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ABSTRACT 

The pllrpose oJthis study was prill/ari~y to analyze the Jactors afJecting e-II/arketing practice (It 
Ethiopian Airlines (EAL) in e-ticketing per.\}Jective. With the advent of new internet and related 
technoloxies. new business opportunities have been created for business .firms entailing new 
ways to conduct business. ThereJore, by believing that e-ticketing contributes to the 
cOlI/petitiveness olEAL in the globalization era, while providing ease to the passengers to obt(lin 
their tickets online, the study was designed to assess the contriblilion oj e-ticketing to the success 
oj EAL. To this end. descriptive survey II/ethod was ell/played. Questionnaires and sell/i­
structured interview.I' were all/ong the data collection tools. The SOllrces ol data include, 2011 
passenger,l' were contacted to obtain their experience.I' and factors aDecting buying e-ticke/.I'. 
Additionallv, 3 personnellstaff (~lthe EAL FOII/ II/arketing departll/ent were interviewed. 
.fudgll/ental sOli/piing technique was employed to select the EA L flight routes and convenience 
sOIIIJJ/ing lechniqlles were used 10 select the passenger re,~pondenls, whereas purposive sampling 
W(lS ell/played to select the personnel of the EAL. The collected dota lVere analyzed using 
percentage. II/ean-scores, standard deviation, correlation and regression analyses. The II/ajor 
.findings include: Only 19.5% of the respondent passengers gained benefits ./i·oll/ using the 
cOlI/pany's website; Jactors affecting e-tickeling practice at EAL ./i·01l/ the highest to lowest: 
Security, Trllst, Perceived U\'ejttlness, Irifrastructure, Ease oj UI'e and Behavioral Control; 
respondent passengers perceived that the inji-astructllrefacilities oJlhe EAL were inadequate./or 
practicing e-ticketing; 1I10st of the domestic cUstomer,l' didn't lise e-ticketing at the EAL; and 
./inally, the II/ost ill/portant benefits o.lpracticing e-ticketing system were identified asf/exibilit)' 
in usage, Faud and the./i prevel1lion. cost-savingFom paper ticket stock and easier processing 1If' 
finanCial data, Based on these .findings , conclusions were drawn and sOllie jeasihle 
recoJllmendations are forwarded. 

Keywords: e-Marketing, e-Ticketing, Ethiopian Airlines, Service Marketing. 

V III 



Chapter One 

Introduction 

1.1 Background of the Study 

Now-a-days, the marketing act ivities are chang ing faster and faster in terms of size and speed 

with the advent of in ternet technology. Cogni zant of this fact, changing the types of prod ucts and 

service that can be sold, pari passu, alters the market for products and serv ices in ter ll1 s of place 

and time. Against this backdrop, within a relat ively short time frame, th e intern et and World Wide 

Web have moved from a theoretical concept to an establi shed part of our daily lifestyle (G roucutt 

& Gri scri , 2004). 

In tern et has had a far greater impact on changing market ing in particular and business act ivities in 

general. That is not on ly the way in whi ch products and serv ices can be marketed that has 

changed, but new products and se rvices are being deve loped . Therefore, its change has seen a 

significant shift in the balance of power between businesses and consumers. Today's effective 

market ing is performed via a two-way communication channel. Thus, online marketing 

comm unications are moving toward interactions between individ ual rec ipients and consumers 

rather than be ing directed /i'om a market ing organ ization to masses of consumers (Owen and 

Humphrey, 2009). 

One can safely say that electronic net-works wi ll allow people to transcend the barriers of time 

and di stance and take advantage of globa l markets and business opportuniti es soon. To thi s erfect. 

the transaction conducted between the two parties can be facilitated by electroni cs media. 

Traditional marketing applied on this electronic technology is ca ll ed e-marketing (Judy et al .. 

2000). 

It is a we ll established fact that e-marketing has many different uses for different organi zations. 

Accord ing to Watson et. ai, (2002), E-marketing enta il s utilizing existing and emerging 

communicat ion and data networks to im part personalized and un interrupted communication 

between the firm and its customers and to provide va lue above traditional networks. However. to 



implement e-marketing in the company has its own challenges and di sadva ntages, such as 

ilnancia l constra int and issues re lated to human resources, among others, 

It is an axiom that the Airlines industry is among the industries that use e-market ing very wide ly 

in their day-to-day acti vities. E-marketing contri butes a lot to the expansion of the Airlines 

industries marketing distribution channels and impacting customer and business market behavior 

(Sheth and Sharma, 2005). Cognizant of th is fact. many Airl ines firm s have started de ve loping 

their market ing activities using thi s technology part icularly the e-ticketing or electron ics ticketin g. 

According to lATA 's (www. IATA.org) report, the United Airlines was the tirst airli ne to issue 

electronic ti ckets in 1994 and the British Mid land Ai rways for the ilrst time started intcrnet 

book ing airlines in 1996. 

Considering the co lossa l role of this technology on th e overa ll performance of th eir act ivities and 

fo ll owing the experiences of the aforementioned Companies, many other Europea n, Aillerican 

and developing countries' airl ines a lso adopted e-ticket ing, This has becoill e an addi tional source 

of market distribution th rough increas ing servi ce effic iency and saving costs. Certain global 

organi zations like lATA regulate ai rl ines service activ ities and transaction by stipulating rules and 

standards for whi ch each member shoul d stri ctly fo llow. And hence, one of the operating 

standards for a given organi zation to provide qua lity serv ice has become the introd uction of e­

ticketing. In line with thi s, every lATA 's member Airlines has changed the issuance of paper 

ti ckds and rep laced them by e-t icket (www. IATA.org). 

An e-t icket ing model allows authori zed travel agents to transmit ticketing information directly to 

the ai rline's database, enabling passengers to check-in and board the flight without showing a 

paper ticket. It substitutes the paper-based fl ight coupons by an e lectronic ticket image that is 

stored in the airli ne' s database (X ie and Shu gan, 200 1). With an e-ticket. detail s of the 

passengers journey are stored in an airline database, and are retri eved using a unique look up 

code, This means that there is no need to issuc a ph ys ica l ti cket to the passenger; instead the codc 

can be de livered via the Internet or over the phone. This e-ticketing practice is also implemcnted 

at the EAL as it is a member ofthc lATA. 

The EA L is a commercial airline, wh ich was fou nded in 1946 with an inauguraill ight to Cai ro in 

a war surplus air plane. Currently, the EAL se rves 56 internat ional and 16 domesti c desti nations 
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III the transport of passengers and cargo. In addition, more than half of its internati ona l 

destinati ons are in Africa (Ethiopian Airlines: Companies profi le, 2010). Moreover. during the 

2007-08 fiscal year, the company generated an an nual revenue of9.2 billion ETB whi ch was 34% 

hi gher than that of the previous year. (Ethiopian Airlines: Annua l Report, 2007-08). 

The EA L started e-marketing in 2002 in pursuant to the ag reement with Amadeus. This Compan y 

made a system di stribution for airline to implement booking on the web but later it was chan ged. 

Later in the year 2006. Saber Company installed a new software for EAL e-ticketing system. The 

saber soni c web has better features of online book ing and ti cketing facilities and it is still being 

used by the airline (Ethiopian Airlines: Selamta Magazine, 2007). 

As it has been mentioned earl ier, the EAL is a member of the lATA, and hence, it is governed by 

the rul es and regulations of thi s international organi zation. To thi s end, the EA L implemcnted e­

ticketing as of February 2006. However, the EAL is at the bottom of the li st of member countri es 

in implementing e-ticketing. /\ cursory in vestigation of the EAL annua l performance report 

2007/08 reveal s that only few passengers were using e-ticketing in the Company' s website by 

themselves due to a confluence of factors . A research that helps weed out the fac tors th at are 

contri buting to the poor performance of e-ticket ing has not yet conducted in Eth iop ia. Therefore, 

the purpose of the study is to identify factors affecting e-marketing pract ice at the EAL e-ticketing 

perspecti ve . 

1.2 Statement of the Problem 

In the airlines industry e-market ing contr ibutes a lot to expanding the industries marketing 

distribut ion channels. In the same token, at the globa l market e-marketing has been pract ising and 

is growing at a dramatic pace. In addition, it has signifi cantly changing customer and business 

market behaviour. E-marketing is based on the use of information technology (IT). Specially, the 

homogeneous nature of the airlines business makes -product diffe rentiat ion very difficult and 

costly and hence creates very strong competitive pressu re in the airlines business. Against thi s 

backdrop, the EAL is expected to shift its focus towards understanding the factors that afl'cct the 

ut il ization of e-marketing, spec ifical ly in the e-ticketing perspect ive to exist in the market and to 

get better profit. 

Resea rch conducted by Davis (1993) and Venkatesh (2000) depicted that on-I ine buying has 
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impact on consumers ' percepti on in terms of use fulness, easy of use, perceived ri sk, trust and 

convince. Another research by Tan (2005) indicated that e-market in g is highl y influenced by the 

leve l o f infrastructure a given Airlines has. Sim ilarly, (J oseph, 2005) found that transaction 

security, especially for cred it card transactions, and protection of customer data arc as important 

as website and network security. However. those researchers didn't come across resea rch 

co ndu cted by Ethiopians on e-marketing. Hence, the researcher believes that this resea rch study 

would contribute to filling the existing research gap. To thi s end, the following basic research 

question s were set:-

I. What factors are high ly affecting e-marketing practices associated to e-ticketin g? 

2. How do passengers perceive about buying e-tickets through EAL website? 

3. What are the benefits of practicing e-marketing at the EAL? 

1.3 Objectives of the study 

The main objective of the study was to identi fY factors affecting e-marketing practice at the EA L 

e-ticketing perspective in Addis Ababa offices . 

The speci fic objectives of the study were: 

I. To identify factors affect ing e-marketing practices related to e-t icketi ng in the case 0 1' 

EAL; 

2. To examine how passengers perceive about e-ticketing serv ice of EA L; 

3. To explore the benefits of e-marketing at EAL. 

1.4 Significance of the study 

T hi s study is believed to have the following significa nce. It wou ld:-

:.- Provide valuable info rmation for the deci s ion makers in order to plan or to mod ify e­

marketing at EA L; 

> He lp the company to identifY its problems and to take correct ive measures; 

>- Help the employees of EA L to actively engage themse lves in promoting the deve lopment 

of e-ticketing as we ll as e-marketing; 
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:;.. En hance the researcher theoretical and pract ical knowledge towards e-marketing; 

:r Motivate other researchers to perform study on the so far untouched areas of e-market ing. 

1.5 Scope of the study 

The objecti ve of thi s research was to ana lyze fac tors affecting e-market ing at the EAL e-ticketing 

perspectives. The outcomes of thi s research are be lieved to address needs of customers. industries 

and other stakeholders in the field. However, it 1V0u id be quite dimcult to assess all e-mark eting 

act ivities in the EAL. Considering some constraints such as time limitat ion and linancial setbacks 

as we ll as to make the study more manageable, the researcher was forced to delim it the scope of 

the study onl y to the EAL e-ticket ing system at Add is Ababa. Moreover, the passengers 

conducted were also only ti-om the fli ghts in the month of March 20 I 0 at EAL based on time line 

o f the research . 

1.6 Lim itations of the study 

There is no iota of doubt that any research requires suffi cient time, up-to-date in format ion, 

reference material s, finance , and the like, the resea rcher also encountered some of these 

chall enges to carry out thi s research. Especially, thi s study was carri ed out along the passengers' 

flight time. Thus, the time would be very short to fill the quest ionnaire . In add ition. as the 

company started online sales recentl y, the resea rcher lilced problems of getting full informati on 

on the matter. Moreover, lack of adequate secondary sources such as publi shed manuals. online 

database sources and adequate library service were some of the major lim itations. However. thc 

resea rcher tried its best to manage those problems and was able to produce thi s resea rch report in 

it s present form at. 

1.7 Organization of the Study 

This research paper is divided into five chapters. The lirst chapter deals with the background, 

statement of the problem, objectives of the study, significance of the study, scope of the study, 

limitat ion of the stud y and definiti on of key terms. Chapter two prov ides overview of related 

literature. Chapter three descri bes research methodology there had been used in thi s research. 

Chapter four presents data anal ys is and presentation . The last chapter present the summary of 

lind ings. conclusion and recom mendations. 
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1.8 Operational Definition of Terms 

Factor: A ca use or determiner that influences the practice of e-market ing 

Marketin g: as th e process by which compan ies create value fo r customers and bu ild strong 

c ustomer relat ionship in order to capture va lue from customer return. 

E-markcting: The result of information techno logy appl ied to traditi ona l marketing. 

E-tickcting: is a paperless electronic document used for ticketing passengers. parti cu larl y in the 

commerc ia l a irline industry. 

Perception: is defined as the process by whi ch an indiv idual se lects. organizes, and interprets 

stimul i in to a meaningfu l and coherent picture o rthe world. 

Cred it Card: T he card that can be lIsed by the cardholder to make purchases or obtain cash 

advances usi ng a line of credit extended by the financia l in stitution that issued the ca rli. 

Debit Card: An electron ic card issued by a bank wh ich a llows bank clients access to their 

accoll nt to withdraw cash or pay fo r goods and services. 
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Chapter Two 

Literature Review 

2.1 E-mat'keting: An Overview 

E-market ing can be viewed as a new modern business practice associated with bu ying and selling 

goods, services, in formation and ideas via the I nternet and other electronic means. A vai lable 

sources reveal that definitions of electronic marketing vary accordi ng to each author's point 0 1' 

view, background and spcc ializat ion. Sm ith and Chaffey (2005) define e-marketing as achi eving 

marketing objectives through applying digital technologies. Wh ile Strauss and Frost (200 I) 

define e-marketing as: The use of electronic data and applications for planning and executing the 

conception , distribution and pricing of ideas, goods and servi ces to create exchanges that sa ti sly 

individual and organ izational goals. The above reviews define e-marketing in different ways. 

Consequent ly, it seems that the concept of e-marketing is based on the traditional definition of 

marketing as integrated with the electronic media, 

On the other hand e-marketing uses the Internet as a platform for allowing firms to adapt to the 

needs of customers, reduces transaction costs, and allows customers to move from time-based and 

location-based behaviors toward non-tempora l and non-Iocat ional behaviors (Watson et al. 2002). 

It exp lains that e-marketing may result in more effect ive performance such as better quality, 

greate r customer satisfact ion, and better corporate decision-making. 

The real value ofe-market is that it allows a company to provide customers with a range of actua l 

benefits including convenience, information, and interact ivity, wh il e technology leadership in 

serv ice firms is a signifi cant variable that enhances organizat ional knowledge and improves 

ovcra ll service quality in the eyes of the customer (Ghosh, 1998) cited in Yang (200G). 

Furthermore, the above researchers show that the ability to customize is one of the key benelits 01' 

implementing e-Illa rket into service delivery. 

As stated above, Internet-based e-market provides orga ni zations with a powerfulmcans to interact 

with its customers on one-to-one basis and make direct and personalized contact with each 

customer and a personal feeling to be interface, Therefore, all the above literature attempted to 
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explai n and underscore the need for any business organ izat ion to perform on e-marketing to stay 

and exce l in the market. 

2.1.1 E-marl,eting in Airlines industry 

The emergence of the internet in the mid- 1990s as well as the development of Intranet and 

Extranets forced airlines to refocus their strategy on technolog ical innovat ions in order to enhance 

thei r competitiveness (Buhali s, 2004). Therefore, thi s seems the dri ving fo rce behind the Airlines 

industry to identi fy the internet as a major opportunity to tackle distribution costs and re-engineer 

the structure of the industry. 

According to Yang (200 I). A irlines were the earliest practitioners of e-market and ai rline ticket 

sa les now consists the largest pOition of all product sales made online . It shows that online sa les 

br ing greater benefits to airl ines than to any other industry. Besides, using ICT tools made the 

industry re-engineer itse lf as it introduces a number of ICT-enabled innovati ons such as 

electroni c/paperless tickets, transparent and clear pricing led by proact ive and retroact ive yield 

management. 

Airline industry is one of the most competiti ve industries within the economic env ironmcnt. 

Within industry's boundaries actors have more or less recentl y and with significantly different 

patterns of action undertaken effo rts to achieve an integrat ion of the internet platform and its 

app l ications (Porter, 1980). It also works on strategic advantage framework for thc effects of 

clectronic commerce and its potential for compet it ive advantage in airli ne industry as shown 

be low. 

I n d u S l,"y vv id e 

STR.ATEG I C 
T ARGET 

Parti C u l a r" S a g rn a nt 
O nly 

STRATEG I C ADVAN T A GE 

'_ I niqu ena 59 pe r"c elv ed 
by th EI c w s t o ." e r 

O I FFE RE NI tA-T 10 N 

Lovv co s t po s il ion 

a V E R.A L L CO 5"1-
LEADERSHIP 

FOCUS 

Figure I: S trategic Advantage 

Source: Compet it ive Advantage (Porter, 1980) 

8 



Overall Cost Leade rship : Airline can generate sign ificant cost sav in gs by send ing tickets. 

newsletters. quotes. and other documents via Internet. rath er than by post or facs im ile . Airli ne ca n 

use We b s ite to publish - in a cost-e ffective way - pub lic doma in doc um ents such as an nua l 

reports, prod uct brochurcs, vacant pos itions, contact deta ils and other im port ant Ai rline 

in lo rmation. 

