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EXECUTIVE SUMMARY 

The provision of service in many industries is affected by the introduction of Self-

Service Technology, none more so than in the airline industry. Many of the traditional 

service encounters have been changed from a position of consumers directly 

interacting with front-line service employees, to an encounter between consumers and 

a technology-based self-service (TBSS) facility. 

The purpose of this research is to contribute to understanding the impact on airline 

passengers of this ever-increasing use of TBSS by airline companies from the point of 

sale through to the flight booking and check-in processes. 

The objectives of the research are to examine the principal factors affecting adoption 

or rejection of TBSS. To determine the effects on customer satisfaction as a result of 

reduced personal interaction due to the use of TBSS. To make a comparison of the use 

of TBSS in airlines compared with other industries and examine passenger preference 

on the use of the Internet versus airport kiosks for flight check-in. The results of the 

research were based on reviews of literature relating to the objectives. The literature 

included academic journals, industry journals, masters and doctorate theses, aviation 

industry surveys and reports. 

The results indicated some concerns expressed about the loss of personal interaction 

(mainly by older, less technology confident respondents) and the sometimes-forced 

use of TBSS. However, the majority of respondents to surveys in the research were 

positive about its use.  

The comparison of airline use of TBSS with other industries indicated that while it 

was transforming many industries, airlines were at the forefront of its use in a wide 

variety of commercial and operational applications. 

Future research direction and potential managerial implications are also discussed 

since a continuation in the development of self-service is almost certain to continue 

through the rapid development of technology, especially in the IT area.  

From the research it is evident that the impact of TBSS passengers is predominantly 

positive. However, airlines should ensure a “user-friendly” environment to exploit the 

advantages of TBSS and deliver the optimum level of service to their passengers. 
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CHAPTER 1. 

INTRODUCTION. 

In an environment of unprecedented pressure as a result of the increasing cost of fuel, 

labour and asset costs, technology-based interface is being used increasingly as an 

alternative for the traditional service encounter (Yen, 2005). As a result of the rapid 

advances made in information technology, companies in the service and retail 

industries are making use of Technology-Based Self-Service (TBSS) which enables 

customers to provide a level of service for themselves. As TBSS does not require 

direct assistance from service personnel it not only saves labour costs, but in many 

cases also provides a more streamlined and efficient service (Meuter, et al., 2000). 

Since the record profits of the late 1990’s there have been substantial changes in the 

global airline industry. Terrorist attacks in the USA on September 11, 2001, 

continually escalating fuel prices, the Global Financial Crisis (GFC) of 2008/9 and 

various other events including health epidemics/pandemics and natural disasters have 

resulted in a downturn in airline profitability (O’Connell & Williams, 2011). 

Labour costs and fuel costs represent almost fifty per cent of most airlines operating 

expenditure and are a critical element of overall airline costs (Sutherland, 2014). The 

significant advances in technology, the emergence of Low Cost Carriers (LCCs) and 

intense competition between airlines, have given impetus to the increased use of 

Technology-Based Self-Service (TBSS) in airline service processes (Belobaba, 

Swelbar, & Barnhart, 2009). 

Through the promotion of their own websites LCCs started to use the Internet as a 

new distribution channel and limit purchases of tickets to their own airline websites 

(O’Connell & Williams, 2011). Legacy airlines followed this practice forcing them to 

become more innovative and look at additional areas of using the technology such as 

airport processing. The utilisation of the Internet as a distribution channel gave the 

airlines, both LCCs and Legacy carriers, a means of increasing their control over 

distributing their own product and further reducing distribution costs e.g. travel agent 

commissions (Belobaba et al., 2009). 

Although technology is at the core of airline operations, a critical factor in the future 
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successes of airlines is how they infuse emerging technologies into their passenger 

processes. Not only in an effort to retain the customers’ loyalty and enrich their 

involvement in the process, but also to improve the process for creating greater 

operational and cost efficiencies through employee empowerment (Amadeus, 2011). 

Airlines have traditionally considered service encounters (also called “moments of 

truth”) to be a critical part of the service delivery process that often leaves a lasting 

impression on its customers. However, technology-based self-service is altering this 

traditional service offer (Bitner, Brown & Meuter, 2000). 

Airlines want to introduce TBSS into as many of the processes as possible so as to 

speed up these various processes to ensure consistency of service and eliminate the 

inconsistencies of service	   such as human error,	   sometimes experienced in the 

traditional customer to employee service encounter (Drennen, 2004). 

Since the introduction of E-ticketing and Internet reservations in the 1990’s there has 

been a rapid expansion in the use of self-service facilities in airline processes. This 

has been achieved through the Internet at the point of sale and the check-in process 

(the latter through both the Internet and at airports through self check-in kiosks). Self-

service technology is currently used by most airlines, although the current version is 

vastly different from the self-check-in kiosks that were first introduced into the airline 

industry in the mid 1990’s.  

It is however in the use of the Internet that self-service has made the greatest advances 

(Wensveen, 2011; Harteveldt, 2012; Belobaba et al., 2009). The almost universal 

access to the Internet and the widespread use of E-commerce has greatly increased the 

opportunities for airlines to include TBSS in their processes. Through the TBSS 

processes airline passengers have a significant involvement in the delivery of service 

for an important part of their travel experience. 

Globally in 2012, an average of 8.1 million people travelled on a commercial airline 

flight. Given the complex and fragmented environment in which airlines conduct their 

business and the growing use by travellers of the Internet in their planning and 

purchasing of air travel, airlines face a challenge in the distribution (marketing and 

sales) of their products (Harteveldt, 2012). 
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 The numbers of technology-based self-service transactions in which customers create their 

own service outcomes instead of having a company employee providing the service for them 

are growing significantly. Airlines still continue to use the traditional distribution channels to 

distribute their product, i.e. the global distribution systems (GDS) and travel agencies. 

However, the majority of passengers are now using the Internet for buying travel, flight 

reservations, ticketing and check-in self-service facilities via airline or Internet travel 

companies’ websites (IATA, 2013). These Internet transactions between airlines and their 

customers enables the airlines to target promotions and services at market segments most 

likely to respond positively to them (Business case studies, 2014).	   This not only lowers 

distribution costs but also enhances the airline’s brand and gives the company closer contact 

with their customers.	  These strategies have emerged also as a result of dynamic packaging 

initiatives, where by competitive models have forced airlines to remove the ‘middle man’ 

(i.e., the travel agent), offering the transparency and flexibility of purchase to target 

customers, while saving costs and gaining commissions on other travel related 

bookings such as hotel and accommodation. 

Self-service technologies (SSTs) are technological interfaces that enable growing 

numbers of customers to interact with technology instead of face-to-face interaction 

with a customer service employee. The customers perform their own service without 

company employee involvement (Castillo-Manzano & López-Valpuesta, 2013). 

Using their computers airline travellers can book flights, purchase tickets, check-in 

for flights and produce boarding passes without going into an airline office or 

speaking with an airline sales agent by phone. All of these processes/facilities can be 

accessed twenty four hours a day, seven days a week instead of being restricted in 

most cases to normal office opening hours. 

TBSS facilitates consumers to perform for themselves tasks they previously had to 

pay travel professionals to do for them. Intending travellers can now carry out many 

of the functions previously performed by Travel Agents. They can plan their own 

itineraries, either through airline web sites or travel web sites like Tripadvisor, Virtual 

Tourist, Travelocity and Expedia. This has significantly reduced travellers’ reliance 

on, and the use of the traditional retail travel agent. Hotel and car rental bookings are 

similarly affected in that they are increasingly transacted via the Internet either direct 

with the hotel accommodation company, the rental company or via one of the travel 

websites. 
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Mobile technology in the form of smartphones and tablet devices are the most 

important and interesting developments in the future growth of the use of the Internet 

in travel planning, booking and airport check-in processing.  

