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Abstract: The purpose of this literature research is expected to build hypotheses regarding the 

influence between variables which can later be used for further research in the scope of 

marketing management. The literature review research article analyzing marketing strategies 

in increasing tourism ticket sales revenue is a scientific literature article within the scope of 

marketing management science. The approach used in this literature review research is 

descriptive qualitative. The data collection technique is to use literature studies or review 

relevant previous articles. The data used in this descriptive qualitative approach comes from 

previous research relevant to this research and is sourced from academic online media such as 

Thomson Reuters Journals, Springer, Taylor & Francis, Scopus Emerald, Elsevier, Sage, Web 

of Science, Sinta Journals, DOAJ, EBSCO, Google Scholar and digital reference books. In 

previous studies, 1 relevant previous article was used to review each independent variable. The 

results of this literature review article are: 1) Product has an effect on Increasing Tourism 

Ticket Sales; 2) Price affects the increase in tourism ticket sales; 3) Promotion affects the 

increase in tourism ticket sales; and 4) Place affects the increase in tourism ticket sales. 
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INTRODUCTION 

Tourism is one of the most important sectors in the Indonesian economy. With an 

abundance of cultural diversity, nature, and historical heritage, Indonesia has a strong attraction 

for domestic and foreign tourists. In recent years, the Indonesian government has identified 

tourism as one of the priority sectors in the national development program. According to the 

Ministry of Tourism and Creative Economy, the contribution of the culinary, fashion and craft 

subsectors to Indonesia's Gross Domestic Product (GDP) will reach around 4.7% in 2019, 

showing the great potential of this sector. Tourism destinations such as Bali, Yogyakarta and 
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Lombok are magnets for tourists, with Bali alone receiving more than 6 million international 

tourists annually (Kementerian Pariwisata dan Ekonomi Kreatif, 2024). 

However, Indonesia's tourism sector also faces a number of challenges, particularly in 

the context of the COVID-19 pandemic that will hit the world in 2020. Border closures and 

social restrictions have had a significant impact on the number of tourist arrivals, leading to a 

drastic drop in revenue for the sector. Data show that in 2020, foreign tourist arrivals fell by 

75% compared to the previous year (Kementerian Pariwisata dan Ekonomi Kreatif, 2024). 

However, in 2022, the tourism sector began to recover, with an increase in the number of visits 

and a revival of tourism activities. The government has also launched various programmes to 

support the sector's recovery, including the promotion of tourist destinations and infrastructure 

development. 

Technological development is also an important factor in the tourism industry. Digital 

platforms such as Traveloka and Tiket.com have made booking tickets and accommodation 

easier and faster. This not only increases accessibility for tourists, but also provides 

opportunities for tourism businesses to reach a wider market. Through effective marketing 

strategies, businesses can use this technology to increase revenue and attract more tourists to 

Indonesia. Therefore, analysing marketing strategies in the context of tourism is crucial to 

understanding how to increase revenue from tourism ticket sales in Indonesia. 

 

 
Figure 1. Tourism Ticket Booking Value through Traveloka and Tiket.com 2017-2024 

Source: (Santika, 2024) 

 

The value of tourism ticket sales in Indonesia has shown significant fluctuations in recent 

years, reflecting the dynamics of the tourism industry, which is affected by various factors, 

including global and local economic conditions, as well as the impact of the COVID-19 

pandemic. Based on data from the Santika, (2024), the transaction value of tourism ticket sales 

reached Rp 99 trillion in 2017. This figure represents the culmination of the steady growth of 

Indonesia's tourism industry, with domestic and international tourists travelling more and more. 
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However, in 2020, this transaction value dropped drastically to Rp 52 trillion due to the 

pandemic, which caused travel restrictions. 

After the pandemic, in 2022, the transaction value of tourism ticket sales began to show 

signs of recovery, reaching 55 trillion rupiah. Although this figure is still lower than the 

transaction value in 2017, it is a positive sign that the tourism industry is beginning to recover. 

In 2023, the transaction value of tourism ticket sales jumped back up to 128 trillion rupiah, 

indicating that tourism demand has started to increase with the easing of travel restrictions and 

massive vaccination programmes. This increase shows that consumers have regained the 

confidence to travel and visit, and demonstrates the great potential of Indonesia's tourism 

sector. 

However, projections for 2024 show a decline in the transaction value of ticket sales to 

Rp 93 trillion. This decline may be caused by several factors, such as rising inflation, changes 

in tourist behaviour and increasing competition from other destinations in the Southeast Asia 

region. It is therefore important for tourism industry players to understand market trends and 

formulate the right marketing strategies to re-attract tourists and increase revenue from tourism 

ticket sales. By using in-depth data and analysis, businesses can develop a more effective 

approach to reaching their target market. 

 

Formulation of Problem 

Based on the background of the problem above, the problem formulation to be used as a 

hypothesis in further research is determined: 1) Does Product have an effect on Increasing 

Tourism Ticket Sales?; 2) Does Price affect the Increase in Tourism Ticket Sales?; 3) Does 

Promotion affect the Increase in Tourism Ticket Sales?; and 4) Does Place affect the Increase 

in Tourism Ticket Sales?. 

