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Abstract

Purpose: Rapid digitalisation and the widespread use of online platforms have made information more accessible; however, the
abundance of alternatives and information overload have also made online decision-making more complex. This study examines
the effect of consumer confusion on decision postponement in online tourism purchasing and investigates the moderating role of
online trust in this relationship.

Design/methodology/approach: Data were collected from 417 Generation Z individuals residing in Nevsehir, Tiirkiye, using
convenience sampling. The measurement model was validated using confirmatory factor analysis (CFA), and the hypotheses were
tested using moderation analysis via the PROCESS Macro (Model 1).

Results: The results indicate that consumer confusion has a significant positive effect on decision postponement (B = .736, p <
.001). Moreover, online trust significantly moderates this relationship (f =—.146, p <.001), such that the positive effect of consumer
confusion on decision postponement weakens as online trust increases. The model explains 53.7% of the variance in decision
postponement (R?=.537).

Discussion: These findings suggest that trust functions as a key mechanism that mitigates the negative consequences of cognitive
overload in digital tourism contexts, even among a digitally native generation. The results contribute to the literature on consumer
behaviour in digital tourism contexts and provide practical implications for tourism businesses seeking to reduce decision delays by
fostering online trust.
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Introduction

The advent of technological innovations has precipitated a paradigm shift in managerial practices within the
tourism industry, compelling numerous tourism enterprises to adopt online platforms to achieve cost efficiency
and expedite the dissemination of information to prospective customers (Ampountolas, Shaw and James,
2019). Consequently, consumers have greater access to information and activities such as comparing tour
packages, making hotel reservations, and booking flights have become faster and more practical. Indeed, in
the contemporary era, a significant proportion of tourism related activities including, but not limited to, hotel
reservations, transportation services, and package tour purchases are facilitated through a plethora of online
platforms that offer a wide range of features and price alternatives (Pappas, 2017). While this situation provides
consumers with a broad spectrum of choices, it simultaneously renders their decision-making processes more
complex (Chauhan and Sagar, 2021).

The proliferation of information in online environments, the market saturation of similar products and
alternatives, and the often ambiguous or conflicting nature of content may lead consumers to experience
confusion. This predicament is regarded as a persistent issue, particularly due to information overload,
abundance of choices, and complex content structures (Hall-Phillips and Shah, 2017). As indicated by the
extant literature, consumer confusion has been demonstrated to engender complications in decision-making
processes, result in protracted decision-making times, and exert a detrimental effect on purchasing behaviour.
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Specifically, Anninou and Foxall (2019) posit that consumers grapple with evaluating all available alternatives
due to their limited cognitive capacities, consequently encountering difficulties in reaching a final decision
within a stipulated time frame. Consequently, this situation increases consumers’ perceptions of uncertainty
and risk in the decision-making process, potentially leading them to postpone their decisions (Park, 2014).

Decision postponement is defined as consumers’ tendency to postpone their decisions to a later time rather
than making an immediate choice among available alternatives (Xue, Jo and Bonn, 2020). Shiu (2021)
observes that the rapid dissemination of information and the plethora of alternatives encountered, particularly
on online tourism platforms, can impede consumers’ decision-making processes. In a similar vein, Kim (2021)
asserts that the presence of ambiguous information and analogous alternatives engenders cognitive confusion
among consumers, thereby augmenting their propensity to postpone decision-making. Recent studies also
reveal that choice overload, similar alternatives, and information uncertainty trigger decision postponement
behaviour (Sharma, Pandher and Prakash, 2023). In this context, Generation Z, defined as the cohort born
between 1997 and 2010 has emerged as a consumer group that has grown up interacting with digital
technologies and predominantly uses online platforms as a primary source of information and a purchasing
channel (Pew Research Center, 2020). As is emphasised in the extant literature, Generation Z is highly active
in digital environments and capable of accessing information rapidly. However, they are also exposed to a
higher cognitive load due to intense information flow and the abundance of choices (Baser and Kantarcioglu,
2022). This suggests that Generation Z consumers may experience greater confusion in online tourism
purchasing processes and, consequently, exhibit stronger tendencies toward decision postponement (Song,
2021). Consequently, it is imperative to examine Generation Z’s decision-making processes as a distinct area
of inquiry within the context of cognitive load and information complexity.