I)ifferentiation: E-ticketi ng seems to be a 'wi n-win' so lution fo r the airline business. It o lTe rs the 

a irline the chance to make considerable sav ings in both trade terms as we ll as in invoici ng and 

in terna l accoun tancy procedures . Moreover, it he lps fight the downwa rd profit sp ira l that has 

a ffected the industry fo r years. Secondly, it is very attractive to customers, who may bene tit from 

a service o ffer both technolog ica lly advanced and of high intrins ic va lue. 

Focus: O rganizations can make use of the foc us strategy by foc us in g on a spec ili c ni che in the 

market and offe rin g specia li zed prod ucts fo r that niche. Competiti ve advantage ca n be ac hieved 

only in the company's target segments by employin g the foc us strategy. 

Genera ll y, thi s rev iew suggests that e-marketing in an airlines industry is useful for the customcr 

as we ll as the industry. It is a lso the sa me as ot her services in that it is cost effect ive and easy to 

use. 

2. 1.2 Potential and challenges of e-ma rketin g 

Accord ing to Basu and Muy lle (2007), e-bus iness has dramatica ll y been changi ng how 

compa nies' bus in ess processes are im plemented and has a lso enhanced industry's structure and 

shi fted the balance of power between corporations and the ir suppli ers and customers. According 

to these researchers, compa nies in eve ry industry have had to eva luate the 0pp0l1unity and threat 

presented bye-business. Indeed, e-market ing is deri ved from e-bus iness or one com pone nt o f e­

bus in ess. There fore, the above rev iew states th at e-bus iness is directl y applied on e-marketin g 

acti vi ties o f the a irlines industry and also the opportunit ies and threats that come a long with while 

apply ing e-market ing in a given compa ny. 

O ne o r the opportun ities o f e-marketing co uld be seen by apply in g modern electronics tec hn ology 

over th e tradi tional system. Electronics media play a pi votal ro le in gett ing those 

opportu nities/benefi ts. Soon e lectronic net works wi ll all ow peop le to transcend the barrie rs of 

tim e and di stance as we ll as take advantage of globa l markets and busin ess opportuniti es that are 
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not eve n imaginab le today, opening up a new world of economi c poss ibility and progress (Ja ing 

et a l, 2002). 

Joseph (2005), li sted some benefits of e-market ing as fo llows: 

Globa l Reach: - It ca n offer you in stant international reach and indeed, online networks have 

created an in stant g loba l community. It also erases the time and di stance barriers that get in the 

way of conducti ng bus iness transacti ons with customers in other countri es. 

Lower Cost: - It can save money and hel p stretch marketing budget. That is e lectron ic vers ions of 

catal ogues, brochures, and spec ificatio n sheets do not have to be printed, packaged, stored , or 

shipped. 

Save time: - It can save time and cut steps from the marketing process. Marketers no longer have 

to wa it for one o f thei r sa les representatives to give them the desired information. 

Information rich and interactive: - It can be inform ati on rich and in tcractive. It appea ls to 

information hungry buyers and analyti ca l buyers. It a ll ows buyers and current customers to sea rch 

and locate the i nlo rmation they need quick Iy. 

Lower barriers to entry: - It can lower barriers to entry and offer eq ua l opport unity lor access. 

When you are doing bu siness online, distinct ions re lated to the ethnic background or gender or 

even the size of businesses do not seem to matter as much . 

24-Hour Marketing: - Us in g a webs ite, custom ers can find out about the orga ni zati ons products 

and services even if the o ffice is c losed . 

Perso nalization: - If the customer database is linked to the company's websi te, then whenever 

someone visits the site, it can greet them with targeted offe rs. The more they buy li'OJn the 

company, th e more it ca n refine the customer profile and market effectively to them. 

Better Conversion Rate: - If yo u have got a website, then your customers are onl y ever a few 

clicks away from complet ing a purchase. 

The above review indicates the benefits of practic in g e-market in g by the orga nization as well as 

the customers. Applying e-market in g is relativel y easy to use in compari son to the traditi ona l 

system, with one- to-one marketing, bette r conversat ion rate and trustworthy. However. thi s 

benent will be ac hieved when co mpanies are equ ip ped with better infrast ructure and security. 
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All in all , practi cin g e-marketing in an industry can yield pro lit, eas ily mcet the cO lllpany's 

objecti ves with a relati ve ly lower cost and short peri od of time. Hence, the aforcmen tioned 

beneli ts can easi ly be seen in a given organization's acti vities by using e-marketing in one way or 

the other. Though, there are lots of opportunities in practic ing e-marketin g, there are also man y 

di sadvantages and challenges fo r va ri ous reasons. 

According to Windrum and Ben'anger (2003) citing Gilmore et. aI. , (2007) one of the 

di sadvantages o f e-marketing is assoc iated with financial const rain ts as many organizations are 

hi ghly se lect ive in using e-marketing and web site des ign. An organizati on requires high li nancial 

in vestment to practi cing e-marketing and nceds to see the rea l tangi ble advantages coming out. 

Human resource issue is also another challenge. Thi s usually leads to outstretched staff workloads 

which usually result in work being pri orit ized and inevi tabl y other acti viti es be ing seen as more 

important than web site deve lopment or e-marketing. Similarl y, many small and medium sca le 

enterpri ses are re luctant in thi s regard mainly due to lack of specialized skill s or know-how or 

marketing on the web (Chapman et aI. , 2000) . 

Moreover, the genera li st nature of managers and employees within an orga ni zation results in 

limited knowledge about how various computer technologies could contribute to an overa ll c­

marketing strategy (Jeffcoate et aI. , 2002). This in turn shows the impact o f the abi li ty of 

managers and employees whether to practi ce or not. Thi s could be the case before implementi ng 

any computer technology or so ft ware needs training. However, the system is dil'li cult to operate 

and less user-friendly and has become a challenge to practice. 

The author (ibid) further stated that many under deve loped countries' organi zations often become 

I'j'ustrated by their dependence on ex ternal service prov iders. This is due to the tilct th at many 

deve loping countries' companies purchase software from external sources. This also creates many 

problems. There are also other problems which have become a bottleneck for compan ies, among 

others. inadequate infrastructures, res istance to change and negati ve customer percept ions as we ll 

as implementation and maintenance, inter ali a. 

I I 



2.2 E-ticketing 

2.2.1 Concept of c-ticket 

In the airlines industry there are two types of tickets, namely the pape.r ti cket and the elect ronic 

ti cket. also known as ticket-less travel. Paper tickets are so named because the night coupons (the 

pieces of paper that contain the exact !light information and arc labeled as Ili ght coupons) are in 

paper fo rm. With an electronic ticket, thi s information is held within the airli ne's reservati on 

system, and is indicated as electronic tickets when you check in. The passenger traveling on an 

electronic ticket is given a copy of the itinerary and the contract of carriage. 

What is c-ticket? 

There are probably a hundred or more different ways that questi on can be answered: According to 

McCuhbrey (1999), an e-ticket is simply a record ofa rese rvat ion made using a valid cred it card 

number stored in the computer database of the airlines company. That is. one can buy e-tickets 

Irom the companies' website. However, e-tickets use not onl y credit card payment but also other 

form or payment such as cash and check. Gene rally. e-tickets combine the issue and delivery of 

ticket into a single operation (www.travelandtouri sm.com. 2005)c itedinSulaiman.et. al.. (2008). 

Thus. e-ti ckets simplify the business process. Kruelle, et. aI. , (2006) al so deline e-tickcting as a 

method for documenting sa le, track ing usage and accounting for a passenge r' s transportation 

without requ iri ng the issue of paper va lue documents. It may also be used for easil y retrieve the 

data instead of referring paper documents. James et. aI. , (2007) defines e-t icket by relating it with 

finance, that is, e-ticketing is defined as a contractual and monetary rel ati onship between the 

transport operators and the provision ofa service linked to the monitory va lue of the ti cket. 

E-tieketing, the new way of issuing and deli verin g tickets, is becoming prevalent and employed in 

many air line companies with a view to reducing the costs that goes to printing tickets. In India, 

fo r instance, it is projected that the e-ticket ing will result in 10 to 15 milli on US D saving (Krue lle, 

et. al. . 2006). While e-ticketing creates cost sav ings for the airl ines companies, trave lers get their 

benelits in terms of cOllvenience. The travelers do not need to carry a paper ticket, whi ch means 

that the tension of misplac ing a ticket is el iminated. Besides, the passengers are allowed to check­

in online over the web, see what choice of seats is ava ilab le on the screen, and make the 

appropriate choice acco rdingly (Sulaiman, et. aI. , 2008). 
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An e-ticket saves air li nes cost because the companies do not have to spend money and postage 

issuing paper tickets. An e-ticket is also more reli ab le, since the traveler need not depend on the 

mail to receive his ticket, or on a ticket ing clerk at the airport, who may not know a ticket was to 

be held for the traveler at the counter. An e-ticket is also cheaper than a paper ticket. U.S. airlines 

routinely charge about 20 US D to issue a paper ticket (Kam insky, 2003). 

Genera ll y, e-t ickets, now offe red by many major airlines, allow traveling without a paper tic ket 

by elim inating the worry of leaving tickets behind. An e-ticket confi rms your airlinc ti cket 

purchase without requiring a paper record; the only record oran e-ticket sa le is in electroni c form 

in the airline's computer system and also this e-ticketing model all olVs authori zed travel agents to 

transmit ticketing information directly to the air line's database, enabling passengers to check-in 

and board the flight without showing a paper ti cket. Moreover, it saves costs and is conve ni ent to 

ca rry. In fact, many airl ines no longer issue paper tickets. To this dfect, lATA has an nounced that 

as of June 1,2008. its member airl ines wi ll no longer issue any paper tickets. 

History of c-tickets 

Nowadays, the majority of air passengers buy e-t ickets, however, this has taken a long time to 

reach at thi s point. In the history of airlines, e-t icketing service dates no more than 17 yea rs. 

lATA governs all members of thi s Association by setting rules, procedures an d guidelines by 

conducting research. lATA 's (wIVIV.IATA.org) re iterate the history ofe-t icketing as follows: 

• United Airlines was the first airline to issue e lectronic tickets, back in 1994. Although 

some sources say the Atlanta-based bargain carri er ValueJet was the tirst to issue in 1993. 

Following the terrori st attacks of Sept. II , 200 I, the Un ited States government app lied 

new restrictions on the purchase and use of e-t ickets in the Uni ted States. The 

Transportation Security Agency recommends e-ticket passengers contact airlines before 

the ir fli ght to find out what documentation they need to claim their ticket and board ing 

pass. 

• A decade later however, onl y 20% of all airline ti ckets were electron ic. The industry was 

miss ing out on an opportu nity to save 3 bill ion USD a year. Aside fro m the substanti al 

cost savings, e lectron ic tickets are also more convenient for passengers - they would no 
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longer have to worry abo ut los ing tickets and changes to itinerari es co ul d be made more 

eas il y. 

• In .Iune 2004, lATA set an industry target of 100% e-ticket in fo ur years. At the ti me, 

many be li eved thi s was an unrea li stic goa l. Evo lving standard s, uncertainty about the 

return on investment and skepticism about the customer acceptance of paper in pa rts of the 

world were some of the reasons why e-ticketing hadn't taken off. 

• It took only four years to reach 100% e-tic keting. On I June 2008, the ind ustry moved to 

100% electroni c ticketing. Together, lATA and airlines, trave l age nts, airports. system 

prov iders, and GDS have moved an entire industry !i'om the paper age in to the !"ull 

electronic era. 

In the history of Airlines industry, e-ticketing system has just few years of experience. lATA 

makes a dec ision to implement e-ticketing by all member countri es. The rationale beh ind is that 

by implementing e-ticket, an Airlines company can get more bencfits than applying trad itional 

system. Bes ides, it contributes in simpli fy ing the business. 

2.2.2 Advantages and disadvantages of e-ticketing 

An c-tickct ofTers many adva ntages fo r both trave lers and airli nes, includ ing security, tl ex ibil ity, 

cost and convenience. At the same time, it also provides the standard assu rances of the traditional 

paper ticket, such as seating choice, travel time options and other tlex ibili ties. However, there is 

al so di sadvantages and cha ll enges whil e applying e-ti ckets in an organizati on. 

Advantages 

Accord ing to SITA (2005), there are a number of advantages of e-ticketing. among these. it 

redu ccs document di stribution costs, eliminates paper- ticket fi·aud . enhances passcnger check-in 

options, stops revenue leakage through au tomati on of check- in and ticket change contro l. 

eliminates lost/stolen tickets, and eliminates the need fo r pre-paid tickets, inter ali a. 

Similarly, Ga lileo Pak istan mentioned the benefits of e-tickets. According to th e Company's 

webs ite (www.galilco.colll) e-ticketing prov ides the following benefi ts : 

14 



• Cost Sav ings - Reduce the costs assoc iated with printing and mailing tickets to your 

ti cket buyers. Eli minate or reduce th e need for ti cket stock, enve lopes and postage. 

• Labor Savings - Reduce the labor assoc iated with printing and mailing ti ckets. Cut 

down on the effort required to retri eve tickets for Will Call pick up orders. 

• Safe and Secure - E-Tickets are safe and secure . Barcode va lidation eliminates the 

poss ibility of counterfeit and duplicate tickets. 

• Actua l Attendance Reporting - Find out how many of your e-ticket patrons attended 

your event and when they arri ved. 

• Instant De livery - Customers can print their electronic tickets immediately aller th ey 

purchase them . This makes e-tickets ideal for th e last minute gin or the last minu te 

deci sion. 

• Additional Informati on - E-Tickets provide space for addit ional useful inlo rm ati on 

such as street maps, dri ving directions, and other in form ation yo ur customers may 

need to know. 

• Advert is ing - E-Tickets provide unique adverti sing capabilities. Increase your 

organi zation's revenues by offering adverti sing space on your web ticket. 

The above benelit, mentioned by Galileo Pakistan website could be seen by any companies that 

perform e-ticket. However, those benefits may not be achieved in all companies. This is due to th e 

lact that these benefits de pend on some tactors such as the features of web-page, the infrastructure 

lac ility of the compan y, consumer/user awareness, among others. 

lATA also summarized some benefit s of e-ticketing as foll ows: 

• LOlVer costs: industry savings of up to USD 4.9 bil lion annuall y 

• Faster servi ce: a reduced cycle time of an average of 24 hours 

• Greater reliabil ity and accuracy: one-time electronic data entry at point of origin 

• Better vi sibil ity: electronic documentations allows for online track and trace functi onality. 

As mentioned above, e-ticket has ad vantages lor both travellers and airlines including security. 

fl ex ibility, cost saving and convenience. Moreover, it prov ides the standard assurances of th e 

traditional paper ticket. such as seating choice, trave l time options and other Il ex ibilities. Besides, 
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e-ti ckets are processed in a more timely IVay thcreby sav lllg labor hours and cutting do\\n 

trave ller' s frustration. To th is effect. airl ines can more easil y track down passengers to inlorm 

them of itinerary adjustments, cance llations and other last-minute changes. 

An e-ticket can be purchased direct ly from an airline's website, from a trave l site or from a travel 

agent. However, reservation information should always be printed out and avai lable, since 

computers can get crashed and the trave ler may need to show the informat ion to a securit y agent. 

With an e-ticket, a trave ler can feel a bit more secure about th e status ofhis/her night. 

Disadvantages 

Though e-ticket plays a pivotal role in the airlines industry, there are some lim itations and their 

own disadvantages. Accord ing to Crosby (2007), e-tickets have the foll owing disadvantages: 

• A computer crash could cause a passenge r's reservation and other informati on to simply 

vani sh. 

• With its much-improved efficiency, e-t icketing also could make some jobs, such as those 

at travel agencies and airline reservations desks, obsolete thereby aggravat ing 

unem p I oymen t. 

• With world conflicts and security a constant issue, some experts argue e-tickets and the 

procedures assoc iated with purchasi ng and using them make it harder to detect ri sks. 

• Although e-t ickets can be more fl ex ible under some circumstances, their holders can be at 

a di sadvantage to paper ticket holders in the event when last-minute cance llation lorces 

them to transfer to another airline. 

The above rev iew attempted to explain the negative aspects of e-ticket ing pract ice on 

organizati ons and clistomers. 

16 



2.3 E-ticketing at Ethiopian airlines (EAL) 

The EAL started using e-ticketing by outsourcing the application so fl wa re to the Saber so il air linc 

so lutions Company. The EA L used to apply SIT A' s software for the last 20 years. Though th is 

system was supported by passenger management system, it was not integrated with e-booking . 

Therefore, EAL incorporated e-booking in 2002 in pursuant to the agreement made with 

Amadeus Airlines Solution Company to use Amadeus engine (Eth iopian airlincs Sclamcta 

Magazine, 2007). 

However, this so fiware had many limitations, for instance, it was not compatible with oth er soft­

warcs and less user li'iendly as well as there were maintenance and updat ing shOltfalis. Moreover, 

the EAL's di sso lved its agreement with SITA at the end of 200G (ibid). The EA L manager entercd 

an agreement with Saber soft airlines solution and started e-ticket ing system since 2006. 