 

METHOD 

This research uses a descriptive qualitative approach. This method was chosen because 

it allows researchers to thoroughly investigate and understand the phenomenon of increasing 

tourism ticket sales. Descriptive qualitative data collection and analysis allows researchers to 

adapt their approach to the needs of the research and the characteristics of the subject under 

study. 

The data used in this study comes from previous research on the topic of increasing 

tourism ticket sales. Researchers will analyze existing literature to identify patterns and trends 

in product, price, promotion, place and increasing tourism ticket sales. By using previous 

research, researchers can develop stronger and evidence-based arguments and contribute to a 

broader understanding of the factors that influence the increase in tourism ticket sales, 

(Susanto, Arini, et al., 2024).   

Data was collected through a literature review. The literature review is an important step 

in this research as it allows the researcher to identify and analyze various sources relevant to 

the topic being discussed (Susanto, Yuntina, et al., 2024). The researcher will collect data from 

journal articles, books, and other relevant documents to gain insight into product, price, 

promotion, place and tourism ticket sales enhancement. The literature review also informs 

researchers about the latest developments in this field and identifies research gaps that need to 

be filled . 

This research utilized data from various reputable academic journals, including Thomson 

Reuters Journal, Springer, Taylor & Francis, Scopus, Emerald, Sage, WoS, Sinta Journal, 

DOAJ, and EBSCO, as well as platforms such as Publish or Perish and Google Scholar. By 

using these sources, researchers can ensure that the data they collect is valid and accountable. 

The use of multiple sources also allows researchers to gain a more comprehensive 
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understanding of product, price, promotion, place and increasing tourism ticket sales from 

various perspectives. 

Product, price, promotion and place will be examined as independent variables in this 

study. Meanwhile, the increase in tourism ticket sales is the dependent variable. By analyzing 

the relationship between these variables, researchers hope to identify the key factors that 

influence the increase in tourism ticket sales. This research is expected to provide practical 

recommendations for companies to increase tourism ticket sales, which can have a positive 

impact on overall organizational performance. 

 

RESULTS AND DISCUSSION 

Results 

The following are the research findings by considering the context and problem 

formulation: 

Increasing Tourism Ticket Sales 
 Increasing tourism ticket sales refers to efforts and strategies to increase the number of 

tickets sold in the tourism industry. This increase can be achieved through various approaches 

such as effective promotion, improved service quality, product innovation and optimisation of 

the customer experience. In the context of tourism, ticket uplift often involves marketing 

strategies that target specific markets, both local and international, by promoting destinations, 

bundling tickets with additional services, or offering discounts (Yuniarso, 2023). 

The dimensions or indicators covering the variable Increased Tourism Ticket Sales 

include: 1) Ticket sales volume: This indicator quantifies the number of tickets successfully 

sold within a specified time frame. This indicator reflects the efficacy of the sales strategy and 

marketing campaign implemented; 2) Sales Growth: The percentage increase in ticket sales 

from the previous period indicates whether there has been a positive or negative trend in ticket 

demand; 3) Conversion Rate: The ratio between the number of visitors to a website or booking 

platform who ultimately purchase tickets and the total number of visitors, indicating the 

effectiveness of distribution channels and sales strategies; and 4) Revenue from Ticket Sales: 

The total revenue generated from ticket sales over a specified period of time. This indicator is 

useful for measuring the direct contribution of ticket sales to a company's overall revenue (Jefi 

et al., 2023). 

The variable Increase in Tourism Ticket Sales is relevant to previous research that has 

been researched by: (Angliawati & Ratnasari, 2024), (Setyani et al., 2022), (Latifah et al., 

2021), (Achmad et al., 2024). 

 

Product 

Products, in the context of marketing, are goods or services offered by companies to 

satisfy consumer needs or wants. A good product not only fulfils functional needs, but also has 

an added value that makes it attractive to consumers. In the tourism industry, products include 

various types of services, such as tickets to tourist destinations, travel packages and organised 

tours. Each element of the product is designed to provide an exciting experience, from ease of 

access to compelling attractions (Hadita, 2020). 

Dimensions or indicators that include product variables include: 1) Product Quality: This 

indicator refers to customer satisfaction with the tourism products offered, including the 

completeness of facilities, ease of access, and the experience gained; 2) Product Innovation: 

The extent to which tourism products are renewed or diversified, including the introduction of 

new packages, distinctive attractions, or supplementary services. It is crucial to maintain 

customer interest; 3) Product Attractiveness: This indicator gauges the appeal of the product to 

the target market, as evidenced by the level of demand or positive reviews. It can be reasonably 

assumed that more attractive products will drive increased sales; and 4) Product Added Value: 
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Additional features or services provided to the product, such as discounts for future visits or 

exclusive perks, are also considered. Such added values have the potential to foster customer 

loyalty and attract new customers (Mahaputra & Saputra, 2021). 

Product variables are relevant to previous research that has been researched by: 

(Setyawati et al., 2020), (Saputra, Khaira, et al., 2023), (Saputra, Ali, et al., 2023). 

