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ABSTRAK 
 
 
 

Perkembangan internet dan e-commerce mengubah cara dalam 
memasarkan serta menjual barang dan jasa. Internet juga mengubah cara 
perusahaan untuk meberlakukan bisnis dengan para pelanggan yang selalu 
mengharapkan pelayanan yang baik, hemat waktu dan kemudahan dalam segala 
hal. Selain itu pelayanan menggunakan elektronik adalah sebuah strategi 
perusahaan untuk mencapai kesuksesan dalam menjalankan bisnis dan sangat 
mempengaruhi kelansungan dari perkembangan perusahaan itu sendiri. Objek dan 
tujuan dari penelitian ini adalah mengukur sejauh mana promosi, kualitas 
pelayanan, harapan pelanggan dan merek mempunyai pengaruh yang sangat 
signifikan terhadap kepuasan pelanggan dalam industri penerbangan khususnya 
pada Air Asia. 

 
Kemudian, hasil yang diperoleh menunjukkan bahwa promosi, kualitas 

pelayanan, pengalaman pelanggan dan merek memiliki pengaruh signifikan 
terhadap kepuasan pelanggan dalam menentukan pembelian tiket melalui internet. 
Sampel yang digunakan dalam penelitian ini adalah sebanyak 200 orang dengan 
metode  judgment sampel.  

 
 
Kata Kunci: Promosi, Kualitas Pelayanan, Pengalaman Pelanggan, Merek 
dagang, Kepuasan Pelanggan, Penentuan dalam Pembelian, Elektronik Tiket.  
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ABSTRACT 
 
 
 

The daily growth of the internet and e commerce has changed the way 
of marketing and selling product and service. Internet is changing the way 
corporation conduct business with their consumers who are increasingly expecting 
higher service, becoming time saved, and wanting more convenience. In addition 
e service quality is an essential strategy to gain success, according to the result of 
companies. The objective of this study was to examine whether promotion, 
service quality, customer Experiences and brand have affect forward satisfaction 
in Airline especially in this study about case in AirAsia. 

 
Furth more, the result shown that promotion, service quality, customer 

Experiences and brand have significant affected customer satisfaction in purchase 
decision on ticket online. The sample used in this study was 200 respondents with 
method purposive judgment sampling 

 
 

 
Keyword: Promotion, Service Quality, Customer Experiences, Brand, Customer 
Satisfaction, Purchase Decision, Electronic Ticketing  
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CHAPTER I 

INTRODUCTION 

 

F. Background of the Study.  

Online marketing is one of the ways to is sometimes considered 

having a broader scope because it not only refers to the internet, e-mail, and 

wireless media, but it includes management of digital customer data and 

electronic customer relationship management systems.  

Online marketing are interactions between individual recipients and 

consumers rather than being directed from marketing to masses of consumers. 

It is possible for an individual to be just as efficient in broadcasting 

information, both positive and negative, about an organization as it is for a 

large corporation to promote itself. The online marketing networking that 

allows the quick and easy dissemination of information and miss-information 

is in part a product of changes in online communication channels, but these 

communication channels are in part enabled by such marketing networking. 

One of the procedures to promote the product and services is by online 

marketing that using electronic ticketing or e-ticketing. 

E-ticketing is a way to document the sales process from the 

customer's travel activities without having to spend valuable documents 

physically or paper ticket. All information on electronic tickets stored digitally 

in the airline's computer system. As proof of expenditure e-ticketing, the 

customer will be given Itinerary Receipt is only valid as an alt to get into the 
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airport in Indonesia, which still requires passengers to take the evidence of the 

journey. E-ticketing is an opportunity to minimize costs and optimize 

passenger comfort. E-ticketing reduces the cost of the e-ticketing form, 

eliminate paper and increase the flexibility of passengers and travel agents in 

making changes in the itinerary. 

In line with the development of technology information, the internet 

is now emerging as alternative travel information distribution system. The 

internet is a perfect medium to sell travel packages, because the Internet can 

bring a broad supplier network and a large base of customers to a centralized 

market place. The other terms of e-ticketing or online e-ticketing sales, is one 

way for people to buy tickets for local events. An online booking facility 

which is designed to assist community groups who do not have access to this 

type of system. 

E-ticketing system to facilitate people to buy tickets to various events 

all from a single web site. Tickets can be purchased in this way with cash, 

check, and credit or debit card. People without access to the Internet can book 

tickets through the public internet terminal or the library at the center for 

information and visitor center like direct sale counter. 

 

G. Problem Statement.    

 Online marketing also refers to the placement of media along 

different stages of the customer engagement cycle through search engine 
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marketing (SEM), search engine optimization (SEO), banner ads on specific 

websites, e-mail marketing, and Website strategies. 

Nowadays many companies in Indonesia use online system in 

operation and marketing their product and services, for example in airlines 

industry, airline industry provide the service with many kind of travel agency 

which is have linked between island to another island, like Garuda Airlines, 

AirAsia, Batavia, Merpati, and many other, but most of issues here is in 

proving service and price lower, case in AirAsia for example, AirAsia airlines 

famous and create loyalty to the customer while it is can be categorize new in 

operated when compare to other air transportation, in this report I would like 

to measure factors affecting customer satisfaction in purchase decision on 

electronic ticketing issues by AirAsia. 

Airlines company which is using electronic tickets or e-ticketing, 

now offered by many major airlines in Indonesia, allow the customer to travel 

without a paper ticket, eliminating the worry of leaving tickets behind. An e-

ticket confirms airline e-ticketing purchase without requiring a paper record, 

the only record of an e-ticket sale is in electronic form in the airline's 

computer system. When customer buys e-tickets through agency, they will 

receive a confirmation of purchase via e-mail. 

Customer can buy ticket using two ways those by e-ticketing 

individual or come to agency ticket it self that issuing by airlines agency. In 

order to qualify for e-tickets, all segments of trip must be flown on the same 

airline or on airlines linked by interline e-ticketing agreements. While not all 
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airlines offer this service, e-tickets may not be available for every flight so the 

customer must order and come to agency center ticket selling.  

Problem here is about customer satisfaction, customer satisfaction is 

one of the main purposes of Airline Company like AirAsia airlines, when 

compared between paper tickets which are sold in agency. 

In this study, focus on AirAsia, AirAsia is popular one among other 

airlines in Asia, because one of the ways is using online marketing by 

implementing e-ticketing system, and makes them different between other 

airlines in customer satisfaction. Although most of airlines have e-ticketing 

system also but AirAsia can be said the first record in gaining the customer 

loyalty.  

 

H. Research Questions.  

1. Is there relationship between promotion and customer satisfaction in 

purchase decision on ticket online? 

2. Is there relationship between service quality and customer satisfaction in 

purchasing decision on ticket online? 

3. Is there relationship between customer experiences and customer 

satisfaction in purchasing decision on ticket online? 

4. Is there relationship between brand and customer satisfaction in purchase 

decision on ticket online? 
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I. Research Objectives.     

This study is conducted four objectives. Especially the present study 

attempt: 

1. To examine the relationship between promotion and customer satisfaction. 

2. To examine the relationship between service quality and customer 

satisfaction. 

3. To examine the relationship between customer experiences and customer 

satisfaction. 

4. To examine the relationship between brand and customer satisfaction. 
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CHAPTER II 

LITERATURE REVIEW 

 

A. Online Marketing.  

 Technological advances has profoundly changed the way consumers 

buy products and services. Around the globe, the number of Internet users is 

approximately 655 million in 2002 and is expected to reach 941 million by the 

end of 2005 (Dholakia and Uusitalo, 2002). 

Many companies have started using the internet with the aim of 

cutting marketing costs, thereby reducing the price of their products and 

services in order to stay ahead in highly competitive markets. Customers use 

the Internet not only limited to buy products and services online, but also to 

compare prices, product features and after sale service facilities they will 

receive if they purchase the product or services from a particular store. 

The rapid growth of internet users globally provides a bright prospect 

for e-marketers. According to a study from International Data Corp (IDC), 

more than 600 million people accessed the internet globally by the end of 

2002 and spent more than US$1 trillion buying goods and services online 

(Straits Times, 2002). People are now buying many types of goods and 

services on the internet. With the growing numbers and changing trends of 

buying behavior, an increasing number of companies are also finding it 

attractive to join the bandwagon and offer the consumers online shopping 

facilities. A number of studies have tried to examine the profiles and 
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characteristics of online buyers. It is important for marketers to develop a 

better understanding of the internet shoppers, as this will help them in 

developing the effective marketing strategies and tactics in an effort to attract 

and retain existing customers.  

Since the year 2000, many industries have been turning to the 

Internet to market their product, including the airline industry. The widespread 

of enthusiasm for e-commerce has lead airline industry to venture into 

electronic ticketing or e-ticketing. The concept of e-ticketing has entered U.S 

as far back as in 1980’s which is primarily adopted by its domestic carriers, 

United Airlines in 1984 (www.travelandtourism.com, 2005). In the Asia 

Pacific region, particularly in the Philippines, Thailand, Hong Kong and 

Malaysia the e-ticketing service is gaining popularity (SITA, 2005). On the 

Malaysian front, the concept was first initiated by AirAsia the country’s low 

cost carrier. 

This paper begins by reviewing the relevant literature pertaining to 

the area to provide the theoretical background of the study. Thereafter, the 

methodology is discussed, followed by a description of the findings. The 

paper concludes with a discussion of the implication of the findings and 

identifies areas for future research. 
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B. Customer Satisfaction.   

Customer satisfaction is one of the most important issue concerning 

business organization of all types, which is justify by the customer oriented 

philosophy and the principles of continues improvement in modern enterprise. 

For the reason, customer satisfaction should be measured and translated into 

number of measurable parameter. Customer satisfaction measurement may be 

considered as the most reliable feedback, providing client’ preferences and 

experiences in an effective, direct, meaningful and objective way. Thus, 

customer satisfaction may be considered as a base line standard of 

performance and a possible standard of excellence for any business 

organization (Gerson, 1993). 

Customer satisfaction is a complex construct. It has been defined in 

various ways (Besterfield, 1994; Barsky, 1995; Kanji and Moura, 2002; 

Fecikova, 2004). Recently, researchers have argued that there is a distinction 

between customer satisfaction as related to tangible products and as related to 

service experiences. This distinction is due to the inherent intangibility and 

perishes ability of services, as well as the inability to separate production and 

consumption. Hence, customer satisfaction with services and with goods may 

derive from, and may be influenced by, different factors and therefore should 

be treated as separate and distinct (Veloutsou et al., 2005). 

There are two principal interpretation of satisfaction within the 

literature of satisfaction as a process a satisfaction as an outcome (Parker and 

Mathews, 2001). Early concepts of satisfaction research have typically defined 
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satisfaction as a post choice evaluation judgment concerning a specific 

purchase decision (Oliver, 1980; Churchill and Suprenant, 1992; Bearden and 

Teel, 1983; Oliver and DeSarbo, 1988). The most widely accepted model, in 

which satisfaction is a function of disconfirmation, which is a function of both 

expectations and performance (Oliver, 1997). The disconfirmation paradigm 

in process theory provide the grounding for the vast majority of satisfaction 

studies and encompasses four construct expectation, performance, 

disconfirmation and satisfaction (Caruana et al., 2000). This model suggests 

that the effects of expectation are primarily through disconfirmation, but they 

also have effect of perceive performance on satisfaction (Spreng and Page, 

2001). Swan and Comb (1988) view satisfaction as a discrepancy between the 

observed and desired. This is consisting with value-percept disparity theory 

(Westbrook and Reilly, 1983) which was developed in response to the 

problem that consumers could be satisfied by aspects for which expectation 

never existed (YI, 1990). The value-percept theory view satisfaction as an 

emotional response triggered by a cognitive- evaluation process (Parker and 

Mathews, 2001). In order words, it is the comparison of the “object” to one’s 

value rather than an expectation. Customers want a meeting between their 

values (need and want) and the object of their evaluation (Parker and 

Mathews, 2001). More recently, renewed attention has been focused on the 

nature of satisfaction emotion, fulfillment and state (Parker and Mathew, 

2001). Consequently, recent literature adds to this perspective in two ways. 

First, although traditional model implicitly assume that customer satisfaction 
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is essentially the result of cognitive process, new conceptual developments 

suggest that effective process may also contribute substantially to the 

explanation and prediction of customer satisfaction (Fornell and Warnerfelt, 

1987; Westbrook, 1987; Wesbrook and Oliver, 1991). Second, satisfaction 

should be viewed as a judgment base on the cumulative expectations made 

with a certain product or service rather than a transaction-specific 

phenomenon (Wilton and Nicosia, 1986). There is general agreement that 

satisfaction is a person’s feelings of pleasure or disappointments resulting 

from comparing a product’s perceive performance (or outcome) in relation to 

his or her expectation (Kotler, 2003, P.36). Based on this review, customer 

satisfaction is defined as a result of a cognitive and affective performance. If 

the perceive performance is less than expected, customer will be satisfied. On 

the other hand, if the perceived performance exceeds expectations, customers 

will satisfy. Otherwise, if the perceive expectations are met with performance, 

customer are in a different or neutral stage. 

