0sEs
7, Uyuedonufalians

Market Segmentation for E-commerce Aircraft Tickets Business in Thailand
MsulsdumImsraadmiunsndudgsiadueiosdululsimelne

Chavis Ketkaew!

Chanidapa Sookcharoen?

Kwanjira Poonsree®

Nut Chaijaroen®

Abstract

Aircraft ticket consumers in Thailand can be categorized by using various indicators or
clusters to serve purpose of each study. In this paper, the three generations namely X, Y and
Z with their incomes were used to investigate the market segmentation for the online purchase
via internet or Electronic commerce (E-commerce). The data shows and examines the
differences and similarity of the three generations about performance expectancy,
conveniences of using airline websites, price sensitivity, behavioral Intentions and hedonic
motivation. The data were collected using an online survey (n = 3,064). The results and main
finds were discussed in two parts; demographic segmentation and psychographic
segmentation with descriptive quantitative research method using Chi-square and T-test. This
paper is the first which using the three generations to study about the segmentation in the
aircraft thicket purchase. The findings can surely assist marketers to provide the appropriate
and effective marketing plan, incentives or promotion for their target groups and can lead to

better understanding about the behavior of the XYZ generations.
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Introduction

According to the recent international crisis in the wake of the coronavirus pandemic,
known as COVID-19, it is being felt by all business around the world of all sizes and sorts from
the household level to the national one. At the novel coronavirus continues to spread, some
countries are putting their citizens on various forms of lockdown, which impact on economy
especially the hospitality and tourism industry including the aviation industry from
unprecedented measures restricting travel and activity participation. Social distancing and work
from home are the measures set to reduce interactions between individuals in order to slow
down the spread of virus (Sen-Crowe B, 2020). The crisis has habituated people to online food

ordering, shopping and entertainment, as well as virtual classrooms, digital wallets and e-
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meetings but the response to COVID-19 hasn’t been universally felt across generations, with
consumers of different age groups responding and reacting differently to the crisis. As market
forces and customer behavior change during the pandemic, a lot of people would likely be
an increase in online shopping as people turn to ecommerce to purchase the items they might
have otherwise purchased in person. In addition, the use of E-commerce aircraft ticket has
grown conversely in this crisis. The consumers would rather book online instead of at their
local travel agent are airline tickets (Escobar-Rodriguez T, 2013). Basic marketing segmentation
is a term help in driving to increase sales or used by airlines for different marketing purposes.
Customer grouping is similar personalization to the same group, which is resulting in increasing
marketing effectiveness and easier to reach for each customer group. The successful of E-
Commerce aircraft ticket is based on many factors, such as target generation group of people
(GenX, GenY or GenZ), gender, emotional factors, motivation factors, online sale price and
also the reliability of the system (Ruiz-Mafe C, 2013). Therefore, the method or ways to access
to each marketing segmentation is different. This research study aims to analyze market share,
which is divided into customer groups of E-commerce aircraft tickets business in Thailand in
the purchasing behavior in this context.
Theoretical background, framework and related study

Air craft E-commerce grows not only rapidly but also internationally and widely due
to the fact that customers can find the reasonable ticket price face-to-face sell turn exorbitant
once they compare with buying the ticket via the website instead. Internet is the most suitable
way to use in airline industry by its characteristics and the high sale rate. (McCole, 2002)
However, the E-commerce market in hospitality industry is very competitive because of its
popularity (Tsai et all, 2005) Online electronic ticketing shifts its position to the top distribution
channel as 99% of all airline tickets used in Americas in 2013 were purchased electronically
because of the cheapest prices offered only online. (ARC, 2014) It does the same position in
Asian countries including Thailand as Thailand is a famous destination for touring. There are
numerous evident and figures show a rapid annual growth rate, with the highest rate of growth
almost 40% occurring form 2010 up to now before COVID crisis (office of TAT, 2011-2019).
There are some studies about different drivers of online E-commerce about customers’
behaviour and finds of conceptual framework for example the UTAUT2 (Venkatesh et al., 2012)

regardless of your age, you will always belong to the generation you were born into.
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Generation X,Y and Z

