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ABSTRACT. This study tries to explore the phenomenon of impulsive buying among Online Travel Agent (OTA) users who are 

influenced by the presence of sales promotion activities by OTA and consumer actions when searching for travel products offered 

by OTA through the mobile apps platform. Research data collection is done through the distribution of questionnaires arranged 

in a structured way to answer the formulation of the research problem. The questions included in the questionnaire all adopt the 

results of previous studies with a level of validity and reliability that can be scientifically guaranteed. Questionnaires were 

distributed to OTA mobile apps users who have accounts in various types of OTAs and have made purchases of products offered 

by OTA in the past 1 year. A total of 106 respondents participated in filling out the questionnaire from 150 questionnaires that had 

been distributed previously. The results show that apps browsing does not affect the impulsive behavior of OTA customers and 

conversely sales promotion can significantly influence impulsive buying. 
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1. INTRODUCTION 

The development of the digital world had a massive 

impact, including in the tourism industry sector [1]. One 

of the digital tourism devices that are being used is OTA 

(Online Travel Agent) [2]. The existence of OTA is 

proven to be able to disrupt the existence of conventional 

travel agents. The role of the internet has made OTA more 

effective distribution channel than traditional travel 

agents [3]. 

There is still debate among researchers regarding the 

definition of Impulsive Buying Behavior (IBB) in the 

context of the platform used, namely purchasing online. 

The massive use of the internet as an information channel 

in the process of searching and purchasing a product as if 

it seems to make consumer behavior seems to have 

changed towards a more planned process [4]. On the other 

hand, some researchers claim that the internet can support 

IBB [5], [6]. As such, the agreement regarding the 

conceptualization of IBB in the context of online 

purchases (in purchases through OTA) remains unclear. 

IBB in the tourism industry is considered different from 

the retail world. In the context of tourism services 

including OTA, IBB is considered difficult for some 

researchers. Decision making in tourism services is 

perceived as a planned process [7], [8], because travel is 

assumed to be high involvement activity [9]. This is 

confirmed by Ajzen & Driver's research [10] when testing 

Theory of Planned Behavior which states that a person 

often uses his free time to plan his tour. 

The creation of IBB in the context of online purchases is 

certainly influenced by many factors. The aim of the 

research is to develop knowledge about impulsive buying 

online while traveling on the mobile application platform. 

Specifically, this study wants to prove the extent to which 

IBB can be influenced by factors such as apps browsing

Procedia Business and Financial Technology

2807-131X (online), https://pbft.academicjournal.io. Production and hosting by Academic Journal, Inc. on behalf of Universitas Nahdlatul Ulama SurabayaCopyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY).To view a copy of this license, visit https://creativecommons.org/licenses/by/4.0/.

Proceedings of the 2nd International Conference on Business and Management of Technology (ICONBMT 2020) - Part 2

89/180

mailto:verina.wijaya@ciputra.ac.id
https://pbft.academicjournal.io/index.php/procedia/issue/view/1


and sales promotion for OTA users or members who have 

OTA apps on their smartphones. 

 

1.1. Related Work 

It must be acknowledged that the perspective of 

consumers when buying products sold online varies 

greatly, including products offered by OTA, but the 

impulse of hedonic as  well as utilitarian behaviors such 

as impulsive tracking and buying is quite dominant in 

online product selection [11]. The hedonic behavior has 

prompted researchers to analyze more about online 

purchases, specifically the reasons why consumers prefer 

to buy products online, including tourism products [12]. 

Turkyilmaz et al. [13] also added that website personality 

characteristics can influence consumer search behavior 

that leads to shopping- related behavior. Therefore, OTA 

must pay special attention to IBB, both in terms of 

improving the quality of mobile apps and promotional 

programs to support the growth of their e-business. 

 

1.2. Our Contribution 

This study is expected to be able to contribute to OTA 

marketing, especially observing consumers' impulsive 

behavior patterns in buying a tourism product online and 

is motivated by the sales promotion program offered by 

OTA and the extent to which OTA's mobile apps platform 

is able to stimulate consumers to actively conduct 

searches. the product finally creates purchase 

transactions, especially those that are impulsive. 

 

2. THEORETICAL BACKGROUND 

2.1. Impulsive Buying Behavior in the Context of 

Buying Online 

Consumers who shop online may have somewhat rational 

buying behavior, because consumers tend to look for 

information or make comparisons first before making a 

final decision. However, these rational decisions are not 

always made by consumers, thus, they open space for 

impulsive buying models in this online media [14], [15]. 