Customer satisfaction is defined as a customer’s overall evaluation of 

the performance of an offering to date. This overall satisfaction has strong 

positive effect on customer loyalty intentions across a wide range of product 

and service categories (Gustafsson, 2005). 

Customer satisfaction is a collective outcome of perception, 

evaluation, and psychological reaction to the consumption expectation with a 

product or services (Yi, 1990). According to Kottler (2000, p.36) “satisfaction 

is a felling of pleasure or disappointment resulting from comparing a product 
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perceived performance or outcome in relation to his or her expectations” early 

concept of satisfaction research has typically defined satisfaction as a post 

choice evaluation judgment concerning a specific purchase decision (Churchill 

and Sauprenant, 1992; Oliver 1980). Yang and Fang (2004) believe that online 

customer still demand many service available through traditional channels 

even if they choose pure internet-based supplier with basic customer service. 

Although expectations seem to be of lesser importance as a comparison 

standard in e-commerce (Zeithaml et al., 2000), customer appear to use 

expectations-base norm (Codotte et al., 1987) and traditional service as 

comparison standard for e-service (Van Riel et al., 2001). 

Operationally, satisfaction is similar to an attitude, as it can be 

assessed as the sum of the satisfactions with the various attributes of the 

product or service (Churchill and Surprenant, 1982). However, while attitude 

is a pre-decision construct, satisfaction is a post decision expectation construct 

(LaTour and Peat, 1979). 

          

C. Purchase Decision.  

In the past, investigations on consumer decision-making issues were 

mainly focused on the decision-making process. However, Bettman (1979) 

argues that consumers may sometimes typically rely on simple strategies, 

rather than going through a series of steps or processes rationally when they 

made purchase decisions, they may simply. 
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Emphasize or analyze some typical dimensions or characteristics that 

are obvious and being conscious of (Sproles, 1985). In this regard, Sproles and 

Kendall (1986) pioneered to investigate consumer decision-making processes 

by profiling consumers into different decision-making styles. Such styles have 

recently been found to be highly correlated with some product characteristics 

(i.e. price, country of origin and brand) in Wickliffe’s (1998) study. Since 

apparel’s product attributes or critical characteristics can always determine its 

ultimate purchase acceptance or rejection by consumers (Sproles, 1979). 

Consumer decision-making styles are patterned, mental and cognitive 

orientations that consistently dominate a consumer’s approach in making 

purchase choices (Sproles, 1985, Sproles and Kendall, 1986). To 

conceptualize these styles, a model which composed of eight mental 

orientations (“perfectionism consciousness”, “brand consciousness”, “novelty 

and fashion consciousness”, “recreational and hedonistic shopping 

consciousness”, “price and value consciousness”, “impulsive and careless 

consumer”, “confused by over choice consumer” and “habitual and brand 

loyal consumer”) of consumer decision-making behavior was established by 

Sproles and Kendall (1986). 

Consumers usually form price expectations to assist their purchase 

decision for a product. These price expectations are then used as reference 

points to compare with store prices and make purchase decisions (Monroe 

1973).  
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D. E-Ticketing.  

An e-ticketing (electronic ticketing) is a paperless electronic 

document used for ticketing passenger, particularly in the commercial airlines 

industry. Virtually all major airlines now use this method of ticketing. When a 

customer books a flight by telephone or using the web, the detail of 

reservation are stored in computer. The customer can request that a hardcopy 

confirmation be sent by postal mail, but it is not needed at the check in desk. 

A confirmation number is assigned to the passenger along with the flight 

number(s), date(s), departure location(s), and destination location(s). When 

checking in at the airport, the passenger simply presents positive 

identification. Then necessary boarding passes are issued, and the passenger 

can check luggage and proceed through security to the gate area.  

The principal advantage of e-ticketing is the fact that it reduces 

booking expense by eliminating the need printing and mailing paper 

documents. Another advantage is that it eliminating the possibility of critical 

document getting lost in the mail or being sent to the wrong address. 

There could be many ways to describe an e ticketing system due to its 

differences in user interface, architecture system and characteristics of the 

airlines organization nit represents. Basically an e ticketing system is a 

computer-based information system that is used to purchase airline tickets. It 

is a method and apparatus for purchasing an airlines ticket which includes 

entering information into a computer information system and performing a 

search on an airlines reservation system database for flight corresponding to 
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the desired flight information. The method determines whether a flight found 

during the search has a fare that is acceptable for the consumer, and if so 

books the flight to hold it for the consumer for a predetermine period of time 

to allow the consumer to effect payment. 

In United States, the airline reservation system started since 1940’s 

and change through the years, at first, the primary change was to reduce 

clerical cost but then come a realization that an accurate count of number and 

names of passenger for each flight was fundamental to control airlines 

operation. Information gathered through the reservation process was used to 

manage passenger service level and aircraft capacity, Copeland and McKeny 

(1988). Starting from an electromechanical base, the airlines reservation 

system evolved with the computer technology, internet and air transportation 

industries thus becoming what we see today for example the AirAsia’s online 

e-ticketing system. They are adapting the e ticketing system technology and 

have been very successful in doing it.  

Here we would like to measure benefit use online marketing using e-

ticketing and how customer use online marketing using e-ticketing. 

     

1. Benefit of E-Ticketing.  

Each organization is planning an event and is responsible for 

selling tickets for the event can enhance the activity on the website. All the 

promoters who sign up will be approved by administrators before they can 

start selling tickets so that only those who can demonstrate that they are the 
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main event will be allowed to promote the event. This system allows the 

customers to promote a free event and sell tickets for the event to a wider 

audience. This also means customers do not have to pay a fee to set up this 

system or the administration. E-ticketing offers many benefits (Nicholas, 

2008), they are:  

a. Cost savings means reduce costs associated with printing and mailing 

tickets to ticket buyers. Eliminate or reduce the need tickets for the 

stock, envelopes and mail. 

b. Labor savings means reduce labor associated with printing and mailing 

tickets. Cut down on the effort required to take the e-ticketing to buy 

will call orders. 

c. Safe and secure means e-ticket safe and secure. Barcode validation 

eliminates the possibility of counterfeit and duplicate e-ticketing. 

d. Actual attendance reporting means find out how much customer’s e-

ticket patrons attended customer’s event and when they arrived. 

e. Instant delivery means ticket buyers happy to be able to print their 

tickets immediately. No need to wait for a letter or waiting in line at 

the event. Customers can print their electronic tickets as soon as they 

buy it. This makes e-tickets are ideal for last minute gift or a last 

minute decision. 

f. Additional information means e-tickets to provide space for additional 

information such as street maps, directions, and other customer 

information customer may need to know. 
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g. Advertising means e-ticket provides unique advertising capabilities. 

Increase company’s revenue by offering ad space on web ticket. While 

maintaining high safety standards is the main priority to ensure flight 

safety, a number of full-service airlines have adopted e-ticketing as 

part of an effort to improve service to customers. e-ticketing system 

that allows passengers a book a plane e-ticketing to get copies of 

records they receive inventors or reservation number and e-ticket 

number. e-ticket that is beneficial for both airlines and travelers. 

Eliminate this problem and the cost of travelers’ expectation when they 

lose a paper ticket. If a boarding pass is lost, replacement is often easy 

to get as up to the e-ticketing counter and give confirmation number 

for the new one. 

As for airlines, e-tickets are cheaper and more efficient method of 

ticket management. He eliminates the manual tasks required to process and 

account for paper airline e-ticketing and save the cost of other materials, 

such as the e-ticketing jacket. A passenger who holds the e-tickets have the 

option to check in online and print out his boarding pass at home or at 

work. This service is available between 30 hours and one hour before 

scheduled departure passengers. With benefits for both airlines and 

passengers, it's no wonder that more and more airlines are preparing an 

electronic ticketing system - something that has received enthusiastic 

response from passengers around the world. 

(http://www.indonesialogue.com). 
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2. How Customer Use E-Ticketing.  

Anyone can buy tickets online system. Customer must register on 

payment system to use the facility. This is a very simple process and helps 

customer save the data customer have purchased tickets. Promoters have a 

safe area on the e-ticketing site where they can monitor sales and print off a 

list of people who ordered them to attend the event. Customers need to 

register before start selling tickets. The registration process to request 

information about the personal contact detail and details and community 

groups who have to pay the e-ticketing revenue. The registration process 

also requires costumer to accept the terms and conditions for the sale of 

tickets on-line, This booking is usually and must be in one particular 

website developed by company it self, or any cooperation between website, 

for example AirAsia have a specific website that can be use when customer 

book e-ticketing by access www.AirAsia.com. (Nicholas, 2008). 

    

E. Factors Effecting Customer satisfaction in Purchasing Ticket Online.  

Customer satisfaction is dynamic process, which can change over 

time as variables in the market are impacted by many factor, the customer 

satisfaction seems realistic in the current dynamic market structure that 

defines the online ticketing and may expose of some of the critical factors of 

satisfaction as a process (Sharon, 2003). Customer service interaction starts 

with what customer thinks and what will happen or what is he expect. 

Overtime, as the customer uses the service, this dimension changes tittles and 
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becomes past experience. How the customer has been treated in the past will 

affect what the customer expects to happen on a particular encounter. One of 

the factors that have repeatedly indicated the customer’s choice in the product 

selected online is branding. Understand the impact of branding on purchase 

can provide key insights into what satisfied the customer (Gorst, Kanfi & 

Wallance, 1998).  

  

 

Figure: 2.1 The Cycle of Customer Satisfaction. 

 

1. Promotion.   

Promotion is a form of cooperate communication that uses various 

methods to reach a targeted audience with certain message in order to 

achieve specific organization object (www.wikipedia.com/promotion). 

According to Onwuchuruba (2002:115) will depend on services and 

products price offers, distributions system and promotional programmed. 

Here, services of the telecommunication organizations that satisfy 
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consumers require crucial decision as; the features and introduction of new 

services products, service product life cycle, modification or deletion of 

existing and unprofitable services products and the elongation of the life 

span of a services product. On promotional strategy, current and potential 

consumers need be encouraged to obtain, utilize and benefit maximally 

from telecom services provisions. In so doing, the telecom services 

provision can immensely achieve its corporate objectives. In a specific  

term, level of consumer satisfaction in telecomm provisions could be 

improved in decisions as; formulating and choosing appropriate 

promotional objectives and tools (e.g. advertising, personal selling, 

publicity, sales promotions etc), designing of promotional campaign, 

launching new telecom products that could project the image of he 

telecommunication organizations as main, coordinating and controlling all 

services and products through promotional activities to ensure maximum 

results of consumer satisfaction. 

The advertisement are in the form of slam rectangular graphic 

image that is linked to a target advertisement which generally appears at the 

top or the bottom of website and contain a short text or graphical message 

that can be customized for target audiences. According to Kierzkowski, 

McQade, Waltman, & Zeisser, (1996), this can be achieved by billboard 

advertisement, links from other sited and leveraging on existing marketing 

communication, term piggy back advertising. Companies need to develop 

website with customer service in mind (Karakaya 2001).  
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2. Relationship between Promotion and Customer Satisfaction.   

A great way to build customer satisfaction through marketing is to 

promotion, company need to give away a few things. Product or service 

promotions are a great way to build relationships with customers because 

everyone is out to find a good deal. Use the holidays to run some product 

promotions as most people have the day off and they will spend time in 

your store if company offer them something valuable. 

(http://www.businessknowledgesource.com). 

Many researchers have hinted at a feelings-based route through 

which promotions may impact consumer’s satisfaction. Scott (1976) was 

the first to suggest that the effectiveness of a deal might be explainable by 

the affect generated by that promotional offer. Regret (Inman and 

McAlister, 1994) and hedonic enjoyment of a deal (Chandon et al., 2000) 

have also appeared in promotion research. Promotions are shown to reduce 

feelings of guilt associated with consumption of certain products that can 

result to customer satisfaction (Strahilevitz and Myers, 1998), and the 

outcome of promotional purchases is predicted to result in specific pride-

related responses such feeling like a ‘‘smart shopper’’(Schindler, 1989). 

Despite indications of affect- based reactions to promotions, there has not 

been a system- attic delineation of the dimensions of affect as they pertain 

to promotional response. 

The important factor which drives customer satisfaction is the 

ability of the promotion with website to provide ability of the user to 
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control the medium. To satisfy all level of competence among consumer 

and their different requirements, tasted and preferences a site must offer a 

vast array of features and function which will inevitably make it slower to 

load and more complicated to use (Reicheld & Schefter, 2000). 

Information such as discounted product and compiling special 

offers from several different companies selling the same product and 

displaying them to the public could increase customer satisfaction (Khanh 

& Kandampully, 2002).  

Potential customers have an opportunity to make a detailed 

comparison of the offering on the website’s promotion before making an 

informed choice (Ahsanul Haque & Ali Khatibi, 2007). 

Consistency is an important condition because when people use 

the internet for the first times they from an opinion and remember each 

stage of the transaction (Ahsanul Haque & Ali Khatibi, 2007). 

 

3. Service Quality. 

Quality is an elusive and indistinct construct. Often mistaken for 

imprecise adjective like “goodness, or luxury, or shininess, or weight” 

(Crosby 1979), quality and its requirements are not easily articulated by 

consumers (Takeuchi and Quelch 1983). According to Gronroos. Service 

quality is the result of an evaluation process in which customer compares 
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their perceptions of service delivery and its outcome against what they 

expect.  

