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ABSTRACT

This research aims to better understand air travelers' expectations concerning the dimensions of rapid travel options.
The analysis proposed an adaptive model that incorporates the advantages of self-check-in kiosk, perceived ease of
use and perceived usefulness, passenger attitude, and behavioral intentions. An online survey study was carried out in
Indonesia using purposive surveys, and there are a total of 600 valid answers. All hypotheses are acknowledged and
verified by empirical results. Travelers do not automatically establish optimistic expectations or prefer to take
advantage of an auto check kiosk because the facility is easy to use. Their mindset and expectations are defined by
their belief that self-checking advantages are useful. While experienced passengers do not see using self-checking
kiosks as an obstacle, it has been found that the perceived usefulness effect has a substantial influence on passengers

‘attitudes.
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1. INTRODUCTION

The consumers 'preference for a more convenient
travel environment. Six areas of fast-preparation,
including check-in & electronic check, ready-luggage,
documentation checks, booking re-booking, self-
boarding, and baggage recovery, are addressed by the
International Air Transport Association (IATA). In
compliance with IATA (2019) [1], fast-travel facilities
should create value for travelers, airlines, and airports.
Airline operators can increase customer satisfaction,
raise discounts and boost profits. At the end of the day,
accelerated air transport services allow airports to
maximize service quality, increase airport architecture
and functionality, minimize costs and preserve a high-
security standard.

Software changes the way consumers set up self-
service and how they interpret markets [2,3].
Researchers conducted quantitative studies to test client
responses to multiple types of self-service technology

(SST), including airport kiosks [4-7]. Nevertheless, not
much empiric research has taken a system-atic approach
to analyze accelerated air travel systems at airports and
related customer reactions in developing countries such
as Indonesia. Therefore, we have attempted to address
this study vacuum by performing an empirical review to
check the relationship between check-in airport
infrastructure and the self-check-in defined by IATA.

In specific, the present work aims to better
understand air travelers' expectations concerning the
dimensions of rapid travel options (e.g., self-checking).
Therefore, we generated an integrated model using the
Theory Planned Behavior (TPB) and Technology
Acceptance Model (TAM) model to give a clearer
understanding of what options are possible for air
services and what sort of decisions Indonesian air
passengers make on pursuing SST air services.

The SST systems [8] typically represent people,
guidance, and self-help. SST Customer Service offers
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customer support, and SST lets businesses perform
basic aviation operations without any interaction with
company employees. Self-help SST offers mobile
software for analysis and planning. Self-Service
Technologies (SST) is a series of technical frameworks
that allow clients access to online information systems
or computers without trained personnel to attend their
service activities [9]. This architecture leads to fair
market participation. Because SST is becoming more
and more critical to the airport industry, researchers
have carried out detailed investigations on the use of
SST from passengers' points of view. Reference [10]
was researched SST use on an airport in Taiwan. The
findings indicate that direct coordination between SST
and passengers in service processes may increase
passengers' intention to use check-in kiosks. The usage
of the check-in desks at the Singapore Changi Airport
has been recorded by [5]. The relationship between
airport technologies of different types and the trust,
enjoyment, and satisfaction of travelers was explored
[11].

Introducing the explanations why customers
embrace or oppose computer programs. Reference [12]
initially established the Technology Acceptance Model
(TAM). The simple TAM consists of three key
elements: perceived value, perceived ease of use, and
actual usage [12]. TAM also offers a check-in kiosk
[10] to analyze the customer acceptance of airport SSTSs.
TAM states that two main variables defining customer
acceptances of information technology are perceived
usefulness and perceived ease of use [12]. Not all the
study has a substantial positive correlation with the
study which shows no link or even a reversing
association but compare with the summaries of research
findings [13,14]. Therefore, in the sense of air travel, it
is also vital to discuss TAM.

Earlier work has shown that the two variables have
significant  consequences for behavioral actions
(example: [15,16] and attitude (example: [17,15]. Many
researchers have explored the in-terrelationship of these
two determinants. Furthermore, rationality implies that
the more self-check-in experienced by travelers are
advantageous, the more self-check-in services should be
expected. Thus, airlines and policy-makers will devise
efficient forms of supplying passengers with easy
transportation services with a more profound knowledge
of customer attitudes. So, we assume:

H1: Advantages of self-check-in kiosk positively
affect perceived ease of use.

