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ABSTRACT 
 

Date:   June 2, 2009  

Programme:  MIMA – International Marketing 

Course:  EF0705 Master Thesis 

Authors: Sutanita Thavornchak, Waritthar Taratanaphol 

Tutor:   Joakim Netz 

Title: Factors influencing online purchase intention: Domestic Airline E-ticket in 

Thailand 

Introduction:  Internet has become one of the most powerful tools to enhance the 

performance in every industry and business, including travel and tourism 

industry as well.  The industry has been dramatically changed by the internet 

in form of information search, trip planner, particularly the introduction of a 

new online reservation system, an electronic ticket (E-ticket). Moreover, 

there currently is an attempt of the International Air Transport Association 

(IATA) to change all 240 airlines around the world into this E-ticket system. 

About the e-ticket system in Thailand, many airlines have already adopted 

this system and tried to introduce it to their customers. However, the statistic 

was shown that only 24% of the internet user has experienced with it, which 

is pretty low comparing to some other countries. Consequently, the airlines 

have been trying to improve and enhance their systems in order to 

encourage the customers to purchase the electronic ticket.  

Problem:  “What are the factors that influence intention to make an online purchase of 

airline e-ticket?”  

Purpose:  The purpose of this research is to explore the factors influencing the 

intention to purchase the domestic airline e-ticket in Thailand, and also to 

investigate whether there are any differences between e-ticket adopters and 

non-adopters. 

Method:  The research is based on quantitative research by using online self-

administered survey. The list of respondents was from two travel agencies in 

Thailand. The questionnaires were sent out to 350 respondents and a total of 

253 usable respondents were collected in this research. The questionnaires 

were designed based on Technology Acceptance Model (TAM). The model 

comprises of Perceived Usefulness (PU) and Perceived Ease of use (PEOU). In 

addition, the theory of Perceived Risk (PR) is also added to be the third 

construct in the model.  
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Conclusion:  The findings indicate that the all three constructs have different impacts on 

intention to purchase of e-ticket adopter and e-ticket non adopter. Perceived 

Usefulness (PU) is the only construct that influences e-ticket adopter while all 

three construct have significant impact on future intention to purchase of e-

ticket non adopter. Convenience factor tends to be the most important one 

in Perceived Ease of Use (PEOU) for e-ticket non adopter whereas product 

information and accessibility is more important to e-ticket adopter in 

Perceived Usefulness (PU). Security and privacy are the major concern in 

Perceived Risk (PR) when buying e-ticket. However, there are additional 

factors which affect the future intention to purchase exclude from the three 

constructs studied. 
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CHAPTER 1  

INTRODUCTION 

 

1. Introduction 

This chapter represents the current status and the future trend of airline electronic ticket    (E-ticket). 

Subsequently, the problem statement and research question of the study are shown in this chapter. 

 

1.1 Background and the future trend 

In today world’s business, internet has become one of the most powerful tools as it can 

enhance the performance in existing business and boost sale both local and global. Internet offers 

many advantages for example it can reduce cost of supply chain, help in reaching the new potential 

customers in new market or it creates the unlimited virtual store spaces comparing to the traditional 

store (Teo and Yeong, 2003). Internet is widely used throughout the world as a main channel of 

communication. Not only internet is good in term of communication, but also in term of business or 

commercial as well. As the rising power of internet in today’s world, the new trends to operate 

business are introduced, which called E-Commerce, E-Marketing and E-Business. From the survey of 

Nielsen Company (2008a), it is indicated that 85% of world’s online population used internet to 

make an online purchase which is 40% increasing from the past two years. This is due to the fact that 

online shopping becomes safer and more convenience these days. This survey was conducted during 

October-November 2007 and it represented the internet users (age more than 15 years) in 48 

markets from Europe, North America, Asia Pacific and Middle East. 

From the study of Lohse and Spiller (1999, as cited in Monsuwé et al., 2004), they studied 

and compared the characteristics of traditional shopping and online shopping. They additionally 

indicated that online shopping has numerous advantages in both terms of retailer and consumer 

aspects, and it seems to be fitter and more proper with the today’s world where people has less 

time but requiring more information in their decision making.  

In these recent years while the internet has been continually grown up, travel and tourism 

industry has rapidly expanded as well. The industry has been transformed by IT as it plays an 

important role of information search and trip planner. One of the significant evidences is the 

introduction of electronic ticket, which has changed the reservation system and it resulted in cutting 

commission since 1988 (Turban et al., 2002). This IT development enables the travel supplier, an 

airline company in this case, to contact directly with the customers and to reduce the transaction 

cost occurred with the travel agencies (Heung, 2003). For instance, Ryan-air has no longer paid any 

commissions to travel agencies and now takes care most of their bookings through telephone and 

website itself (The Economist, 2008b). According to the Economist (2008b), even though the online 

travel industry was emerged not over than 10 years but the internet has marked a great impact on 

this business. There were more trips being booked over the internet since online users have become 

more and more accustomed to this new online reservation system and also it is a cheaper way. 

Consequently, the airline companies, who operate these online systems, have been trying to 

improve their website by offering more relevant services and make its system easier to use for the 
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customers. Nowadays, the customers are able to check in and choose the seat online, at the same 

time; they also can find other services in the website such as the hotel reservation or car rental. 

From the survey of Neilson Company (2008a) showed that 24% of online shoppers globally had 

purchased airline tickets. Moreover, in some specific countries such as India, Ireland and United 

Arabs Emirate, there are more than 60% of online shoppers purchasing the e-ticket. However, the 

using trend of e-ticket is gaining more popularity due to the attempts of the International Air 

Transport Association (IATA) to change all 240 airlines into this e-ticket system (The Economist, 

2008a). 

1.2 The Current situation of E-ticket in Thailand 

Thailand has 6 major airports which are located in different part of the country. The two 

airports with highest traffic are in Bangkok. The airports handled more than 58 million passengers in 

fiscal year 2007 and 21 million passengers came from the domestic flight. The passengers from the 

domestic flight increase 3.11% from year 2006 and this trend showed the rising in passengers travel 

within the country by air (AOT, 2009). 

In Thailand, there are many attempts to encourage customers to purchase airline e-ticket. 

According to the survey of Neilson Company (2008b) in 2007 which conducted among Thai internet 

users stated that 61% of Thai internet users claimed that they have shopped online. This 

represented the growth of 27% from the previous survey in 2005. Moreover, the survey also 

indicated that DVDs/Games is the most popular item among Thai internet shoppers, followed by 

Books (30%), Computer Hardware (27%), Airline Ticket/ Reservations and Cosmetics / Nutrition 

Suppliers (same 24%) and Clothing /Accessories/Shoes (23%). The reasons of this significant growth 

in online shopping were the increasing of internet penetration, the well-developed of commercial 

sites with wide-range of products and services, and the improvement in security and logistic 

(ACNeilson Company, 2008b). 

The airlines in Thailand have tried to introduce the e-ticket to customers. For instance, Thai 

Airways, the national carriers of Thailand, has introduced the Royal e-service since 2003. This Royal 

e-service has brought the great conveniences to the passengers since they are able to choose their 

preferred flights, make seat reservations, issue the tickets and make and online check-in in the 

website by themselves (Thai Airways International Plc., 2009). The e-service also helps reducing the 

workload of their agents and allows customers to use the powerful reservation system (Koomsub, 

n.d.). Furthermore, Nok air, one of the low cost domestic airlines in Thailand, offered the new 

payment channels for its e-ticket customers, for instance; by credit card via the internet, by charge 

card/ATM card via the cash machine, or by cash via the counter services at the convenience stores 

like 7-eleven (Nok Air, 2009). This showed the efforts of the airline to encourage customers to 

purchase the electronic ticket. 

There are several researches that studied about the internet user’s intention to purchase 

products and services online (Hueng, 2003; Suki, 2005; Jathuravith et al, 2007; Safavi, 2007). 

However, the researches in Thailand are mostly conducted about the consumer behaviour in 

general, and there is a limitation in an empirical explanation about the driving factors of online 

shoppers in purchasing particular products or services (Leelayouthayotin, 2004). Hence, this 

research attempts to investigate the factors affecting the usage of airline e-ticket in Thailand. 
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1.3 Problem Statement 

As the statistics indicated that the percentage of Thai internet users purchasing the airline e-

ticket was nearly the same as the global percentage at 24% which is pretty low comparing to some 

other countries as mentioned earlier. In addition, from the previous studies regarding online 

shopping as well as e-ticket, it raises us the question about the influencing factors towards the 

customer’s intention to purchase an airline e-ticket. Therefore, research question is formulated as 

follows:  

 

“What are the factors that influence intention to make an online purchase of airline e-

ticket?”  

 

The strategic question is to provide a better understanding about the influencing factors 

towards the customer’s intention to purchase an airline e-ticket in Thailand.  

 

1.4 Related Researches 

The researchers have been studied relevant researches about the intention of customer to 

purchase e-ticket and the using services online. To give the clear idea about the topic that we are 

going to study, the similarities and differences of the previous studies have been concluded as 

follows;
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Table 1 : Summary of related literatures on intention towards online shopping 

No. Author/Theory Research design/data 

collection and sample 

frame 

Sample size and response 

rate 

Result of the study Limitation 

1 Athiyaman(2002) 

Internet users' 

intention to purchase 

air travel online: the 

empirical 

investigation 

Descriptive survey 149 graduated students in 

Australia who have not 

purchase over internet.  

84% completed 

-The security concern avoided customer to purchase 

air ticket online. 

- It is suggest that marketer should focus on 

advertising strategy which associated with features 

such as time-saving method of purchase.  

- Money saving purpose could be one way to change 

attitude of customer. 

- The benefit and the unique features of purchasing 

ticket online should be emphasized. 

- The result showed that internet users with better 

education such as university or post-graduated were 

more likely to purchase ticket online that non-users 

with lower education. 

  

2 Suki(2005) 

Motivation and 

Concern Factors for 

Internet Shopping : A 

Malaysian Perspective 

Questionnaire 

Distribution,  

Random Sampling 

579 respondents in Malaysia - There are seven important motivation factors 

towards internet shopping; accessibility, reliability, 

convenience, distribution, socialization, search ability, 

and availability. 

- The most important factor is accessibility. 

- There are eight important concern factors towards 

internet shopping; privacy, reluctance to change, 

quality, security, trust, connection 

speed, payment and non-disclosure of complete 

product information. 

- Privacy is the most impeding factor to shopping 

- The majority of the 

respondents used 

the Internet to browse or 

search rather than actually 

purchase something. 
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online. 
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Khokhar et al.(2007) 

Antecedents to E-

ticketing  

Consumer's attitude 

towards 

environmental 

variables & Perceived 

Risks in buying Air 

Tickets online 

 

Primarily descriptive 

and  

exploratory in some 

aspects, 

10 cases of in-depth 

interview, 

Representative 

Samples 

 

10 interviewees of  

Students in Sweden  

who have experiences in E-

ticket purchasing 

 

- There are many of the environmental variables and 

perceived risk associated with e-ticket purchasing and 

these have an impact towards their purchasing 

behaviour. 

- The differences between online and offline shopping 

environment are convenience, impersonal aspect, 

navigation and information search. 

- However, there are low perceived risks in term of 

privacy, security, and any other aspects. 

  

4 Sulaiman et al.(2008) 

E-Ticketing as a new 

way of buying tickets: 

Malaysian Perceptions 

Questionnaire 

Distribution, 

Convenience Sampling 

Adults/Internet Users  

18-55 yrs old in Kuala Lumpur 

500 respondents 

58% completed 

- 56.4% used e-ticket while 43.6% did not. 

- The two main motivation factors are ease of use and 

convenience. 

- The biggest barrier of e-ticket is a lacking of 

confidence and trust (including security and privacy 

concern) 

- Majority of the 

respondents are hihgly 

educated and have high 

income status. These create 

a bias and constrain in the 

collecting data.  
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5 Heung (2003) 

Internet usage by 

international 

travelers : reasons and 

barriers 

Descriptive using face 

to face interview : 

Random Travelers  

1,150 international travelers 

at Hong Kong International 

Airport 

96% completed 

- The travelers who purchased ticket online mainly 

from western countries whereas non-internet user 

mainly came from Asia. 

- The reason for using internet as a tool for booking 

ticket online were as follows:  

1. I can use the Internet anytime convenience to me. 

2. Using the internet saves me time. 

3. Better service quality can be obtained. 

- Security concern and Prefer other service are the 

two main reasons discourage travelers from buying 

ticket online. 

- Marketer should address more advantage from 

purchasing online on order to capture potential 

customers. 

- The survey took place in 

specific place (Hong Kong) 

and specific time. 

- About 70% were non-

internet users at the time of 

study. 

Source: Developed for the study
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 From the related research presented in table 1, the researches study about many aspects 

related to an online shopping including the influencing factors towards consumer’s decision making 

in online purchasing. The study of Heung (2003) argued that most of the travelers, who made an 

online purchase of airline e-ticket, were from western-countries with high incomes and high 

educated. In addition, there is an evidence supported the study of Heung (2003) that 43.6% of the 

internet users in Malaysia have not purchased the airline e-ticket (Sulaiman et al., 2008).  In the 

relevant studies, it is stated that the barriers of purchasing airline e-ticket were mostly from the 

concerns in security and privacy while the benefits of convenience, accessibility and time saving 

were dominant. (Athiyaman, 2002; Suki 2005; Sulaiman, 2008 and Heung, 2008) However, the study 

of Khokhar et al. (2007) conducted in Sweden conversely showed that there were low perceived 

risks in privacy, security and other concerns.  

 The previous studies also indicated that non-western countries have the lower rate in 

internet shopping comparing to western countries and people are strongly concerned about the 

security of payment. Nevertheless, there is none of empirical studies about the influencing factors 

towards an airline e-ticket purchasing in Thailand. In our opinion, the study of Suki (2005) about the 

motivation and concern factors in internet shopping (Malaysian case) cover all the factors 

mentioned in other studies. Therefore, we mainly apply the factors and the attributes from the 

study of Suki (2005) in this study as listed below;  

Motivation factors: accessibility, reliability, convenience, distribution, socialization, search ability, 

and availability. 

Concern factors: privacy, reluctance to change, quality, security, trust, connection speed, payment, 

and non-disclosure of complete information. 

As a result, these factors will be used to develop the conceptual framework based on the 

relevant literatures and test the hypotheses which are presented in the next chapter.  

 

1.5 Definition 

The key term that used throughout the research can be defined as follows; 

The internet: “This term is used to describe computer networks capable of providing virtually instant 

access, organizing, communicating information and supporting transactions. The Internet is an 

efficient medium helping companies to interact and craft messages and marketing activities on 

actual consumer responses 24 hours a day, 7 days a week, throughout world time zones”  (Li & Grey 

2000; Waldo 2000; Levy 1996; Wilcox 1999; Berthon, Pitt & Watson 1996; Henrichs 1995 cited in 

Leelayouthayotin , 2004, p.10 ). 

E-ticket (Electronic ticket): The combination process of the issue and delivery of ticket into a single 

operation which reduce cost of printing paper ticket (Sulaiman et al 2008). In this study it is refer to 

the domestic airline ticket that can be purchasing online through the internet. 