Rapid advances in technology will mean that self-service facilities will no doubt 

develop further and lead to a greater use of self-service in airline processes. In the 

future the role that technology will assume in service delivery is bound to expand 

exponentially. The challenge for managers of service organisations is to understand 

the potential impact these self-service technologies may have on their customers’ 

perception of their interactions with their organisation (Beatson, Lee & Coote, 2007). 

The aim of this paper is to research the impact of technology-based self-service 

(TBSS) on airline passengers. First of all the focus will be on the understanding of 

factors involved in passengers adopting or rejecting TBSS. Furthermore to understand 

what (if any) effect a consequential reduction in personal contact may have on 

customer satisfaction and how TBSS in airlines compares with its use in other 

industries.  

1.1 Thesis Objectives.  
This study addresses four research questions to meet the aim of the research. The 

research questions were chosen to provide a level of understanding of the impact 

TBSS has on airline passengers. The research will be conducted through a review of 

literature on the subject matter of the four questions. Sources will be academic papers 

and Industry journals and International Aviation organisation surveys and reports.  

The Questions: 

1. What are the factors involved in the adoption or rejection by passengers of 

Technology-Based Self-Service?  

2. Does the loss of the interpersonal service as a result of TBSS outweighs its 

benefits and affect customer satisfaction? 

3. How does airline use of TBSS compare with other industries using it? 

4. Do airline passengers view the Internet Self-Service check-in option and airport 

kiosk check-in options differently? 
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Conclusions regarding the achievement of the stated research aim will be based on the 

findings from the literature reviews, industry journals and surveys. The implications 

for management and avenues for future research will also be drawn from them. 

 1.2 Thesis Organisation  

The remainder of the research paper is organised as follows: 

Chapter two begins with a brief discussion	  on the background of the research related 

to the evolving of TBSS in the airline industry. It provides a definition of TBSS, the 

concept of service, the infusion of technology into the service encounters, TBSS in 

Airlines and finishes with a brief view of self-service options in other Industries. 

Chapter three consists of a brief description of the methodology used in the research, 

the research purpose, the criteria used for research literature selection, the literature 

selected, the rationale for the research, data collection and the limitations of the study.  

Chapter four contains reviews of the various literature items chosen for their 

relevance to the aim of the thesis. Important issues relevant to the questions posed to 

provide a basis for the research will be addressed in the literature selected. Although 

some of this research described in the literature is not conducted using airline 

passenger respondents, the adoption or rejection factors involved in TBSS do apply.   

Chapter five consists of a summary and discussion of the findings from the literature 

reviews and their relevance to the four research objectives to demonstrate that the 

questions have been answered and also contains a discussion about the aim of the 

research. Other relevant research material found during the study has also been 

referred to.  

Chapter six proposes some implications for airline management and suggests the need 

for and direction of future research into the impact on airline passengers of 

Technology-Based Self-Service. 

Chapter seven provides the conclusions that will draw the major points revealed by 

the research findings together to demonstrate that the research aim of determining the 

impact of TBSS on airline passengers has been achieved. 
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CHAPTER 2. 

BACKGROUND 

Self-service technology is being employed in every day interactions between industry, 

business, commerce, government services and people in the general community. 

Banks, supermarkets, many telephone information services and a host of other service 

oriented entities employ self-service technology based facilities. The four most 

commonly used forms of TBSS are, Self-Service Kiosks, the Internet, Mobile devices 

(Smartphones/Tablets) etc. and land line Telephones. 

As an early example of self-service technology, banks introduced automated teller 

machines (ATM) in the 1970s. Since then they are in operation almost all over the 

world and number in excess of 1.8 million. In the USA alone ATM transactions 

number fourteen billion per annum and ATMs are used by over 90% of consumers 

(Castro, Atkinson & Ezell, 2010). 

2.1 The Concept of “Service” 

A “service” Industry is generally regarded as “doing things” for customers rather than 

“making things” for them (Silvestro and Johnston, 1990). The offerings of a service 

industry, which are described as intangible, are distinctly different from manufactured 

goods. Although service is mostly viewed as intangible and seen as an activity rather 

than a tangible product, service outputs have tangible components such as equipment 

and personnel (Johns, 1999). 

Gummesson (1994, p.2) clarifies this position as follows: "Customers do not buy 

goods or services in the traditional sense. They buy an offering and the value (may) 

consist of many components, some of them being activities (services) and some being 

things (goods)”.  

Airlines fit this example as they offer products in the form of a variety of airfares, 

which although purchased and generally delivered electronically, they still represent a 

tangible product with which the consumer is then able to fulfil the purpose of their 

purchase (the transportation portion). Additional services, such as flight reservations 

and flight check-in that also form part of this research are required prior to being able 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   11	  

to board an aircraft. These functions are possible on a self-service basis via various 

electronic means, but also remain available through the traditional service offer of 

face-to-face interaction between service staff and consumers. 

2.2 Infusion of technology into service encounters 

The traditional service encounter or “moment of truth” between a customer and 

company representative was characterised by Bitner, Brown and Meuter (2000) as a 

“low tech, high face-to-face contact”. The infusion of technology into airline 

processes has the effect of changing these encounters to a “high-tech, low face-to-face 

contact” (Bitner, et al., 2000). The infusion of technology into the service encounter 

has meant that passengers have assumed the role previously carried out by an airline 

employee in the provision of a service (Castro, Atkinson & Ezell, 2010). Very often 

the introduction of technology into a service process can ameliorate the delivery of a 

service. The current trend is to let customers serve themselves via the Internet, 

without the presence of customer service employees, resulting in the absence of the 

human interaction element in a service encounter. In effect, technological advances 

are changing the way services are being delivered, especially the way in which self-

service options are being employed. (Dabholkar, 2000). 

2.3 Definition of TBSS  

The term “Technology-Based Self-Service (TBSS)” was first introduced in 

Dabholkar’s (1994) paper "Technology-based service delivery: a classification 

scheme for developing marketing strategies", in the Advances in Services Marketing 

and Management Journal. Later, Meuter et al. (2000, p. 55) defines TBSS as a 

technological interface that enables customers to produce a service independent of 

service employee involvement”. 

2.4 TBSS in Airlines  

TBSS was introduced into airlines over 20 years ago with limited use, it came to 

prominence in the mid-90s and is now used by almost all airlines. Before the 

introduction of airline self-service facilities via the Internet were readily available, the 

majority of airline bookings were transacted through Global Distribution Systems 

(GDS) such as Sabre, Amadeus and Apollo (Drennen, 2011).  
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Airlines are classified as a service industry and in the competitive aviation 

marketplace where pricing is not always the major differentiator (leisure travel versus 

business travel and long haul versus short haul flights), often airline competition is 

based on the provision of customer service and not solely on price (Rust, 1998). 

Airline Self service options come in several forms, the Internet, airport kiosks and 

more recently in the form of smart phones and other mobile devices. The point of sale 

options are via the Internet i.e. flight reservations and ticketing, seat reservation and 

check-in. Airport options are information kiosks (stand alone terminals that provide 

information and services) and check-in kiosks (for flight check-in, seat assignment 

and baggage labeling).  

On average, more time is spent by today’s airline passengers “surfing” the net each 

week than watching television. They are online citizens who interact with and use the 

various consumer technology devices to make their own travel arrangements. This 

means that they will expect airlines and their authorized agencies and other Internet 

facilities to service their needs through their digital channels (Harteveldt, 2012). 

2.5 Self-Service Options in other industries.  

Self-check out systems are used by supermarkets, banks are using automated teller 

machines and digital photograph processing companies (see Figs.1, 2 & 3) as well as 

many others are all increasingly utilising technology-based self-service (TBSS) to 

provide customers fast and convenient service. Some of the other areas of use are 

health services, information services and parking stations and toll roads for payments 

of fees (Castro, Atkinson, & Ezell, 2010). 

