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ABSTRACT 

This research mainly focuses on the study of how trust and perceived ease of 
use affect perceived usefulness and at the same time how trust, perceived ease of use, 
perceived usefulness and enjoyment influence customers’ repurchase intention in booking 
flight tickets through online third-party platforms in China. 

Relevant statistics indicate that more and more Chinese customers are becoming 
accustomed to booking airline tickets online which is a convenient and fast way to buy 
tickets and also a major trend in online shopping. In recent years, while the rapid 
development of online ticket purchases has brought convenience to customers, it has 
also been accompanied by some critical issues from time to time. The security, 
practicability, and operability of online ticket purchases have also raised issues that need 
to be discussed. There are several “HOWS” which the owners and managers of the 
websites providing online ticket purchasing services should consider, including: first of all, 
how to make the ticket booking website standout among numerous competitors; secondly, 
how to innovate the ticket booking service of the website; and thirdly, how to make the 
enterprise achieve a sustainable development. Therefore, the author explored an studied 
these questions along with the previous literature. This thesis mainly researched how 
trust, perceived ease of use, perceived usefulness and enjoyment influence customer 
repurchase intention when using third-party platforms to book flight tickets. 

A questionnaire survey was used to collect data in this study. The surveyed 
population included customers who book tickets on the Internet through a third-party 
platform. The sample size of needed questionnaires to be collected in China was 
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calculated to be 400. Questionnaires were distributed to respondents using an online 
questionnaire, followed by screening and data analysis. The results showed that trust, 
perceived ease of use, perceived usefulness and enjoyment have significant positive 
impacts on repurchase intention. In addition, trust and perceived ease of use both has 
significant positive impact on perceived usefulness; in the meantime, perceived 
usefulness as a partial mediator impacts trust, perceived ease of use concerning 
repurchase intention. 
 
Keywords: repurchase intention, trust, perceived ease of use, perceived usefulness, 
enjoyment. 
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CHAPTER 1 
 

INTRODUCTION 
 

This chapter will introduce: 
1.1 Background of the research 
1.2 Problem statement 
1.3 Significance of study  
1.4 Research objective 
1.5 Research questions 
1.6 Expected benefits 
1.7 Operational definitions 

    
1.1 Background of the Research 
 

With the continued popularity of China’s internet, e-commerce has developed 
rapidly over the past 20 years since it arrived in China in 1997 (China E-Commerce 
Information Platform, 2018). E-commerce refers to the use of web-based means for 
communicating and conducting online trading activities. Information networks sever as a 
method of business activities and commodity trading as its core. 

The rapid development of tourism economy highlights how travel has become 
convenient and fashionable. In 2015, the value of tourism and related industries added 
3.0017 trillion Yuan to the economy and accounted for 4.4% of GDP. The number of 
domestic tourists reached 4.4 billion in 2016, a growth of 50.2% since 2012. Outbound 
tourism accounted for 122 million people, an increase of 46.7% over 2012. The number 
of outbound tourism ranked number one in the world (National Bureau of Statistics, 2017). 
The booming tourism industry has lead to the development of the aviation services 
industry. These developments, coupled with a convenient online shopping platform, has 
made online purchasing of air tickets the main choice for most customers. According to 
the statistics of China’s civil air passenger traffic, the number of passengers has been 
steadily increasing from 2006 to 2016. In fact, passenger traffic has tripled in ten years 
and looks to top 536 million in 2017. At the same time, we can infer that the demand for 
online purchase of air tickets will also rise (National Bureau of Statistics, 2017).  
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Figure 1: 2006-2016 China civil aviation volume of passenger traffic 

 
With the rapid development of e-commerce, there are more and more websites 

available where airline tickets can be purchased online. These websites provide 
customers with more choices and services. However, the growth in the industry has also 
brought more competition between websites. This growth has forced each site to enhance 
its service quality by providing more convenient, personalized and diversified services. 
Presently, websites used by Chinese consumers mostly include: Qunar, Ctrip, Fliggy, 
LY.com (analysys, 2018). 
 

Table 1: Average number of monthly devices used in the online travel booking 
application for 2017 in China 

 

Rank  Company 

first-tier Ctrip, Qunar 

second-tier fliggy, LY.com 

third-tier Lvmama, e-Long 

(source: analysys, 2018) 
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According to the well-known Chinese data collection and analysis website, in 2017, 
iresearch, Ctrip and Qunar were the first-tier platforms accounting for over 70% of the 
market share of average number of monthly devices used for the online travel booking 
apps. The average number of monthly active devices reached 50 million or more. The 
second tier of travel booking sites was led by fliggy and LY.com. The third tier companies, 
such as MAU, Lvmama and e-Long, accounted for more than 3 million sales (analysys, 
2018). 

Compared to the official airline ticketing web sites, third-party platforms have some 
relative advantages in regards to price or convenience. This paper focuses on these third-
party ticket platforms that provide customers with booking services and researches the 
factors that influence customer intentions to repurchase. 

This paper researches services-based e-commerce of third-party platforms, for 
example, airline tickets purchase services and explores the most influential factors that 
make consumers continue to use the same booking site to purchase their tickets. 
 
1.2 Problem Statement 

 

Tsinghua University Professor Chai Yue Ting, leader of the National E-commerce 
Model City Expert Group and director of the National E-commerce Trading Technology 
Engineering Laboratory proposed in 2017 that the next generation of electronic business 
should be more intelligent, more personalized, more holographic and more able to meet 
the personalized demand of the customer. That is to say, the development of e-commerce 
business has just begun and is in its infancy. E-commerce has the advantage of rapid 
response to market changes, low cost, high efficiency and other advantages that 
traditional business methods cannot match. It accelerates the internal and external 
information exchange, breaks the time and space boundaries of the transaction and 
delivery form and reduces operating costs. All of these things bring a substantial increase 
in business management quality and operational efficiency. It also effectively improves 
the market competitiveness and influence, while providing consumers with more flexible 
choices. 

E-commerce provides customers with more choices and conveniences. At the 
same time, competition between various shopping platforms also provide customers with 
benefits. With the improvements in income and living standards of Chinese people, these 
convenient shopping methods did not meet their needs anymore. In response, these 
shopping platforms began to pursue quality, efficiency, personalization and convenience 
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of goods and services. For shopping platforms that want to stand out from their 
competitors, improving customer satisfaction, establishing customer loyalty, and retaining 
registered customers are essential. 

 Most customers will choose to buy airline tickets on third-party platforms instead 
of an official airline website because of the platform’s “personality”, convenient service 
and the perceived value of the purchase (analysys, 2017). The advantage of the third-
party platforms is that they offer more than one service at one-stop. Customers cannot 
only buy tickets on the platform, but also make hotel reservations, learn about surrounding 
attractions and food choices as well as acquire travel strategies from other customers. By 
just logging into a website, a customer can learn all the information one wants while 
completing the whole process of booking tickets at the best price. These convenient 
services result in customers’ high value perceptions and satisfaction and are the reasons 
why most patrons will choose to use a third-party platform. In terms of quality of service, 
third-party ticket platforms have obvious advantages over official airline sites that result 
in customers feeling satisfied about services offered. With ever increasing demand for 
more services, it is expected that more third-party platforms will enter the market to 
provide customers with more choices. However, this expected growth will bring some 
problems. 

The rapid development and widespread use of the third-party shopping market is 
exposing potential problems. These problems are partly due to the imperfect laws and 
regulations of the online shopping market. Issues with post-purchase problems have 
emerged as endless streams of customers’ complain about services offered. First, 
customers use third-party platforms to buy tickets on the Internet because of its 
convenience and high efficiency. Customers will have expectations that the site is fast 
and well organized. Secondly, customers believe that the site will be safe and accurate.  
The credibility of the purchase platform must also ensure that the payment of money will 
not go missing, that personal information will not be leaked due to hacking and that flight 
information on the ticket will be accurate. When problems occur, remedial measures and 
remedial efficiency that the service platform provides is very important (Baidu library, 
2012). 
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A summary of customer complaints and problems while using third-party ticket 
purchasing services (Economic Information Daily, 2017) can be roughly divided into: 
1. The ticketing platforms shirk its responsibility. The main problems are a unilateral 

policy not to refund the full amount of the ticket and arbitrary deduction of fees.  
2. Flight information cataloguing is unclear. Asymmetric information is presented with 

web check-in time not being conformed to the local airport schedule resulting in 
losses to the customer. The compensation refund standard is not presented clearly 
so that the rights of the consumer cannot be guaranteed. Flight changes are not 
regularly updated and luggage requirements are inconsistent.  

3. Consumer rights protection is difficult. The main problems are reflected by the 
consumer complaints concerning arbitrary charges such as changes in the flight 
information, where the customer is not informed, the airlines choosing to suspend 
cooperation with the site until cooperation can be reestablished and the like. 
Because the relevant laws are imperfect, consumers do not know how to safeguard 
their legal rights. Most complaints that customers make in regards to purchasing 
tickets online are: difficulty in certifying the authenticity of the ticket, difficulty in 
getting a refund, if a change in flight plans change, the change of flight information 
is not timely updated, and the leaking of personal information due to hacking. 

 
1.3 Significance of the Study 

 

In the second quarter of 2017, the market share of online ticket reservations by 
Ctrip, Qunar and Fliggy reached 74.1% while the market concentration of these sites 
increased. Ctrip online booking transaction volume was 28.22 billion Yuan with a market 
share of 38.6%. Qunar online ticket booking transaction volume was 28.22 billion Yuan 
with a market share of 20.5%. Fliggy travel online ticket booking transaction volume was 
20.67 billion Yuan with a market share of 15.0% (analysys, 2017) (see chart below). 
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                                                Source: www. analysys.cn 

Figure 2: Chinese online air ticket market trading structure in the second quarter of 
2017 

 

Based on the analysis of previous data, this paper will study the direction of third-
party ticket booking platforms and explore the customer’s behavior and psychology in 
being loyal to revisiting and repurchasing tickets from a platform. By understanding the 
factors, such as needs and dissatisfactions, that influence and affect customer’s choice 
in deciding on which third-party ticket booking sites to revisit, it is hoped that this study 
will provide some reference to this business market so these companies can make 
informed decisions in developing strategies for rectification problems, upgrading systems, 
adapting to market demands and improving developmental planning. In light of the fierce 
completion in this market place, it is imperative that companies are able to highlight their 
advantages, so they can stand out and have a competitive advantage over their 
competition, thus ensuring a sustainable growth of the enterprise. 

The rise of China’s economy is a major factor in global economic development in 
the 21st century. The development of e-commerce is a new direction and trend in the 
business world. Value network research is another hot item after value chain research. 
Research into consumer’s online consumption behavior, especially as it relates to 
customer’s willingness to revisit and repurchases tickets from third party ticketing 
platforms is an important field of study as e-commerce develops from its infancy in the 
21st century. In reviewing the literature of studies into Chinese e-commerce, few studies 
have examined customer’s purchasing decisions and fewer still articles have researched 

Ctrip

38.6%

Qunar

20.5%

Fliggy

15%

Tempus

3.8%

Other online 

channels

22.1%

Chinese Online Air Ticket Market Trading Structure 

in the Second Quarter of 2017

Ctrip

Qunar

Fliggy

Tempus

Other online channels

http://www.analysys.cn/
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the customer’s desire to revisit and repurchase items from the same on-line vendor. 
Therefore, based on the analysis of perceived value in the context of Chinese culture, 
research into the customer’s desire for using the Internet to purchase airline tickets is 
certainly forward looking and agrees with the trend of academic research. It is almost 
impossible to find precedents in the study on consumers’ behavior when it comes to 
revisiting and repurchasing of tickets online. In such a highly competitive environment, 
the study of consumers’ intentions of repurchasing tickets from the same company has 
become more necessary and innovative.   

Perceived usefulness and perceived ease of use are two of the most important 
and basic variables of the Technology Acceptance Model (TAM) model. They were 
originally applied to study people’s acceptance of technology. With the rapid development 
of e-commerce, this model has been used to study customers’ acceptance of online 
shopping. Some scholars have further developed this model to study the decision making 
by consumers when buying goods and services online. The constant and innovative use 
of the TAM model has lead a small number of scholars to extend its use to study the 
decision making of repurchasing items. This article will use the TAM model to study 
customers’ intentions concerning the repurchasing of online airline tickets. 

After reviewing the literature of other scholars, it was found that most of the 
research on the repurchase intention by consumers combined the TAM model with the 
variable of customer trust. In general, trust is also seen as a very important variable in e-
commerce research. In a review of the literature, it was found that customers’ enjoyment 
is a novel variable and it also applies to the study of ticket repurchases. By adding these 
two variables to the research model, it is believed that the research conducted by this 
study is more comprehensive. Therefore, this model was chosen for this research project. 

Previous studies related to customer enjoyment and repurchasing intentions have 
often focused on items that make customers feel comfortable, such as enjoyment in 
finding hotels, using Facebook, or microblog browsing. It can be said that studying 
customer enjoyment associated with booking airline tickets online is innovative and could 
be a significant advance in enterprise website management and service. If the hypothesis 
is proven true that enjoyment is a significant factor in the repurchasing intentions of 
customers in buying airline tickets online, then companies can take full advantage of this 
correlation. From this research the market place can profit by making innovations in 
upgrading their website services. On the contrary, if the results of this study demonstrate 
that customers’ intention of repurchasing airline tickets online has little to do with the 
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variable of enjoyment, the results will also contribute to meaningful academic knowledge 
by stating that this new model is not suitable or applicable to research of online ticket 
ordering. 

