, and product risk (Pudaruth & Nursing, 2017; Aghekyan-

Simonian et al., 2012; Driediger & Bhatiasevi, 2019; Nepomuceno et al., 2014; J. Kim & 

Forsythe, 2009; Crespo et al., 2009; Adnan, 2014). The perceived risk plays an important role 

in increasing volatility in the online shopping environment (Li & Huang, 2009; Sarkar et al., 

2020), because perceived risk has a significant influnce on perceived benefits of online 

shopping (Driediger & Bhatiasevi, 2019; Gan & Wang, 2017; Octavia & Tamerlane, 2017). 

Likewise (Mohd Suki & Mohd Suki, 2017) that perceived risk has a negative effect on 

attitudes and (Nepomuceno et al., 2014) purchase intentions. In addition, perceived risk has an 

influence on consumer purchase interest which is mediated by trust (Sarkar et al., 2020; 

Aghekyan-Simonian et al., 2012). 

Research (Adnan, 2014; Casaló et al., 2015; Chiu et al., 2014; Featherman & Pavlou, 

2003; Li & Huang, 2009; Sarkar et al., 2020; Yoo & Kim, 2012) suggest that risk perception 

influences negative to purchase intention, while (Gan & Wang, 2017) stated that risk 

perception has no significant influence on purchase intention. As with (Mortimer et al., 2016; 

Rekarti & Hertina, 2014), the perception of risk has a negative influence on trust. The 

research model (Chang & Tseng, 2013; Chevalier & Mayzlin, 2006; Huang, 2009; J. Park et 

al., 2019; Y. Zhang et al., 2017) found a mediating risk perception between trust and purchase 

intention. From the description of previous research reviews, it can be proposed that the 

research hypothesis is: 

H-4: Perceived risk has a negative influence on trust. 

H-5: Perceived risk has a negative influence on purchase intention. 

RESEARCH METHODS 

This study uses the design combination of a explanatory, descriptive, and quantitative 

research. Using explanatory research, because this study explains the relationship between 

variables. Exploratory research is the basis for more conclusive research in determining 

research designs and data collection techniques (Singh, 2007). The study population uses 

consumers who are in the West Jakarta area. Hair et al. (2010) in determining sample size, 

SEM assumptions must be met, ie processed samples are greater than 100 samples. Thus a 

minimum 203 study samples were determined. The selection of consumers as a sample uses 

purposive sampling technique, namely the deliberate selection of informants based on their 

ability to explain specific themes, concepts, or phenomena (Robinson, 2014). Criteria for 

informants is consumers who have never booked travel packages online. 

This research data analysis technique uses Structural Equation Modeling-Covariance 

Linear Structural Relationship program. Hair et al. (2010) SEM with the Confirmatory Factor 

Analysis measurement model has an evaluation of the level of compatibility of the data with 

the model carried out several stages, namely: 1) overall model fit, namely evaluating the 

Good of Fit (GOF) between the data and the model; 2) measurement fit model, namely 

evaluation with the criteria for factor loading ≥0.50 items are declared valid, Construct 
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Reliability (CR) ≥0.70 and Average Variance Extracted (AVE ≥0.50 stated that items have 

reliability and diversity in explaining latent constructs; and 3) structural model fit, namely: 

evaluation of the structural model by testing the relationship between variables. Is the positive 

path coefficient or negative. 

FINDINGS AND DISCUSSION 

Findings  

This research is about the Online Tour Package Purchase Behavior Model. The data and 

information generated will be described based on the results of testing on the influence 

between variables to get an empirical model. The results of testing using SEM-Covarian are 

carried out through 3 evaluation processes, namely: overall model fit, measurement fit model, 

and structural model fit. 

Overall Model Fit 

The results of the fit test for the whole model, through the evaluation of the absolute fit measures, 

obtained a marginal fit, because the value of RMSEA = 0.094≥0.08 and the marginal fit for the 

value of GFI = 0.88≤0.90. For the results of the incremental fit measures, the value of CFI = 

0.97≥0.90 is stated as good fit, NFI = 0.96≥0.90 is stated as good fit, and IFI = 0.97≥0.90 is 

stated as good fit. Meanwhile, the results of the parsimony fit measures obtained the value of 

AGFI = 0.78≤0.90, and PGFI = 0.47≤0.50 can be stated as marginal fit. The results of all models 

are still said to be good because they are at the level of good test criteria. Although some results 

of the fit of the overall model have not met the GOF criteria, including: RMSEA, GFI, AGFI and 

PGFI. 