 

Price 

Price is the monetary value that consumers must pay to obtain a particular product or 

service. In marketing, price is an important factor because it can influence consumer 

perceptions of product quality and the level of market demand. Pricing in the tourism industry 

takes into account operating costs, market demand, consumer purchasing power and competitor 

prices. The pricing strategy used can vary from discount pricing, premium pricing to dynamic 

pricing that adapts to demand conditions. For tourism products, a flexible pricing strategy is 

essential to optimise sales. The use of seasonal discounts or special offers can attract more 

consumers (Saputra & Mahaputra, 2022). 

The dimensions or indicators that include the Price variable include: 1) Price 

Affordability: This measures consumer perceptions of the price offered, determining whether 

it is aligned with market purchasing power. The implementation of affordable pricing strategies 

can facilitate the expansion of customer reach; 2) Price Comparison with Competitors: the 

comparison of prices with those of competitors can provide insights into the competitiveness 

of a given product or service. It is important to ascertain how the price of a given tourism 

product compares to that of competitors in the same industry. It is crucial to adopt competitive 

pricing strategies in order to attract price-sensitive markets; 3) Discount and Special Offer 

Strategies: The proportion of tickets sold through the application of special offers or discounts. 

This indicates the efficacy of the pricing strategy in attracting prospective purchasers; and 4) 

Price flexibility: The company's capacity to modify prices in accordance with prevailing 

circumstances, for instance during holiday periods or periods of low demand. Such flexibility 

is conducive to the maximisation of sales in a variety of market conditions (Susanto, 

Mahaputra, et al., 2024). 

Price variables are relevant to previous research that has been researched by: (Mahaputra 

& Saputra, 2022), (Faisal et al., 2024) and (Hadita, 2019). 

 

Promotion 

Promotion is a communication activity aimed at providing consumers with information 

about products or services so that they are interested in buying them. Promotion in the tourism 

industry often involves advertising through various media, such as social media, websites and 

online booking platforms. Promotion can also take the form of special offers, such as discounts 

on tickets or packages with accommodation. Effective promotions require a thorough 

understanding of the target market so that the message delivered is relevant to the consumer. 

Attractive and creative promotional campaigns can extend market reach, strengthen brand 

image and increase sales (Saputra & Sumantyo, 2022). 

The dimensions or indicators that include the Promotion variable include: 1) The extent 

to which a promotional campaign can be disseminated. This metric gauges the extent to which 

a promotional campaign can reach a broad audience, whether through social media, online 

advertising, or print media; 2 Promotional Media Effectiveness This indicator gauges the extent 

to which customers are influenced or motivated to purchase tickets subsequent to exposure to 

a promotional campaign in a specific medium, thereby elucidating the efficacy of each 

medium; 3) Promotion Frequency: This refers to the frequency with which a company 

implements promotional campaigns or special offers over a specified period. The optimal 

frequency of promotional activity helps to maintain market awareness and interest; and 4) 
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Participation Rate in Promotion: This metric gauges the number or percentage of consumers 

who avail themselves of a promotion or discount, thereby indicating the extent to which the 

promotion is perceived as attractive and relevant to the market (Azahra & Hadita, 2023). 

Promotion variables are relevant to previous research that has been researched by: 

(Permatasari et al., 2022), (Panggabean et al., 2024) and (Dwi Firmansyah et al., 2023). 

 

Place 

Place in the marketing mix is the location or channel through which products or services 

are offered to consumers. In the context of tourism, place means not only the physical location, 

but also the various distribution channels that facilitate consumer access to products or services. 

Places can be physical ticket offices, travel agencies or online platforms that allow the purchase 

of tourism tickets. The use of digital distribution channels, such as websites and apps, is 

becoming increasingly important as they allow wider access and simplify the purchase process. 

The accessibility of venues has a strong influence on customers' purchasing decisions 

(Supriyanto & Taali, 2022). 

The dimensions or indicators that include the Place variable include: 1) The accessibility 

of the sales location. The ease with which consumers can access the point of sale, both 

physically and online. Good access is positively correlated with the probability of purchase; 2) 

Number of Distribution Channels: The number of distribution channels used to sell tickets, 

including physical outlets, travel agents, and online platforms, allows for a wider market reach; 

3) Online Platform Effectiveness: This measures the ease and convenience of the ticket 

purchasing process on digital platforms. Effective online platforms increase sales conversion; 

and 4) Collaboration with Distribution Partners: The number or quality of partnerships with 

travel agents, booking sites, or other third parties. The formation of robust partnerships 

facilitates market expansion and augments sales (Bakti et al., 2020). 

Place variables are relevant to previous research that has been researched by: (Ikhsan et 

al., 2020) and (Al et al., 2024). 

 

Previous Research 

Based on the findings above and previous studies, the following research discussion is 

formulated: 

 
Table 1. Relevant Previous Research Results 

No Author 

(Year) 

Research Results Similarities With 

This Article 

Differences With 

This Article 

1 (Hardiya

nti et al., 

2023) 

-Product variables affect the increase in 

tourism ticket sales at Makassar Ticket 

Stalls 

 

-Price variables affect the increase in 

tourism ticket sales at Makassar Ticket 

Stalls 

 

-Promotion variables affect the increase 

in tourism ticket sales at Makassar 

Ticket Stalls 

-This article has in 

common that it 

examines the Product 

variable in the 

independent variable, 

and examines the 

variable of Increased 

Tourism Ticket Sales 

in the dependent 

variable. 