 
1.4 Research Objectives 

 

This paper is going to research Chinese customers’ intentions of repurchasing 
online airline tickets booking. It will explore further the factors that effect customer’s buying 
decisions in order to provide Chinese online tickets booking third-party platforms some 
useful suggestions that will, help them know what kind of services customers are looking 
for as well as what are they complaining about. It is hope that the results of this paper 
will help them enhance their service and keep their customers. The main research 
direction is: 
1. To study the effect of trust on repurchase intention. 
2. To study the effect of trust on perceived usefulness. 
3. To study the effect of perceived ease of use on repurchase intention. 
4. To study the effect of perceived ease of use on perceived usefulness. 
5. To study the effect of perceived usefulness on repurchase intention. 
6. To study the effect of enjoyment on repurchase intention. 
 
1.5 Research Questions 

 

1. Is there a correlation between trust and repurchase intention? 
2. Is there a correlation between trust and perceived usefulness? 
3. Does perceived ease of use have an effect on perceived usefulness? 
4. Does perceived ease of use have an effect on repurchase intention? 
5. Is there a correlation between perceived usefulness and repurchase intention? 
6. Is there a correlation between enjoyment and repurchase intention? 
 
1.6 Expected Benefits 

 

This paper is going to explore the factors that affect customer repurchase behavior 
and the psychology behind the making of these decisions. This study will analysis the 
online third-party ticket purchase platforms in China by attempting to understand customer 
needs, expectations, and complaints. This study can not only help existing third-party 
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platforms to solve their problems and improve their quality of service, but also provide 
some reference for the third-party platforms who have plans to enter the marketby  
effectively preventing problems. For those official ticket-booking platforms with a small 
percent of the market share, they also can benefit from this research by learning to 
understand the demands of customers so as to increase and improve their own services. 
This paper intends to help the Chinese online ticketing platform service industry by finding 
and improving solutions to their own problems as well as developing a reasonable strategy 
that an enterprise can follow to take advantage of developing trends, gain competitive 
advantage and achieve sustainable and healthy development. 

 
1.7 Operational Definitions 
 

1.7.1 Trust 
Trust means that a consumer believes and is willing to rely on a trading partner 

to carry out its obligations and promises. Trust is the desire to emphasize the expectations 
and risks of the consumes. Trust is based on a customer’s expectation that the purchase 
on a website will be favourable to the promises made. 

 
1.7.2 Perceived ease of use 

The customers who use the Internet to buy airline tickets think the website is easy 
to use and therefore would find it to be one of their most frequently used websites to buy 
tickets. They find that the site reduces their efforts to grasp the information presented. 
The higher the user's perceived ease of use, the more active the outlook of the users. 

 
1.7.3 Perceived usefulness 

Perceived usefulness refers to the extent to which a customer thinks that the 
purchase of a ticket on the website that he most frequently uses will improve his work 
performance. When a user uses a frequently used website, he thinks subjectively that his 
job performance is improved. The higher the user's perceived ease of use, the greater 
the perceived usefulness. 

 
1.7.4 Enjoyment 

The variable called enjoyment refers to the pleasure that customers receive from 
using the website to order tickets or other services. 
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1.7.5 Repurchase intention 
Repurchase intention is about the customer’s desire to reuse an online ticket 

booking service and the decision to use this site for future tickets purchases.  
Repurchase intention is the probability that customer will continue to buy tickets from the 
same online sellers or company. 
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CHAPTER 2 
 

LITERATURE REVIEW 
 

This chapter will introduce: 
2.1 Theories and related research 
2.2 Theoretical model/ conceptual framework 
2.3 Hypothesis 
 

2.1 Theories and Related Research 
 

2.1.1 Trust 
In the field of psychology, Lewis (2000) believes that “trust does not occur 

spontaneously, but is a kind of interpersonal attitude generated through rational estimation 
and emotional connection based on a series of behaviors in interpersonal relationships.” 
From the perspective of sociology, Barber (1983) explores trust from the perspective of 
cultural and social structure phenomena. He believes that trust is an expectation formed 
by an individual in a certain cultural atmosphere and social life. He finds that the lowest 
expectation is to believe in morality so that the natural social order can be upheld and 
adhered to. Luhmann (2000) looks at society as a system and proposed the notion of 
“system-based trust”. More widely used in the field of management is Mayer et al. (1995) 
definition of trust. They said that “trust refers to one party's willingness to abandon the 
ability to supervise or control the other party on the basis of expecting the other party to 
take a certain important specific behavior and make him or her likely to be harmed by the 
others behavior.” Similar to this definition, Rousseau et al. (1998) proposed that “trust is 
a kind of psychological state because one side has positive expectations of the other 
intentions and actions and thus voluntarily undertakes possible harm”. 

Schurr and Ozanne (1985) in relational marketing believes that trust is a belief 
that the promises of others are reliable and that they will perform their duties and 
obligations in accordance with the promises in the transaction relationship. Swan et al. 
(1998) defined the customer's trust in the sales staff. The customer trust refers to 
customer's subjective perception of whether the sales staff is safe and still willing to 
believe the sales staff in the situation that may be subject to certain risks. 
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Today's concept of newcomers to e-commerce is no longer limited to consumers' 
perception of security in providing personal information to businesses. The concept of e-
commerce trust has now covered the entire transaction process. For example, Marcella 
(1999) believes that the Internet itself is a kind of trust object; Jarvenpaa and Tractinsky 
(1999) pointed out in the study that shopping websites in the online shopping environment 
act as salespersons in offline transactions, so customer trust also includes the website's 
trust. Ratnasingam and Pavlou )2002( believes that e-commerce trust encompasses the 
concept of “technical trust”, which means that people believe that supporting technical 
support capabilities can facilitate transactions based on their expectations; Siau and 
Shen )2003( also believes that e-commerce environment customer trust in technology 
should be divided into technical trust and trust in businesses. Mcknight et al. (2003) 
divided e-commerce trust into several dimensions. Each dimension corresponds to a 
different type of trust, which also includes consumer trust in the Internet itself and the 
network environment. Yang et al. (2006) believe that trust is Customer's belief in website 
traits and merchant behavioral reliability; Kim and Ferrin’s (2008) definition of trust in 
research is the customer's belief that online merchants will perform their trading duties 
and obligations in accordance with their expectations. 

 
2.1.2 Perceived ease of use, perceived usefulness 

Davis (1989) defines perceived ease of use as the degree of effort that a user 
expects to have to fully master a technology. Perceived ease of use (PEU) reflects the 
customer's perception of the difficulty of using the mobile terminal, and generally includes 
whether the use is simple, clear, and convenient. Zhang and Prybutok (2005) believe that 
quality service and convenience increase user satisfaction and thus affect user motivation. 
Perceived ease-of-use time, energy and effort to pay for the time and energy required to 
achieve your goals through specific mobile business services must also be taken into 
consideration. 

Davis (1989) defines perceived usefulness as: In a certain organizational context, 
the subjective perception of the user that by using of a certain technology can improve 
his or her job performance. The technology acceptance model (TAM) has been applied 
and verified many times in the field of e-commerce, and perceived usefulness and 
perceived ease of use are its major determinants. Davis et al (1989) believe that 
Perceived Usefulness (PU) is the key driver in the technology acceptance model, and it 
influences users' acceptance behaviour by improving the effectiveness of users' use of 
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information technology. 
Keat and Mohan (2004) analyzed relevant research and found that the perceived 

usefulness and perceived ease of use are influenced by consumer cultural beliefs, 
motivation, interface design, and shopping experience. 

Davis (1989) pointed out that perceived usefulness and perceived ease of use 
are two very important factors in TAM, and that perceived ease of use is positively 
correlated with perceived usefulness. That is to say, an easy-to-use system will make 
users feel more useful and have a positive effect. 
 
2.1.3 Enjoyment  

Enjoyment comes from hedonistic theory. The theory holds that enjoyment is the 
ultimate goal of any action, and that the purpose of personal action is to obtain pleasant 
emotions and avoid unpleasant or painful emotions. Consumer research often describes 
hedonic emotions as the pleasure from consuming or using a product or service. 
Sometimes this consumption or use refers to the behaviors associated with multiple 
senses, imaginations and emotions during the product or service experience (Hirshman 
and Holbrook, 1982). Marketing scholars and information system adoption researchers 
believe that perceived enjoyment is an internal motivation for personal emotions and plays 
an important role in consumer experience (Babin et al., 1994). Enjoyment plays a key 
role not only in the offline environment (Blakney and Sekely, 1994) but also in the online 
environment (Jarvenpaa and Todd, 1997). In the study of information technology or 
systems, enjoyment refers to the degree to which an individual perceives pleasure in the 
use of computer activities. It may also be defined as the perception of pleasure and 
happiness brought by the performance of an activity or activities (Davis et al., 1989; 
Venkatesh, 2000). 

The physical appearance of the travel website's interface design, overall style, 
and animation effects as emotional stimuli will directly affect the enjoyment of potential 
tourists (Kim, 2002). Menon and Kahn (2002) believe that enjoyment is a positive state 
of mind and refers to the extent to which a person feels happy or satisfied with a specific 
situation. A good navigation system is a key factor in emotional stimulation and plays a 
positive effect on enjoyment (Kang, 2006). People’s perceived enjoyment was found to 
be greately reduce due to the excessive waiting time for the network response. Also, the 
emotional transmission factors such as download speed are important components for 
stimulating network users' perceived enjoyment (Palmer, 2002). 
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2.1.4 Repurchase intention 
Scholars in the field of social psychology and marketing first proposed the concept 

of repurchase intentions, and different scholars defined the meaning of customers' 
repurchase intentions from different perspectives. Jones et al. (1995) using repurchase 
intentions as a more reliable psychological predictor of repurchase behaviour is the 
willingness of consumers to re-consume a product or service based on their feelings when 
they consume and use a product (service). According to the research of Zeithaml (1996) 
and Shi et al. (2005) they define the repurchase intention as a type of product or service 
that customers continue to purchase in the future after fully considering their current status 
and other relevant conditions . 

Patterson and Smith (2003) also pointed out in the study that customers' 
repurchase intention is an indicator of their actual repeated purchase behavior. Scholar 
Chen (2002) believes that customers' repurchase intention refers to the desire or tendency 
of customers to continue their trading relationship with existing suppliers. 

Ajzen and Driver (1991) pointed out in the study that intentions occur before 
cognitive behaviors, and that behaviors must go through the intentional stage before they 
appear. Intention determines the performance of cognitive behaviors. Harrison (1995) 
believes that behavioral intention is the intensity of the individual's autonomous plan to 
engage in a specific behavior. Under the premise of excluding other influencing factors, 
the stronger the intention of an individual to engage in a specific behavior, the greater the 
possibility of actually engaging in that behavior. Schiffman and Kanuk (2000) believe that 
purchase intention is an indicator to measure the possibility of consumers purchasing a 
certain product or service. The customer's repurchase intention in the online shopping 
situation can be understood as that the customer intends to come back to the site for a 
period of time after having had a transaction with a shopping site, and can also be 
interpreted as the customer's continuous relationship with the site. 

 
2.1.5 Trust and repurchase intention 

Moorman and Zaltman (1999) defines relationship commitment as “the 
willingness of a customer to maintain a valuable relationship”. Together with trust, it 
constitutes an important factor in the continuity of partnership. Trust is a prerequisite for 
honoring commitments, and commitment is the result of trust. Commitment and trust are 
two closely linked elements. In the study of Morgan et al. (1994), trust and commitment 
are two interrelated and progressive phases. Trust is the perceived confidence in trading 
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partners, and commitment is the willingness to continue this relationship in the future, and 
the stronger the trust relationship with partners, the stronger the willingness to continue 
this relationship, that is, the quality of commitment is affected by the strength of trust. The 
customer's purchase behavior is regarded as a transaction relationship with the merchant, 
and the repeated purchase is a continuation of this relationship. This relationship is based 
on trust and commitment. Only the customer trusts the transaction relationship. 
Willingness to continue to maintain this relationship, this willingness is the customer's 
commitment, which is the repurchase intention. 

Jarvenpaa and Tractinsky (2000) believe that customers' trust in shopping 
websites will affect their sense of risk and attitude, thus affecting their purchase intentions. 
Chaudhuri (2001) also confirmed through empirical research that the trust of the 
customers in the brand would positively influence the customers' repurchase intentions. 
Mcknight et al. (2002) also confirmed through empirical research that customer trust in 
the site significantly affects the customer's intentions, including accepting site suggestions, 
providing personal information to the site, and purchasing (commodity) on the site. Steven 
et al. (2004) studied customer satisfaction, perceived value, switching costs, brand equity, 
and customer trust as the antecedent variables of behaviour loyalty and attitude loyalty, 
and through data analysis found that the customer trust and brand assets are the most 
important antecedent variables. 
 