According to EAL Sales and service procedures manual (2002), EAL gives e-ticketing scrvicc in 

three ways: 

I. Computerized Paper printed ticket sa les 

2. Fu ll y manual paper ti cket, and 

3. E-ticket 

In pursuant to the rules of lATA, the EAL had stopped issuing paper-tickets and started issuing c­

tickets at the end of 2008. However, paper tickets are still being issued in fe w domestic 

destinati ons due to inadequate infrastructure and other facilities. 

According to EAL website (www.ethiopiana irl ines.com/en/travelieticket). EAL has in te nded to 

practi cing e-ticketing to meet the foll owing objectives/benefits: -

To the Customer, E-ticketing will: 

• Eliminate loss of tickets 

• Make re-i ssue and refund eas ier 

• Enable the passenger to simply rebook from a fli ght o f one airline to a service opera ted by 

another without having a paper ticket. 
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• Enab lcs the passe nger to check-in hi s/her final dest ination without the need fOl" a paper 

ti cket. 

To trave l agcn ts (EAL), E-ticketing wil l: 

• Im prove productivity 

• Cut de l ivery cost 

• Provide real-t ime informat ion about coupon status 

All in all , e-ticketing system enables the EAL to prov ide efficient services to its customers and 

eli minate costs assoc iated with paper ticketing and get real-t ime inform at ion about coupon status. 

E-tickets will be issued for all bookings made on line at www.eth iopianairlines.com. On a 

success ful purchase the system will generate an electroni c ticket and a printable itinerary rece ipt 

will be displayed. The iti nerary rece ipt is used as confi rmat ion o f trave l. It is poss ible to receive 

an e-mai l wi th the status of the booki ng. It is also possib le to prin t the confirmation shown on th e 

screen or print the e-mail. Then, what a passenger has to do is wa lk in to the airport and check- in 

with his/her va lid photo identi fi cation and printed it inerary receipt. The passenger boarding pass 

wi ll be issued against th e itinerary rece ipt. 

2.3.1 Buying e-ticket on EAL E-ticketing system 

Passenger buying e-ticket directly over the web 

It is the passenger it se lf that would access the company's webs ite by paying on line using diffe rent 

kinds of credit card or booking online by paying in cash at the EAL ticket office to get the 

services. It is believed that thi s would help to save passengers' time and cost. Based on the EAL 

webs ite (FAQ), (w\Vw.cthiop ianairiines.com/en/ in fo/faq) exp lains e-t icketing process as 10 1 lows: 

EAL web sales engine allows booking one way and relllrn in 5 simple sleps wilh 
.lealllres sllch as inleraClive calendar, low fare option. .llexible schedule aplions 
etc. The reservation has 10 be made online at www.ethiopa inai rl ines.co11l alleas! -i8 
hOllrs before deparillre. On purchase, Ihe syslcm will generale your ilineJ"{II )' 
receipt which is confirmation .lor YOllr confirmed reservalion and e-lickct 
issllance and display the SCI/lie on Ihe screen. You will need 10 prinl Ihe page and 
produce il along wilh valid photo idenlijicalion in order 10 enter Ihe airport and 
fo r check-in. Also. an email will be sent 10 Ihe passengers email address I"hieh 
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can also be printed and used to enter the airport and for check-in. Then, Go 
directly to the check-in counter. Your boarding pass will he issued against this 
itinerary receipt and the valid identification. 

Process of issuance of e-ticket with credit card (by customer) 

Passengers, who make their booking online (by using website), may be asked to submit their 

details at the time of booking andlor buying e-ticket. However, a booking and buying e-tickets 

purpose, a person is expected to pass through the steps as: I) Request, 2) Select flight, 3) 

Shopping cart, 4) Reservation, and 5) Confirmation of the booking. 
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Figure 2: Ethiopian Airlines online booking webpage 

Source: www.ethiopianairlines.com 

The above figure 2 shows purchase of e-ticket in the company's website seems too user-friendly, 

easy to use and an attractive interface. However, the figure also shows that the software 

incorporates only four languages (English, Deutsch, France and Italian) and Amharic language is 

not included. This may create problems to understand the website for Ethiopian customers who do 

19 



not know th ose languages . As a result, it may create lack o fconlidence in the mind ofcustoillcrs. 

There are a lso many rules that the customer is expected to read before process ing payment. 

Moreover, there arc five steps that may pro long the process. Spec ial ly, in ti mes of low internet 

connections, customers may take more tim e to process. 

Passenger buying c-ticket through EAL agent 

T he customer w ill ho ld the reservati on a fter go ing through the booking stages and by c lickin g on 

log-in or continue as gust button. 

Pmce.\·.\ '!f issu((lIce ,!f e-ticket (by ((Kellt) 

The followings steps are shows how to work Ticket Issuance with C REDIT CARD lo rm o f 

pay ment in the saber software 

Step I: Book the passenger; 

Step 2: Price the passenger's itinerary and reta in price in the book in g; 

Step 3: Initiate the ticketing mask by c li cking on the " Issue Ticket" box fro m 

the ticketing screen; 

Ster 4: Se lect "CREDIT CA RD" from the fo rm o f payment dropdown li st and 

c lick on OK. Then the system will asks you for the credit card dctails ; 

Step 5: Enter the cred it card number a nd ex piry date and c lick o n the "APPROV AL" 

box to get auto authori zation from the system. Then the system wi ll populate 

the approva l box with the approva l code obta ined li'om the credi t card 

company. 
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Figure 3: Issue Ticket interface in the saber software 

Source: EAL-saber software Training Manual (2006) 
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Figure 4: Form of Payment interface in the saber software 

Source: EAL-saber software Training Manual (2006) 
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Ticket issuance with PTA (Pre-paid Ticket advice) as fonn of payment (This is when there is 

a PTA stored in the PNR (passenger Name Recorder/ Booking reference/ Record locator)) 

and the agents wants to issue ticket against that PTA) 

Step I : Retrieve the passenger's booking and check on the PTA infonnation 

stored in the PNR 

Step 2: Make sure that the fare paid for the PTA is correct 

Step 3: Initiate the ticketing mask by clicking on the "Issue iicket" box from 

the ticketing screen 

Step 4: Select "PREPAID TICKET' from the form of payment dropdown list 

and click on OK. Then a screen to enter the fonn of payment by which the 

PTA was originally paid will pop-up. 

Step 5: Select the FOP (fonn of payment) and enter the passenger ID. Then click on 

OK. 

> i "onn of Pnyme-nt: Prep::ud 

~a._. " 

f,) CIIII/, 0 10""';"" 

O "-l~"" o !!c:n 

Figure 5: Form of Payment Prepaid interface in the saber software 

Source: EAL in the saber software Training Manual (2006) 

The above review shows that the system is more user friendly, in other words, agents are expected 

to click only in the left side, using few command thereby saving time for both the customer and 
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employee. Moreover, it seems that it doesn't need highly sophi st icated technica l and l11an ageria l 

ski lls. However, it works properly on ly when the network is stable and fast. On top of that some 

customers may fear to give for EAL agent (employee) their credit card to feed credit card num ber 

0 11 the screen. 

2,3,2 Credit/Debit Card Restrictions 

According to EAL distribution department gives advice for passengers on there web site 

(http://www.eth iopianairlines.com/en/booking/cred itcard restriction) that states as:-

Pleasc bc advised thaI Ihird parly payment lVilh credilldebil card, Ihrough Ihc 
inlernel is nol al/olVed/or individuals olher than Ihe card holdcr, unless Ihe card 
holdcr is Iraveling 1I'ilh Ihe pcrson Ihal he/,he has paid jar. Card holders are 
rcquired 10 bring Ihe credil card used 01 Ihe lime of online hooking along lI'ilh 
Iheir Iravel documenls onlhe dale oj deparlure as il is reqlliredjiJr verificalion. 

The EAL uses saber system that can hand le many kinds of credit/debit card, although curren tl y 

the EAL e-ticket system accepts cred it/debit cards onl y when they are branded as Visa, 

MasterCard or American Express. The reason is that the EAL has entered into agrecmcnts with 

these companies only. This also shows that the EAL has limited capacity to use all features of the 

software in a bid to satisfy ing customers' needs. 

In EAL online credit card pay ment ava il ab le in all destination, except an ori gin point: Abuja, 

Acc ra. Bal11ako. Dakar, Douala, Juba, Khartoum, Lagos, Lome, and N'djamena. Thus, passengers 

are required to purchase their ticket at the nearest Ethiopian city ticket oftice after completing 

booki ng on l ine ( www.ethiop ianairlines.com/en/i n folfaq). 

Regard ing. online e-t icketing serv ices, the fo ll owing is stated in EA L website: 

EA 1. charge credit card afier booking online as fiJI/OIV.I·, Ihal is once you have 
confirmed YOllr hooking online, we will immedialely dcbil your credil. This 
applies even i!yoll decide 10 change YOllr Iravel plans right (ljier. Please conlacl 
Ihe nearesl EA1. office shollid YOIl like 10 rearrange YOllr Iravel plans or would 
like 10 seek a refill1d. Please nole Ihal refill1d ondlor cancel/alion charges ma)! 
apply according to applicable/are condilions. 

In general , the EAL saber software can accommodate many kinds of credit ca rd lilcilit ies. 

Moreover, the Company's web site guides customers on how to use and which credit card are 

acceptable in the airl ines. However. the limited number of acceptable credi t cards in the airlines 
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may create di scomfort on th e part 01' customers. Besides, on-line credit card payment restrictions 

on some Afi'ican nat ions might affect customers' trust on the EA L on-linc payment system. 

2.4 Factors affecting e-ticketing practicing 

It is a well establi shed fact that indi vidual user's prefe rences and be liefs impact on the 

performance or practice of almost every system . This review examines factors that influence the 

choices of consumers and orga nizations while deciding to use on-line system to purchase/sa le 

ti ckets. 

Among the diffe rent influencing factors the following eight factors have been used more oft en 

than others in relation to leT technology based system or e-ticket system based on different 

resea rch model s, reviews and objectives of the research. Perceived ri sk, perce ived use fulness, 

ease to use, infrastructures, security, trust, behavioura l control and subjecti ve norm are the most 

popu lar factors employed to explain on-line consumer practi ce. 

2,4,1 Perceived risk 

The study of perce ived risk has a long history in the marketing literature. Researchers genera ll y 

agree that perce ived ri sk is a combination of the perception of the likelihood that something will 

go wrong and the perception of the seriousness of the consequences. According to Grazioli and 

Jarvenpaa (2000), a perce ived ri sk refers to a consumer' s perceptions of uncertainty and adverse 

consequences of buying from the web, 

Another review explains that consumer behavior in vo lves ri sk in the sense that any acti on of a 

consumer will produce consequence which he/she can't anticipate with anything appreciati ng 

certainty, and some of which are li ke ly to be unpleasant (Stone and Gronhaug, 1993). When 

consumers intend to buy a product or a service, they often hesitate to make the final deci sion 

because they can't be sure that all of th eir buying goa ls wi ll be accomp li shed with the purchase 

(Rose l ius. 197 1). 

I n addit ion to those. Mi yazak i and Fernandez (200 I) proposed that the rate of purchas ing products 

online is negat ively related to the perce ived risk of conducting online purchase. They also 

suggested that higher level of internet experience may lead to lower ri sk pcrcepti ons rega rding 

onlinc shopp ing and fewer specifi c concerns regarding system security and onlinc retail er fraucl 
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yet more concerns regard ing on line privacy. Therefore. perceived ri sk at least part iall y medinlcs 

the impact of internet experience on online purchase behavior. Researchers attempt to expla in the 

fact that perce ived ri sk is the overa ll perceived security of transactions in an online envil'Onmcllt 

ancl it is not related to a single sell er. 

According to Cunn ingham, et. al" (2005) pe rce ived ri sk is measured on differcnt dimensions such 

as finan cial, perform ance, phys ica l, psycholog ica l, soc ial and time dimensions. It ex plai ned that 

the implementat ion of new technology would be affected on those dimension. The ri sk incurred 

by implementing e-t icketing system wo uld al so be seen on those dimensions thereby measuring 

customer's psycholog ica l readiness to accept or reject the system and compan ies' financia l 

strength to hillill necessa ry infi'astructures help minimize customer's perception of a new system 

as ri sky. 

2.4.2 Perceived usefulness 

The word useful: "capable of being used advantageously." It implies within an orga nizational 

context. people are generally reinforced for good performance by rai ses. promotions, bonuses. and 

other rewards (Pfeffer, 1982; Schein, 1980; Vroom, 1964) cited in Davis, ( 1989). A system high 

in perceived use fulness, in turn , is one for which a user believes in the ex istence ofa positi ve use­

perlormance relationship. 

Perceived usefulness refers to the degree to whi ch a person believes that using a particula r systcm 

would enhance hi s or her job performance (Dav is 1989). It ex plained that an in divid ual' s choice 

of behavior is based on the probability that an act ion will provoke a specific consequcnce. For 

instance, the consequences of the purchase of online tickets on passenge rs can be secn as a good 

example or thi s lactor. However, it needs so many preconditions such as inli'astructure fac ility, 

awareness and security. 

It also depe nds on the ca pacity of something to act as a means to a des ired end or purpose. 

Accord ing to Shan, el. a l. , (2006), means-end relationship shows the reasons for customers using 
, , ..-.. - ; 

a product or a serv ice. Th is exp lains the fact that the nat ure of the product 'or service will 

intluence the user/customer and finall y getti ng output or benefits fi'Dlll those products or serviec 

considered as ends. Such kind of relati onship IS also iff? 01} technology based system when 
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, 
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2.4.3 Ease of lise 

Accord ing to Davis ( 1989), perceived easc of use refers to the degree to which a person be lieves 

th at using a parti cular system wou ld be free of effort. Efrort is a finite resource that a person may 

allocate to the various activities fo r which he or she is respons ible (Radner 1975). It shows an 

app lication pe rce ived to be eas ier to use than another is more like ly to be acce pted by usc rs. 

Although most researches have found perceived ease of use to be directl y related to usage. th e 

findi ngs of Nd ubis i et. aI., (200 I) revealed that pcrceived case of use had no elTect on usage or 

technology. This was because thei r stud y was cond ucted in 2000 on a sample of women 

entrepreneurs who were not aware of or exposed to technology as they were sma ll entrepreneurs 

who had to dea l with day-to-day act ivit ies rather than using techno logy to enhance their 

performance. When a technology is new the significant dri ving fo rce would normally be 

perce ived usefulness. 

The above rev iew attempted to exp lain that perceived ease of use can not be affected by any 

eflort. It can be performed with out any spec ial ski ll or techniques. In thi s case the new system 

woul d be run witho ut special knowledge. However, customer attitude may be influenced spcc ia lly 

by online shopp ing. In the context of e-ticket it shows that perceived easy of use depends on the 

interface of the website. User friend ly webs ites inc lud ing language options create pos it ive or 

negative attitudes towards using new IT technology. 

2.4.4 Behavioral control 

Control be liefs give ri se to perceived ease or difficulty of performing the behavior. Accord ing to 

Ajzen (199 1) and Taylor & Todd, ( 1995) cited in Chiou ( 1998), explained that perce ived 

behavioral control refl ects beliefs regarding the access to resources and opportunities needed to 

perl'orm a behavior. They also divided perceive behavioral control into two components. The li rst 

component refl ects the availability of resources needed to engage in the behavior. Thi s inc ludes 

access to li nancial resources, time and other resources. The second component reflects the foca l 

person's se lf con ~dence in the abi I ity to conduct the behavior. 

It is a lso determined by contro l beliefs about the power of both situationa l and interna l factors to 

fac ilitate the performing of the behavior. This belief shows the ability of using in te rnet and 

websi te in order to gather information and buy ticket online. The control is expected to be most 
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e llic ient when the person perce ives an item as a s ignifi cant one and is able to actually control it 

(B ill ari , et al. 2005). 

In general, the above review allemptto explai n perceived behav ioral control in two aspects: how 

much a person has contro l over the behav ior and how confident a person feel s about being able to 

perform or not perform the behav ior. All in all , cllstomers may perceive ease to perform while 

app lying new technology-based system if the necessary resources are prov ided. 

2.4.5 Subjective norm 

Subjecti ve norms dea l with studying those respondents who purchase e-tickets in a given 

company's website 0 1' through an agent. It app lies by askin g them how important cou ld their 

op inions be infiuencing the attitude of others in their personal dec ision-making. 

Subjecti ve norm refers to one's perception of soc ial pressure to perform 0 1' not to perform the 

behavior under consideration and its effect in the initial stages of system implementation 

(Athiyaman, 2002). It explained that when applying new technology/system soc ial pressure needs 

at the begging of the system. 

According to Chiou (1998), subject ive norm is a functi on of beliefs about the expectations of 

important referent others, and his/her mot ivat ion of complying with these referents. Similarly, 

Ajzen ( 199 1) stated that subjective norm is the person's perception that most people who are 

important to him think he should 0 1' should not perform th e behav ior in question. The above two 

rev iews were attempted to give emphasis on the individ ual 's behavior whether to perform 0 1' not 

to periu rm by the infiuence of referent group. 