	   	  

Figure 1. Bank ATM. Figure 2. Photo Printing Kiosk. Figure 3.Supermarket SST check-out. 
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Internet self-service options: Retail E-commerce, online banking, E-learning, online 

health checks (via SKYPE) and access to government services. 

Other Mobile devices: Include smart phones, tablet computers and contactless credit 

cards (smart cards). 

Telephone applications: A major change in technology was the introduction of dual 

tone multi frequency (DTMF) phone systems that facilitated callers to navigate 

through a pre-set menu to direct their own call to the desired department or person. As 

an example of advances in technology these DTMF telephone systems are now being 

replaced by interactive voice response (IVR) phone systems. Some airlines use this 

technology to facilitate enquirers to check on the status of flights (Castro, Atkinson & 

Ezell, 2010). 
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CHAPTER 3. 

METHODOLOGY 

Chapter overview 

The research in this thesis has been conducted entirely based on reviews of literature. 

The reviewed literature was sourced from published academic papers and journals, 

industry journals, aviation industry surveys and reports. The literature chosen for 

review was selected for its relevance to the four questions that were set as objectives 

and to meet the aim of the research. The principal aim being to determine the impact 

of TBSS on airline passengers notably the adoption or rejection factors and the effect 

of reductions in human interaction on customer satisfaction.  

3.1 Research Purpose and Approach. 

The purpose of the research is to help in the understanding of passengers’ perception, 

or how and why passengers adopt or reject technology-based self-service. “To 

determine the most efficient, effective and mutually acceptable use of technology in 

service delivery, the customer’s perspective (of the service) needs to be known and 

understood” (Anitsal, 2005, p. 4). The research approach employed in this thesis is 

qualitative and descriptive. 

3.2 Criteria for literature selection. 

To enable a judgement to be made on the choice of literature to be used in the 

research, the following list of criteria was used in the selection of literature considered 

suitable for researching the impact of TBSS on airline passengers: 

1) The literature had to be based on research in the use of TBSS 

2) The literature had to be relatively recent i.e. since the introduction by airlines 

of a limited form of TBSS in the mid 1990s (Drennen, 2010). 

3) The literature needed to address the factors for adoption of rejection of TBSS 

to determine the impact on consumers. 

4) The literature needed to include discussion on the effects of a reduction in 

human interaction in the service encounter. 
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5) The literature had to contain discussion on the use of TBSS in other industries 

to facilitate a comparison with its use in airlines. 

6) The literature had to include how passengers perceived the use of the Internet 

application of TBSS for check-in compared with the airport check-in kiosk 

option. 

7) The choice of a suitable survey of airline passengers conducted by an aviation 

industry body to compare the various forms of TBSS including the traditional 

human interaction option. 

 

3.3 The Selected Literature: 

Although the initial search revealed a plethora of ‘suitable’ academic and industry 

articles available on a variety of topics related to TBSS, a manageable and practicable 

selection had to be made for research. Reference to other articles in the analysis and 

discussion is made if the authors are supportive of or contradictory in their findings or 

determinations to the reviewed literature or if their views are in other ways relevant to 

the research aim. Six articles were chosen for their suitability to provide material for 

responses to the four research questions and their relevance to the research aim. A 

seventh, a review of a global passenger survey conducted by IATA in 2013 is very 

relevant to research questions one and four as well as the main aim of the research.  

The following items were selected for review having met the criteria mentioned in 3.2 

i.e. to have relevance to the stated objectives and to meet the aim of the research.  

1. Dabholkar, P.A. (1995), "Consumer evaluations of technology-based self-

service options” chosen for its focus on the factors in the adoption or rejection 

of TBSS. Dabholkar introduced the term Technology-Based Self-Service 

(TBSS) in 1995 and proposed a model of what she considered important 

characteristics in influencing consumers’ perception of TBSS. As a pioneer in 

the field of TBSS research, Dabholkar’s attribute model and theory have since 

been used by numerous other researchers. Modified formats of her model and 

adaptions of her research appear to have been the foundation on which much 

of the other research on TBSS has been based. In the model Dabholkar 

identified five major attributes important to customers’ perception of TBSS.  
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2. Wang & Namen (2013). “Customer Adoption of Technology-Based Self-

Service.” This paper is chosen for its relevance to research question one, its 

focus on understanding of customers’ behavior in the adoption or rejection of 

TBSS. The authors use Dabholkar’s model and major attributes as their first 

aspect of behavior and expand on some other aspects of customer behaviours 

in adoption or rejection of TBSS including situational factors and the concept 

of relative advantage. 

 

3. Walker, Craig-Lees, Hecker and Francis (2002).“Technology-enabled service 

delivery: An Investigation of reasons affecting customer adoption and 

rejection” As the title of their paper suggests Walker et al.’s research 

investigates the factors involved in customers’ adoption or rejection of TBSS 

and is the main reason for it having been chosen. The authors emphasise the 

importance of the way that service oriented companies infuse technology into 

their self-service processes. They also use a model with a similarity to 

Dabholkar’s attributes model. 
 

4. Brunger, W.G. (2008). “The Impact of the Internet on Airline Fares: How the 

Customer viewed the Transition to Internet Distribution.” In his study the 

author addresses the preference by passengers for the use of the Internet for 

self-service rather than airport self-service kiosks. Brunger’s study also 

addresses the reasons for passengers’ Internet buying behaviours and how 

those behaviours influence its use. 

 

5. Liu, (2012). “The impact of forced use on customer adoption of Self-Service 

Technology.” This literature addresses the question raised in objective number 

two related to customer satisfaction. Liu examines how and why the loss of 

interpersonal contact as a result of TBSS affects customer satisfaction. His 

model explores the effects of Technology Anxiety, Technology Trust and 

Forced use as factors in determining satisfaction with TBSS and the intention 

to use it. 
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6. Castro, D., Atkinson, R., & Ezell, S. (2010).  “Embracing the Self-Service 

Economy” In this paper the authors research the importance and implications 

of the advances made in information technology (IT) and the impact it has had 

on people and industry This paper was chosen to make the comparison 

between other industries that use TBSS and its use in the airline industry. 

 

7. The IATA Global Passenger Survey 2013. This survey was chosen for its 

importance in supporting the overall findings from the literature reviews. The 

survey has a focus on determining preferences between the Internet and 

various other forms of flight check-in. It also addresses the various forms of 

making flight reservations and comparisons are made between Internet 

bookings made on airline websites, with online travel companies or personally 

at travel agencies or airline travel centres.  

 

3.4 Rationale behind the study. 

Due to the rapid advances in technology significant changes are likely to occur in the 

way that TBSS will be managed and the changes this may bring to the way in which 

staff previously involved in the traditional interpersonal service encounter are utilised. 

It is hoped that the findings of this research will help airline management meet these 

challenges for the benefit of the passengers, the company and its staff. 

3.5 Data collection  

Data collection was based on previously conducted research and obtained through 

reviews of literature relating to the stated objectives. The principal methods used in 

the literature included observations, questionnaire based interviews, open question 

interviews and surveys. The IATA Global Passenger Survey (2013) had by far the 

greatest number of respondents with almost eight thousand. 

3.6 Limitations of the study. 

The research is limited to research relative to the four research questions and the main 

aim of the Thesis “The impact of Technology Based Self-Service on airline 

passengers”. The study is confined largely to the consumer perspective of TBSS. The 

number of respondents and interviews in research literature chosen for review are 
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relatively small. Another limitation of the research is the number of articles reviewed. 