As of 2020, the breakdown by age looks are as follow: Baby boomers were born
between 1944 and 1964. They're current between 56-76 years old (76 million in U.S.); Gen X:
Gen X was born between 1965 - 1979 and are currently between 41-55 years old (82 million
people in U.S.); Gen Y: Gen Y, or Millennials, were born between 1980 and 1994. They are
currently between 26-40 years old.For the year 2020, the summary of age of those groups are:
Gen Y = 25-39 years old (73 million people in U.S.); Gen Z: Gen Z is the newest generation to
be named and were born between 1995 and 2015; They are currently between 5-25 years old
(nearly 74 million in U.S.). “Millennial” is a new popular term used to reference both segments
of Gen Y. Realistically, the name Generation Z is a place-holder for the youngest people exist
in this world. It is to morph as they leave childhood and mature into their adolescent and
adult identities. The single alphabets were used to identify each generation as it is short and
clear. It began with Generation X, people born between 1965-1979. The preceding generation
was the Baby Boomers, born 1944-1964. Post World War I, Americans were enjoying new-
found prosperity, which resulted in a "baby boom." The children born as a result were dubbed
the Baby Boomers. However, the generation that followed the Boomers didn’t have a blatant
cultural identifier. In fact, that’s the anecdotal origin of the term Gen X — illustrating the
undetermined characteristics they would come to be known by. From there on it was all
down-alphabet. The generation following Gen X naturally became Gen Y, born 1980-1994 (give
or take a few years on either end). The term “Millennial” is widely credited to Neil Howe,
along with William Strauss. The pair coined the term in 1989 when the impending turn of the
millennium began to feature heavily in the cultural consciousness. Generation Z refers to
babies born from the mid-2000s through today.

Javelin Research (2019) claimed that not all Millennials are currently in the same stage
of life. While all millennials were born around the turn of the century, some of them are still
in early adulthood, wrestling with new careers and settling down, while the older millennials
have a home and are building a family. The younger group are financial fledglings, just flexing
their buying power. The latter group has a credit history, may have their first mortgage and are
raising toddlers. The contrast in priorities and needs is vast. The same logic can be applied to
any generation that is in this stage of life or younger. As people get older, they tend to

homogenize and face similar life issues. The younger people are, the more dramatic and
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chaotic each stage of life is. Consider the difference between someone in elementary school
and high school. While they might be the same generation, they have very different views and
needs. To do marketing to young generations as a single cohort will not be nearly as effective
as segmenting the strategy and messaging. A decade from now, the priorities of Millennials
will have changed — and marketing tactics must adjust instep. There are many aspects
demonstrate how these generations are different.

The fact to consider is that new technology and innovation are typically first adopted
by the youngest generation and then is gradually adopted by the older generations. As an
example, 96% of whole citizens in Americas own a smartphone, but Gen Z (the youngest
generation) is the highest user and utilize it.

Consumer Behaviour

1. Performance expectancy (PE) can be defined as “the degree to which the user
expects that using the system will help him or her to attain gains in job performance”
(Venkatesh et al., 2003, p. 447). Venkatesh integrated five concepts from various
models into the construct of performance expectancy, namely perceived use fulness,
extrinsic motivation, job-fit, relative advantage and outcome expectations. The
concept perceived usefulness in the behavior models such as the Technology
Adoption Model (TAM) is consistent with the performance expectance. Other studies
stated the performance expectancy as it is individual perception that the usage of
system will improve the performance (Min et al., 2008; Jambulingam, 2013).

2. Convenience of Use is a judgement made by consumers according to their sense of
control over the management, utilization and conversion of their time and effort in
achieving their goals associated with access to and use of the service. This definition
argues that perceived convenience is not an inherent characteristic of a service and
that understanding convenience requires understanding of consumer decision-making
or consumption and achievement of goals (Dawes Farquhar J, Rowley J, 2009).

3. Price sensitivity can be defined as the degree to which consumers’ behaviors are
affected by the price of the product or service changes. Price sensitivity is one of the
key factors affecting to companies pricing choices as well as its ultimate profitability.
Price sensitivity is an individual difference variable describing how individual consumers
show their reactions to changes in price levels and the awareness of the consumers
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to what they perceive about the cost within which they will buy a particular product
or service. Each customer will have a certain price acceptability range and different
customers have different limits in their perceptions of what price is within their ranges
(Rahman MK, 2014).