From the perspective of tourism businesses, consumers’ postponement of purchase decisions has been shown
to result in prolonged sales processes and render demand more unpredictable (Smith, 2023). Furthermore, the
tendency to postpone decisions has been shown to increase the likelihood that consumers will turn to
alternative platforms, thereby creating a significant disadvantage for firms operating in the highly competitive
tourism industry (Pappas et al., 2021). It is therefore vital for strategic marketing to understand the effect of
consumer confusion on decision postponement. Moreover, from the perspective of trust theory, individuals
tend to rely on trust mechanisms to facilitate decision-making processes and reduce perceived risk in digital
environments characterised by uncertainty. In this context, online trust refers to the consumer’s belief in a
digital platform, information source, or vendor, and plays a crucial role as a mechanism that reduces
uncertainty and simplifies the cognitive evaluation process (Gefen, 2000). A high level of online trust has been
demonstrated to facilitate individuals’ information processing, thereby rendering the decision-making process
more efficient and, consequently, reducing the propensity to postpone decisions.

Although prior research has examined consumer confusion and decision postponement separately, the
relationship between the two constructs has received limited attention, particularly within the tourism context
(An et al., 2026; Sharma et al., 2023). Moreover, no known study to date has examined the moderating role of
online trust in this relationship among Generation Z consumers, despite this cohort’s distinct digital
consumption patterns and heightened exposure to information overload. This gap is notable given that
Generation Z represents a growing share of online tourism consumers, yet the mechanisms through which trust
mitigates their confusion driven postponement behaviour remain unexplored. Addressing this gap, the present
study integrates cognitive (consumer confusion) and relational (online trust) perspectives within a single
moderation model to explain decision postponement in online tourism purchasing among Generation Z. In
doing so, the study contributes to the literature by clarifying the boundary conditions under which consumer
confusion translates into decision delay and offers tourism businesses actionable insight into how trust-
building strategies can be used to counteract the negative effects of information overload on purchase
decisions.

Literature Review and Hypothesis Development

One of the most widely used approaches in explaining consumer behaviour is the Information Overload
Theory, which posits that individuals have limited cognitive capacity and that their decision-making processes
become more difficult when they are exposed to excessive amounts of information (Jacoby, Speller and Kohn,
1974). As postulated by this theory, consumers encounter a surfeit of alternative pieces of information, which
they are unable to process effectively. This, in turn, engenders an increasingly complex decision-making
process. In the marketing literature, the concept of consumer confusion has been addressed in a variety of
ways. Chauhan and Sagar (2021) define confusion as consumers’ inability to understand product attributes
during the decision-making process, whereas Dang (2020) suggests that this condition stems from insufficient
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communication and inadequate positioning strategies. In contrast, Shiu (2021) proposes a different theoretical
framework, positing confusion as a negative state involving both cognitive and emotional elements. This state,
according to Shiu (2021), is characterised by consumers’ struggles to interpret the stimuli presented by firms.

In the extant literature, consumer confusion is examined under four main dimensions: similarity, overload,
ambiguity, and over-choice (Dang, 2020; Yang et al., 2021). As Anninou and Foxall (2019) and Walsh and
Mitchell (2010) have demonstrated, similarity confusion arises when consumers encounter difficulty
distinguishing between products within the same category in terms of visual and functional attributes. The
phenomenon of overload confusion occurs when consumers are exposed to an excess of information that
exceeds their evaluative capacities (Hall-Phillips and Shah, 2017). Conflicting or unclear information and
messages can lead to a lack of trust among consumers (Chauhan and Sagar, 2021; Mathur, 2020), whereas
over-choice confusion is associated with the difficulty of making decisions due to the presence of many
alternatives (Anninou and Foxall, 2019).