However, the articles provide an appropriate framework from which to draw some 

key issues. While more articles may have enhanced the overall outcomes, the research 

rigour was balanced with time constraints and practicability in mind. While the 

limitations offer suggestive and indicative results rather than conclusive results, more 

research is encouraged in this area to enhance the industry’s awareness of the 

implications of TBSS for airline management and the impact on its passengers.  
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CHAPTER 4 

REVIEWS OF THE LITERATURE  

Chapter Overview: 

This chapter contains reviews of four research journals, one masters’ thesis, a research 

paper for a doctorate and an aviation industry (IATA) passenger survey. The literature 

was selected for relevance to one or more of the four objectives or to the main aim of 

the research. Each item of literature is reviewed in this chapter and discussed in 

chapter 5 with its relevance to one or more of the research questions.  

4.1 Literature Review 1. 

Source: Dabholkar, P.A. (1995), "Consumer evaluations of technology-based self-
service options: an investigation of alternative models of service quality”. 
International Journal of Research in Marketing, 13 (1): 29-51 

Introduction 

This is a review of the article "Consumer evaluations of technology-based self-service 

options: an investigation of alternative models of service quality” by Prathiba 

Dabholkar (1995) which appeared in the International Journal of Research in 

Marketing. The review is carried out in support of research question one i.e. to 

determine the factors that influence adoption or rejection of TBSS by airline 

passengers. Although the research is not carried out with airline passengers as 

subjects it can be argued that the principle of adoption or rejection of TBSS remain 

the same. In the article Dabholkar (1995) proposes the offering of TBSS by 

companies to their customers was prompted by rising labour costs plus the ability to 

use the advances made in technology to facilitate these self-service options.  

The model she proposes is based on an attribute model of service quality. The 

attribute model is based on what Dabholkar believes are the important characteristics 

that influence a consumer’s perception of TBSS and lead to its adoption. Dabholkar 

(1995) conducts a study to test the attribute model on a proposed self-service scenario 

and includes different waiting time options to study the effect of a situational factor.  
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The review will firstly summarise the article, secondly explain the study, thirdly 

explain the method and data collection and fourthly note the results of the study. 

1. Article Summary: 

Dabholkar (1995) identified five attributes of service delivery important to a 

customer’s perception of TBSS: Speed of delivery, ease of use, reliability, enjoyment 

and control. She conceived an attribute-based model for the cognitive evaluation of 

characteristics associated with the perception of and intention to use technology based 

self-service options (see Fig.4). 

Speed of delivery. 

Dabholkar (1995) sighted Maister (1985) who suggested that the slow delivery of a 

service affects the overall perception of service and its quality. Therefore a faster 

service delivery will positively affect a customer’s perception of a service. The 

conclusion being that a speedy delivery of a TBSS option will have a positive affect 

on the customer’s perception. 

Ease of Use. 

If a customer’s expectation is that the technology is difficult and has concerns about 

its use, they may look for the traditional interpersonal option. If on the other hand it is 

expected/perceived to be easy TBSS will be seen as a favourable option. The 

conclusion in this case is that an expected ease of using TBSS will have a positive 

effect on a customer perception of it. 

Reliability 

Dabholkar sighted that a survey conducted by Van Gorder (1990) found that 

reliability to be one of the most important factors in the acceptance of TBSS. Any 

concerns about the reliability of the new technology often lead to thoughts of rejection 

of the TBSS option. 

Enjoyment 

Dabholkar (1996) sights research by Davis, Bagozzi & Warshaw (1992) on the use of 

computer technology that found customers valued fun in using the technology. Hence 
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gaining enjoyment from the use of TBSS was important to customers in their 

evaluation of it. 

Control  

Dabholkar (1995) sights Langford et al. (1981) who found control to be very relevant 

in a customer’s evaluation of TBSS options. This supported by Bateson & Hui (1990) 

who are in agreement that the feeling of control is often as significant as the actual 

control itself. 

Dabholkar’s Attribute Model. 

Speed of delivery 

Ease of use           Perception      Intention  

Reliability          of the TBSS     to use 

Enjoyment           option     TBSS option 

 

Control Fig. 4.  Cognitive evaluation of characteristics associated with perception of 

and intention to use technology-based self-service options (Dabholkar, 1995). 

 

2. The Study 

A study was based on the conducting of decision-making research where customers 

had the choice of using a touch screen or verbally placing an order for a meal in a 

simulated “fast food” outlet environment. College students were selected as 

candidates for this study as for fast food outlets they represent a major consumer 

group as sighted by (Wall St. Journal, 1990).  

3. The Method/Approach 

Using a scenario-based approach Dabholkar reasoned that a field study would be too 

long for customers of a “fast” food restaurant and the scenario approach also 

facilitated simulation and manipulation of waiting time. Waiting time was the only 

situational influence incorporated into the study. Other situational influences such as 
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crowding may be investigated in future research. As students are used to crowding 

this aspect may have more impact on a more diverse group. 

Several scenarios were used employing touchscreens with different situational aspects 

and ordering options including length of waiting times. The study consisted of 505 

undergraduate students. Women with an average age of 25 years comprised 53.5% of 

the participants. Men with average age of 24 years represented 46.5% of the 

participants. 

Data collection was carried out after participants were advised that it was a voluntary 

research exercise and responses would remain anonymous. Of the total participants, 

204 were given the low waiting time scenarios, 186 the high waiting time and 115 

given scenarios with no mention of waiting time. 

4. Results 

Dabholkar (1995) found that enjoyment and control were important factors in 

determining service quality. Results for the low waiting time groups also found that 

intentions were directly affected by control and enjoyment. Therefore, a feeling of 

control over the process of service delivery impacts the intention to use the TBSS 

option. The potential enjoyment of the TBSS option was found to enhance customer 

evaluation of the option and a shorter waiting time also directly increased the 

intention to use TBSS. 

Ease of use was also found to be an important factor in the intention to use TBSS. An 

aspect of user-friendly design is that it further enhances customer evaluation of the 

TBSS option. Speed and reliability were not major factors in overall perception of 

service quality but they did affect results in the high waiting time group. 

Overall the finding was that more than two thirds of the respondents said they 

preferred the touch screen ordering option to the verbal ordering option. It suggests 

that this genre of TBSS would be well received and readily adopted. The finding that 

enjoyment and control were strong influencing factors suggests that they should be 

incorporated into the service design. The control influence/aspect is vital to ensure 

that customers are not over-awed by the technology. 
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4.2 Literature Review 2. 

Source: Wang & Namen (2013). “Customer Adoption of Technology-Based Self-

Service”. A Case Study on Airport Self Check-in Service. Master’s Thesis, E-

commerce. Lulea University of Technology, Lulea, Sweden. 

Introduction: 

This is a review of a Masters Thesis by Jin Hui Wang and Jose Namen (2013) 

“Customer Adoption of Technology-Based Self-Service. A Case Study on Airport 

Self Check-in Service”. This review is also carried out in reference to research 

question one, the factors involved in adoption or rejection of TBSS by airline 

passengers. The data is collected from airline passengers mainly related to airport 

kiosk check-in.  

The review will firstly summarise the article, secondly explain the methodology and 

data collection, thirdly reveal their findings and fourthly give their conclusions. 

Summary: 

Wang & Namen describe purpose of their research as contributing to the 

understanding of customers’ adoption behaviour of TBSS. They propose 3 major 

concepts of adoption behaviour in the customer’s and explanations for the impact they 

have on the adoption or rejection of TBSS by consumers. They pursue their research 

purpose through the investigation of the different adoption behaviours of customers 

and their relationship to the three major concepts of innovation attributes, customer 

characteristics and situational factors. They based their study and data collection on 

conducting interviews and through observation. 

Behaviour concept 1. - Innovation attributes:  The fact that the nature of the 

service encounter has been changed can be considered as an innovation and the 

customer has to adapt to the new self-service options. Wang and Namen are supported 

by Dabholkar (1995) who proposed the following attributes as being important in a 

consumer’s adoption or rejection of TBSS options. They were: speed of delivery, ease 

of use or complexity, reliability or perceived risk, control or the extent to which TBSS 

is perceived as giving control to customers and enjoyment, or the extent to which 

TBSS is perceived as being interesting or enjoyable. Wang and Namen have added 
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the concept of relative advantage or how TBSS is perceived to be better than the 

alternative. 