The opinions of im portant referents cou ld affect the person' s fee li ngs about the util ity of the 

technology (Jackson, et al. 2006). It attem pted to explain the fact that the personal beha vior of 

individuals to perform 0 1' not perform a given technology depends on hi s/her referent group, like 

the ""nily, li'iends or others. 

2.4,6 Trust 

Trust is a necessa ry part of any relati onship. Against thi s backdrop, the objecti ve of e-ti cketi ng is 

creating a long lasting re lat ionship with customers by makin g the service trustab le. Kn owing the 
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definition of trust and identi fy ing the different categories of actors involvcd in thc practice of new 

technology helps assess the influence of trust on the percept ion ofa new technology. 

Trust is detined as the willingness to relay on an exchanging paltner in whom onc has conlidence 

(Moorman, 1993). Another definit ion suggested by Rousseau, et. aI., (1998) cited in Montijn and 

Midden (2008), trust is the psychologica l state comprising the intention to accept vulnerabi li ty 

based upon pos itive expectations of the intentions or behavior of another. In addition to that, trust 

has become the make-or-break element of e-business; those with the best reputat ion for 

maintaining the privacy and security of consumer and business information wi ll prosper. That is 

without adequate privacy and security measures, e-business tace the ri sk of liti gation. ncgative 

publicity, and loss of customer loya lty (Shaw, 200 I) . 

The im portance of trust has been espec ia lly cmphasized in the context of electronic based system 

and is basically seen as a common mechani sm for reduc ing soc ial complex ity and perceived ri sk 

of transaction. It performs the task of increas ing the expectation of a pos iti ve outcome and 

perceived ce ltai nty regarding the expected behavior of trust (I-landy, 1995). It attempted to 

cxplained that without trust it is difficult to meet organi zational goa l while practic ing new 

technology. 

2.4.7 Sccu rity 

Security refers to the need to protect data, equipment and processing time. Organizations restrict 

access to certain data and protect data and applications from manipulation or contamination. 

According to Bargh et, al. (2008), security services offering protection from security threats are: 

identificat ion, authentication, confident iality, integr ity, access control , and non-reputation. 

Security breaches can lead to numerous problems such as destruction of operating systems or 

di sruption of information access. According to Gattiker. et. al. ,(2000), customers who adopt 

electron ic services are more li kely to perce ive problems related to loss of privacy as the internet 

and other electronic too ls seemingly allow other people to access their informat ion eas ily. 

Although the security requ irements had been already recogn ized by researchers, pract itioners and 

the Internet and electroni c communities, security concerns still considered as one of the most 

important challenges 1'01' electronic commercial use in the f[lture . Customers still tear hi gher ri sk 

in using the Web for financial transactions (Rotchanakitumnuai and Speece. 2003). 
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According to Grollcutt and Gri seri (2004), an organ izat ion may have specifications and security 

procedures for software that its specia list computer staff install , but have no system-based 

protection aga inst the installation of unauthori zed software, or even connection of hardware, at 

local PCs or workstations located in different pal1s of the company. This statement clearly 

underscored the need for high security by specialist computer staff fo r com pan ics that usc 

computer systcms and other related act ivi ti es. 

On line envi ronment differs in terms of access and usage of transaction and privacy information 

exchange during buying and sell ing. On line environment has access to personnel pr ivacy 

information and transaction (cred it card) information (E lliot & Fowel l, 2000). To ensure safety of 

all forms of online payment mechan ism, strict security, advanced policies and technology arc 

adopted especia lly in the areas of credit card fra ud (Cai & Jun. 2003). In most cases. loss of 

linancia l data is considered as a security problem. Kol saker and Payne (2002) mainta in that 

securi ty reflects perceptions regardi ng the rel iabi lity of the payment methods used and th e 

mechan isms of data transmiss ion and storage. 

Cursory in vestigat ions of ava il able sources revea l that different authors attempt to exp lain 

security in different ways. The common idea here is that security mainly concerns both customcr 

and organization. It is determined by the techno logy in use and its effect could be seen by 

performance or not performance of the customer and the organization. In general percei ved 

security may be defined as the subjective probabil ity, that is, consumers beli eve that their 

personal information (private and monetary) wi ll not be viewed, stored, and man ipu lated du rin g 

transit and storage by inappropriate parties in a manner consistent with their confident 

expectations. 

The technical aspects that ensure security inc lude the integrity, confide.nti ality, authent icat ion and 

non-recognition of transact ions . The in tegrity of an information system refers to the imposs ibility 

of the transmitted or stored data being moditied by th ird part ies without permission. 

Confidentia lity involves the data bei ng seen by authori zed indiv idua ls. Authentication allows a 

certain operation to be carried out only after ident ifi cat ion, or if there are guarantees of th e 

identity of the party one is dealing with (e .g. a web site). Fina ll y. non-repudiation refers to 

procedures that prevent an individual or orga nizat ion frol11 den ying that they had carri ed out a 

certa in operation (e.g. a purchasing order). 
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2.4.8 Infrastructure 

Accord ing to Lafond and Sinha (2005) there are three infi'astructure systems. these are: 

communication, payment, distribution and de li very. According to Groucutt and Griser i (2004) 

Investing in the infi'astructure necessary to enable widespread use of the internet re present a 

massive capital cost for many nations. They also explai n about the key elements of an elTect ivc 

internet infrast ructure. Such as: 

• The necessary improvement in te lecommunicati on service, from archaic analogue to state­

of-the-art digital systems; 

• The acq ui sition of reliable hardware and so ftware system; 

• The prov ision of reliable uninterrupted power suppli es, particularl y inclusive to man y 

A fr ican countries; 

• The necessary training, although this can be obtained on line. However. basic computer 

sk ills must be achieved prior to gaining access to the internet. 

Infi'astructure is an integral part in implementing techno logy-based system. Inti'astructure has 

been playi ng a crucial role in im plementing e-ticketing system in a given orga ni zati on. 

Particularl y the internet, LA N and WAN network too ls are play ing a pivota l role in 

communicating passengers with organi zation , making online payment anywhere and any place. 

and delivery and dist ri bution whil e perform ing e-ticket ing. 
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2.5 Perception of consumer 

Percepti on is defined by di fferent author in di fferent ways. Foxa ll ( 1980)c it ing Enge l et. al ( 1978) 

understand perception to mean the process whereby stimuli are rece ived and interpreted by th e 

individual and translated into a response. While, Wa lters (1974) refers to it as the entire process 

by which an individua l becomes aware of hi s environment and interprets it so that it will lit in to 

hi s own Ii-ame of re ference. 

Thc above two researchers' ideas are ex plained in general form as: Perceptions of rea li ty differ 

li'om individual and each person interprets phys ica l and socia l st imuli so that they are 

harmoniously accommodated within hi s overall world-view (Foxa ll , 1980). 

In th e hi story of tec hnologica l change, consumer perception of new techno logies has often been 

ambi va lent. New technologies have been regarded either as a threat or as a benefit fo r the 

consumer. When consumers perce ived new technology as a benefit it is ca lled positive perception 

and when they perceived it as a threat that is ca lled negati ve pe.rception. 

Consu mers' perceived as positive 

Consumers decisions whether to shop or not to shop online are influenced by the consumcrs 

perception towards online shopping. Usefulness in thc context of online shoppi ng refers to 

consumers' percept ions that using the internet as a shopping medium enhance the ou tcome of 

the ir shopping experiences (Monsuwe et. a l" 2004). Accordi ng to Davis ( 1989. 1993). 

"useful ness" is defined as the individ ua l' s perception that using the new technology wil l enhance 

or im prove her or hi s perfo rmance. Apart fro m this, Venkatesh (2000) linked usefu lness with 

"ease of use" to determine consumers' attitude towards online shopp ing. According to them, 

useftilness is influenced by ease of use because the eas ier a tec hnology is to use, the more use ltil it 

can be. 

Those researchers In general attempted to explain consumer perceived usefu lness based on 

indi vidual benefit s. While e-ticketing creates cost sav ings for the airlines companies, passengers 

get th ei r bene fi ts in terms of convenience. Currently, in many airl ines companies passengers do 

not need to carry a paper ti cket, which means that the tension of misp lac ing a ticket is eli minated. 

Besides, passenge rs are all owed to check- in online over the web. see what choice of seats IS 

ava il ab le on the screen and make the appropriate choices accordingly. 
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Jeong and Lambert (1999) indicated that customers' attitudes towards the usability of website 

together with their perceptions of the usefulness and quality of the webs ite informat ion were thc 

best indicators of consumers' purchasing behavior. Moreover, the most important attribut es of' 

online shopping to consumers are convenience and accessib ility. The consumers have a greater 

intention to shop on line because it saves time and effort. They attempted to explain that leatu res 

of the webs ite determine consumer purchasing behavior. That is. consumers get benefit li'om an 

easy to use webs ite, portable and interactive webs ites will impose a consumer to pe rce ive it as 

useful. 

In addition, by usin g the Internet to shop, they can shop in a comfortab le home environment. 

Ave ry (1996) pointed that consumers who are not able to shop in traditional stores owing to an 

illness or other immobilizing factors tend to tUI'll to the Internet as another altel'llative for 

shopp ing. It is indicated that flexibility, convenience, efficiency, and enjoyment are some 

examples of positive feelings customers may have about shopping online while concern s about 

possible ri sks of online transactions and lack of control are hard to ignore. 

Consumers' Perceived as negative 

Like any other industries, the travel management ind ustry also faces challenges brought about by 

technologica l advances. Thus, the implementation of new technology may fail due to negat ive 

perception of the customer. That is the degree of importance of the situat ion can dete rmine the 

potential effect of risk. Therefore. perceived ri sk or perce ived as negati ve is posited as prominent 

barrier of consumer acceptance of e-ticket in an organizati on system. 

Lee and Turban (200 I) in their study discovered that lack of trust is one of the most frequently 

cited reasons for consumers not to shop online. Thi s indicates the difficulties of phys ica ll y 

checking the quality of products or mon itor ing the safety and security of sending sensitive 

personal and financial information while shopping on the intel'l1et adding a perce ived ri sk. 

Similarly, Monsuwe et aI. , (2004) also pointed out that violation of consumers' tru st in onl ine 

shopping, in terms of privacy in vas ion or misuse of personal information negative ly influences 

att itude towards online shopping and leads to the reluctant behavior among consumers to shop on 

the internet in the future. In addition to trust, customers ex pressed concerns abou t security, 

privacy and trustworthiness in connect ion with surfers. 
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Another customer' s negative perception is on the fi nanc ia l transactions made v ia the intern et. 

This risk dea ls with usi ng a payment alternat ive that will lead to fi nanc ia l loss. According to 

Salam et a I. , (2003) state financ ia l loss means th at the consumer cannot get a refund when needed 

or is not able to reverse the transacti on or to stop payme nt atter di scovering the mista ke. It a lso 

may inc lude fraudulent and so metimes unauthori zed use o f credit cards leading to fin ancia l loss. 

These are some of the most preva lent types of risks that may be assoc iated wi th marketing and 

sales transacti ons th rough the inte rnet. 

As consum ers don' t get the possess ion on purchase they also fea r that the goods transfe rred may 

be damaged. In case of e-ticketing such consumers may perce ive that the e-tickct may not contai n 

proper persona l a nd fli ght information, for instance, the e-t icketing system may del iver a ticket 

th rough email that has wrong names and fli ght timing/seat number. 

Cho i & Lee (2003) a lso di vided thi s prod uct de li very ri sk in to three. Theses are: 

• The first concern for online buyers is to see whether the products purchased online will be 

de li vered in a time ly manner by the se ll er or not. 

• The second fac tors consumers consid er s ignifi cant is whether the de li very products much 

the ord ered desc ri ption in onl ine store or not? The responses showed th at consumers 

perce ive that there might be some descri ption and rated thi s e lement as num ber second 

most important along wi th on-t ime de li very. 

• Undamaged deli very. 

In genera l, customers' perce ived risk depe nds on the willingness o f consumers to buy onlin e 

through th e company's webs ite . However, thi s negati ve perception comes out o fdi fte rent reasons, 

such as low leve l of awareness and demographic fac tors. T herefore, consumers a re said to be 

un willing to practice the new techno logy based on hi s/her experience or/and ex pectat ions. 
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Chapter Three 

Research Methodology 

Many scholars emphasize that the se lection of methodology should be based on the research 

problem and stated research questions. Nachamias, et. aI., ( 1996), for instance, state th at 

methodologies are considered to be systems of explicit rul es and procedures, upon which research 

is based, and against which claims for knowledge are evaluated. With thi s in mind. the researcher 

has tried to base the research on a well establi shed meth odology. 

3.1 Resea rch Design 

The descriptive research design was cmployed by foll owing survey approach. The reason for 

selecting descripti ve research design was that it is a systematic method for gathering information 

from a relati ve ly large number of cases at a parti cular time (Best and Kahn, 1989). Moreover, it is 

relati vely better in desc ribing the extent of correlation between vari ables. Sinee the objec tives of 

thi s research were exploring the factors affecting e-marketing practi ce at the EAL (e-ti ckcting 

pcrspective) and examining th e perception of customers towards th e use of e-ticketing in the 

company's website, employ ing descriptive survey was found to be appropriate . 

3.2 Sampling procedure and Sampling Techniques 

A blend of sampling techniques was uscd fo r the se lection of the var ious sources of info rmation 

for thi s study. Therefore, Judgmental sampling was used to se lect frequent routes. Out of 72 

EAL fli ght destinations the researcher was se lected 15 fi'equent passenge r fli ght routes. It wo uld 

save time and finance for the research and al so created better chancc to meet passengers. 

Convenience sampling technique was a lso applied to select the respondents li'Dln each se lected 

routes and to di stributed questi onnaires. The reason for propos ing thi s technique was that 

passenge rs came to the depar1ure and check-in with diffe rent mood and having diffe rent 

educational bac kground . So, the researcher selected respondents based on their actual or 

perce ived willingness to complete the questionna ires. 

Additionally, three interviewees were se lected pu rpose ly from EAL's head offi ce manageri al staff 

(Marketing and sa les, customer loya lty and Distribution department), who have direct concern to 
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the c-t icketin g system and th e ir responses were scored separately on the issues o f e-ticketi ng 

system. In thi s case. one person was se lected from the three departments. 

Target Poplliation al/dsa/1/ple si~e 

The target popu lation on the part o f passengers were: - from North America ( I route) : 

Washington .DC; from Afri ca (35 routes) : Accra, Lagos, Ca iro, Na irobi, Joh an nesburg; Ii'om th e 

Midd le East and Asia: Bangkok, Dubai , Beijing; from Europe (6 routes) : Frankfurt and Rome: 

and li'OI11 domestic (16): Meke lle, Lal ibe la, Bahar-Dar, Dire-Dawa were se lected. Conve ni ent 

sampling technique was applied to select the respondents from each se lected routes. Thus. the 

questioners were completed by the passengers at Add is Ababa Bole international airport termi nal 

(departure & check-in). The reason was in the depa rture majority o f" respondent completed a ll 

process and wail in g to n ight. In this way. a tota l of 200 passengers were contacted from a ll 

se lected routes proportionate to size of the passengers in eac h routes. 

Table I: Sample Design 

Nu mber of routes Name of Selected Number of passenger Sallll)le size 
& Regions routes in a route* (respondent) 

Departure frolll AA 
A f1'ica (35) I\ccra. 50 9 

Lagos. 40 7 
Cairo. 55 10 
Nairobi. 45 8 
Johannesburg 65 12 

The midd le East & Bangkok, 85 15 
As ia ( 14) Dubai, 155 28 

Beijing 105 19 
N. America ( I ) Washington 150 27 
Europe (6) Frankfurt, 95 17 

Rome 80 14 
Domes ti c ( 16) Mckc llc. 52 9 

Lalibcla. 45 8 
Ilahar~ lJa r. 55 10 
Dirc·Dawa 45 8 

Tota l 1122 200 

• It indicates that average number o f passengers ni ght with EAL (So urce: EAL d istribution 

department' s record fro m November 16-29,2009.) 
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3.3 Data Source 

Both secondary and primary sources were explored to obtain relevant data fo r the study. Primary 

data were collected through questi onnaires and interviews. Secondary data sources were those 

obtained li'OI11 documents, such as. resea rch report, annual reports, books. websites, journals and 

arti cles . Moreover, relevant documents and database fil es that are available at EA L we rc 

investi gated to increase the reli ability of inform ation . 

3.4 Data gathering instruments 

3.4.1 Questionnaire 

In order to gather the primary data the researcher predominantly used questionnaires. It was 

designed in such a way to include mainly closed ended questi ons and few open ended items I'o r 

EA L passengers. The questionnaire had two parts: genera l questions and perception quest ions. 

Depending on the type of questions the statements were placed on a 5 point Likert-type sca le ( I 

lo r Strongly Disagree and 5 for Strongly Agree). The reason for using thi s method was wide ly 

used lo r rating scale. That requires the respondents to indicate a degree of agreemcnt or 

di sagreement with each of a serious of statemen ts about the stimul us objects (Ma Ihotra, 1996). 

The language constructi on of the questi onnaire was refined to be used for th e nnal study and 

ad min istered with 200 respondents by using both Engl ish and Amharic versions (A ppendix 

A&B). in a bid to providing max imum opportunity for accurate communication of ideas between 

the resea rcher and the respondents. 