Many researchers have recognized the need to develop measures 

of service quality. One of the most often used measures is the SERVQUAL 

based on extensive research in generic determinants of perceived service 

quality (Parasuraman, Berry et al. 1985; Parasuraman, Berry et al. 1988; 

Zeithaml, Parasuraman et al. 1990; Parasuraman, Berry et al. 1991; 

Parasuraman, Berry et al. 1993; Parasuraman, Berry et al. 1994). The 

SERVQUAL instrument is accepted as standard for assessing various 

dimensions inservice quality (Buttle, 1994). It is a concise multiple-item 

scale with good reliability and validity that researcher can use to better 

understand the service expectations and perceptions of consumers and, as a 

result, improve service (Parasuraman et al., 1988). SERVQUAL was also 

chosen because it is valuable when it is used periodically to track the 

service quality trends, and when it is used in conjunction with other forms 

of service quality measurement (Parasuraman et al., 1985). There are five 

service quality dimension identified by Parasuraman et al. (1988). All these 

five dimensions are: 

a. Tangible refers to appearance of physical facilities, equipment, 

personnel, and communication materials. Include all physical products 

that are involved in service delivery, and even other customers. 
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b. Reliability refers to ability to perform the promised service dependably 

and accurately. service is performed with high accuracy and 

thoroughness every time. 

c. Responsiveness refers to willingness to help customers, provide prompt 

service and how fast the service is provided. 

d. Assurance refers to knowledge and courtesy of employees and their 

ability to convey trust and confidence. 

e. Empathy refers to the firm provides care and individualized attention to 

its customers. 

While being widely applied, the SERVQUAL model has also 

received criticism for not including prices in the assessment or for the 

inclusion of expectations as a variable in measuring service quality 

(Boulding, Kalra et al. 1993). Perhaps the most often heard criticism 

pertains to the lack of a clear link between satisfaction and perceived 

service quality identified by some research (Duffy and Ketchard 1998). An 

alternative model (SERVPERF) was later developed for these reasons, 

based on the findings that service quality does not depend on expectations 

and can be directly measured by simple performance based measures of 

service quality (Cronin and Taylor 1994). 
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4. Relationship between Service Quality and Customer Satisfaction.   

When a customer recognizes quality, it is reflected in customer 

satisfaction. In the web environment, the web (user interface) can be 

regarded as a service and user as customer. They brows, or surf the internet, 

access, retrieve and share information interact with other over the internet, 

order product or trade stock and obtain entertainment. The quality of this 

service plays a greater role than the quality of service to customer in other 

sector, such as hospital or hotels, or the customer service of a bookstore. 

Firstly, customers of traditional service usually experience the service 

quality after they have committed to the organizations. In the case of the 

web, users experience the service quality first, then decide whether to 

commit. Secondly, since there is no face to face human interaction in the 

web environment, and service adjustments based on verbal and non verbal 

cues are not evidence. Thus the design of the website is crucial importance 

in delivering service (Neilsen, 2000). 

Ishikwa (1990) recognize the importance of customer satisfaction 

and dividend quality into two categories of backward looking and forward 

looking. The former refers to non conformance, defects, flaws, deficiency, 

and rework of which absence is absolutely requested, and their existence 

result on customer dissatisfaction. On the other hand, selling point and 

characteristics of product such as ease of use and excellence design that 

makes it superior to the other company offerings. According to Ishikwa, 
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fulfillment of this quality element provides positive customer satisfaction, 

although the quality is also acceptable. 

Delivering quality to customer in a competitive marketplace like 

airline industry dictates the need to continually enhance a customer’s 

experience and satisfaction. According to Schneider and Bowen (1999), In 

general terms, most customers’ range from being moderately dissatisfied to 

moderately satisfied. Satisfaction can be considered at two levels: the 

transaction or encounter level and overall satisfaction (Bitner and Hubbert, 

1994). Initially, Cronin and Taylor (1992) hypothesized that satisfaction is 

an antecedent of service quality. However, their research with a multi-

industry sample showed, in a LISREL analysis, an opposite relationship. 

Quality appears to be only one of the service factors contributing to the 

customer's satisfaction judgments (Cronin and Taylor, 1992). Spreng and 

Mackoy (1996), who test a modified version of a model proposed by Oliver 

(1993) that sought to integrate the satisfaction and service quality literature, 

also provide support for service quality as being an antecedent to 

satisfaction. More recently, this relationship has also been confirmed from a 

study in a health-care setting by Deruyter et al. (1997), who also show that 

service quality should be treated as an antecedent of service satisfaction. 

Iacobucci et al. (1995) conclude that the key difference between service 

quality and customer satisfaction is that quality relates to managerial 

delivery of the service while satisfaction reflects customer’s expectation 



     26 

 

with that service. They argue that quality improvements that are not based 

on customer needs will not lead to improved customer satisfaction. 

 

5. Customer Experiences.  

Customer experiences is the sum of all experiences of customer 

has with marketer of good and service, over the duration of the 

relationship with their marketer. It can also be used to mean an individual 

experience over one transaction, the distinction is user usually clear in 

context (www.en.wikipedia.org). Providing a unique customer experiences 

is the key to wining the hearts and minds of consumers in the new 

millennium. Their work indicated that consumers value the experiences of 

good or services more than its actual tangible. In fact the experiences 

become a key element of the overall product being purchased and 

consumed (Pine & Gilmore, 1990).  

  

6. Relationship between Customer’s Experiences and Customer’s 

Satisfaction.  

The consumer’s satisfaction or dissatisfaction is consequences of 

consumption or service experiences (Janiszewski, 2009). The process of 

consumer behavior describe the basic step that an ultimate consumer goes 

through in satisfying what customer want in the market which is problem 
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recognition to information search and choice and post decision evaluation. 

(Pine & Gilmore, 1990). 

Customer satisfaction based on experiences in the interpretation of 

the exchange relationship in the marketplace. The ongoing buyer seller 

relationships take many different forms. The buyer’s perception of the 

effectiveness of the exchange relationship is a significant mobility barrier 

and potential competitive advantage for the seller that insulates from price 

competition. 

 

7. Brand. 

 Brand satisfaction can be defined as (Engel, Blackwell, & 

Minard, 1990) the outcome of the subjective evaluation that the chosen 

alternative (the brand) meets or exceeds the expectation. This definition is 

in line with the may definition of satisfaction based on the disconfirmation 

paradigm (Oliver, 1980) found in the literature. The notion that stands out 

in almost every definition of satisfaction is the notion of a comparison 

between experiences and (brand) performance. 

Branding today is the formal introduction of the company, what is 

stand for, and the product it provides the customer. A brand is a promise or 

a set of guidelines in the mind of the customer about what the company will 

do it, it defines the company and gives the specific value to ring the 

company to the market (Stephens, 2001). 
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The American marketing association defines a brand as a name, 

term, symbol, design, or combination of them, intended of them, intended 

to identify good and services of one seller, or group of sellers, and to 

differentiate them from those of competition (Rayport & Joworski, 2001). 

 

8. Relationship between Brand and Customer Satisfaction.   

Brand affects how a company is remembered, and how customer 

describes the company to other. Brand building takes consistency, and 

commitment, to ensure that the brand communicate the desired message to 

the consumer. Brand are also an effective marketing strategy since 

companies with a positive brand presence can use the leverage developed 

from the bricks and mortar structure in using all the benefit of branding 

(Sharon, 2003). 

Grasse (1999) states that it has been recognized that rand are often 

the most valuable corporate assets, exceeding less dominate product both in 

term of consumer awareness and of financial valuation. There are theories 

that recognize brand as being anchored in consumer awareness as 

intangible assets of companies or as a theoretical construct, which is 

functionally depend on brand management. 

Consumer use brand to identify the source of market of a product 

and to assign responsibility to the particular manufacturer or distributor for 

delivery of the product in the manner describe (Keller, 1998). The brand is 
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a set of differentiating promises that links a product to its consumers. The 

brand assures the customer of a consistent quality and superior value for 

which the customer is willing to commit to the product, giving reliability, 

and also willing to pay that result in a reasonable return on the brand. 

Branding is a promises to the consumer that product will be deliver 

to them with all of the features described, and commutated. Branding is a 

relationship that is built on understanding and satisfaction (Higgins, 1999). 

The evolution of branding in the bricks and mortal structure has created a 

value structure that becomes even more important in the online sales. The 

value of branding emerged in the tangible consumer product market, in an 

environment where the customer was able to capture, and experience the 

product through sensory perception. The online space provide a challenge 

for marketer to adapt the notion of branding in a new environment where 

product are distributed and advertised, but consumers do not experience the  

same concept of branding. Branding can provide opportunities for 

differentiation and customer satisfaction (Sharon, 2003). 

 

F. Research Framework. 

The figure 2.2 shows the online customer satisfaction research model 

in this project. There is significant among advertisement, product quality, 

customer experiences and brand with customer satisfaction. Familiarity to 

above variables is a very important factor to increase customer satisfaction  
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Independent Variables        Dependent Variables  

 

 

  

 

 

 

 

Figure 2.2: Online Customer Satisfaction Model 

 

G. Hypothesis Development.   

Four hypotheses has been developed for this study based on dependent 

and independent variables are given below 

H1: Promotion positively related to the customer satisfaction on 

purchase decision when they booking online. 

H2: Service quality positively related to customer satisfaction in 

purchase decision on ticket online 

H3: Customer experiences and customer satisfaction are positively 

related. 

H4: Brand plays an important role to the customer satisfaction in 

purchase decision. 

 

 

Promotion 

Service Quality 

Customer Experiences 

Brand 

Customer Satisfaction 
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CHAPTER III 

RESEARCH METHODOLOGY 

 

A. Research Design.  

  This was a correlation study (Sekaran, 2006) which attempted to 

investigate the statistical relationship between the online customer satisfaction 

with few independent variables such as advertisement, service quality, 

customer experiences and brand. This was field a study whereby all variable 

were not manipulated or controlled, thus no artificial was created. The sample, 

unit analysis, sampling method and time horizon were discussed. The data are 

analyzing using SPSS Statistical Analysis Software 17. 

 

 

 

 

 

 

 

 

 

Figure 3: Flow Chart of Research Approach 
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B. Unit of Analysis.  

The unit of analysis refers to the level of aggregation of the data 

collected during the subsequent data analysis stage. The research is focusing 

on customer satisfaction in purchasing decision especially in booking ticket 

online. The unit of analysis for this study is individuals of Indonesian students 

who are using AirAsia Airlines. These individuals include students from 5 

Universities in Malaysia. They are Universiti Utara Malaysia, International 

Islamic University Malaysia, Universiti Technology Malaysia, Universiti 

Saint Malaysia and University of Malaysia The population of sample 

comprised more than 1500 degree Indonesian student In Malaysia. The 

sample appropriate recommended by Sakaran (2003) is 200 respondents. 

These students were chosen is this study because they are the most probable 

ones using AirAsia. This would provide a more reliable answer to our 

research questionnaire about purchasing decision of e-ticketing. 

         

C. Research Sampling.   

The respondents are selected through purposive sampling. Purposive 

sampling used is judgment. According to Sakaran (2006), Judgment involve 

the choice of subjects who are in the best position to provide the information 

required by respondents typically are chosen using non probability methods, 

first researcher selected 5 Universities in Malaysia as population which is 

have mentioned, The target respondent is the student who ever travel with 

AirAsia Airplane and the responded should be Indonesian student in Malaysia. 
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D. Instrument and Measurement.  

Dornyei (quoting Brown, 2001) defines a questionnaire as “any 

written instruments that present respondents with a series of questions or 

statements to which they react either by writing out their answers or selecting 

from among existing answers. The question consists of two sections of 

questions. There are section A, and section B, in the questionnaires. Section 

A, measurement used is nominal scale which is split data into mutual 

exclusive and collectively exhausted categories (Sekaran, 2006). It is designed 

to gather respondent demographic details such as gender, age, level education, 

number of purchasing and college, while section B measurement used is 

ordinal scale, the respondents’ selection which measure four major items. The 

purpose of the questionnaires is to obtain the major information which is 

described in part B such as promotion, product quality, customer experiences, 

and brand. Scale that will be used is categorical scale in section B, which the 

respondents is asked to tick one answer from question 1 to question 21 at the 

space provided. The respondents were asked to indicate their degree of 

agreement or disagreement on several features, A five point lanker – type 

scale will be used with 1 = “strongly satisfied” to 5 = “strongly dissatisfied”. 

The table 3.3 below has shown the breakdown of the questionnaire. 
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Table 3.1  

Distribution of Questionnaire Item 

 

PART Variable Number of Question 

A Respondents personal details 5 

B Promotion 1-6 

Service quality  7-12 

 Customer Experiences 13-18 

 Brand 19-21 

Total number of questions 21 

    

E. Data Collection Procedure.   

The method of data collection for this study is quantitative.  

Questionnaire will be used as primary data collection method refers to 

information that is developed or gathered for the research project at hand 

(Burns and Bush, 2006:146). Questionnaire was distributed using the e-mail, 

and facebook. The advantage of using mail questionnaire survey is that they 

are efficient and relative inexpensive (Chadwick, Chan & Price, 1984). 