Rook [16] believes IBB is characterized by sudden 

consumer behavior with hedonic buying patterns that are 

very complex and can stimulate emotional conflict due to 

lack of careful consideration before buying. When buying 

products online, consumers usually tend to make 

unwanted and direct purchases right away [17], which 

may be related to simplicity or website involvement [18] 

and can also be mobile apps. In this condition, online 

purchases are more driven by consumer emotions, low 

cognitive control, or spontaneous behavior [19] so they 

don't take into account financial or other issues. 

2.2. Mobile Apps Browsing 

Browsing is an explorative search process that is often 

less focused, not directed, and driven by certain stimuli 

[20]. Some previous research also shows that the purpose 

of someone browsing is not just to search for and collect 

certain information (utilitarian value), but also to have fun  

or to spend free  time  (hedonic  value) [21], 

[22] which is believed to be a significant predictor on a 

person's search behavior [23], [24]. 

 

2.3. Sales Promotion 

Blattberg & Neslin [25] defines sales promotion as a 

marketing tool that focuses on actions that have a direct 

impact on the company's customer behavior. 

The facts have shown that consumers who use online 

platforms tend to look for the benefits of utilitarian value 

and hedonic value [24], because these two benefits most 

easily influence their online buying behavior [21], [22], 

[26]. However, for consumers who are used to using an 

online platform when buying a particular product or 

service, sales promotion is only considered an added 

benefit because they trust their own ability to make 

decisions regarding online purchases compared to 

consumers who are not familiar yet with the online 

platform [27]. 

 

2.4. Browsing and Impulsive Buying Behavior Apps 

In the context of online purchasing, Verhagen & Dolen 

[14], Bloch et al. [21] and Park & Lennon [28] explain the 

findings of their research that browsing has a positive 

influence on consumers' desire to buy products 

impulsively. Browsing activities often take a relatively 

long time so consumers are more likely to feel the desire 

to buy products impulsively in the process because they 

are more susceptible to environmental influences [20], 

[29]. Based on the explanation above, the first hypothesis 

of this research is formulated as follows: 

 

H1. There is a positive relationship between browsing 
apps and impulsive buying behavior 
 

2.5. Sales Promotion and Impulsive Buying 

Behavior 

In the context of purchasing online-based tourism 
products such as those offered by OTA, sales promotion 
can certainly play the same role in providing stimulus for 
the creation of IBB. Although IBB in the context of 
purchasing tourism products is a planned IBB according 
to Laesser & Dolnicar [30], nonetheless sales promotion 
can potentially reduce consumer planning in buying 
tourism products, for example due to the availability of 
last minute offers (such as flight ticket costs and hotel 
vouchers), so consumers end up behaving impulsively. 

Based on the explanation above, the first hypothesis of 

this research is formulated as follows: 

 
H2. There is a positive relationship between sales 
promotion and impulsive buying behavior 
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3. RESEARCH METHOD 

In this study, the population was the users of various types 

of OTA apps based on mobile. Purposive sampling was 

chosen as a sampling technique based on several sample 

criteria; i.e. that is over 17 years old, has an active account 

on OTA mobile apps and has used the mobile apps for 

transactions in the past one year. 

Data collection was carried out in a cross- sectional 

survey from mid-February 2020 to early March 2020. The 

questionnaire was created in the Google form format and 

distributed online to 150 OTA mobile apps users both via 

email and WhatsApp chat. From the 150 questionnaires 

distributed, 114 questionnaires (76%) were sent back to 

the researcher Next the researcher examined the 

completeness of the data contents of 114 questionnaires 

and it turned out that there were 8 questionnaires that 

were incomplete filling in the data. Therefore, the total 

sample used in this study was 106 samples. Furthermore, 

the 106 questionnaires were processed using multiple 

linear regression analysis with IBM SPSS version 22.0. 

The browsing apps variable is measured using Park & 

Kim's [11] two indicators. Sales promotion variable as the 

second independent variable in this study was measured 

by five indicators adapted from Kotler & Keller [31]. 

Dependent variables namely IBB are measured using four 

indicators from Rook's research [16]. 