3.4.2 Interview 

As indicated Wi lkinson and Bhandarkar ( 1999) cited in Taye (2008), interviewing is necessary to 

get deep feeling. perceptions, values or how people interpret the world around them, and past 

eve nt s that are imposs ible to replicate. In line wi th thi s, the resea rcher conducted interviews 

purpose ly with department manage rs using semi-structured questi ons which are related to the 

knowledge and practi ces of e-ticketing system wi th a view to supplementing the data obta ined 

through questionna ire. 
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3.5 Data Collection procedure 

Before conducting the actual data collection process, the first draft of questionnai re was given to 

the adviser for comment. After the comments, it was dupli cated and then a pi lot-test was 

conducted to 25 passengers' respondents to obtain their perceptions rega rding e-ticketing 

practi ces. The pilot test was conducted in order to eva luate the accuracy of the questi onn aire and 

unforeseen problems such as missing of data, inconsistency of data, to understand respondent 

concepts on questions and eva luate the nature of respondents as we ll as estimate the time required 

to fi ll a single questionnaire. Finally, the actual data co llect ion process was conducted aner 

making corrections and comments by th e colleagues of the researcher based on the in for mation 

obtained fi'Ofll pilot-test results. 

After the target populations were identified the questionnaire was ad mini strated to respondents. 

The respondents were contacted personally by the researcher during check-in and departure . Data 

co llection took place from March 02 up to 27, 20 I 0 at the Add is Ababa Bole In ternational 

Airport. Some 200 questionnaires were distributed among Airline passengers in the old and new 

terminals based on their night schedules. First the questionnaires were di stributed in the check ing 

areas which resulted in low co-operation of subjects as they were busy doing checkin g-in luggage 

and other general procedures involving wi th receiving the boarding pass . Considering thi s 

situation, the researcher decided to change the location in to the departure area where most or the 

passengers usuall y become idle and wa iting for the gate to be opened. By descri bing the purpose 

of the study, the researcher encouraged and asked the respondents to fill out the quest ionnaires 

and return back on the spot. 

A total of 200 questi onnaires have been distributed within the time ment ioned above, among 

which 192 quest ionna ires were usable showing a response rate 96%. 

3.6 Data Organization, Analysis and Interpretation 

Data Organization 

Data entry started after the actual data collection and manual ed iting had been completed. The 

data were entered into the computer using the SPSS version 13 so ftware. Once the process or data 

entry was accomplished, cleaning of the data started. Data cleaning and editing focuses on 
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checking whether the assigned value for each case is legitimate, logica ll y consistent and 

structured. 

Melhod~ of Dala Analysis and Presenlalion 

Both qualitative and quantitative methods were used in thi s study to organize and analyze th e 

data. The qlfanlilalive methods involved a series of cross-tabulation and stati stical tools analysis 

to present the final findings. The qlfalilalive data was including data collection using semi­

structured interviews with individual respondents. 

The responses obta in ed from the questionnaire were anal yzed by descriptive (Mean. standard 

deviation and percentage) and inferential statist ica l techniques (correlation and regression 

anal ysis). In so doing, the co ll ected data were coded and ed ited. All the c lose-ended questions of 

the questionnaire including the preliminary data were entered in to the SPSS and quantitatively 

analyzed and interpreted. With regard to this quantitative method of data ana lysis the stud y 

employed correlat ion ana lysis to identify the relationships of each variable, and Alpha was set at 

0.05. Multiple regressions were appl ied for the eva luation of the combined effect of independent 

variables to the prediction ofe-ticketing practice at EAL. 

The data obtained from the open-ended question of the questionnaire and li'om in terv iew were 

also qualitatively transcribed and ana lyzed. Finally, m<\ior findings and conclusions were made. 

Based on the peculiarities of the findings, some recommendations have been given. 

3.7 Variables 

This study was invest igat ing factors affecting e-market ing with dependent and independent 

variab les. E-market ing practice is the dependent variab le of this study to see the effect of 

independent vari ab les . And the researcher will use perce ived ri sk, perceived usefulness, ease to 

use, infrastructures, security, trust, behavioural control and subject ive norm as independen t 

va riables those were explained changes in the va lue of the dependent va ri ables . 
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Chapter Four 

Data Analysis and Interpretation 

Data co ll ected, by following the specifi ed methodology, we re exposed to various statically 

analyses in a bid to generate the results inline with research objectives. This chapter explores the 

techn iques used in sca le re li ab ilities and ana lyz ing data assoc iated with genera l In formation orthe 

respondent. Moreover, eight independent variables and one dependent var iab le we re included in 

thi s study. 

4.1 Ana lysis of questionnaires 

It has two main sections. The first sect ion di scussed the general information with desc ri ptive 

stati stics. In thc second secti on, the data were presented and ana lyzed with infe rent ia l and 

descripti ve analysis. 

4.1.1 Reliability Analysis 

In ternal consistency involves corre lat ing the responses to each question in the questionnaire. 

There are various methods fo r ca lcu lati ng internal consistency. Cronbach' s alpha, one o rthe most 

li'equently used methods, is the degree of inter-correlations among the items that const itute a 

scale. A reli ab il ity 0.60 and 0.70 or above is considered to be the criter ia IDr demonstrat ing 

interna l consistency of new sca les and estab li shed sca le respective ly (N unnall y 1988). The code 

items of be low sca le reliab ility (tab le 2) shown in Appendi x D. 
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Table 2: Scale reliability (Cronbach all)has) e-ticket practice 

lndc lu.' ndcnt Alpha Coeffic ients for CronlJach's Alpha if 
va riables 

Items IndclJCndcnt variab les Item Ot:h.' tcd 
In fraSlructure INI 0.R50 0.794 

IN2 0.797 
IN3 0.79~ 

IN4 0.799 
INS 0.796 

Easy of Use EUI 0.80 1 
EU2 0.799 

I'UJ 0.798 
EU4 0.803 
EUS 0.893 O.SOO 

SecurilY SC I 0.786 
SO 0.78S 
SC) 0.78S 
SC4 0.794 
SCS 0.924 0.792 

Perceived PUI 0.788 
usefu lness PU2 0.788 

PU3 0.784 
PU4 0.79 1 
PUS 0.796 
PU6 0.791 
fl U7 0.796 
PU8 0.7R4 
PU9 0.786 
PU 10 0.893 0.792 

Subjecti ve Norl11 SN I 0.799 
SN2 0.798 
SN3 0.793 
SN4 0.799 
SNS 0.884 0.799 

Perce ived risk PR I 0.809 
PR2 0.80') 
PR 3 O.RO~ 

PR4 0.808 
PRS 0.RS7 0.806 

T rust TRI O.SOO 
TR2 0. 796 
TR3 0.796 
TR4 0.797 
TRS 0.87R 0.795 

Behavioral BC I O.ROO 
Control IlC2 0.798 

BC) 0.80 1 
BC4 0.802 
I3CS 0.800 
BC6 0.R97 0.803 

Rel iabi li ty of the tota l sca le 0.810 
Source: From Survey Data 
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To rev iew the interna l consistency of the identifi ed passengers' perception sca le items, Cronbac h 

coefficient s (a lpha) were computed and found to be 0.8 10 (table 2). Moreover, the 8 lac tors 

de monstrated in ternal consistencies ranging from 0.784 (the lowest) to 0.809 (the highest). Th is 

shows that the factor sca les are intern all y consistent and indicati on of acceptabili ty of items. 

The anal ysis also considered the stati stics of ' alpha il' item deleted' which implies the incrcase or 

total Cronbach alpha coe ffi cient if corresponding item is excluded from the construct for rest o r 

the sca le. However, not found to be useful as deletion of any of the items was not round to be 

contributing to improve scale reliabi lity. 

4.1.2 Cha racteristics of the respondents 

Descripti ve stati sti cs were applied to summari ze percentages of respondents' on the general 

inform ation questions as below tables, relating to the pe rsonal profile of passenger partic ipate in 

th is study. 

Table 3: Passengers' profile 

Frequency Pcn;l.!nt 

Nlltionali ty Ethiopia 100 52.1% 
Others 92 47.9% 
Tol:11 192 100% 

Sex Male 97 50.5% 
rcma1c 95 49.5% 
Total 192 )00% 

Age Croup Below 18 I I 5.7% 
18·25 43 22.4% 
26·35 46 24% 
36·45 43 22.4%, 
46·55 37 19.3% 
Above 55 12 6. 3% 
Total 192 100% 

Educli tional Stlltus I3clow Diplolll<l 13 6.8% 
Diploma 26 13.5% 
Undcrgmduate degree 93 48.4% 
Masters Degree and Above 54 28. 1% 
Others 6 3. 1% 
'1'01111 192 100% 

Source: From Survey Data 

4 1 



As displayed in the above tab le 3. th e biggest number of re spondents were shown to be Ethiop ian 

passengers exceed ing non-Ethiopian ones with some 4.2%. It explains the fact that more than half 

of EA L customers departing li'om Ethiopia were Ethiopian Nationalities. In view of thi s. it is 

crucia l fo r EA L to operate e-ticket system and modify the same targeting Ethiopian customers as 

well as their expcctat ions. 

Concerning the sex. the percentage of male and female is shown to be relati ve ly proportional. So, 

it indicates both sex were equally in vo lved in this study. In addition to thi s, the e-ticketing systcm 

did not affect sex dillerence. 

As indicated in the above tab le 3 in age group, age groups between 26-35, 18-25.36-45 and 45-55 

highly practised the new technology. Whereas, less than 18 years old and above 55 years old were 

not pract ising e-ticketing system comparative to the other age groups. It suggests that, the EAL 

can take advantage of the middle age group (from 18 to 55). Thus, the EAL can be targeting those 

age groups to make interactive interface, advertisement or any modification on the part of e­

ticket i ng system. 

With regarding to Academic status, the majority of respondents where shown to be trained 

profess iona ls holding certifi cates from first to third degrees and above. While the second and th ird 

largest percentages of respondents perta in to those hav ing Diploma and below diploma leve l 

certificates. Lastl y, less than 4% belongs to other quali lications. This findin g is a tangible proof 

that majority of respondents possess better educat iona l background to be able to use the EA L e­

ticketing system. Moreover, the sa id respondents were capable of responding to the queri es with 

good know-how. 
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From Internet 
cafe 

24.0% 

From Work 
19.0% 

Percentages 

NO 
36.5% 

From Home 
20.5% 

Figure 6: Respondents' Acces. to Internet 
Source: From Survey Data 

The above figure 6 informs the fact that, the greatest number of respondents lack internet access. 

While the number of passengers using internet cafes, home based internet service and those using 

internets at work place are put in decreasing order. From this one can learn that, passengers are 

hindered by infrastructural short comings blocking the opportunity to practice E-ticketing in the 

EA L website. 

Occasionally 
29.5% 

Rarely 
20.0% 

Percentages 

Regular 
20.5% 

Sometimes 
30.0% 

Figure 7: Respondents views regarding frequency of using EAL 
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Source: From Survey Data 
As can be seen from the figure 7, the largest number of respondents have had flights with EAL 

sometimes, followed by respondents used to have occasional flights and regular EAL flights 

respectively. The lowest percentage figure depicting respondents with rarely flights with the EAL 

can reasonably be attached to customers having alternative choice. This study has made consistent 

examination of the experiences from all the EAL passenger categories. In the opinion of the 

researcher, this approach will greatly help portray the full picture of e-ticketing experience by the 

EAL passengers. 

11-18 
14.0% 

16-20 
11 .0%"\ 

Above 20 
9.5% 

6-10 
25.0% 

Percentages 

Less than 5 
--- 40.5% 

Figure 8: Respondent passengers' views about tbeir nights using EAL in tbe last 12 months 

Source: From Survey Data 

With regards to the respondent passengers' flight experience using EAL shown in the above 

figure 8, less than half of the passengers 40.5% claimed to for using it less than 5 times, however, 

one-fourth (25%) were reported as 6 to 10 times, with the remaining percentage shown in II 

times and above in the last 12 months. It is possible to suggest that most respondents were less 

experience to uses EAL. It can be assumed that they have another alternative to use 

transportation. That helps to answer the questions as they other flight experience and expectation 

from the e-ticket service. 
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Check 
23.5% 

Percentages 

Others 

Cash 
51.0% 

Credit/Debit card 
20.5% 

Figure 9: Respondents ' Views about mode of payment for e-ticket 

Source: From Survey Data 

The above figure 9 illustrates that majority of the passengers preferred to pay in the form of cash 

51 %, 23.5% paid in the form of check, 20.5% of paid in the form of CreditlDebit card, and the 

remaining 5% used different forms of payment other than those mentioned above. It shows that 

passengers perceived to pay in cash as safe and easy than to pay in credit/debit card. Moreover, 

inadequate credit/debit card facilities, low level awareness and security matters on credit/debit 

card payment were some of the stumbling blocks for passengers to pay in the form of credit/debit 

card. 

4.1.3 Cross tabulation analysis for buying e-ticket in Destination 

EAL flight passengers can be buying e-ticket in mainly in three ways. First, through online in the 

Company's website i.e. every process can be finished on the website and passengers do not need 

to come the EAL ticket office or agents. Second, at the EAL ticket offices i.e. through booking 

online or other ways, but e-ticket will be processed by the EAL agents. Third, through travel 

agents i.e. they can process e-tickets for passengers in accordance with the rules and policies of 

the land. In addition to those there might be buying e-ticket in other methods. 
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Figure 10: Buying E-tickel in Africa Region 

Source: From Survey Data 

As can be seen from the above Figure 10, among the African destinations the majority of 

passengers bought e-tickets through the EAL ticket offices, followed by respondent bought ticket 

through Travel agents and the company's website. However, using other methods to buy tickets 

was made only in Cairo passenger respondents. It also shows that three-forth (75%) of 

Johannesburg passenger respondents bought tickets through EAL ticket office. Similarly, a large 

number of respondents' flights in Nairobi, Accra, and Lagos also bought e-tickets from the EAL 

ticket offices. The main reason seems that the EAL made a decision for West African passengers 

not to use credit card. The other reason could be due inadequate infrastructure facilities such as 

credit card facility. This proves that West African passengers had not benefited from e-ticketing 

to save time and transport costs. On the other hand, Cairo's passengers who bought e-tickets from 

the Company's website were better than others. It implies that there were better infrastructure 

facilities in Cairo than other African nations. 
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Figure 11: Buying E-ticket in the Middle East & Asia Region 

Source: From Survey Data 

The above figure 11 , shows that a large percentage of Bangkok, Beijing and Dubai passengers 

bought e-tickets through EAL ticket office, that is, 53.33%, 52.63% and 50% respectively. 

However, passengers used to buy e-ticket through company's web site in this region were less 

than one-forth (25%) of a total percentage. It also implies that like passengers in the African 

routes, passengers in these routes preferred to buy e-tickets thorough the EAL ticket offices rather 

than other ways of bought e-ticket. Moreover, it indicates that passengers in those routes might 

not have confidence on the company's website security. 
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Figure 12: Buying E-ticket in North America Region 

Source: From Survey Data 

With regards to Washington passengers, 37.04% of respondents buying through company's 

website by them selves, 33.33% through EAL ticket office and the remaining through travel agent 

and other ways were 25.9% and 3.7% respectively. It indicates that the majority of North 

American route passengers preferred to buy using the company's website. The reason seems that 

there is a relatively advanced technology in this country and the majority of people adopted such 

kinds of systems in their day-to-day activities. 
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Figure 13: Buyiug E-ticket in Europe 

Source: From Survey Data 

Concerning to Europe's sample routes, 50% of Frankfurt passengers bought through the EAL 

ticket offices, 25% through the company's website and the remaining through travel agents and 

other ways of paid e-ticket were 18.75% and 6.25% respectively. Rome passengers bought 

through the EAL ticket offices and the company's website is equal in number, 42.86% for each, 

and 14.29% passengers bought using travel agents . Like in Africa and the Middle East & Asia, 

passengers preferred to buy through EAL ticket offices in this area also . Though European 

countries are developed countries, unlike the African countries and there is better technological 

advancement and experience on online payment. However, the majority of Europe region 

passengers preferred to buy air tickets from the EAL ticket offices rather than online through the 

EAL website. This implies that the EAL did not promote its system and system security 

mechanisms in these areas. It seems that many passengers feared online payment in relation to 

security matters. As a result passengers in Europe were almost not beneficiaries on the advantages 

of e-ticketing such as time saving and 2417 availability, among others. 
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Figure 14: Buyiug E-ticket iu Domestic Area 

Source: From Survey Data 

With regards to the selected domestic destination on the above figure 14 shown, Mekelle 

passengers both bought through EAL ticket office and travel agent 44.44% and 33.3% 

respectively, following bought through other method and company's website equally, i.e. 11.11%. 

