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Abstract 

The rapid advancement of internet technology has helped business players. Today, Airline and 

Travel Agent Industries run their business using the internet and communication technology. 

The population in this research is all customers who buy airline tickets through online travel 

agents during the year of 2015. 426 people fill in the questionnaire and the data is collected 

through interview, questionnaire, and documentation study. The data is analyzed using multi-

linear regression and path analysis. The results found are: simultaneously the variables of Price, 

Easy Use, Shopping Enjoyment, Trust, Customer Satisfaction, and Advertising positively and 
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significantly influence the Buying Decision. Partially, the first model shows the Price, Easy Use, 

Trust positive and significantly influence the Customer Satisfaction, whereas the Shopping 

Enjoyment and Advertising do not significantly influence. The second model shows the results 

that Price, Trust and Customer Satisfaction positive and significantly influence the Buying 

Decision for airline ticket through online travel agent, whereas Easy Use, Shopping Enjoyment, 

and Advertising do not significantly influence the Buying Decision for domestic airline ticket 

through online travel agent. The results of path analysis show that each of Easy Use and 

Shopping Enjoyment as well as advertising indirectly via Customer Satisfaction influence the 

Buying Decision for domestic airline ticket through online travel agent, whereas Price and Trust 

indirectly via Customer Satisfaction do not influence the Buying Decision for domestic airline 

ticket through online travel agent.   
 

Keywords: Price, Easy Use, Shopping Enjoyment, Trust, Customer Satisfaction, Advertising, 

Buying Decision 

 

INTRODUCTION 

The advancement of internet technology today is rapid and has a significant influence on the 

advancement of various sectors, especially business sector. Nowadays almost all business use 

the internet technology which becomes one of the reliable media for communication and 

business. The development of telecommunication technology and computerization also causes 

cultural changes in the daily life.  

One form of internet technology which is much applied in all business sectors is the use 

of online system. Almost all business system utilize the facilities offered by the online system, 

and in line with the advancement of internet technology business players become much 

dependent on the internet in running their business and try to use the internet to develop their 

business for getting efficiency and unlimited marketing area.    

 Online purchase is a process through which consumers buy a product or service in the 

internet (http://en.wikipedia.org/). The process in which a consumer uses internet media to buy 

a product or service starts with the consumer awareness of information or product that can be 

found in the internet (Roberts, 2003:163 in Johanes Indrakusuma and Lena Ellitan, 2008).  

Internet is the main device in the online business, including the online business of ticket. 

This brings a great influence and impact to the corporate strategy of travel agent. Many travel 

agents close their business due to their inability to compete in a high competition among travel 

agents which has been entering the digital and internet era. Most conventional travel agents are 

still burdened with the expense for office and employees, so that the ticket price becomes more 
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expensive compared with the other online travel agents which do not need to incur the 

expenses for office and employees to sell online tickets and which have opportunity for 

marketing and selling throughout the world without any limitation of area. 

Online ticket (E-Tiket) is an opportunity to minimize the cost and to optimize the comfort 

for passengers. E-ticket reduces the cost of ticket process, removes paper forms and enhance 

the flexibility for passengers and travel agents to make changes in the travel schedule 

(http://www.iata.org). Indeed, internet technology offers more facilities because of its ability in 

changing the way people communicate, supports a business system, and even internet can 

connect people regardless the distance. There are six reasons why internet technology is 

important. First, internet has wide connectivity and reach; it can reduce the cost of 

communication, lower the cost of transaction, and reduce the cost of agency; it is interactive, 

flexible, easy, and has ability to distribute knowledge correctly (Laudon, 2000). 

Easy use in the context of someone’s perception in using especially a system is that if 

someone feels easy to use the system then he or she is willing to use it to find something, 

including to use internet in online business or e-commerce. However, if the potential buyers 

consider it is difficult to use the internet, then they will not use it in making transactions such as 

buying airline tickets through the travel agents that sell the ticket online. 