-The difference with 

previous research is 

that there is an object 

of research, which 

was conducted at 

Makassar Ticket 

Stalls. 

2 (Dharast

a, 2017) 

-Price variables affect the increase in 

tourism ticket sales at travel agent 

services in the Yogayakarta region 

 

-Promotion variables affect the increase 

in tourism ticket sales at travel agent 

services in the Yogayakarta region 

-This article has in 

common that it 

examines the Price 

variable in the 

independent variable, 

and examines the 

variable of Increased 

Tourism Ticket Sales 

-The difference with 

previous research is 

that there is an object 

of research, which 

was conducted at 

Travel Agent 

Services in the 

Yogayakarta Region. 
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in the dependent 

variable. 

3 (Kurnia 

et al., 

2020) 

-Price variables affect the increase in 

tourism ticket sales at PT Pakem Tours 

and Travel Makassar 

 

-Promotion variables affect the increase 

in tourism ticket sales at PT Pakem 

Tours and Travel Makassar 

 

-This article has in 

common that it 

examines the 

Promotion variable in 

the independent 

variable, and 

examines the variable 

of Increased Tourism 

Ticket Sales in the 

dependent variable. 

-The difference with 

previous research is 

that there is an object 

of research, which 

was conducted at PT 

Pakem Tours and 

Travel Makassar. 

4 (Setyani 

et al., 

2022) 

-Promotion variables affect the increase 

in tourism ticket sales at Sanggaluri 

Park 

 

-Place variables affect the increase in 

tourism ticket sales at Sanggaluri Park 

 

-This article has in 

common that it 

examines the variable 

Place on the 

independent variable, 

and examines the 

variable Increased 

Tourism Ticket Sales 

on the dependent 

variable. 

-The difference with 

previous research is 

that there is an object 

of research, which 

was conducted at 

Sanggaluri Park. 

 

Discussion 

This literature review will be discussed based on the history of the topic, research 

objectives, problem formulation, indicators or dimensions, and related previous research: 

1. The Effect of Products on Increasing Tourism Ticket Sales 

The products offered by the tourism industry exert a significant influence on the growth 

of ticket sales in the sector. The quality of the product, its innovative nature, its attractiveness, 

and the added value embedded in the product all have a significant impact on sales aspects, 

including sales volume, sales growth, conversion rate, and revenue generated from ticket sales. 

Firstly, product quality is of significant importance as it forms the initial impression for 

consumers and subsequently influences their overall satisfaction with the tourism product. The 

term "good quality" encompasses a multitude of factors, including the comfort afforded to 

tourists and the facilities available at tourist destinations. When visitors are satisfied with the 

quality of the product provided, they are more likely to make repeat purchases and even 

recommend the product to others, which in turn drives sales volume growth and higher 

conversion rates. For example, tourist attractions that offer expedient and cordial services, 

hygienic premises, and distinctive experiences are likely to receive favourable reviews, which 

indirectly enhances the confidence of prospective new visitors, thus increasing ticket sales 

volume. 

Furthermore, product innovation is a crucial factor in attracting new markets and 

retaining existing ones. Innovation may manifest as product updates or variations that enhance 

the appeal of tourist destinations, differentiating them from other locations. Furthermore, 

innovation may encompass the introduction of new features, such as supplementary rides, 

special events, or bespoke experiences. In a competitive industry, product innovation 

frequently constitutes a pivotal factor in the competitive landscape, particularly in the context 

of destinations offering analogous attractions. The introduction of novel and distinctive 

offerings by tourism companies can lead to an increase in ticket sales volume, as consumers 

are inclined to seek out novel experiences. Furthermore, continuous innovation has the 

potential to alter demand patterns, thereby enabling tourist destinations to retain their market 

relevance by consistently attracting visitors. The introduction of novel and distinctive features 

into tourism products has been demonstrated to engender a perception of these destinations as 
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worthy of repeated visits. This, in turn, has been shown to result in increased conversion rates 

and overall sales growth. 

Moreover, product appeal in the tourism industry is not solely contingent on the visual 

appeal of the destination; it is also contingent on the experience that the product can offer. A 

compelling appeal encourages visitors to feel attracted and encouraged to purchase tickets, both 

for their inaugural visit and for a subsequent return. Tourism products that have high appeal 

typically offer a distinctive feature that is not readily available elsewhere. This may include 

unique natural beauty, a rich local culture, or adventure activities that stimulate the release of 

adrenaline. The existence of high product appeal serves to increase sales volume, as it provides 

consumers with the motivation to select a particular destination in preference to others. 

Furthermore, this appeal also affects revenue, as products that are perceived as more appealing 

often have a high value in the eyes of consumers, which makes them willing to pay a higher 

price. A robust appeal not only establishes a tourist destination as a leading choice but also 

fosters a sense of aspiration among potential visitors, thereby enhancing its sales growth 

potential. 