Behaviour concept 2. - Consumer characteristics: The relevant consumer 

characteristics include demographics i.e. age, gender and education, attitude towards 

self-service (interaction and non-interaction with service employees) and consumption 

behaviour (how frequently the customer needs the service). 

Behaviour concept 3. - Situational factors: These situational factors include time 

pressure (available time to complete process), waiting in line and a crowded 

environment (the extent to which these affect decision making re TBSS). 

Methodology. 

Wang and Namen based their data collection methods on observation and interviews. 

They chose airport self check-in for their research as a place where self-service kiosks 

are commonly used. This Self-Service option exists side by side with the traditional 

interpersonal option of airline personnel staffed check-in counters at airports. 

Passengers can use either an e-ticket or a paper ticket (now becoming more rare) with 

the self check-in kiosk. The choice of option is a matter of passenger preference. In 

the study passengers were mainly observed during the check-in process.  

Data collection: 

Data was collected through interviews and classified into a questionnaire based 

interview and an open-question interview.  

Findings for the questionnaire-based interview: 

Innovation Attributes:   Mean  Std. Dev. 

Q1 Adoption preference   3.927   1.008 

Q2 Relative advantage(s)    3.833   0.937 

Q3 Ease of use    3.958  0.988 

Q4 Risk Perception     3.229  1.031  

Q5 Enjoyment     3.340  1.151 
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Q6 Control      3.542  1.222 

Consumer Characteristics: 

Q7Need for avoiding interaction   2.435   1.097 

Q8 Need for personnel assistance   3.758   1.209 

Q9 Attitude toward technology  4.354  0.808 

Situational Factors: 

Q10 Time pressure    3.61  1.301 

Q11 Waiting line (length)   3.83  1.176 

Q12 Crowded Environment   3.94  1.192 

Table 1. Descriptive statistics of service attributes and customer attitude 

Results: 

Using a scale of 1 to 5 with 1the worst and 5 the best, the overall perception of self 

check-in was that it was a good option with a score of 3.927 (Adoption preference).  

In the Innovation attributes relative advantage and ease of use received the highest 

scores at 3.833 and 3.953 respectively. The “relative advantage(s)” term was intended 

to gauge the perception of new self check-in service compared with the traditional 

check-in counter option. 

In the Consumer Characteristics category the score for Q7 of below 3 for the “need 

for avoiding interaction” question indicates that the respondents largely disagree with 

this notion. However, attention should be paid to the result for Q8 “the need for 

personnel assistance” whose mean value is relatively high at 3.758. It indicates that 

respondents still consider personnel assistance as important although there is a very 

positive attitude to technology in general with a score of 4.354. 

Demographics and education profile (part of consumer characteristics). 

Wang & Namen found that a high percentage of older passengers still enjoyed self-

service technology. 6.3 percent of respondents were younger than 20 years, 22.9 

percent were between 20-30 years. The age group 31-40 years accounted for the 

largest percentage at 38.8 percent. The over 40-age group represented 32 percent of 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   26	  

respondents. 

 The customers they sampled also enjoyed a relatively high education profile with 

85% of respondents were repeat users of self-service check-in and had high school 

diplomas or higher education qualifications. However, a relationship between 

education levels and rate of TBSS adoption was not established and will require 

further research. 

Situational Factors: 

Situational factors included whether the passenger was in a hurry, the relative length 

of the waiting lines and the situation of a crowded environment. 

Results indicated respondents preferred to use self-service even when the waiting line 

was shorter at the personnel staffed counter check-in and under a “crowded 

environment” respondents preferred to use self-service. Passengers in a hurry showed 

a preference for the option with the shortest waiting lines. 

Results for the open question interview: 

There were a total of ninety-six  respondents to the open question interview after self-
service check-in: 

Of seven first-time users of self check-in: four said they intended to use it in future 

and three said it depended on the situation. 

Of forty-one respondents who had tried self check-in one or two times: twenty-one 

said they intended to use it in future, one said they refused to use it in future and 

nineteen said it depended on the situation. 

Of forty-eight who had used self check-in three or more times before: forty-five said 

they intended to use it in the future and three said it depended on the situation. 

Overall Findings: 

The authors found that advantage, ease of use (complexity) and control were the more 

important factors in the adoption rates of self-service check-in. Customers who 

preferred this option enjoyed the higher speed of delivery, ease of use and greater 

control than those who avoided it. The respondents who rejected the self-service 
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check-in option argued that since they did not travel often they could not see any real 

advantage. 

A need for independence was seen as a significant determinant in the adoption of self-

service check-in for some passengers. For some other passengers a need for social 

interaction was seen as contributing to an understanding of their negative attitude to 

self-service check-in. 

4.3  Literature Review 3. 
 

Source: Walker, Craig-Lees, Hecker and Francis (2002). “Technology-enabled service 
delivery: An Investigation of reasons affecting customer adoption and rejection”. 
International Journal of Service Industry Management 

Introduction: 

This is a review of the article about Technology-enabled Self-Service by Rhett 

Walker, Margaret Craig-Lees, Robert Hecker and Heather Francis (2002). This 

review is also in support of research question one to determine the reasons why 

customers adopt or reject Technology-Based Self-Service delivery. 

The review will firstly summarise the article, secondly explain the methodology, 

thirdly note their data collection and fourthly reveal their findings.  

1. Summary: 

The Walker et al. (2002) research is aimed at investigating the factors involved in 

customers’ adoption or rejection of technology-based self-service. In order to be 

acceptable and satisfactory to their customers, the way that service oriented 

companies infuse technology into their self-service processes is proposed by Walker 

et al. (2002) to be a crucial issue. Their study includes a discussion on the nature of 

their research and findings. 

2. Research Methodology: 

The authors conducted focus groups and interviews to gather data for their research. 

Ten Focus groups were held with a total of 56 participants from a broad demographic 

range and various socio-economic backgrounds. The respondents were in an age 

range from 14 years to 68 years and the ratio of female to male was approximately 
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60% to 40% respectively. The data collected from the discussions was recorded and 

transcribed and used for the construction of a conceptual model of the elements that 

seemed to be moderating factors in the capacity and willingness in customers’ 

adoption of TBSS.  

Perceived Technical Ability 

 

Perceived Accessibility & Complexity   Perceived Relative Advantage 

   

Capacity    Willingness    Adoption 

 

Individual Needs Fullfilment  Perceived Risk  Desire for Control 

Fig. 5. Capacity and Willingness relationships and Determinants (Walker et al., 2002). 

Constructs: 

Perceived Technical Reliability: Includes the attitudes and expectations of 

customers vis a vis the mechanical reliability. 

Perceived Accessibility and Complexity:  Includes ease of use and how to use. 

Relative Advantage: How the perceived advantages compare with the interpersonal 

means of service delivery. 

Perceived Risk: Includes any perceived concerns about security, system failure, 

reliability and other risks associated with TBSS. 

Individual needs fulfilment: Incudes the preference of some customers for human 

contact rather than TBSS. 

Desire for Control: The extent to which customers feel that both forms of service 

delivery gives a greater level of control over the service encounter. 

3. Data Collection: 

A pilot study and an empirical study were conducted and the results compared. 
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The Pilot Study: 50 participants were chosen for a pilot study, it consisted of 21 

males and 29 females having a broad range of occupations. Ages ranged from 15 to70 

with 71 per cent being aged between 30 and 60 years. 

 Five questions were posed for each of the elements of the 7 constructs (35 in total) 

that affected capacity and willingness. Walker et al. determined that the responses to 

the five questions would indicate a willingness or otherwise to the use of TBSS. 