Online purchase of a product such as a ticket surely does not confront the buyer and 

seller, and even the potential buyer does not see directly the product he or she is going to buy, 

but he or she has had to incur an amount of money to validate the transaction. This will surely 

make the potential buyer worried—about deception, about procedural mistake, etc.—so that 

trust is very important in the online business. A hesitation toward a transaction or toward the 

validity of an online ticket sale will not generate a transaction, so that many people will buy the 

ticket directly from the travel provider. 

From the above-presented background, a research is carried out taking the title 

“Analysis on the factors influencing the decision to buy airline tickets through online travel 

agents in Indonesia. 

   

LITERATURE REVIEW  

According to Kotler and Armstrong (2005:353), price is the amount of money charged on a 

product or service, or the amount of value exchanged by the consumer for some benefits due to 

having or using the product or service. Price is one of the determining factors in the brand 

selection related to the consumer’s decision to buy. When selecting among the available 

brands, the consumers will evaluate the price inabsolutely but they will compare some price 

standards as reference for making a purchase transaction. 
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Easy use is defined as how far someone believes that by using a technology he or she will be 

free from hard effort (Hartono, 2007: 114). According to Amijaya (2010), the perception on such 

an ease will impact the behavior, that is the higher someone perceives easy use of a system the 

higher level of information technology utilization. Kusuma and Susilowati (2007) reveal that the 

intensity of use and the interaction between the users and the system can also indicate the easy 

use. A frequently used system indicates that it is more familiar, easier to operate, and easier to 

use.  

Comfort is the result of joy and happiness while experiencing the online purchase, not 

after the purchasing process has finished (Monsuwe, et al., 2004).  

Trust is the main driver of all e-commerce business models. According to McKnight et al 

(2002), trust is defined as a belief that allows an individual voluntarily become a customer of an 

e-commerce service provider after considering the characteristics of that provider.  

Kotler and Keller (2007) define satisfaction as the function of how suitable the buyer 

expectation with the performance he or she perceives on the product he or she has bought.  

According to Kotler (2005), advertising media selection is selecting the most effective 

media to deliver the quantity and type of desired explanation to the target audience. Advertising 

media according to Lamb et al (2001) is the channel used by the advertiser in the mass 

communication.  

Buying decision is a decision making process for a purchase that includes deciding what 

to buy or not to buy and the decision is obtained from previous activities (Assauri, 2004: 141). 

 

Conceptual Frame  

Surely the rise of a decision to buy a product like an airline ticket is due to a number of 

processes, and, of course, it is influenced by many factors such as price. The price of airline 

ticket sold online will influence the decision to buy online tickets. In the online transaction, the 

use of internet is a must so that the wasy use of it will influence the decision to buy domestic 

airline tickets online. 

 The trust of potential buyers to the online transaction, where the buyer and the seller do 

not meet or know each other, is very important in an online business. The high trust and belief in 

the online transaction will make the potential buyer buy the domestic airline ticket online. 

Likewise, the comfort in using an online business application will enhance the desire of potential 

buyer to buy tickets online. 

 The satisfaction perceived by the customer concerning the service while buying a ticket 

will also influence the online ticket purchase. However, customer satisfaction will also arise if the 

ticket price is suitable, the customer feels easy in using the application of online ticket purchase, 
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the customer feels comfortable with online transaction, the travel agent makes the customer 

believe, as well as if the advertisement is effectively communicated by the travel agent. 

Simply the conceptual frame is described in the following figures:  

 

Figure 1. Conceptual Frame I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Conceptual Frame II 
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Research Hypotheses  

Based on the conceptual frames above, the hypotheses are formulated as follows: 

1. Airline ticket price, easy use, comfort, trust, advertisement, and customer satisfaction 

significantly influence the Buying Decision for an online domestic airline ticket both partially 

and simultaneously. 

2. Airline ticket price, easy use, comfort, trust, and advertisement significantly influence the 

customer satisfaction of online domestic airline ticket buyers. 