Internet users: This term is to describe current internet users that have been logged on to the 

internet within 12 months (Leelayouthayotin, 2004). 
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1.6 Purpose 

The purpose of this study is to explore the influencing factors towards consumer’s intention 

to purchase a domestic airline e-ticket in Thailand. This could help us to understand which factors 

are the most important in their decision making or which factors are mostly concerned by them. We 

emphasize these factors because they seem to have strong influences towards consumer’s intention 

to purchase. Moreover, these factors can be developed by the companies themselves, so the 

companies could study and understand the consumption behaviour of the internet shoppers in order 

to improve and increase their online sales. We also realize the importance of these factors by 

ourselves, as we also are an internet user as well. This study will be conducted through the internet 

users both who have bought and who have never bought an airline e-ticket, thus we could find out 

whether there are any differences between these two groups.  

 

1.7 Target Audiences 

The outcome of the study can be beneficial to airline companies, travel agencies, hotels and 

marketers in the travel and tourism industry in formulating the marketing strategy to fully exploit 

the new channel. Moreover, it can benefit to those companies or investors who are looking for a 

new channel of investment in an online market because they can adapt or apply from what we have 

studied. Additionally, this study can also benefit for the companies, who use the internet as another 

work channel such as commercial banks or advertising agencies, to improve their services, as they 

can understand what factors are influenced to consumer’s decision making. It also includes the 

companies whose works are related to the travel and tourism industry as well since they can acquire 

some information from the study. 

 

1.8 Delimitations of scope of research 

Due to the limited time of the study, a number of the delimitations of scope of research had 

been set. Firstly, the research was delimited to only Thai citizen who are currently internet users. 

There are several studies on consumer’s intention in purchasing online in many countries such as; 

the United States (McGinley, 2003), the Netherlands (Monsuwé et al, 2004), Sweden (Kazmi and 

Rahman, 2007) , Iran (Safavi, 2007) , Malaysia ( Suki 2005, Sulaiman et al., 2008) and Thailand 

(Chanaka, 2004; Leelayouthayotin, 2004; and Jaturavith et al., 2007). However, there is no empirical 

investigation of this topic have been conducted in Thailand. Secondly, the sample frames used in this 

study are the internet users who live in Bangkok, the capital city of Thailand. Any result from the 

study should be preceded with exercise caution in particular when wanting to refer to the 

population of Thailand. Thirdly, the study concentrates only on the internet user’s intention to 

purchase online domestic airline e-tickets. Lastly, the factors in conceptual framework are developed 

based on the result of previous studies together with the combination of many theories related to IT 

and internet shopping, so that there might be some other factors which are not included here or not 

mentioned in any literatures. However, we are confident that we have given the overview of the 

relevant factors in this context. 
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1.9 Outline of Thesis 

 

 

 

 

 

 

 

This study is divided into five chapters. Chapter one initially starts with background 

information as the status of online shopping and its future trend as well as the current situation of e-

ticket in Thailand, and then moves on to a problem statement with a research question, related 

research, purpose, target audiences, definition and lastly ends with the delimitation of scope of 

research. Then chapter two consists of 2 parts; the first part of theoretical review provides 

information of previous studies relevant to the topic of this thesis, and the second part is the 

conceptual framework adapted to be used with this study. Chapter three is the methodology part 

described how the research was conducted. Subsequently, Chapter four presents the collected 

empirical data or findings together with data analysis. We combine these two sections together in 

order to make it easier for the readers to follow and refer the analysis to the statistical result.  Lastly 

chapter five contains the discussion, the conclusion given in relation to a research question, the 

implication for management, and limitations and future researches respectively. 
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CHAPTER 2  

THEORETICAL REVIEW 
 

2. Theoretical Review 

 The purpose of this chapter is to review the relevant literatures about the factors influencing 

customer purchase intention in order to develop the conceptual framework. The hypotheses are 

presented along with the conceptual framework which is based on the support from relevant studies. 
 
2.1 Theory of Reasoned Action (TRA) 

 The Theory of Reasoned Action (TRA) was developed by Martin Fishbein (Fishbein, 1975) to 

identify the relationship between attitude and behaviour. In the theory of Reasoned Action (TRA), 

there are three general constructs which are Behavioural Intention (BI), Attitude (A) and Subjective 

Norm (SN). A Behavioural Intention (BI) is guided from the merger of Attitude (A) and Subjective 

Norm (SN) or it could be rewritten as (BI) = (A) + (SN). However, Fishbein (1975) also stated that 

attitudes and subjective norms are not weighted equally, but it actually depends on the individuals 

and the situations. For example; the kind of person who strongly cares and concerns about others, 

so the Subjective Norm (SN) would be more weighted in predicting their behaviour. 
 

 
Figure 1: Theory of Reasoned Action (Fishbein, 1975) 

 
 According to figure 1, it can be described that Attitude (A) is determined by beliefs and 

evaluations of each person in each consequence while Subjective Norm (SN) is a combination of the 

individual’s normative beliefs and the individual’s motivation to comply with the norms. Then with 

the combination of (A) and (SN), it leads to a Behavioural Intention (BI). Lastly, the (BI) predicts the 

Actual Behaviour.  
 

2.2 Theory of Planned Behaviour (TPB) 

 The theory of planned behaviour is used to explain and predict the intention in particular 

tendencies (Ajzen, 2005). The theory is extended from Theory of Reason Action (TRA) to account for 

condition that individuals do not have complete control over their behaviour (Safavi, 2007; 

Leelayouthayotin, 2004).  Due to the limitation, Ajzen has added the variable called perceive 

behavioral control to the model of TRA.  Attitude means the feeling towards a particular behaviour 

that can be in good or bad way. According to the theory of planned behaviour, the intention is 

affected by three variables, one personal factor (attitude), one social influence factor (subjective 

norm) and one control factor (perceived behavioral control). Subjective norm was considered as the 

Beliefs & Evaluations 

Normative Beliefs & 

Motivation to comply 

Attitude 

Subjective 

Norm 

Behavioural 

Intention 

Actual 

Behaviour 
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influential factor encouraging intention (Leelayouthayotin, 2004). From TPB model argued that 

actual behaviour was the result from behavioral control, attitude and subjective norm. The model 

has ability in predict the behaviour (Ajzen, 2005). There are some studies about online shopping that 

mainly use this model as the framework, for instance, the study of Safavi (2007) about factors 

affected online shopping in Iran. He argued that behavioral control and attitude were the strongest 

antecedent towards intention. 
 

 
Figure 2: Theory of Planned Behaviour (Ajzen,2005) 

 

2.3 Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM) is an information system theory that models and 

explains what causes people to accept or reject information technology, and how user acceptance is 

influenced by system characteristics. It was developed by Fred Davis (Davis, 1989) and was derived 

from the Theory of Reasoned Action (TRA), but it is more specifically to Information System (IS) 

usage.  
 

 
Figure 3: Technology Acceptance Model (TAM) (Davis, 1989) 

 
The Technology Acceptance Model (TAM) suggested that the acceptability of an information 

system is determined by two theoretical constructs; Perceived Usefulness (PU) and Perceived Ease 

of Use (PEOU). According to Davis (1989), Perceived Usefulness (PU) is defined as “the degree to 

which a person believes that using a particular system would enhance his or her job performance” 

while Perceived Ease of Use (PEOU) is defined as “the degree to which a person believes that using a 
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particular system would be free of effort”. As presented in the figure 3, the external variables as 

System Design Features including to training, documentation, and user support have a direct 

influence on both Perceived Usefulness (PU) and Perceived Ease of Use (PEOU). Meanwhile PEOU 

has a casual effect on PU. Then with the joint of PU and PEOU, they predict the user’s attitude or 

attitude toward using which was defined as the user’s evaluation of the desirability of his or her 

using the system. Later, Attitude as well as PU influences the individual intention to use the system. 

Lastly, an intention to use leads to an actual use of the system.  

According to the TAM theory, it can be concluded that the more useful the users can 

perceive, the more positive attitude and the greater intention towards the technology they will 

have. Moreover if users perceive the technology as easier to use than another, they are more likely 

to accept that application or system as well. However, Davis (1989) also stated in his study that the 

connection between intention to use and PU is stronger than PEOU, therefore it could be stated that 

the most influenced factor toward information system user is Perceived Usefulness (PU). 

 

2.4 Perceived Risk Theory 

 Perceived risk theory was first introduced in a broad level by Bauer in 1960. The concept of 

perceived risk has received a great attention from many researchers, and has been extensively 

investigated.  In the consumer behaviour studies, the concept of perceived risk has been defined in 

many ways. Perceived risk is a certain degree of risks involved in the making decision process when 

purchasing a particular product, service, or brand. (Stem, 1977)  Perceived risk is “a chance aspect 

where the focus is on probability and a danger aspect where the emphasis is on severity of negative 

consequences”. (Kogan and Wallach, 1964) Perceived risk is “a subjectively-determined expectation 

of loss; the greater the probability of this loss, the greater the risk thought to exist for an individual”. 

(Stone and Winter, 1987)  However, perceived risk is also claimed to be an effective tool to explain 

consumer’s behaviour because customers tend to avoid mistakes rather than maximize utility in 

purchasing. (Mitchell, 1998) Bettman (1973) indicated that as the level of perceived risk increase, 

consumers tend to become more risk-averse. (Bettman, 1973) However, risk is personal and related 

to consumer’s perception of what they consider to be risky. (Teo and Yeong, 2003)    

According to the study of Stem (1977), there are four components of perceived risk, which 

are included of uncertainty inherent in the product, uncertainty in place and in mode of purchase, 

degree of financial and psycho-social consequences, and the subjective uncertainty experienced by 

the consumer. (Stem, 1977) Additionally, Garner (1986) described perceived risk in consumer 

behaviour as six dimensions; financial risk, performance risk, psychological risk, physical risk, time 

risk and social risk. (See table 2 (Mitchell, 1992) 
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Table 2: Descriptions of Types of Perceived Risk by Garner 1986 (Mitchell, 1992) 

Types of Perceived Risk Description 

Social risk The risk that the selection of the service provider will affect in a 

negative way the perception of other individuals about the purchaser. 

Financial risk The risk that the service purchased will not attain the best possible 

monetary gain for the consumer. 

Physical risk The risk that the performance of the service will result in a health 

hazard to the consumer. 

Performance risk The risk that the service purchased will not be completed in the 

manner which will result in customer satisfaction. 

Time risk The risk that the consumer will waste time, lose convenience or waste 

effort in getting a service redone. 

Psychological risk The risk that the selection or performance of the producer will have a 

negative effect on the consumer's peace of mind or self-perception. 
 
The study of Mitchell and Harris (2004) about the perceived risk in retail strategy also stated 

about each type of perceived risk which is considered to be a barrier in term of retail store. 

Performance risk in term of retail store refers to the concern of customers that the chosen store 

might not perform as desired or when the store cannot deliver the expected benefits.  Financial risk 

includes the concerns on financial issues; how much this shopping will cost. Physical risk is about 

unsafe products or unsafe shopping experiences that might effect on consumer’s health or 

appearance. Psychological and Social risk results from the social embarrassment and loss of social 

esteem resulting from surrounding people as well as the internal psychological disappointment. 

Time risk means to the length of time when the customer have to find the stores or products. 

(Mitchell and Harris, 2004) The perceived risk has been identified as a potential barrier to any forms 

of shopping not only the physical retail store shopping, but also in-home shopping, telephone 

shopping, mail-order catalogue shopping as well as internet shopping. (Andrews and Boyle, 2008) 

 

2.5 Factors Influencing Purchase Behavior Online  

Motivation and Concern factors for Internet Shopping  

 The study of Suki (2005) about the motivation and concern factors for internet shopping was 

conducted in Malaysia. Due to the fast growth of E-commerce in the country, the demand for 

conducting online shopping was highly raised. Anyhow, the Motivation factors and their attributes 

positively influence and stimulate customers to conduct online shopping. Despite the motivation 

factors, there also are various barrier issues as concern factors that hold back and interrupt their 

decision making in online shopping. (Suki, 2005) 

 

• Motivation Factors 

Based on the study of Suki (2005), it is mentioned that there are 2 kinds of factors; 

motivation factors and concern factors that influence the decision making of online shoppers. The 

motivation factors, which we can call it as positive attitudes, are as followings;  
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The Accessibility Motivation, it is about how the shoppers can find or access to the 

information about the products (easier, faster, latest updated information and more in detailed). 

The online shopping also provides such an infrastructure to access and compare information much 

more easily and at deeper levels than the traditional way of shopping. (Suki, 2005) 

Additionally, the study of Lim and Dubinsky (2004) is a good supporter of this attribute. As 

they said in their study that e-sellers can provide much more information about the products or 

services without any physical restrictions in the e-shopping environment.  The information can be 

presented in many forms like texts, pictures, or even sounds. Despite the fact that consumers cannot 

experience the real products, rich and accurate information in e-shopping can create more 

stimulation in shopping to the customers. Moreover, online shopping can reduce search costs and 

enable customers to compare the information and price simultaneously. (Lim and Dubinsky, 2004) 

The Availability Motivation is about the availability of products that cannot be found locally. 

Some kinds of products are only available in some countries or places, so the internet shopping 

allows the shoppers to order and possess it. (Suki, 2005) 

The Reliability Motivation, it is about how the companies or internet sellers clearly and 

understandably state or fully provide the details about the products or services including prices, 

freight charges, any other terms and conditions, and also their company profile. Moreover it also 

relates to how often the company updates their website, and how they make it look reliable and 

attractive to the customers as well. (Suki, 2005) 

The Convenience Motivation which is acknowledged to be the primary motivating factor in 

consumer decision to buy online at home. It is about the time, space, and effort saved by a 

consumer. There is no crowd of people shopping and no traffic jams so that it helps save and shorten 

the time.  (Suki, 2005) 

Due to the nature of website that providing product lists in a web-link, consumers can 

approach the products or what they want more easily by just scrolling and clicking. The ordering 

process in the website is also easier as receiving an order confirmation including any other details 

about the product via email, it helps saving time and effort of consumers. Notwithstanding the 

online shopping maybe fail to some customers if the ordering process is time consuming and 

complicated. (Lim and Dubinsky, 2004) 

The Distribution/Delivery Motivation is about how the products or services are delivered to 

the customers. The orders are delivered on time and in a good condition. Furthermore, a better 

product return service is provided in case there are any problems occurred with the goods. (Suki, 

2005) 

The Socialization Motivation which is an opportunity for customers to have an interaction 

with another parties. It is also a good chance for customers to practice their foreign languages with 

people from other countries. And they also allow talking or having a conversation in any topics as 

they want without any restrictions. (Suki, 2005) 

The Searchability Motivation is the ease of product finding. In online shopping, to find the 

product is easy for customers and is not time consuming. They can surf and search through the 

internet by putting just short keywords, and then just click to see and find on what they want. (Suki, 

2005) 
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Table 3: Motivation and Concern Factors for Internet Shopping (Suki, 2005) 

Factors 

Motivation Concern 

Accessibility Privacy & Security 

Availability Quality  

Reliability Service and After Sale Service  

Convenience Reluctance to Change Concern  

Distribution/Delivery  Trust Concern  

Socialization  Non-Disclosure of Complete Information  

Searchability Connection Speed  

  Payment 

      Source: Developed for the research 
 

• Concern Factors 

 However, Suki (2005) also stated about the concern factors or negative attitudes towards 

online shopping.  

