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ABSTRACT

The internet and advancement of information technology have radically altered the
ways consumers perform many everyday activities and brought about changes to the
workings of the travel industry in terms of the provision of services. Along with this
paradigm shift is the changing consumer purchasing habits when it comes to buying

their airline tickets. Consumers now have the option of buying online.

Design/methodology/approach/findings- This cross sectional study undertaken to
examine the casual relationships between the various constructs. Data collection was
through questionnaire survey. Conceptual Model incorporated the Theory of
reasoned action (TRA), Theory of planhed behaviour (TPB) and Technology
acceptance model (TAM) and Intuition to examine causal relationships between the
independent variables and dependent variables and for hypotheses testing. Current
study found amongst others, constructs such as control, convenience, price, trust,
security and the new construct, value for money had no impact on consumers’
attitude and intention but PU and PEOU are still significant and subject norms,
education and income levels have significant impact on consumers’ attitude and

intention and that behavioural control affects the intention of consumers.

Limitations of research and directions for future research- Limitations included;
not considering factors that may influence consumers and business such as pandemic
diseases and terrorism threats. Incorporating two constructs of basic TAM might
have some drawbacks, and issues associated with choice of location for conducting

the questionnaire surveys.

Keywords - Online airline ticketing, Theory of reasoned action, Theory of planned

behaviour, Technology acceptance model, Intuition, Attitude, Intention
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CHAPTER 1

1.0 INTRODUCTION
1.1 Introduction

This chapter provides an overview of the study background, statement of problem,
research questions, significance of the study, limitations of the research, brief
description on the following four chapters, definition of key terms in this study and a

brief summary.
- Background to the Study

The development and advancement of the information technology and with the
 increased adoption of the internet as a communication tool allowing the wider reach
. of the consumers to go online directly or indirectly for and travel needs have
attributed to this phenomenon(Bobbitt and Dabholkar,2001). As technology
continues to advance and airlines and travel agencies are able to offer more self-
service options to consumers, this current study a&empts to examine what are the

factors influencing consumers’ attitude and intention toward online ticketing.

- The current research undertaken and entitled “Factors affecting consumers’ attitude
~and intention toward online airline ticketing” was arrived at after a lengthy literature

survey and much discussion with my supervisor and some subject experts

mpared to other mode of travel such as rails or coaches have heightened the

iportance air travels in the tourism and travel industry.



According to the business report in The Atlantic Monthly Group (2013), in 1965, no
more than 20 percent of Americans had ever flown in an airplane but by 2000, 50
percent of the country took at least one round-trip flight a year. The average was two
round-trip tickets. It also reported that the number of air passengers had tripled

between the 1970s and 2011. This also underlines the importance of the travel and

tourism industry.

However, the travel and tourism industry is also faced with a shrinking market. This
was further compounded by the deregulation of airline market and emergence of the
_ low-cost carriers (LCCs) in the late 1990s which target at p.rice-sensitive customer
and involved in offering lower fares online (Muthitacharoen et.al.,2006; Alamdari

and Mason,2006). The per-mile cost of flying has dropped by almost 50 percent

since 1978,

Along with the phenomena is paradigm shift in the changing consumers’ purchasing
habits when it comes to buying their airline tickets. Consumers can bypass the
service providers; travel agencies who used to pr(;vide the services of, bookings,
issuance of tickets and collection of payments. Understanding the related factors
affecting consumers’ attitude and intention also forms part of the main thrusts of the
dy. This is because predicting attitudes is the most important concern for most
people who are concerned with consumer behaviour (Petty et. al., 1991). Attitude
concept can be used to explain customers’ action since attitude is a behavioural

position ( Wen, 1, 2009).

According to Allport’s (1935) statement that attitude is the single most indispensable

Struct in social psychology remains relevant today. Consumers’ attitudes are

dly changing in particular, in using self-service such as e-ticketing ( Bobbitt &



Dabholkar,2001). The question, why consumers engage in the behaviours they do,

forms one of the thrusts of this study.