3. Airline ticket price indirectly influences the buying decision for an online domestic airline 

ticket through customer satisfaction. 

4. Easy use indirectly influences the buying decision for an online domestic airline ticket 

through customer satisfaction. 

5. Comfort indirectly influences the buying decision for an online domestic airline ticket through 

customer satisfaction. 

6. Trust indirectly influences the buying decision for an online domestic airline ticket through 

customer satisfaction. 

7. Advertisement indirectly influences the buying decision for an online domestic airline ticket 

through customer satisfaction.  

 

RESEARCH METHODOLOGY  

It is a descriptive quantitative research, that is to know and analyze the influence of a service 

marketing mix strategy comprising ticket price, easy use, trust and comfort on the buying 

decision for an online domestic airline ticket, and descriptive research is carried out to know the 

value of the independent variables. 

 

Population and Sample 

The population ini this research is all passengers of domestic flight in 2015 who bought ticket 

online, who travelled from three big airports in Indonesia, namely Kuala Namu Medan, 

Soekarno Hatta Jakarta, and Ngurah Rai Bali. 

The sample in this research is using slovin formula with the number of population (N)  

71,182,715 passengers (Directorate General Transportation, 2014). With error 5% the sample is 

obtained as many as 400 passengers. Considering the location of sample taking and the risk of 

survey taking, then questionnaires are distributed to 500 respondents, but only 426 are 

returned. Because the sample taken from three places, based on stratified sample in each 

airport by the frequency of flight, then the sample will be taken as many as 35 passengers 
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(Medan), 225 (Jakarta) and 166 (Bali). The technique used in this research for taking sample is 

accidental sampling. 

 

Data Collection Method  

In this research, data and information are collected by using the following methods:  

1. Direct observation to the activities done by the companies in the internal and external 

environment; 

2. Interview to the party that is competent or authorized to give information and explanation 

needed by this research; 

3. Questionnaires which are distributed to the passengers of domestic airlines who bought 

online ticket and become the respondents in this research; 

4. Documentation study, that is collecting the supporting documents directly obtained from 

domestic airlines as well as online travel agents. 

 

The Model of Research Data Analysis  

The methods of analysis that will be used in this research are path analysis and multiregression 

analysis, preceeded by validity and realibility tests. 

 

ANALYSIS AND RESULTS  

Validity and Realibility Tests 

Reliability analysis is performed on the basis of both internal consistency and interrater 

agreement methods. First, the internal consistency reliability of all questions assessed by the 

Cronbach’s alpha coefficients of measurement items for each construct is presented in 

Appendix. Hair et al. (2006) suggests that Cronbach’s alpha coefficient over 0.6 is adequate for 

basic research. The Validity analysis of each construct is assessed by using Pearson correlation 

measure which is in the experiment ranging > 0.3, indicating that the scale is internally 

consistent and reasonably free of measurement error (see appendix table). 

 

Simultaneous Test (F Test) 

In order to test this hypothesis, F statistic is used with the criteria of decision making if the 

significant value is less than alpha (5%) then H1 is accepted and H0 is rejected. The results of 

this analysis show that the significant value 0.00 is less than alpha 0.05, so that the decision to 

be taken is that H0 is rejected and H1 is accepted. Therefore, the independent variables X1, X2, 

X3, X4, X5, and Y, can explain the variety of dependent variable (Z). In this case, the variables of 
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price, easy use, comfort, trust, advertisement, and satisfaction simultaneously and significantly 

influence the buying decision for airline tickets through online travel agents. 

 

Table 1: Simultaneous Test (F Test) Anova 

F count Sig. 

14.748 0.000 

 

Partial Test (t Test) Model I 

 

Table 2. Partial Terst Model I 

 Coefficient t- count Sig 

(Constant) 6.596 5.722 .000 

Price .118 2.524 .012 

Easy use  .122 2.751 .006 

Comfort .035 .807 .420 

Trust .098 2.070 .019 

Advertisement .084 1.781 .076 

 

1. The sig value of the price variable (0.012) is less than alpha (0.05). Based on the results 

obtained, then Ho is rejected and H1 is accepted for the variable of ticket price. Therefore, the 

ticket price in partial has a positive and significant influence on the customer satisfaction of 

the airline ticket buyers through online travel agents. 