H2: Advantages of self-check-in kiosk positively
affect perceived usefulness.

The research was undertaken based on many well-
known behavioral hypotheses in order to evaluate
passengers ' motives in air transport through fast air
travel services; specifically the theory of reasoned
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action [18], the theory of planned behavior [19], and the
concept of technology acceptation. The theory of
reasoned action stipulates that a person's purpose of
perform-ing a particular job, affected by attitudes and
social expectations, defines their actual acts. Since not
all actions are influenced by volitional control [19], the
proposed behavioral framework introduces an external
mechanism of assumed behavioral regulation to cope
with the issue. In a standard TPB model, the intention is
a significant parameter ele-ment.

Previous research by reference [20] also reveals that
marketing experts ensure air travelers ‘expected
advantages are matched with their specifications. The
degree of affection of air travelers may be used to
forecast the product's reception, including the likelihood
of purchasing or buying the product. The analysis also
includes behavioral intention as a significant
endogenous variation for air travel services in tourism,
hospitality, and travel research [21-23]. While air
passengers ' behavior intention and attitudes to air travel
services (self-check-in ki-osk) differ with the strength
and affections for mo-bile technology, previous study
[20] have shown that the beneficial effect of mobile
tech-nology on the user can be changed and that, in turn,
the positive attitude towards air travel services is
established for the air passenger. So, we assume.

H3: Perceived ease of use positively affects the pas-
sengers’ attitude.

H4: Perceived usefulness positively affects the pas-
sengers’ attitude.

HS: Passengers’  attitude affects

behavioral intentions

positively

2. METHODS

2.1. Sample and Data Collection

The present research adopted the purposeful sam-
pling method, based on recommendations made by [24]
to classify qualified respondents and thus optimize
sample representation. The questionnaire aimed at
respondents who used self-check-in kiosks at the airport
as a self-service technology tool. Respondents in this
study are Indonesian air passengers. The study included
respondents who met the above requirements. To ensure
appropriate respondents, the screening question is asked
("Have you used self-check-in at an airport or not?").
This study collected data from October to November
2019 using social media platforms such as WhatsApp.
Online surveys were often assumed to be effective
because respondents could access individuals in rural,
regional regions and effectively enter specific audiences
that are technically competent [25].

A total of 600 participants returned the
questionnaires. In addition to successful parameter
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estimation, a minimum of 200 respondents is needed for
the structural equation model (SEM), as reference [26]
suggested. The above findings thus showed that we had
an adequate sample size. The survey's demographic
characteristics, females (53.83%), male (46.17%), 60.5%
of the total respondents were 31-40 years of age, and
84.67% were married. Besides, 93.83% of respondents
received a bachelor's degree or more.

2.2. Instrument Development

A survey consisted of questions on self-check-in
kiosk advantages, perceived ease of use, perceived
usefulness, passenger attitude, behavioral intention, and
respondent demographic profile. A draft of the survey
instrument was distributed in electronic format to 30
colleagues and other pilot testing contacts. The
questionnaire was marginally updated to improve its
transparency and reading distance based on the findings
and the positive input. The pilot study also showed that
the survey was done in about 10 minutes. Reference [1]
Fast Air Travel Program concept has delivered three
items for measuring self-check kiosk advantages.
Participants were questioned to show that they had
benefitted from a col-lection of self-service technology.
A five point Likert scale of 1 (strongly disagree) to 5
(strongly agree) has been used. Research by [1]
(perceived ease of use, perceived usefulness) and [19]
(passenger attitudes, behavioral intentions) were
designed and modified to quantify the five variables in
the conceptual model. The questionnaire was translated
into Indonesian, while the initial pieces in the literature
are in English.