2.1.6 Perceived usefulness, perceived ease of use and repurchase intention 

Sun et al. (2004) verified the attitude of some consumers to the use of e-
commerce through an improved TAM model. The results showed that perceived 
usefulness has a significant positive effect on online shopping. At the same time, it was 
pointed out that perceived usefulness significantly and positively affects users' willingness 
to reuse social networks. Gefen et al. (2003) proved through research that the perceived 
usefulness has a significant positive effect on the customer's purchase intention and the 
influence path coefficient is greater than the perceived ease of use. Childers et al. (2001) 
believes that the clarity of e-commerce site navigation and the ease of purchase affect 
the customer's ease of use perception, and this affects the customer's buying attitude; 
Pavlou (2003) did not consider perceived usefulness and perceived ease of use, rather 
directly discusses the relationship between perceived ease of use and customer 
willingness. The results show that perceived ease of use has a significant positive effect 
on customers' willingness to use. Koufaris & Hamton-Sosa (2004) believes that the 
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difficulty of using web pages is one of the important reasons for consumers to abandon 
online shopping. 

Liu & Wei (2003) conducted an empirical study of e-commerce customer behavior, 
and the results showed that perceived usefulness and perceived ease of use have a 
significant impact on customers' repurchase intentions and behaviors. Lee et al. (2009) 
examined a technology model based on online customers' repurchase intentions in light 
of a website's information satisfaction and a website's system satisfaction. These two 
external variables affect the effectiveness and practicability of the website. That is to say, 
the customer forms the quality perception of an electronic commerce website, and this 
affects the customer's behavior. Attitude, in the end, affects the customer's willingness to 
repurchases. Loiacono et al. (2002) studied the expected impact of website quality on 
website reuse. Among their findings was that a website’s quality includes five dimensions: 
ease of use, usefulness, enjoyment, complementary relationship, and customer service. 
Their research results showed that the quality of the website has a positive impact on the 
customer’s repeated use of the site. 

Zhang et al. (2010) pointed out that perceived performance is the perceived 
experience of users after using mobile commerce. The greater the usefulness, enjoyment, 
and ease of use, the greater the user satisfaction and willingness to continue to use. 
Almaghrabiè et al. (2011) used the integrate technology acceptance model and 
expectation consistency theory to study the determinants of online shopping customers' 
willingness to continue use. The study points out the usefulness of a web site perceived 
usefulness, perceived enjoyment, and the social pressure of customers has a significant 
positive effect on the continuous use intention of online shopping customers. Childers et 
al. (2001) discusses the impact of functional and hedonic motivational factors on customer 
attitudes in online retailing. In this study, functional factors (perceived usefulness and 
perceived ease of use) and hedonic factors (perceived enjoyment) have a significant 
positive effect on customer attitudes. Xu et al. (2013) obtains the customer's emotional 
state by studying the enjoyment of online shopping perception. The result showed that 
perceived enjoyment is an important emotional component. According to the self-
determination theory in online shopping, customers can make their own decisions, and 
when they are interested in a website or like to shop on a website, they will generate 
intrinsic driving behavior. 
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2.1.7 Enjoyment and repurchase intention 
According to previous studies, when individual behaviour is driven by internal 

motivation such as interest and enjoyment, they are willing to adhere to these behaviours 
in the future. Internal motivated enjoyment has received a lot of attention by scholars in 
recent years (Venkatesh, 2000). 

The study of Davis et al. (1992) showed that the impact of perceived usefulness 
was about 4-5 times of perceived pleasure (Davis et al., 1992), Venkatesh (1999) found 
that perceived usefulness and perceived enjoyment had the same effect on behavioral 
intention. 

It is considered that perceived enjoyment and perceived usefulness are two 
important factors affecting the user's behavioral intention. The degree of action in different 
situations will show a different intensity of action due to system characteristics. In the 
working environment study (Davis et al., 1992), users use information systems for work 
needs, rather than from inner needs. Their work showed that external motivation plays a 
leading role, while the role of internal motivation is relatively weak. And in the non-working 
environment (Venkatsh, 1999; Li et al., 2005), especially the technology used to maintain 
and promote social relations, it was found that people readily use technology to maintain 
social relations and transmit private information. On the other hand, the use of computer 
games that promote physical and mental relaxation and pressure release, happiness of 
the users were paramount. Pleasure and enjoyment are very important factors that 
influence the perceived enjoyment of a program and are similar to perceived usefulness 
in the corresponding background environment. 
 
2.1.8 Perceived ease of use, perceived usefulness and trust 

In their research, Aron and Tino (2003) focused on online retail behaviors. From 
the perspective of consumers accepting online retail technology, they use TAM technology 
acceptance models to survey online shopping users. Their analysis focused on the 
behavior of consumers who purchased goods online. The study found that perceived 
attitudes of online retail usefulness and easy of use were significantly, positively related 
to online retail attitudes. 

The original TAM model has been modified and mediation variables have been 
added to the model. Dahlberg, Mallat, and Oorni (2003 )used the model of Venkaresh 
et al. (2002) to explain the mobile payment plan and introduced them into the TAM model 
of “enhanced trust”. It is believed that perceived ease of use and perceived trust affect 
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perceived usefulness, and perceived usefulness affects the use of attitudes and intentions. 
The study also found that the submitted trust factor is very important for customers to 
adopt mobile payment solutions. 

Keat and Mohan (2004) integrated the key research model of using TAM to 
conduct a study looking at e-commerce trust from different perspectives. They believe 
that trust is influenced by consumer perceived usefulness, ease of use, and directly affects 
customers ’attitude of e-commerce. Donna (2006) validated the participation and attitude 
of elder people in the United States. A modified TAM was used to test the ease of use, 
usefulness, and trust aspects of e-commerce use. The study found that usefulness and 
trust have a positive and direct impact on online shopping. Therefore, it can be concluded 
that ease of use has a significant effect on overall perceived usefulness of a web site. 

Li et al. (2006) research was based on the technology acceptance model but 
combined with the actual situation in China. They constructed a conceptual model of the 
influencing factors of consumer online shopping motivation, and verified it with the 
structural equation model. The results show that the trust, transaction cost, perceived 
usefulness, and perceived ease of use all significantly affect the motives of consumers 
online shopping.  

 
2.2 Theoretical model/ conceptual framework 
 

2.2.1 Theoretical model 
The Technology Acceptance Model (TAM) was first proposed by Davis (Davis, 

1985) in his doctoral dissertation (Davis, 1989; Davis et al., 1989). Based on the theory 
of rational behavior, the model draws on the theories of self-efficacy theory, expectation 
theory, input-output theory, and change adoption to modify the original model and come 
up with models suitable for information technology research (Davis, 1989). 

When Davis et al. studied enterprise employees' acceptance of computers, 
combined with self-efficacy theory, cost-benefit paradigm and other relevant theories, they 
explained people's acceptance of technology very well, which was very much in line with 
the simplicity of the theory. Therefore, it has become a very suitable model as a theoretical 
basis for extended use. In other research studies in rational behavioral beliefs on the 
acceptance of science and technology in the work place, users behavioral beliefs were 
divided into perceptual usefulness and perceptual ease of use. These two perceptual 
beliefs determined the user’s intention to adopt an information system. This framework of 
research methodology is the mature, most widely used TAM model. 
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Online shopping connects to the Internet through computers. Consumers need to 
master information technologies such as commodity search engines in order to shop 
online. Therefore, online consumers not only have general consumer characteristics, but 
also have computer and network user characteristics. Scholars believe that online 
consumer purchasing behavior research can learn from the technology acceptance model 
(TAM). There have been some studies that have modified and developed TAM for 
consumer online shopping. 

The TAM model was originally used to predict the behavior of users accepting a 
new technology. However, many subsequent researches considered the continued use 
of users as an extension of user acceptance (see Figure 3). Therefore, the model was 
also used to predict continued use after acceptance (An and Wang, 2007). This article 
will use the extended TAM model to study the customer's intention to buy tickets on the 
Internet again. By innovating the basic TAM model and analyzing the results of previous 
studies, we have added two important variables, trust and enjoyment, making the research 
results more comprehensive and persuasive . 
 

Figure 3: Technology Acceptance Model (Davis,1989) 

  

2.2.2 Conceptual framework 
According to the literature, the relationship between the various variables is 

understood, and ultimately we decided to use the following model for research and 
learning. Our model consists of five variables; trust, perceived ease of use, perceived 
usefulness, enjoyment, and repurchase intention. Repurchase intention is the dependent 
variable that is influenced by the four other independent variables. It is believed that the 
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five independent variables effect the dependent variable repurchase intention. At the 
same time, perceived usefulness is impacted by customer trust and perceived ease of 
use (see figure 4), and ultimately, these will all impact the customer’s repurchase 
intention. 

 

 
Figure 4: Framework model 

 
2.3 Hypothesis 
 

2.3.1 Trust 
Mallat and Oorni (2003) believe that trust and perceived ease of use affect 

perceived usefulness. Perceived usefulness affects attitudes and intentions of use. Mohr 
and Spekman (1988) found that trust is the basis for maintaining long-term relationships. 
Jarvenpaa and Tractinsky (2000) found that the customer's trust in a shopping site was 
affected by a sense of risk and attitude, thereby affecting the purchase intention. 
Chaudhuri (2001) also confirmed through empirical research that the customer's trust in 
the brand will positively affect the customer's repeated purchase intention. 

To sum up, we can draw the following assumptions: 
H1: Trust has a significant positive impact on perceived usefulness. 
H2: Trust has a significant positive impact on repurchase intention. 
 

2.3.2 Perceived ease of use 
Perceiving ease of use refers to the degree of effort when a person uses a 

particular system. The degree of effort may be limited. For example, a person may be 
assigned to him or her to take charge of various activities. In other situations, the 
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applications that we think are not easier to use may indeed be more easily accepted by 
users and be continued to be use. The perceived ease of use of online shopping activities 
is mainly reflected in the degree of customer perception of ease of use of the website. It 
generally includes the use of simple shopping procedures, whether the online transaction 
interface is easy to understand, and whether the operating mode is convenient (Yin et 
al .2017). 

Davis (1989) pointed out that perceived ease of use is positively related to 
perceived usefulness. That is to say, an easy-to-use system will make users feel useful. 
Koufaris and Hamton (2004) believe that the difficulty of using web pages is one of the 
important reasons for consumers to abandon online shopping. 

To sum up, we can draw the following assumptions: 
H3: Perceived ease of use has a significant positive impact on perceived usefulness. 
H4: Perceived ease of use has a significant positive impact on repurchase intention. 

 
2.3.3 Perceived usefulness 

The definition of perceived usefulness is the degree to which a person thinks that 
choosing a given system or thing will effectively improve his own work (Davis, 1989) TAM 
believes that perceived usefulness will also affect users' repurchase intentions. Although 
the user may have negative feelings about a system, it may still become useful because 
the use of the system can improve his performance and the gaining of rewards. Although 
he originally disliked the system, the user has overcome this dislike by how the system 
operated. The better the system's own performance, the more the perceived usefulness 
of the system to the consumer. The perceived usefulness of this study refers to how 
useful online shopping is perceived by customers for their shopping tasks. 

To sum up, we can draw the following assumptions: 
H5: Perceived usefulness has a significant positive impact on repurchase intention. 
 

2.3.4. Enjoyment 
Enjoyment is an important reason for people to adopt information technology 

(Davis et al., 1992). Social media as a product of information technology development is 
no exception, especially for young people and people with higher knowledge levels. 
Integrating pleasure into social media systems has been around for some time. Therefore, 
this study believes that enjoyment will affect the customer's continued use of a particular 
ticketing platform to purchase airline tickets. 
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To sum up, we can draw the following assumptions: 
H6: Enjoyment has a significant positive impact on repurchase intention. 
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CHAPTER 3 
 

METHODOLOGY 
 

The content of chapter 3 includes: 
3.1 Research design 
3.2 Population and sample 
3.3 Data collection 
3.4 Data Analysis 

 
3.1 Research Design 
 

3.1.1. Blueprint for the collection 
The purpose of this research study is to research the factors that influence 

customer online flight tickets repurchase intention by using third-party platforms in the 
Chinese market. This study uses a quantitative method to collect data. A questionnaire is 
the most popular way to collect primary data. This study’s data collection methodology 
was a questionnaire . 

Questions relating to the variables examined by this study were chosen from 
leading scholastic literature, in order to ensure the validity and reliability of the 
questionnaire’s design. The questionnaire includes three parts. The first section is 
screening questions, with the purpose of screening out the population who this research 
does not apply to, for example, the respondent who is not shopping online. The second 
section of the questions is based on the framework of asking questions about each of the 
variables (trust, perceived ease of use, perceived usefulness, enjoyment, and repurchase 
intention). The third section of the questions is asking demographic questions, such as 
asking respondent about their personal information, such as gender, age, income, etc. 

The second part of the questionnaire uses the Likert five-level scale. Where “1” 
represents that the customer "strongly disagree” with the description of the third-party 
platform; “2” represents that the customer "disagree” with the description of the option; 
“3” represents the customer is "neutral"; “4” represents that the customer "agree” with 
the description of the option; and “5” indicates that the customer "strongly agree” with 
the description of the option. 
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3.1.2. measurement variables 

A. Trust 
According to the questionnaire designed by Gefen et al. (2003) five representative 

questions were selected for measurementincluding customers experience of the website, 
honesty, commitment, and trustworthiness. 