2. The sig value of the easy use variable (0.006) is less than alpha (0.05). Based on the results 

obtained, then Ho is rejected and H1 is accepted for the variable of easy use. Therefore, the 

easy use in partial has a positive and significant influence on the customer satisfaction of 

the airline ticket buyers through online travel agents. 

3. The sig value of the comfort variable  (0.420) is more than alpha (0.05). Based on the 

results obtained, then Ho is accepted and H1 is rejected for the variable of comfort. 

Therefore, the variable of comfort does not significantly influence the customer satisfaction 

of the airline ticket buyers through online travel agents. 

4. The sig value of the trust variable  (0.019) is less than alpha (0.05). Based on the results 

obtained, then Ho is rejected and H1 is accepted for the variable of trust. Therefore, the 

variable of trust in partial has a positive and significant influence on the customer 

satisfaction of the airline ticket buyers through online travel agents. 

5. The sig value of the advertisement variable (0.076) is more than alpha (0.05). Based on the 

results obtained, then Ho is rejected and H1 is accepted for the variable of advertisement. 
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This indicates that the variable of advertisement in partial does not significantly influence the 

customer satisfaction of the airline ticket buyers through online travel agents. 

 

Partial Test (t Test) Model II 

 

Table 3. Partial Test (t Test) Model II 

 Coefficient t- count Sig 

(Constant) 10.544 8.841 .000 

Price .103 2.204 .018 

Easy use .033 .733 .464 

Comfort .102 2.387 .037 

Trust .162 3.406 .001 

Advertisement .018 .376 .707 

Satisfaction .146 2.997 .003 

 

1. The sig value of the price variable (0.018) is less than alpha (0.05). Based on the results 

obtained, then Ho is rejected and H1 is accepted for the variable of ticket price. This indicates 

that the ticket price in partial has a positive and significant influence on the buying decision 

for domestic airline ticket through online travel agents.  

2. The sig value of the easy use variable (0.464) is more than alpha (0.05). Based on the 

results obtained, then Ho is accepted and H1 is rejected for the variable of easy use. Then, 

the variable of easy use in partial does not significantly influence the buying decision for 

domestic airline ticket through online travel agents.  

3. The sig value of the comfort variable (0.037) is less than alpha (0.05). Based on the results 

obtained, then Ho is accepted and H1 is rejected for the variable of comfort. This indicates 

that the comfort in partial significantly influences the buying decision for domestic airline 

ticket through online travel agents.  

4. The sig value of the trust variable (0.001) is less than alpha (0.05). Based on the results 

obtained, then Ho is rejected and H1 is accepted for the variable of trust. Therefore, the 

variable of trust in partial has a positive and significant influence on the buying decision for 

airline tickets through online travel agents. 

5. The sig value of the advertisement variable (0.707) is more than alpha (0.05). Based on the 

results obtained, then Ho is accepted and H1 is rejected for the variable of advertisement. 

Therefore, the variable of advertisement in partial does not significantly influence the buying 

decision for airline tickets through online travel agents. 

6. The sig value of the customer satisfaction variable (0.003) is less than alpha (0.05). Based 

on the results obtained, then Ho is rejected and H1 is accepted for the variable of customer 
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satisfaction. Therefore, the variable of customer satisfaction in partial has a positive and 

significant influence on the buying decision for airline tickets through online travel agents. 

 

Results of Path Analysis  

The path analysis shows some results as follows: 

 

Figure 3: Value of Each Path Model I 

 

 

 

 

 

 

 

 

 

 

 

Figure 4:  Value of Each Path Model II 
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1. The value of direct influence of price variable on the Buying Decision is 0.114 and the 

indirect influence is 0.018 (0.132 x 0.143) where the direct influence is bigger than the 

indirect one. Then, the price of ticket sold online does not indirectly influence the Buying 

Decision through customer satisfaction. 