An analysis of the pilot study data indicated willingness was at a higher level when 

the factors of technical reliability and personal ability were perceived to be high. On 

the other hand willingness appeared to be lower where accessibility and ease of use 

factors were perceived as limitations. There seemed to be no significant difference 

between the gender and age. The findings indicated support for an empirical study to 

be conducted. participants were chosen from various city locations such 

The Empirical Study:  210 as: the central business district, a shopping mall, and a 

tourist precinct. Of the participants 106 were male and 104 female, 55 per cent with 

an income of less than A$40,000 and 44 per cent with an income of greater than 

A$40,000. Of the participants 55 per cent stated they had education to a tertiary level 

and 44.3 per cent only to a secondary education level. 

4. Findings 

The correlation of data in the empirical study generally confirmed the findings of the 

pilot study. The results of the study indicated that	   willingness and adoption were 

highest where there was a strong rating in capacity and where technical reliability 

appeared to be satisfactory and where relative advantage and capacity were perceived 

to be high and where risks and need for fulfilment were perceived to be low. 

By contrast where need for fulfilment, direct control, perceived reliability were high 

and capacity to operate the system was low, willingness to adopt was lowered. It 

appeared that adoption of TBSS was dependent on the level of comfort with and 

capability of using technological systems. Walker et al. (2002) concluded that the 

actual adoption depended on two main considerations: the level of need for personal 

control and the accessibility and ease of use.  
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The desire for personal contact was reinforced by a negative association between 

needs fulfilment and technical reliability, the positive relationship between perceived 

risk and need fulfilment, and direct control and perceived risk. The perceived ease of 

use and access appeared supported by the positive correlation between needs 

fulfilment and perceived accessibility, perceived risk and perceived accessibility and 

desire for control and perceived accessibility. 

Another finding was that adoption of TBSS is likely to be increased if the user knows 

that access to customer service personnel for help is available if required. The results 

suggested a distinction between those who preferred face-to-face contact and those 

who did not. There were those who wanted the personal interaction all the time and 

those who only wanted it in case they had a problem or when they wanted to make a 

complaint. Others did not seem to desire any personal interaction at all and would 

avoid it if they could.  

It was evident that customers were more likely to adopt TBSS on a voluntary basis 

than non-voluntary. It also seemed that adoption was more likely if customers knew 

that customer service personnel and technical assistance were available if required. 

4.4 Literature Review 4. 

Source: Brunger, W.G. (2008). “The Impact of the Internet on Airline Fares: How the 

Customer viewed the Transition to Internet Distribution”. Research Paper of the 

Executive Doctor of Management Program. Case Western Reserve University. 

Introduction: 

This is a review of a research paper of the Executive Doctor of Management Program 

at Case Western Reserve University by William G. Brunger (2008) in support of 

research question one to determine the factors involved in adoption or rejection of 

TBSS by airline passengers. Brunger’s study was carried out in North America with 

Continental Airlines passengers. Continental was chosen because its database had the 

advantage of size, independent variables and a complete record of distribution channel 

information. In his study the author addresses the preference by passengers for the use 

of the Internet for self-service rather than airport self-service kiosks. Brunger’s study 

addresses the reasons and meanings that passengers attribute to both traditional and 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   31	  

Internet buying behaviours and how those behaviours influence value and satisfaction.  

 1. Summary 

Brunger’s study principally addresses the reasons why Internet customers are able to 

find and purchase lower airfares, but it also addresses other aspect of Internet usage in 

airline processes. The study examines the behaviours individual customers attribute to 

both traditional and Internet buying and how those behaviours influence satisfaction. 

Brunger (2008) felt that as the time before the Internet already seemed a long time 

ago, the study needed to be carried out before the details of the distribution transition 

process were forgotten. Brunger (2008) felt that due to other industries being less 

advanced than the airline industry in the transition from traditional distribution 

process to the Internet distribution process it was useful to study the airline industry 

and the Internet. To understand how the Internet has impacted on the purchase of 

airfares customers were asked how their approach to process of purchasing airline 

tickets has changed since they had the ability to do so online.  

2. Method/Data Collection: 

15 “experienced” travelers were interviewed; those who travelled on a minimum of 

five occasions per annum for leisure purposes, or who also did a substantial amount of 

business travel and were old enough to remember the way airline tickets were 

purchased before the ability to buy them on the Internet. The interviewee group 

included ten men and five women, seven of whom remembered using mostly travel 

agents in the pre-Internet era, only five called airline reservations offices, and three 

used both. The participants were encouraged to speak freely and the interview 

protocol was open inviting unstructured responses to enable them to best describe 

their experiences in buying travel via the Internet.  

3. Findings:  

These findings support the idea	   that	   the Internet age has dramatically changed the 

environment around airline processes. It has changed the way passengers make their 

travel arrangements, how they search for suitable fares, purchase their tickets, make 

reservations and check-in for their flights. Brunger proposed that demographic, 
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geographic factors and individual behavioural characteristics might moderate these 

changes.  

An increased sense of control and level of choice was experienced by all participants 

by using the Internet for their travel arrangements and ticket purchase. All participants 

preferred using the Internet as opposed to making numerous telephone calls to airline 

reservations centres or airline ticket offices or travel agencies, then waiting for replies 

and/or having to physically go to airline offices or travel agencies.   

Lower fares were not the only reason potential passengers turned to using the Internet. 

The sense of control, level of choice and 24x7 access were also reasons for the change 

from the traditional air travel point of sale process, this is supported by Zhang et al., 

(2006). For some of the respondents the search portion of travel purchase became an 

intellectually satisfying part of the whole travel experience, Brunger (2008) termed 

them “Search Enthusiasts”. Both the survey subjects of the study by Zhang et al. 

(2006) and respondents for the study by Brunger (2008) agree that “control” is the 

most significant aspect of the change. 

Enhanced control, a wider range of search, more efficient communication and an 

involvement in the search were identified by respondents as the four major differences 

between using the Internet and the traditional way of making travel arrangements. The 

wide range of search and perceived feeling of control were the primary reasons for 

adopting the Internet while an involvement in the search process encouraged 

diligence. Communication efficiency and the convenience of shopping 24x7 from 

home or office improved the efficiency and enjoyment of the search. Some 

respondents felt that it was easier to understand everything by seeing it on your own 

computer screen rather than having someone (the agent) telling you everything that 

was on their screen. Brunger (2008) is supported by Hoffman et al. (2000) that the 

Internet allows individuals to exert much more direct primary control over their 

environment. The view of the majority of participants was that while the Travel 

Agency experience was satisfactory, there were too many benefits with the Internet to 

consider going back to a Travel Agency or an Airline Travel Centre. 
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4.5 Literature Review 5 

Source: Liu, (2012). “The impact of forced use on customer adoption of Self-Service 

Technology”. Computers in Human behaviour Journal.  

Introduction 

This is a review of an article by Shunzhong Liu (2012) entitled “The impact of forced 

use on customer adoption of Self-Service Technology”. Liu examines how and why 

forced use affects satisfaction and behavioural intention with the self-service 

technologies. This review is in support of research for question two that examines the 

loss of interpersonal contact due to TBSS and if or how it affects customer 

satisfaction. The review will firstly summarise the article, secondly explain the 

methodology and thirdly reveal the findings. 

Summary 

Liu’s study surveyed 290 users of self-service technology. The research model 

constructed for the study was designed to investigate the way that forced use 

influences customers’ satisfaction and behavioral intention with SST. The model 

includes technology anxiety and technology trust as the mediating factor of the 

relationship. Fig. 6 presents the proposed model. 

Technology Trust  

Forced Use   Satisfaction with SST         Behavioural Intention 

  Technology Anxiety 

Fig. 6. Research model (Liu, 2012). 

 

Previous Research pertaining to the constructs used in the model. 