Measurement Model Fit 

To determine the contribution of indicator items in explaining latent variables, the CFA 

measurement model is used. The results of the measurement model of this study are shown in 

Table 2 below. 

Table 1. Measurement Model Results 

Source: Lisrel Data Process Results 

Latent Constructs  ε CR AV 

Review Rating: 

- Identification of travel packages 

- Rating reviews can be trusted 

- Rating reviews are based on facts 

 

0.51 

0.68 

0.69 

 

0.74 

0.53 

0.53 

 

0.662 0.399 

Risk Perception: 

- Worried of no benefit 

- Worried not on time 

- Worried not according to performance 

- Worried not to order 

- Worried the refund is not suitable 

- Worried not to match the price 

 

0.53 

0.90 

0.87 

0.87 

0.91 

0.89 

 

0.73 

0.19 

0.24 

0.24 

0.16 

0.22 

 

 

 

0.932 

 

 

 

0.660 

Trust: 

- Sure on ratings review 

- Believe in review ratings 

- Reviewers can be trusted 

 

0.86 

0.84 

0.88 

 

0.27 

0.29 

0.23 

 

0.893 

 

0.737 

Purchase Interest: 

- The desire to buy 

- Willingness to buy 

- The possibility of continuing to buy 

 

0.93 

0.99 

0.90 

 

0.13 

0.01 

0.18 

 

0.961 

 

0.892 
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Based on the results of measurement model in selected indicators are valid indicators 

and have met the criteria at the test level both in measuring the latent variables, while the 

invalid indicators have been excluded from the research model. The results of the CR rating 

rating are below 0.70 and AV is below 0.50, it can be stated that the review rating indicators 

do not meet the good or reliable and varied test criteria. While the risk perception CR value is 

above 0.70 and the AV value is above 0.50, meaning that the risk perception indicators have 

met the test criteria well or can be said to be reliable and have diversity in measuring their 

latent variables. 

The results of the CR value of confidence are above 0.70 and AV above 0.50, meaning 

that it can be stated that the indicators used have met the good test criteria, because they have 

reliability and diversity in measuring latent variables. Likewise, the CR and AV values of 

purchase intention, have met the test criteria both, because the CR value is above 0.70 and the 

AV value is above 0.50, meaning the items indicator used have reliability and diversity in 

describe of latent variables.  

Structural Model Fit 

The fit of the structural model is used to confirm the hypothesized relationships from 

the built model, by looking at the results of the path coefficients between variables. The 

estimation results of each exogenous latent variable against the endogenous latent variable 

using the Maximum Likelihood (ML) rule on the path coefficient results of the structural 

model are shown in Figure 1 below. 

 
Figure 1. Structural Model Fit Results 

Discussion 

From the results of the structural model constructed, the path coefficient values obtained 

for all hypothesized relationships. The relationship between variables gives an understanding 

that online purchase intention is influenced by rating review factors, risk perception and trust. 

Rating review have a positive influence on trust. The results of the structural model the 

first hypothesis (H1) show that the value of the path coefficient between the review rating and 

confidence is 0.30. This means that a review rating has a positive influence on trust. Thus the 

first hypothesis can be accepted. Review ratings are the result of relevant information from 

various consumers who already have experience, this makes new consumers who are looking 

for information about an online tour package tend to believe when buying it. This is revealed 

by (Chen & Xie, 2008; Flanagin & Metzger, 2007; Reichheld, 2003; Tuk et al., 2009; Zhang 

et al., 2017) that review ratings can build consumer confidence in online shopping behavior. 
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Rating review have a positive influnce on risk perception. The structural model results  

the second hypothesis (H2) show that the value of the path coefficient between review ratings 

and risk perception is 1.13. This means that review ratings have a positive effect on risk 

perceptions, thus the second hypothesis can be accepted. When the review rating is as 

expected in seeking information, it will reduce the negative impact on the interest in buying 

online travel packages. This is confirmed by (Ichsan et al., 2018; Lackermair et al., 2013; 