4. Behavioral intention is the main factor assumed to capture the motivation factors
affecting human behavior. An individual realizing that the result of performing a
behavior is positive will have a positive attitude, belief and perspective regarding the
behavior, and similarly, a behavior with a negative result will engender a negative
attitude. Behavior intention on the environment consists of some factors that are
assumed to encourage an individual to behave in an environmentally friendly manner.
The factors affecting behavior intention are subjective norms, which control attitudes
towards the environment. Other aspects affecting an individual’s behavior regarding
the environment are the cognition an individual has of the environment, beliefs, and
the amount of responsibility they feel for the environment. Behavior intention
represents an individual’s cognitive readiness to behave and affects the behavior to
appear. Cultural and social differences in every area affect the cognitive level, thereby
impacting on different behavior intention (Fakhrudin 1A, 2018)

5. Hedonic motivation is a type of motivation that describes the pleasure of
entertainment or hedonic of the users to what having and to get fun or entertained
might be the indicator of it. Therefore, hedonic motivation has a direct influence on
behavioral intentions (Venkatesh et al, 2012). Furthermore, motivation brings the
hedonistic for having pleasure to use the technology be the important factor to
determine the user’s acceptance and use the technology. Therefore, hedonic
motivation is important to be a predictor for users’ intention towards technology
acceptance. Consumers pleasure in shopping activity had been discussed, and it brings
emotional, multisensory and fantasy as crucial factors of the hedonic values and
utilitarian for consumers. It indicates that hedonic motivations have an important affect

to the behavioral intention (Khatimah H, 2019).

Research Design, Philosophy and Strategy
Designing a research study can be compared with designing a building, since a

researcher is similar to an architect who shapes the features of the building. The design has
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to accomplish a particular purpose while taking into account limitations of time and money.
The design depends on the researcher’s own preferences and interest, philosophy, ability,
background, suitable strategy and choices of methods for carrying out research. According to
Saunders et al. (2007), research philosophy relates to developing knowledge and the nature
of it. The adopted research philosophy contains assumption about the researcher’s view and
support the chosen research strategy and methods. According to Bryman and Bell (2003),
there are two distinct epistemological philosophies: namely positivism and interpretivism.
Positivism reveals the objective truth existing in the social world through the use of scientific
methods, with the results of the study of ten contradicting the data. Interpretivism, by
contrast, considers the social world as a subjective experience and thus that there is more
than one possible answer to a research question (Minocha, 2006). Following the advices of
Saunders et al. (2007) and Bailey (2007), it was decided that in this study, the philosophy that
would best support the chosen methodology and procedures was interpretivism using
descriptive quantitative method. Crotty (1998), Bailey (2007), and Saunders et al. (2007) agree
that one of the terms sued most frequently in interpretivism is ‘social actor’. Marketing is the
field that consider about the need of human and how they react to those need. The selection
of an appropriate research strategy directly assists researches in answering the questions and
in meeting the study objectives which were set at the beginning of the study. Saunders et al.
(2007, p. 135) also recommend that the selection of strategy is usually derived from or guided
by the research aims, the extent of existing knowledge, time and other necessary resources
along with the individual’s philosophical underpinnings. In this paper, the case study approach
was selected as the strategy which would be most appropriate for achieving our aims. Robson
(2002) defines the case study (in Saunders et al., 2007, p. 139) as a mean of research
conducting that involved an empirical investigation of a particular present-day phenomenon
within the real-life context using multiple sources of evident. Siggelkow (2007) claims that a
case study strategy can be used to answer essential research questions even with a single
case.

Yin (2003) provides examples of two types of case study strategy. There are: single
case & multiple case, holistic case & embedded one. Single case is mainly used to symbolize
a critical or a unique case. If there is more than one case multiple cases can also be integrated

into the case study strategy. Strong evident for justification can be used to meet validation
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with a single case (Yin, 2003). If the research, for instance, is concerned with a particular
organization as a whole we can use the holistic type of case study. When the sub-units of the
whole organization is described, the case involve more than one unit of analysis. Regardless
of how the study selects the units, this can be an embedded case studly.

In this study, the quantitative research method is selected with the belief that a good
research should be governed by how well it suits the purpose of the study and how effective
it is in enabling the researcher to discover the new findings.

Feature of qualitative research in marketing

Malhotra (2004, p.135) cites about an applied orientation of marketing research can be
done successfully using the quantitative research method from qualification of the data and
generalize the results from the sample to the population of interest.

Chi-Square

The Chi-Square test is one of statistical procedures used in a research to examine the
differences between categorical variables in the same population. In this research, the curious
point was in whether or not generation (X,Y,2) are related to the purchase of aircraft E-
commerce ticket.