 
B. Perceived ease of use 
By selecting and modifying Chui et al. (2009) questionnaire for perceived ease of 

use, this study chose questions on the customer's ease to learn, flexibility, ease to 
understand, ease to be proficient, and ease to use. This section has a total of five 
questions and due to the different research direction some changes were made to address 
this issue. 
 

C.Perceived usefulness 
In this study we use Chui et al. (2009) questionnaire to examine the variable of 

perceived usefulness. It was decided that the variables useful to this study to be 
investigated and analyzed would be performance, productivity, convenience, effectiveness, 
and useful to study. There are five questions in this section and because the direction of 
the research was different than that of Chui et al. (2009), some questions were modified 
so that the questionnaire would conform to the subject of the online airline ticket bookings. 

 
D.Enjoyment 
After examining the questionnaire use by Davis et al. (1992) Teo et al. (1999) and 

Lin and Lu (2011) for enjoyment, the relevant questions were modified so that three 
aspects of fun, enjoyment, and comfortable were chosen. 
 

E. Repurchase intention 
Scholars have studied the different degree of customer's repurchase intention and 

based on a review of this literature, this paper is going to address customer re-browse 
and repurchase intention of ticket bookings. This research project will be in addition to 
the work done by Chui et al. (2009) research. 
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3.1.3 Research Problem 
Part of variables: 
 

Table 2: Summary of Measuring Items 
 

Variables No. Measuring item Source 

Perceived 
ease of use 
(PEOU) 

PEOU1 Learning to operate this web site is easy Chui et al 
(2009) 
 
 

PEOU2 This web site is flexible to interact with 
PEOU3 My interaction with this web site is understandable 
PEOU4 It is easy to become skillful at using this web site 
PEOU5 This web site is easy to use 

 
Perceived 
usefulness 
(PU) 

PU6 This web site improves my performance when searching for and purchasing tickets Chui et al 
(2009) 
 

PU7 This web site increases my productivity when searching for and purchasing tickets 
PU8 This web site makes it easier to search for and purchase tickets 
PU9 This web site enhances my effectiveness in tickets searching and purchasing 
PU10 This web site is useful for searching for and buying tickets 

 

Trust (TR) 
TR11 Based on my experience with this ticket booking store in the past, I know it is 

honest. 
Gefen et al. 
(2003) 

TR12 Based on my experience with this ticket booking store in the past, I know it cares 
about its customers. 

TR13 Based on my experience with this ticket booking store in the past, I know it keeps its 
promises to its customers. 

TR14 Based on my experience with this ticket booking store in the past, I know it is 
trustworthy. 

TR15 Based on my experience with this ticket booking store in the past, I know that the 
transactions will be successful. 
 

Enjoyment 
(EN) 

EN16 I have fun when interacting with this web site. Davis et al. 
(1992) Teo 
et al. (1999) 
Lin and Lu 
(2011) 

EN17 Using this web site to purchase products provides me with a lot of enjoyment. 
EN18 It is very comfortable to use this website to purchase airline tickets 

Repurchase 
intention (RI) 

RI19 If I could, I would like to continue using this web site to purchase tickets. Chui et al 
(2009) 
 

RI20 It is likely that I will continue to purchase tickets from this web site in the future. 
RI21 I intend to continue purchasing tickets from this web site in the future. 
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3.2 Population and Sample 
 

Sampling Strategy 
 In determining the sample size needing to be collected (i.e. N) in order for the 

research to be valid, this study considered the total number of individuals using the 
Internet for travel bookings. According to the data from CNNIC (China internet network 
information center, 2017), as of December 2017, the number of the netizen who have 
booked air tickets, hotels, train tickets or holiday products online in China reached 375.78 
million. This research project used this figure to calculate N. This study used Taro 
Yamane’s formula (1973) to calculate N with an error rate of 0.5. 
The calculation process is shown below: 
N: Total Population; e: Error Rate 

n =
N

1+N×(e)2
                     (1) 

 
N=375,780,000, e=0.05 

n =
375,780,000

1 + 375,780,000 × (0.05)2
 

= 399.9995742 
≈ 400Persons 

The result shows that the sampling size should be 400 persons, so we collected 
400 questionnaires. 
 

3.3 Data Collection 
 

3.3.1. Tool 
Since the producing of paper-based questionnaires costs a lot of time and labour, 

the study gave up the idea of issuing paper questionnaires and opted for online 
questionnaires. There were two main methods used in the production and dissemination 
of the questionnaires. The first one was to edit the survey by using wjx.cn, a well-known 
questionnaire network site in China. The questionnaires were then distributed through 
social networking sites commonly used by Chinese, such as WeChat, QQ, weibo. 
Advertising using friends and relatives was implored to spread the awareness of the 
questionnaire. The second method was directly posting the questionnaire on wjx.cn, for it 
to be delivered to the people who also needed to complete their questionnaire, this way 
we can help the individuals to fill out the questionnaire. The second method allowed the 
collected data to be more geographical represented, thus breaking any geographical 
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limitations, and insuring the scope of the date collection was more extensive. 
 
3.3.2. Plan 

After calculating the sample size using the Taro Yamane’s formula, this study 
collected 400 valid questionnaires. It was expected that the questionnaires could be 
collected through WeChat and wjx.cn over a seven-day period.  

In order to ensure the accuracy of the information collected by the questionnaire, 
this study took measures to remove invalid questionnaires by first considering any 
questionnaire that was fill out in less than one minute as being invalid. Secondly, the 
study did not use for analysis any questionnaire that was not completely filled out. Thirdly, 
if ten or more answers were consecutively the same on a questionnaire, it was considered 
invalid. Lastly, if the most common answer chosen on a questionnaire was “uncertain", 
the questionnaire was considered invalid and removed from the study. 

Also there were two restrictions placed on whether or not the individual would be 
allowed to fill out the questionnaire. First, there was a screening question that asked if 
the respondent had ever booked an airline ticket online. If the individual choose “no” to 
this question, then the questionnaire was voided. Likewise, since this research was 
studying the use of third-party platforms, if the respondent chose “official website” as their 
most commonly used website for purchasing tickets, the questionnaire was voided and 
not used in the study. 
 
3.4 Data Analysis 
 

3.4.1. Descriptive analysis 
The descriptive statistics of this paper mainly included the demographic factors of 

the sample and the normal distribution of the items measured. 
Demographic attributes were gender, age, education level, occupation and 

average annual salary. The analysis of measured items includes mean, standard deviation 
and the like. These basic analyses help to explain the structure of the data samples. 

 
3.4.2. Inferential analysis 

Inferential statistics is a statistical methodology use to infer overall characteristics 
of the sample data. It contains two components: parameter estimation - which is, using 
sample information to infer the overall characteristics of the data - and hypothesis testing  
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- which is, the using of the sample information to determine whether the hypothesis of 
the population is true. 

The model in this paper contained a total of five variables and four independent 
variables (continuous data), including an intermediate variable and a dependent variable 
(CONT). The four independent variables were perceived ease of use, perceived 
usefulness, trust and enjoyment - in which perceived usefulness also exists as an 
intermediate variable, and repurchase intention exists as a dependent variable. Data 
analysis was performed using the statistic package for social science (SPSS) software, 
and variable analysis was performed using multiple linear regression analysis. 

 
3.4.3. Reliability analysis 

For questions that measure the same variables or dimensions in the 
questionnaire, the measure is only reliable if the answers are the same or close. 

Reliability analysis refers to the consistency, reproduction and stability of the 
scale measurement results. Consistency refers to whether the internal items of the scale 
measure the same content or trait, and the stability is the reliability coefficient of the 
repeated test at different time points. The reliability of the study was measured by 
internal consistency. Cronbach's Alpha coefficient is the most commonly used reliability 
test method of the Likert scale. A greater Cronbach's Alpha coefficient means the 
stronger the correlation between the items and the higher the internal consistency. 
Based on the model that Gliem et al. (2003) used a coefficient more than 0.9 is 
representative that the reliability is excellent; between 0.8 to 0.9 represents the reliability 
is good; 0.7 to 0.8 signifies the reliability is generally credible but can be accepted; 0.6 
to 0.7 means the reliability is questionable; 0.5 to 0.6 denotes the correlation is poor; 
and if less than 0.5, indicates a low confidence level in the reliability and results must 
be rejected. 
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Table 3: Cronbach’s Alpha Index 
 

Range Internal Consistency 

α ≥ 0.9 Excellent 

0.9 > α ≥ 0.8 Good 

0.8 > α ≥ 0.7 Acceptable 

0.7 > α ≥ 0.6 Questionable 

0.6 > α ≥ 0.5 Poor 

0.5 > α Unacceptable 

 
3.4.4 Reliability testing 

In order to ensure the validity and feasibility of the final questionnaire, the author 
collected 50 questionnaires at the beginning of the study for reliability analysis. The result 
was referenced with Cornbach's Alpha, and the results showed that the credibility of the 
questionnaire is excellent. Collection of the questionnaire was then continue and a total 
of 492 questionnaires were collected. After using the previously mentioned screening 
criteria on the questionnaires, 397 questionnaires were determined to be valid. The results 
of the two reliability analyses are shown in table 4. All results show that the Alpha values 
are greater than 0.7, indicating that the results are acceptable or better. 

 
Table 4: Reliability testing using Cornbach’s Alpha 
 

 N  CORNBACH’S ALPHA 
VARIABLES (ITEM)  

  PRE-TEST FINAL-TEST 
Perceived Ease of Use 5 0.945 0.812 
Perceived Usefulness 5 0.942 0.828 
Trust 5 0.928 0.780 
Enjoyment 3 0.929 0.701 
Repurchase Intention 3 0.957 0.790 
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CHAPTER 4 
 

RESULT ANALYSIS 
Chapter 4 will contains: 

4.1 Demographic characteristics 
4.2 The level of customer behavior agreement analysis 
4.3 The level of variable agreement analysis 
4.4 Hypothesis testing 

The data collection occurred from June 24 to July 4 or a total of 11 days. This 
research totally collected 492 questionnaires, after screening out the questionnaires which 
answered booking airline tickets by using official website, or respondents who chose to 
use other website other than Ctrip, Qunar, Fliggy, there were 397 valid questionnaires 
left. Therefore, the validity rate was 80.7%. 

This study used descriptive analysis methods to analyze the gender, age, income 
and other basic information of the respondents. This paper uses two methods for 
descriptive analysis: categorical data analysis and continuous data analysis. Table 5 uses 
categorical data analysis to analyze the frequency and percentage of gender, age, and 
education level. Table 6 and Table 7 use continuous data analysis to analyze customer 
behavior and research variables. 

 
4.1 Demographic characteristic 

From Table 5, we can see that there are a total of 397 valid questionnaires, 
including 200 males, accounting for 50.4% of the total number analyze and 197 females, 
accounting for 49.6% of the total number of analyse. The proportion of men and women 
collected in this questionnaire is balanced since there is not much difference in the 
number of people of each gender. This is also very helpful to ensue the accuracy of the 
next step in the author’s analysis. 

The age stratification analysis of the respondents revealed the survey respondents 
mainly ranged from 21 to 30 years old and accounted for 64% of the total number of 
respondents. This age group was followed by 31 to 40 years olds, which accounted for 
15.6% of the total respondents. The population under the age of 20 accounted for 12.8% 
of the research population and the last group were people who were older than 40 years 
old, which accounted for only 7.6% of the total respondents. From this data we can see 
that the consumers who buy tickets online are mostly young people. They are more able 
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to accept this convenient and modern way of purchasing tickets. They are more familiar 
with the operation and application of online ticket purchases. For consumers over the age 
of 40, they may prefer a more traditional way of buying tickets such as looking for a ticket 
broker, have a family member help purchase them, or they have more confidence in using 
the official website to purchase tickets. 

Among these 397 respondents, 259 people, which is 65.2% of the respondents, 
were single; and 126 were married, or 31.7% of the respondents. This fact is also echoed 
in the age of our respondents. There are also 7 respondents, accounting for 1.8%, who 
have divorced; and 5 respondents, accounting for 1.3%, that were widowed .These results 
shows that single people have more time to travel, study; and at the same time, they 
have relatively more purchasing power. 

Among these 397 people, 281 were undergraduate degrees, accounting for 70.8% 
of the total, 54 had master's degrees, and accounting for 13.6% of the total and 7 had 
their Ph.D.s, accounting for 1.8% of the total. Six people had a primary school education 
level; accounting for 1.5% of respondances, and 16 people had a junior high school 
education level, accounting for 4% of the respondances. The remaining 33 respondents 
had a high school diploma which accounted for 8.3% of the total. From this data we can 
infer that the degree of education has a certain impact on the demand for the ticket and 
the purchasing power. The higher a person’s education level was, the higher the demand 
for the ticket purchase, and the higher the purchasing power. 

Out of 397 questionnaire respondents, 122 respondents were students, 
accounting for 30.7% of the total number; followed by 118 who were employees, 
accounting for 29.7% of the total number of respondents; 67 were government workers, 
accounting for 16.9%; 58 were self-employed or businessman, accounting for 14.6%; 
other occupations, unemployed, and retired have 9 people, 7 people, and 16 people 
respectively and accounted for 4%, 2.3%, and 1.8% of the total number of people 
surveyed. This also proves that the previous academic stratification is correct in that most 
people in the young age group are still studying. It can be seen that the average 
educational level of this group of respondents will be improved in the future. 