Another advantage is easy to administer, can reach out globally, fast delivery 

and respondent can answer at their convenience, as with the mail question, 

(Sekaran, 2006). Explanations will be given to students on how to complete 

the questionnaires. The questionnaire will be distributed to respondents which 
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the name of the respondents given from the initial respondents which is 

Indonesia student in Malaysia.  

The distribution gives two to three week for the respondent to answer 

the question. Data collection was carried out from May, 20th, 2010 by e-mail, 

facebook and collection process was collected on July, 8st, 2010 through e-

mail, and facebook. 

      

F. Data Analysis Technique.  

Descriptive Statistic is the statistical technique that being used in the 

analysis of this research. Frequency and percentage is the type of analysis that 

being used in this research. The data obtained from questionnaires are all 

facts. Statistical package the social sciences (SPSS) version 17.0 was used to 

analyze the data collection in this study. For data processing, four statistical 

techniques were used for different purposes. These included frequency, 

descriptive statistics, validity and reliability test, correlation analysis and 

regression analysis 

    

1. Frequency Analysis.  

The frequency analysis has purpose to measure the pattern of 

respondent’s background. In section A (gender, age, education level, 

marital status, and college) will analyze using frequencies and percentages. 
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2. Validity and Reliability Test.  

In compiling the instrument to obtain the good instrument, there 

are several condition must be filled. The good instrument must meet two 

important conditions, they are valid and reliable 

 

3.1 Validity Test.   

 Validity represents how far the measurement can measure 

what that want to measure, are we measure the right thing or not. Thus 

questionnaire that used as the tool to collect the data of study will test 

about validity. The validity test used in this study is the item validity 

test that is validity testing on items quality. The higher the validity of a 

valid tool, the higher the gauge concerning his target. The formulation 

coefficient that used in this study is product moment (Sutrisno Hadi, 

1991) as follows: 

 

rXY = _____n(∑ XY) – (∑X ∑Y)_____ 
 √ [n∑X2 – (∑X)2] [n∑Y2 – (∑Y)2] 

 

Where  

n = Total of respondent  

x = Answer score on the question (item) 

y = Score total of question (item) 
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To know the level of item validity, hence rvalue in correlation 

table compared with rtest from total score testing by formulating of 

product moment Pearson, if rtest ≥ rvalue hence the item in the question to 

collect the data have construct validity, the other hand the item in the 

questionnaire are valid and can use to data collection.  

  

3.2 Reliability Test. 

The reliability test is conducted to ensure the consistency or 

stability of the items (Sekaran, 2000). The measurement of reliability 

showed through Cronbach’s Alpha (α). The Cronbach’s Alpha test was 

used to analyze the reliability of the instruments. According to Maholtra 

(2007), the reliability acceptance level should be more than 0.60. 

 
 
r11 = _k_      ∑σb2 
    (k-1)      σt2 

  
Where: 

 r  = Reliability 

 k  = Number of question 

 σb = Item variance 

 σt = Total variance 
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Table 3.2 

Category High and Low Reliability Instrument 

 

Alpha Reliability Category 

          0,00 – 0,20 Very Low 

> 0,20 – 0.40 Low 

> 0,40 – 0,60 Sufficient 

> 0,60 – 0,80 High 

> 0,80 – 1,00 Very High 

     Source: Sugiono (2005)  

 

3. Descriptive Statistics. 

Descriptive statistics for all variables were obtained. The purpose 

of descriptive analysis was to represent raw data transformed into a form 

that will make then easy to understand and interpret. 

Respondents in section B analyze using descriptive statistics to 

find how the independent variables react to customer satisfaction. The items 

in the instrument that were measure base on 5 point Linkert scale that using 

1 -5, where 1 represent strongly disagree and 5 represent strongly agree 
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1  1.8  2.6  3.4  4.2  5 

 

Where: 

 Score 1 – 1.8  : Strongly dissatisfied 

 Score 1.8 – 2.6 : Dissatisfied 

 Score 2.6 – 3.4 : Neutral 

 Score 3.4 – 4.2 : Satisfied 

 Score 4.2 – 5 : Strongly satisfied 

 

The average total score of independent variable which are 

promotion, service quality, customer experiences, and also brand will be 

calculated one by one in Chapter IV.  

 

Table 3.3 

Linkert Scale Category 

 

Strongly 
Dissatisfied 

Dissatisfied Neutral Satisfied Strongly 
Satisfied 

SD D N S SS 
1 2 3 4 5 

Source: Sugiono: metode penelitian bisnis, 2005, P.87. 
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4. Multiple Linear Regressions. 

4.1 Regression Analysis. 

Regression analysis will be used to test hypotheses formulated 

for this study. Five variables (promotion, service quality, customer 

experiences, brand, and customer satisfaction) were entered. Multiple 

regressions will determine the significant relationship between 

dependent and independent variables, the direction of the relationship, 

the degree of the relationship and strength of the relationship (Sekaran, 

2006). Multiple regression are most sophisticated extension of 

correlation and are used to explore the predict ability of a set of 

independent variables on dependent variable (Pallant, 2001). The data 

was edited to detect errors and certify that data quality standard is 

achieved. Proportions were the summary measured used to describe the 

dependent and independent variable. 

Four hypotheses generated. From the hypothesis it gives 

direction to assess the statistical relationship between the dependent and 

independent variables. The convention of P value has been set as of 5% 

i.e. 0.05 used as evidence of a statistical association between the 

dependent and independent variables. 

Data analysis also involved the construction of a model that 

captured some of the major element that impact consumer booking 

ticket and customer satisfaction online. The researches question was 
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addressed and all the variables that impact customer satisfaction online 

were considered. In this study also measure the Autocorrelation test. It 

is the certain model is aimed to know the availability of correlation 

between disturbance variables (e1) in the previous period (et-1).  

 

Table 3.4 

Durbin Watson Autocorrelation Measurement 

 

Durbin Watson Conclusion 

Less than 1.10 Autocorrelation Available 

1,10 and 1.54 Without conclusion 

1.55 and 2.46 No Autocorrelation available 

2.46 and 2.90 Without conclusion 

More than 2.90 Autocorrelation available 

Source: Muhammad Firdaus (2004; 101) 

 

4.2 Correlation Analysis. 

To investigate whether all factor independent and dependent 

variable were independent or inter correlated, a person predict moment 

correlation analysis conducted. 

Correlation test used for inferential statistics. The Pearson 

correlation will be used to measure the significance of linear bivatriate 

between the independent variables and dependent variables thereby 
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achieving the objective of this study (Sakaran, 2006). Variables 

association refers to a wide variety of coefficient which measure 

strength relationship. Correlation is a bivatriate measure of association 

(strength of the relationship) of the relationship between two variables. 

It varies from 0 (random relationship) to 1 (perfect linear relationship) 

or -1 (perfect negative linear relationship) it is usually reported in term 

of its square (r2) interpreted as percent of variance explained (Hair et al, 

2006) the used of partial correlation is usually restricted to simple 

model of 3 or 4 variables, 5 most (Cohen, 1983) 

 

4.3 F-test.   

The function of Ftest is to see and understand the influence of 

both independent variables toward dependent variables. Steps of this 

test: 

a. Create the hypothesis formulation 

 Ho: b1 = b2 = b3 = b4 = 0, there was no influence that is significant 

from the independent variable (X) together against the dependent 

variable (Y) 

 Ha: b1 ≠ b2 ≠ b3 ≠ b4 ≠ 0, there was influence that is significant 

from the independent variable (X) together against the dependent 

variable (Y) 

b. Determine the level of the significant of 5% 
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c. Tested the hypothesis with the provision. If the significant < 0.05; so 

Ha accepted and Ho rejected, if significant > 0.05; so Ha rejected 

and Ho accepted. 

d. Interestingly the conclusion was based on result of testing.  

       

4.4 t-test. 

According Bhuono Theories (2005) if ttest > ttable therefore Ho 

rejected and Ha accepted, that means independent variables partially as 

influence significantly toward dependent variable. If ttest < ttable 

therefore Ho accepted and Ha rejected, that means independent variable 

partially has no influence significantly toward dependent variable. 

Level of significant use amount 5% or (α) 0.05 

 

G. Operational Variable. 

Operational variable is a statement of the specific dimensions and 

elements through which a concept will become measurable (Sekaran, 2006). 

There are two kinds of variable, which are independent variable and 

dependent variable, on these variables we define into dimension and indicator 

to me a question.  
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1. Independent Variable.  

Independent variable is also known as the predictor variable. It is 

one that influence the dependent variable either in a positive or negative 

ways (Cavana, Delahaye, & Sekaran, 2001). The independent variables 

studied in this research are promotion, service quality, customer 

experiences and brand. 

 

a. Promotion. 

Promotion may be defined as “the co-ordination of all seller 

initiated efforts to set up channels of information and persuasion to 

facilitate the scale of a good or service”. Promotion is most often intended 

to be a supporting component in a marketing mix. Promotion decision must 

be integrated and co-ordinate with the rest of the marketing mix, 

particularly product/brand decision, so that is may effectively supports an 

entire marketing mix strategy. The promotion mix consists:  

 Advertising is the dissemination of information by non personal 

means through paid media where the source is the sponsoring 

organization. 

 Personal selling is the dissemination of information by non personal 

method, like face to face, contacts between audience and employees 

of the sponsoring organization. The source of information is the 

sponsoring organization.  
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 Publicity is the disseminating of information by personal or non 

personal means and is not directly paid by organization and the 

organization is not the source. 

 Selling promotion is the dissemination of information through wide 

variety of activities other than personal selling, advertising and 

publicity which stimulate consumer purchasing and dealer 

effectiveness 

 

b. Service quality. 

Service quality measure from SERQUAL by panama, there five 

common item used to measure customer satisfaction are: 

 Tangible is appearance of physical facilities, equipment, personnel, 

and communication materials. 

 Reliability is ability to perform the promised service dependably and 

accurately. 

 Responsiveness is willingness to help customers and provide prompt 

service. 

 Assurance is knowledge and courtesy of employees and their ability 

to convey trust and confidence. 

 Empathy is the firm provides care and individualized attention to its 

customers. 
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c. Customer Experiences. 

Customer experiences included on-time departure, safety, better 

service, cheaper airfares, and easy booking. 

 On time departure refer to the time is stated in ticket are implies to the 

departure time. 

 Safety refers to the customer feel comfortable and safe from any other 

afraid. 

 Better service is how the crew or employee provide the maximal 

service to the customer or passenger 

 Cheaper airfare is low to pay for ticket or low price  

 Easy booking refer to the easy way of customer to booking ticket 

online, and any requirement include in the procedural 

 

d. Brand. 

According to Keller (2008) states that bran can be divine into two 

dimensions that are brand image and brand awareness. 

 Brand image refer to recognition of the name, symbol, logo, and any 

combination of them 

 Brand awareness mean that the brand already recognition and famous 

in customer mind, since the brand become one of the product or 

service with the best alternative.  
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2. Dependent Variable.  

The dependent variable is the primary interest of this research, 

which is customer satisfaction. In Customer satisfaction can be measure 

with promotion, service quality, and customer experiences and also brand. 

Here is the formula for measure relationship between variable: 

 

Table 3.5 

Relationship between Variable, Dimension and Indicator 

VARIABLE DIMENSION INDICATOR SCALE 

(X1) 
Promotion 

Onwuchuruba 
(2002:115) 

Advertising. 1. Advertising affects Customer 
satisfaction  

Ordinal 
Personal Selling. 

2. Launching program affects 
customer satisfaction 

3. Personal selling affects 
customer satisfaction 

Publicity. 
4. Radio or television affects  

purchase and   customer 
satisfaction 

Sales Promotions. 5. Dummy service affects 
customer satisfaction 

(X2) Service 
Quality 

Parasuraman, 
Berry et al. 

1985; 
Parasuraman, 
Berry et al. 

1988; Zeithaml, 
Parasuraman et 

al. 1990; 
Parasuraman, 
Berry et al. 

1991; 
Parasuraman, 
Berry et al. 

Tangibles 
 

1. Appearance physical facilities 
affect customer satisfaction. 

Ordinal 

Assurance 
 

2. Knowledge or courtesy or 
employee affects customer 
satisfaction. 

Reliability 
 

3. Service dependably affects 
customer satisfaction 

Responsiveness 
 

4. Individualized attention 
affect customer satisfaction 

Empathy 
5. Welcome to help customers 

and prompt service affects 
customer satisfaction. 
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1993; 
Parasuraman, 
Berry et al. 

1994) 

(X4) Customer 
Experiences 

(Pine & 
Gilmore, 1990) 

On Time 
Departure 

1. Schedule manage 
affected customer 
satisfaction 

Ordinal 

Safety. 2. Safety affects customer 
satisfaction 

Better Service. 3. Better service affect 
customer satisfaction 

Cheaper Airfares. 4. Low price affect 
customer satisfaction 

Easy Booking 
5. Uncomplicated in 

purchasing affects 
customer satisfaction 

(X3) Brand 
Kevin Lane 

Keller (2008) 

Image 1. Image affects customer 
Satisfaction 

Ordinal 
Awareness 

2. Awareness to brand 
affects customer 
satisfaction 

(Y) Customer 
Satisfaction 

Promotion 1. Promotion affects 
customer satisfaction 

Ordinal 

Service Quality 2. Service quality affects 
customer satisfaction 

Customer 
Experiences 

3. Customer Experiences 
affects customer 
satisfaction 

Brand 4. Brand affects customer 
satisfaction 
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H. Variable Measurement.  