2.3. Data Analysis

Several of refrence [27] protocols led the method in
this phase. Such measures involved the design of
experiments in analyzing subjects in specific
communities, the conduct of Confirmatory Factor
Analysis (CFA) to validate the structure of a theoretical
component, and the evaluation of building validity and
internal coherence within the study to ensure scale
performance. CFA was used as a multivariate strategy to
check if the correlations between manifest and latent
variables are pre-specified and to assess if our defined
factors correlate to the truth (actual data). This offers a
check of consistency with our measurement theory and
measures how well latent mechanisms are described by
calculated variables, which helps one to either affirm
our theory or deny it [28]. The CFA test has found
intense factor loads over 0.65, and scholars have often
acknowledged loads over 0.60 [29]. The considerably
strong loading of the items is evidence of convergent
validity, the average variance extracted (AVE) 0.5 and
above, reliability construct (CR) should 0.6-0.7 or
higher [30], and discriminant validity (Chi-square
differences) [31]..
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3. RESULT AND DISCUSSION

3.1. Confirmatory factor analysis (CFA)

A two-stage model of structural equation (SEM) [31]
was used to check the research model. CFA was initially
performed to determine model fit ability, reliability, and
validity, accompanied by studying the conceptual paths
used to test hypotheses for research. The sample size (N
= 600) is deemed large enough to balance the possible
misspecification factor and configuration complexity
[26]. This shows that the multinormal statement is
substantiated. Instead, after analyzing reliability and
relevance, we measured the consistency and
appropriateness of our model. The findings reveal that
most of the loading factor was higher than 0.67, while
one item (perceived usefulness) was omitted to achieve
higher AVE. For the context of composite reliability,
there was evidence that all composite reliability values
reached 0.6 and higher. In addition, all AVE values
surpass 0.50 and reflect convergent validity

Figure 1. Structural equation model

3.2. Hypotheses Tesing

The findings found that the advantages of the self-
check-in kiosk can be explained by all the factors
examined in this study. The advantages of self-check-in
kiosk positively influence perceived ease of use (f =
0.886, p < 0.01), and perceived usefulness (p = 0.765, p
< 0.01), supporting H1 and H2. Per-ceived ease of use
positively influences passengers attitude (p = 0.765, p <
0.01) supporting H3. Per-ceived usefulness positively
influences passengers attitude (B = 0.285, p < 0.01)
supporting H4. Moreover, passengers attitude positively
influences behav-ioral intention (B = 0.996, p < 0.01)
supporting H5. Thus, all of the hypotheses are supported.

3.3. Discussion

The results indicate that travelers do not
automatically establish optimistic expectations or prefer
to take advantage of an auto check kiosk because the
facility is easy to use. Their mindset and expectations are
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defined by their belief that self-checking advantages are
useful. While experienced passengers in our sample do
not see using self-checking kiosks as an obstacle, it has
been found that the perceived usefulness effect has a
substantial influence on passengers ‘attitudes. Faster and
simplified operation tends to refer only to passengers'
flight categories that hold no more than 7 kilograms of
luggage, while some respondents do hold luggage
exceeding cabins 'baggage capacity. This is achieved by
passengers of airlines as they need souvenirs for their
friends or neighbors. It has become one of the dominant
Indonesian characteristics of both low- and high-
education. Therefore, the value of the perceived
usefulness aspect must not be overlooked by advertisers
designing self-checking kiosk services. In previous
research, related findings were published. For instance,
[32] concluded that customer preparedness for
technology increases perceived usefulness, ease of use,
efficiency, and intention. The findings demonstrate
consumer electronics' willingness to attenuate the
favorable relationship between perceived ease of use and
SST attitude. Reference [33] have shown that the
perceived usefulness and easy-to-use approach to using a
self-service kiosk by travelers are greatly affected.

A few experiments explored the context for airline
selection [34], perceptions and expectations for air
travel [35], and online ticket selling strategy [36],
behavior to buy online tickets [38].

4. CONCLUSION

However, the self-check-in kiosk's implementation
inside an optimized TPB and TAM system was not
researched for the author in the best information.
Depending on this report, air-lines and airports
administrators provide a variety of important take
aways. The lowest of three subdimensional structures
were air travelers' expectations of the benefits of
delayed/canceled self-checking items. Managers may
choose to base their primary attention on
delayed/canceled item devel-opment and marketing.
Therefore, because of the understanding of the value of
self- kiosks, air travelers' behaviors and intention, the
perceived ease of use, and the perceived usefulness,
managers should be attentive to motivating travelers to
take advantage of the SST offering. When the perceived
usefulness and ease of use affected the mindset, this
would contribute to self-kiosk services expectations.
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