Among all the respondents, 77 people had a monthly income less than 1,000 
Yuan, accounting for 19.4% of the total; 107 people had monthly income of 1001 to 4000 
Yuan, accounting for 27% of the total; the majority of respondents had a monthly income 
between 4001 and 7000 Yuan, with 130 people in this category, accounting for 32.7% of 
the total number; 58 people had a monthly income from 7001 to 10,000 Yuan, account 
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for 14.6%; and 25 people had an income greater than 10,000 Yuan per month, account 
for 6.3% of the total. According to the monthly income of most people, this section of 
people had the greatest purchasing power to buy a ticket. 

There are many ways for customers to first get acquainted with ticket booking 
web sites. They have different ways to find a website. The number of people who were 
recommended to the web site from other websites was 138, accounting for 35% of the 
total number; 189 people learned through search engines, accounting for 47.6%; 58 
people learned by e-mail, accounting for 14.6%; 171 people were recommended by 
friends, accounting for 43.1% of the total number; the number of people who learned 
about the website through newspapers and magazines was 65, accounting for 16.4%; 38 
and 35 people “could not remember” or answered “other” respectively, accounting for 9.6% 
and 8.8% of the total. 

Because airline tickets are not a necessity of life, just a mode of transportation for 
most people, the frequency of their purchase does not need to be calculated by month. 
Therefore we chose to investigate the frequency of consumers’ purchases annually. There 
were 75 people who purchased tickets less than 1 time a year, accounting for 18.9% of 
the total number; the number of people who bought 1 to 2 times a year was 175, 
accounting for 44.1%; 102 people bought tickets 3 to 5 times a year, accounting for 25.7%; 
and there were 45 people who purchased more than 5 tickets per year, accounting for 
11.3% of the total. 

There are 103 people who spent on average less than 15 minutes browsing the 
booking website, accounting for 25.9% of the total; 169 people indicated they spent 15 to 
30 minutes on the website, accounting for 42.6%; those browsing between 31 to 45 
minutes was 89 people, accounting for 22.4%; there were 22 people who spent between 
46 to 60 minutes on the site, account for 5.5%; and 14 people who said they spent an 
average time of more than 60 minutes on the web site, accounting for 3.5 %of the total. 

The average amount spent on purchasing tickets for 44 people was less than 500 
Yuan, accounting for 11.1%; the average amount spent by 147 people was between 501 
and 1,000 Yuan, accounting for 37%; the average spent by 101 people was between 
1001 and 1500 Yuan, accounting for 25.4%; 54 people who spent between 1501 and 
2000 Yuan, accounting for 13.6%; 30 people who spent 2001 to 2500 Yuan, accounting 
for 7.6%; 7 people spend within 2501 to 3,000 Yuan, accounting for 1.8%; and there are 
14 people who spent more than 3000 Yuan on average, accounting for 3.5 %of the total. 
It can be seen that the cost of airfare is within the acceptable range for most of the 
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respondents and does not exceed their monthly salary. 
Table 5: Analysis of demographic 
Index Option Frequency Percent (%) 

Gender Male 200 50.4 

 Female 197 49.6 

 Total 397 100 

Age ≤ 20 51 12.8 

 21 to 30 254 64 

 31 to 40 62 15.6 

 ≥41 30 7.6 

Marital status Single, never married 259 65.2 

 Married 126 31.7 

 Widowed  5 1.3 

 Divorced  7 1.8 

 Separated 0 0 

Education Elementary 6 1.5 

 Junior high school  16 4 

 High school 33 8.3 

 Bachelor degree 281 70.8 

 Master degree 54 13.6 

 Doctor degree or higher 7 1.8 

Occupation Company employee 118 29.7 

 Self-employed/Businessman 58 14.6 

 Civil servant or professional 67 16.9 

 Student 122 30.7 

 Retired 7 1.8 

 Unemployment 9 2.3 

 Others 16 4 

Income ≤ 1,000 Yuan 77 19.4 

 1,001 to 4,000 Yuan 107 27 

 4,001 to 7,000 Yuan 130 32.7 

 7,001 to 10,000 Yuan 58 14.6 

 ≥ 10,001 Yuan 25 6.3 

The way to know this website Followed link from another website link 138 35 

 Find by using a search engine 189 47.6 

 Received e-mail from www mailing list 58 14.6 

 Was told URL by friends 171 43.1 

 Read about it in newspapers/ magazine 65 16.4 

 Don’t remember 38 9.6 

 Other 35 8.8 

Frequency of utilization per year Less than 1 times per year 75 18.9 

 1 to 2 times per year 175 44.1 

 3 to 5 times per year 102 25.7 

 More than 5 times per year 45 11.3 

Average browsing time Less than 15 minutes 103 25.9 

 15 to 30 minutes 169 42.6 

 31 to 45 minutes 89 22.4 

 46 to 60 minutes  22 5.5 

 more than 60 minutes 14 3.5 

Average cost of ticket booking Less than 500 yuan  44 11.1 

 501 to 1000 yuan  147 37 

 1001 to 1500 yuan 101 25.4 

 1501 to 2000 yuan  54 13.6 

 2001 to 2500 yuan 30 7.6 

 2501 to 3000 yuan 7 1.8 

 more than 3000 yuan 14 3.5 
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4.2 The level of customer behavior agreement analysis 

 

Table 6: Analysis of the customer behavior agreement level 

Customer behaviour NO. Option Mean Standard Deviation 

Reason to choose this website 
1 Personal habit 3.88 0.95 
2 Can help me save money 3.64 0.98 

 3 
The service this website provide 
meets my expectation 

3.85 0.85 

 4 
Can compare the service information 
of different air companies 

3.81 0.93 

Circumstance to buy 5 Holidays 3.73 1.02 

 6 New semester begins or ends 3.5 1.19 

 7 Business trip 3.48 1.17 

 8 Present for friends or family 2.92 1.19 

Frequency of using other service 9 Hotel 3.36 1.18 

Frequency of using other service 
 

10 Railway ticket 3.42 1.19 
11 Bus ticket 3.03 1.29 

 12 Car rental 2.85 1.32 
 13 Travel around service 3.11 1.24 
 14 Landmark ticket 3.26 1.23 

 

4.2.1. Reason for customers to choose this website 
Respondents were asked to indicate the reason why they most frequently used a 

website. When answering the reason for choosing this website, the highest value was 
“personal habits (mean=3.88); the second highest was “The services provided on this 
website meet my expectations” (mean=3,85); the third is "can compare service 
information of different airlines (mean=3.81) the lowest score is "can help me save 
money” (mean=3.64). 

It can be seen that the biggest factor affecting most people buying tickets is 
actually their buying habits. When you are used to a shopping website, even if the 
switching to a new website lowered your cost, you will not easily change your shopping 
habits as long as the services provided by this website also meets your expectations and 
requirements. Of course, the convenience of use is also very important. When purchasing 
airline tickets, it is convenient to compare the ticket information of all airlines at the same 
time. It is believed that this is also one of the reasons customers choose online third-
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party sites to buy tickets. An unexpected result was that the lowest score was to choose 
to use the site to buy tickets in order to save money. This result shows that people's 
shopping concepts are changing and no longer is saving money the ultimate goal, rather 
convenience and usefulness that a ticketing website can provide is important. 

 
4.2.2. Circumstance to buy air tickets 

Most of the people bought tickets for the purpose of traveling (mean=3.73). Next, 
responders bought tickets at the beginning and end of a semester (mean=3.5). This result 
was expected because a large number of respondents were still studying at school, so 
they purchased tickets because of the need to go home on holiday or start school. Similar 
with the previous score, tickets were purchased for business trip (mean=3.48). This part 
of the ticket purchase is to fulfill work needs. Through the results, we can see that very 
few people buy tickets for family and friends (mean=2.92). 
 
4.2.3. Frequency of using other service 

Because each third-party platform's business scope is not only the ticket booking 
service, but also includes other services, this one-stop service can meet all the 
multifaceted needs of customers at the same time. This convenience is also one of the 
reasons customers prefer to use third-party platforms. After buying airline tickets on the 
website of their chose, respondents most often used the service of buying railway tickets 
(mean=3.42). These results were followed in decreasing order of use by making hotel 
reservation (mean=3.36); making landmark ticket reservations (mean=3.26); to travel 
around (mean=3.11); to purchased bus tickets (mean=3.03) and lastly to use car rental 
services (mean=2.85). 
 
4.3 The level of variables agreement analysis 
 

4.3.1. Result of perceived ease of use 
Referring to Table 7, there were five questions that measured perceived ease of 

use. The average mean for all questions was 3.85. Of all the results, the question with 
the highest mean is "this website is easy to use", mean=3.91. There were two questions 
which tied for second highest mean=3.9. These were “my interaction with this website is 
understandable” and "it is easy to become skillful at using this Website”. The lowest 
score of all the questions was "learning to operate this website is easy", mean =3.75. 
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4.3.2. Result of perceived usefulness 
This variable was measured by five questions, with an average mean=3.87. The 

highest mean value was "this website is useful for searching for and buying goods", 
mean=3.96. The lowest value of the five questions was "this website increases my 
productivity when searching for and purchasing goods", mean=3.77. 
 
4.3.3. Result of trust 

The average value of the five questions is 3.83. The question, “based on my 
experience with this online tickets booking store in the past, I know it is trustworthy", had 
the highest mean of 3.9. The question of the lowest mean value is "based on my 
experience with this online tickets booking store in the past, I know it cares about its 
customers", mean=3.68. 
 
4.3.4. Result of enjoyment 

There were three questions measuring the customer's enjoyment .The average 
mean of these three questions is 3.64 .The question with the highest value of the mean 
was "It is very comfortable to use this website to purchase airline tickets", mean  =3.73 .
However, the lowest value of the mean was the question  "I have fun when interacting 
with this website”, mean  =3.56. 
 
4.3.5. Result of repurchase intention 

There are three questions to measure the final variable of repurchase intention, 
the average mean=3.94. The questions with the highest mean was "If I could, I would 
like to continue using this web site to purchase products", mean=3.97. “Maybe that I will 
continue to purchase air tickets from this website in the future", had the lowest mean 
value, mean=3.9. 
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Table 7: analysis of the variable agreement level 
 

VARIABLE NO. QUESTION Mean Standard Deviation 

Perceived ease of 1 Learning to operate this web site is easy 3.75 0.84 

use 2 This web site is flexible to interact with 3.78 0.86 

 3 My interaction with this web site is understandable 3.90 0.85 

 4 It is easy to become skillful at using this web site 3.90 0.83 

 5 This web site is easy to use 3.91 0.90 

  Total 3.85 0.65 

Perceived 6 
This web site improves my performance when 
searching for and purchasing goods 

3.93 0.87 

usefulness 7 
This web site increases my productivity when 
searching for and purchasing goods 

3.77 0.88 

 8 
This web site makes it easier to search for and 
purchase goods 

3.90 0.81 

 9 
This web site enhances my effectiveness in goods 
searching and purchasing 

3.78 0.81 

 10 
This web site is useful for searching for and buying 
goods 

3.96 0.81 

  Total 3.87 0.64 

Trust 11 
Based on my experience with this online tickets 
booking store in the past, I know it is honest. 

3.87 0.87 

 12 
Based on my experience with this online tickets 
booking store in the past, I know it cares about its 
customers 

3.68 0.86 

 13 
Based on my experience with this online tickets 
booking store in the past, I know it keeps its promises 
to its customers 

3.87 0.85 

 14 
Based on my experience with this online tickets 
booking store in the past, I know it is trustworthy 

3.90 0.82 

 15 
Based on my experience with this online tickets 
booking store in the past, I know that the transactions 
will be successful 

3.88 0.83 

  Total 3.84 0.62 

Enjoyment 16 I have fun when interacting with this web site 3.56 0.96 

 17 
Using this web site to purchase products provides me 
with a lot of enjoyment 

3.63 0.82 

 18 
It is very comfortable to use this website to purchase 
airline tickets 

3.73 0.83 

  Total 3.64 0.69 

Repurchase 19 
If I could, I would like to continue using this web site to 
purchase products 

3.97 0.82 

intention 20 
It is likely that I will continue to purchase air tickets 
from this web site in the future 

3.90 0.80 

 21 
I intend to continue purchasing products from this web 
site in the future 

3.95 0.78 

  Total 3.94 0.67 
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4.4 Hypothesis Testing 
 

4.4.1. Hypothesis testing for perceived usefulness 
Test for H1: Trust has a significant positive impact on perceived usefulness; H3: 

Perceived ease of use has a significant positive impact on perceived usefulness. 
Based on the hypothesis that we proposed in Chapter 2, the author assumed 

perceived ease of use and trust would have the most significant positive effect on 
perceived usefulness. In this chapter, IBM SPSS Statistics 19 was used to prove if this 
hypothesis was established. If significance < 0.05 was found, that meant the variables 
that we measured had a significant positive relation. For the Linear Equation (Y’= a+ bx), 
Y’=b0+b1X1+b2X2. “Y” in this formula stands for the dependent variable “perceived 
usefulness”. “X 1” represents “trust”, and “X 2” as “perceived ease of use”. 