After collecting a simple random and administering a survey to this sample, the
researchers could first manually observe the frequency distribution of generationl within the
sample. Chi-Square was tested to validate or provide additional context for these observed
frequencies. Market researchers use the Chi-Square test because is most useful when analyzing
cross tabulations of survey response data. Because cross tabulations reveal the frequency and
percentage of responses to questions by various segments or categories of respondents
(gender, profession, education level, etc.), the Chi-Square test informs researchers about
whether or not there is a statistically significant difference between how the various segments
or categories answered a given question.

Chi-Square tests can be run in either Microsoft Excel or Google Sheets, however, there
are more intuitive statistical software packages available to researchers. These software
packages include SPSS, Stata, and SAS. For marketers who seek the best way to meet with the
customer’s satisfaction. Many factors play important roles especially age and generation.
People with different generation and age shows different interest in almost of everything

including their buying behaviours. But age and generation are different. There are many
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confusions about generation cohorts. Without understanding about their preferences and
nature clearly, the products or services cannot exactly sell themselves and perfectly launch
to market or even hold a great portion of cake (Vogels, 2019).

Methodology
1. Population and Samples
The researcher studies factor towards costumers’ behavior on the purchasing air ticket
via an online platform (websites) in which the population is interested in the use of airline’s
websites to book air tickets. Data is collected from samples who have experienced the online
ticketing service via websites by determining the sample size based on Cohran (Cochran, 1963).
According to the total number of 3,064 people, the data is collected by using the online
questionnaire (Google Form) as a tool that is distributed to samples through online platforms
based on Convenience Sampling.
2. Research Tools
The researcher collects the survey data which is divided into 2 parts 1) General
Information, and 2) Satisfaction Information in line with behavioral factors which its questions
are based on 5 levels of Likert Scales namely (1=Strongly Disagree), (2=Disagree), (3 = Without
a Particular Feeling), (4 = Agree), (5 = Strongly Agree) to analyze behavioral data of consumers
which is the quantitative data analysis by showing as frequency value and percentage. In this
regard, the behavioral factors are studied in 5 aspects namely 1) Performance Expectancy, 2)
Convenience of Use, 3) Price Sensitivity, 4) Behavioral Intention, and 5) Hedonic Motivation.
Each factor consists of the following sub-questions as shown in Table 1: the information on

the behavioral factors in booking online air tickets via airline’s websites.

Table 1: the behavioral factors in booking online air ticket via airline’s websites

Psychographic Profile Measure

Performance Expectancy PE1 1) The perception towards the website as a useful

platform to purchase or reserve air tickets

PE2 2) The use of website in purchasing air tickets help

expedite the process and save more time

PE3 3) The purchasing of air tickets via website help save
more time
Convenience of Use CU1 1) The website is a user-friendly platform with less

systematical complication
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Psychographic Profile Measure

CuU2 2) The source of websites is credible

Ccu3 3) The air tickets could be promptly purchased and

saving more time through the entire process

Price Sensitivity PS1 1) It could save more money by comparing air ticket

prices offered by different airlines

pS2 2) The cheapest ticket offered by any airline is the

most preferable one

PS3 3) The website of each airline often offer better deal

Behavioral Intention BI1 1) The continued Intention to use the website in

purchasing air tickets in the future

BI2 2) The continued intention to use the airline’s
website
BI3 3) The continued plan to purchase the air ticket via
the website
Hedonic Motivation HM1 1) The website makes users feel joyful
HM2 2) The website makes users feel satisfied
HM3 3) The website makes users feel joyful and satisfied

In this regard, the test result of Reliability with the coefficient of Cronbach’s Alpha

Coefficient is 0.942. Hence, the used questionnaires are noted with its high-level of reliability.
3. Data Analysis

The collected data is analyzed by using SPSS, the statistical software, to analyze and
present the data. The sample grouping is through Cluster Analysis which according to age and
income. Then, run t-test between 2 clusters. Hierarchical Cluster Analysis, then Centroid
Clustering, Squared Euclidean Distance. Moreover, it is also Descriptive Statistics such as
Frequency and Percentage to analyze and describe general data of samples and Inferential
Statistic to analyze the relationship between Segment and age & Income by using Chi-square
statistics and comparing the average level of satisfaction of Segment towards the booking
behavior via the online ticketing service offered by airline’s websites by using Pair Sample t-

test.
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Results
Part 1: Demographic Segmentation

The results from hierarchical cluster analysis by age and income using 3,064 online
respondents produced 2 primary market segments. The analysis of general data was the
demographic characteristics of survey respondents which showed the frequency and
percentage of general information detailed as follows.

