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A Study on the Customer Satisfaction of On-line Ticketing for Domestic

Airlines

Abstract

Ticketing business of airlines is characterized by dependence on computer reservation system (CRS)
heavily. The fast-devel oping internet technology brings airline's ticketing further, magnificent impacts. It
provides airlines more chances to contact and market their customers directly via internet. At the same
time, the dependence on conventional marketing channels such asticket agents will to considerable extent
decrease, if the strategy of internet on-line ticketing works successfully. The internet on-line ticketing
managed by the airline itself has become the mainstream marketing strategy nowadays. The success of
on-line ticketing therefore strongly relies on whether the functional services provided by the on-line
ticketing website meet consumer’s needs or not. This study surveys their attitudes of expectation and
perceived performance to the functions of on-line ticketing services from domestic airline passengers by a
designed questionnaire. The exploratory factor analysis is employed to extract main satisfaction factors.
There are four extracted satisfaction factors: ‘Fl-information providing function of budget product’,
‘F2-trading function of core product’, ‘F3-connecting function of related products and ‘F4-general
function of internet communication’. In addition, the index of service quality based on the concept of
‘service gap’ constructed by the study is applied to evaluate the service quality of on-line ticking. All
guality factors have significant positive influence on customer satisfaction. F1, F2 and F3 are
determinants of * re-purchase intention’, but only F1 and F2 for * recommendation intention’.
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