 
Table 8: Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .843a .710 .709 .34646 

a. Predictors: (Constant), Trust, PEU 

Table 8 shown that R square=0.710, which means trust and perceived ease of 
use are able to predict 71% of perceived usefulness. It indicates that this multiple linear 
regression is usable. 

 

Table 9: ANOVAb 

Model  Sum of Squares df Mean Square F Sig. 

1 Regression 116.012 2 58.006 483.243 .000a 

 Residual 47.294 394 .120   

 Total 163.305 396    

a. Predictors: (Constant), Trust, PEU 
b. Dependent Variable: PU 

Sig nificance in Table 9 is equal to 0.000 with this result <0.05. Therefore, it can 
be said that trust and perceived ease of use can predict perceived usefulness. The 
hypothesis in this part is accepted. 
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Table 10 Coefficientsa 
  Unstandardized Coefficients Standardized 

Coefficients 
  Collinearity Statustics 

Model   B Std. Error Beta t Sig. Tolerance VIF 

1 (Constant) .325 .116  2.807 .005   

 PEU .491 .039 .495 12.707 .000 .485 2.063 

 Trust .431 .041 .414 10.633 .000 .485 2.063 

a. Dependent Variable: PU 

With perceived usefulness’ linear equation, two independent variables were 
included. perceived ease of use (Sig.= 0.000) and trust (Sig.=0.000) and the dependent 
variable perceived usefulness. The equation of perceived usefulness is written as PU =
0.325+0.495PEU+0.414Trust. 

 

4.4.2. Hypothesis testing for repurchase intention 

Test for H2: Trust has a significant positive impact on repurchase intention; H4 :
Perceived ease of use has a significant positive impact on repurchase intention; H5 :
perceived usefulness has a significant positive impact on repurchase intention; H6 :
Enjoyment has a significant positive impact on repurchase intention. 

There are four variables that the author assumed would have an impact on the 
dependent variable repurchase intention. They were enjoyment, perceived ease of use, 
trust, and perceived usefulness. For linear equation Y’=b0+b1x1+b2x2+b3X3+b4X4, “X1” 
with “perceived ease of use, “X2” as “perceived usefulness”, “X3” as “trust” and “X4” as 
“enjoyment”, “Y” as “repurchase intention”. All collected data was put into SPSS and the 
output results are shown below. 

 

Table 11 Model Summary 
Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .798a .637 .633 .40590 

a. Predictors: (Constant), Enjoyment, PEU, Trust, PU 
The output results in table 11 shown R squared for these four predictors 

(enjoyment, perceived ease of use, trust, and perceived usefulness) equals 0.637. These 
four variables are able to predict repurchase intention at 63.7%. It was useable. 
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Table 12 ANOVAb 
Model  Sum of Squares df Mean Square F Sig. 

1 Regression 113.305 4 28.326 171.929 .000a 

 Residual 64.584 392 .165   

 Total 177.890 396    

a. Predictors: (Constant), Enjoyment, PEU, Trust, PU 
b. Dependent Variable: RI 

In table 12, Sig=.0.000, the result is smaller than 0.05, which means at least one 
variables X (enjoyment, perceived ease of use, trust, or perceived usefulness) can predict 
Y (repurchase intention). This means these four independent variables “Xs” have the 
significant positive impact on dependent variable “Y”. 

 
Table 13 Coefficientsa 

  Unstandardized Coefficients Standardized 
Coefficients 

  Collinearity Statustics 

Model   B Std. Error Beta t Sig. Tolerance VIF 

1 (Constant) .376 .138  2.730 .007   

 PEU .176 .054 .170 3.262 .001 .342 2.927 

 PU .268 .060 .256 4.433 .000 .277 3.610 

 Trust .350 .057 .322 6.092 .000 .331 3.023 

 Enjoyment .140 .043 .144 3.245 .001 .472 2.118 

a. Dependent Variable: RI 
The results of the four independent variables shown in table 13 are: perceived 

ease of use (Sig.=0.001), perceived usefulness (Sig.=0.000), trust (Sig.=0.000), and 
enjoyment (Sig.=0.001) and one dependent variable: repurchase intention. In the linear 
equation. “Y” as “RI” (repurchase intention, “X1” as “PEU” (perceived ease of use); “X2” 
as “PU” (perceived ease of use); “X3” as “trust”; “X4” as “enjoyment”. The equation for 
repurchase intention was: RI=0.376+0.17PEU+0.256PU+0.322Trust+0.144enjoyment. 
 

4.4.3. Hypothesis testing for mediator perceived usefulness 
Based on the framework in chapter 2, it can be seen that perceived usefulness 

is not only the dependent variable, but also the mediator for perceived ease of use and 
trust. This is to say, assume perceived usefulness was the mediator for the dependent 
variables: perceived ease of use and trust and impacted the independent variable 
repurchase intention. 
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Test for 1. Perceived ease of use, perceived usefulness and repurchase intention; 
2: Trust, perceived usefulness and repurchase intention. 

 

Table 14 Model Summary 

Model R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .692a .478 .477 .48463 

2 .756b .572 .570 .43952 

a. Predictors: (Constant), PEU 
b. Predictors: (Constant), PEU, PU 

In table 14, without the perceived usefulness, R square=0.549. Perceived ease 
of use (X) can just predict 47.8% of repurchase intention (Y). After adding the perceived 
usefulness (M), R square=0.572, perceived ease of use (X) can predict 57.2% of 
repurchase intention (Y). 

 

Table 15 Model Summary 
Model R  R Square Adjusted R Square Std. Error of the 

Estimate 

1 .741a  .549 .548 .45054 

2 .785b  .616 .614 .41658 

a. Predictors: (Constant), Trust 
b. Predictors: (Constant), Trust, PU 

For the same reason, in table 15, without perceived usefulness (M), R 
square=0.548. Trust (X) can just predict 54.8% repurchase intention (Y). But after adding 
the mediator (perceived usefulness), R square=0.616, trust (X) can predict 61.1% 
repurchase intention (Y). 

 

Table 16 ANOVAb 
Model  Sum of Squares df Mean Square F Sig. 

1 Regression 85.119 1 85.119 362.424 .000a 

Residual 92.770 395 .235   

Total 177.890 396    

2 Regression 101.779 2 50.889 263.436 .000b 

Residual 76.111 394 .193   

Total 177.890 396    

a. Predictors: (Constant), PEU 
b. Predictors: (Constant), PEU, PU 
c. Dependent Variable: RI 
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Table 17 ANOVAb 
Model  Sum of Squares df Mean Square F Sig. 

1 Regression 97.710 1 97.710 481.366 .000a 

Residual 80.179 395 .203   

Total 177.890 396    

2 Regression 109.514 2 54.757 315.527 .000b 

Residual 68.376 394 .174   

Total 177.890 396    

a. Predictors: (Constant), Trust 
b. Predictors: (Constant), Trust, PU 
c. Dependent Variable: RI 

From table 16 and table 17, for perceived ease of use; perceived ease of use and 
perceived usefulness; trust; trust and perceived usefulness, they all had Sig=.0.000. All 
of them are less than 0.05. This means Xs (perceived usefulness, trust, perceived 
usefulness) can predict Y (repurchase intention), the result are usable. 

According to Baron and Kenny (1986) there are three basic principles for the 
mediation variable test: 1. Independent variable (X) significantly affects the intermediary 
variable (M), that is, the path “a” is significant; 2. Independent variable and the 
intermediary variable separately significantly affect the dependent variable (Y), namely, 
path “b” and “c” significant; 3. When the path “a” and the path “b” test is established, 
and the existence of the intermediate variables will make the relationship between the 
original independent variable and the dependent variable (path) significantly less 
significant, especially when the influence coefficient of the path “c” becomes 0, it proves 
the existence of the mediator effect. If the indirect path is significant and direct path still 
significant, it shows that there is a partial mediator effect. If the indirect path is significant 
and the direct path is not significant, it shows that there is a complete mediator effect. 

 
 
 
 
 
 
 



 

 43 

Table 18 Coefficientsa 
  Unstandardized 

Coefficients 

Standardized 

Coefficients 

  Collinearity 

Statustics 

Model   B Std. Error Beta t Sig. Tolerance VIF 

1 (Constant) 1.183 .147  8.048 .000   

PEU .717 .038 .692 19.037 .000 1.000 1.000 

2 (Constant) .742 .142  5.240 .000   

PEU .306 .056 .295 5.460 .000 .373 2.683 

PU .523 .056 .501 9.287 .000 .373 2.683 

a. Dependent Variable: RI 
 In table 18, when do the linear regression, model 1 just inputted PEU (perceived 

ease of use), got PEU beta of 0.692. But after put PEU and PU (perceived usefulness) 
at the same time into model 2, got PEU beta only 0.295. This result indicates that PU 
(perceived usefulness) meets the first requirement as the mediator of PEU (perceived 
ease of use) and RI (repurchase intention). Recause after put the mediator perceived 
usefulness into the linear regression, the relationship between perceived ease of use and 
repurchase intention became weaker. But this result did not meet the second requirement 
of being a mediator. After put perceived usefulness into the analysis, significant value of 
perceived ease of use still less than 0.05, which means perceived ease of use still has 
significant positive impact on repurchase intention, this result is not meet the condition for 
perceived usefulness to be mediator. 

Generally speaking, perceived usefulness just can be regarded as a partial 
mediator for perceived ease of use to repurchase retention. 

 

 

Table 19 Coefficientsa 
  Unstandardized 

Coefficients 

Standardized 

Coefficients 

  Collinearity 

Statustics 

Model   B Std. Error Beta t Sig. Tolerance VIF 

1 (Constant) .852 .143  5.969 .000   

Trust .805 .037 .741 21.940 .000 1.000 1.000 

2 (Constant) .516 .138  3.739 .000   

Trust .468 .053 .431 8.818 .000 .408 2.449 

PU .421 .051 .403 8.247 .000 .408 2.449 

a. Dependent Variable: RI 
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For the same reason with table 18, can analysis table 19. Before put the PU into 
linear regression, the beta of trust is 0.741. But after putting the PU into the linear 
regression, the beta of trust decreased to 0.431. The significant value of trust after added 
perceived usefulness still less than 0.05, trust still has an impact on repurchase intention. 
It can say that PU is regarded as the partial mediator of PEU and PI. 
 

4.4.4. Summary of hypothesis 

Table 20 summarized the result of all hypotheses. If the judgment method has a 
significant value less than 0.05, it can say that X can predict Y, which in why we can say 
here that X is significantly positively related to Y. For hypothesis “H1: trust has a 
significant positive impact on perceived usefulness”, Sig.=0.000, the result means this 
hypothesis should be accepted; “H2: trust has a significant positive impact on repurchase 
intention”, Sig. value is less than 0.05 (Sig.=0.000), it can be said H2 is accepted; as 
for ”H3: perceived ease of use has a significant positive impact on perceived usefulness”, 
the Sig. value is 0.000, also less than 0.05, so this hypothesis is accepted; “H4: 
perceived ease of use has a significant positive impact on repurchase intention”, Sig. 
value is 0.001, this hypothesis is accepted also; “H5: perceived usefulness has a 
significant positive impact on repurchase intention”, Sig. value is less than 0.05 
(Sig.=0.000) the hypothesis is accepted; for the last hypothesis “H6: enjoyment has a 
significant positive impact on repurchase intention”, with the Sig. value of 0.001, also less 
than 0.05, this result shown this hypothesis is accepted. 

Table 20: The summary for all hypothesis 
 

No. Hypothesis Sig. (<0.05) Conclusion Result 

H1 
Trust has a significant positive impact on 
perceived usefulness 

0.000 
Positive related 

significantly 
Accept 

H2 
Trust has a significant positive impact on 
repurchase intention 

0.000 
Positive related 

significantly 
Accept 

H3 
Perceived ease of use has a significant 
positive impact on perceived usefulness 

0.000 
Positive related 

significantly 
Accept 

H4 
Perceived ease of use has a significant 
positive impact on repurchase intention 

0.001 
Positive related 

significantly 
Accept 

H5 
Perceived usefulness has a significant 
positive impact on repurchase intention 

0.000 
Positive related 

significantly 
Accept 

H6 
Enjoyment has a significant positive impact 
on repurchase intention 

0.001 
Positive related 

significantly 
Accept 
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CHAPTER 5 
 

CONCLUSION 
 

The content of this chapter mainly conclude: 
5.1 Conclusion 
5.2 Discussion 
5.3 Recommendation 
5.4 Limitation & Future research 

 
5.1 Conclusion 
 

This research project was mainly for the purpose of studying the effects of 
perceived ease of use, perceived usefulness, trust, and enjoyment on customer 
repurchase intention in the area of online repurchasing of airline tickets. In order to verify 
the reliability of the framework, this research project studied the relationship and mutual 
influence between these variables by collecting an ample sample data size and analyzing 
the results through a questionnaire. 