2. The value of direct influence of easy use variable on the Buying Decision is 0.011 and the 

indirect influence is 0.022 (0.154 x 0.143) where the direct influence is smaller than the 

indirect one. Then, the easy use variable indirectly influences the Buying Decision via the 

satisfaction of domestic airline customers through online travel agents. 

3. The value of direct influence of comfort variable on the Buying Decision is 0.123 and the 

indirect influence is 0.135 (0.942 x 0.143) where the direct influence is smaller than the 

indirect one. Then, comfort indirectly influences the Buying Decision via the satisfaction of 

domestic airline customers through online travel agents. 

4. The value of direct influence of trust variable on the Buying Decision is 0.177 and the 

indirect influence is 0.016 (0.109 x 0.143) where the direct influence is bigger than the 

indirect one. Then, trust does not indirectly influence the Buying Decision via the satisfaction 

of domestic airline customers through online travel agents. 

5. The value of direct influence of advertisement variable on the Buying Decision is 0.011 and 

the indirect influence is 0.013 (0.089 x 0.143) where the direct influence is smaller than the 

indirect one. Then, advertisement indirectly influence the Buying Decision via the 

satisfaction of domestic airline customers through online travel agents. 

 

DISCUSSION 

In the travel and ticketing service industry, price is considered by passengers as one of the 

important factors. Price competition among LCC airlines is one way or strategy implemented by 

travel agents to attract more passengers. Price also plays an important role in communicating 

the service quality. With the availability of real indications, consumers associate the high price 

with the high performance of a product or service. Good quality of products and services 

supported by a competitive pricing strategy will surely influence the trust of consumers. 

Price can also reflect the position as a company with or without exclusive services. A 

company can set a high price to create or maintain a prestigious image.  Whereas a low price 

can be used to create certain values. For example, with the guarantee that its price is the lowest 

in a certain area it can provide information on the passengers’ buying decision. Thus it can be 

concluded that at a certain level of price, if the perceived benefit increases then its value will 
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increase as well. If the value perceived by the customers becomes higher, then it will create 

maximum customer satisfaction (Tjiptono, 1999). 

In order to give satisfaction to the consumers, a travel agent must be able to sell the best 

quality service at a reasonable price in accordance with what the consumers obtain. A travel 

agent company also develops strategies to create customer satisfaction by delivering quality 

services.   

Good quality will encourage consumers to build a good relationship with the travel agent. 

Therefore, the company can improve customer satisfaction by minimizing bad experiences 

faced by the consumers. Customer satisfaction can create consumer loyalty to the company 

that provides satisfying quality (Tjiptono, 2002: 54). 

It seems that the easy use of website and application in buying airline ticket by the travel 

agent does not much influence the buying decision via customer satisfaction as well as 

advertisement. This is because the website or application used by some travel agents has 

almost the same concept, that is easy tools; easy to be used and understood even by the 

people who are not familiar with internet so that it does not negatively impact the customer’s 

buying decision. In the other side, the advertisement of the travel agent does not significantly 

influence either on the customer’s trust building or directly on the buying decision, because 

when the customer wants to by ticket from the website of a travel agent he or she will choose 

the cheaper ticket. It is because based on the survey in this research, in general the customers 

who buy ticket through the website of a travel agent in Indonesia are dominated by the buyers 

from middle-low class so that the price dominantly influences them. 

Comfort becomes a factor which does not so significantly and directly influence the 

buying decision. Instead, it more significantly affect the trust of customers because the online 

travel service users in Indonesia find difficulty in identifying the comfort while they are doing an 

online purchasing process. For most buyers, they feel very common to make an online 

purchase since they have been familiar with the technogy used, and most online travel agents 

also give template in almost the same form in website or their online application. Koufaris (2002) 

finds that shopping  enjoyment  much predicts the intention to return to the website and 

measures the dimension in terms of passionate, pleasurable, and interesting experience. It 

seems that the developer of online travel website does not aware this to present a fresher and 

more interesting appearance of online website to the buyers.  