The Privacy and Security Concern is the most significant concern factor towards consumer’s 

decision on online shopping. It is a concern about the privacy of the shopper’s personal information 

(credit card number, demographic information, or contact details) given to the online sellers thru the 

internet. In some cases, the database may be sold to others or may be shared with other businesses 

without consent. It also includes the misuse of shopper’s personal information by internet sellers. 

(Suki, 2005) 

Lim and Dubinsky (2004) also stated that to make an online purchase in some website, it is 

sometimes required lots of personal information which make customers feel uncomfortable.  They 

worry that their information would be reveal to others or would be misused by the e-sellers. (Lim 

and Dubinsky, 2004) 

The Quality Concern is the concern about the quality of the products or services, and the 

quality or stability of the company. Due to the fact that the customers cannot experience the real 

products themselves, it is difficult to judge the quality of the products. Moreover, some kinds of 

products have a high risk to purchase online especially the perishable products. It is also claimed 

that there are no after sale services for some products while the same old traditional way of 

shopping has. (Suki, 2005) 

The Service and After Sale Service Concern is about the concern with the service and after 

sale service. This also includes the problems of a delay delivery, the lacking of shipping/delivery 

information, product returns information, and even tracking/ordered number. In some web pages, 

the product return information is unclearly stated or there is unavailable shipment to the buyer’s 

country. (Suki, 2005) 

The Reluctance to Change Concern is about the fear of the consumers to change their 

consumption behaviours or patterns to be online shopping rather than the traditional way. There 

are many reasons of this concern such as; non-trust in digital signature, occurrence of virus 

transmission thru the internet, a preference to support a local business, or an inability to experience 

the real products. (Suki, 2005) 



 

 16

The Trust Concern is about the low level of trust that the customers have towards the 

internet sellers. In some cases, there are limited methods of payment, an inconsistent pricing among 

internet sellers or when the sellers offer prices in a different currency; these cause the shoppers a 

high concern. Also when the promotional gifts are not valuable as promised, the customers lose 

their trust. (Suki, 2005) 

Non-Disclosure of Complete Information Concern is a concern of non-disclosure of 

complete company information as well as complete product information. People are willing to 

conduct an online shopping when the internet sellers fully provide the information on every item on 

their web pages with precise facts and figures because the shoppers want to make sure that it is 

worth with the money they will pay. (Suki, 2005) 

The Connection Speed Concern is the concern about internet connection speed. When 

browsing online, there always is a problem of slow internet connection speed. Some web pages, 

there are too much irrelevant information and it slows down the downloading process. The faster 

the speed, the more satisfaction level will be gained. (Suki, 2005) 

Lim and Dubinsky (2004) called this connection speed concern as Navigation in their study. It 

is about time to get to homepage, expected waiting time, and waiting information. Customer may 

get frustrated and give up their online purchasing if the waiting time to download the homepage is 

too long and delayed.  It is suggested that providing waiting time information might help for this 

situation. (Lim and Dubinsky, 2004) 

The Payment Concern is the concern about the problems of payment. The main problem is 

that some do not have a credit card or debit card, so they cannot make a purchase. Maybe 

sometime it is a problem from the banking institution. Sometimes customers are worries that the 

internet sellers may overcharge the money from their credit card. (Suki, 2005)  

Due to the nature of online shopping, the payment method is mostly by credit card so that 

consumers consider security as important. As there are tons of warnings about using credit card 

online in the internet, the e-sellers should well-inform the security of online transaction in order to 

reduce the online perceived risks of consumers. (Lim and Dubinsky, 2004) 

The result of the study is disclosed that all seven motivation factors have influences on the 

purchasing decision of customers; accessibility, reliability, convenience, distribution / delivery, 

socialization, searchability, and availability respectively.  Accessibility is the most important one, 

particularly for the easier and faster access to wider product information. On the contrary, 

availability of products that cannot be found locally is the least significant one. Meanwhile, all eight 

concern factors appear to affect customer’s purchasing decision as well; privacy, security, reluctance 

to change, quality, trust, connection speed, payment and non-disclosure of complete product 

information concern factors respectively. Privacy and Security is the most influence factor especially 

for the privacy of personal information which may be shared with other businesses without their 

consent, and it make customers sometimes not willing to provide their personal information to the 

e-sellers. (Suki, 2005)  Furthermore, the result of Lim and Dubinsky (2004) study is also consistent 

with the study of Suki (2005). They found in their study that customers tend to focus and rely on 

product information provided by e-sellers. Meanwhile, Privacy is also the most significant predictor 

of respondent’s attitude towards online shopping in their study as well (Lim and Dubinsky, 2004). 
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2.6 Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

Figure 4: Preliminary Model 

Source: Developed for the research 

 

This model is created by the researchers to use for this study. It is generated by the 

combination of theoretical reviews mentioned earlier in the previous section. The model has two 

parts; the first part is the three core constructs which consisted of the factors and the attributes of 

online shopping while the second part is about an intention to buy. The three core constructs of this 

model are Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) from Technology 

Acceptance Model theory (TAM), and plus with the concept of Perceived Risks.  As the researchers 

consider a purchasing online E-ticket as an activity directly related to the information technology 

(IT), thus all these three constructs are adopted. Moreover it is claimed in numerous previous 

academic studies that each of these constructs has a strong influence towards consumer’s decision 

making process in online or internet shopping.  

Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) as a part of Technology 

Acceptance Model (TAM) are confirmed by many researchers, who adopted them as a part of 

conceptual framework in their studies, that they play a dominant role in any activities related to 

information technology as well as online shopping. For instances; the study of Teo (2001) argued 

that Perceived Usefulness is an extrinsic motivation while Perceived Ease of Use is an intrinsic 

motivation that influence toward Internet usage activities like messaging, browsing, downloading, 

and purchasing (Teo, 2001), the study of Lederer et al. (2000) mentioned that the effect of Perceived 

Usefulness and Perceived Ease of Use are significant towards the acceptance of Web Technology and 

they also suggested that providing ease of use and usefulness in the website help encouraging 

people to revisit that site (Lederer et al., 2000), the study of Liu et al. (2003) indicated that Ease of 

Use is clearly important but Usefulness is even more important and both of them have a strong 

relationship towards the acceptance of E-commerce (Liu et al., 2003), and the study of Klopping and 

McKinney (2004) supported that TAM theory could be modified and used with the E-Commerce, and 

they also found that not only Perceived Usefulness has an impact on consumer’s intention to use but 

it also directly impacts on consumer’s actual use (Klopping and McKinney, 2004). Therefore, there 

are many studies supported the perceived usefulness and perceived ease of use had an effect on 
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intention to buy (Teo, 2001; Lederer et al., 2000; Klopping and McKinney, 2004). Initially, we want to 

explore the mean score of both factors between two groups of consumer. In this study, perceived 

usefulness and perceived ease of use are hypothesized to have the different mean score in the 

groups of adopter and non-adopter. 

 

H1: There is a significant different in the mean total perceived usefulness (PU) score for e-

ticket adopter and e-ticket non-adopter. 

 

H2: There is a significant different in the mean total perceived ease of use (PEOU) score for 

e-ticket adopter and e-ticket non-adopter. 

 

Perceived Risk, the third construct of the model, was also identified as a critical determinant 

of consumer’s willingness to buy online. Significantly, there are numerous studies showing that 

Perceived Risks affect a person’s willingness to make a decision or an intention to buy (Choi and Lee, 

2003). According to the study of Teo and Yeong (2003) stated that Perceived Risks have a negative 

relationship with consumer’s overall evaluation of the deal. (Teo and Yeong, 2003)  Leelayouthayotin 

(2004) mentioned in the result of her study that Perceived Risk is the second important factor from 

product and company attribute that encourages or discourages consumers from online shopping. 

(Leelayouthayotin, 2004) Other than that, Forsythe et al. (2005) revealed from their study that 

Perceived Risks are negatively related to future intention to purchase online. (Forsythe et al., 2005) 

According to the study of Suki (2005) about the factors and its attributes influencing 

purchasing behaviour online, he classified the online shopping attributes into two main factors; 

Motivation factors and Concern factors, and in each factor comprised of various attributes as listed 

in the table 4. Additionally, we found the relations and connections of these attributes with the 

three core constructs of our study. As a result, we have regrouped them by using the three core 

constructs of Perceived Usefulness, Perceived Ease of Use and Perceived Risks as main categories. 

There were empirical studies supported perceived risks (PR) to be one of the importance factors as 

mention earlier (Choi and Lee, 2003; Teo and Yeoung, 2003; Forsythe et al., 2005). As same as the 

previous hypotheses, perceived risk (PR) is hypothesized to have the different mean score in the 

groups of adopter and non-adopter. 

 

H3: There is a significant different in the mean total perceived risk (PR) score for e-ticket 

adopter and e-ticket non-adopter. 
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Table 4 : Factors and Attributes of Online Shopping vs The three core constructs of the study. 

Factors (Suki, 2005) Preliminary Model Attributes (Suki, 2005) 

Motivation Factors Perceived Usefulness Accessibility & Availability 

  Reliability 

  Distribution/Delivery 

Perceived Ease of Use Convenience & Searchability 

Concern Factors Perceived Risks Privacy and Security 

    Payment 

    Quality 

    Trust & Reluctance to Change 

    Non Discloser of Complete Information 

    Socialization* 

    Sale and After-sale Service 

    Speed Connection 

    Source: Developed for the research 

 

From the table 4, it shows all the factors and their attributes with the new categories we 

have regrouped them by following the preliminary model of this study. The Motivation factor and 

their attributes are split into two groups; Perceived Usefulness consisted of Accessibility, 

Availability, Reliability, as well as Distribution/Delivery, and Perceived Ease of Use consisted of 

Convenience and Searchability.  The Concern factor is renamed as Perceived Risks which contains all 

the attributes of Privacy, Payment and Security, Quality, Trust, Reluctance to change, Non Discloser 

of complete information, Sale and After-sale services, Socialization, and Speed Connection. 

However, we also found that some attributes are relevant to each other, and they have shared some 

concepts and aspects in common, we therefore merge them into one attribute like Accessibility and 

Availability, Convenience and Searchability, as well as Trust and Reluctance to Change. According to 

Suki (2005), Socialization is about an opportunity for consumers to have an interaction with other 

parties, and it is a chance for them to practice their foreign languages. (Suki, 2005) Due to the nature 

of online E-ticket, it seems to be a one-way communication rather than two-ways communication, 

so customers would have less interaction in this case. Also our study is aimed to conduct about the 

domestic airlines, so that Thai is a communication language in this case as well. On the contrary, the 

study of Nelmapius et al. (2005) claimed that online shopping could make the customers feel of 

lacking a shopping experience as well as an enjoyment in a physical retail store shopping. (Nelmapius 

et al., 2005) Not only lacking of shopping experience and enjoyment, online shopping also make 

people lack of socialization and interaction with others. By sitting in front of the computer in the 

same environment as home, the decision is made in isolation with little or no interaction with 

others. (Schaupp et al., 2005) Hence we have moved the attribute of Socialization which originally 

listed in a motivation factor into a concern factor or Perceived Risk in order to make it fit with our 

study. 

 Consequently, these three constructs have directly influenced consumer’s Intention to Buy 

in the latter part of this preliminary model. Intention to buy is claimed to be the predictor of 

consumer’s actual behaviour in all the three theories; Theory of Reasoned Action (TRA), Theory of 
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Planned Behaviour (TPB) and Technology Acceptance Model (TAM). Due to the fact that it is really 

difficult to test or measure consumer’s actual behaviour, not many studies have concentrated on 

measuring actual behaviour, and most of them have taken for granted to study the intentions. 

(Oliveira, 2007) In addition, Gruber (1971) also suggested that intention provides a strong link 

between reactions to products and their acquisition or use of the products, thus intention has been 

used in numerous studies as an alternative measure to purchase behaviour. (Kim and Pysarchik, 

2000) Here are the examples of the studies about the intention; the study of Summers and Belleau 

(2006) about predicting purchasing intention of a controversial luxury apparel product, the study of 

Chung and Pysarchik (2000) about a model of behavioural intention to buy domestic versus 

imported products in a Confucian culture, and the study of Gopi and Ramayah (2007) about 

Applicability of theory of planned behavior in predicting intention to trade online.  

 In the first three hypotheses, we examined through if there is any difference in mean score 

of the two groups. However, this study aimed to investigate the factors that affect the intention to 

buy airline e-ticket. We divided consumer into two groups, e-ticket adopter and e-ticket non-

adopter, so we are able to compare the result from the study. The three constructs we have 

proposed are hypothesized to have the direct impact to the intention to buy of consumer. The last 

two hypotheses are designed to test if three constructs are influence the intention to buy or not. 

Hence, the forth and the fifth hypotheses are proposed as follows. 

 

H4: The three constructs (PU, PEOU and PR) are significant influence the intention to buy for e-

ticket adopter? 

 

H5: The three constructs (PU, PEOU and PR) are significant influence the intention to buy for e-

ticket non-adopter? 
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CHAPTER 3 

Methodology 

3. Methodology 

This chapter presents the methodology of the study by using conclusive research. It also 

discusses the research design and the choice of data collection method and sampling design which 

concludes target population and sample frame. Moreover, the questionnaire design is discussed in 

detail within this chapter. 

3.1 Research Design 

The research design is generally classified into two groups which are exploratory and 

conclusive research. The aim of exploratory research is to explore or search for the problems and the 

situations in order to gain an insight understanding. Meanwhile, the conclusive is to test the specific 

hypothesis and examine the relationships. This study aims to describe the characteristic of 

consumer, organizations or markets so it is the conclusive research which is categorized as 

descriptive research. The objectives of descriptive research are matched with the purpose of this 

study. One of its objectives is to describe product usage in order to study consumer patterns. From 

the study of Leelayouthayotin (2004, p.121) argued that “Descriptive research method helps 

describe and measure the factors influencing online purchasing intention”. Hence, descriptive 

research design is the most appropriated research design for this study by using quantitative data. 

There are three different kinds of descriptive research which we will use single cross-sectional 

design. In single cross-sectional design, one sample of respondents will select and obtain the 

information from the target population. It may be called sample survey research design. We use this 

type of research design because the objective of the study fits this type and it also suitable for the 

limitation of the study (Malhotra & Birks, 2000). 

3.2 Data Collection method 

There are many different methods in collecting data such as mail, face to face, telephone, 

electronic mail and the combination of these methods (Cooper & Schindler, 2001; Sekaran, 2000; 

Zikmund, 1997 as cited in Leelayouthayotin, 2004). This study will use an online self-administered 

survey because it has a lot of benefit of speed and easy to distribute to the respondents. Moreover, 

it can also use to check if the respondents could access to the internet or not. However, “data from 

an online survey may not be precise as the behavioral observation but it is a reliable method for 

researching respondent’s attitudes” (Grossnikle & Raskin, 2001 as cited in Leelayouthayotin 2004, 

p.121). The respondents can easily answer the online self-administered using the internet as they 

can do at home, school or workplace. The purpose of study is to investigate the information from 

internet users about the factors toward purchasing airline e-tickets. The target respondents are the 

people that currently use internet and they are likely to be reached during the daytime at university 
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or offices. As a result, the online self-administered questionnaires are sent to each respondent in 

two formats. The first format is an attached file that they could just fill in and send back to the 

researchers. The second format is the URL that linked to survey website we have created the 

questionnaire. After they completed the questionnaire, the result will be re-directed to our account 

in the survey site. Hence, the respondents could make an own choice and answer at their 

convenience. There are several strengths by using self-administered questionnaire that mentioned in 

previous study (Leelayouthayotin 2004) such as lower cost, easy to administered and fast delivery, 

reach wider coverage and respondent can answer at their convenience. Nonetheless, there are some 

weaknesses for instance response rate are difficult to predict because people are afraid of virus and 

junk mails. In addition, respondents who use or work with computer will enable to answer the 

questionnaire. The first weakness can be reduced by proper covering letter and follow up contact by 

telephone or email. The second one seems to be the screen out for the research because the study 

aims to investigate about the factors that affect purchasing e-ticket.  