Internet users are not homogeneous and thus questions in the questionnaire would
include aspects of the respondents that will shed light on the internet usage history
and explain why the respondents adopt or do not adopt online ticketing but not
accounted in the conceptual model. The respondent needs only to circle the number
that best describes his/her answer and will be accounted in the descriptive statistics.
Similarly, the respondents were asked to tick the relevant box which best indicates

his/her answer to the questions on type of air traveller and opinion of his/her

~ experience on online airline ticketing.

' The internet originated from the military network ARPANet, which was introduced
by the US Department of Defence in 1969 (Law, 2000). With the removal of the
requirement of the need for official support beé obtained to join the internet, the -
- computer services and users form private firms as well as individuals using the
internet have been growing at an exponential rate. ‘The rapid global growth of the
net users provides a promising future for e-commerce. According to a study
from the International Data Corp (IDC), more than 600 million people accessed the

net globally by the end of 2002 and spent more than US $1 trillion buying goods

and services online (Straits Times, 2002).

As a result of the development, the face of the travel industry has undergone
ificant changes over the past decade. Much of these changes are attributed to
elopments in the information technology, services and applications coupled with
increasing competitive environment. The various sections in the travel industry

fected; the airlines as suppliers, travel agencies as service providers, and the



consumers of such services i.e. the travellers, with the changes to the global
distribution channels brought about by the generalised use of the internet and

ed information and communication technologies.

There are positive impacts on the travel industry such as improvement in the
tribution channels (Carroll and Siguaw, 2003) and disintermediation (Buick,

). But there are also negative impacts on ‘the industry such as price
nsparency (O’Connor and Frew, 2004) and reduced customer loyalty (O’Connor

d Frew, 2004).

deregulation of the airline market and the emergence of the low-cost carriers
Cs) have boosted the increase in the.number of airline websites (Harrison and
nstra,2008; Buhalis,2004). The LCCs introduced aggressive low-fare policies
among other factors, on online booking systems that avoided intermediary
agencies and their commissions (Francis etal,2004; Barret,2004;
kes,2006; Papatheodorou and Lei,2006). Prior deregulation, airline costs
> not a focus for competitive advantage sincé increases were transferred to
gers (Barrett, 2004). Thig strategy could however, could not be sustained and
d with the deregulation and ‘price war’ brought about by the presence of
(Chi and Ko00,2000; Mantin and Ko00,2009), the Internet has favoured
ion as it allowed consumers to identify fare differences quickly and

ly (Chen,2006).

Ng with this paradigm shift, is the changing consumer purchasing habits when it
es to buying airline tickets. Now they have the ready option of buying online
r than through the traditional travel agencies which invariably perform the

for the consumers such bookings, issuance of tickets and collecting



yments on behalf of the airlines. This trend has been of interest to researchers
uding Lewis et.al., (1998), Manzano, Jose, 1. Castillo et.al., (2010). According to

Yoon et.al., (2006), the future of travel agencies might be uncertain.

This area of interest has drawn the researcher to find out and to understand the

derlying factors that affect consumers’ attitude and intention toward online airline

keting.

any of the influences or pull factors on consumers to go online airline ticketing
edded in the conceptual model were derived from the first phase of the research
lving qualitative phase. Semi-structured interviews were conducted by the

archer with fifteen respondents as suggested by Ajzen and Fishbein (1980).

selected variables from the interviews and presented in the conceptual model
nded; independent variables such as convenience, price, security, trust and
ioural control. However, the speed of trans.action was one of the attractions of
eting listed as a pull factor but later found to be a push factor for the consumers
the responses given in the questionnaire survey conducted on a larger
ation. Contrary to aspect of convenience, price, control, there were push factors
“in the returned questionnaire which included aspects of log-in problems,
oblems with lines and internet connection, hidden costs, speed of internet slow and

0 repurchase ticket if session expired or cut off.

consumers facing these issues, travel agents could still have a role to play in the
industry. But they need to be able to address these pressing problems and
: faced by consumers. Through repositioning and adopting technology in their

ns like creating interactive websites and advertisements on the net to reach



re consumers instead of the traditional routines of waiting for walk-in customers

d mediate the problems.

nowing factors affecting consumers’ attitude and intention toward online airline
eting will aid the survival of travel agencies as attitude and intention will lead to
aviour and action of actual purchase. It is recognized that attitudes and intentions
' consumers cannot be underestimated as these influence decision-making.
strong & Kotler (2000) state that attitudes put people into a frame of mind for

ing or disliking things, for moving toward or away from them.

