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CHAPTER 08

MALAYSIAN CUSTOMER’S PERCEPTION ON E-TICKETING FOR FLIGHT
RESERVATION

Abdullah Al Mamun Sarwar and Ahasanul Haque

INTRODUCTION

Currently, large of number of people are interested in using the internet in terms of
communication as well as transaction. According to a study in Europe by Koichi, T (2002), e-
commerce is poised to grow by nearly 50 percent per years. The total online retail revenue in
Asia-Pacific has $2.8 billion in 2004, compared with $3.5 billion in Europe, and $36.6 billion in
the US. Many companies use the internet in buying and selling of products or services over
electronic systems such as the Internet and other computer networks which one called electronic
commerce. Electronic commerce is an important activity in new era of technology where people
encourage it as the evolution in business area. The emergence of e-commerce has attracted
customers’ attention to involve in this evolution for commerce from traditional to digital. The
revolution can be attributed to the increasing use of the Internet in business. It has changed ways
companies sell products to customers and distributes them to the retailers. Since Internet
commerce has been developed, there were about 600 million online people in the world in 2002
(UNCTAD, 2002). The U.S department of commerce (2002) reported that more than half the US
population was connected to the Internet in 2002. Many companies believe that their business
can create more profit as much as the Internet becomes popular. However, only when companies
offer appropriate goods and services in online channel, they can confirm that those products will
be purchased by consumers. The problem is setting up a portal site 1s quite costly. That is one
barner of many investors in dealing with the internet marketing. The emergence closely tied to
the technological advancement that change the customers way of thinking in using online
services in purchasing products. Not only in purchasing the products, online services also being
used for product comparison, product features and selection, as well as for post-purchase
facilities that offered through online purchasing(Sulaiman, Mohezar and Lin,2006). This
phenomenon also reflected in airline services where his area gets a rapid growth from online
purchasing. It started by AirAsia that introduced lowest fare for airline services. At the same
time, it also introduced e-reservation, where the passengers can book their ticket and seats online
at the lowest cost rate ever, as well as for ticket that can be obtained directly through email after
the purchasing process done. This digital ticket from online purchasing 1s known as e-ticket.

E-ticketing is paperless that popular i1 US based airline in 1980s. The first airline that
practices the e-ticketing was United Airline in 1984 that primarily design for domestic carries
operating point to point flight (Kruelle and Swatman, 2006). Recently, this e-ticket has popular
around the world for its convenient and secure way of information. In the past, the traditional
ticket is paper based that required the person to carry it around, while nowadays e-ticket dose not
required what the real ticket dose. It just required storage device to store the e-ticket and all the
information of the ticket holder is inside. This is can be a plus point for online airline reservation
user that feels inconvenient with the system of traditional ticket. In the early of 2000, the e-
ticketing has attracted the Asian country when the online technology has increased rapidly.
Compare to another online activity, the e-ticketing for e-reservation of airline services got more
response from the customer, including Malaysian customers.
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