3.3 Sample design 

Sampling is one component of a research design (Malhotra & Birks, 2000). This part 

introduces about the fundamental concepts of sampling, and describes the steps involved in 

sampling.  The sampling design process includes 3 steps; to define the target population, to 

determine sampling frame, and to select sampling techniques. 

3.3.1 Target Population 

The target population of this study is the internet users who live in Thailand and may have 

experiences in purchasing local airline ticket. The total internet user in Thailand in 2007 was about 

13,146,000 users (Koanantakool, 2007). However, it is too expensive and not practical to use the 

total population in this study (Sproull, 1995 as cited in Leelayouthayotin, 2004) so the sampling 

frame is stated next. 

3.3.2 Sampling frame  

As stated that it is not practical to use the total population, the sample frame is the 

representative person in target population (McPhail 2000; Zikmund 1997 as cited in 

Leelayouthayotin 2004). The researchers scope down the sample frame only the internet users who 

live in Bangkok. Bangkok is chosen to study because 35% of the total internet users in Thailand lived 

in Bangkok from the survey of National Statistical office and NECTEC (2001). Therefore, Bangkok as 

the highest rank of internet users should be good representative of the population because it may 

generate the intended practical outcome of the study to support the market strategies for the 

companies in the future.  

The size of sample needed depends in the part on the size of margin of error the researcher 

can accept and the size of total population (Fisher, 2007, p.189). The total internet users that live in 

Bangkok are approximately 5,635,000 users according to the survey of National Statistical Office and 

NECTEC in 2001. According to the estimating margin of error on sample survey result for 1 to 10 
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million populations, the total number of questionnaires with +/- 5 percent margin of error accepted 

is 384 respondents (Fisher, 2007, p.190). It is argued that sample size 200-500 is recommended to be 

sufficiency for the data analysis (Hair et al., 1998 as cited in Leelayouthayotin 2004). Due to the time 

constraint, the researchers reduce the sample size to 200 respondents.  

The researchers used the database from two travel agencies in Thailand which are Turismo 

Asia Company and ST.Deluxe Tour Co.,Ltd. We contacted Mr.Suphachoke Boonyanankij, the 

marketing manager of ST.Deluxe Tour Co.,Ltd and Mrs.Vichulada Thavornchak, the operational 

manager of Turismo Asia Company, one of major travel agency in Thailand, and we are allowed to 

use their database. Turismo Asia is found in 1976 and now Turismo Asia become of the leading travel 

management in Asia Pacific region. The company offers wide range of products and services 

including inbound and outbound tour, air-ticket, transportation, hotel reservation and so on 

(www.turismoasia.com). ST.Deluxe Tour is middle-sized company which emphasized on inbound, 

outbound tour to China and south-east Asia, airline ticket and hotel reservation.  

The customers in the database of the companies were the one who bought the airline ticket 

through the travel agency and the one who used other services from the companies such as tours 

and excursions. Therefore, the company possesses database of customer both who have bought the 

ticket with them and some customer with experiences in purchasing airline ticket online. In addition, 

they are the internet users at the same time which is the target population of this study. The 

respondents are selected from the customer who provided the email address to the companies.  

 

 3.4 Questionnaire design 

According to Fisher (2007) there are several issues that researchers should concern when 

designing a questionnaire. The questionnaire should not get too long, be concise, and definitely look 

attractive. Also its structure should be well organized with a logic and sequence so that it would be 

easier for the respondents to follow. Meanwhile, the questions should also be well organized order 

from the easiest one to the most difficult one. Other than that, the researchers should not ask too 

much demographic information of the respondents and this part should be put at the end of the 

questionnaire. Importantly, any personal information or demographic information should be kept 

confidentially.  

As mentioned by Fisher (2007), questionnaire design is also about the formats of the 

question. There are many kinds of question formats available for the researchers to choose 

depending on what kind of information they would like to get, for examples; Dichotomous questions 

(only two alternatives for respondents to choose; Yes/No or Male/Female), Checklists (the multiple 

choices that respondents can choose as many as they want), Multiple choice questions (a choice of 

three or five that respondents can choose only one), Rating scales (the scale for respondents to rate 

or evaluate something), Ranking questions (the statements that allow the respondents to put a 

number into a rank order), Likert scales (a series of statement that request the respondents to 

choose a position on a five-point scale), Semantic differential (a question that ask the respondents to 

rate on a series of bi-polar scales), and other formats.  

As a part of this research, the questionnaire will not last longer than 4 pages of A4 paper and 

will be divided into 3 parts of consumption behavioral, attitude and demographic respectively. The 
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question format would be mixed from Dichotomous questions, Multiple choice, Checklists, and 

Ranking questions, but mainly devote on Likert scales to let the respondents to rate a position on a 

five point scale from strongly agree to strongly disagree. The type of response format can have the 

implication when analyzing data (Pallant, 2001). We choose Likert scale because we require the 

continuous score in order to analyze the correlation between variables. In addition, the 

Dichotomous question is used to separate consumer into two groups so we can use the T-test to 

analyze the difference of mean scores in those different groups. The types of response have to 

correlate to the hypotheses and the statistical techniques used in order to answer the research 

question (Pallant, 2001).  Furthermore, language usage in this questionnaire would be suitably 

adjusted to our respondents in order to make it look attractive and make it easier for the 

respondents to follow and understand it, and also to prevent as well as reduce the language barriers. 

Hence, the questionnaire is translated into Thai language. The questionnaire will be divided into 3 

parts based on the type of information collected as follows: 

Part 1:  Airline e-ticket consumption behavioral 

Consumption behaviour is examined in the first section of the questionnaire. This is because 

the researchers want to investigate through the consumption habit in purchasing online. In this part, 

the respondents will give the answer in a wide range of information such as their past habit in 

purchasing goods/services online, the experience with buying airline e-ticket and the internet usage. 

The question in this part will be written in form of check list, multiple choice and ranking question. 

Moreover, the question about intention to buy airline e-ticket also asked in this part before 

continuing to the attitude toward airline e-ticket.  

Part 2: Attitude towards airline e-ticketing 

In this section, the questionnaire is designed to examine the attitude of the respondents: 

what do they think about purchasing airline e-ticket online? The data captured in this part contains 

the opinion, perception and factors that drive the consumer to the final stage of actual behaviour. 

The variables used in this section are listed in table 4 (in Chapter 2). The variables that represent in 

table 4 are used as the key in designing the questionnaire. The design of questionnaire will be 

conducted following what Fisher (2007, p.192) mentioned in this book. Meanwhile we will use the 

previous studies which are related or relevant to our topic of study.  

In this section, the Likert scale, one kind of rating scale, is applied as it is the most common 

used to ask about the opinion and attitude. We will use the basic structure which provides the series 

of statement of some positive and some negative in tone to ask the respondent to choose the 

position on five points rating scale (Fisher 2007). “The five point scale is the most popular scale for 

measuring the attitude and it is as reliable as the seven and nine point scales” (Zikmund, 1997; 

Elmore & Beggs, 1975 as cited in Leelayouthayotin, 2004, p.134) . In addition, using the five point 

scale is able to compare the result with the relevant studies which we had used in this study, for 

example, the study of Karami (2004) about the factors influencing of adoption online ticket or the 

study of Leelayouthayotin (2004) about the factors that affect in buying health food online. 

Moreover, the questionnaire was designed based on the literature reviews so the scales have to be 
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the same in order to maintain validity of the questions. We adopted most question from Suki (2001) 

and Leelayouthayotin (2004) and they used five points scale question. The score of each choice are 

listed as follows: 

Table 5 : five point Likert Scale 

Choice 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Score 1 2 3 4 5 

          Source: Adopt from Fisher (2007, p.196) 

Part 3: Demographics 

We put the demographics questions as the last section of the questionnaire because asking 

too much about personal data may lead to their mistrust (Fisher 2007). In this part, it covers the 

respondent’s personal data: age, gender, income, level of education. However, the information in 

this part will be used to filter the right target sample of the study which mention in the sampling 

frame.  

We sent the questionnaire to the managers of the two companies and got the comments 

from them to improve the context and the questions. After that, we conducted the pilot test of 30 

respondents in order to assure that the questions are fully understood by the respondents after 

translation into Thai language. The questionnaires in English and Thai versions show in the appendix 

A and B respectively. 

 

3.5 Validity  

Validity and reliability are highly concern in this study. “Validity is whether these statement 

and constructs actually measure the thing that are said to measure (Fisher 2007, p.295). We are 

really concern about the validity of the study since we select the quantitative research method. The 

following steps are taken to assure the validity of the study. 

The data is collected from the reliable source. The respondents are from the Travel agency 

database and they have purchasing the airline ticket through the agency. Survey questions are based 

on the literature review. Questionnaire is also translated into Thai language. Moreover, a pilot-test 

of 30 respondents is conducted before distributing in order to minimize the mistake in language 

translation and understanding of the respondents.   

 

3.6 Reliability 

“Reliability of the research refers if the measure gives the same results on other occasions or 

not” (Saunders et al., 2003, p.101 cited in Khokhar & Adiobi, 2007, p.36.)”. The reliability is also 

highly concerned for this study as we largely use the interval scale for measurement. One of the 

most popular reliability statistic used to test the scale reliability is Cronbach’s alpha (Santos, 1999 

;Manzari, 2008). The value coefficient from the Cronbach’s alpha test varies from 0 to 1 and the 
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value above 0.7 is an acceptable value. If the value is lower than 0.7, it indicates the unsatisfactory 

internal consistency reliability (Safavi 2007; Manzari, 2008).  

3.7 Survey administration 

Table 6 represents the step in conduct the online self-administered. In order to achieve the 

higher rate of response it has been proved that the follow-ups reminders will increase the response 

rate (Cooper & Schindler 2001 cited in Leelayouthayotin(2004). However, the researchers have the 

limited time so the follow-ups reminders may not possible. Hence, to increase the response rate and 

reach the certain number of questionnaire, the researcher will send the questionnaire to 350 

respondents. 

 

Table 6 : Administrative procedure use in this study 

Step Timing Procedure Content 

1 Commencement Send an email to all participant informing the purpose Pre-notify email 

  

of the study and the important of this process and notify them when the 

questionnaire is sent  

2 1 day after step 1 1.Send all questionnaires via email to all respondents in Cover letter sign by the 

researchers   list by an attach file and URL link. 

  2. Notify the day they should send the questionnaire 

  back to the researcher for the one who complete in the attach file. 

3 5 days after step 2 Send thank you letter all  respondents in the list Thank you letter 

  

PS. Due to time constrain we can’t follow the respondents who had not 

answer the questionnaires.  

Source: Adopted from Leelayouthayotin (2004, p.139-140) 

 

3.8 Data Preparation and analysis 

 From table 7, we divide the data analysis into two parts. The first part is the data from 

section A and C. The data from section A (question A.1-A.4) and section C (C.1-C.6) is analyzed by the 

descriptive statistics such as frequency, percentage and mean. The data will be present in 

percentage, histograms or pie chart in which suitable for presenting a data. This part will represent 

the general information about the demographics and consumption behaviour. The second part is the 

data from section B which we will use multiple regression to analyze along with question about the 

intention to buy in section A (A5). 
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Table 7: Link between research question and scale development 

No Scale Relevant question Preliminary model Hypotheses Statistical Techniques Research question 

A1-A4 
Nominal and 

ordinal 

Identify consumption 

behaviour 
- - Frequency, Mean   

A6 Interval 
Intention to buy in next 12 

months 
-  - 

Mean,           

Multiple Regression 

What are the factors that 

influence consumer to purchase 

airline e-ticket? 

B1-B9, 

B14-B15 
Interval 

Investigate through the 

attitude toward 

purchasing e-ticket 

PU 

H1: Is there a significant different in 

the mean total perceived usefulness 

(PU) score for e-ticket adopter and      

e-ticket non adopter? 

Mean and T-test    

B10-B13 Interval   PEOU 

H2: Is there a significant different in 

the mean total perceived ease of use 

score for e-ticket adopter and e-ticket 

non adopter? 

Mean and T-test    

B16-B37 Interval   PR  

H3: Is there a significant different in 

the mean total perceived risk for         

e-ticket adopter and e-ticket non 

adopter? 

Mean and T-test    

B1-B37 Interval   PU, PEOU, PR 

H4: How well do the three constructs 

(PU, PEOU and PR) predict the 

intention to buy for e-ticket adopter? 

Multiple regression   

B1-B38 Interval   PU, PEOU, PR 

H5: How well do the three constructs 

(PU, PEOU and PR) predict the 

intention to buy for e-ticket non 

adopter? 

Multiple regression   

C1-C5 Nominal Demographic     Frequency and mean   
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Source: Adapted from Leelayouthayotin (2004, p.300)
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From table 7, we divide the data analysis into two parts. The first part is the data from section 

A and C. The data from section A (question A.1-A.4) and section C (C.1-C.6) is analyzed by the 

descriptive statistics such as frequency, percentage and mean. The data will be present in 

percentage, histograms or pie chart in which suitable for presenting a data. This part will represent 

the general information about the demographics and consumption behaviour. The second part is the 

data from section B which we will use multiple regression to analyze along with question about the 

intention to buy in section A (A5). 

Once the data has been completely collected from the respondents, the data preparation 

process is preliminary plan for data analysis as follows. 

The researcher will begin data preparation process as soon as the first questionnaire is 

received. The initial step in checking the completeness of questionnaire is highly concerned for 

example all part of questionnaire must be completed and the pattern of responses should not 

indicate that respondent did not understand or follow the instruction.  

After the stage of data preparation, the data is ready to analyze by the statistical analysis in 

order to answer the research question and give the strong support to the research. The statistical 

tools are selected to interpret the data according to the type of variables and the purpose of each 

section in the questionnaire. There are two kinds of variables, categorical data and quantitative data, 

which need different kinds of statistical tool to analysis.  

Firstly, basic statistics and descriptive analysis is developed for the study. The quantitative 

data in part 1 and part 4 of the questionnaire will be presented in percentage, histograms or pie 

chart in which suitable for presenting a data. Moreover, the descriptive statistics such as mean and 

frequency are applied too. Secondly, for the hypothesis testing which will answer the research 

question of the study will be test with the SPSS application.  The research question aim to find out 

the factors that influence the consumer in purchasing the e-ticket so the statistical test we used in 

this study is the independent T-test and multiple regression. The independent T-test is applied to 

find the compare the mean score of two different groups of people (Salkind, 2008). We want to find 

the different of the group of e-ticket adopter and e-ticket non-adopter to the intention to buy in the 

future. The two variables needed in the test are one categories independent variable, adopter and 

non adopter, and one continuous dependent variable, intention to buy score.  The second statistical 

test we used is the multiple regression. Multiple regression is not one technique but it contains a 

family of technique used to explore the relationship between variables or predictors (Pallant, 2001). 