1. Forced Use: Liu relies on previous research by Reinders et al. (2008) that 

concluded that customers experience a perception of loss of control due to the 

loss of freedom to choose a service delivery mode through the forced use of 

TBSS. Research (as sighted in Dabholkar, 1995) also supports this view and 
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considers the perception of control to be an important aspect for customer 

evaluation of, and the intention to use SST. This view is also supported by 

Reinders et al. (2008) who contend that forcing customers to use SST will 

likely result in a negative attitude towards SST. 

2. Technology Anxiety: Liu (as sighted in Meuter et al., 2003) proposes that frequent 

reaction of customers using all forms of technology is anxiety or fear. The author 

believes it to be the most influential predictor of SST usage. This view is supported by 

Oyedele & Simpson, 2007; Zhao, Mattila & Tao, 2008 whose studies have also found 

technology anxiety to have a negative effect on SST usage.  

3. Technology Trust: Liu (as sighted in Johnson et al., 2008) determines that high 

levels of trust in technology by consumers are found to encourage satisfaction with 

self-service technology and the intentions for its use.  

4. Satisfaction with SSTs: Liu is supported by Burton, Sheather, & Roberts, 2003 

that it comes as no surprise that customer satisfaction is found to be to be positively 

associated with behavioral intention.  

5. Behavioral intentions: Liu’s (2012) hypothesis is that satisfaction with SSTs will 

be positively related to behavioral intentions. 

Methodology and Data Collection:  

Liu’s (2012) study was based on data gathered from 290 SST users in China. 

Questionnaires were distributed to a number of SST users in public locations. Trained 

research assistants asked potential respondents, who had used SSTs within the past six 

months, to complete a survey. The following responses relating to the five constructs 

of the model were put as questions to respondents: 

Question 1. Forced use: 

 Only self-service facilities are available when I need service. 

 I have less freedom to choose a service-delivery mode.  

The company imposes a self-service technology on me. 
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Question 2. Technology anxiety:  

When offered the choice to use SST, I am afraid that I might damage it in somehow. 

 I avoid SST because I am not familiar with it. I try not to use SST because I may 

make mistakes that I cannot rectify. 

Question 3. Technology trust: 

 I have the confidence in SST to give me reliable service considering the current 

advanced state of SST. 

 I think the incidence of technology related error is very low. 

 My opinion is that self-service technology is very reliable. 

Question 4. Customer satisfaction:  

I consider that in general the self-service technologies provided by the company are 

satisfactory. 

My expectations of the self-service technologies provided have been exceeded.  

I have a similar concept of self-service technologies to those offered by the company.  

Question 5. Behavioral intentions: 

It is highly probable that I will use this SST again 

The likelihood that I would recommend this self-service technology to a friend is 

high. 

If I had to do it over again, I would make the same choice. 

Results: 

First, The findings supports previous research that forced use of SST increases 

technology anxiety. 

Second, The finding that forced use is negatively related to technology trust and is 

consistent with prior studies related to forced use of SST. 
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Third, findings indicate increased technology anxiety leads to lower technology trust. 

Fourth, the findings indicate that customer satisfaction significantly decreases when 

technology anxiety increases.  

Fifth, the study found that the effect of technology trust on customer satisfaction with 

SSTs is positive and significant, implying that trust in SSTs is important in 

consumers’ positive feelings from a service encounter. 

Lastly, the study concluded that customer satisfaction was positive element in 

behavioral intentions.  

Results indicated that the two intermediate psychological constructs of technology 

anxiety and technology trust which affect satisfaction and the behavioural intentions 

to use TBSS.  

The study highlights the relationship between forced use, technology anxiety, 

technology trust, customer satisfaction, and behavioural intentions toward the 

adoption of TBSS.	  

4.6 Literature Review 6. 

Source: Castro, D., Atkinson, R., & Ezell, S. (2010).  “Embracing the Self-Service 

Economy”. The Information Technology and Innovation Foundation. 

This review is conducted provide an answer to research question three, to make a 

comparison between use of TBSS in airlines and other industries.   

Summary: 

In this paper Castro et al. (2010) research the importance and implications of the 

advances made in information technology (IT) and the impact it has had on people 

and industry. The authors examine some of the benefits of TBSS to consumers and to 

businesses. They also address some of the concerns over self-service i.e. the notion 

that TBSS will just shift work to the consumer. Another concern is that it will 

eliminate human interaction and that it destroys jobs and that even if it does increase 

productivity the benefit will not accrue to employees. 
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The authors examine the many opportunities these advances have created to leverage 

self-service technology in many varied industries. Using computers online, airline 

passengers can buy, book and check in for their flights. Also through the Internet, 

using a mobile phone, laptop computer or tablet, bank customers can check their 

balances and transfer funds. On-line shoppers can purchase products without having 

to go to a store or interacting with sales or service staff.  

The authors explore the types of self-service technology currently being used and 

classify them in the following categories: Electronic kiosks, Internet applications and 

mobile devices including smart phones, and tablets. 

Types of Self-Service technology: 

Self-Service Technology (SST) is developing rapidly mainly as a result of huge 

advances in Information Technology (IT) through electronic kiosks, the Internet and 

mobile devices such as smart phones, tablets etc. 

1. Electronic Kiosks: 

These stand-alone units replace staff attended workstations for customers to access 

information or perform a service. Wireless networks and broadband network access 

have made these units a user-friendly and cost-effective option in many service 

industries.  

Banking was at the forefront of the use of technology in self-service with electronic 

kiosks in the form of automatic teller machines (ATMs) first used in the 1970s. Today 

they are used in almost every country in the world with over 44 billion transactions 

conducted annually. The ATMs offer customers 24/7 access to their bank accounts 

especially cash withdrawals and deposits, instead of being restricted to banking hours. 

This is of particular benefit at shopping centres, airports and other locations where 

24x7 access to cash is important for both customers and retailers. 

Supermarket self-checkout is one of the most frequently used forms of SST that 

benefits both consumers and business in reducing customers waiting time in a queue 

to checkout. With one employee able to manage around twelve self-checkout stations, 

it has also reduced employee theft due to fewer employees handling cash transactions 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   38	  

and has not increased the incidence of in-store customer theft. 

Digital Photograph Printing is another of the globally used electronic kiosk 

applications of SST. The reduction of cost and increased speed of production 

facilitates customers to process their own high-quality prints from digital images in a 

very short time. Editing of photographs can be achieved simply with cropping and 

adjusting of colours including conversions to black and white and sepia tones. Castro 

et al. (2010) sighted the Eastman Kodak Company, 2009 that by 2009 Kodak had 

installed over 100,000 photo kiosks globally. 

Airline Airport check-in kiosks have significantly speeded up the flight check-in 

process, it is more efficient and cheaper than processing passengers using only airline 

check-in agents. Passengers check themselves in, produce boarding passes and 

baggage tags (if required) and then take their baggage to a baggage drop area. At 

Charles de Gaulle Airport in Paris, Air France is introducing self-boarding through an 

automated turnstile at the boarding gate (Figure 7).  

 

Figure 7. Source: (Castro et al., 2010) Self-boarding gate, Paris Charles de Gaulle Airport. 

Government Departments at airports are also using SST combined with biometric 

enhanced passports. At some Australian airports The Australian Government has 

introduced “Smartgate” immigration processing kiosks. This facility permits 

Australian and New Zealand e-passport holders to process themselves through 

passport control using the “Smartgate” kiosks. This facility will be gradually extended 

to passengers of other nationalities whose passports comply with the International 

Civil Aviation Organisation (ICAO) - compliant e-passports. 
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There are many other organisations/services employing Electronic Kiosks such as 

self-service petrol stations, self-pay parking and tolls, food ordering kiosks, postal 

kiosks, electronic voting (in some countries) and information kiosks to name just a 

few. 