These dimensions become more pronounced in online tourism purchasing processes (Sharma et al., 2023).
When seeking information about tourism products, consumers encounter similar content and packages across
different websites, which may lead to similarity confusion (Lu, Gursoy and Lu, 2016). Furthermore, the sheer
volume of information provided through online reservation systems and digital platforms engenders a state of
overload and confusion, thereby hindering consumers’ ability to evaluate available alternatives (Xue et al.,
2020). The intricate nature of websites, the low credibility they are perceived to possess, and the absence of
clarity in the information they present can further trigger ambiguity and confusion (Tu and Wu, 2019).
Furthermore, the absence of transparent and comprehensible pricing has been identified as a contributing factor
to consumers’ heightened sense of uncertainty (Thai and Yuksel, 2017). The aforementioned sources of
confusion, which have emerged in online environments, have a direct impact on consumers’ decision-making
processes (Xue et al., 2020; Shiu, 2017). The plethora of information, the presence of similar alternatives, and
the ambiguity surrounding the options available to consumers can make it challenging for them to make a
decision. The prevailing literature in this field has sought to elucidate this phenomenon through the conceptual
framework of decision postponement. Decision postponement is defined as consumers’ tendency to postpone
their decisions to a later time rather than making an immediate choice among available alternatives (Xue et al.,
2020).

As posited by Jacoby et al. (1974), the Information Overload Theory asserts that individuals encounter
challenges in decision-making when confronted with information that surpasses their cognitive capacity. This
phenomenon results in delays in the decision-making process. Furthermore, the Perceived Risk Theory posits
that consumers have a propensity to refrain from making decisions in circumstances characterised by
uncertainty (Mitchell, 1999). The information complexity and ambiguity encountered in online tourism
platforms have been demonstrated to increase consumers’ perceived risk, thereby delaying the decision-
making process (Pappas, 2017). Indeed, as indicated by the extant literature, consumer confusion has been
demonstrated to prolong decision-making time and increase decision postponement behaviour (Sharma et al.,
2023; Shiu, 2021). In line with these arguments, the following hypothesis is developed:

H1: Consumer confusion in online tourism purchasing positively affects decision postponement.

Furthermore, online trust has been identified as a pivotal factor influencing consumers’ decision-making
processes in online environments. Online trust is defined as a belief developed by consumers based on their
perceptions of the reliability, integrity, and competence of digital platforms (Gefen, 2000). The absence of
physical interaction in online contexts, in conjunction with the purchase of services without prior experience,
has been demonstrated to engender an increased perception of uncertainty among consumers, thus rendering
trust a more critical factor. Consequently, online trust is regarded as a pivotal mechanism that enables
consumers to manage uncertainty (Pavlou, 2003).

In the tourism sector, which is predicated on the provision of intangible and experience-based services,
consumers may encounter elevated levels of uncertainty and risk. This is due to the fact that, prior to purchase,
they are unable to directly experience the product (Kim, Ferrin and Rao, 2008). This phenomenon can also be
explained within the framework of Perceived Risk Theory. In this regard, factors such as information overload,
similarity, and ambiguity encountered in online tourism platforms may increase consumer confusion, thereby
elevating perceived risk (Pappas, 2017). Consequently, online trust is regarded as a means of mitigating
perceived risk and facilitating expeditious and assured decision-making among consumers. Indeed, prior
studies have demonstrated that consumers with higher levels of trust experience less hesitation and complete
their decision-making processes more quickly in online environments (Gefen et al., 2003; Kim et al., 2008).
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In this context, it is suggested that online trust may play a moderating role in the relationship between consumer
confusion and decision postponement. While the phenomenon of information overload and uncertainty has
been demonstrated to increase consumers’ tendency to delay decisions by complicating the decision-making
process, individuals with higher levels of online trust are expected to better tolerate such complex information
environments. In other words, when consumers have a high level of trust in an online environment, the impact
of confusion on the deferral of decisions is hypothesised to diminish. Consequently, the following hypothesis
is formulated. The proposed hypotheses and the research model are presented in Figure 1.

H2: In online tourism purchasing, online trust moderates the relationship between consumer confusion and
decision postponement.