Another main thing to be considered by a buyer when he or she wants to buy online 

tickets is whether they trust the website that provides facilities of online  shop  and trust the 

online sellers in that website. Some researches show that trust is an important factor in building 

the commitment between a company and its customers. Trust is very important for building and 
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developing a long term relationship according to Rousseau et al., 1998 (in Akbar and Parvez, 

2009). Trust  is believed to have an important role in affecting the commitment  (Morgan  et  al., 

1994). The more popular the online travel website, the higher the level of buyer’s trust to the 

website. The buyer will be more sure with and believe more in the reability of that website, that 

the website really exists. The research done by Hardiawan (2013) finds the same thing that 

someone’s belief has a relationship with their intention to buy. Mahkota et al., (2014) states that 

trust can positively generate consumer’s buying decision. Likewise, Maima (2012) proves that 

trust influences people’s intention to buy. This statement is supported by Tunjungsari et al., 

(2009) that someone’s buying intention is positively influenced by the level of trust. 

 

CONCLUSIONS 

Based on the results of this research and the discussion in the previous chapter, it can be 

concluded as follows: 

1. In partial, the variables of ticket price, trust, and customer satisfaction positively and 

significantly influence the buying decision for domestic airline tickets through online travel 

agents, whereas the variables of easy use, comfort, and advertisement in partial do not 

significantly influence the buying decision for domestic airline tickets through online travel 

agents. In the meantime, the variables of price, easy use, comfort, trust, advertisement and 

customer satisfaction simultaneously have positive and significant influence to the buying 

decision for domestic airline tickets through online travel agents. 

2. In partial the variables of price, easy use, and trust positively and significantly influence the 

customer satisfaction of buyers of domestic airline tickets through online travel agents, 

whereas comfort and advertisement do not significantly influence the customer satisfaction 

of buyers of domestic airline tickets through online travel agents. 

3. The price of ticket sold online does not indirectly influence the buying decision via customer 

satisfaction. 

4. Easy use indirectly influences the buying decision via the satisfaction of domestic airline 

ticket buyers through online travel agents. 

5. Comfort indirectly influences the buying decision via the customer satisfaction of domestic 

airline ticket through online travel agents. 

6. Trust does not indirectly influence the buying decision via the customer satisfaction of 

domestic airline ticket through online travel agents. 

7. Advertisement indirectly influences the buying decision via the customer satisfaction of 

domestic airline ticket through online travel agents. 
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RECOMMENDATIONS 

Based on the results of research described in the discussion and conclusion above, The Online 

Travel Agents should be consistent in setting low price in order to keep competitive with other 

competitors. And also maintaining their integrity to enhance the consumers’ trust especially in 

buying clear services and information to enhance the buyers or potential buyers’ trust to the 

credibility of the online travel agents, especially ensure that the online seller state clearly the 

policy of privacy. Such as the online seller states that he/she will not give the private information 

of the buyer to other parties without any permission from the buyer 

It is better for online Travel Agents to maintain the development of their online website in 

accordance with the buyers’ want and need and to give better shopping experiences aligned 

with the recent situation, so that they can improve the comfort for the buyers and the buyers feel 

happy and stimulus will arise during their shopping experience; the buyers are possibly involved 

in the shopping behavior so that they explore further, involved in unplanned impulse buyings 

and search for more products and categories that are available in the website. 
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Partial Test (t Test) Model II 

Table 4: Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 10.544 1.193  8.841 .000 

Price .103 .047 .114 2.204 .018 

Easy use  .033 .045 .011 .733 .464 

Comfort .102 .043 .123 2.387 .037 

Trust .162 .048 .177 3.406 .001 

Advertisement .018 .047 .011 .376 .707 

Satisfaction .146 .049 .143 2.997 .003 
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