There are three major type of multiple regression which we only use the standard multiple 

regression in the study. The standard multiple regression is the most common technique used to 

explore how much variance in independent variables are able to explain dependent variable (Pallant, 

2001). The dependent variable in this study is the intention to buy (continuous dependent variable)   

and the set of dependent variables are the perceived usefulness (PU), perceived ease of use (PEOU) 

and perceived risk (PR). For the demographic part, gender, income, education and income will not be 

analyzed because we want to explore the attitude between two groups that we stated. However, the 

demographic is presented as descriptive statistic to show the general information of the 

respondents. Ethical concern is discussed next. 
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3.9 Ethical concern 

According to Fisher (2007), while conducting one research, there always is an ethical issue 

arisen. The researcher should keep in mind that they should not treat people unfairly or use their 

research / information in bad ways. However it is pretty difficult to control such of things, so the 

researcher should put much concern on this issue. Some of the situations the researchers may come 

across are about the terms of reference, right to privacy, confidentiality and anonymity, and the 

misuse of research.  

However the subject in this study involves usage of the internet, the respondent’s consumption 

behaviour and their opinions, so the question in questionnaire does not involve any sensitive topic, 

and there is nothing that can seriously harm the respondents emotionally. Additionally, we also 

concern about the privacy, confidentiality, and anonymity of the respondents who participate in this 

questionnaire and research. 
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CHAPTER 4  

EMPIRICAL FINDING 

4. Empirical Finding 

 In this chapter is presented the finding of data by using the methodology in the previous 

chapter. The finding is divided into three main sections. First section gave the general information 

about demographic of respondents. The second one analyzed the descriptive statistics and the third 

one showed the analysis in order to answer the hypotheses proposed. 

4.1 Data preparation 

The data preparation was done in four steps beginning with data validation, data editing, 

data coding and entry (Leelayouthayotin, 2004). The detail of data preparation was presented as 

follows. 

4.1.1 Data Validation 

The survey was done by web-base which the system did not allow double entry in each 

respondent and respondents were unable to skip the question. The respondent who did not want to 

answer could be click “quit” button and system would automatically reject the incomplete one. 

Hence, the questionnaires we received were the complete questionnaires. 

4.1.2 Data editing, coding and entry 

There is no missing data because the system did not count the incomplete questionnaires. 

The data is coding and import to SPSS version 11.5. 

4.2 General information of the respondents 

4.2.1 Response rate 

The questionnaires were sent out to 350 respondents which were extracted from the 

database of two travel agencies. There were 253 respondents who completed the questionnaire and 

there were 47 respondents who did not answer the questionnaire. Moreover, there were 50 

questionnaires returns back to the researchers, which is due to many reasons; invalid email 

addresses, full mailbox and so on. Therefore, there were 253 eligible respondents who completed 

the questionnaire and these were used for further analysis in this study. Hence, the response rate 

was 84.33% and the detail is shown as follow. 
 

Table 8 : Successful rate of valid respondents 

  Person % 

Total Email sent out for the study 350 100 

Return mails (invalid addresses, etc.) 50 14.29 

Respondents with valid email addresses 300 85.71 

Total respondents for the study 300 100 

Respondents with incomplete questionnaires 47 15.67 

Eligible respondents for the study  253 84.33 

                       Source: Developed for the research 
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4.2.2 Profile of respondents 

 The important demographic of respondents are summarized in table 9. Respondents were 

mostly a female accounted at 66.4%. More than a half of respondents aged between 21-27 years 

and 28-35 years which were expected to be the target population of internet users in Thailand. The 

report of ministry of ICT in 2003 indicated that the highest proportion of internet users aged 

between 15-24 years (51.8%), 25-34 years (21.3%) and 35-49 years (15.9%) respectively (Ministry of 

ICT, 2009). The result of our study also corresponds with the supporting information that most of the 

internet users in Thailand are young (ACNielsen Net watch, 2001 as cited in Leelayouthayotin, 2004). 

The majority of respondents answered were aged around 21-27 years (58%) and 28- 35 years (32%). 

Most of the respondents in this survey are high-educated; Bachelor degree (53.4%) or Master 

degree (41.1%). The majority of the respondent is an employee in private companies and the degree 

student with the income in range of 10,001- 60,000 baht.  
 

Table 9 : profiles of respondents in this survey 

Characteristics Frequency Percentage 

Gender     

male 85 33.6 

female 168 66.4 

Age     

under 20 years 13 5.1 

21-27 years 137 54.2 

28-35 years 81 32.0 

over 35 years 22 8.7 

Education     

high school 9 3.6 

College/ technical school/ vocational school 5 2.0 

Bachelors degree 135 53.4 

Masters degree or higher 104 41.1 

Occupation     

Government Officer 23 9.1 

Staff in Private Company 138 54.5 

Management in Private Company 14 5.5 

Business Owner 7 2.8 

Housewife 1 0.4 

Student 63 24.9 

Other 7 2.8 

Income/Salary     

Less than 10,000 baht 31 12.3 

10,001-20,000 baht 51 20.2 

20,001 - 40,000 baht 97 38.3 

40,001-60,000 baht 45 17.8 

60,001 - 80,000 baht 9 3.6 

More than 80,000 baht 20 7.9 

           Source: Analysis of field data 
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4.2.3 Online Shopping Behaviour 

In table 10, most respondents use internet for information search and personal 

entertainment at the rate above 85%. Half of them use internet for various purposes such as 

chatting, business/work and study. Table 11 is a summary of the shopping behaviour of respondents 

in purchasing products and services online. Nearly 80% of total respondent have experiences in 

online shopping and more than a half of the respondents have purchased e-ticket online. Table 12 

indicates that most of respondents buy products or services related to clothes and accessories at 

36.14%.  

 

Table 10 : Purpose of internet using in this survey 

Purpose of internet using Number of case Frequency % 

Information search 253 236 93.3 

Business/Work 253 166 65.6 

Study 253 139 54.9 

Chat room 253 162 64.0 

Personal entertainment 253 217 85.8 

Other  253 7 0.80 

       Source: Analysis of field data 

 

Table 11: The online shopping behaviour in this survey 

Online shopping Behaviour Person % 

Total respondents 253 100 

Respondents who have purchased products/services online 202 79.84 

Respondents who have not purchased products/services online 51 20.16 

Respondents who have purchased E-ticket 166 65.61 

Respondents who have not purchased the e-ticket 87 34.38 

Source: Developed for the research 

 

 

Table 12 : The categories of products/services purchased online in this survey 

Products/services purchased online Number of case  Frequency % 

Books/magazines and newspapers 202 47 23.27 

IT products 202 50 24.75 

Services  202 65 32.18 

Clothes and accessories 202 73 36.14 

Other 202 16 7.92 

   Source: Analysis of field data 

 

4.3 Descriptive Statistics 

In this section, the mean and standard deviation of each variable are reported in table 13. 

The scores were rated on five point Likert scale; 5 referred to a strong agreement and 1 indicated a 
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strong disagreement. The first construct contained 11 questions, second were 4 questions and the 

third one were 22 questions. The mean of total perceived usefulness is 44.67 with the standard 

deviation at 5.94. The mean score of total perceived ease of use is 17.94 and 73.5 for total perceived 

risk. The analysis in detail of each construct was presented next. 

 

Table 13 : Descriptive statistics for constructs 

Constructs N Minimum Maximum Mean Std. Deviation 

Total Perceived Usefulness 253 22.00 55.00 44.67 5.94 

 Total Perceived Ease of Use 253 8.00 20.00 17.94 2.28 

     Total Perceived Risk 253 31.00 108.00 73.53 13.50 

Source: Analysis of field data 

 

4.3.1 Perceived Usefulness (PU)  

Eleven variables were measured in this construct and each variable is related to these 

attributes; accessibility and availability (B1-B4), reliability (B5-B9) and distribution /delivery (B14-

B15). It is obvious that the means of each variable are nearly 4 which can be implied as agree. It 

seemed that these variables are important to the respondents. For example; accessibility and 

availability (B1-B4) tended to be the most dominant as the mean score are between 4 – 4.5. The 

mean score summary of each variable in the construct of perceived usefulness (PU) is showed in 

appendix 3. 

 

4.3.2 Perceived Ease of Use (PEOU) 

There were four variables measured for this construct which related to convenience 

perceived by using the internet for purchasing e-ticket. The respondents rated the item relating to 

the ease of use high. The mean score of each variable are relatively high between 4.40 – 4.62. The 

respondents rated the convenience of buying the ticket anytime they want (24 hours a day and 7 

days a week) highest at 4.69 in adopter group and 4.54 in non adopter group. Appendix 4 reported 

the summary of means of items measuring perceived Ease of Use (PEOU). 

 

4.3.3 Perceived Risk (PR) 

There are twenty two variables used to measure the perceived risk which involving in the 

risk consumer think they have when using internet to purchase e-ticket such as privacy and security 

concern. In this construct, the mean score of each variable is moderate and rated not over 4 except 

the items relating to privacy concern (B16-B19), for example, it is uncomfortable giving my credit 

card no. on the internet (B19) and my personal information may be shared with other businesses 

without consent. The privacy concern was rated high in both groups. In contrast, the items relating to 

the quality concern about the product (B20-B21) are rated relatively lower than 3. In addition, the 

respondents seemed to disagree with the item relating to socialization (B36-B37), for instance, there 

is no enjoyment in buying an e-ticket (B36). Appendix 5 reported the summary of means of items 

measuring perceived risk (PR) in both groups. 
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4.4 Measure Reliability 

As we mentioned in the previous chapter that we used Cronbach’s alpha to test the internal 

consistency reliable of the variable in each construct. Cronbach’s alpha coefficient less than 0.6 

considered to be poor while 0.7 is acceptable and above 0.8 is good (Leelayouthayotin, 2004). The 

value of Cronbach’s alpha of each construct is above 0.8 which represents high internal consistency 

of the scale used for measuring variables in each construct. The value of Cronbach’s alpha coefficient 

for each construct is shown in table 14 and the detail of reliable test for each construct was in 

appendix 15 – 17. 
 

Table 14 : Alpha coefficient of the item analysis 

 

Construct 
Number of 

cases 

Number of 

items 

Cronbach's alpha 

coefficient 

Perceived Usefulness (PU) 253 11 0.8780 

Perceived Ease of Use (PEOU) 253 4 0.8331 

Perceived Risk (PR) 253 22 0.9039 

          Source: Developed for the research 

4.5 Analysis of Constructs and Hypotheses test 

4.5.1 Exploring different between two groups 

The first section represents the hypotheses testing (H1-H3) of the different in attitude 

between two groups. Independent sample t-test is the technique used to compare mean of two 

different groups. In this study, the hypotheses have been proposed and we want to explore to the 

different in the attitude in each construct of the conceptual framework model. The two groups are 

ticket e-ticket adopter and e-ticket non-adopter. The first step to interpret the output from SPSS is 

to check the information about the groups. The number of people in each group is correct number. 

The result of Levene’s test for equality of variance is used to determine which of t-value provided 

should be used. If the significant score is larger than 0.05, we will use the score on the first line 

which refers to Equal variances assumed. The detail for independent T-test can be found in appendix 

6. We also calculated the effect size of independent-sample t-test. It provided the indication of 

magnitude of differences between groups. Although there is many effect size statistics, the most 

commonly used is eta squared (Pallant, 2001). The tests of hypotheses are as follows. 

 

H1: There is a significant different in the mean total perceived usefulness (PU) score for e-ticket 

adopter and e-ticket non-adopter. 

From the output, the total perceived usefulness received the score which is larger than 0.05 

then we used the score on the first line. The significance is less than 0.05 so we reject the null 

hypothesis. Therefore, there was a significant different in score (PU) for e-ticket adopter (M=45.9, 

SD=5.81), and e-ticket non-adopter (M=42.31, SD=5.48; t(253)=4.78, p=0.00). The magnitude of the 

different in mean by calculating the effect size was moderate effect (eta squared = 0.083), 8.3% of 

the variance in total e- ticket adopter’s perceived usefulness is explained by total non e- ticket 

adopter’s perceived usefulness. The eta square score gives the strong support to the hypothesis that 

there is significant different between two groups.  
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H2: There is a significant different in the mean total perceived ease of use score for e-ticket 

adopter and e-ticket non-adopter. 

 

The significance of Levene’s test for equality of variance is also larger than 0.05 so we use 

the score on the first line. The t score is 3.587 and the significance is 0.00. This means the null 

hypothesis is rejected. There was a significant different in score (PEOU) for e-ticket adopter 

(M=18.31, SD=2.20), and e-ticket non-adopter (M=17.25, SD=2.28; t(253)=3.58, p=0.00). The 

magnitude of the different in mean by calculating the effect size was small (eta squared = 0.048), 

4.8% of the variance in total e- ticket adopter’s perceived ease of use is explained by total non e-

ticket adopter’s perceived ease of use. The eta square score also represented the same support as in 

the first hypothesis. 

 

H3: There is a significant different in the mean total perceived risk for e-ticket adopter and e-ticket 

non-adopter? 

The significant of Levene’s test for equality of variance is 0.02 which is less than 0.05 then 

we have to use the score of equal variances not assume. The significance of t-test is less than 0.05 so 

the null hypothesis is also rejected. Hence, there was a significant different in score (PR) for e-ticket 

adopter (M=71.47, SD=14.2), and e-ticket non-adopter (M=77.47, SD=11.11; t(253)=(3.42), p=0.001). 

The magnitude of the different in mean by calculating the effect size was small (eta squared = 

0.044), 4.4% of the variance in total e- ticket adopter’s perceived risk is explained by total non e- 

ticket adopter’s perceived risk. The score of eta square is the lowest in this construct which means 

there is significant different in the two groups. 

 

4.5.2 Exploring relationship 

This section is interested in the strength of relationship between variables. The aim of this 

test is to compare the factors that related to the intention to buy e-ticket of the two groups of 

adopter and non adopter. We use the multiple regression as we want to explore the predictive 

ability of a set of independent variables on one dependent variable (Pallant, 2001). In this test, the 

dependent variable is the intention to buy in 12 months. The independent variables are the set of 

three construct in the conceptual framework model. The detail is from appendix 7 to 14. The two 

hypotheses have been proposed as follows. 

 

E-ticket adopter 

H4: The three constructs (PU, PEOU and PR) are significantly influence the intention to buy for e-

ticket adopter 

Checking the assumptions 

This is the analysis of multiple regression for e-ticket adopter. Firstly, we had to check the 

correlation between variables in the model which the independence variables need to show at least 

some relationship with dependent variable. The correlation between variable should value above 0.3 

which means there is medium relationship between variables (Pallant, 2001). From figure 5, two 

independence variables (PU, PEOU) correlated substantially with Intention to buy (r= 0.32 and 0.30) 

whereas PR showed low relationship with dependent variable (r=-0.13). In addition, the correlation 

between each of independence variable should be checked. Tabachnick and Fidell (1996 as cited in 

Pallant, 2001) suggested that the correlation of independence variables with a bivariate correlation 
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should not value more than 0.7. In this case the scales (PU and PEOU) moderately correlated with 

each other (r=0.59) whereas PR has weak relationship with PU and PEOU at the score lower than 0.3 

(r=-0.11 and -0.12).  