Lalibela passengers bought using the EAL ticket offices and travel agents equally i.e. 37.5%, 

Similarly, bought using other methods and the Company's website equally, i.e. 12.5%. Moreover, 

40% of the Bahar-Dar passengers bought through EAL ticket offices and 30% of the remaining 

bought through the company's website and travel agents each. Dire-Dawa passengers using the 

EAL ticket offices and travel agents were equal in number, i.e. 50% and no other methods were 

used. Besides, in comparison to international destination passengers, the majority of domestic 

passengers did not use company's website to buy e-tickets. This shows that the majority of 

domestic passengers bought through the EAL ticket office. The reason could be that there were 

many EAL ticket offices around the cities. Moreover, there was poor internet connection and 

hence passengers preferred to go the nearest EAL ticket office than wait the connection to work or 

use internet cafe. Therefore, the EAL domestic passengers also did not use e-ticketing and 

benefited therein . 
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Figure 15: Respondents' views about Ways of bllyillg !'-ti~l<et 

Source: From Survey Data 

Concerning E-ticket purchase in general shows in the above figure 15, majority of respondents 

have been bought tickets from EAL ticket offices and travel agents. Accordingly 49% were 

shown to have availed themselves of EAL ticket offices and 27.5% travel agents. However, 

passengers bought e-ticket through the company's web site less than one-forth (1/4). From this it 

can conclude that most passengers purchased e-tickets from ticket offices using as paper ticket 

trend. Furthermore, it reveals that passengers did not adapt to e-ticket purchase in the Company's 

website. 
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4.1.4 COlTelation Analysis 

Corre lation analysis helps define the direction of the relationship between the var iab les and used 

mainly to evaluate the magni tude (between -I and +1) and also helps ga in insight in to the 

strength of their relat ionship. 

Table 4: Summary of Correlation Coefficients 

Variables IN EU SC PU 

IN 

EU .08 1 

SC .300i") -.138 

PU .037 -.030 .3 85(") 

SN -.074 -.102 .181 (') .148(') 

PR ~.O98 .052 -.177(') -.040 

TR .000 .015 .172(') .188(" ) 

BC .204(") .020 .1 15 .060 

EP .296(" ) .11 5 .459(**) .35 1(") 

** Correlation is significant at the 0.01 level (2~ tail cd). 

* Correlation is sign ificant at the 0.05 level (2 ~tailed ). 

Source: From Survey Data 

SN PR 

-.03 1 

-.053 .084 

-.024 -.664(") 

.150( ' ) -.133 

TR BC EP 

·.1 49(') 

.255(**) .182(**) 

Note: IN - Infras tructure, EU - Ease of Use, SC - Security , PU - Perceived lIseful ness, SN - Subjective Norm, PR 
- Perceived Risk, TR - Trust, Be - Behavioura l Control, EP - E-ticket Practice. 

The above table 4 shows that the simple bi-variant correlations between various variab les under 

study. It can be explained that the dependent vari ab le (practice of e-tickets) was fo und to be 

sign ifica ntly (p<O.O I, and p< 0.05) assoc iated positi ve ly and negatively with the independent 

variables (Securi ty, In frastructure, Perceived Usefulness, Perceived Risk, Trust, Easy of Use, 

Behavioural Contro l and Subjective Norm). The sign ifi cant associat ion between the dependent 

vari ab le and the independent va riab les was reported from higher to lower as to ll ows, Security 

(0.459), Perceived usefulness (0.35 1), Infrastructu re (0 .296), Trust (0.255), and Behavioura l 

contro l (0.182) corre late with significant at the 0.0 I. On the other hand, Subject ive Norm was 
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corre lated (0. 150) signifi cantly at 0.05. Since, the va lue of ' r" is greater or near to I. that 

independent vari able is hi ghl y correlated. In contrast, perce ived ri sk and ease of use did not 

corre late with e-ticketing practice. 

The result of correlation indicated that the correlati on between depe ndent variab le and security 

was pos iti ve ly corre lated (r=0.459, p<O.OI ) which is hi ghly correlated than the other variab les. 

This suggests that passengers will not apply the system unless they are assured of the system in 

online transaction process and trustworthiness of the tickets issued. So, security can highly 

pos iti ve ly assoc iated with e-ticketing th an th e other independent variables. Similarly, Bargh, et 

aI. , (2008) fo und that security was significantly correlated pos itive ly with e-business tra nsacti on. 

Accordingly, perce ived usefulness, infrastructure, trust and behav iora l control correlated with e­

ticketing practice at a significant leve l of p<O.O I. This shows that the ex istence of hi gher 

co rrelation coefficient value (positive) of e-ticket practi ce was associated with the majority of 

independent vari ab les. 

Those correlations show that the constructs are both conceptuall y and empirica ll y di st inct Ii'om 

each oth er and togeth er determine strong predi cti ve power as a result of the present study. It may 

thus be assumed that the practice of e-ticketing as percei ved by the users/passengers as subject to 

test the condition ofmulti-co llinearity. 

4.1.5 Multiple regression Analysis 

A multiple regression analys is was employed to identi ty which va riables made signi ticant 

contributions to predicting end-user to use or practice e-ticketing system. It was al so used in ord er 

to eva lu ate the combined effect of all independent variables (Security, Infrastructure, Perce ived 

use fulness, Perceived ri sk, Trust, Easy of use, Behavioural Control and Subjective Norm) on the 

dependent vari able (e-ticketing practice). They were entered simultaneously. The results of the 

analys is, including P coefficien t and significant level (p) for each independent variab le are 

reported hereunder in table 5. 
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Table 5: Su mmary of Multiple Regression Analysis 

Independent Variable Standardized coemcient 

IN 

EU 

SC 

PU 

SN 

PR 

TR 

BC 

Dependent Variable: E-ticketing practice 

Source: From Survey Data 

(P) 

0. 170 

0.1 52 

0.295 

0. 175 

0.113 

0.017 

0. 195 

0. 143 

Sign ilicance 

(p) 

0.008 

0.011 

0.000 

0.007 

0.062 

0.827 

0.002 

0.046 

Note: IN - In frastructure, EU - Ease of Use, SC - Security, PU - Perceived usefuln ess. SN - Subjective Norm. PH. 
- Perceived Risk, TR - Trust, Be - Behavioural Control , EP - E-ticket Practice. 

Table 5 illustrates the analysis of six variables that make signilicant contribu tions to the 

prediction of passengers' e-ticketing practice. That is the standard beta coeffici ents (P) gave a 

measure of the contribution of each variable to the Independent variab les. A large va lue indi cates 

that a unit change in th is independent variab le has a large effect on the dependent variable. 

Since the va lue of Security shows highl y predicator on the dependent vari able (P=0.295, p<O.O I l, 

it implies that Security is a major innuencing factor on individua l' s intention to use/apply e­

tickets. Similarly, Trust was found to be significantl y a lfecting use of e-ticketing system 

(~=0 . 195, p<O.O I), the effect of trust on e-ticketing practice is shown in its contribution to the 

system's trustworthiness and increased passengers' perception towards using e-t icket. This is 

consistence with the finding of Bargh, et aI. , (2008), who reported the ex istence of significant 

pos iti ve relationships between security and e-ticket practice as we ll as trust and e-t icket pract ice. 

Perceived usefulness also has impact on e-t ickets practice at the third level (P=0.175, p<O.O I). 

Th is result shows that passengers who pract ice e-ticketing wi ll become beneficiaries and the 

service provides them with qua li ty service. Moreover, in the case of perce ived use ful ness. it was 
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found out that reduced search cost for finding suitab le tickets, ava ilability of website for 24hours 

a day and 7 days a week are among the most important factors that made people to buy tickets 

using e-ticketing system. Similarly, Davis ( 1993) and Shen, et aI. , (2006) found out the e.\i stence 

o f a positive relationship between perceived usefulness and easy of use with the acceptance of 

internet based busi ness transacti on. 

Regard ing to infrastructure, the above table 5 shows that infrastructure signifi cantly affects e­

ticketing practice next to perceived usefulness (P=0.170, p<O.O I) and pmved that. the 

implementation of e-ticket ing system wi ll be based on it. This is in cons istence wit h the linclings 

of Tan (2005), who reported the ex istence of a positive sign ifi cant relationship between the 

airlines e-t icketing system. The next predicator is ease of use (P=0.152, p<0.05). It had sign i !lcant 

and positive effect on e-ticket ing pract ice at the EAL. The last factor on e-t icketing is behavioral 

control. It was found to be sign i ficant W=O. 143, p<O.O I). 

The remai ning variab les (Perceived Ri sk, and Subjective Norm ) nevertheless, in the regress ioll 

eq uation, did not contribute in any sign ificant way to the predication of e-ticketing pract ice. 

However, Davis (1993) lound out that these have an impact while app lying new electronic 

technology. 

On top of that, th e adjusted R Square value indicated that the given model accou llts lor 32 .8% or 

variance in the e-t icketing practice (Appendi x E). Moreover, the relat ive contribution of each 

independent variab le in predicting e-ticket practice, shown in rank ing order from the hi ghest to 

lowest: Security, Trust, Perceived Usefulness, Infrastructure, Ease of Use and Behav ioural 

Control (Appendi x F). 
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4.1.6 Customers' perceptions for e-ticketing practice 

The hi gher the mean score for percepti on (more than middl e value 3) implies the higher the 

respondents' agreement for th e stated items, since th e factors affecting variabl es suggests 

performance only '5' poi nt sca le. Thi s study's two extreme ends for e-tickets system percept ion 

are ' I ' -strong ly disagree and ' 5'-strongly agree. The items are stated pos itively except percei ved 

risk. Thus, the score below '3' for the items of those factors is interpreted as EAL cannotil.l nlled 

the stated criteria as perceived by the passenger fo r e-ticket practi ces s ince it directs toward 

disagree ment, and above ' 3' im pl ies agreement which becomes strong as the sca le approac hes'S' 

point and '3 ' po int implies the respondent do not know or want to stay neutra l. 
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Table 6: Custo mer I'erceived c-ticket serv ice 

Va riables Items Me .. " Standard 
Deviat ion 

Infrastructure 2.27 1.086 
[N [ I. 78 1.130 
[N2 2.24 1. 157 
IN3 1. 89 [ .129 
IN4 2.68 1.036 
[N5 2.74 .978 

Ease of use 2.42 1.1 33 
EU I 2.32 1. 177 
EU2 2.66 1.1 49 
EU3 2.34 1.025 
EU4 2.42 1. 166 
EU5 2.35 1. 146 

Security 2.37 1.202 

SC I 2. 17 1.4:15 
SC2 2. 13 1.1 % 
SC3 2.46 1.227 
SC4 2.58 1. 104 

SC5 2.53 1.046 
Perceived lIsefulness 2.99 1.197 

PUI 3.5 [ 1.307 
PU2 2.3 1 1.131 
PU3 2.48 1.252 
PU4 3.59 1.11 3 
PU5 3.56 1.073 
PU6 2.69 1.309 
PU7 3.8 1 .933 
PU8 3.16 1.437 
PU9 2.35 1.223 
PUIO 2.43 1. 193 

Subjective Norm 2.44 1.184 
SNI 2.57 1. 193 
SN2 2.63 1. 175 
SN3 2.30 1.1 02 
SN4 2.30 1.292 
SN5 2.40 I. [60 

Perceived risk 3.36 1.224 

PR I 3.57 1.1 84 
PR2 3.42 1.305 
PR 3 2.84 1.1 06 
PR4 3.49 1.207 
PR5 3.47 1.318 

Trust 3.33 1.110 
TR I 3. 11 1.077 
TR2 3. 19 1.09 1 
TR3 3.50 1.056 
TR4 3.58 1.158 
TR5 3.29 1.1 66 

Behavioral Control 
2.350 1.1 80 

BC I 2.25 I. [ [9 

57 



BC2 2. 12 1.250 

BC3 2.56 1.1 85 
BC4 2.52 1.2 19 

BCS 2.09 1.224 

BC6 2.53 1.098 

E-ticket I>nlctice 2.66 1.711 

Source: From Survey Data 

As shown in the Table 6, EA L filifi lled better as customers' are approaching to agreement. 

However, thi s table shows that there is a stable and fast internet connection to access e-ticketing 

system of the EAL (1.78), as required knowledge to buy e-ticket from the company website 

(2.24), avai lability of credit ca rd to buy e-tickets ( 1.89), and related to different mode of payment 

at EA L e-t icketing system (2.68), wh il e, leve l of technica l skill s requ ired to buy e-ticket (2.74). In 

general, from those indicators weighted mean of infrastructure is 2.27. That is, passengers 

di sagreed with the infrastructure fac ility. It suggests that passengers perceived the infrastructure 

facilit y as not fulfilled by the EAL to practice e-ticketing. 

Rega rding respondents' perception about Ease of use, the response level is similar with the above 

approach of di sagreement (2.42), i.e., passengers' di scomfort to navigate the EAL webs ite (2 .32). 

the website is difficult to understand for majority of passenger (2.66), and book, buy and print e­

tickets by themselves using the website was difficu lt for majority passengers(2.34), 11as many 

steps. rul es and procedures, while, the website interface language is user fri endly and directs 

appropriate ly (2.42), and convenient fo r me to buy air tickets using EAL website (2.35) . 

The respondents' personal perceptions about securi ty were disagreement to use e-ticketing system 

(2.37). With regards to ensure trust/security on all credit/debit card payments lor e-ti ckets was 

(2 .1 7). passengers feel that EA L website is secure from any threat/fraud (2.13). passengers 

perceived personal information as safe (2 .46), transactional information is secured (2.58). and th e 

website offer various pop-up windows from other organ izations to assure security during 

transacti on/buying e-tickets (2.53). It implies that the majority passengers perceived to use EAL 

e-t icket ing system as unsecured. However, accord ing to the info rm ation gathered from interviews. 

the EA L apply different kinds of security mechani sms to make the system secured . In general . 

the majority of respondents had no idea about th e secur ity mechanisms put in place by the ELA. It 
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seems that the EAL did not promote its system in a way that could raise the awareness o f its 

customers. Howe ver, the EAL have put in place the some security mechani sm. 

Rega rding respondents ' perception about use fuln ess, the response leve l a lm ost approached to the 

neutra l (2.99), i. e., passengers are not sure about the usefulness o f the EAL e-ticketin g system 

Such as, e-ticket ing system makes eas ier to buy e-ti ckets (3.51), makes adj ustments re lated to 

journey timin gs/schedul es easy (3.59), provided on immedi ate refund for unu sed e-t ickets (3.56). 

reducing worri es about e-ticket being lost or stolen (3.8 1) and custom ized of the system based on 

passenge rs needs (3. 16) were shown as agreement on th e use fulness. However, it enables to buy 

ti ckets more qui ckly (2.3 1), it cou ld red uce/save travel cost (2.48), e-ticketing system maintains 

the ticket cheaper than paper tickets (2.69). Overa ll , the bene tic iary with th e e-t icketing syste m o f 

the EAL (2.35) who recommends others to buy tickets online was found di sagreement (2.43) . In 

genera l, it impli es that c-ticketing system s implifi es the process of buy ing ti ckets by usin g latest 

technology . O n the other hand, due to low infrastructu re facilities and low internet con necti on to 

buy online, passengers are still incurring the same cost as the paper ticket system. Moreover, it 

did not reduce transportation and ti me cost. Therefore, it seems that EAL did not provide the 

necessary infi'astructural facilities, did not do to rai se the awareness of its passengers about e­

ti cket ing and its benefits and also the system by it se lf did not adjust as customers' demand and 

ex pectat ion. 

Concerning to subjective norm, the response leve l approaches di sagreeme nt (2.44). That is, it 

provides the necessary support to use e-ticketing while buy ing tickets (2 .57). people who buy 

onlin e e-tickets are more prestigious than those who do not (2.63), the advert is ing media 

fi'equentl y suggest to me to make a ir ticket purchase online and fri end s adv ice to buy ail' ticket 

through the EAL e-ticket ing system both found to be (2.30), likewise. empl oyees' suppaI'! to use 

credit card (2.40) . It implies that the EAL did not use influentia l personalities or opinion leaders 

as re ferent group to promote e-ticket system. So, passengers perce ived the system with the ir 

personal intention rather than subjective norm. However, the ex istence o f subjective nOI'l11 could 

be cha nges the op ini on of individual s on th e ir while maki ng decis ions to buy e-tickets. 

However, w ith regards to perce ived ri sk, th e response level approaches agreem ent (3.36). These 

statements were focusing on the risk of e-ticketin g. Us in g online e-ti cket system in the EA L is 
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wastage of time because of poor internet connection (3.57), feel confused (3 .42), creates many 

e rrors (2.84) and buy ing e-ticket through credit/debit card is full of ri sks (3.49) while the EAL 

webs it e was not frequentl y updated thereby obtai ning ri sk from non-updated inform ati on to the 

viewer (3.47) . There fore, passengers perce ived the EAL e-ticketing system as a threat and there 

was no guarantee for financia l loss on online payments. 

S imilarl y, pe rcept ion about trust on EAL e-t icket ing system response level approaches to 

agreement (3.33). That is, trust to the EAL website of us ing latest technology (3. 11 ). tickets 

purchased through EAL online ti cketi ng system are trustable (3.19), the online ticketing systcm to 

sa feguard privacy (3 .50), buy in g t ickets from unknown websites (3.58) and confident to buy e­

ti ckets from EA L website as it is updated frequently (3.29). It im pl ies that customers have trust on 

the co mpany ' s brand . The EAL has more than 60 years of experience and thi s could buil d tru st on 

its website. However, hackers could be made fake website. It may create fear and doughty to 

practice e-ti cketing in the company website. 