In conclusion, value-added products are elements that can enhance the perceived value 

of a tourism product among consumers. Added value may be provided in the form of 

supplementary services or facilities that are not offered by competitors. These may include 

special access, exclusive services, or even special discounts for subsequent visits. Such added 

value imbues the consumer with the perception that they are deriving benefits in excess of the 

ticket price alone. When consumers perceive that they are receiving greater value, their 

satisfaction levels tend to increase, which contributes to an enhanced sense of loyalty. 

Consequently, they will be more predisposed to make repeat purchases or recommend the 

destination to others. The impact of this augmented value proposition is evidenced by the 

increased volume of ticket sales and revenue generated from such sales. Furthermore, the 

provision of appealing value-added benefits can also facilitate an increase in conversion rates, 

as consumers are more likely to select products that offer a greater number of benefits. 

With regard to the volume of ticket sales, the quality, innovation, attractiveness and 

added value of a product all contribute to the formation of a positive perception in the eyes of 

consumers. The quality, innovation, attractiveness and added value of tourism products all 

contribute to a positive perception among consumers, which in turn increases the likelihood of 

purchases being made. This has implications not only for the volume of ticket sales but also 

for overall sales growth. Satisfied consumers are more likely to repurchase or recommend 

products to others, thereby creating a chain effect that contributes to increased sales. 

Furthermore, sales growth is facilitated by product innovation that attracts new consumers, as 

well as product appeal that not only retains existing customers but also attracts new ones. 

With regard to the conversion rate, these four product elements exert an influence on the 

number of potential customers who ultimately decide to purchase tickets. The implementation 

of quality products, innovative features, and appealing designs, coupled with the incorporation 

of distinctive added value, will lead to an increase in the number of consumers making 

purchasing decisions. It has been observed that consumers who initially exhibit a certain degree 

of hesitancy tend to alter their decision and proceed with the purchase of the ticket after a period 

of reflection and an appreciation of the value proposition presented. When consumers perceive 

that the product they are purchasing is commensurate with the price paid and the additional 

value received, conversion rates will increase, as consumers are more inclined to make a 

purchase rather than merely browsing for information. 

Ultimately, revenue generated from ticket sales can be attributed to an increase in 

volume, growth, and conversion. The attraction of a greater number of visitors to a destination 

is contingent upon the quality, innovation, appeal and added value of the tourism products on 

offer. When these factors are present, tourism companies can expect to attract visitors who are 
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willing to pay higher ticket prices, on the basis that they perceive the value to be commensurate 

with the price. A well-designed product has the potential to significantly increase revenue, as 

consumers not only make a single purchase but also revisit or recommend the product to others. 

Revenue from ticket sales also increases when consumers perceive the product to be unique 

and of a quality rarely found elsewhere. Therefore, product factors including quality, 

innovation, attractiveness, and added value are critical to the overall increase in tourism ticket 

sales. 

 

2. The Effect of Price on Increasing Tourism Ticket Sales 

Pricing is of significant consequence in the tourism industry, exerting a direct influence 

on the appeal of tickets to consumers. The pricing of tickets is a multifaceted phenomenon that 

exerts a profound influence on a range of economic outcomes. These include sales volume, 

growth in sales, conversion rates, and revenue earned. The impact of pricing on these outcomes 

is shaped by various aspects, including affordability, comparison with competitors, discount 

strategies, and price flexibility. Firstly, affordability is a significant determinant of consumer 

willingness to purchase tickets. In a competitive tourism market, prices that are deemed 

affordable by the target market will be in greater demand and have the potential to attract a 

significant number of consumers. The provision of affordable tickets is an effective means of 

increasing sales volume, as consumers are more likely to purchase a product that is within their 

budgetary constraints. When ticket prices are aligned with the purchasing power of the market, 

consumers are inclined to purchase, which has a favourable impact on sales growth and 

conversion rates. It can be reasonably deduced that the probability of long-term sales growth 

is contingent upon the number of consumers who perceive the ticket to be within their 

budgetary constraints. In conclusion, this affordability also increases revenue due to a higher 

sales volume, despite the potential for a smaller margin per ticket. 

Moreover, monitoring competitor pricing is a crucial strategy for maintaining 

competitiveness in the market. It is common practice for consumers to compare the prices of 

tickets between different destinations or providers before making a purchase, particularly if the 

available options are perceived to be of a similar appeal. The provision of competitive pricing 

can assist destinations in attracting consumers who are price-sensitive, thereby increasing the 

conversion rate from potential to actual customers. A reduction in price in comparison with 

competitors offering similar products will enhance the attractiveness of tourism offerings to 

consumers. Additionally, favourable price comparisons can stimulate sales growth, particularly 

when accompanied by an increase in ticket sales volume due to high consumer interest in cost-

effective travel options. In conclusion, it is of the utmost importance to maintain competitive 

pricing in order to achieve increased revenue through more stable ticket sales that continue to 

grow over time. 