Figure 1. Research model

Online Trust

H2

Decision
Postponement

Consumer

Confusion H1

Methodology
Measures

The primary data were collected through the administration of a questionnaire in order to test the effect of
consumer confusion experienced in online tourism purchasing processes on decision postponement behaviour,
as well as the role of online trust in this relationship. In this context, measurement scales that had been
previously validated and found to be reliable in the relevant literature were adopted. In order to measure
consumer confusion in online purchasing contexts, a 15-item scale developed by Sharma et al. (2023) was
utilised, which captures information, similarity, overload, and ambiguity confusion dimensions. The
measurement of decision postponement behaviour was conducted utilising a four-item scale that was
developed by Walsh, Hennig-Thurau and Mitchell (2007). Furthermore, online trust towards tourism platforms
was measured using a five-item scale developed by Kim and Park (2013). The structured items were measured
using a five-point Likert scale ranging from “1 = Strongly disagree” to “5 = Strongly agree.” Given that the
original scales were in English, a translation-back translation procedure was applied to ensure linguistic
validity. Initially, the scales were translated into Turkish, and subsequently underwent a second translation
back into English by a language expert. This process was implemented to ensure semantic equivalence and to
preserve the conceptual meaning of the items.

Sample and Procedure

The population of the present study consists of Generation Z individuals residing in Nevsehir who have prior
experience of purchasing through online tourism platforms. As the objective was to engage participants with
experience in online tourism purchasing, convenience sampling, a non-probability sampling method, was
utilised. The selection of participants was governed by two distinct inclusion criteria. Initially, participants
were required to be at least 18 years of age, a legal requirement that denotes full adulthood. Secondly,
participants were required to have at least one prior experience of booking or purchasing through online
tourism platforms. These criteria were established to ensure that participants were legally capable consumers
and to maintain compliance with ethical research principles. Following the acquisition of ethical approval from
the institution of the first author, the data collection process was initiated. Participants were informed about
the purpose and scope of the study (including the eligibility criteria), and it was emphasised that participation
was voluntary, that there were no right or wrong answers, that the data would be used solely for scientific
purposes in aggregate form, and that confidentiality and anonymity would be strictly protected. Data were
collected via online surveys between 5”(th) and 25%(th) March 2026. A total of 417 usable questionnaires were
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obtained. As the exact size of the target population was unknown, convenience sampling was considered the
most appropriate sampling method. The demographic characteristics of the sample indicate that 241
participants were female and 176 were male; 350 were single and 67 were married. With regard to age
distribution, 204 participants were between 18-20 years, 106 were 21-23 years, 69 were 24-26 years, and 38
were 27-29 years old. With respect to educational attainment, the majority of participants held an associate
degree (n = 259), while most participants (n = 265) belonged to the low-income group. Furthermore, the sample
comprised 285 students, 105 private sector employees, and 27 public sector employees.

Data Analysis

The analysis of the data was conducted utilising the SPSS, AMOS, and the PROCESS Macro software
programs. Initially, the normality of the data distribution was assessed by examining skewness and kurtosis
values. In this particular context, the range of skewness and kurtosis values was found to be between 0.303
and -1.231. The values in question fall within the 1.5 threshold, indicating that the data are normally
distributed (Tabachnick and Fidell, 2013). In order to ascertain the validity of the research, a measurement
model was constructed and examined using Confirmatory Factor Analysis (CFA). Furthermore, convergent
and discriminant validity were assessed in accordance with the criteria proposed by Fornell and Larcker (1981).
The reliability of the constructs was evaluated using Cronbach’s alpha (a)) coefficients. The hypotheses were
tested using the PROCESS Macro. In this particular context, analyses were conducted using Model 1, as
recommended by Hayes (2018) for the purpose of testing basic moderation effects. The significance of effects
was determined based on confidence interval values.

Results

Prior to the statistical analysis of the proposed model, a measurement model was established, and the construct
validity and factor structures of the variables were tested using Confirmatory Factor Analysis (CFA). In this
context, the explanatory power of observed variables on latent constructs was examined, and the model-data
fit was evaluated. The results of this analysis provide important evidence regarding the alignment of the
measurement model with the theoretical framework, and the findings are presented in Table 1.