With regards to respondents ' perception about Behavioural Control, the response leve l almost 

approached to somewhat lower (2.35), i.e . feeling the EAL e-ticket system is easy (2.25), 

confidence about EAL e-t icketin g service to buy air line t ickets (2.12), educational statu s affects 

dec is ion to buy ti ckets on line (2.56), feel better when buy e-ticket on li ne than paper ticket (2 .52) . 

The internet fac ility enables me to buy e- ti cket through th e web (2.09) and it is ad visabl e to buy 

a ir tickets online as such purchases prov ide some di scount (2.53) . It implies th at customers 

perce ived the EAL as it did not fu lfil the necessary req uirements to pract ice or perform e-ticketin g 

system. The a bo ve indicator show the system is difficult to perfo rm , customers bu il d littlc 

confidence for fear of ri sks, educationa l statu s affects to take ri sk, custo mers prefe r good faci liti es 

and accessibility of internet. 

In add iti on to those factors ( Infrastructure, Security, Perce ived Usefulness. Perce ived ri sk, 

Subjective norm, Behavi oura l Control, Trust and Ease o f use) the passenge r were asked throu gh 

open-ended questions. T he maj ority of the respondents answered as a ffected by those factors. 

Moreover, some passengers responded as a ffected by other factors such as, customer re lation. 

n ight schedul e, ticket cost and in formati on. 
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4.2 Analysis of Interview 

Quoting Yin (2003), Taddesse (2006) described data analys is as consisting of categories. 

tabulation and evidence that wi ll be appl ied while doing analys is in qualitative resea rch that 

would , in turn , address the initial proposition of the study. The interview was conducted with 

respondents from the EAL managers, the Sales and Marketing, Distribution, and Customer 

Loya lty Department. The researcher tried to grasp the beliefs, perceptions, understandings and 

ideas of respondents wi th the help of semi-structural interview. For the sake of anonymity. the 

researcher assigned codes to all interviewees as follows: respondents from the Sales and 

Marketing Department we re assigned R I, Distribution Department R2 and Customer Loya lty 

Department were ass igned R3. 

Moreover. desc ripti on and interpretat ions of the data depends on the basic questions tonvardcd 

and the researcher tried to describe each of them by synthesizing respondents' rep ly. 

Issues Oil e-lIIl1rketillgle-ticketillg bellefits Oil implemelltlltiollS 

The implementat ion of any new technology hinges on the benefits it prov ides l'or the user and 

supplier. In line with this, e-market ing offers bottom-line benetits that tic- in directly to the 

demands placed on the organization which tries to make a transaction in the new economy 

(Joseph 2005). 

Concerning the first question f'orwarded with regards to the benefits of e-marketing practice at the 

EA L. all or the respondents answered that e-t icketing has benefits to customers and the Company. 

They mentioned sllch benefits incl uding flexibility in usage (one doesn ' t need to re-prin t and go 

through paper process to change date of travel , class, etc), fraud and theft prevention, cost sav ing 

compared to paper ticket stock, eas il y processed financial data because of elcc troni c storage and 

tran sm iss ion. 

Moreover, the respondents went on add ing the benefi ts ore-marketing in spec ific to e-t ickcting as 

follows: si mplifi cat ion of ticket changes and refunds. no va luable tickets to be misplaced or lost. 

fa ster check-in procedures through the use of se lf-serv ice check-in kiosks. The majority or the 

benefits mentioned by the interviewees were similar to those explained in the literature rev iew. 

This shows that e-ticketing systems benefit the EAL same as it benefits other Ai rlines. 
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The response of th e EA L managers to the questi on: Does the EA L reall y need such kinds o r c­

ti cketing system? Both rep lied "yes" addin g that the EAL needs e-ticketing syste m. Thc lirst 

reason was that there is a regulatory requirement set by lATA. It dec ided that a ll Airl incs necd to 

appl y the e lectroni c ticketing 100% from May 2008 . The second reason was that the EA L needs 

to work jo intly with other airlines. Fo r those reasons the EAL needs to implement the e-ticketing 

system. 

With rega rd s to the question: Does e-ticketing attract more customers comparcd to paper 

ticketing? The R I and R3 respondents rep lied "yes," adding it attracts more customers. T he 

rat ionale behind thi s, they sa id, is that the benefits of e-ticketing can attract more customers. 

However, the other respondent (R2) rep lied, the EAL still can' t att ract more custo mers s ince 

customers were not aware of how to use the EAL website to buy e-t ickets . 

The last question concerning to th e benefits o f E-market ing/e-ti cketing was on the bene ti ts of c­

ticketi ng in saving costs compared to paper tickets. Their response was "yes," it saves costs more 

than paper ti ckets. The EAL saves such costs as ti cket printing cost, GDS cost. commiss ions to 

trave l agenc ies and other promotiona l and memorandum messages to customers. 

Issues on Infrast~cture 

Infrastructure is the basic thing in perform IT bus iness. Large industries that use leT-based 

systems such as ba nk payments. airlines reservation and ticketing systems, automotive industry 

supply chain networks depend highly on quality infrastructure. The existence o f any 

inti'astructural gap wi ll ultimate ly lead to ri sk. Infrastructure includes both hu man a nd material 

infi·astructures. IT-based materi a l infrastructure incl udes computers, printers, database software 

packages. ope ration systems, and sca nners, among oth ers. 

T he fi rst questi on asked with regards to infrastructure was: Do you think the EAL fulfil all th c 

necessary infrastructures to use e-ticketing? R I and R2 respondents rep li ed "yes". T he EAL has 

a lmost fulfill ed the bas ic in frastructure facilities such as PCs hav ing enough capac ity to ru n the 

sa bre e-ticketing system software, and network facil ities Ii-om the ETC and S ITA satell ites. O n 

th e other hand , another respondent (R3) sa id there are still network connect ion prob lems. T he 

EA L provided so nwa re related infrastructures such as database and sever by outso urcing the 

system to the sabre system so lutio n company. 
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With regards to the kind of infrastructures the EAL uses for implementing e-ticketing. all the 

three respondents mentioned the main infrastructures as: PC, printer, illlernel. network cables. 3D 

security (t hree dimension security), software (Sab re software). database server. compu ter 

accessori es, antivirus, among others. 

The last question asked on the issue of infrastructure was their opinion about the adequacy of 

human resource with technical and manageria l skill s to implement e-ticket in g. According to R2 

and R3, the EAL has adequate human resources. Moreover, the EAL employees have been trained 

inside and out of the country e-ticketing system. However, the other respondent (R I) explained 

that the EAL employees are still bothering to im plement and gives support for their custoill ers. 

The respondents indicated that the EAL fu lfilled all the necessary infrastructures relatcd with 

human resource, network facilities and appropriate software and so on. Although, the 

questionnaire result shows that only 20.5% of passengers were paid e-ticket through cred it/debit 

ca rd . This implies that, there is low cred it card facility to buy on line. In relation to internet 

facilities, the majo rity of passengers respond that there is no internet access to buy e-tickc t or 

book ing e-ticket online. It shows that passengers have not become beneficiaries. Thc rcason 

seems that sti ll the majority of passengers went to the EAL ticket offi ces to buy e-tickcts. As a 

result , passengers werc obliged to ineur transportation costs and spent a lot oftime. 

Issues on security 

Information security threats include communication and resource re lated threats. Security services 

offering protection from security threats are: identilication, authentication, confidentiali ty, 

integrity, access control, and non-reputat ion (Bargh et al. 2008). Information security is an 

integral part of practicing e-ticketing. Therefore, the researcher conducted interview with the EAL 

managers on the issue of security as foll ows: 

With regards to the issue of security, it was indicated that the EAL fu lfilled all th e necessa ry 

security too ls. All interviewees agreed that the e-ticketing system is secured. They mentioned that 

the EA L incorporated all necessary security too ls to implement e-ticket ing such as lirewa ll. 

encryption software, using different passwords. di gital signature, and di gital certi ficates. among 

others. Simi larly, they replayed that the EAL security mechanisms can detect or control li'3ud on 

credit card payments as it has app lied standard security too ls. Moreover. ifan yone wants to pay e­

ticket through cred it card, it will be checked by 3D (three dimensiona l security) tool. and ir 
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passengers paid e-ticketing through cred it card, they were asked their ID on the board_ payments 

through credit ca rd at the EAL ticket offi ces are verified by agents and the ti ckets are issucd ailcr 

the approval code is obtained on the Saber system. 

On top of thi s, on line credit card payments are ve rified by an internationally established security 

standard. This is admin istered by check ing the ca rd holder lIsing PI N code and address 

verificat ion, detail in formation from client bank on such matters like va lidity, record on black 

li st, cred it card status, and so on. In addi tion to that, for the purpose of" security mechani sms. the 

credit card holder should be a traveler. That is the cred it ca rd holder who pay for him/her sc lf 

aga in can pay another person but they must travel together. Respondents rep lied that the EAL 

system contributed to detect fraud on credit card payment. 

Finally. on the issue of system security fi-om hackers, virus and fake website, all responde nts 

agreed that the system is secured. It is controlled by the EAL IT security department. The website 

also incorporated internat iona l standard encryption tools. In addition, the EA L scanned the client 

machine and database server using MacA fee Antivirus so llware. However, fraudulent activist 

may exist in relation to credit card payments. 
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Chapter Five 
Summary of Major Findings, Conclusion and Recommendations 

5.1 Summary of Major Findings 

The data ana lys is leads to the fo llowing major findings: 

I. It was fo und out that only 19.5% of the respondents gained benelits by uSlIlg the 

company" s webs ite. 

2. The study di sc losed that 20.5% of the respondents paid using cred it or debit card. 

3. The study indicated that more than half of EAL customers departing fi'om Ethiopia were 

Ethiopian nat ionality. 

4. The study revealed that the majority of Washington passengers became beneficia ries by 

using the company's website. 

5. It was found out that 36.5% of the respondents did not have Internet access to use 

company's website 

6. Concerning items corre lations, the study indicated that there were significant positive 

correlat ion between security and e-ticket ing practice (r=0.459; p<O.O I). 

7. The study revea led that there were corre lations between perceived use fulness and c­

ticketing practices as well as between infrastructure and e-ticket ing prnctice (r=0.35I : 

p<O.O I and r=O. 296, p<O.O I). 

8. It indicated that the combined effect of independent variab les (security. In lhlstructure. 

perceived usefulness, perceived ri sk, trust, easy of use, behavioural contro l and subjective 

norm) on the dependent variable (e-t icket ing practice) was significant at p<0.05. 

9. With respect to factors affect ing e-ticketing practice at the EAL, the st udy revealed the 

follow ing rank order from the hi ghest to lowest: Security, Trust, Percei ved Usefulness, 

Infrastructure, Ease of Use and Behavioural Contro l. 

10. The study indicated that passengers perceived that the infrastructure facilities prov ided by 

the EAL to practice c-ticketing system was low (weighted mean = 2.27). 

II . The study revealed that respondent passengers perce ived that the EAL employees did not 

assist passengers to use credit/debit card (mean=2.40). 
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12. It was found out that majori ty of respondent passengers did not recommend others to buy 

e-tickets onl ine through company 's webs ite (mean=2.43). 

13. It was found out that the majori ty of respondent passengers perce ived the EAL. websi te's 

interface language not user friendly and did not work appropriate ly (mean=2.42). 

14. The study showed that subjective norm and perceived ri sk had insignili cant impact 0 11 

practicing e-ticketing system. 

15. The study revea led that 5 1 % of the responde nt passenge rs paid in cash whereas 23.5% and 

20.5% paid in the form of check and in the form of credit/debit card respecti ve ly. 

16. It was found that most of th e domestic passenge rs did not use company' s webs ite 

compared to international passengers. 

17. Regard ing to e-ticketing system mechanism, the study reveled that in the view of EAL 

marketing managers, EAL using standard security too l. 

18. The study revea led the most important benefits of practicing e-t icket ing at the EAL as 

nexibility in usage, fraud and theft prevention, cost-sav ing from paper ticket stock and 

eas ier process ing of financial data . 

5.2 Conclusions 

Based on the data ana lys is and major findings of the stud y, the fo llowing specific conclusions 

have been drawn: 

I. In order to implement e-ticketing system at EA L. technologica l inli'astructure is neccssa ry 

to in vo lved. However, the finding showed that the majority of respondents conlil'll1 that 

there were inadequate infrastructure faci lities to practice e-ticketing in the EAL. webs ite. 

Th is could lead to loss of profit by EAL in light of strong compet itions in the worl el. 

2. The findings revealed that on Iy few passengers bought e-t ickets through the EA L' s 

website. It can be conclude that the EAL. did not work enough on awareness ri sing that 

practic ing e-marketing system would be more helpful to both it se lf and passengers in 

terms of sav ing time and cost, portability, and simplification of duties. This shows that 

there is low leve l of awareness on the part of the customers in using e-tickets on the EAL's 

website . 
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3. Passengers need to have appropriate cred it/deb it card facilities to buy e-tickets at the 

company's website. Without adequate cred it/debit card facilities it is difficult to get e­

ticket services. Moreover, the findings indicated that the majority of domestic routes 

passengers did not use cred it/debit card. From this it can be sa fely concluded that there 

were problems assoc iated with access to cred it/deb it card in the EAL. 

4. In order to implement e-ticketi ng system at EAL depend on the leve l of security. That is 

the level of security of the system affects passengers· whether to practice e-tickcting or 

not. As the finding im pl ies that security is the major factors to practice e-ticket ing at EAI.. 

Even if the EAL provided standard security tools, passengers did not easily see ancl 

understand how much it is secured. From this, it can concl ude that there was a 

communication gap between the passengers and EAL. 

5. Perceived usefulness and ease of use both are the basis for e-ti cket ing practice including in 

ai rlines industries. However, the finding showed that majority of passenger perceived that 

the system is not easy to perform and less users fri endly. Moreovcr, majority of the 

respondents were confused whether it is useful or not. This cou ld lead to conc lude the 

EAL did not attach due attention to improve the system based on customers' needs and 

wants. This neg li gence of customers ' needs would negatively affect the reputation of 

EAL. 

6. As a new technology based system implementation in an organizat ion the end use r or 

customer needs to have appropriate support. However, the finding shows that EAL 

employees did not adequately support passengers to use credit/deb it card as the customer 

expectations. It can be concluded that EAL employees lacked adequate tra in ing on helping 

passengers how to utili ze credit/debit cards. 

7. The finding showed that majority of passengers did not recommend others to buy e-tiekct 

online fro m the EAL. It can be conc lude that the provision for e-tic.kets in the EAL was 

not well developed. 
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Fi nally, there are a lso other factors that affect the intent ion of customers to use e-tickcting to 

purchase airlines tickets. Further tests and expansion of our model may capture othe r factors that 

are not contemplated here in. 

5.3 Recommendations 

Based on the find in gs and the conc lus ions drawn 111 the pervious sections, the fo llowi ng 

recommend ations are fo rwarded. 

I . Any technology-based businesses needs appropriate infrastructure to work prope rl y. 

There fore, the EAL sho uld improve its own technolog ica l inlrastructu re to e lTcctively 

utili ze e-t icketi ng system and compete with s imilar firms. 

2. The EA L could save costs and s im plify its work by using e-ticketin g. Passengers may a lso 

become benefi ciari es by usi ng e-ticketin g system. Therefore, it is highly recommended 

th at th e EA L should, in co llaborati on with its loca l and internationa l stakehold ers, work 

toward s ra is in g the awareness of customers about the importance of using e-t icketin g 

system. 

3. Access to cred it card is a pivota l issue in increas ing the use of the company's webs ite to 

buy e-t icket. In order to solve this prob lem, the EAL should c losely work with the 

Ethiopian loca l banks with a view to faci litating the use of cred it Ide bit card to custo mers. 

4. It has been noticed that cve n if the system is secured, the passengers werc not sure to pay 

onl ine. There fore, it is recommend ed th at the EA L webs ite should incorporate easi Iy 

unde rstandable messages that th e system is sec ured for users. It should pop-u p messages 

to approve the card is acceptable and sec ured when one uses entered credi t /deb it ca rd 

nu mbe r or other persona l information. 

5. Perce ived use fulness and ease of use have a colossa l im pact to practi ce e-ti ckcti ng system. 

T herefore. it is recommended that the EAL should make the system easy to usc and 

prov ide add itiona l featu res in its website lo r its passengers, such as chat room and e-mail 

address. Mo reover, the e-ticketing system should incorporate in its website one click 

shopp ing, more structured and co lorful graphics, multi-lingua l featu res (especia lly 
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incorporate as additional most wide ly used languages like Arabic. Spani sh and some loca l 

languages as we ll). It will be easier to practice and use ful to understand every rul es and 

regul ations related to the e-ti ckets. 

6. The implementati on of the new technology depends on the capacity/know ledge of 

employees as well as the use r. Therefore, it is recommended that EAL should build the 

capac ity its human resources in order to effecti ve ly and competi tive ly pract ices e-t icketing 

system. 