 

Evaluating the model 

The value of R square in figure 5 represents how much of the variance in the dependent 

variable (Intention to buy) is explained by the model. The score that we use is the adjusted R Square 

as the sample was small. The model reaches statistically significance (F = 8.210, p < 0.0005).The 

model explains 11.6% of the variance in intention to buy. It means the independent variables (PE, 

PEOU and PR) can explain only 11.6% of the variance in intention to buy of adopter group.  Hence, 

there might be some other factors that have more impact on the intention to buy for this group.  

 

Evaluating each of the independent variable 

From figure 5, it shows that PEOU and PR are not making the significant unique contribution 

to the equation because the significance value is larger than 0.05. This may due to overlap with 

other variables in the model (Pallant, 2001). However, PU is the only independent variable which has 

a statistically significant unique contribution to the equation (beta= 0.21). Therefore, the PU makes 

the largest unique contribution as other two variables are not making the significant contribution to 

the model. Detail is presented in appendix 9-10.  
 

Figure 5 : Evaluated model for E-ticket adopter 

 

 

 

 

Not statistically significant (p>0.05) 

*Statistically significant      (p< 0.05) 

 

Source: Developed for the research 

 

 

 

 

 

 

β = 0.21* 

r = 0.32 

 

β = 0.17 

r = 0.30 

 

β = -0.8 

r = -0.13 

 

R²=0.11 

Perceived 

Usefulness 

Perceived 

Ease of Use 

Perceived 

Risks 

Intention 

to Buy 



 

 38

E-ticket non adopter 

H5: The three constructs (PU, PEOU and PR) are significantly influence the intention to buy for e-

ticket non adopter. 

Checking the assumptions 

This is the analysis of multiple regressions for e-ticket non adopter. We followed the same 

steps examining the correlation between variables. Firstly, we check if there is a relationship 

between dependent and independent variables. From figure 6, two independence variables (PU, 

PEOU) correlated substantially with Intention to buy (0.42 and 0.39) while PR showed low 

relationship with dependent variable (-0.23). Secondly, we check the correlation between each of 

independence variable and make sure that the value is not over 0.7. In this case the scales (PU and 

PEOU) moderately correlated with each other (0.6) whereas PR has weak relationship with PU and 

PEOU at the score lower than 0.3 (-0.04 and 0.13 respectively).  

 

Evaluating the model 

From the model, the adjusted R square score is 0.248 which means the model explains 

24.8% of the variance in intention to buy of non adopter group. The model also reaches statistically 

significance (F = 10.443, p < 0.0005). It is relatively higher than the e-ticket adopter group but it is 

still low as its effect only 25%. Therefore, it can imply that there might be some important factors 

than these three variables. 

 

Evaluating each of the independent variable 

From figure 6, all three independent variables (PU, PEOU and PR) are making the significant 

unique contribution to the equation (beta= 0.24, 0.28 and -0.23 respectively). This is because all 

significant values are less than 0.05 so the variables made a significant contribution to the prediction 

of the dependent variable. In this case, we have to look at the beta value in order to tell which 

variable does give the strongest contribution to the model. The total perceived ease of use (PEOU) 

indicated the strongest contribution (beta=0.28). PU, PEOU and PR made a unique and statistically 

significant, contribution to the prediction of intention to buy (Pallant, 2001). 

 

Figure 6 : Evaluated model for E-ticket non adopter 
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CHAPTER 5 

DISCUSSION AND CONCLUSION  

5. Discussion and Conclusion 

 This chapter presents the discussion of the analysis part. The research question is answered in this 

chapter. Moreover, the implications for managements and future researches are addressed at the end of 

this chapter. 

5.1 Discussion 

The aim of this research is to study about the factors and attributes of e-ticket that have influences 

toward customer’s intention to purchase. Therefore, we proposed the research question as follows; 

RQ: “What are the factors that influence internet user’s intention to make an online purchase of airline e-

ticket?”  

The result of this study indicates that nearly 80% of the total respondent has experiences in online 

shopping, and more than half of this amount has experiences with e-tickets. This can be implied that E-

ticket is not new to the consumers in Thailand. According to the preliminary model in chapter 2, there are 

three dimensions addressed in this study; Perceived Usefulness, Perceived Ease of Use, and Perceived 

Risks. As we have divided the respondents into two groups of E-ticket adopter and E-ticket non-adopter, 

the result shows that there are differences in attitudes among these two groups of respondent. The eta 

square scores in each constructs also support the first three hypotheses as they only shared little similarity 

between the groups of adopter and non adopter.  

For the E-ticket non-adopter, the study indicates that Perceived Usefulness, Perceived Ease of Use 

and Perceived Risks have relations towards their intentions to buy. The influences of these three constructs 

are slightly different, but Perceived Ease of Use or convenience factor is the strongest one among all of 

them. This result is shown in accordance with the previous study of Roca et al. (2009) who mentioned that 

Perceived Ease of Use was significant especially for those who are in the initial stage of learning to use 

various applications (Roca et al., 2009). On the contrary for the E-ticket adopter, Perceived Usefulness is 

the only one that has a significant influence towards their intentions to buy while the other two constructs 

have not. This is possibly due to the fact that they already had experiences with the e-ticketing services, so 

the influence of Perceived Ease of Use is declined. Referring to the study of Roca et al. (2009) which is 

mentioned that Perceived Ease of use will become insignificant once when the users or consumers already 

had experiences or when they got accustomed to that thing (Roca et al., 2009). At the same time, the 

satisfied past experiences could help decreasing Perceived Risk levels associated with online shopping as 

well (Zailani, 2008). 

The first construct of Perceived Usefulness seems to be significant to predict the intention to buy in 

both groups of the respondents, and they appear to focus on the attribute of Accessibility and Availability 

as the most important factor with the highest mean in both two groups of respondent. This is about the 

product/service information provided by the company or the seller, or it can be implied in this case as flight 

information including price, promotion, terms & condition, and any other details regarding the flights and 

its services. The information about the products and services is easily searched via the internet so it is the 
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motivation for buying the products and services online. This seems to be consistent with the previous 

researches such as; the study of Lim and Dubinsky (2004) which stated that consumers were likely to buy 

online for the product with much more provided information (Lim and Dubinsky, 2004). The study of Suki 

(2005) got the result in the same way that the accessibility of information was highly ranked as the most 

important motivation when browsing or purchasing through the internet (Suki, 2005). This is probably due 

to the fact that customer cannot experience the real product, thus information plays an important role in 

their decision making (Lim and Dubinsky, 2004). It can imply that the feature of e-ticket is well described 

and customers feel confident to purchase online. Moreover, the information in consumer behaviour part 

can also explain for this situation, as we can see that 93.3% of the respondents use an internet for 

information searching. This means the information provide for products and service is very important to 

the intention to buy as they mostly used internet to search for information.  The top two most dominant 

variables in this attribute are “No need for intermediaries” and “Able to compare price and information”. It 

was revealed by many online buyers that they can get information directly without having to go through 

the salespersons, meanwhile, they can compare those information including prices between multiple 

website (Wolfinbarger and Gilly, 2001).  

The second and the third constructs of Perceived Ease of Use and Perceived Risks appear to be 

more significant to the non-adopters than the adopters. This is probably due to the fact that the adopters 

had already experienced it, so they skip over these two. The previous study also supported that previous 

online shopping experiences have a direct impact towards on internet shopping intention (Monsuwe et al., 

2004). Additionally, past experiences are claimed to be the reason of the significant declining of Perceive 

Ease of Use and Perceived Risks. (Roca et al., 2009 and Zailani, 2008).   

Perceived Ease of Use, which is listed as the factor of convenience, is indicated to be the most significant 

one towards the intention to purchase of those e-ticket non-adopters. This factor is about time and effort 

saving, location convenience, and ease of ordering which is claimed to be a primitive motivation to conduct 

an online purchase (Lim and Dubinsky, 2004). According to the attitude, the most dominant variable in this 

attribute for both groups of respondent is “I can buy the tickets anytime I want (24 hours a day and 7 days 

a week)”.  

As we mentioned earlier, perceived risk tend to affect the intention to buy for non adopter than 

adopter group. One reason of the significant declining of Perceive Risks for the adopter groups is probably 

the efforts of the airlines to improve their e-ticketing services, as they realized that the concerns towards 

privacy and security are main barriers for their e-ticketing services. Some airlines have been trying to 

increase more security in their online payment transactions by combining their systems to e-payment 

services of well known financial institutions. Some also sought for other alternatives to enhance the 

security in their transactions by creating more secure payment channels for the customer such as paying 

thru the ATM machine, or the counter services in convenient stores like 7-eleven. (Manager 360 Magazine, 

2007; Positioning, 2007 and Thai PR, 2008). This result of study also in accordance to the study of 

Leelayouthayothin (2004), she studied about the purchase intention of online health food in Thailand and 

the result showed that perceived risk had no direct effect on purchase intention. She suggested that it 

might due to the lack of experience in Thai consumer because at that time the technology was new to Thai 

people. Consumer in Thailand might not have the same perception as in developed countries. 

For the non adopter group who have never used the e-ticket probably perceived this construct 

with awareness. Perceived risk was in the second rank among three constructs which affect the intention 
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to buy of non adopter. If we examine through the factor in Perceived Risks, privacy seems to be the most 

significant perceived risk for both adopters and non adopters with the highest mean among all the 

attributes. This result supports the previous finding that privacy is the most significant concern factor 

related to consumer’s decision to purchase online (Suki, 2005). Sulaiman et al. (2008) also said in their 

study that Privacy is the biggest barrier of e-ticketing. (Sulaiman et al., 2008) However, the most significant 

variable in this attribute is “It is uncomfortable giving my credit card no. on the internet”. Park and Jun 

(2003) mentioned in their study that the security of online transaction system and the protection of privacy 

are important to increase online purchasing. (Park and Jun, 2003) Nonetheless, the attribute of Quality 

appears to be the least significant one in the construct of Perceived Risks, followed by the socialization 

attribute. This may be because those internet sellers or e-sellers tried to improve social interaction with 

their customers through the user forums, message boards, chat room or FAQs in their website. (Allred et 

al., 2006) 

5.2 Conclusion 

In conclusion, the most important factor for the e-ticket adopter is the Perceived Usefulness 

emphasizing the accessibility and availability attribute. Perceived ease of use is one important motivation 

as the group agreed that buying online is convenience and easy to search. Perceived Risk is not dominant 

for this group, however, the adopter still concerned about the privacy. While, all three constructs play the 

important role for future intention to buy for non e-ticket adopter. Perceived ease of use is the most 

important factor followed by the Perceived Risk and Perceived Usefulness.  

However, even all the factors and attributes used in this study are claimed to be fundamental in 

determining the intention to purchase online (Suki, 2005, and Lim and Dubinsky, 2004), but the result of 

this study indicates that they are not a very good predictors and cannot well explain consumer’s intention 

to purchase online both for E-ticket adopters and non-adopters according to the low R-Square score of 11% 

and 24% respectively. It leads to the implication that there are any other factors and attributes that are 

more important and have more influences towards their intentions to purchase. 

5.3 Implication for management 

 The e-commerce has rapid growth in the business world and it forced companies to enter the 

competition in online business world. The knowledge of the factors that have an impact on consumer in 

purchasing e-ticket online will give advantage to companies in utilizing and allocating their resources in 

more efficiency way. Some elements of the factors are under control of the companies whereas others are 

due to the characteristic of the internet. For example, Perceived Usefulness (PU) is one factor that affects 

both e-ticket adopter and non-adopter. The most influence attribute in this factor is accessibility and 

availability. Product and service information seem to be very important as they make a transaction online. 

Hence, companies should ensure that they provide enough details and useful information about the 

products as well as clearly state the prices, and term and conditions, so it can help influencing customer’s 

intention to purchase. The companies should not ignore about the on-time delivery or the instant 

automatic-reply back via email as well. Additionally, Perceived Risk (PR) is considered to be the second 

important attribute for non adopter as it has a negative impact on the intention to buy. Thus companies 

should ensure that their online transactions are properly conducted. The companies should offer new 

various payment channels in order to create more security for those customers with a high concern in this 
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aspect. Meanwhile, the companies should enhance the security of their websites, particularly about the 

personal data protection. Lastly, Perceived Ease of Use (PEOU) tended to be the result from internet 

characteristic itself as the factors involved in convenience and searchability. However, the companies can 

improve their websites by making it easy to use or user-friendly, and not provide too much information in 

forms of pictures which will take a longer time for downloading. 

 To sum up, the result of the study regarding to the motivation and concern factors affected 

purchasing intention might be useful for the companies to understand the consumer in both groups and 

may lead to implementing efficient plan in the future. 

5.4 Limitations and future researches 

The researchers tried to gain an understanding in the factors that affect the intention to buy of 

consumer. Despite of our attempt to conduct of the survey, there are still some limitations which should be 

carefully considered when interpreting and generalizing the finding of this study. The study investigated 

consumer intention to buy e-ticket online by using the theory of technology acceptance (TAM). The study 

was attempted to empirically examine the important factor affecting the intention. However, there were 

some limitations which future research should be considered as the further improvement.  

The survey was measured the attitude and the intention to buy of consumer by based on TAM 

model combining with Perceived Risk theory, however, the result was at the certain point of time. It would 

not be appropriated to use the model as a predictor to predict the actual behaviour of consumer in buying 

in the future. Moreover, the survey was narrow down to only domestic e-ticket so the result should be 

considered when representing as a whole population. The respondents who participated in this study were 

extracted only from the databases of the two travel agencies. Future studies should be conducted with 

different sample frames to test if the result is the same. A large sample size of respondent with different 

background and different environment will be more accurate. In addition, this study was studied only the 

attitude towards domestic airline e-ticket so future study can also extend the study to international airline 

e-ticket.  

In order to make better understanding of consumer’s intention to purchase on e-ticketing or online 

ticketing, there are many factors which should be explored and studied. Some of them are mentioned in 

this study while some of them are not. The further study should find out for other potential factors or 

attributes that have stronger influences and are well predictable towards consumer’s decision making. The 

future research can also include the factors such as price, brand name or the specific attribute of the 

website (Teo and Yeong, 2003). 
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APPENDICES 
 
 

Appendix 1  

Questionnaire in English 

 
 

E-ticket: A new way of buying airline ticket 

Do you like to purchasing goods or services online? Have you ever spend an hour on the way to 

buy your ticket at the travel agency? Your opinions about purchasing domestic airline  

Electronic ticket (E-ticket) over the internet may lead to the dramatic change in the travel industry 

in Thailand. Even if you have never bought domestic airline e-ticket online, your feedback is 

valuable in leading to the improvement of the industry. This survey asks for only general 

information and will take less than 15 minutes to complete the questionnaire.  

You name was drawn from the database of a leading travel agency company in Thailand. As the 

postgraduate student at Mälardalen University, We are conducting the research to discover the 

factors affecting consumer intention in purchasing airline e-ticket over the internet. All responses 

to this survey will be kept completely confidential. Only the researchers will have access to the 

names of the respondents. Moreover, results will be reported in general terms, with no specific 

individuals identified in any reports. 