Tran et al., 2019; Beck & Crié, 2018; Filieri, 2015; Kim & Forsythe, 2009) that ratings and 

reviews can reduce a sense of uncertainty consumer 

Trust has a positive influence on purchase intention. The structural model the third 

hypothesis (H3) indicate that the path coefficient value between trust and purchase intention is 

0.86. This means that trust has a positive effect on purchase intention, thus the third 

hypothesis can be accepted. The higher consumer confidence in online travel packages, the 

more positive attitudes of consumers towards the desire to buy. The results of this study are 

consistent (Amaral et al., 2013; Ha & Janda, 2014; Kim et al., 2008; Sidharta et al., 2018; 

Lee, 2011; Awad & Ragowsky, 2008; Pappas, 2018; Melorose et al. , 2015; Ahn et al., 2014) 

state that a high level of trust can increase consumers’ positive attitudes towards service 

providers which will affect the interest in buying online. 

Risk perception has a negative influencet on trust. The structural model results in the 

fourth hypothesis (H4) show that the path coefficient between risk perception and trust is -

0.02. That is, the perception of the risk of a negative influence on trust, thus the fourth 

hypothesis can be accepted. The reduced risk felt by consumers, the more consumer 

confidence in online tour packages will increase. These findings are consistent with 

(Mortimer et al., 2016; Rekarti & Hertina, 2014; Chang & Tseng, 2013; Chevalier & Mayzlin, 

2006; Li & Huang, 2009; J. Park et al., 2019; Y. Zhang et al., 2017) states that risk perception 

negatively affects trust. 

Risk perception has a negative influence on purchase intention. The structural model 

results in the fifth hypothesis (H5) show that the path coefficient between risk perception and 

purchase intention is -0.06. That is, the perception of the risk of a negative influence on 

purchase intentions, thus the fifth hypothesis can be accepted. The reduced perceived risk, it 

will lead to consumer buying interest in online travel packages. The results of this study are in 

accordance with (Adnan, 2014; Casaló et al., 2015; Chiu et al., 2014; Featherman & Pavlou, 

2003; Li & Huang, 2009; Sarkar et al., 2020; Yoo & Kim , 2012) states that risk perception 

negatively affects purchase intention. 

CONCLUSION AND RECOMENDATION  

Conclusion 

The results of the study are answers to the objectives of the research that was built, 

namely the behavior of purchasing online travel packages. The results of the research that 

were built, namely: 1) the ranking of reviews has a positive effect on questions, this shows 

that when consumers know the rating of reviews is true about the online travel packages 

offered will form a positive attitude and trust when using the online travel package 

application; 2) review ratings have a positive effect on risk perception, meaning that review 

ratings are important in reducing consumer uncertainty in using online travel package 

applications; 3) trust has a positive effect on purchase intention, meaning that when 

consumers believe in online travel package applications offered based on the ranking results 

and reviews received based on experience will lead to online purchase intention; 4) risk 

perception has a negative effect on trust, meaning that consumers will believe in deciding to 

use online travel packages, because knowing the perceived risk is in accordance with the 

offered tour packages; and 5) risk perception has a negative effect on online purchase 
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intention, meaning that the perceived risk of consumers is comparable to the offered online 

tour packages, because on the basis of correct information and consumers knowing the 

consequences received will lead to interest in buying online travel packages. 

Recomendation 

 Research on online tour package purchasing behavior has managerial implications for 

business actors to be superior in competition, in order to sustain business in the future. 

Suggestions that need to be considered are to implement the aspects built in this study, 

because they are an important aspect for the sustainability of a travel business or company 

that offers tour package services online in the future. These aspects namley: identifying tour 

packages that suit consumer needs, providing reliable reviews, providing fact-based reviews, 

offering tour packages according to benefits, providing appropriate travel time estimates, 

providing tour packages according to performance, providing appropriate travel destinations. 

with the order, provide a refund and an appropriate price. With these aspects will build the 

attitude of willingness and trust of consumers to make purchases and the possibility of 

continuing to buy. 

The limitation of this study is still limited samples of data collection and population 

purchasing online travel packages, due to decreased purchasing power to travel both 

domestically and internationally. This is due to the current pandemic conditions. The 

researcher also recommends the factors that are lacking in this study to be studied further in 

further research, such as: safety factors, perceived utility, hedonic perception, service, store 

image, review ratings and trustworthiness. 
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