The variable in the questionnaire are categorized into the groups 

according to the framework of this research, the variable are measured in 

some ways that will be able to test the hypotheses, however in attempt to 

reduce the scale bias, Linkert Kind of scale are used to measure the dependent 

and independent variables (Sekaran, 2006). The questionnaire used is closed 

questions refer to the alternative that are mutually exclusive and collectively 

exhaustive give to the respondent, it can make them quick and easy to 

interpret. Here are the question build from indicator that measured from each 

dimension of variables. 
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Table 3.6 

Questionnaire Development 

  

Dimensions  Questionnaire 
(X1) Promotion 

Advertising. Promotion with advertisement influence my 
satisfaction 

Personal Selling. 

Launching program influence my 
satisfaction  
Personal selling influence my satisfaction 
easy than other 

Publicity. Radio or Television influence my 
satisfaction 

Sales Promotions. Sales promotion affect my customer 
satisfaction 

(X2)Service Quality 

Tangibles AirAsia’s facilities, equipment, personnel, 
and communication materials are visible. 

Assurance 
Knowledge, courtesy and ability of 
employee can convey my trust and 
confidence. 

Reliability AirAsia able to perform the promised 
service accurately. 

Responsiveness AirAsia’s crew or employee willingness to 
help customers  

Empathy The firm provides individualized attention to 
the customers. 

(X3) Customer Experiences  

On Time Departure Schedule stated in my ticket is managed on 
the time. 

Safety. I felt safety with my flight 

Better Service. I felt comfortable to the crew serve me with 
better service 

Cheaper Airfares. Flight with the low fare influence my travel 

Easy Booking, I enjoyed with procedures and not 
complicated when I book ticket online 

(X4) Brand  

Image Brand image play an important role in my 
decision to booking ticket online 

Awareness 
I aware, if someone asked me about 
Airlines, I will ask him or her to purchase 
AirAsia’s ticket. 
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CHAPTER IV 

FINDING AND ANALYSIS 

 

A. General Description of Research Object.   

This chapter present the findings of the study, it discussed all the 

findings which through statistical analysis to show the analysis and discussion 

as the result of the data analysis. This research is conducted in term of 

descriptive study. This chapter also deals with construct assessment of the 

variables in the main study. Firstly, the main study construct assessment 

discusses respondent’s demographic profiles and purification of the 

measurement variables, secondly the hypotheses testing presented through 

correlation, regression. 

This research is conducted in term of descriptive manner to determine 

the evidences and factors behind measures behavior of computerized 

information system at college. The selection of respondent recorded in the 

form of online questionnaire and choosing an appropriate study design with 

adequate sample size. 

Questionnaire were distributed to 250 Indonesian students in 5 

universities (UUM, IIUM, UTM, USM and UM) who are ever travel with 

AirAsia (customer), after 2 weeks, the there 220 questionnaires those 

respondents have answered the entire question. For the following steps 

described the profile of respondents as collected from 200 questionnaires 

completely.    
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1. Gender.  

Based on the respondent gender such as male and female so the 

result of the analysis the data could be see the table 4.1 below 

 

Table 4.1  

The Gender of Respondent 

 

Measurement Item Respondent (N) Percentage (%) 

Gender 
Male 71 35.5% 

Female 129 64.5% 
Total 200 100% 

Source: Primary data, made based on Appendix II (4.1) 

 

Based on the table 4.1 shows that the respondent gender from 200 

questionnaires which be sample in this research found the majority 

respondent are female, 129 (64%) female and just 71 (35.5%) male 

respondent. 

  

2. Age Level.  

Based on the respondent age level, so the result of the analysis the 

data could be see the table 4.2 below 
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Table 4.2  

The Age of Respondent 

  

Measurement Item Respondent (N) Percentage (%) 

Age 

< 20 99 49.5% 
21 – 25 85 42.5% 
26 – 30 11 5.5% 

> 30 5 2.5% 
Total 200 100% 

Source: Primary data, made based on appendix II (4.2) 

 

The Third question in the questionnaire was about the age of the 

respondent. For this question I got information that the highest frequency of 

age is related to the age group > 21 – 25 where they are 99 (49.5%) of 

respondents and the lowest frequency of age is related to the age groups 35 

and more 5 (2.5%). This means all the respondents in period age from < 20 

years old to 30 years old.  

       

3. Education Level.   

Based on the respondent education, so the result of the analysis the 

data could be see the table 4.3 below 
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Table 4.3  

Education Level 

 

Measurement Item Respondent (N) Percentage (%) 

Education 
Level 

Diploma 0 0 % 
Degree 182 91% 
Master 11 5.5% 
Doctoral 7 3.5% 
Total 200 100% 

Source: Primary data, made base on appendix II (4.3) 

 

Base on the table 4.3 level of education, most of the respondents 

are degree students, where 182 (91%) of the respondents are studying 

degree and 11 (5.5%) respondents are studying master and other 

respondents 7 (3.5%) are belonging to the doctoral level.  

  

4. Number of Purchase.   

Based on the respondent number of purchase, so the result of the 

analysis the data could be sees the table 4.4  

 

Table 4.4  

The Number of Purchase in a Year 

Measurement Item Respondent (N) Percentage (%) 

Number of 
Purchase 

X < 1 in a year 12 6%  
2 – 4 in a year 169 84.5% 
5 – 7 in a year 19 9.5% 

 Total 200 100% 
Source: Primary data, made base on appendix II (4.4) 
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For the section of number of purchases, all of the respondents have 

experiences to purchase ticket through the internet but there is different of 

number of times that the respondents purchase with. The majority of 

respondent purchase is between 2 or more than 2 times in a year where, 

there are 12 (6%) of the respondents  never purchase or just purchase one 

time in a year, furthermore, there are 169 (84%) of the respondent purchase 

2 to 4 time in a year. The, there are 19 (9.5%) of the respondent purchase 

from 5 to 7 times in a year. 

      

5. College.    

Based on the respondent college, so the result of the analysis the 

data could be see the table 4.5 

 

Table 4.5  

The College of Respondent 

 

 
Measurement 

Item Respondent (N) Percentage (%) 

Universities 

UM 58 29% 
IIUM 40 20% 
USM 24 12% 
UTM 34 17% 
UM 44 22% 

Total 200 100% 

Source: Primary data, made base on Appendix II (4.5)  
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B. Validity and Reliability. 

In this study, validity testing was using statistic method of product 

moment Pearson, and reliability testing was using reliability coefficient 

(Cronbach Alpha). 

 

1. Validity Test Result. 

By using significant level (α) = 5% and N 30, so rvalue table is 

0.3610. If rXY is more than rvalue, means that there is a real correlation 

between variables. The result of validity testing is summarized 4.6 
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Table 4.6 

Validity Test Result 

Variable Item rtest rvalue Description 

(X1)  
Promotion 

X1.1 
X1.2 
X1.3 
X1.4 
X1.5 

0.4729 
0.5220 
0.4719 
0.3985 
0.4615 

0.3610 
0.3610 
0.3610 
0.3610 
0.3610 

Valid 
Valid 
Valid 
Valid 
Valid 

(X2) 
Service Quality 

X2.1 
X2.2 
X2.3 
X2.4 
X2.5 

0.4992 
0.4878 
0.5498 
0.5106 
0.4784 

0.3610 
0.3610 
0.3610 
0.3610 
0.3610 

Valid 
Valid 
Valid 
Valid 
Valid 

(X3) 
Customer 

Experiences 

X3.1 
X3.2 
X3.3 
X3.4 
X3.5 

0.4784 
0.4650 
0.5768 
0.5232 
0.5697 

0.3610 
0.3610 
0.3610 
0.3610 
0.3610 

Valid 
Valid 
Valid 
Valid 
Valid 

(X) 
Brand 

X4.2 
X4.3 

0.4714 
0.6167 

0.3610 
0.3610 

Valid 
Valid 

(Y) 
Customer 

Satisfaction 

X5.1 
X5.2 
X5.3 
X5.4 

0.4983 
0.4883 
0.4606 
0.5069 

0.3610 
0.3610 
0.3610 
0.3610 

Valid 
Valid 
Valid 
Valid 

Source: Appendix II (4.6) 

 

The result of validity testing for the questionnaire of study as 

shown in table 4. 6 above that the result is Valid (rtest > rscore) 

 

2. Reliability Test. 

 

The result of reliability testing is summarized in table 4.7 As 

follows: 
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Table 4.7 

Result of Reliability 

 

Variable Cronbach’s Alpha N of item 
Promotion 0.6181 5 
Service Quality 0.7971 5 
Customer Experiences 0.7145 5 
Brand 0.4164 2 

Source: primer data, made base on Appendix II (4.7) 

 

Table 4.7 above, shows that alpha point of study instrument 

every item are greater than 0.60, thus can conclude that the instrument of 

questionnaire is reliable, Cronbach’s Alpha of promotion, service quality 

and customer experiences is above 0.60 and categorize high reliability 

according to table 3.3 (category high and low reliable) while reliability 

category for brand is sufficient.   

 

C. Descriptive Analysis.   

1. Evaluation of Promotion Variable.  

The responses of respondents on promotion variable shown in table 4.8 

bellow 
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Table 4.8  

The Promotion Variable Frequency 

 

No Questions Responses Mean 
N=200 

Frequency 
Absolute Relatives 

1 

I think promotion with 
advertisement influence 
my satisfaction 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.49 

 
3 

10 
74 
103 

 
1.5 
5.0 

37.0 
56.5 

2 
Personal Selling influence 
my satisfaction easy than 
other. 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.25 

- 
2 

16 
111 
71 

- 
1.0 
8.0 

55.5 
35.5 

3 

Launching Program 
impact my satisfaction 
and interesting me to buy 
ticket online 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.24 

- 
3 

26 
90 
81 

- 
1.5 

13.0 
45.0 
40.5 

4 Radio and television 
Influence my satisfaction 

1. Strongly Disagreed 
2. Disagreed 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.21 

- 
5 

23 
98 
74 

- 
2.5 

11.5 
49.0 
37.0 

5 

Sales promotion make me 
deep understand and 
affect my customer 
satisfaction 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.15 

- 
90 
25 
51 
34 

- 
45.0 
12.5 
25.5 
17.0 

 Total  4.07   
 Source: Primary data, Made based on Appendix II (4.8) 

 

Base on the table 4.8 above can be explained that majority of 

response from the respondent for items of promotion is agree until strongly 

agree. The responses from the respondent, every item in the table above are 

as following 
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a. The respond for item that, promotion with advertisement is very 

influence satisfaction are 1.5 % disagree, 5.0% neutral, 37% agree and 

56.5% strongly agree. 

b. The respond for item that, personal selling influence satisfaction are 1.0 

% disagree, 8.0% neutral, 55.5% agree and 35.5% strongly agree. 

c. The respond for item that, launching program impact satisfaction and 

interesting customer to buy ticket online are 1.5 % disagree, 13.0% 

neutral, 45.0% agree and 40.5% strongly agree. 

d. The respond for item that, radio and television influence satisfaction are 

2.5 % disagree, 11.0% neutral, 49.0% agree and 37.0% strongly agree. 

e. The respond for item that, sales promotion makes deeply understand 

and affect customer satisfaction are 45.0 % disagree, 12.5% neutral, 

25.5% agree and 17.0% strongly agree. 

The total mean of promotion variable is 4.07 with answer of value 

of higher average 4.49 of the statement “promotion using advertisement is 

very informative that influence my satisfaction” and the lower is “sales 

promotion affect customer satisfaction” by average 3.15. Thus can conclude 

that the most of respondent satisfied with the promotion by appraise toward 

advertisement in affected the customer satisfaction.   
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2. Evaluation of Service Quality Variable.   