 

If you have any questions concerning this survey, please do not hesitate to phone, email as listed 

below. 

 

Thank you for sharing your time and experiences. 

 

Sincerely, 

 

 

 

              ____________________                                                       _____________________              

                Sutanita Thavornchak                                              Waritthar Taratanaphol   

                Master Student                  Master Student    

                Mälardalen University                                Mälardalen University  

                stk08001@student.mdh.se                                            wtl08001@student.mdh.se 

                Tel: +46 765836637                                                                Tel: +46 765836889 
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FACTORS INFLUENCING ONLINE PURCHASING OF DOMESTIC AIRLINE E-TICKET 

Kindly complete the questionnaire to the best of your knowledge you might have about on-line purchasing 

of airline tickets. To submit your completed response, please select “submit” at the end of questionnaire. 

Thank you very much for your cooperation, and your valuable time. 

 

 

 

A.1 What is the purpose for accessing internet each time? (Please tick as many as applicable) 

� Knowledge/Information � Business/Work  � Study  

�Chat room   � Personal Entertainment   

� Other (please specify)____________________ 

 

A.2 Have you ever purchased products or services online through the internet? 

� Yes    � No (go to question A.5) 

 

A.3 What type of product have you purchased online over the internet? (Please tick as many as 

applicable) 

� Book, magazine, newspaper  � IT Products                 � Clothes   

� Services                                          �Other (please specify)_____________________ 

 

A.4 Have you ever purchased airline e-ticket on the internet? 

� Yes     � No 

A.5 If you need any airline ticket within the next 12 months, do you plan to make your purchase   

online from the Internet? 

� Very likely (5)   

� Likely (4)    

� Not sure (3) 

� Unlikely (2)    

� Very unlikely (1) 

Section A: Consumption behaviour 
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In this section, we would like to know more about your opinion toward purchasing airline   e-ticket online.  

Please read each of the statements below and indicate ����  your level of agreement or disagreement: 

5 = Strongly agree,   4 = Agree,   3 = Not sure,   2 = Disagree,   1 = Strongly disagree 

 

No. Motivation Factors 

Strongly 

Agree 

5 

Agree 

4 

Not sure 

3 

Disagree 

2 

Strongly 

Disagree 

1 

  In my opinion, the advantage of purchasing e-ticket is that..…..            

B.1 It is the best source for information searching about the tickets           

B.2 It is easy to access to wider information about the tickets           

B.3 It is a way to reduce a need for intermediaries           

B.4 It is able to compare price and information           

B.5 The prices of the tickets are clearly stated           

B.6 The special offers about the tickets are clearly stated           

B.7 Terms and conditions about the tickets are clearly stated           

B.8 Customer Service Contact Numbers are clearly stated           

B.9 Web pages are always updated or frequently           

B.10 I can buy the tickets anytime I want (24 hours a day and 7 days a week)           

B.11 It helps saving my time and efforts           

B.12 It is no hassle of queuing for payment           

B.13 It is a convenient ordering process           

B.14 The tickets are delivered immediately           

B.15 The tickets are delivered in good quality           

 

 

 

Section B: Opinion and attitude towards purchasing airline e-ticket online 
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No. Concern Factors 

Strongly 

Agree 

5 

Agree 

4 

Not sure 

3 

Disagree 

2 

Strongly 

Disagree 

1 

Q. In my opinion, the disadvantage of purchasing e-ticket is that…..           

B.16 There might be a misuse of my information/database by internet merchants/sellers           

B.17 My personal information may be shared with other businesses without consent           

B.18 Others may intercept my message           

B.19 It is uncomfortable giving my credit card no. on the internet           

B.20 I am worried whether e-ticket can be used as the ordinary/traditional ticket           

B.21 
There is no sufficient information available on the Internet for me to judge the 

product quality           

B.22 The order process is time consuming and maybe error occurred during processing           

B.23 It is difficult to make any changes to the tickets (flight, route or passenger name)           

B.24 It is difficult to cancel the tickets           

B.25 Buying ticket from travel agency is better in term of after-sale services           

B.26 I am worried of doing business with not famous firms/companies           

B.27 I do not trust in digital signature           

B.28 Non-disclosure of complete company information           

B.29 Non-disclosure of complete ticket information           

B.30 The internet connect is slow           

B.31 It is inconvenient logging-on to company homepage           

B.32 It takes longer time to download information           

B.33 I have no credit card           

B.34 Internet sellers may overcharge my credit card           

B.35 Limited method of payment           

B.36 There is no enjoyment in buying an e-ticket           

B.37 The decision is made by myself without any interaction with others           
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C.1 What is your gender? 

�Male      

�Female 

C.2 What is your age as of December 31, 2008?   

�Under 20   �21 – 27  �28 – 35  �over 35  

C.3 What is your highest level of education? 

� Primary school (P1-P6)  �Secondary school (M1-M3) 

� High school (M4-M5)   �College/ technical school/ vocational school  

�Bachelors degree   �Masters degree or higher 

�Other (please specify)___________________________________________ 

C.4 What is your present occupation? 

���� Government Officer   � Staff in Private Company  

� Management in Private Company � Business Owner 

� Housewife    � Other (please specify)_________________________ 

C.5 What is your personal income per month? 

� Less than 10,000 baht  ���� 10,001-20,000 baht 

� 20,001 – 40,000 baht   � 40,001-60,000 baht 

� 60,001 – 80,000 baht   � More than 80,000 baht 

C.6 Where is your current accommodation? 

� Bangkok or Greater Bangkok Vicinity 

� Up-Country 

________________________________________________________________________________ 

Finally, we really appreciate your help for completing with this questionnaire. 

 
 

 

 

 

 

 

 

THANK YOU VERY MUCH FOR YOUR ASSISTANCE AND COORPERATION 

Section C: Demographics 
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                                     Appendix 2 

 

Questionnaire in Thai  

 

ปจัจยัที�สง่ผลตอ่การซื�อต ั�วเครื�องบนิผา่นทางอนิเตอรเ์น็ต 
 
กรุณากรอกแบบสอบถามดา้นลา่งใหส้มบรูณ์ ทา่นสามารถจะเพิ�มเตมิขอ้เสนอแนะหรอืคําแนะนําตา่ง ๆ ที�ทา่นคดิวา่จะมสีว่น
ชว่ยใหก้ารทําวจัิยนี)สมบรูณ์มากยิ�งขึ)น ไดใ้นชอ่งวา่งทา้ยแบบสอบถามนี)ขอขอบพระคณุทกุทา่นที�กรุณาเสยีสละเวลาอนัมคีา่
และใหค้วามร่วมมอืในการทําวจัิยครั)งนี) 
 
 
 
 
 

 
A.1 จดุประสงคห์ลกัในการใชอ้นิเตอรเ์น็ตของคุณคอือะไร (สามารถตอบไดม้ากกวา่ 1 ขอ้) 

� หาความรู ้/ ขอ้มลู  � เพื�อธรุกจิ / งาน � เพื�อการศกึษา         � สนทนาChat 
 
� เพื�อความบนัเทงิ         � อื�นๆ )โปรดระบ ุ______________ 
 

A.2 คณุเคยซื�อสนิคา้ หรอื บรกิารใดๆ ผา่นทางอนิเตอรเ์น็ตหรอืไม ่

� เคย   � ไมเ่คย (ขา้มไปคําถามขอ้ B.1) 
 

A.3 คณุซื�อของ หรอื บรกิารใดๆ ผา่นอนิเตอรเ์น็ตบอ่ยแคไ่หนในชว่ง 12 เดอืนที�ผา่นมา  

� 1-2 ครั)ง   � 3-5 ครั)ง   � มากกวา่ 5 ครั )ง 
 

A.4 สนิคา้หรอืบรกิารชนดิใดที�คุณซื�อผา่นทางอนิเตอรเ์น็ต (ตอบไดม้ากกวา่ 1 ขอ้) 

� หนังสอื/นติยสาร  � สนิคา้ IT                  � เสื)อผา้   
                  
� บรกิารทั�วไป              �อื�นๆ โปรดระบ ุ___________________________ 
 

A.5 คณุเคยซื�อต ั�วเครื�องบนิผา่นทางอนิเตอรเ์น็ตหรอืไม ่ 

� เคย    � ไมเ่คย (ขา้มไปคําถามขอ้ B.1) 
 

 

Section A: พฤตกิรรมการบรโิภค 



 

 55

 
 
อยากทราบขอ้มลูเกี�ยวกบัความคดิเห็นตอ่การซื)อตัEวเครื�องบนิผา่นอนิเตอรเ์น็ต กรุณาอา่นขอ้ความดา้นลา่งและคลกิคําตอบในชอ่งตามระดบัความคดิเห็นหรอืความเชื�อของคณุ  
5 = เห็นดว้ยอยา่งยิ�ง,   4 = เห็นดว้ย,   3 = ไมแ่น่ใจ,   2 = ไมเ่ห็นดว้ย,   1 = ไมเ่ห็นดว้ยอยา่งยิ�ง 
 

ขอ้ ขอ้ด ี
เห็นดว้ย
อยา่งยิ�ง 

5 
เห็นดว้ย 

4 
ไมแ่นใ่จ 

3 

ไมเ่ห็น
ดว้ย 

2 

ไมเ่ห็นดว้ย
อยา่งยิ�ง 

1 

B.1 สามารถหาขอ้มลูเกี�ยวกบัตัEวเครื�องบนิและเรื�องที�เกี�ยวขอ้งได ้           

B.2 สามารถหาขอ้มลูเกี�ยวกบัตัEวเครื�องบนิไดม้ากกวา่และกวา้งกวา่           

B.3 สามารถทําไดด้ว้ยตัวเอง โดยไมต่อ้งผ่านตัวกลาง (บรษิัทขายตัEว)           

B.4 สามารถเปรยีบเทยีบขอ้มูลและราคาได ้           

B.5 ราคาตัEวเครื�องบนิถูกระบไุวอ้ย่างชดัเจน           

B.6 รายการสง่เสรมิการขายเกี�ยวกับตัEวเครื�องบนินั)นๆถกูระบไุวอ้ย่างชดัเจน           

B.7 เงื�อนไขเกี�ยวกบัตัEวเครื�องบนินั)นๆถกูระบไุวอ้ย่างชดัเจน           

B.8 ขอ้มลูและเบอรต์ดิตอ่ฝ่ายบรกิารลกูคา้ถกูระบไุวอ้ยา่งชดัเจน           

B.9 Webpage ของสายการบนินั)นๆมกีารปรับปรุงอย่างสมํ�าเสมอ           

B.10 สามารถซื)อตัEวเครื�องบนิเวลาใดก็ได ้(24 ชั�วโมง และทกุวนั)            

B.11 ชว่ยประหยัดเวลาและพลงังาน           

B.12 ไมต่อ้งเสยีเวลารอควิ จ่ายเงนิ           

B.13 สามารถสั�งซื)อไดง้่าย           

B.14 ไดร้ับตัEวเครื�องบนิทนัท ีหลงัจากการซื)อ           

B.15 ตัEวที�ไดร้ับอยูใ่นสภาพด ีและสามารถใชก้ารได ้           

 

 

 

 

 

 

 

Section B: ความคดิเห็นและทศันคตติอ่การซื�อต ั�วเครื�องบนิผา่นอนิเตอรเ์น็ต 
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ขอ้ ขอ้เสยี 
เห็นดว้ย
อยา่งยิ�ง 

5 
เห็นดว้ย 

4 
ไมแ่นใ่จ 

3 

ไมเ่ห็น
ดว้ย 

2 

ไมเ่ห็น
ดว้ยอยา่ง

ยิ�ง 
1 

B.16 ฐานขอ้มูลหรอืขอ้มลูสว่นตัวของคณุอาจถกูผูข้ายหรอืบรษิัทนั)นๆนําไปใชใ้นทางที�ผดิ            
B.17 ขอ้มลูสว่นตัวของคณุอาจถกูนําไปใชใ้นธรุกจิอื�น โดยมไิดบ้อกกลา่วหรอืไดร้ับอนุญาต           
B.18 บคุคลอื�นสามารถลว่งรูข้อ้มลูของคณุได ้           
B.19 การกรอกขอ้มลูเกี�ยวกบับตัรเครดติผา่นอนิเตอรเ์น็ตเป็นเรื�องที�น่ากงัวล           
B.20 ไมแ่น่ใจวา่ตัEวเครื�องบนิ e-ticket จะใชไ้ดเ้หมอืนตัEวเครื�องบนิธรรมดาหรอืไม ่           
B.21 ขอ้มลูเกี�ยวกบัตัEวเครื�องบนิที�ไดจ้ากอนิเตอรเ์น็ตนั)น ไมเ่พยีงพอตอ่การตดัสนิใจซื)อ           

B.22 
ระบบการสั�งซื)อตัEวเครื�องบนิของแตล่ะเวบไซต ์ใชร้ะยะเวลานาน และอาจมเีหตขุดัขอ้งระหวา่งดําเนนิการ
ได ้           

B.23 ขอ้มลูเกี�ยวกบัการเปลี�ยนแปลงเที�ยวบนิ, เวลา, และชื�อผูโ้ดยสารถกูระบไุวไ้ม่ชดัเจน           
B.24 ขอ้มลูเกี�ยวกบัการยกเลกิตัEวเครื�องบนิถกูระบไุวไ้ม่ชดัเจน            
B.25 การซื)อตัEวเครื�องบนิผา่นทางตวัแทนขายตัEว ใหค้วามมั�นใจในเรื�องของบรกิารหลงัการขายไดม้ากกวา่           
B.26 การทําธรุกรรมกับบรษิัทที�ไมม่ชี ื�อเสยีงถอืเป็นเรื�องเสี�ยง            
B.27 ลายเซ็นตห์รอืตราบรษิัทชนทิอัตโนมัต ิถอืเป็นขอ้ผูกมัดหรอืยนืยันตามกฏหมายไม่ได ้           
B.28 อาจมกีารปิดบงัขอ้มลูบางสว่นเกี�ยวกบับรษิัท (สายการบนิ)           
B.29 อาจมกีารปิดบงัขอ้มลูบางสว่นเกี�ยวกบัสนิคา้ (ตัEวเครื�องบนิ)           
B.30 อนิเตอรเ์นตชา้ (ความเร็วตํ�า)           
B.31 การเขา้สูห่นา้เวบไซตข์องสายการบนินั)นๆ ใชเ้วลานานและยาก           
B.32 ขอ้มลูในหนา้เวบไซตน์ั)นๆ มมีากเกนิไป ทําใหก้ารดาวนโ์หลดขอ้มลูชา้ลง           
B.33 คณุไมม่บีัตรเครดติ           
B.34 อาจมกีารตัดเงนิจากบตัรเครดติซํ)าซอ้น           
B.35 มขีอ้จํากดัในเรื�องของวธิกีารจ่ายเงนิ           
B.36 การซื)อตัEวเครื�องบนิผา่นอนิเตอรเ์น็ตทําใหข้าดอรรถรสในการซื)อของ           
B.37 การซื)อตัEวเครื�องบนิผา่นอนิเตอรเ์น็ตสามารถทําไดโ้ดยลําพังโดยไมต่อ้งมปีฏสิมัพัธก์ับบคุคลอื�น           
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C.1 เพศ 