Furthermore, the implementation of discount strategies and special offers has been 

demonstrated to be an effective method for increasing tourism ticket sales. The implementation 

of seasonal discounts, exclusive offers and promotional packages can serve to attract 

consumers to purchase tickets during specified periods. This strategy is an effective means of 

increasing sales, particularly during the low season, when demand is typically lower. The 

provision of discounts encourages consumers to perceive the ticket price as representing greater 

value, thereby increasing the likelihood of a purchase being made. Furthermore, this strategy 

of discounts and special offers frequently results in increased conversion rates, as potential 

customers who were initially hesitant can be encouraged to purchase tickets due to the 

attractive offers presented. Furthermore, sales growth may be achieved through the 

implementation of discounts, which can facilitate the attraction of additional new visitors who 

may not have been previously inclined to engage with the destination. In the long term, this 
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strategy has the potential to increase revenue. Despite a reduction in ticket price, an increase in 

the number of tickets sold will result in a significant overall revenue. 

Pricing flexibility is an additional factor that is of significant importance in the context 

of increasing sales of tickets for tourist attractions. Such flexibility allows companies to modify 

ticket prices in response to specific circumstances, including holiday periods, weekends, or 

sudden increases in demand. By implementing higher prices during periods of high demand, 

organisations can optimise revenue without compromising sales volume. Conversely, during 

periods of low demand, companies may choose to reduce prices in order to attract a greater 

number of visitors. This flexibility is beneficial in optimising ticket sales volume, as dynamic 

pricing allows consumers to have a greater range of choices that align with their budgetary 

constraints, contingent on the timing of the purchase. Furthermore, price flexibility can assist 

in maintaining consistent sales growth, as consumers are presented with a greater range of 

options for visiting tourist destinations in varying economic circumstances. 

The impact of price on ticket sales volume is evidenced by the extent of traction generated 

by competitive and flexible pricing. When ticket prices are aligned with market purchasing 

power and provide added value through discounts or special offers, consumers are more likely 

to make large purchases, thereby significantly increasing sales volume. Furthermore, high sales 

volumes are also driven by discount strategies that attract new customers or increase sales from 

existing customers. Conversely, pricing flexibility encourages consumers to purchase tickets 

at times that better align with their budgetary constraints, thereby creating opportunities for 

increased ticket sales throughout the year. 

From the perspective of sales growth, the implementation of competitive and affordable 

pricing strategies has the potential to contribute to an increase in the number of sales over time. 

The implementation of discounts and special offers has been demonstrated to enhance 

consumer loyalty, thereby increasing the probability of repeat purchases or recommendations 

to third parties, which in turn can facilitate growth. The existence of favourable price 

comparisons with competitors can act as a pull factor, influencing consumer choice and 

retention. By maintaining competitive pricing, consumers are more likely to consider the 

destination as a top choice, which in turn contributes to an increase in overall sales growth. 

Furthermore, conversion rates are influenced by competitive pricing and discount 

strategies. Consumers who are initially engaged in mere browsing will be more readily 

prompted to purchase tickets when they observe competitive pricing or special discounts. The 

implementation of discounts or affordable pricing strategies engenders a sense of satisfaction 

among consumers, thereby increasing the probability of a purchase being made. Furthermore, 

the capacity for consumers to obtain lower prices at specific times is also conducive to 

increased conversion rates, as it affords them the opportunity to purchase tickets at a time that 

is most convenient for them. 

Ultimately, pricing strategies that are affordable, competitive, flexible, and accompanied 

by special offers will have a positive impact on revenue generated from ticket sales. When 

consumers are attracted by more competitive prices and perceive that they are receiving greater 

value from each purchase, they are more likely to make larger purchases or repeat purchases. 

Price flexibility enables companies to optimise revenue across varying demand conditions. 

During the high season, revenue per ticket is higher, while price reductions during the low 

season help maintain buyer numbers. Consequently, the impact of price, comprising 

affordability, competitor comparison, discounts and flexibility, is significant in increasing sales 

volume, growth, conversion and total revenue from tourism ticket sales. 

 

3. The Effect of Promotion on Increased Tourism Ticket Sales 

Promotion constitutes a pivotal element of any marketing strategy, exerting a 

considerable influence on the performance of ticket sales in the tourism sector. This is 
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particularly evident in the context of ticket sales volume, sales growth, conversion rate, and 

revenue. The effectiveness of a promotional campaign can be enhanced by considering various 

elements, including the extent of reach, the effectiveness of promotional media, the frequency 

of promotion, and the level of consumer participation. These elements can contribute to the 

attractiveness of a tourism destination and increase consumer interest in the offer. 

Firstly, the extent to which promotions are disseminated, otherwise known as 

promotional reach, plays an important role in reaching a wider audience. The distribution of 

promotional information to a greater number of channels and regions allows tourist destinations 

to attract greater attention from a wider range of market segments. When promotions are 

successfully disseminated to a wider audience, ticket sales volumes tend to increase as a 

consequence of greater awareness and interest among consumers. Furthermore, a broad reach 

enables the maintenance of sales growth, as consumers who are new to the promotion are more 

likely to purchase tickets, both during and beyond the promotional period. Wide coverage 

increases the probability of increased conversion rates, as a greater number of individuals who 

observe the promotion will be motivated to make a purchase. Consequently, revenue generated 

from ticket sales also increases as a result of the broader reach of the promotion, attracting a 

greater number of potential customers, who are subsequently more likely to make a purchase. 