Responses of respondents on service quality variable shown in 

table 4.9 bellow 

 

Table 4.9  

The Service Quality Variable Frequency 

 

No Questions Responses Mean 
N=200 

Frequency 
Absolute Relatives 

1 

AirAsia’s facilities, 
equipment, personnel, and 
communication materials 
are visible. 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.15 

3 
51 
37 
92 
17 

1.5 
25.5 
18.5 
46 
8.5 

2 

Knowledge, courtesy and  
ability of employee  
convey my trust and 
confidence 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.65 

 
41 
35 
78 
46 

 
20.5 
17.5 
39.0 
23.0 

3 AirAsia able to perform 
the promised service 
dependably and 
accurately. 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.63 

 
48 
39 
52 
61 

 
24.0 
19.5 
26.0 
30.5 

4 AirAsia’s crew or 
employee willingness to 
help customers and 
provide prompt service. 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.56 

1 
45 
33 
82 
39 

0.5 
22.5 
16.5 
41.0 
19.5 

5 The firm provides care and 
individualized attention to 
the customers. 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.26 

3 
53 
47 
82 
15 

1.5 
26.5 
23.5 
41.0 
7.5 

 Total  3.45   
Source: Primary data, made base on Appendix II (4.9) 

 



     62 

 

Base on the table 4.9 above can be explained that majority of 

response from the respondent for items of service quality is agree. The 

responses from the respondent, every item in the table above are as 

following 

a. The respond for item that, AirAsia’s facilities, equipment, personnel, and 

communication materials are visible, are 1.5 % strongly disagree, 25.5% 

disagree, 18.5% neutral, 46% agree and 8.5% strongly agree. 

b. The respond for item that, knowledge and courtesy of employees and 

their ability to convey the customer trust and confidence, are 20.5 % 

disagree, 17.5% neutral, 39.0% agree and 23.0% strongly agree. 

c. The respond for item that, AirAsia able to perform the promised service 

dependably and accurately, are 24.0 % disagree, 19.5% neutral, 26.0% 

agree and 30.5% strongly agree. 

d. The respond for item that, AirAsia’s crew or employee willingness to 

help customers and provide prompt service, are 0.5% strongly disagree, 

22.5 % disagree, 16.5% neutral, 41.0% agree and 19.5% strongly agree. 

e. The respond for item that, sales The firm provides care and 

individualized attention to the customers, are 1.5% strongly disagree, 

26.5 % disagree, 23.5% neutral, 41.0% agree and 7.5% strongly agree. 

The total mean of service quality variable is 3.45. With answer of 

value of higher average 3.65 of the statement “knowledge, courtesy and 

ability of employees can convey the customer trust and confidence” and the 

lower is item “AirAsia’s facilities, equipment, personnel, and 
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communication materials are visible” by average 3.15. so, knowledge, 

courtesy of employees ability of employee affected the customer 

satisfaction.   
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3. Evaluation of Customer Experiences Variable.  

Responses of respondents on customer experiences variable shown in 

table 4.10. 

 

Table 4.10 

The Customer Experiences Frequency 

 

 
No Questions Responses Mean 

N=200 
Frequency 

Absolute Relatives 

1 

Schedule stated in my 
ticket is manage and on the 
time. 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.28 

 
70 
33 
69 
28 

 
35.0 
16.5 
34.5 
14.0 

2 I feel safety with my flight 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.06 

1 
70 
58 
58 
13 

0.5 
35.0 
29.0 
29.0 
6.5 

3 

I feel comfortable and 
believe to the crew or 
employee serve me with 
better service 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.08 

 
11 
34 
83 
72 

 
4.5 
15.5 
43.0 
37.0 

4 Flight with the low fare 
influence my travel 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.20 

 
5 

41 
62 
92 

 
2.5 
20.5 
31.0 
46.0 

5 
I enjoy with procedures 
and not complicated when 
I book ticket online 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.12 

 
12 
24 
92 
72 

 
6.0 
12.0 
46.0 
36.0 

 Total  3.75   
Source: Primary data, made base on Appendix II (4.10) 
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Base on the table 4.10 above can be explained that majority of 

response from the respondent for items of customer experiences is average 

between disagree, agree until strongly agree. The responses from the 

respondent, every item in the table above are as following 

a. The respond for item that, schedule stated on the ticket is managed and 

on the time are 35.0 % disagree, 16.5% neutral, 34.5% agree and 14.0% 

strongly agree. 

b. The respond for item that, customers feel safety and not worried with 

the flight are 0.5 % strongly disagree, 35.0% disagree, 29.0% neutral, 

29.0% agree, and 6.5% strongly agree. 

c. The respond for item that, customers feel comfortable and believe to the 

crew or employee serve them with better service are 4.5 % disagree, 

15.5% neutral, 43.0% agree and 37.0% strongly agree. 

d. The respond for item that, flight with the low fare influence customer 

travel are 2.5 % disagree, 20.5% neutral 31.0% agree and 46.0% 

strongly agree. 

e. The respond for item that, customers enjoy with procedures and not 

complicated when they book ticket online are 6.0 % disagree, 12.0% 

neutral, 46.0% agree and 36.0% strongly agree. 

The total mean of customer experiences variable is 3.75 with 

answer of value of higher average 4.20 of the statement “flight with the low 

fare influence customer travel” and the lower is “customers enjoy with 

procedures and not complicated when they book ticket online” by mean 
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3.12. Can conclude that the flight with the low fare influence customer 

travel. 

 

4. Evaluation of Brand Variable.    

Responses of respondents on brand variable shown in table 4.11 

 

Table 4.11 

Brand Variable Frequency 

 

No Questions Responses Mean 
N=200 

Frequency 
Absolute Relatives 

1 

Brand Image play an 
important role in my 
decision to booking ticket 
online 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.94 
 

 
4 

44 
112 
40 

 
2.0 
22.0 
56.0 
20.0 

2 

I aware, If someone asked 
me about Airlines, I will 
ask him or her to purchase 
AirAsia’s Ticket 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.60 

 
7 

80 
98 
15 

 
3.5 
4.0 
49.0 
7.5 

   3.77   
Source: Primary data, made base on Appendix II (4.11) 

  

Base on the table 4.11 above can be explained that majority of 

response from the respondent for items of brand is agree. The responses 

from the respondent, every item in the table above are as following 

a. The respond for item that, brand plays an important role in decision to 

booking ticket online are 2.0 % disagree, 22.0% neutral, 56.0% agree 
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and 20.0% strongly agree. 

b. The respond for item that, customers aware, if someone asked them 

about Airlines, they will ask him or her to purchase AirAsia’s ticket are 

3.5% disagree, 4.0% neutral, 49.0% agree, and 7.5% strongly agree. 

The total mean of brand variable is 3.77, with answer of value of 

higher average 3.94 of the statement brand image play an important role 

than brand awareness plays an important role when in customer purchase 

decision by mean 3.60. Thus can conclude that the most of respondent put 

the brand image as important role. 
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5. Evaluation of Customer Satisfaction Variable.  

For the evaluation of customer satisfaction as independent variable, 

the responses of respondents on this variable shown in table 4.12 

 

Table 4.12  

The Customer Satisfaction Variable Frequency 

 

No Questions Responses Mean 
N =200 

Frequency 
Absolute Relatives 

1 
AirAsia’s promotion 
Impact my purchase 
decision and my 
satisfaction 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

4.43 

1 
2 

10 
83 
104 

0.5 
1.0 
5.0 

41.5 
52.0 

2 Service Quality is impact 
mu purchase decision in 
booking ticket and my 
satisfaction 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.37 

 
51 
77 
50 
22 

 
25.5 
38.5 
25.0 
11.0 

3 My experiences is impact 
satisfaction in booking 
ticket 

1. Strongly Disagree 
2. Disagree 
3. Neutral 
4. Agree 
5. Strongly Agree 

3.53 

 
10 
94 
74 
22 

 
5.5 

47.0 
37.0 
11.0 

4 My decision to booking 
ticket via online depend on 
my knowledge of the brand 
being offered 

6. Strongly Disagree 
7. Disagree 
8. Neutral 
9. Agree 
10. Strongly Agree 

4.01 

3 
11 
26 
87 
73 

1.5 
5.5 

13.0 
43.5 
36.5 

 Total    3.83   
Source: Primary data, made base on Appendix II (4.12) 
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Base on the table 4.12 above can be explained that majority of 

response from the respondent for customer satisfaction variables is average 

between neutral until agree. The responses from the respondent, every item 

in the table above are as following 

a. The respond for item that, promotion impact purchase decision and 

satisfaction, are 0.5% strongly disagree, 1.0 % disagree, 5.0% neutral, 

41.5% agree and 52.0% strongly agree. 

b. The respond for item that, customers service quality is impact purchase 

decision and customer satisfaction, are 25.5% disagree, 38.5% neutral, 

25.0% agree, and 11.5% strongly agree. 

c. The respond for item that, customers experiences is impact satisfaction 

are 5.5 % disagree, 47.0% neutral, 37.0% agree and 11.0% strongly 

agree. 

d. The respond for item that, brand is impact customer satisfaction are 1.5 

% strongly disagree, 5.5% disagree, 13.0% neutral 43.5% agree and 

36.5% strongly agree. 

 

The total mean of customer satisfaction variable is 3.83 with 

answer of value of higher average 4.43% of the statement promotion impact 

purchase decision and satisfaction and the lower is customers service 

quality is impact purchase decision and customer satisfaction by mean 3.37. 

Thus can conclude that the most of respondent booking ticket and their 

satisfaction influenced by promotion. 
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D. Multiple Linear Regressions. 

1. Regression Analysis. 

Based on the discussion made in subsection H of Chapter 2, four 

hypotheses were formulated. The following four hypotheses have been 

given below:  

H1:  Promotion positively related to the customer satisfaction on 

purchase decision when they booking online. 

H2: Service quality positively related to customer satisfaction in 

purchase decision on ticket online 

H3: Customer experiences and customer satisfaction are 

positively related. 

H4: Brand plays an important role to the customer satisfaction 

in purchase decision. 

Regression analysis is used to test the hypothesized relationship 

among the variables; the result of each hypothesis is summarized here. All 

result above measure with α = 0.05. 

 

1.5 Customer Satisfaction and Promotion. 

The first regression analysis was carried out to determine 

and the relationship between promotion and customer satisfaction 

when they make purchase decision. The regression output is 

presented in table 4.13.1(a) and 4.13.1(b) 
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To support the hypnotized relationship between two 

variables, to determinants have chosen which is purchasing decision 

based on the information that received by particular customer in 

online and customer satisfaction in booking ticket online in AirAsia.  

The output shows the Durbin Watson value is 2.039, which 

indicates that there no auto-correlation problem of error term. From 

the coefficient matrix of this model, customer satisfaction based on 

the information about that received by particular customer in online 

is significant at t = 7.057 and P = 0.00 < 0.05, which support H1. The 

P value indicating that purchase decision online has relationship 

between the promotion and customer satisfaction which shown in 

table 4.13.1 (a) and 4.1.1 (b). 

 

Table 4.13.1 (a) 

Model Summary 

 

a  Predictors: (Constant), Promotion 

b Dependent Variable: Customer Satisfaction 

 

 

 

Model 
  

R 
  

R 
Square 

  

Adjusted 
R Square 

  

Std. Error 
of the 

Estimate 
  

Change Statistics Durbin-
Watson 

  
R Square 
Change F Change df1 df2 

Sig. F 
Change 

1 .448(a) .201 .197 .39462 .201 49.798 1 198 .000 2.039 
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Table 4.13.1 (b) 

Coefficients 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients T Sig. 

B Std. Error Beta 
1 (Constant) 2.538 .183   13.833 .000 
  Promotion .289 .041 .448 7.057 .000 

a  Dependent Variable: Customer Satisfaction 

   

1.6 Customer Satisfaction and Service Quality.  

The second regression analysis was carried out to determine 

the relationship between service quality and customer satisfaction 

when they booking ticket online. The regression output is presented 

in table 4.13.2 (a) and 4.13.2 (b). 

To support the hypnotized relationship between variable, 

mean value of the variables have been chosen from service quality 

which is “service quality is major criteria to booking online and 

service quality is major concern to purchase online”. And 

“satisfaction of booking ticket needs purchasing online”  

The output for service quality is major criteria to booking 

online and satisfaction of booking needs shows the Durbin Watson 

value is 2.123, the result of Durbin Watson also indicates that there is 

no auto-correlation problem of error term. From the coefficient 

matrix of this model, service quality is major criteria to booking 
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online is significant at t = 12.92 and P = 0.00 < 0.05, which support 

H1.  

The service quality support H2. This mean the service 

quality has a relationship with customer satisfaction which indicating 

from table 4.13.2 (a) and 4.13.2 (b) 

 

Table 4.13.2 (a) 

Model Summary 

 
Model 
  

R 
  

R 
Square 

  

Adjusted 
R 

Square 
  

Std. Error 
of the 

Estimate 
  

Change Statistics 
Durbin-
Watson 

  
R Square 
Change F Change df1 df2 

Sig. F 
Change 

1 .677(a) .458 .455 .32509 .458 167.131 1 198 .000 2.123 
a  Predictors: (Constant), Service Quality 

b  Dependent Variable: Customer Satisfaction 

 

Table 4.13.2 (b) 

Coefficients 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta     
1 (Constant) 2.810 .081   34.571 .000 
  Service Quality .313 .024 .677 12.928 .000 

    a  Dependent Variable: Customer Satisfaction 

  

1.7  Customer Satisfaction and Customer Experiences 

The Third regression analysis was carried out to determine 

the relationship between role of customer experiences to purchase 
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online and customer satisfaction. The regression output is presented 

in table 4.13.3 (a) and 4.13.3 (b). 

To support the hypotheses relationship between two 

variable, two determinants have been chosen from customer 

experiences and customer satisfaction which is “experiences of 

customer when purchase ticket online and customer satisfaction of 

booking needs purchasing online. 

 The output for customer experiences shows the Durbin 

Watson value is close to 2 (1.983) , which there is no auto-

correlation problem of error term.  

The result of Durbin Watson also indicates that there is 

positive serial correlation. According to the rule of Durbin Watson. 

If the Durbin Watson statistic is substantially less than 2, there is 

evidence of positive serial correlation. From the coefficient matrix 

of this model, customer satisfaction is significant at t = 8.920 and P 

= 0.00 < 0.05.  