A total of 492 questionnaires were collected, of which 397 were considered valid 
questionnaires. Of the 397 valid questionnaires, 50 valid questionnaires were collected 
from the early pretest. Of the acceptable questionnaire, the proportion of male and female 
was balanced, with 200 male (50.4%) and 197 females (49.6%). Most respondents were 
between 21 and 30 years old, and most of them are unmarried (65.2%), with a bachelor’s 
degree (70.8%), students (30.7%) or company staff (29.7%), with a monthly income level 
of between 1001 to 4000 RMB per month (27%) or between 4001 to 7000 RMB per 
month (32.7%). When respondents were asked the way they came to know about the 
ticket website and despite the questionnaire giving them a lot of options, most of them 
indicated that they followed a link from another website (35%) found it by a search engine 
(47.6%), or was told of the URL by friends (43.1%). Most respondents bought tickets 1 
to 2 times a year (44.1%), the average browsing time was about 15 to 30 minutes, and 
the purchase price of each ticket was mainly between 501 and 1000 Yuan (37%). When 
asked about the reasons why respondents used this website they chose, the highest 
numbers of them indicated it was due to it being a “personal habit” (mean=3.88). 
Respondents were most likely to buy tickets (mean=3.73) on holiday. According to the 
questionnaire, based on the website that they chose, besides purchasing air ticket, the 
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most frequent services that they use were making hotel reservations (mean=3.36) and 
purchasing train tickets (mean=3.42). 

When analyzing the correlations between variables, it was found that the variable 
with highest average mean was the dependent variable repurchase intention (mean=3.94), 
the second highest mean was the variable perceived usefulness (mean=3.87); followed 
by the variable perceived ease of use (mean=3.85), next was the variable trust 
(mean=3.84); with the lowest being the variable enjoyment (mean=3.64). 

After a multiple regression analysis of the six hypotheses, hypothesis 1 was found 
to be true that trust had a positive significant impact on perceived usefulness (Sig.=0.000< 
0.05, β= 0.414) and the hypothesis was accepted. When considering hypothesis 2: trust 
had a significant positive impact on repurchase intention (Sig.=0.000< 0.05, β =0.322) 
and it was accepted. Likewise, Hypothesis 3: perceived ease of use had a significant 
positive impact on perceived usefulness and it was also accepted (Sig.=0.000 < 0.05, 
β=0.495). Hypothesis 4: perceived ease of use had a significant positive impact on 
repurchase intention (Sig.=0.001 < 0.05, β=0.170). Since it was also found to be true, it 
was accepted. Hypothesis 5 was accepted as true because perceived usefulness had a 
significant positive impact on repurchase intention (Sig.=0.000 < 0.05, β=1.256). 
Hypothesis 6: Enjoyment had a significant positive impact on repurchase intention 
(Sig.=0.001< 0.05, β=0.144) and was accepted. 

 
5.2 Discussion 
 

5.2.1. Trust and perceived usefulness 
From analyzing the results of this study it can be said that trust has a significant 

positive impact on perceived usefulness. Applying this conclusion of the study means that 
once customers trust a website where they usually book airline tickets, they tend to 
believe all the information provided to them by this website and they will think that this 
website is helpful. And once customers believe the transaction will be successful as 
compared with more traditional ways to book tickets, they may feel purchasing online is 
more useful. 

Dahlberg, Mallat, and Oorni (2003) believed trust is also an important factor and 
should also be introduced into the TAM model. They think both trust and perceived ease 
of use impact perceived usefulness and therefore, perceived usefulness effects 
customer’s attitudes and intentions. This fact is also proven true by the findings of this 
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study. The research result in this study was shown to have a significant correlation value 
at the 0.000 level (Less than 0.05), which means the hypothesis that trust has a significant 
positive impact on perceived usefulness is accepted. These findings are in line with those 
of Donna (2006) who found that usefulness and trust have a positive and direct impact 
on online shopping. 
 
5.2.2. Trust and repurchase intention 

When asking the question why customers chose the website that they are now 
using (i.e. the variable “trust”), the highest scored answer was because this website is 
trustworthy. Only when the information on the ticket booking website proves to be 
trustworthy, meaning the transaction is trustable, does the customer feel reassured and 
will purchase the next time. If the flight information the website provides is wrong, such 
as the information has irregularities, user’s experience is poor and they may not trust this 
company anymore. For sure, they will not be willing to continue using this service anymore. 
If customers do not trust this website, there is no point in them continuing to use this 
service. 

Moorman and Zaltman (1992) proved that trust is an important factor in the 
continuity of partnership. That is to say, that trust has an impact on customer repurchase 
intention. Morgan et al. (1994) believed that the stronger the trust relationship with 
partners, the stronger the willingness to continue this relationship  and only then does the 
customer trusts the trading relationship and is willing to continue to maintain this 
relationship. This willingness is the customer's promise, which is the repurchase intention. 
For this research, table 4.16 shown that the significance value of this relationship is shown 
to be equal to 0.000 and this result is less than 0.05. This means trust has a significant 
positive relationship with repurchase intention. On the aspect of online shopping research, 
Jarvenpaa and Tractinsky (2000). Mcknight et al. (2002) also proved that customer trust 
has a significantly positive impact on repurchase intention. This fact is further validated 
by this study that this hypothesis can be accepted as true. 
 
5.2.3. Perceived ease of use and perceived usefulness 

Only when customers have the capability of booking airline tickets online do they 
gain a feeling of a website’s usefulness. If customers cannot use the Internet to book 
flights, they will not know if the design of a website is easy to use or not. Therefore, the 
customer will not perceive the usefulness of a website even if the service provided is 
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really persuasive and useful. 
Davies (1989) already points out that perceived usefulness and perceived ease 

of use are two very important factors of TAM and have a positive impact on consumers. 
Perceived ease of use is positively correlated with perceived usefulness. That is to say, 
an easy-to-use system will make users feel more useful. Based on this wellknown  
attested to fact, it can be said that these two factors do have a positive relationship. After 
doing the data analysis in this research project, the result in table 4.16 shows that the 
significance value of this relation is equal to 0.000 (less than 0.05), so we can say this 
hypothesis is true. Perceived ease of use does have a positive impact on perceived 
usefulness of online airline tickets bookings. 

 
5.2.4. Perceived ease of use and repurchase intention 

Some people feel they don’t have the ability to booking tickets online because 
they have never become a proficient computer user. Therefore, if customers have a low 
amount of experience in using online booking sites, it could be said, they do not find it 
easy to use online booking and this group of people have a very low chance of purchasing 
again. Only when customers feel this system is easy to use will it be likely that they 
continue use it. 

Table 4.16 shows the significance value of this relation is equal to 0.001 (less 
than 0.05), and proves that perceived ease use has a significant positive impact on 
repurchase intention. Therefore, the hypothesis is accepted. Many scholastic studies have 
supported this relation. Childers et al. (2001) believe the ease of purchase affect the 
customer's ease of use perception and this affects the customer's buying attitude. Koufaris 
& Hamton-Sosa (2004) believe that the difficulty of using web pages is one of the 
important reasons for consumers to abandon online shopping. And Liu & Wei (2003), 
Loiacono et al. (2002), Zhang et al. (2010), Childers et al. (2001) all supported the idea 
that both perceived ease of use and perceived usefulness have a significant positive 
impact on customer’s repurchase intention. 
 
5.2.5. Perceived usefulness and repurchase intention 

 When customers feel one website can help them solve their problems with ticket 
bookings and find that the service this website’s provides can help make their booking 
more convenience, that is to say, useful or helpful, then they are more likely to return to 
the site for possible future repurchase of tickets. 
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Gefen et al. (1993) believed that perceived usefulness has a significant positive 
impact on customer purchase intention, and the path coefficient is greater than perceived 
ease of use. In this research, the significant value of this relation was found to be equal 
to 0.000, which is less than 0.05, and so it is proven that perceived usefulness has a 
significant positive impact on customer repurchase intention. Therefore, the hypothesis of 
this research paper is accepted. Further more, there are many scholars who have already 
studied this relationship with regards to social networks. Sun et al. (2014) pointed out that 
perceived usefulness significantly, positively affects users' willingness to reuse social 
networks .Loiacono et al( .2002), Almaghrabiè et al( .2011), and Zhang et al( .2010 )
uphold the point that perceived usefulness is one of the important factors that impact 
customer’s repurchase intention. 

 
5.2.6. Enjoyment and repurchase intention 

The purpose of this research paper was to research customers’ willingness to buy 
and repurchase airline tickets online by using third-party platforms in China. The study 
results showed that enjoyment can also impact customers’ repurchase intention even for 
online tickets booking. 

Table 4.16 shown that a significance value of this relation is 0.001, this number 
is less than 0.05, which means customer enjoyment has a significant positive impact on 
repurchase intention. This relationship has not only been proved in this research, but 
many scholars have also verified these findings before as shown in the literature review 
in Chapter 2 Venkatesh (1999) believed perceived enjoyment and perceived usefulness 
have the same impact on customer’s behaviour intention. Davis et al. (1992) also believe 
that both perceived usefulness and enjoyment are very important factors that impact 
customers’ behavioral intentions, but the degree of importance depends upon the situation 
they find themselves in. 
 
5.3 Recommendation 
 

5.3.1. Trust 
Based on the analysis result in Chapter 4, variable “trust” is the most important 

factor for customer repurchase intention and it can be say that trust plays a very important 
role in a company’s ability to keep its customers. And if a company keeps its promises 
and is honest in the way it operates, these factors are powerful determinants as to whether 
customers will choose to buy airlines tickets again from the company. The lowest score 
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on the “trust” section of the questionnaire was found to be the lack of care by the ticket 
booking website about its customers. This means that booking websites’ administrations 
are short-sighted when it comes to meeting their customers’ needs. Tickets booking 
websites should seriously consider improving this area, thus establishing long-term 
relationships with their customers. 

It is precise because there are some risks and problems in ordering tickets on the 
third-party booking website that many customers are more concerned about whether or 
not these sites are trustworthy. Trustworthiness received the highest mean score on this 
section of the questionnaire. This fact tells us that trustworthiness is the most important 
point to consider when companies want to establish customer confidence in their services. 
Once customers think a website is worthy of their trust, they will be more likely to continue 
using this website to buy tickets in the future. This is also the reason why the "trust "
variable was the highest score because it is a prerequisite for customers to choose again 
to purchase through this website. Therefore ,companiesneed to be concerned about  the 
successfulness of a transaction since this builds trust in their clients. These findings 
support the hypothesis that a success transaction is a very important factor affecting the 
repurchase intention of customers. 

 For the problem shown by the lowest score, i.e. "website cares about 
customers", booking websites should take noticed. This case is especially true after the 
sale of airline tickets. Here companies should look to improve their services. In chapter 
1, it was shown that there are general complaints by customers concerning problems 
where ticketing platforms shirk their responsibilities such as by giving misleading or 
incorrect flight information or avoiding taking consumer rights protection seriously. These 
are all caused by a lack of care and the lack of sympathy by the ticketing website to the 
customers’ situation. To solve this problem, the ticket booking websites need to really 
understand customers’ blight and needs. In this way they will improve their service to 
make the customer’s buying experience better, thus improving the trust of the customer 
in the website and thereby increasing the customer’s likelihood of intending to repurchase 
a ticket in the future using this site. These actions will lay the foundation for the 
establishment of a longer customer-company relationship. 
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5.3.2. Perceived ease of use 
Customer perceived ease of use is the third most important variable when 

considering customers’ repurchase intention. It is not so easy for everyone to learning to 
use booking website at the beginning, but after customers get used to the site, they will 
feel using booking websites is both easy and convenient . 

If customers want to learn how to use the online ticket purchasing sites, they must 
first divulge personal information when deciding on the method of payment and this can 
be a complicated process. If a website wants to attract different age customers, they 
should pay more attention to simplifying their site operations, especially for the novice 
computer user, thus improving the customer’s experience. The answer choice ,“the 
website is easy to use”, received the highest mean score with regards to the measure 
variable perceived ease of use. Only when the customer feel the operation of this website 
is easy and convenience and the booking steps are simple, will they likely choose this 
website again to book their tickets. Also, if the two important factors supporting customer 
perceived ease of use (these being, the website is understandable and it is easy to 
become a skillful operator of the site) are enhanced, the likelihood of a revisit by a 
customer is greatly enhanced. If these booking websites want to keep their customers 
and improve customer’s repurchase intention, they must pay attention to improving 
customer’s perceived ease of use. 
 
5.3.3. Perceived usefulness 

The chose option that received the highest mean score option in this category of 
questions was “the website is useful for searching for and buying tickets”. Combine with 
the previously above mentioned question concerning perceived ease of use, respondents 
agreed with the fact that they were using the third-party platform website to purchase 
airline tickets because the site allows them to easily compare the service information of 
different airline companies, including time, price, luggage availability, seats availability, 
and so forth. This service is an advantage that the third-party platforms have over the 
official airline websites because they don’t provide information comparing flight services; 
rather only provide information on their own airplane flights .If customers want to compare 
tickets prices or flight time, they have to check other official websites one by one. This is 
inconvenient and it costs more time. After customers book an airline ticket, the next thing 
they need maybe is a hotel or a car rental. If customers use the official airline websites 
to book a ticket, then when they go to book a hotel, they must visit another website. If 
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customers can use a third-party platform to book every element of their travel needs, it is 
by far a greater convenience, and they will tend to choose to use such a service more 
often . 

Third-party platform websites should keep this advantage while improving their 
service quality. They can do this by making their service characteristics and advantages 
more distinct and more accommodating. 