The efficacy of the promotional media is a pivotal factor influencing the success of the 

promotion in increasing sales. Selecting the most appropriate medium, whether digital, 

television, print, or social media, can enhance the probability of the promotional message being 

observed by the intended audience. To illustrate, the utilisation of influential social media 

platforms, such as Instagram or TikTok, enables the presentation of visual content and 

engaging promotions in a manner that is readily accessible to a vast audience. The utilisation 

of efficacious media can facilitate an augmentation in ticket sales volume, as promotions are 

rendered more memorable and attract a greater degree of audience attention. The effectiveness 

of media also drives sales growth, primarily because the appropriate media allows promotional 

messages to be more personalised and relevant to specific audiences. Furthermore, effective 

media is associated with higher conversion rates, as the information is conveyed in a more 

direct and clear manner to the target audience. The utilisation of efficacious promotional media 

ultimately facilitates augmented revenue, as consumers are prompted to expeditiously purchase 

tickets in order to capitalise on the opportunity. 

The frequency of promotions is also a significant factor in attracting consumer attention. 

The greater the frequency of promotion, the greater the opportunity for potential customers to 

become acquainted with and interested in the offer. By increasing the frequency of promotions, 

the volume of ticket sales can be increased, as potential buyers are exposed to more 

information, which helps them to remember and consider the offer. Furthermore, increasing 

the frequency of promotions contributes to sales growth, as consumers are more likely to be 

convinced to purchase after repeatedly seeing the promotion. Furthermore, high frequency 

affects conversion rates, as consistent promotional messages encourage consumers to make a 

purchase decision. To illustrate, if a tourist destination regularly offers discounts or 

promotional packages on weekends or on specific holidays, consumers who have previously 

seen the promotion will be more readily influenced and more likely to purchase tickets. 

Consequently, revenue from ticket sales can be expected to increase as consumers are more 

readily prompted to make repeat purchases. 

Furthermore, the extent of consumer engagement with promotional activities is a crucial 

factor in driving growth in tourism ticket sales. Participation in these promotions may be 

manifested in various forms, including engagement with contests, dissemination of 

promotional material to acquaintances, or submission of reviews following a visit. A high level 

of participation can result in an increased sales volume, as consumers who are actively engaged 

in promotional activities tend to feel more encouraged to make purchases. Furthermore, 

https://research.e-greenation.org/GIJTM


https://research.e-greenation.org/GIJTM                                                 Vol. 2, No. 3, September – November 2024  

 

244 | P a g e  

consumers who engage with promotional activities are more likely to disseminate their 

experiences to others, which can result in a viral effect and sustained sales growth over time. 

Furthermore, high participation rates influence conversion rates, as consumers' involvement in 

promotional activities fosters a sense of familiarity with the destination. When consumers feel 

personally engaged, they are more likely to make a ticket purchase, which in turn will 

significantly increase revenue, as high participation results in more conversions. 

In summary, the four elements of promotion – reach, media effectiveness, frequency and 

participation rate – act in concert to enhance sales volume, facilitate sales growth, augment 

conversion rates and propel revenue from tourism ticket sales. When promotions are 

disseminated through effective media and are supported by consistent frequency, consumers 

will be more exposed and interested in the promotions offered. Meanwhile, consumer 

participation in promotional activities fosters an emotional connection that facilitates the 

conversion process. With effective promotions, companies or tourist destinations can attract 

new consumers and maintain their interest in tourism products, thereby enhancing overall sales 

performance. A well-executed promotion aligns with consumer needs and preferences, 

ensuring that the offerings are consistently relevant and appealing to the targeted audience. 

 

4. The Effect of Place on Increasing Tourism Ticket Sales 

The placement or distribution of products constitutes an essential component of any 

marketing strategy, playing a pivotal role in the growth of tourism ticket sales. The accessibility 

of sales locations, the number of distribution channels, the effectiveness of online platforms, 

and the degree of collaboration with distribution partners all contribute to the volume of ticket 

sales, the rate of sales growth, the conversion rate, and the revenue generated from the sale of 

tourism tickets. 

The accessibility of sales locations has a significant impact on the ease with which 

customers can obtain tickets. The ease of access to sales locations has been found to motivate 

consumers to purchase tickets, particularly those who value convenience in the purchasing 

process. For instance, the placement of ticket sales locations in high-traffic areas such as 

airports, shopping malls, or public transportation terminals can enhance their appeal to 

potential tourists, as it allows for convenient ticket purchases without the need for lengthy 

travel. The accessibility of sales locations can lead to an increase in ticket sales volume, as 

consumers are able to obtain the tickets they desire with greater ease. Furthermore, enhanced 

accessibility has the potential to stimulate sales growth, as tourist destinations will be more 

accessible to a larger pool of potential customers. The ease of access to ticket sales venues is 

positively correlated with the conversion rate, as potential customers are more likely to make 

a purchase if tickets are easily available. In conclusion, optimal accessibility of sales locations 

will support increased revenue, as it encourages a greater number of people to make purchases. 