The result supports H3. It means the customer experiences 

and the customer satisfaction is positively related which indicating 

from table 4.13.3 (a) and 4.13.3 (b) 
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Table 4.13.3 (a) 

Model Summary 

 

Model 
  

R 
  

R 
Square 

  

Adjusted 
R 

Square 
  

Std. Error 
of the 

Estimate 
  

Change Statistics Durbin-
Watson 

  
R Square 
Change F Change df1 df2 

Sig. F 
Change 

1 .535(a) .287 .283 .37287 .287 79.559 1 198 .000 1.983 
a  Predictors: (Constant), Experiences 

b  Dependent Variable: Customer Satisfaction 

 

Table 4.13.3 (b) 

Coefficients 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t 
  

Sig. 
B Std. Error Beta 

1 (Constant) 2.713 .127   21.436 .000 
  Experience .312 .035 .535 8.920 .000 
a  Dependent Variable: Customer Satisfaction 

 

1.8  Customer Satisfaction and Brand.  

The last regression analysis was carried out to determine 

the relationship between role of brand to purchase online and 

customer satisfaction the regression output is presented in table 

4.13.4 (a) and 4.13.4 (b). 

To support the hypotheses relationship between two 

variables, two determinants have been chosen from brand and 

customer satisfaction which is “Brand plays an important role to 
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purchase decision on ticket online and customer satisfaction”  

The output for brands plays an important role to purchase 

decision on ticket online and customer satisfaction shows the 

Durbin Watson value is close to 1.880, which there was no auto-

correlation problem of error term.  

The result of Durbin Watson also indicates that there is 

positive serial correlation. According to the rule of Durbin Watson. 

If the Durbin Watson statistic is substantially less than 2, there is 

evidence of positive serial correlation. From the coefficient matrix 

of this model, brand plays an important role to customer satisfaction 

is significant at t = 6.935 and P = 0.00 < 0.05.  

This result supports H4. It means Brand plays an important 

role when customer purchase ticket online to satisfy them 

 

Table 4.13.4 (a) 

Model Summary 

Model 
  

R 
  

R 
Square 

  

Adjusted R 
Square 

  

Std. Error 
of the 

Estimate 
  

Change Statistics Durbin-
Watson 

  
R Square 
Change F Change df1 df2 

Sig. F 
Change 

1 .442(a) .195 .191 .39599 .195 48.092 1 198 .000 1.880 
a  Predictors: (Constant), Brand 

b  Dependent Variable: Customer Satisfaction 
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Table 4.13.3 (a) 

Coefficients 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 
1 (Constant) 2.955 .127   23.177 .000 
  Brand .211 .030 .442 6.935 .000 

a  Dependent Variable: Customer Satisfaction 

 

2. Correlation. 

 

Table 4.14 

Correlations Result 

 

Variables Customer 
satisfaction Promotion Service 

Quality 
Customer 

Experiences Brand 

Customer satisfaction 
Sig. (1 tailed) 
N 

1 
 

200 

    

Promotion 
Sig. (1 tailed) 
N 

0.448 
0.000 

200 

1 
 

200 

   

Service quality 
Sig. (1 tailed) 
N 

0.677 
0.000 

200 

0.103 
0.074 

200 

1 
 

200 

  

Customer 
Experiences 
Sig. (1 tailed) 
N 

0.535 
0.000 

200 

0.117 
0.050 

200 

0.222 
0.001 

200 

1 
 

200 

 

Brand 
Sig. (1 tailed) 
N 

0.442 
0.000 

200 

-0.087 
0.109 

200 

0.003 
0.482 

200 

-0.113 
0.056 

200 

1 
 

200 
Source: Primary data, made base on Appendix II (4.14) 
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As shown in the table 4.14, the correlation value of perceived 

quality toward promotion is 0.448, the correlation toward service quality is 

0.677, the correlation toward customer experiences is 0.535 and the 

correlation toward brand is 0.442, it shows correlation between variable 

customer satisfaction and service quality has higher correlation than 

promotion, customer experiences and brand, the significant value of 

correlation coefficient is 0.000. It means, there are any relation between 

promotion, service quality, customer experiences and brand.     

 

3. Coefficient Determinant.  

Coefficient determinant (R2) test is show how strong the ability to 

explain the variation of dependent variables. The value of R2 is between 

figures 0 to 1. If the value of R2 is low, means the ability of independent 

variable that explain the variation of dependent variables is limited (weak). 

But, if the value of R2 approaching figure 1, means independent variable 

offer all of necessity information to predict dependent variable (Ghozali, 

2006). 

The output for coefficient determinant (R2) form dependent and 

independent variable is presented in table 4.15   
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Table 4.15 

Coefficient Determinants (R2) 

Model Summary 

 

Model R R 
Square 

Adjusted 
R 

Square 

1 .856(a) .732 .723 
a  Predictors: (Constant), Promotion, Service Quality, Experiences, Brand 

b  Dependent Variable: Customer Satisfaction 

 

From table 4.13.5, the adjusted R2 is 0.723 or 72%. This mean, 

there is 72% Independent variables; promotion, service quality, customer 

experiences and brand affect dependent variable; customer satisfaction, the 

score of adjusted R square is also called as coefficient determinant.  

      

4. F-test.   

ANOVA 

 

Model   
Sum of 

Squares Df Mean Square F Sig. 
1 Regression 28.250 3 9.417 178.522 .000 
  Residual 10.339 196 .053     
  Total 38.589 199       

 

a  Predictors: (Constant), Promotion, Service Quality, Experiences 

e  Dependent Variable: Customer Satisfaction 

 

 

ANOVA test will bear Ftest around 178.522 with level of 

significant is 0.000 because the number of probability is 0.000 < 0.05 so 
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Ha is accepted and H0 is rejected. It is means that promotion, service quality 

and customer experiences altogether has influence of significant of 

affected to the customer satisfaction in booking ticket online.  

Beside by comparing Ftest with Ftable with standard error 0.05 and 

degree of freedom (df) 3 = 196 (200 - 4) therefore obtain Ftable = 2.60, the 

score of Ftest is 178.522 > Ftable 2.60, therefore Ho rejacted and Ho 

accepted, hence the conclusion of four independent variable simultaneusly 

have been afffected toward customer satisfaction  

5. t-test.   

ttest of parameter significant to variable of promotion, service 

quality, customer experiences and brand affected customer satisfaction 

toward purchase decision on ticket online, here we use of linear regression 

(Appendix 4.13) 

a. The tested toward regression coefficient of the variable promotion 

The calculation result of linear regression got significant obtained with 

value are 0.000 it mean that probability of ttest 9.308 > ttable 1.645 so that 

Ha Accepted or Ho rejected, it means that on the variable promotion 

partially did have significant influenced to customer satisfaction. 

b. The tested toward regression coefficient of the variable service quality 

The calculation result of linear regression got significant obtained with 

value are 0.000 it mean that probability of ttest 14.680 > ttable 1.645 so 

that Ha Accepted or Ho rejected, it means that on the variable service 

quality partially did have significant influenced to customer satisfaction. 
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c. The tested toward linear regression coefficient of the variable customer 

experiences 

The calculation result of linear regression got significant obtained with 

value are 0.000 it mean that probability of ttest 9.728 > ttable 1.645. so that 

Ha Accepted or Ho rejected, it means that on the variable customer 

experiences partially did have significant influenced to customer 

satisfaction. 

d. The tested toward linear regression coefficient of the variable brand 

The calculation result of linear regression got significant obtained with 

value at ttest = 6.935 and P = 0.00 < 0.05.0.000 so that Ha Accepted or 

Ho rejected, it means that on the variable brand partially did have 

significant influenced to customer satisfaction. 
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E. Summary.           

This study highlight four important independent variable that affect 

customer satisfaction in purchase decision on ticket online which is shown in 

below : 

 

Hypotheses Result 

H1:  Promotion positively related to the customer satisfaction 

on purchase decision when they booking online. 
Accepted 

H2: Service quality positively related to customer 

satisfaction in purchase decision on ticket online 
Accepted 

H3: Customer experiences and customer satisfaction are 

positively related. 
Accepted 

H4: Brand plays an important role to the customer 

satisfaction in purchase decision. 
Accepted 
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CHAPTER V 

CONCLUSION AND IMPLICATION 

  

A. Conclusion.   

Customer satisfaction is the fundamental to the marketing concept. 

This study was conducted with purpose of measuring customer satisfaction. 

Specially, the first objective of this study was to examine the relationship 

between customer satisfaction to promotion, service quality, customer 

experiences and brand. 

Promotion, service quality, customer experiences and brand are key 

determinant of customer satisfaction through purchase decision on ticket 

online. All variables are supported in customer satisfaction.  

Finally it could be concluded that, there is a significant positive 

relationship between the promotion, service quality, customer experiences and 

brand to customer satisfaction.  

 

B. Implication of Study.    

Several actions can be taken by marketer to satisfy the customer 

when booking ticket online. Establishing the marketing policy in online 

marketplace and offline marketplace can help to prevent hesitate between 

online customer satisfaction and independent variables. The marketer should 

be focused on customer demands, which are a commitment to satisfy customer 
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needs and expectations, monitoring of customer satisfaction, responsiveness to 

customer complaint, a high and continuous level interaction with customers. 

 

C. Recommendation.  

Future researchers can focus on following suggestion. First, widen 

the coverage of present study to include not only university student but also 

other level of people can participate in this future study. Second, future 

researchers can increase the variables. It could be either both (dependent and 

independent variables, it is up to researcher). Third, future researcher can 

examine the study in broader scale such as “factor analysis” based on data 

collected using SPSS 17.0. Fourth, future researcher can increase number of 

hypothesis  

       

D. Limitation         

1. This study is not representing the wide variety of customers, it only 

conducted to AirAsia’s customer who are Indonesian student in Malaysia 

chosen as the respondents who ever use e-ticket.  

2. This study only focus on factors affecting customer satisfaction in purchase 

decision on ticket online issued by AirAsia, and the relationship, because 

Airasia generate high customer and more popular than other on this time, it 

is not measure the other Airline.  
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ONLINE QUESTIONNAIRE 

 

 

Dear Sir or madam 

 

First of all, I would like to wish congratulation because you have been chosen as 
a respondent in this study. I am conducting a study about “Factors Affecting Customer 
Satisfaction in Purchase Decision on Ticket Online: Case study In Air Asia”. This 
research is being conducted as a partial fulfillment to Bachelor of Degree in Economics 
Program. 

 
This questionnaire consist of two section, section A and B consist question about 

your demographic profile, section two is about promotion, service quality, customer 
expectation and brand. 

 
All responses will be kept animus. All information is treated as PRIVATELY and 

CONFIDENTIAL and only used for the academic research purpose 
 
Furthermore, your honesty and great sincerity are highly required in answering 

the questionnaire. Your cooperation in this degree project is greatly appreciated. Thank 
you for your valuable time 

 
 
 
 
 

Sincerely  
 
 
Budi Kurniawan 
Faculty of Economics and Social Science 
State Islamic University Syarif Hidayatullah 
Jakarta 
2010 
 
 
 
 
 



 

 

Section A – Personal Background 
Please tick your answer in the blank given. Chose only one and your original response is 
very much appreciated 

 I Used Air Asia Airline Before 
 

Ever  Never 
 

 Gender level 
Male   Female 

 
 Age level 

< 20  21 – 25  25 – 30   30 – 35  > 35 
 

 Education level 
Diploma   Degree Master  Phd  Other 

 
 Number of Booking Ticket In one year 

 
< 1   2 - 4    5 - 7  > 7 

 
 College 

UUM  IIUM  USM   UTM   UM 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

Section B – Variable Measurement 
 
Please read description given. Then rate the frequency by tick the corresponding next to 
the statement. Use the following scale: 
 

 
1 = Strongly Dissatisfied  (Strongly Disagree) 
2 = Dissatisfied    (Disagree) 
3 = Somehow Satisfied    Neutral 
4 = Satisfied    (Agree) 
5 = Strongly Satisfied   (Strongly Agree) 

 
 
Promotion Impact to Online Booking Ticket 
 
 

1. AirAsia’s promotion Impact my purchase decision and my satisfaction 
[ 1 ] [ 2 ] [ 3 ] [4] [5] 

 
2. I think promotion with advertisement is very informative and influence my 

satisfaction 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

3. Personal Selling influence my satisfaction easy than other. 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

4. Launching Program impact my satisfaction and interesting me to buy ticket online 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

5. Radio and television Influence my satisfaction 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

6. Sales promotion make me deep understand and affect my customer satisfaction 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 
 
 
 
 



 

 

Service Quality Impact Online Booking Ticket  
 

7. Service Quality is impact my purchase decision in booking ticket and my 
satisfaction 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

8. Air Asia’s facilities, equipment, personnel, and communication materials are 
visible. 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

9. Knowledge and courtesy of employees and their ability to convey my trust and 
confidence. 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

10. Air Asia able to perform the promised service dependably and accurately. 
  

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

11. Air Asia’s crew or employee willingness to help customers and provide prompt 
service. 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 
 

12. The firm provides care and individualized attention to the customers. 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 
 

Customer Expectation Impact my booking online 
 

1. My expectation is impact satisfaction in booking ticket 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

 
2. Schedule stated in my ticket is manage and on the time. 

 
[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 
 



 

 

3. I feel safety and not worried with my flight 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

4. I feel comfortable and believe to the crew or employee serve me with better 
service 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 
 

5. Flight with the low fare influence my travel 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

6. I enjoy with procedures and not complicated when I book ticket online 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

  
Brand Impact Online Booking Ticket 

 

7. My decision to booking ticket via online depend on my knowledge of the brand 

being offered and affect brand affect my satisfaction 

 
[ 1 ] [ 2 ] [ 3 ] [4] [5] 

 
8. Brand Image play an important role in my decision to booking ticket online 

 
[ 1 ] [ 2 ] [ 3 ] [4] [5] 

 
9. I aware, If someone asked me about Airlines, I will ask him or her to purchase Air 

Asia’s Ticket. 
 