The purpose of this study was to explore the effect of perceived usefulness as a 
mediating variable on customer repurchase intention. It turns out that perceived 
usefulness is indeed a partial mediator variable for customer repurchase intention .But 
even though perceived usefulness is just a partial mediator, this hypothesis is still 
accepted. However, in the process of reading the literature, it was found that there were 
other variables that can be used as a mediator to study customer repurchase intentions 
and such things as customer satisfaction. It was proposed that it might be possible that 
after adding other mediator(s) into the study, this partial mediator could become a 
complete mediator. Due to the limitations of time and energy, this study did not investigate 
this question. This study’s results should have some reference value for future 
researchers by providing them with the opportunity and prompting to try and study multiple 
mediators. 

 
5.3.4. Enjoyment 

Previous scholars' research on customer enjoyment and repurchase intention 
have focused on hotel accommodation, website browsing, online shopping, and the like .
These subjects are prone to emotional fluctuations, and respondents are more likely to 
enjoy such experiences. However, when it comes to reserving airline tickets, which one 
would have expected to be a tedious undertaking for customers, a surprisingly good result 
has been found, that is, the degree of enjoyment customers have when buying airline 
tickets. This also has been shown to have an affect on their willingness for repurchase 
intention. This fact is especially true when considering that the answer option, 
“comfortable to use this website to buy tickets”, received the highest mean value score in 
our study. This news should also reminds the managers of enterprises that in the design 
process of ticketing websites, comfortableness of use cannot be ignored. This is also an 
important breakthrough, which can help enterprises find innovative directions and make 
website services standout from others. 
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5.4 Limitation & Research prospects 
 

5.4.1. Research limitations 
In this study, 397 valid questionnaires were collected through questionnaire, and 

the relationship between trust, perceived ease of use, perceived usefulness, enjoyment 
and customer repurchase intention was studied. The results of the study were successful 
in achieving the plan and purpose of the investigation’s beliefs, but there are still some 
insufficiencies in this study because of the limitations of knowledge, time and experience. 

There are two ways to collect questionnaires, one is the snowball sampling, and 
the other is by random sampling. Snowball sampling sends questionnaires to relatives, 
friends and asks them to help by sending the questionnaire to other friends and so forth 
As a result, the geographical distribution of the respondents was expected to be all over 
the country, but the questionnaires collected through relatives and friends were 
concentrated in one province, Yunnan. This result did not achieve the desired even and 
uniform nationwide sampling. 

The purpose of this study is to explore the effect of perceived usefulness as a 
mediating variable on customer repurchase intention. It turns out that perceived 
usefulness is indeed a partial mediator variable for customer repurchase intention. 
However, in the process of reading the literature, we found that there are other variables 
that can be used as intermediary values to study customer repurchase intentions, such 
as customer satisfaction. Due to the limitations of time and energy, this study did not 
attempt to research these areas. 

 
5.4.2. Future Research 

Based on the limitations above, this researcher puts forward two proposals for the 
future study: 

1. To ensure the rigour of the sample. In future research, it is necessary to ensure 
that the dissemination of the questionnaire be evenly distributive to avoid the 
problem of too many people being sampled in one area. 
2. To do a exact study, in the future, that examines the question as to the effects 
that other mediator variables which related to customer repurchase intention are 
studied so to enrich the conceptual study framework. 
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QUESTIONNAIRE (ENGLISH VERSION)  

                                                                                                                                                                           

Hello, I am a student who study MBA program in marketing at The University of Thai 
Chamber of Commerce in Bangkok, Thailand. I am working on my graduate thesis which 
is to study “Factors Influencing Customer Repurchasing Intention by Using Third-party 
Platform Booking Flight Ticket in China”, this survey is a part of my study, I will be grateful 
if you would fill out the questionnaire for me and your opinions are valuable for the study. 
 
Part 1 Screening Questions  
1. Have you ever bought air ticket online? 

□ Yes  □ No 
 
2. Which website do you usually use? (please select only one) 

□ Qunar   □ Ctrip   □ Fliggy  
□ Tempus□ Official website 
□ Others (LY.com, Besttone, KUXUN, mango, elong, etc.) 
 

Please answer the following questions based on the website you choose above: 
3. How did you know about this website? 

□ Followed link from another website link 
□ Find by using a search engine 
□ Received e-mail from www mailing list 
□ Was told URL by friends 
□ Read about it in newspapers/ magazine 
□ Don’t remember 
□ Other 
 

4. How often do you use this website to book the air ticket? 
□ Less than 1 times per year  □ 1~2 times per year  □ 3~5 times per year 
□ More than 5 times per year 
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5. How much time do you spend on browsing this ticket booking website on average? 
□ Less than 15 minutes  □ 16~30 minutes   □ 31~45 minutes 
□ 46~60 minutes       □ more than 60 minutes 
 

6. How much money did you pay for air ticket on average? 
□ Less than 500 yuan  □ 501~1000 yuan   □ 1001~1500 yuan 
□ 1501~2000 yuan    □ 2001~2500 yuan  □ 2501~3000 yuan 
□ more than 3000 yuan 

 
7. Why did you choose this website? ( please indicate your agreement level with the 

following statement) 

 
Strongly 
disagree 

Disagree Neutral Agree Strongly agree 

Personal habit      

Can help me save money      

The service this website 
provide meets my expectation  

     

Can compare the service 
information of different air 

companies 
     

 

8. Under what circumstances do you usually buy tickets? (Please indicate your 
frequency with the following statement) 

 Never Not often Neutral Often Very often 

 Holidays      

New semester 
begins or ends 

     

Business trip      

Present for 
friends or family 
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9. Except ticket booking, how often do you use other service on this website? (Please 
indicate your frequency with the following statement) 

 

  

 Never Not often Neutral Often Very often 

Hotel      

Railway ticket      

Bus ticket      

Car rental      

Travel around 
service 

     

Landmark ticket       
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Part 2 Variable Questions 
Based on the website you choose, please answer the following questions. Please indicate 
your agreement level with the following statements. 
(1= strongly disagree; 2= disagree; 3= neutral; 4= agree; 5= strongly agree) 

No. Questions 

1 2 3 4 5 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

1 Learning to operate this web site is easy.           

2 This web site is flexible to interact with.           

3 My interaction with this web site is understandable.           

4 It is easy to become skillful at using this web site.           

5 This web site is easy to use.           

        6 This web site improves my performance when searching for and purchasing goods.           

7 This web site increases my productivity when searching for and purchasing goods.           

8 This web site makes it easier to search for and purchase goods.           

9 This web site enhances my effectiveness in goods searching and purchasing.           

10 This web site is useful for searching for and buying goods.           

        11 Based on my experience with this online tickets booking store in the past, I know it 

is honest. 

          

12 Based on my experience with this online tickets booking store in the past, I know it 

cares about its customers. 

          

13 Based on my experience with this online tickets booking store in the past, I know it 

keeps its promises to its customers. 

          

14 Based on my experience with this online tickets booking store in the past, I know it 

is trustworthy. 

          

15 Based on my experience with this online tickets booking store in the past, I know 

that the transactions will be successful. 

          

        16 I have fun when interacting with this web site.           

17 Using this web site to purchase products provides me with a lot of enjoyment.           

18 It is very comfortable to use this website to purchase airline tickets           

         19 If I could, I would like to continue using this web site to purchase products.           

20 It is likely that I will continue to purchase tickets from this web site in the future.           

21 I intend to continue purchasing products from this web site in the future.           
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Part 3 Demographic Questions 
1. What is your gender? 

□ Male  □ Female 
 

2. How old are you? 

□ ≤ 20  □ 21 to 30  □ 31 to 40  □ ≥41 
  
3. What is your marital status? 

□ Single, never married □ Married □ Widowed   
□ Divorced  □ Separated  

  
4. What is your highest level of education? 

□ Elementary □ Junior high school  □ High school □ Bachelor degree □ 
Master degree  □ Doctor degree or higher  

 
5. What is your current occupation? 

□ Company employee □ Self-employed/Businessman 
□ Civil servant or professional □ Student □ Retired 
□ Unemployment □ Others 
 

6. Approximate monthly income in Chinese Yuan (¥): 

□ ≤ 1,000 Yuan 
□ 1,001 to 4,000 Yuan 
□ 4,001 to 7,000 Yuan 
□ 7,001 to 10,000 Yuan 

□ ≥ 10,001 Yuan 
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QUESTIONNAIRE (CHINESE VERSION)  
                                                                                                                                                                           

你好,我是一名在泰国曼谷泰国商会大学攻读 MBA 课程的学生。我正在写我的研

究生论文,该研究论文是研究“在中国影响顾客使用第三方平台再次购买机票意

图的因素”,本调查是我学习的一部分,请您帮我填写调查问卷，您的意见对我的研

究是很有价值的。  

第 1 部分 筛选问题 

1. 您有没有在网上购买过机票？ 

□ 有  □ 没有 

2. 哪个购票网站是您最常使用的？（请只选择一个） 

□ 去哪儿  □ 携程   □ 飞猪  

□ 腾邦国际  □ 航空公司的官方网站 

□ 其他 (同程，号百控股, 酷讯,芒果网, 艺龙, 等等) 

 

请根据以上您选择的购票网站，回答下面的问题： 

3. 你是怎么知道这个购票网站的？ 

□ 从其他网站得到链接  □ 使用搜索引擎进行查找 

□ 收到来自 www 邮件列表的电子邮件 

□ 从朋友那里得知网址  □ 从报纸/杂志上看到 

□ 不记得了  □ 其他 

 

4. 您多久使用一次这个网站订购机票? 

□ 少于 1 次/年  □ 1~2 次/年  □ 3~5 次/年 

□ 大于 5 次/年 

 

5. 您平均每次浏览这个购票网站的时间是多久? 

□ 少于 15 分钟  □ 16~30 分钟   □ 31~45 分钟 

□ 46~60 分钟   □ 大于 60 分钟 

 

6. 您购买机票的平均花费是多少? 

□ 少于 500 元     □ 501~1000 元    □ 1001~1500 元 

□ 1501~2000 元    □ 2001~2500 元   □ 2501~3000 元 

□ 大于 3000 元 

 

7. 您为什么选择这个购票网站？（请根据你的赞同程度对下面的表格进行勾选) 

 
非常不赞

同 
不赞同 中立 赞同 非常赞同 

个人习惯      

可以帮助我省钱      

这个网站提供的服

务符合我的期望  
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可以比较不同航空

公司的服务信息 
     

 

 

8. 在以下哪种情况您会购买机票？（请根据您的频率对下面的表格进行勾选) 

 从不 不经常 中立 经常 非常经常 

 假期      

新学期的开

始或者结束 
     

公务旅行/

出差 
     

赠送给朋友

家人的礼物 
     

 

 

9. 除了在这个网站订购机票，您使用其他服务的频率是多少？（请根据您的频率

对下面的表格进行勾选) 

 

 从不 不经常 中立 经常 非常经常 

酒店      

火车票      

汽车票      

租车      

周边游      

门票      
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变量问题 

根据您选择的网站，请回答以下问题。 请在以下表格中表明您的同意级别。 

（1 =非常不同意; 2 =不同意; 3 =中立; 4 =同意; 5 =非常同意） 

编

号 

问题 1 2 3 4 5 

非常不

同意 

不同意 中立 同意 非常同

意 

1 这个网站的学习成本低           

2 该网站的操作设计得很灵活           

3 该网站的操作逻辑很容易理解           

4 学会熟练使用该网站很容易           

5 总的来说，这个网站很容易使用           

        6 该网站提高了我在搜索购买机票时的效率           

7 该网站提高了我在搜索购买机票时的能力           

8 该网站使得搜索购买机票变得更加容易           

9 该网站提高了我搜索购买机票的效果           

10 总的来说，该网站对于搜索购买机票很有用           

        11 基于我过去在这个网站购买机票的经验，我知道这个网站是诚实的           

12 基于我过去在这个网站购买机票的经验，我知道这个网站关心客户           

13 基于我过去在这个网站购买机票的经验，我知道这个网站信守诺言           

14 基于我过去在这个网站购买机票的经验，我知道这个网站是值得信赖的           

15 基于我过去在这个网站购买机票的经验，我知道和这个网站的交易会成功           

        16 使用该网站购买机票是很有趣的           

17 使用该网站购买机票是很令人愉快的           

18 使用该网站购买机票是很自在的           

         19 如果可以的话，我想继续使用该网站购买机票           

20 我很有可能在将来继续从这个网站购买机票           

21 我打算在未来继续从该网站购买机票           

 

第2部分 人口统计问题 

1. 您的性别是什么？ 

□ 男  □ 女 

 

2. 您的年龄是多少? 

□ ≤ 20  □ 21 ~ 30  □ 31~ 40  □ ≥41 

 

3. 您的婚姻状况？ 

□ 单身，从未结婚  □ 已婚  □ 丧偶   

□ 离婚  □ 分居 

  

4. 您的最高学历是什么? 

□ 小学  □ 初中  □ 高中  □ 大学 

  

□ 硕士/研究生  □ 博士或以上学位 
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5. 您现在的职业是什么? 

□ 公司职员  □ 自由职业者  □ 公务员或专业人员  

□ 学生  □ 退休  □ 待业 □ 其他 

 

6. 您的大约月收入是多少 (¥)？ 

□ ≤ 1,000 元 

□ 1,001 ~ 4,000 元 

□ 4,001 ~ 7,000 元 

□ 7,001 ~ 10,000 元 

□ ≥ 10,000 元 
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