Segment 1, a total of 1,504 people, representing 49 % of the total sample, the age
group of these people are the Gen X (born during 1965 - 1979) which is greater than the Gen
Y (born during 1980 - 1994) with the amount of 887 and 617 and representing 29% and 20%,
consecutively. Most of their average monthly income is more than THB 25,000, accounting for
1,216, representing 40%, the analysis of the difference between Segments and age range &

income was conducted by using Chi-square statistics, which were taking data at the Norminal

Scale or Ordinal Scale to test whether the Variable was associated or not. The study finds that
the age range and income are significantly dependent with 99 % of confidence level.
Segment 2, a total of 1,560 people, representing 51% of the total sample, the age
group of these people were in Gen Y (born during 1980 - 1994) which was greater than the
Gen Z (born during 1995-later) with the amount of 1,255 and 305 and representing 41% and
10%, consecutively. Most of their average monthly income was below THB 25,000, accounting
for 1,256, representing 48%, the analysis of the difference between Segments and age range
& income was conducted by using Chi-square statistics. The study found that the Segment 2

is significantly different with age range and income with 99% of confidence level.

Table 2 General information of samples categorized by segments

Demographic Age Total Chi- Income Total Chi-
Profile square square
Gen Gen  Gen Test Less than At least Test
X Y z 25,000 25,000
Baht Baht
Segment 1 887 617 O 1,504 * 288 1,216 1,504 *
% 29 20 0 a9 * 9 a0 a9 *
Segment 2 0 1,255 305 1,560 * 1,486 74 1,560 *
% 0 41 10 51 * 48 2 51 *

*Significant at the confidence level of 99%
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Part 2 Psychographic Segmentation

The mean of satisfaction level was divided into 5 aspects as follows 1) Performance
expectancy, 2) Conveniences of using airline websites, 3) Price sensitivity and saving money
from using airline websites, 4) Behavioral Intentions, and 5) Hedonic motivation (Enjoyment of
using the website). The analysis was divided into 3 Segments as detailed below.

Segment 1

Performance expectancy, the study found that 1) the purchasing and reservation of
tickets through the website was considered a useful method, 2) the purchasing of tickets
through website helped expedite the entire process, and 3) the processing through the website
helps saved more time with the average of 3.44, 3.55 and 3.48, consecutively, which were at
the high level of satisfaction of all abovementioned items.

Conveniences of using airline websites, the study finds that 1) the website was a user-
friendly platform as it was easily-understandable with less systematical complication for users
2) the source of website was credible, and 3) users could purchase tickets faster than ever
which saves more time with the average of 3.14, 3.23, and 3.20, consecutively, which were at
the medium level of satisfaction of all abovementioned items.

Price sensitivity and saving money from using airline websites, the study found that 1)
it could save more money as they could compare the ticket price offered by each airline, 2)
the cheapest ticket price of each website was most preferable, and 3) website of each airline
tried to present better deal in competing among each other with the average of 3.13, 3.20
and 3.19, consecutively, which were at the medium level of satisfaction of all
abovementioned items.

Behavioral Intentions, the study finds that 1) users intend to continue using the website
in the future, 2) users often access to the airline website, and 3) the plan of continued using
of airline website is with the average of 3.10, 3.21, and 3.37, consecutively, which are at the
medium level of satisfaction of all abovementioned items.

Enjoyment of using the website or so-called “Hedonic motivation”, the study found
that 1) the website made users feel amused while surfing, 2) the use of website was
entertaining, and 3) the use of website was satisfied and enjoyable with the average of 3.11,
3.35, and 3.19, consecutively, which were at the medium level of satisfaction of all

abovementioned items.
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Segment 2

Performance expectancy, the study found that 1) the choosing or purchasing of the air
ticket through website was a useful method 2) the use of website to purchase the air ticket
helps expedite the entire process as it could save more time, and 3) the purchasing the air
ticket through the website helped save more time with the average of 3.53, 3.65, and 3.59,
consecutively, which were at the high level of satisfaction of all abovementioned items.

Conveniences of using airline websites, the study found that 1) the website was easily-
understandable with less complication in term of usages, 2) the source of website was
credible, and 3) the ticket could be promptly purchased and save more time with the average
of 3.32, 3.48, and 3.50, consecutively. According to its easily-understandable with less
complication character, it was ranked at the medium level of satisfaction while its credible
source of the website, competence to promptly purchase the ticket, and saving more time in
the process were ranked at the high level of satisfaction.