The expansion of distribution channels also has a considerable impact on the growth of 

tourism ticket sales. The existence of a greater number of distribution channels affords 

consumers a greater number of options with regard to the purchase of tickets. These may be 

made through travel agents, official websites, mobile apps or other distribution partners. The 

existence of a greater number of distribution channels enables tourist destinations to reach a 

more extensive audience, thereby increasing the volume of ticket sales. To illustrate, some 

consumers may opt to purchase tickets via travel agents due to their preference for in-person 

services, whereas others may favour online purchases. The provision of a diverse range of 

options enables travel destinations to engage with a multitude of market segments, thereby 

facilitating sales growth. Furthermore, the existence of multiple distribution channels has been 

shown to result in higher conversion rates, as consumers are presented with a greater number 

of purchase options that align with their preferences, thereby increasing the probability of them 

making a purchase. Therefore, an expansion in the number of distribution channels will have a 
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beneficial effect on revenue, as a greater number of customers can be reached and converted 

into purchasers. 

The efficacy of online platforms is also a crucial element in the venue's strategy to boost 

tourism ticket sales. Effective online platforms, such as those that are responsive and offer user-

friendly mobile applications, facilitate convenient access to information, enable seamless 

searches, and provide a seamless purchasing process for consumers at any time and from any 

location. When online platforms are user-friendly and offer a positive user experience, ticket 

sales volumes tend to increase as more consumers feel comfortable making purchases digitally. 

The efficacy of online platforms also permits travel destinations to persist in their expansion, 

as it facilitates the purchasing process for consumers situated at a distance from physical 

locations. An efficient online platform will facilitate a high conversion rate, as consumers can 

rapidly access promotions and complete purchases without encountering technical or 

navigational challenges. Consequently, revenue from ticket sales can continue to increase, 

particularly as effective online platforms facilitate the reach of destinations to international 

customers in addition to a broader market. 

Furthermore, collaboration with distribution partners represents a significant opportunity 

for increasing ticket sales. By forming collaborative relationships with a diverse range of 

partners, including travel agents, online booking platforms, and tour operators, tourist 

destinations can effectively expand their market reach. To illustrate, collaboration with travel 

agents or international booking platforms can facilitate foreign travellers' access to tickets. 

Such collaboration has the potential to increase the volume of ticket sales, as tourists can 

purchase tickets through a variety of reliable sources. Furthermore, this collaboration is 

conducive to sales growth, as distribution partners can introduce destination tickets to a greater 

number of consumers. Furthermore, collaboration with an appropriate distribution partner can 

also enhance conversion rates, as consumers tend to exhibit greater trust in a platform or travel 

agent with which they are already familiar. Consequently, an increase in revenue can also be 

achieved through this collaboration, as distribution partners contribute to the promotion and 

sale of tickets to a wider market. 

In conclusion, the accessibility of sales locations, the number of distribution channels, 

the effectiveness of online platforms, and collaboration with distribution partners are 

interconnected in a robust distribution strategy to increase sales volume, sales growth, 

conversion rate, and revenue from tourism ticket sales. The accessibility of sales locations 

facilitates the availability of tickets, while the number of distribution channels offers consumers 

a range of options. The efficacy of online platforms facilitates digital purchasing, which is 

becoming increasingly pertinent to prevailing consumption trends. Collaboration with 

distribution partners enables the expansion of reach into a broader market and the augmentation 

of sales potential. The conjunction of these four elements allows destinations to optimise 

ticketing opportunities, ensuring that diverse consumer groups have convenient and efficient 

access to purchase tickets. Through this comprehensive distribution approach, destinations can 

achieve enhanced sales performance, optimise growth potential, and increase revenue in a 

sustainable manner. 

 

Conceptual Framework 

The conceptual framework is determined based on the formulation of the problem, 

research objectives and previous studies that are relevant to the discussion of this literature 

research: 
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Figure 2. Conceptual Framework 

 

Based on Figure 2 above, product, price, promotion and place have an effect on 

increasing tourism ticket sales. However, in addition to the variables of product, price, 

promotion and place that affect the increase in tourism ticket sales, there are other variables 

that influence, including: 

1) Process: (Supriyanto & Taali, 2022), (Cay & Irnawati, 2020), (Dary Nugraha Gotama 

Putra, 2021). 

2) People: (Hadita & Adiguna, 2019), (Supriyanto & Taali, 2022), (Jumawan et al., 2023). 

3) Positioning: (Mahabbah & Mawardi, 2024), (Borah et al., 2023), (Prayoga & Dani, 2020). 

 

CONCLUSION 

Based on the problem formulation, results and discussion above, the conclusions of this 

study are: 

1. Products affect the increase in Tourism Ticket Sales;  

2. Price affects the increase in tourism ticket sales;  

3. Promotion affects the increase in tourism ticket sales; and 

4. Place has an effect on increasing tourism ticket sales. 
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