 

4. RESULT AND DISCUSSION 

The majority of respondents in this study were women as 

many as 88 respondents (83%), while the remaining 18 
respondents (17%) were men. From the age factor, 48 

respondents (45.3%) were aged between 17-22 years; 42 

respondents (39.5%) were aged between 23-28 years; and 

the rest are divided into several categories of ages 29-34 

years (5.7%), 35-40 

years (3.8%), 41-45 years (1.9%), and aged over 45 years 

(3.8%). From the occupation, a  total of 

56 were students (52.8), 23 were employee (21.8%), 16 

respondents were businessperson (15.2%), six 

respondents were professional (5.7%); and five 

respondents (4.5%) have other occupation, such as 

housewives. The majority of the respondents were using 

Traveloka, followed by Tiket.com, Pegipegi, and 10.4% 

were using other OTA account. Most respondents were 

buying flight ticket from OTA, followed by hotel 

voucher, train ticket, tour package, and 0,9% were buying 

other products. 

 

4.1. Validity & Reliability 

Validity testing uses the Pearson Correlation test (see 

Table 1) and Cronbach's Alpha for reliability testing (see 

Table 2). 

 

Table 1. Validity Test Results 
Variable Item Pearson 

Correlation 

Sig. (2-

tailed 
) 

N 

Apps 

Browsing 

X1.1 .723** .000 106 
X1.2 .761** .000 106 

Sales 

Promotion 

X2.1 .621** .000 106 
X2.2 .731** .000 106 
X2.3 .773** .000 106 
X2.4 .696** .000 106 
X2.5 .703** .000 106 

IBB Y1.1 .723** .000 106 
Y1.2 .729** .000 106 
Y1.3 .761** .000 106 
Y1.4 .807** .000 106 

**. Correlation is significant at the 0.01 level (2-
tailed). 

 

It can be seen in Table 1 above that all indicators used to 

measure all variables are valid. Therefore, each item from 

the questionnaire was considered suitable to measure the 

three variables of this study. 

 

Table 2. Reliability Test Results 

Variable Cronbach’s 
Alpha 

N of Items 

Apps Browsing .743 2 
Sales Promotion .746 5 
Impulsive Buying Behavior .794 4 

Table 2 shows the Cronbach's Alpha value of the three 

variables has a value above 0.6. Thus, it can be said that 

the instruments used are reliable. 

 

4.2. Hypothesis Test & Determination Coefficient 

The results of hypothesis testing are summarized in Table 

3. The results of the first hypothesis test produce a 

regression coefficient of 0.124 with a significance value 

of 0.441. Because the significance value> 0.05, it can be 

concluded that IBB is not influenced by apps browsing so 

the first hypothesis is rejected. Furthermore, the results of 

the second hypothesis produce a regression coefficient of 

0.504 with a significance value of 0.000. Because the 

significance value <0.05, there is a positive and 

significant effect between sales promotion and IBB. That 

is, the second hypothesis is accepted. 

In Table 3 it is known that the R2 value is 0.296 which 

means that the ability of the independent variables in this 

study are apps Browsing and sales promotion in 

explaining the variance of the dependent variable or IBB 

is 29.6%. Means there are 70.4% variance of the 

dependent variable explained by other factors outside this 

study. 

Furthermore, the adjusted R2 value of 0.280 is the ability 

of the independent variables in this study, namely apps 

browsing and sales promotion in explaining the variance 
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of the dependent variable or IBB is 28%, the remaining 

72% is explained by other factors outside this study. 

For the record, research using survey data (primary data) 

that is cross section in nature then R2 with a value of 0.2 

or 0.3 can be said to be good enough.

 

Table 3 Summary of Regression Analysis Results 

Dependent Variable 
Model 

Unstandardized Coefficients 
t statistic Sig. 

B Std. Error 

 

 

Impulsive Buying 
Behavior (Y) 

(Constant) -0.597  -0.268 0.790 

Apps Browsing (X1) 0.124 0.161 0.773 0.441 

Sales Promotion (X2) 0.504 0.120 4.208 0.000 

R-squared (R²) = 0.296 

 

Adjusted R² = 0.280 

4.3. Discussion 

Based on the results, it is stated that  the first hypothesis 

was rejected. This means that browsing activity in the 

context of purchasing tourist products through the OTA 

mobile apps platform has no influence on IBB. This 

finding contrasts with most previous research results such 

as Verhagen & Dolen [14], Zhang et al. [32] and Wahab 

et al. [33] However research by Zheng et al [34] is in line 

with the findings of this study. Although Zheng et al. [34] 

conducted his research in the online retail market but his 

opinion in explaining the reasons why apps browsing has 

no effect on IBB is worth observing. 