Price sensitivity and saving money from using airline websites, the study found that 1)
it could save more money as ticket prices offered by each airline could be compared ahead
of the ultimate consideration, 2) the cheapest air ticket offered by any airline is the most
preferable, and 3) the website of each airline often compete among themselves by offering
air ticket with cheaper price. With the average of 3.40, 3.35, and 3.42, consecutively, this was
at the high level of satisfaction of all abovementioned items.

Behavioral Intentions, the study finds that 1) there was a continued intention to use
the website to purchase the air ticket in the future, 2) there was the frequency in using the
airline website, and 3) there was also a plan to continue using the website. With the average
of 3.28, 3.36, and 3.51, consecutively. According to the aforementioned 1) and 2), this was
ranked at the medium level of satisfaction while 3) was ranked at the high level of satisfaction.

After analyzing the average of satisfaction levels of Segment 1 and Segment 2 through
5 important aspects, both segments were compared by analyzing the Pair Sample T-test to
find factors with different result. In this regard, the average result could be differently
summarized with the statistical significance as detailed per below.

Performance expectancy, there were questions posed with the mean level of
satisfaction of Segment 1 and Segment 2 with statistically significant differences at 99% of
confidence level including 1) the perception towards the website as a useful platform to

purchase or reserve air tickets, 2) the use of website in purchasing air tickets helped expedite
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the process and save more time, and 3) the purchasing of air tickets via website helped save
more time.

Conveniences of using airline websites, there were questions posed with the mean
level of satisfaction of Segment 1 and Segment 2 with statistically significant differences at
99% of confidence level including 1) the website was a user-friendly platform with less
systematical complication, 2) the source of websites was credible, and 3) the air tickets could
be promptly purchased and saving more time through the entire process.

Price sensitivity and saving money from using airline websites, there are questions
posed with the mean level of satisfaction of Segment 1 and Segment 2 with statistically
significant differences at 99% of confidence level including 1) it could save more money by
comparing air ticket prices offered by different airlines, 2) the cheapest ticket offered by any
airline is the most preferable one, and 3) the website of each airline often offer better deal.

Behavioral Intentions, there were questions posed with the mean level of satisfaction
of Segment 1 and Segment 2 with statistically significant differences at 99% of confidence
level including 1) the continued Intention to use the website in purchasing air tickets in the
future, 2) the continued intention to use the airline’s website, and 3) the continued plan to
purchase the air ticket via the website, respectively.

Enjoyment of using the website or so-called “Hedonic motivation”, there were
questions posed with the mean level of satisfaction of Segment 1 and Segment 2 with
statistically significant differences at 99% of confidence level including 1) the website made
users feel joyful and 2) the website made users feel satisfied and joyful as illustrated in Table
2: the result of comparison in terms of the satisfaction levels of each Segment by using the

Pair T-test.

Table 3 The result of comparison in terms of the satisfaction levels of each Segment by
using the Pair T-test

Segment 1  Segment 2

Psychographic Profile Measure Mean SD Mean SD Mean Diff t t-test

Performance PE1 344  0.62 353 0.60 0.09 -4.02 *
Expectancy PE2 355 0.70 3.65 0.72 0.10 -3.99 %
PE3 348 0.71 359 0.69 0.12 -4.59 *
Convenience of Use  CU1 314 077 332 0.76 0.18 -6.59 *
Ccu2 323 094 348 0.80 0.25 -8.01 *
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Cu3 320 095 350 081 0.30 -9.34 %
Price Sensitivity pPS1 313 090 340 0.82 0.26 -8.48 %
PS2 320 089 335 085 0.15 -4.71 %
PS3 319 093 342 086 0.23 -1.05 %
Behavioral Intention  BI1 310 094 328 085 0.18 -559 *
BI2 321 096 336 090 0.15 -4.34 %
BI3 337 090 351 0.79 0.14 -4.65 %
Hedonic Motivation HM1 311 091 334 082 0.23 -1.26 0%
HMZ2 335 078 341 0.73 0.06 -2.15 0.032
HM3 319 086 331 0.78 0.11 -3.86 %

Table 4 Criteria for interpreting the satisfaction score

Score Criteria Meaning Assessment Criteria Interpretation

5 The satisfaction is at  4.21.5.00 Highest
the highest level.

il The satisfaction is at  3.41.4.20 High
a high level
3 The satisfaction is at  2.61.3.40 Medium

a medium level.

2 The satisfaction is at  1.81.2.60 Low
a low level.
1 The satisfaction is at  1.00.1.80 Lowest

the lowest level.
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