�ชาย     �หญงิ 
 

C.2 อาย ุณ วนัที� 31 ธันวาคม 2551   

� ตํ�ากวา่ 20 ปี   �21 – 27 ปี  �28 – 35 ปี  � มากกวา่ 35 ปี 
 

C.3 การศกึษาขั )นสงูสดุ 

� ประถมศกึษา (ป.1-ป.6)    �มัธยมศกึษาตอนตน้ (ม.1-ม.3) 
 
� มัธยมศกึษาตอนปลาย (ม.4-ม.5)  �วทิยาลัย/วทิยาลยัเทคนคิ/สายอาชพีหรอื

เทยีบเทา่ 
 
�ปรญิญาตร ี     �ปรญิญาโทหรอืสงูกวา่ 
 
�อื�นๆ (โปรดระบ)ุ___________________________________________ 
 

C.4 อาชพี 

���� ขา้ราชการ/รัฐวสิาหกจิ    � พนักงานบรษัิทเอกชน  
 
� ผูบ้รหิารในบรษัิทเอกชน   � ธรุกจิสว่นตัว/ เจา้ของบรษัิท 
 
� แมบ่า้น     � นักเรยีน/นักศกึษา    
 
� อื�นๆ 
 

C.5 รายไดต้อ่เดอืน 

� นอ้ยกวา่ 10,000 บาท    ���� 10,001-20,000 บาท 
 
� 20,001 – 40,000 บาท    � 40,001-60,000 บาท 
 
� 60,001 – 80,000 บาท    � มากกวา่ 80,000 บาท 
 

C.6 ที�พํานักในปัจจบุนั 

� กรุงเทพฯ หรอื ปรมิณฑล 
 
� ตา่งจังหวดั 
 

________________________________________________________________________________ 
 

Section C: ขอ้มลูดา้นประชากร 

ขอขอบพระคณุสาํหรบัความรว่มมอืที�เป็นประโยชนค์ร ั�งนี�ดว้ยคะ 
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Appendix 3  

 

Means and standard deviations of items measuring perceived usefulness (PU) in the 

model 

Factor 

Total Perceived Usefulness 

(PU) 

Mean 

Adopter 

Non 

adopter 

Accessibility  

B1: It is the best source for 

information searching about 

the ticket. 4.41 4.07 

and Availability 

B2: It is easy to access to 

wider information about 

ticket. 4.31 3.99 

  
B3: It is a way to reduce a 

need for intermediaries. 4.66 4.19 

  
B4: It is able to compare price 

and information. 4.52 4.26 

  Total 4.48 4.13 

Reliability 
B5: The prices of the tickets 

are clearly stated. 4.22 3.79 

  
B6: The special offers about 

the tickets are clearly stated. 3.90 3.66 

  

B7: Terms and conditions 

about the tickets are clearly 

stated. 3.86 3.56 

  

B8: Customer Service Contact 

Numbers are clearly stated. 
3.84 3.86 

  
B9: Web pages are always 

updated or frequently. 3.81 3.79 

  Total 3.93 3.73 

Distribution/Delivery 
B14: The tickets are delivered 

immediately. 4.3 3.61 

  
B15: The tickets are delivered 

in good quality. 4.09 3.59 

  Total 4.20 3.60 

              Source: Analysis of field data 

 



 

 59

Appendix 4  

 

Means and standard deviations of items measuring perceived Ease of Use (PEOU) in the 

model 

 

Factor  Total Perceived Ease of Use (PEOU) 

Mean 

Adopter 

Non-

adopter 

Convenience and 

Searchability 

B10:I can buy the tickets anytime I want      

(24 hours a day and 7 days a week). 4.69 4.54 

  

B11:It helps saving my time and efforts. 
4.54 4.20 

  

B12:It is no hassle of queuing for payment. 
4.59 4.32 

  

B13:It is a convenient ordering process. 
4.50 4.20 

  Total  4.58 4.32 

Source: Analysis of field data 
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Appendix 5 

  

Means and standard deviations of items measuring perceived risk (PR) in the model 

Factor Perceived Risk (PR) 

Mean 

Adopter Non adopter 

Privacy and Security 

B16: There might be a misuse of my information/database by 

internet merchants/sellers. 3.67 3.83 

 

B17: My personal information may be shared with other 

businesses without consent. 3.75 3.92 

 B18: Others may intercept my message. 3.71 3.83 

  

B19: It is uncomfortable giving my credit card no. on the 

internet. 4.06 4.39 

  Total 3.80 3.99 

Quality 

B20: I am worried whether e-ticket can be used as the 

ordinary/traditional ticket. 2.17 2.38 

 

B21: There is no sufficient information available on the 

Internet for me to judge the product quality. 2.45 3.23 

Factor Total 2.31 2.81 

Services and  

 

after-sale servicess 

B22: The order process is time consuming and there may be 

error occurred during the process. 

3.62 3.74 

 

B23: It is difficult to make any changes to the tickets (flight, 

route or passenger name). 3.05 3.46 

 B24: The information about cancellation is not clearly stated. 3.23 3.41 

 

B25: Buying ticket from travel agency is better in term of 

after-sale services. 3.32 3.62 

  Total 3.31 3.56 

Trust & Reluctance to 

Change 

B26: I am worried of doing business with non reputable 

firms/companies. 3.37 3.85 

 B27: I do not trust in digital signature. 3.11 3.48 

  Total 3.24 3.67 

Non Discloser of 

Complete  

B28:Non-disclosure of complete company information. 

3.33 3.61 

Information B29:Non-disclosure of complete ticket information. 3.43 3.77 

  Total 3.38 3.69 

Speed Connection B30: The internet connection is slow. 3.31 3.11 
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 B31: It is inconvenient logging-on to company homepage. 3.49 3.32 

 B32: It takes longer time to download information. 3.42 3.39 

  Total 3.41 3.27 

Payment  B33: I have no credit card. 2.80 3.06 

 B34: Internet sellers may overcharge my credit card. 3.60 3.84 

 B35: Limited method of payment. 3.55 3.78 

  Total 3.32 3.56 

Socialization B36: There is no enjoyment in buying an e-ticket. 1.93 2.37 

 

B37: The decision is made by myself without any interaction 

with others. 3.09 3.41 

  Total 2.51 2.89 

 Source: Analysis of field data 
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Appendix 6 

 

The Independent sample T-test 

 

   

Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Total 

Perceive 

Usefulness 

Equal 

variances 

assumed 

1.182 0.278 4.785 251 0.000 3.6113 0.75479 2.12482 5.09786 

Equal 

variances 

not 

assumed 

    4.874 183.964 0.000 3.6113 0.74101 2.14937 5.07331 

Total 

Perceived 

Ease of 

Use 

Equal 

variances 

assumed 

1.221 0.270 3.587 251 0.000 1.0604 0.29562 0.47816 1.64260 

Equal 

variances 

not 

assumed 

    3.545 169.118 0.001 1.0604 0.29912 0.46989 1.65087 

Total 

Perceived 

Risk 

Equal 

variances 

assumed 

5.512 0.020 -3.425 251 0.001 -5.9954 1.75036 -9.44263 -2.54809 

Equal 

variances 

not 

assumed 

    -3.694 214.413 0.000 -5.9954 1.62294 -9.19431 -2.79641 

Source: Data analysis for the research 
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Appendix 7 

  

Correlation on the attitudes towards intention to buy of E-ticket adopter 
 

 

Intention to buy E-

ticket in the future 

(12 months) 

Total Perceive 

Usefulness 

Total 

Perceived Ease 

of Use 

Total 

Perceived 

Risk 

Pearson 

Correlation 

Intention to buy E-ticket in the 

future (12 months) 
1.000 0.323 0.307 -0.130 

Total Perceived Usefulness 0.323 1.000 0.593 -0.118 

Total Perceived Ease of Use 0.307 0.593 1.000 -0.126 

Total Perceived Risk -0.130 -0.118 -0.126 1.000 

Source: Data analysis for the research 

 

 

 

 

Appendix 8   

 

Summary of Model (E-ticket adopter) 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 0.363 0.132 0.116 0.753 

Source: Data analysis for the research 

 

 

Appendix 9 

 

ANOVA (E-ticket adopter) 

Model   

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 13.971 3 4.657 8.210 0.000 

Residual 91.890 162 0.567     

Total 105.861 165       

Source: Data analysis for the research 
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Appendix 10 

 

Coefficients (E-ticket adopter) 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 2.117 0.652   3.246 0.001     

Total Perceived 

Usefulness 
0.029 0.013 0.212 2.326 0.021 0.646 1.547 

Total Perceived 

Ease of Use 
0.062 0.033 0.171 1.879 0.062 0.645 1.550 

Total Perceived 

Risk 
-0.005 0.004 -0.084 -1.133 0.259 0.981 1.019 

Source: Data analysis for the research 
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Appendix 11 

 

Correlation on the attitudes towards intention to buy of E-ticket non-adopter 

 

 

Intention to 

buy E-ticket in 

the future (12 

months) 

Total Perceive 

Usefulness 

Total 

Perceived 

Ease of Use 

Total 

Perceived Risk 

Pearson 

Correlation 

Intention to buy E-ticket in 

the future (12 months) 
1.000 0.424 0.393 -0.233 

Total Perceived Usefulness 0.424 1.000 0.600 -0.049 

Total Perceived Ease of 

Use 
0.393 0.600 1.000 0.134 

Total Perceived Risk -0.233 -0.049 0.134 1.000 

Source: Data analysis for the research 

 

 

Appendix 12  

 

Summary of Model (E-ticket non-adopter) 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 0.523 0.274 0.248 0.748 

Source: Data analysis for the research 

 

 

Appendix 13 
 

ANOVA (E-ticket non-adopter) 

Model   

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 17.519 3 5.840 10.443 0.000 

Residual 46.412 83 0.559     

Total 63.931 86       

Source: Data analysis for the research 
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Appendix 14 

 

 

Coefficients (E-ticket non-adopter) 

Model   

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 1.350 0.881   1.532 0.129     

Total 

Perceived 

Usefulness 

0.038 0.019 0.242 2.045 0.044 0.623 1.605 

Total 

Perceived 

Ease of Use 

0.106 0.045 0.282 2.365 0.020 0.614 1.630 

Total 

Perceived 

Risk 

-0.020 0.007 -0.259 -2.706 0.008 0.956 1.046 

Source: Data analysis for the research 
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Appendix 15  

 

Reliability Analysis (Cronbach Alpha) – PU (11 items) 

 

Question 

No. 
Items 

Scale 

Mean if 

Item 

Deleted 

Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Alpha if 

Item 

Deleted 

B.1 

It is the best source for information searching about the 

tickets 40.3874 30.6192 0.5792 0.8684 

B.2 It is easy to access to wider information about the tickets 40.4822 30.2348 0.5275 0.8711 

B.3 It is a way to reduce a need for intermediaries 40.1897 31.8131 0.4434 0.8757 

B.4 It is able to compare price and information 40.2451 30.6937 0.5816 0.8684 

B.5 The prices of the tickets are clearly stated 40.6087 28.2947 0.6801 0.8607 

B.6 The special offers about the tickets are clearly stated 40.8617 27.5482 0.6987 0.8592 

B.7 Terms and conditions about the tickets are clearly stated 40.9209 27.9302 0.6940 0.8596 

B.8 Customer Service Contact Numbers are clearly stated 40.8340 28.7263 0.6408 0.8636 

B.9 Web pages are always updated or frequently 40.8893 30.0909 0.5287 0.8711 

B.14 The tickets are delivered immediately 40.6166 29.3405 0.5490 0.8703 

B.15 The tickets are delivered in good quality 40.7628 29.9515 0.5305 0.8711 

Source: items analysis of field data 

 

Number of Cases = 253.0 Number of Items = 11 Alpha = 0.8780 
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Appendix 16  

 

Reliability Analysis (Cronbach Alpha) – PEOU (4 items) 

 

Question 

No. 
Items 

Scale 

Mean if 

Item 

Deleted 

Scale 

Variance 

if Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Alpha if 

Item 

Deleted 

B.10 

I can buy the tickets anytime I want (24 

hours a day and 7 days a week) 13.323 3.8108 0.5051 0.8513 

B.11 It helps saving my time and efforts 13.5296 2.7898 0.6995 0.7740 

B.12 It is no hassle of queuing for payment 13.4506 2.8755 0.7838 0.7328 

B.13 It is a convenient ordering process 13.5534 2.9307 0.6869 0.7782 

Source: items analysis of field data 

 

Number of Cases = 253.0 Number of Items = 4  Alpha = 0.8331 
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Appendix 17 

 

Reliability Analysis (Cronbach Alpha) – PR (22 items) 

 
 

Question 

No. 
Items 

Scale 

Mean if 

Item 

Deleted 

Scale 

Variance 

if Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Alpha if 

Item 

Deleted 

B.16 

There might be a misuse of my information/database 

by internet merchants/sellers 69.8103 168.9718 0.514 0.9000 

B.17 

My personal information may be shared with other 

businesses without consent 69.7312 169.1418 0.5185 0.9000 

B.18 Others may intercept my message 69.7866 168.2876 0.5621 0.8991 

B.19 

It is uncomfortable giving my credit card no. on the 

internet 69.3755 168.2116 0.5435 0.8994 

B.20 

I am worried whether e-ticket can be used as the 

ordinary/traditional ticket 71.0514 165.8585 0.5601 0.8989 

B.21 

There is no sufficient information available on the 

Internet for me to judge the product quality 70.8182 166.9192 0.5329 0.8995 

B.22 

The order process is time consuming and maybe 

error occurred during processing 69.8775 167.8540 0.5669 0.899 

B.23 

It is difficult to make any changes to the tickets 

(flight, route or passenger name) 70.3439 165.3456 0.6038 0.8979 

B.24 It is difficult to cancel the tickets 70.2451 167.0032 0.5541 0.8991 

B.25 

Buying ticket from travel agency is better in term of 

after-sale services 70.1146 166.9352 0.5293 0.8996 

B.26 

I am worried of doing business with unreputable 

firms/companies 70.0000 165.1905 0.6107 0.8977 

B.27 I do not trust in digital signature 70.2964 164.5665 0.5988 0.8979 

B.28 Non-disclosure of complete company information 70.1107 166.3290 0.6314 0.8976 

B.29 Non-disclosure of complete ticket information 69.9921 165.7777 0.6380 0.8974 

B.30 The internet connect is slow 70.2925 165.0887 0.4905 0.9008 

B.31 It is inconvenient logging-on to company homepage 70.1067 166.6195 0.4758 0.9010 

B.32 It takes longer time to download information 70.1304 166.6377 0.4861 0.9007 

B.33 I have no credit card 70.6482 166.3004 0.3739 0.9053 

B.34 Internet sellers may overcharge my credit card 69.8538 164.173 0.3739 0.8972 

B.35 Limited method of payment 69.9091 165.1306 0.5614 0.8988 

B.36 There is no enjoyment in buying an e-ticket 71.4585 169.1302 0.4604 0.9012 

B.37 

The decision is made by myself without any 

interaction with others 70.3360 172.2716 0.2467 0.9078 

Source: Items analysis of field data 

 
Number of Cases = 253.0 Number of Items = 22 Alpha = 0.9039 

 

 

 