Zheng et al. [34] argues that impulsive purchases of 

consumers cannot simply happen when consumers are 

browsing on their smartphones but need to be studied 

related to the consumer's motivation in shopping. What 

motivated consumers with a high potential for making 

impulsive purchases when they are browsing on their 

smartphones? This key question refers to an explanation 

of hedonic and utilitarian motivations that have been 

explained in the previous section. 

As explained earlier that consumers who have hedonic 

motivation in shopping usually spend more time in 

product exploration, and they enjoy the exploration 

process as pleasure in fulfilling their desires which can 

further increase impulsive purchases [35]–[37]. 

Compared to consumers with utilitarian motives, 

consumer product search with hedonic motives has a 

stronger influence on consumers' desire to buy 

impulsively [34], [38]. Hedonic motivation plays an 

important role in individual behavioral intentions and 

should not be ruled out without giving any reason[39]. 

Based on these explanations and related to the findings of 

this study, it can be presumed that most of the samples of 

this study have utilitarian motivation in tracing products 

so that they do not affect impulsive buying. Utilitarian 

consumers are very concerned in meeting consumption 

needs that are in line with their expectations, so they tend 

to have no direct intention in IBB [34]. Researchers 

deliberately use the word "allegedly" because this 

research does not detect explicitly and clearly about the 

background of hedonic and utilitarian motivations of 

existing samples so that this can also provide space for 

further research. 

Another explanation that might be considered as a reason 

to answer why the first hypothesis of this study was 

rejected is referring to the opinion of Laesser & Dolnicar 

[30] related to the characteristics of the products offered 

by OTA itself. Laesser & Dolnicar [30] explained that 

IBB in the context of tourism products would be more 

difficult to occur and more planned in nature when 

compared to retail products. This is because consumers 

will at least consider taking vacation time before ordering 

or buying tourism products offered by OTA. The time 

span between making the decision to take a vacation and 

the scheduled departure is a maximum of seven days or 

one week. It is assumed that consumers involved in 

impulsive buying usually had certain categories of 

tourism products in their minds to buy immediately but 

had not yet decided which brands to buy. 

Associated with the results of testing the second 

hypothesis, the findings of this study are in accordance 

with the framework of developing hypotheses in the 

previous section while supporting the results of previous 

studies such as Ali et al. [40] and Xu & Huang [41]. Sales 

promotion is proven to be able to play a positive role in 

influencing IBB users of OTA mobile apps in Indonesia. 

This means that OTA has done the right way in promoting 

tourism products online through the mobile apps platform 

and other online platforms [42], so that it can trigger 

consumers to behave impulsively in the process of 

purchasing these products. In addition, if it is associated 

with the concept of planned impulsive purchases as 

proposed by Laesser & Dolnicar [30], the sales promotion 

conducted by OTA is seen as being able to reduce 

consumer planning in buying tourism products, for 

example due to the availability of last minute offers (such 

as flight ticket costs and vouchers hotel), so consumers 
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end up behaving impulsively. Like the offline purchase 

model, OTA users are also easily tempted and trapped in 

an impulsive buying model when faced with various sales 

promotion offers such as discounts, cashback, and other 

forms of promotion. OTA users feel benefited from the 

sales promotion that in turn makes them buy tourism 

products that might not have been planned or thought of 

before [40], [41]. OTA users in Indonesia still place sales 

promotion as one of the main benchmarks in making 

purchasing decisions including impulsive purchases. This 

is in line with the opinion of Winarko & Husna [43] which 

revealed that OTA customers will continue to buy hotel 

vouchers and / or flight tickets from the OTA website and 

do not care about the quality of the OTA services. So, 

there is a possibility that an OTA with a quality service 

that is not too good but is able to provide sales promotion 

that is more attractive but attractive to consumers For OTA 

users in Indonesia, sales promotion is also used as a 

justification in the decision- making process, including 

impulsive purchases. IBB is seen as a risk-taking step 

when consumers get compensation or incentives from 

sales promotion. 

 

5. CONCLUSION 

The two hypotheses in this study were not entirely 

accepted. The first hypothesis was not proven so that 

browsing apps had no effect on IBB OTA users in 

Indonesia. While the second hypothesis, namely OTA 

sales promotion, was able to significantly influence IBB. 

This research also provides a loophole for further 

research, namely the need to specifically identify 

consumers' motivation to shop online, especially in the 

context of OTA product search activities on mobile apps. 

Motivation is important to be studied because both 

hedonic or utilitarian motivation each has unique and 

different characteristics so that the approach will certainly 

also be different. 
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