[ 1 ] [ 2 ] [ 3 ] [4] [5] 
 

 
 
 
 

“Thank You” 
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Appendix II (4.1) 
 

Gender 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid male 71 35.5 35.5 35.5 

female 129 64.5 64.5 100.0 
Total 200 100.0 100.0  

 
Appendix II (4.2) 

 
Age Level 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid <20 99 49.5 49.5 49.5 

21-25 85 42.5 42.5 92.0 
26-30 11 5.5 5.5 97.5 
>30 5 2.5 2.5 100.0 
Total 200 100.0 100.0  
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Education Level 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Degree 182 91.0 91.0 91.0 

Master 11 5.5 5.5 96.5 
Doctoral 7 3.5 3.5 100.0 

Total 200 100.0 100.0  
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Number Of Purchase 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid <1 12 6.0 6.0 6.0 

2-4 169 84.5 84.5 90.5 
5-7 19 9.5 9.5 100.0 

Total 200 100.0 100.0  

 
 
 
 
 
 



 

 

Appendix II (4.5) 
 

Colleges of Respondent 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid UUM 58 29.0 29.0 29.0 

IIUM 40 20.0 20.0 49.0 
USM 24 12.0 12.0 61.0 
UTM 34 17.0 17.0 78.0 
UM 44 22.0 22.0 100.0 

Total 200 100.0 100.0  

 
Appendix II (4.6) 

 
Item-Total Statistics 

 

 
Scale Mean if 
Item Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 
Promotion 70.13 86.740 .498 .882 
Advertising 70.33 89.471 .473 .883 

Personal Selling 1 70.20 89.752 .522 .882 
Personal Selling 2 70.40 86.731 .472 .883 

Publicity 70.20 87.752 .399 .886 
Sales Promotion 70.93 87.651 .461 .883 
Service Quality 70.97 85.826 .488 .883 

Tangiable 70.87 86.464 .499 .882 
Assurance 70.67 87.609 .488 .882 
Reliability 71.00 87.448 .550 .881 

Responsiveness 70.87 86.671 .511 .882 
Empaty 70.90 87.679 .478 .883 

Expectation 70.93 88.892 .461 .883 
Schedule Managed 71.10 87.679 .478 .883 

Safety 70.63 88.378 .465 .883 
Better Service 70.83 85.523 .577 .880 

Cheaper Airfare 70.50 87.707 .523 .881 
Easy Booking 70.93 85.926 .570 .880 

Brand 70.07 92.133 .507 .884 
Brand Image 70.07 88.892 .471 .883 

Brand Awareness 70.80 88.028 .617 .880 
 
 
 
 
 
 
 



 

 

Appendix II (4.7) 
 

Promotion 
Reliability Statistics 

 

Cronbach's 
Alpha N of Items 
.618 5 

 
Service Quality 

Reliability Statistics 
 

Cronbach's 
Alpha N of Items 
.797 5 

 
Customer Expectation 

Reliability Statistics 
 

Cronbach's 
Alpha N of Items 
.714 5 

 
Brand 

Reliability Statistics 
 

Cronbach's 
Alpha N of Items 
.416 2 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

Appendix II (4.8) 
 

Advertising 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 3 1.5 1.5 1.5 

Neutral 10 5.0 5.0 6.5 
Agree 74 37.0 37.0 43.5 

Strongly Agree 113 56.5 56.5 100.0 
Total 200 100.0 100.0  

 
Personal Selling 1 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 2 1.0 1.0 1.0 

Neutral 16 8.0 8.0 9.0 
Agree 111 55.5 55.5 64.5 

Strongly Agree 71 35.5 35.5 100.0 
Total 200 100.0 100.0  

 
Personal Selling 2 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 3 1.5 1.5 1.5 

Neutral 26 13.0 13.0 14.5 
Agree 90 45.0 45.0 59.5 

Strongly Agree 81 40.5 40.5 100.0 
Total 200 100.0 100.0  

 
Publicity 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 5 2.5 2.5 2.5 

Neutral 23 11.5 11.5 14.0 
Agree 98 49.0 49.0 63.0 

Strongly Agree 74 37.0 37.0 100.0 
Total 200 100.0 100.0  

 
 
 
 
 
 
 
 
 
 



 

 

Sales Promotion 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 90 45.0 45.0 45.0 

Neutral 25 12.5 12.5 57.5 
Agree 51 25.5 25.5 83.0 

Strongly Agree 34 17.0 17.0 100.0 
Total 200 100.0 100.0  
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Tangible 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Strongly Dissagree 3 1.5 1.5 1.5 

Dissagree 51 25.5 25.5 27.0 
Neutral 37 18.5 18.5 45.5 
Agree 92 46.0 46.0 91.5 

Strongly Agree 17 8.5 8.5 100.0 
Total 200 100.0 100.0  

 
Assurance 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 41 20.5 20.5 20.5 

Neutral 35 17.5 17.5 38.0 
Agree 78 39.0 39.0 77.0 

Strongly Agree 46 23.0 23.0 100.0 
Total 200 100.0 100.0  

 
Reliability 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 48 24.0 24.0 24.0 

Neutral 39 19.5 19.5 43.5 
Agree 52 26.0 26.0 69.5 

Strongly Agree 61 30.5 30.5 100.0 
Total 200 100.0 100.0  

 
 
 
 
 
 
 
 
 



 

 

Responsiveness 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Strongly Dissagree 1 .5 .5 .5 

Dissagree 45 22.5 22.5 23.0 
Neutral 33 16.5 16.5 39.5 
Agree 82 41.0 41.0 80.5 

Strongly Agree 39 19.5 19.5 100.0 
Total 200 100.0 100.0  

 
Empaty 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Strongly Dissagree 3 1.5 1.5 1.5 

Dissagree 53 26.5 26.5 28.0 
Neutral 47 23.5 23.5 51.5 
Agree 82 41.0 41.0 92.5 

Strongly Agree 15 7.5 7.5 100.0 
Total 200 100.0 100.0  

 
 

Appendix II (4.10) 
Schedule Managed 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 70 35.0 35.0 35.0 

Neutral 33 16.5 16.5 51.5 
Agree 69 34.5 34.5 86.0 

Strongly Agree 28 14.0 14.0 100.0 
Total 200 100.0 100.0  

 
Safety 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Strongly Dissagree 1 .5 .5 .5 

Dissagree 70 35.0 35.0 35.5 
Neutral 58 29.0 29.0 64.5 
Agree 58 29.0 29.0 93.5 

Strongly Agree 13 6.5 6.5 100.0 
Total 200 100.0 100.0  

 
 
 
 
 
 



 

 

Better Service 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 11 5.5 5.5 5.5 

Neutral 34 17.0 17.0 22.5 
Agree 83 41.5 41.5 64.0 

Strongly Agree 72 36.0 36.0 100.0 
Total 200 100.0 100.0  

 
Cheaper Airfare 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 5 2.5 2.5 2.5 

Neutral 41 20.5 20.5 23.0 
Agree 62 31.0 31.0 54.0 

Strongly Agree 92 46.0 46.0 100.0 
Total 200 100.0 100.0  

 
Easy Booking 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 12 6.0 6.0 6.0 

Neutral 24 12.0 12.0 18.0 
Agree 92 46.0 46.0 64.0 

Strongly Agree 72 36.0 36.0 100.0 
Total 200 100.0 100.0  
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Brand Image 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 4 2.0 2.0 2.0 

Neutral 44 22.0 22.0 24.0 
Agree 112 56.0 56.0 80.0 

Strongly Agree 40 20.0 20.0 100.0 
Total 200 100.0 100.0  

 
 
 
 
 
 
 
 
 



 

 

Brand Awareness 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 7 3.5 3.5 3.5 

Neutral 80 40.0 40.0 43.5 
Agree 98 49.0 49.0 92.5 

Strongly Agree 15 7.5 7.5 100.0 
Total 200 100.0 100.0  
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Promotion 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Strongly Dissagree 1 .5 .5 .5 

Dissagree 2 1.0 1.0 1.5 
Neutral 10 5.0 5.0 6.5 
Agree 83 41.5 41.5 48.0 

Strongly Agree 104 52.0 52.0 100.0 
Total 200 100.0 100.0  

 
Service Quality 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 51 25.5 25.5 25.5 

Neutral 77 38.5 38.5 64.0 
Agree 50 25.0 25.0 89.0 

Strongly Agree 22 11.0 11.0 100.0 
Total 200 100.0 100.0  

 
Expectation 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Dissagree 10 5.0 5.0 5.0 

Neutral 94 47.0 47.0 52.0 
Agree 74 37.0 37.0 89.0 

Strongly Agree 22 11.0 11.0 100.0 
Total 200 100.0 100.0  

 
 
 
 
 
 
 
 
 



 

 

Brand 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Strongly Dissagree 3 1.5 1.5 1.5 

Dissagree 11 5.5 5.5 7.0 
Neutral 26 13.0 13.0 20.0 
Agree 87 43.5 43.5 63.5 

Strongly Agree 73 36.5 36.5 100.0 
Total 200 100.0 100.0  

 
Appendix II (4.14) 

 
Correlations 

 

  
Customer 

Satisfaction Promotion 
Service 
Quality Expectation Brand 

Customer 
Satisfaction 

Pearson Correlation 1 .448(**) .677(**) .535(**) .442(**) 
Sig. (1-tailed) . .000 .000 .000 .000 

N 200 200 200 200 200 
Promotion Pearson Correlation .448(**) 1 .103 .117(*) -.087 

Sig. (1-tailed) .000 . .074 .050 .109 
N 200 200 200 200 200 

Service 
Quality 

Pearson Correlation .677(**) .103 1 .222(**) .003 
Sig. (1-tailed) .000 .074 . .001 .482 

N 200 200 200 200 200 
Expectation Pearson Correlation .535(**) .117(*) .222(**) 1 -.113 

Sig. (1-tailed) .000 .050 .001 . .056 
N 200 200 200 200 200 

Brand Pearson Correlation .442(**) -.087 .003 -.113 1 
Sig. (1-tailed) .000 .109 .482 .056 . 

N 200 200 200 200 200 
**  Correlation is significant at the 0.01 level (1-tailed). 
*  Correlation is significant at the 0.05 level (1-tailed). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

Appendix II (4.15) 
 

ANOVA(Multiple) 
 

Model   
Sum of 

Squares Df Mean Square F Sig. 
3 Regressio

n 28.250 3 9.417 178.522 .000(c) 

Residual 10.339 196 .053     
Total 38.589 199       

d  Predictors: (Constant), Promotion, Service Quality, Expectation,  
e  Dependent Variable: Customer Satisfaction 
 
 

  
Coefficients(a) 

 

Model   

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
3 (Constant) 1.229 .129   9.557 .000 
  Promotion .224 .024 .348 9.308 .000 

Service 
Quality .259 .018 .558 14.680 .000 

Expectation .216 .022 .371 9.728 .000 
a. Dependent Variable: Customer Satisfaction 

 
 
 ANOVA(b) 
 

Model   
Sum of 

Squares Df Mean Square F Sig. 
1 Regressio

n 7.755 1 7.755 49.798 .000(a) 

Residual 30.834 198 .156     
Total 38.589 199       

a  Predictors: (Constant), Promotion 
b  Dependent Variable: Customer Satisfaction 

 
 
 ANOVA(b) 
 

Model   
Sum of 

Squares Df Mean Square F Sig. 
1 Regressio

n 17.663 1 17.663 167.131 .000(a) 

Residual 20.926 198 .106     
Total 38.589 199       

a  Predictors: (Constant), Service Quality 
b  Dependent Variable: Customer Satisfaction 

 
 
 
 
 



 

 

ANOVA(b) 
 

Model   
Sum of 

Squares Df Mean Square F Sig. 
1 Regressio

n 11.061 1 11.061 79.559 .000(a) 

Residual 27.528 198 .139     
Total 38.589 199       

a  Predictors: (Constant), Expectation 
b  Dependent Variable: Customer Satisfaction 

 
 
 ANOVA(b) 
 

Model   
Sum of 

Squares Df Mean Square F Sig. 
1 Regressio

n 7.541 1 7.541 48.092 .000(a) 

Residual 31.048 198 .157     
Total 38.589 199       

a  Predictors: (Constant), Brand 
b  Dependent Variable: Customer Satisfaction 

 

 

 

 

 

 

 

 

 

 

 

 

 