Table 1. CFA, reliability, mean, and standard deviation values

Factor

Factors Items . C.R. o Mean S.D.
Loadings®
Cc1 .85 -
cc2 .87 24.04
CC3 .87 24.34
CC4 a7 19.58
CC5 .86 23.80
CC6 .88 24.72
ccv .84 22.80
CC8 .84 22.44
CCc9 .86 23.72
Consumer CC10 .87 23.98
Confusion (CC) CC11 85 23.32 97 2.73 .94
CC12 85 23.16
CC13 .85 23.33
CC14 .82 21.86
CC15 .80 20.76
DP1 .87 -
Decision DP2 .90 25.95
Postponement (DP) bP3 .84 22.68 .92 2.89 .94
DP4 .85 23.18
oT1 .86 -
0oT2 .81 20.18
Online Trust (OT) oT3 -85 21.93 92 3.52 81
oT4 .85 22.11
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Factors ltems Fac_tor C.R. o Mean S.D.
Loadings®
OT5 .84 21.39

Goodness of Fit (GoF) statistics for measurement model: x?=689,025, df=249, x2/df=2.767, IFI1=.956, TLI=.951,
CFI=.956, RMSEA=.065, SRMR=.034.
Note: 2 All factor loadings are significant at p<.001

In order to evaluate the measurement scales used in the study collectively, the scales were combined within a
single measurement model and CFA was conducted. The goodness-of-fit statistics obtained from the CFA
(y?/df =2.767, IF1 = .956, TL1 = .951, CFI1 = .956, RMSEA = .065, SRMR = .034) indicate an overall good
model fit (Giirbiiz, 2019). With regard to factor loadings, all items exhibited high factor loadings (minimum =
.77). These factor loadings exceed the minimum threshold of .50 recommended by Hair et al. (2014), thereby
confirming that the items adequately represent their respective constructs.

Another key aspect of the study’s validity is the assessment of convergent and discriminant validity proposed
by Fornell and Larcker (1981), and the corresponding results are presented in Table 2. The findings indicate
that all Composite Reliability (CR) values exceed the .70 threshold, all Average Variance Extracted (AVE)
values surpass the .50 threshold, and the condition CR > AVE is satisfied, thereby confirming convergent
validity. Furthermore, the square roots of the AVE values are higher than the inter-construct correlations, and
the Maximum Shared Variance (MSV) values are lower than the corresponding AVE values. This
demonstrates that discriminant validity has been established. In conclusion, the statistical results obtained
demonstrate that the requirements for convergent and discriminant validity have been fulfilled (Fornell and
Larcker, 1981). Furthermore, the Cronbach’s alpha coefficients of the scales were found to be high (minimum
=.81), thus exceeding the recommended threshold of .70 (Hair et al., 2014), thereby providing further evidence
for the reliability of the measurement instruments.

Table 2. Convergent-discriminant validity and correlations among variables

Factors CR AVE MSV CcC DP oT
Consumer Confusion (CC) 97 72 .58 .847*
Decision Postponement (DP) .92 75 .58 761 .868*
Online Trust (OT) .92 .70 11 -.334 -.236 .839*

Significance of All Correlations: p < .001
*The square root of the AVE

In order to test the hypotheses that had been developed and to validate the research model, Model 1 of the
PROCESS Macro was employed, as recommended by Hayes (2018) for moderation analysis. The results of
the analysis are presented in Table 3.

Table 3. Path coefficients of the theoretical model

95% of Confidence Intervals

Hypotheses Impacts B S.E. t LLClI ULCI
H1 CC—DP 736 .036 20.807 .000 .6670 .8062
H2 CC*OT—DP -.146 .039 -3.767 .000 -.2214 -.0696

Analyses conducted at the 95% confidence interval revealed both direct and moderating effects. In this context,
consumer confusion was found to have a significant positive effect on behaviour related to the postponement
of decisions (f =.736; CI = 95%; [LLCI = .6670, ULCI = .8062]; p <.001). This result provides support for
H1. In relation to the moderating effect, it was determined that consumers’ perceived trust in online tourism
platforms significantly moderates the relationship between consumer confusion and decision postponement (3
=-.146; Cl = 95%; [LLCI =-.2214, ULCI =-.0696]; p < .001). Consequently, H2 was also supported.
Furthermore, the model elucidated 53.7% of the variance in decision postponement behaviour (R* = .537).
This indicates that the proposed model explains a substantial proportion of the variance in decision
postponement behaviour, underscoring the combined explanatory power of consumer confusion and online
trust in this context.
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Figure 2. Slope analysis results for the moderating effect of online trust