7. E-ticketing system could be success full y implemented when majority of passengers are 

practicing it. Therefore, it is recommended th at EAL should be providing di scou nt and 

premium fo r passengers who made purchase e-ticket th rough company' s websi te. It will 

be increased the num ber of e-ticketing users. 
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Appendices 

Appendix A: - Questionnaires in English 

Survey on Factors affecting e-marketing: e-Ticketing practice of 
Ethiopian Airlines (EAL) 

Dear respondent, 

My namc is Essayas Taye, MA (Marketing) gra duating s tude nt of AAU. Given be low a re t hc 

items to cva luatc you r perceptions and experience wi th E t hiopian Ai rlines (EAL) related to 

e -markcting/ticke ting. This information will be used for academic purpose and responscs 

will be treated in s tri c t confiden tiality. [n advance, I than k you very m u ch for active 

cooperation . 

Part 1- General Information 

1. Nationality: A) Ethio pia n 0 , B) Others (Please specify) _______ _ 

2 . Sex: A) Ma le 0, B) Female ° 
3. Age group: A) Below 18 ° B) 18- 250, C) 26-35 ° D) 36-45 ° 

E) 40-55 0 F) Above 55 0 

4. Educationa l status: 

A) Below Diploma ° B) Diploma 0, C) Undergraduate degree 0, 

D) Mas ters Degree a nd Above 0, E) Others (Please specify) ___ _ 

5 . Access to interne t: 

A) NoD, B) From h omeD, C) Prom work PlaceD D) Prom internet cafe ° 
6. I buy e -t icke ts through: 

A) Companies web site by my self 0, B) EAL ticket offi ce ° 
C) Trave l agent 0, D) Othe r (Please Specify) __ _ 

7 . 1 paid for e -ticket in the form of : 

A) Credit/debit ca rd ° B) Cash 0, 

Othe r (Please Specify) ____ _ 
:" : .. 1 . . 
"'-."'1IIIIIW~' YRI\IIIn,aa..... WlUUY 

tUUOlroCi 
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~ .... ..,. -' tcis-";,,,*,,,~ ,.: ~..;. ~ 
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8. How ofte n h ave yo u been taking nigh ts with EAL? 

A) Regu la re ly D , B) Sometimes D, C) Occasiona lly D, 0) Ra re ly D 

9 . How m a ny nights h ave you been taking with EAL in th e last 12 mon th s ? (Coun t 

re turn trip as 2 nigh ts ). 

A) Les s tha n 50 B) 6- 10 D , C) 11 - 15 D, 

E) Above 20 D 

0) 16-20 D 

10. Traveling route : Origin (City) ... ..... ....... .. .. ... . destina tion (City) .... .. .... ....... . .. 

Part II - Perception of e -Ticketing System 

For each of th e following, please place a ",/" in the box tha t best represen ts you r level of 

a greement or d is agreem en t. Strongly Agree=SA, Agree=A, Neu tral=N, Oisagree=O, 

Stron gly Oisa gree=SO 

~N S tatemen t / Item s Ra ting 

SA A N 0 SO 

I I h ave s ta ble a nd fast internet connection to a ccess e-
ticke tin g system of EAL. 

2 I have requ ired knowled ge to bu y e-ticke t from th e 
compa n y website. 

3 I ha ve a c red it card to buy e- t ickets on the company 
webs ite online. 

4 I ca n buy e-ticket by following different mode of paym en t 
at EAL e- ticke ting sys tem . 

5 Buying e-t icket through EAL webs ite d oesn 't requ Ire 
high level of technical skill s . 

6 I a m comfortable to n av iga te EAL webs ite. 

~ The web s ite is easy to unders ta nd for me . 

~ I can easily book, buy a n d p rint e-tickets by myself 
u s ing th e website. 

Website in terface language is u ser fri endly a nd di rects 
9 appro pria te ly. 



S.N Statement / Items Rating 

SA A N D SD 

It IS con venient fo r me to buy a Ir ticke ts u s m g EAL 
10 website. 

The EAL website ensures trust/security on a ll 
11 credit /debit card paym ents for e-tickets. 

12 
I fee l that EAL website is secure from any t hreat/ fraud. 

13 
I believe my person a l information is safe on EAL website. 

14 
I think my tran saction informa tion is secured. 

The webs ite d oes offer various p op-up windows from 
other organizations to assure security during 

15 transaction / buying e-t ickets. 

16 
E-ticketing sys tem makes it easie r to buy t ickets. 

E-ticketing system ena bles me to buy tickets more 
17 qu ickly. - -

I could reduce/ save travel cost by u sing online tic ke t 
18 th rough EAL website. 

E-tic ke ting system easily m akes a dj ustmen ts related to 
19 journey timingsLsch edules. 

Passengers a re provided o n immediate refund for 
20 unu sed e-tickets through EAL e-ticketing system. 

E-ticketing system maintains the t icket cheaper than 
21 paper tickets. 

22 
I am not worry when e- ticket being lost or sto len. 

23 
I buy e-ticket as it is c ustom ized based on my needs. 

Overall , I a m beneficiary with the e- ticketin g system of 
24 EAL. 

I wi ll d efinite ly recommend others to buy t icke ts online 
25 (e-ti ckets) through webs ite. 

EA L provides necessary s upport to use e-ticketing whi le 
26 buying ticket. 

People in the society who buy online e-tic ket a re more 
27 prestigious than those w h o do not. 

The a dvertis ing media frequ ently suggest to m e to m a k e 
28 a ir ticket purchase online. 



My friends advice me to buy air ticket through EAL e-
29 t icketing system. 

30 
EAL employees are supporting me to use credit card. 

Using online e-ticke t sys tem in EAL is wastage o f time 
31 bccause of Door internet connection. 

I feel confused when I am uSll1g e-ticketing 111 EAL 
32 wcbsite -- -- - --- -

33 
Using online e- ticket in EAL has many errors. 

- I-- - - l-
I think buying e- ticket through credit/ debit card is full 

34 of risks. 
f----- ------

EAL website a re not frequently updated , thus a ri sk of 
35 obta ining no n -undated in formation to the viewer. 

36 
I trust the EAL website as it uses latest technology. 

I think tickets purchased th rough EAL online ticketing 
37 svstem are trustable. 

I trust the online ticketing system to safeguard my 
38 orivacv. 

39 
I do not buy a ir tickets from unknown websites. 

I a m confident to buy e-ticke ts from EAL webs ite as it is 
40 undated freguentl y. 

41 
I fee l the EAL e- ticket system is easy. 

I have full confidence with EAL e-ticketing service to buy 
42 a irline tickets. 

My educational status affec ts my decision to buy tickets 
43 online. 

44 
I fee l better when buy e-ticket online than paper ticket . 

The internet facility enables me to buy e-ticket through 
45 th e web. 

I t IS advisable to buy rur tickets online as such 
46 purchases provide some discount. 

47 
Overall, E- ticket system practicing in EAL. 

I . What extra factors do you think may affect people to buy e-lickets/ online-tickets? 

-- --- -------_._--
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Appendix C: - In terview questions 

Interview question for EAL managerial staff 

1. What a re the benefits of practicing/maintaining e-market at EAL? (For the 

company as well as for the customers). 

2. What are the advantages of maintaining e-ticketing at EAL? (For the company and 

customers) . 

3. Does EAL really need e-ticketing system? I f yes w hy (the s ign ificance)? 

4. Does the e-t icket system attract more customers comparative to paper ticketing 

system? 

5. How much do you think e- ticketin g can save the cost over paper tickets? 

6. Do you think that EAL fulfill all necessary infrastructures to use e-ticketing? 

7. What kind of infrastructure EAL uses for implementing e-ticketing? 

8. Do you think EAL has adequate human resource with technical and managerial 

skill s to implement e- ticket system? 

9. How do you ensure security related to e -ticketing? 

10. Is there any security mechanism to detect or to control fraud on c redit card 

payments? 

11. Do you think E-ticketing system software is secured from hackers, virus and fake 

website? 



Appendix D: - Coded Items 

Coded Items 

I N I . I h_a,,-e~tab.!!"_"'''-<I f,,§.~ i~lter~et_cs:,,-~ec ti!:JE!. tQaccess e- ti c: ke!~flE _"Y~tern_()f E.p,L. 

IN2 

IN3 

can buy e-ticket by following diffe ren t mode of paym ent at EAL e-ticketing 
IN4 ,_ ~ysr,,_m-,- __ _ _________________ . __ _ 

IN 5 ,B':lying_e:_ti .:.k"t J:hE().':!EI1. Ef...!-- _~e~s ite dges"-!.EeCLuir-e_ high_l~"el oJ: technical -'!.kill§.:. 

EU I I am comfortable to navig!'-te EAL website. __ 

EU2 ._ The website i~ easy ~ und""stand for ""'--'- _ 

EU4 

EU5 I
~"b sLr,,_ i n t!'EL,,5'~~~gu "g"J§._u s"-U!i"'::!<lly~n<L<lire"!~--"EP.!..EP.Ei"1:"}L ____________ , 

....!! i~onvenient for m e to buy air ticke ts u s ing ~""-!,. website'--_. ___ ___ ___ . _____ m..J 

The EAL website ensures trust/ security on all c redi t / debit card payments for e-
SCI tickets. 

SC2 , I fe"!.t~J:.E .. '\.L_.w_ebs ite is secure frorn-""..Y.!I1reatilE"~ ______________ ._. 

SC3 :"'1 beJ~v"-rrl)l_p,,,rsonal in[()["matio_n is safe on EAL website. __ 

SC4 I thiflk my transaction information is secured. 

The we bsite docs offer var ious pop-up windows from other organizations to 
SC 5 . _"ss u_I'e_se<:uri~y _<I uTi n g.J:r " ,'.s",ctiu '::!/ ~ u~,,-g~=,tic kets .. 
PU I .. ~-t: i cke ting sy_stem _ma\<:,,~it. easjer. !S!.J:>':'.y_tic\<:"t". _ 

PU2 

E-ticketing system easi ly m akes adjustments related to Jou rney 
PU4 ,_ timings/ sch edu les. 

Passenge rs are provided on immedia te refund for unused e-tickets through EAL 
PU5 __ ,, - ti<:.!<:e~i~..§.ystel'\1c._. ________ .____ _ __ . ___ _ ______________ . 

PU6 E-ticketing system_ m a inta ins..the tic ke t che"p er tha n j:lapertickets. 

PU7 . _' a.rn_not.":orry~_h-",::! e =-ti(;k" t_b",jDgJs:"t_gE.. s,toJ.,,_'::!: __ . _ _ . ________________ . _____ . 

, , will definite ly recommend others to buy t ickets on line (e- tickets) through 
PUIO website. 

SN I EAL provides _nece,,~ary su£port to tls",--,,- ticketi,::!g_wtlile buyi.QK ticket.:_. _ , 
S N 2 L_P"op[e_ in. t}1 e __ s_,?c.ieY_"'_~_I:>.':!L"-fl[ iEI_ ,, __ e- tic k" t --"f"e m 0 r"_J2E_",s ti&o u .s~,-"n th os".] 



~ - --~---- - ~~--

who do no t. 
.-~-~~-~----

The a dverti s ing m edia frequently suggest to m e to make a ir tic ket purchase 
SN3 online. 

S N 4 i. ~ 0':. f r~i end s ~d~y i~e~1!' '''. t'! ~l?tlY.f!iE ti~~"'.tt:l1~gt1-gb _~J:\L,~ ",--~i~cl<:~etil1g sys.te m ~_~_ ._ 

SNS .. EAL e mJ?loye~ ~r~up.2.0rting me to use credit card . _____ ~ 

Using online e-ticket system in EAL is was tage of time because of poor in ternet 
PRl connection . 

PR2 

PR3 

. J feel_cgnfu s.ecL ~l1.~1 a m u s ing e-ticketingJ.I1.J:j\L ",ebsit~ _____ _ 

.~~~~ i_l1g Qrl!Ln~"'. e ~ t i c:.ket in EAL£'=.eate~~any errorOlc- ~__ __ 

PR4 I th ink buy ing e ~ t icket through credi t/ deb it card is full of risks. ... ~ ----~ -, .. - -,--- ----.. -.. - --- ~- ----- --- ,~-.,---~.,. . ---- - ._._-----,-- ------- "--' ---.- ""--'-"-

EAL webs itc are no t frequently updated, t hu s a ri sk of obta ining from non-
PRS updated in for~~tign ~ to~ tbc yi"wer,~__ .~. ~ __ 

TRI I tru s t the EAlc w<jJs~te_a_s. i~tl~ses.J_a~s~t"'."bn~log)': 

TR2 

I TR3 

I think tickets purchased through online ticketing system are trustable, ... __ _ 

1.1 t!ust th e on lin e t icketin g system to safeguard my erivacy. - ~-J 
TR4 . I do no~ 1:J~uy~alr~!i~I{." t~Jr:().!.I:!_t1-l1kl1ow.n~~",,,,-bs it,,s : ____ ~ __ 

TRS . I afl1co_nfidentto!:my e- tickets from EJ:\L_w~_bsite"~~U~s~~Ec!~edJreg,:,,, ntIL _ 

BCl I feel thcj';AL,,- ticket sys tem is e~y. 

BC2 I h~a\:,c [uILco!1fic!C:rlc;" ",it~~AL, e ~ tick_e!i~l1g~ervi ce to _btly-"lrlin " ti" k" ts., 

BC3 :~My~educa~tionct1 s t"tu s ~"ffects~ my c!ecision to buy tickel s of11ine . 

BC4 .JJ"e! better wQ"'.rl buy e- ticket 0l1}inethan£flP."r:.!ic l~"tc_ ~~ _~ ~ 

BC5 _Th~ inter_n et facjli!:y "'. n~les tl!.e ~to_buy ".::.ti cl<:"'.~ th~ough the.-'."."b, 

BC6 It is advisab lc to buy a ir tickets online as ~such purchases provide som e disco unt. 



Appendix E : - Multiple Regression 

Model Summary 

Adjusted Std. Error of 
Model R R Square R Square the Estimale 
1 .596" .355 .328 .704 

a. Predictors: (Constant) , BC, EU, PU, SN, IN , TR , SC , PR 

ANOVA" 

Sum of 
Model Squares df Mean Square F Sig . 
1 Regression 52.042 8 6 .505 13.137 .000" 

Residual 94.578 191 .495 

Total 146.620 199 

a. Predictors: (Constant), BC, EU, PU, SN, IN , TR , SC, PR 

b. Dependent Variable: E-ticket practice 

Coefficients(a) 

Unstandardtzed Standardized 
Coefficients Coefficie nts 

Std. 
Model B Error Beta t Sig 

1 (Constant) 

-0. 138 0.481 -0.288 0.774 
IN 017 0.063 0.17 2.683 0.008 
EU 0.138 0.054 0.152 2.558 0011 
SC 0.239 0.056 0.295 4.233 0.000 
PU 0.174 0.064 0.175 2.71 4 0.007 
SN 0.099 0.053 0.113 1.879 0.062 
PR 0.015 0069 0.017 0.219 0.827 
TR 0.184 0.057 0.195 3.197 0.002 
Be 0.128 0.072 0.143 1.782 0.046 

a Dependent Variable: E-ticket practice 



Appendix F: - Stepwise Regression Analysis 

Summery of stepwise regression analysis of the predicator var iables: Stepwise ra uk order-

Vari ab les Variablt.:s 

Model I:: rucrcd Removt.!ci rVlcthod 

I Stepwise (Criteria: Probabi lity-o f- F -Io-ente r <~ .050. Probabi I ity-of-F -10-
SC 

remove >= .100). 

2 Stepwise (C riteria : Probabi 1 ity-of-F-to-ente r <~ .050. Probabil ity-of .. F-IO-
TR 

remove >= . 100). 

3 
Pl i 

Stepwise (Criteria : P rohabi J ily-of:· F -to-enter <~ .050. Probabi I il),-or· F-10-

rCIllO \ C >= . 100). 

·1 
IN 

S tepwise (Cri te ria: Probabi I it y-o r .. F -1O-CIHe r <~ .050. Probabi I il y-o l:' F - \0-

remove >= . 100). 

5 
IOU 

Stepwise (Cri teria: !' rahab i lily-at:. ]:-\o-cntcr <~ .050. Probabi I i Iy-o f-F -[0-

remo ve >= . 1(0) 

(, 

Be 
Stepwise (C riteria : Probabi lily-of- F -la-enter <~ .050. Probabi I ity-of-F -to-

remove >= . 100). 

Summery of stepwise regress ion a nalysis of the predicator variab les: Model Sum mary 

Adjusted R 
Model R R 5_qufll"c Square 
I 

.4591") .2 11 

2 
.497(b) .247 

3 
.530(,) .2 ~0 

4 
.554(d) .307 

5 
.573(c) .328 

(, 
.5H6(1) .343 

a Predictors: (Constant). SC 
b Predictors: (Co nstant). Sc. TR 
c Predictors: (Constant). Sc. TR. PU 
d Predicto rs: (Constant), Sc. Tit PU. IN 
c PrcdiclOrs: (Consl<Int). Sc. TR PU. IN. EU 
f Predictors: (Co nstant ). Sc. TR. PU. IN. EU. BC 
g l)cpcndclIl Va ri able: E-t icket pract ice 

.207 

.239 

.269 

.293 

.3 11 

.323 

Std. Error or R Square 
the Estimate Change F Change S;g. F Change 

.764 .2 11 52.957 .000 

.749 .036 9.3 11 .003 

.734 .034 9.20 1 .003 

.722 .026 7.435 .007 

.7 13 .02 1 6.1 20 .0 14 

.707 .0 15 4.37t1 .038 
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