Statement of Problem

the literature reviews carried out, and following discussions with my
isor and consultation with some subject experts, the following issues have |

2en identified:

A gap in knowledge has been identified througl; review of literature undertaken.
far, little literature is avai}able or written on this area of interest particularly on
affecting consumers’ attitude and intention toward online airline ticketing.
e attitude is found to the best predictor of behaviour, through knowing the
of consumers, one is able to predict their behaviour. In this way, it is hoped
e is also able to understand better the influencing factors on consumers. It is
the findings could be helpful to marketers in the travel industry to come out
more viable, timely and appropriate marketing strategies. Attitude as a
I disposition could be used to explain consumers’ actions ( Wen, 1. 2009).
.‘"thﬁm"y of planned behavior proposes three conceptual and independent

ts of intention. Of these three determinants, attitude has been tested and

6



= med as the most significant determinant that has also significant influence on
ners’ intention and behavior in various studies. (Wen, 1. 2009).  Petty eral.,
1991) cited predicting how attitudes affect consumer behaviour is the most
1 _’m concern for most people interested in consumer behavior. According to
rt’s (1935) statement, attitude is the single most indispensable construct in
psychology remains relevant today. In combination, attitude toward the
jour, subjective norm and perception of behavioural control lead to the
ion of a behavioural intention. Researchers like Evans, et.al, (1996), Njite &

(2005) : Shim & Drake (1990) found attitudes are more predictive of behavior.

Examine what are the factors that affect consumers’ attitude and intention toward

ne airline ticketing.

and Todd (1995) cited that attitude; to be predictors of information
ology usage intention. Shim et.al, (2001) also shared the same views. Shim
, (2001) found that consumer attitudes towards internet shopping were important
ing internet purchasing intentions. Empirical studies on e-commerce done
chers; including Pavlou (2002), Hung et.al., (2003) lent support to the views
mer’s attitude toward using online services is a predictor of his/her

al intention.

uestions on demographic profiles of respondents were in the questionnaire
as not accounted for in the model such as type of traveller, purchasing
opinion of these respondents. There are many studies done and centred on
~ behaviour, the current study will attempt to examine some of the

nd these have been incorporated them in the conceptual model as in Figure



. The semi-structured interviews with fifteen respondents were conducted in
ccordance with the procedures suggested by Ajzen and Fishbein (1980) at the initial
2oe of the study by the researcher. Transcript of these interviews could be viewed
, Appendix B. Four salient behavioural beliefs and three referents of the

snondents were selected for inclusion in the final version of questionnaire and the

eptual model.

Hartwick and Barki (1994) studied the adoption of information technology under
stitutional circumstances and noted a direct influence of social norms (SN) on
havioural intentions. Taylor and Todd (1995) in their study of information
chnology usage of 786 potential users of a computer resource centre found SN to

ificant factor. Yu and Wu (2007) in their study also asserted in their findings

t SN is positively related to the intention to shop online.

‘A need to develop a conceptual model of causality and supported with the
theoretical framework. The objective is to understand these relationships
low hypothesis testing for each of these relationships. The current study
ated the attitudinal theories to develop the theoretical framework; Theory
asoned action and its extended theory, the Theory of planned behavior
n and Ajzen, 2010) and Technology acceptance model (Davis,1989) to
~consumers’ attitude and intention better. In addition, the aspect of
n advocated by Loewenstein (2007) and the perspective of information

justified for the need to incorporate another variable into the

otual model to reflect these considerations.