£00 ‘ Omnbne Trust
«1.00
00
1.00
: ;
Consuner Confusion
Online Trust p P LLCI-ULCI
-1SD 871 .000 7672, 9750
0SD .697 .000 6260, 7670
+1 SD .609 .000 5182, 7002

A slope analysis was finally conducted to examine the moderating effect of online trust in greater detail. In
this context, the impact of consumer confusion on decision postponement behaviour was assessed at low (-1),
medium (0), and high (1) levels of online trust, and the corresponding graphical representation and statistical
values are presented in Figure 2. The findings suggest that the impact of consumer uncertainty on the deferral
of decisions varies according to varying degrees of online trust. Specifically, when online trust is low, the
effect is .871 (p < .001); at a moderate level of trust, it is .697 (p <.001); and when trust is high, it decreases
t0 .609 (p < .001). The findings demonstrate that as online trust increases, the effect of consumer confusion on
decision postponement weakens.

Conclusion and Discussion

The present study examined the effect of consumer confusion on decision postponement in online tourism
purchasing processes, and the moderating role of online trust in this relationship. The findings reveal that
consumer confusion exerts a significant and positive effect on decision postponement, thereby confirming H1.
This result aligns with previous studies suggesting that consumers often postpone their decision-making
processes when confronted with substantial information overload, analogous alternatives, and ambiguity
(Sharma et al., 2023; Shiu, 2021). From the perspective of Information Overload Theory, this finding is also
theoretically justified: given the limited cognitive capacity of individuals, exposure to excessive amounts of
information can impede decision-making processes and frequently result in choices being postponed.

A further key conclusion of the study is that online trust plays a significant moderating role in the relationship
between consumer confusion and decision postponement, confirming H2; as the level of online trust rises, the
impact of consumer confusion on decision postponement diminishes. This finding is consistent with the extant
literature suggesting that online trust reduces uncertainty and facilitates the decision-making process (Gefen,
2000; Pavlou, 2003). This outcome can also be interpreted within the framework of Perceived Risk Theory:
consumers who exhibit higher levels of trust in online environments tend to perceive lower levels of
uncertainty and risk, which in turn enables them to make faster and more decisive choices, even in complex
information settings. This finding is consistent with Kim et al. (2008), who demonstrated the facilitating role
of trust in online purchasing decision-making processes. It is worth noting, however, that much of the earlier
literature on online trust, including Gefen (2000) and Pavlou (2003), has primarily conceptualized trust as a
direct antecedent of purchase intention or acceptance of e-commerce, rather than as a mechanism that shapes
the strength of other cognitive processes. By demonstrating that trust moderates the confusion postponement
relationship, the present study extends this line of research from a direct effects perspective toward a more
process-oriented understanding of how trust operates under conditions of high cognitive load. Notably, this
result also extends the work of Sharma et al. (2023), who examined decision postponement in the same online
tourism context but identified self-efficacy rather than trust as the relevant boundary condition, with confusion
levels varying primarily by demographic factors such as education and gender. In contrast, An et al. (2026)
found that not all contextual factors moderate the confusion-postponement relationship; specifically, time
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pressure showed no significant moderating effect. Taken together, these comparisons suggest that relational
factors such as trust may function as more robust moderators of decision postponement than situational
pressures, underscoring the distinct explanatory value of a trust-based approach.

The findings obtained specifically for Generation Z lead to a further notable conclusion. Despite being raised
in close proximity to digital technologies and utilizing online platforms extensively, this generation continues
to grapple with cognitive overload stemming from the deluge of information and a plethora of alternatives,
which subsequently prompts the behaviour of deferring decisions. This finding is consistent with previous
studies suggesting that, despite their digital nativity and active engagement in online environments, Generation
Z consumers do not always make rational or fast decisions (Song, 2021; Baser and Kantarcioglu, 2022).
Whereas Song (2021) primarily attributes this tendency to impulsive rational tension in word-of-mouth driven
purchases, the present findings point to a more foundational cognitive mechanism: information and choice
overload itself-suggesting that Generation Z’s vulnerability to postponement may stem less from purchase
motivation and more from the sheer volume of alternatives they must process. Consequently, digital
competence does not necessarily guarantee ease of decision-making; in some cases, it may even serve to
accentuate the complexity of information.

Taken together, these conclusions indicate that online tourism purchasing processes are not only related to
access to information but are also closely shaped by how this information is perceived and how it is filtered
through trust. This underscores the significance of a holistic approach that incorporates cognitive (consumer
confusion) and relational (trust) factors to elucidate consumer behaviour and provides a comprehensive
perspective on the digital tourism literature with significant implications for future research.

Theoretical Contribution

This study offers three main theoretical contributions. First, it addresses a notable gap in the literature by
examining the relationship between consumer confusion and decision postponement within a digital tourism
context a setting characterized by experiential and intangible services that has received limited empirical
attention compared to general consumption settings. Second, the study extends existing models by
conceptualizing online trust not merely as a direct antecedent but as a moderating mechanism; the findings,
which show that trust functions to weaken the effects of cognitive complexity on decision-making, can be
interpreted through the lens of Information Overload Theory and Perceived Risk Theory, offering a more
holistic theoretical account of this process. Third, by focusing on a Generation Z sample, the study challenges
the prevailing assumption that this cohort’s digital fluency guarantees fast, confident decision-making,
demonstrating instead that Generation Z consumers remain susceptible to decision postponement when faced
with excessive information and alternatives.

Practical Contribution

The findings offer three key implications for tourism businesses and online platform managers. First, given
the strong link between consumer confusion and decision postponement, reducing information complexity
should be a strategic priority through simplified content, improved filtering, personalized recommendations,
and clearer comparison tools among alternatives. Second, because online trust weakens this effect, businesses
should invest in trust-building measures such as website security, transparent pricing, verified user reviews,
and certifications; this is especially critical in tourism, where high pre-purchase uncertainty makes trust a key
source of competitive advantage. Third, platforms targeting Generation Z should go beyond mere digital
presence, offering user-friendly interfaces and decision-facilitating content, since simplicity and trust-
enhancing elements together are more likely to improve conversion among this cohort.

Limitations and Suggestions for Future Research

The present study is subject to several limitations. Firstly, the present study is confined to Generation Z
individuals residing in Nevsehir. This may restrict the generalizability of the findings. It is recommended that
future research endeavours seek to address this limitation by collecting data from a range of cities, cultural
contexts, and age groups. This would allow for a more comprehensive examination of whether the results vary
across different populations. Furthermore, the cross-sectional design of the study precludes the observation of
relationships between variables over time. Consequently, subsequent studies may benefit from the
implementation of longitudinal research methodologies, with the objective of elucidating the evolution of
consumer behaviours over time. Additionally, as the data were collected through a self-reported, single-source
guestionnaire administered at a single point in time, the study may be subject to common method bias. Future
research could address this concern by employing time-lagged or multi-source data collection designs.
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Furthermore, the present study focuses exclusively on the moderating role of online trust. It is recommended
that future research incorporate additional variables, such as perceived risk, brand loyalty, experience quality,
or digital literacy, to obtain more comprehensive insights. Moreover, although the consumer confusion scale
employed in this study captures four distinct dimensions: information, similarity, overload, and ambiguity
confusion these dimensions were examined as a unidimensional construct in the present analysis. Future
studies may benefit from investigating these dimensions separately to identify which specific type of confusion
is most strongly associated with decision postponement. Finally, the study considers general online tourism
platforms. It is suggested that future researchers direct their attention towards more specific contexts, including
but not limited to hotel booking websites, flight platforms and mobile applications. The objective of doing so
would be to conduct more in-depth analyses.

Etik Beyan: Bu calismada kullanilan lgek i¢in Nevsehir Hac1 Bektas Veli Universitesi Etik Kurulu’ndan
27/02/2026 tarihli ve 2026/05 nolu toplantisinda 30 sira say1li karari ile izin alinmustir. Aksi bir durumun tespiti
halinde Journal of Gastronomy Hospitality and Travel (JOGHAT) Dergisinin hi¢bir sorumlulugu olmayip, tim
sorumluluk ¢aligmanin yazar (lar) ina aittir.

Yazar Katki Beyani: 1. Yazarin katki oran1 %50, 2. Yazarin katki orani ise %50°dir.
Cikar Beyami: Yazarlar arasinda ¢ikar ¢atismasi yoktur.
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