2. Internet Applications: 

Internet Technology has enabled consumers to access information not previously 

available to them without the assistance of human service interaction to obtain 

information for them. Through the Internet consumers are able to search for and 

participate in many different forms of self-service activity. 

Online Banking, like ATMs, has significantly reduced the number of in-bank tellers 

to service customers’ banking needs. A great number of banking transaction types are 

now available through online banking via the Internet. Money transfers to other 

accounts within the same banks or at other banks and a facility to pay bills (accounts). 

In Australia the electronic bill payment system (BPAY) is now available to 

customers. These facilities are all available from the comfort of home or the office on 

a 24/7 basis without being restricted by normal banking hours. 

Retail E-Commerce has a rapidly growing share in some sectors of the retail market 

especially in retail sectors like tickets for events, books and electronics are 

particularly strong in online sales. Department stores are now also selling their 

products online in competition with online warehouses that were able to sell the same 

or similar products at a much-reduced price.  

Paper airline tickets, once almost exclusively sold through retail travel agencies or 

airline retail sales outlets (ticket offices or travel centres) have now almost 

disappeared. Airline tickets in e-ticket form are available to be purchased online by 

the customers direct from the airlines’ web sites or an online travel company or by 

visiting a travel agency. Not only are these e-tickets cheaper to produce and process 

than the paper variety, in case of the loss of an e-ticket print out, they are easily 

replaced and avoid the stressful and lengthy procedures that previously accompanied 

the lost ticket indemnity  (LTI) process. Castro et al. note that the International Air 

Transport Association (as sighted in IATA, 2013) advise that as of May 2008 it had 

reached 100 percent compliance in the use of e-tickets by its members which 
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represent around 93 percent of the world’s airlines. There are many other areas where 

online services are replacing the traditional face to face interaction with customer 

service staff, to mention a few: online health, e-learning, some professional services 

and access to government services. 

Mobile Devices including smart phones: 

The importance of mobile devices is growing rapidly with the advances made in third 

and fourth generation (3G and 4G) wireless networks, which enable mobile devices to 

access multi-media content. Browser enabled smart phones provide the fastest 

growing access to internet-based applications used in commercial or financial 

transactions as well as a variety of other self-service functions. Mobile phone check-

in has been developed by airlines that includes the receipt of an electronic boarding 

pass that can be displayed on the smart phone screen and containing two-dimensional 

bar code able to be scanned at the boarding gate (Fig. 8). 

	   	   	   	   	  

	  

Smartphones can also be used as “electronic wallets” i.e. a multi functional device 

enabling contactless payments, storing information and having identification, 

authentication and communication functions. The smartphone uses near field 

communication (NFC) technology, which is a specific standard of Radio Frequency 

Identification (RFID) technology that can securely transmit data wirelessly over short 

ranges be- tween electronic devices. 

In Japan and South Korea smart phones are used by consumers as electronic 

credentials to check-in to their offices, apartments and health clubs. Students use them 

	  Fig. 8. An electronic boarding pass with a 
two dimensional barcode on a smart phone. 
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to mark their attendance at schools by touching their phones to readers outside 

classroom doors. 

Benefits for consumers:  

The authors note the following benefits for consumers in the use of TBSS: the option 

of choice, greater convenience (24/7 availability), ease of use and importantly lower 

prices. Prices can be reduced when SST is used, as there are less paid service staff 

members utilised reducing the overall cost to the merchant. 

Benefits to Business: 

The investment by companies in self-service technologies is primarily for cost 

reduction, they also believe it enables them to provide a more efficient streamlined 

service. By freeing up workers normally involved in face-to-face customers service 

functions, they may be redeployed to other jobs in more productive and profitable 

areas or made redundant to reduce labour costs.   	  

Concerns over self-service: 

The authors address four major concerns that have been raised about the increasing 

use of Self-Service relative to this research. They include that self-service only 

transfers most of the work to the consumer; that it eliminates the choice for consumers 

and deprives them of human contact; and that self-service eliminates the need for 

many jobs. 

Concern 1. Self-service simply shifts work to the consumer. 

The implementation of self-service is seen by some as only benefitting the company 

through having more work performed by the consumer. The authors contend that this 

is seldom the case as the benefits generally accrue to the consumers in the form of 

reduced prices and greater convenience. 

Overall SST generally means less time spent on a service process by both the 

consumer and service staff. Continuing advances in SST should mean that the self-

service process becomes even more user friendly. 
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Concern 2. Self-service eliminates consumer choice and robs individuals of 

human contact. 

The authors contend that in most cases the option of traditional service is still there 

and refute the complaint by some customers that they are robbed of choice. For 

example, banks still have tellers to perform transactions for customers, airlines still 

have the traditional service staff manned check-in counters and supermarkets still 

have service staff manned checkout counters. 

The authors with a historical reference addressed criticism that SST robs individuals 

of human contact i.e. that the same criticisms were levelled when elevator operators 

and operator connected phone calls were abolished. After initial complaints about the 

loss of the human touch performing the functions previously performed by operators 

direct with a machine became the preferred option.  

Concern 3. Self-service destroys jobs. 

Castro et al. (2010) also compare concerns about the loss of jobs resulting from the 

introduction of SST to historical events. Ever since factory automation in the early 

1960s concerns have been expressed about a loss of jobs due to greater automation in 

industrial processes. Both historical and academic analyses have shown that increased 

productivity through automation or self-service does not lead to higher or long-term 

unemployment. In Fact the authors maintain that companies providing self-service 

technologies will create more high-skilled jobs. Even if some low-skilled jobs are 

eliminated there will be an overall shift to higher-skilled and better-paid jobs.  

Castro et al. (2010) found that the benefits of SST accrue to both consumers and 

business and include lower costs, lower prices and more convenience, whether from 

ATMs, e-commerce or via mobile payments. While SST is already widely used, with 

continued advances in IT SST will continue to be improved and be applied to many 

more areas of industry and service entities. 
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4.7  Survey Review.  
Source:  The IATA Global Passenger Survey 2013. 

This review is conducted principally to assist in answering research question four but 

also has application to results for research question one.  

To determine passenger preference for Internet and automated check-in facilities in 

preference to counter and kiosk forms of check-in, the International Air Transport 

Association (IATA) carried out an independent survey in June/July of 2013. 

Respondents to the survey were solicited through social media, via email and by word 

of mouth. More than 140 countries participated in the survey with almost 8,000 

respondents. The results were a reflection of regional and global preferences for 

passenger check-in, they are shown in graph #1 below.  

The results show that an overwhelming majority of passengers preferred Internet self-

service and automatic check-in facility over the other forms of self-service with the 

self-service mobile the next most popular. The traditional counter check-in option was 

next with airport kiosk self-service being the least preferred.  

 

Graph #1 Preferences of check-in modes (IATA passenger survey, 2013). 

7 We know because we asked. www.iata.org/paxsurvey 
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The IATA survey also researched the various methods of passenger bookings with the 

the following results: 

Of the passengers surveyed, fifty per cent booked their flights through the Internet on 

an airline website, seventeen per cent used the Internet to book with an online travel 

company, three per cent used mobile applications, nineteen per cent still booked in 

person at a travel agency and twelve per cent replied that they did not know. 

A global demographic perspective of the IATA passenger survey is shown in the 

graph #2 shown below.  

Results showed the highest number of respondents (thirty per cent) came from the 

Asia-Pacific region with Europe second at twenty eight per cent and North America 

third with twenty six per cent.  Thirty one per cent of respondents were between the 

ages of 25-34 and twenty three per cent between 35-44. Males represented fifty nine 

per cent of respondents compared with forty one per cent females. 

 

 

Graph #2, Global demographic perspective of the IATA passenger survey (IATA, 

2013). 

15 We know because we asked. www.iata.org/paxsurvey 
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CHAPTER 5 

DISCUSSION 

Overview: 

In this section a critical analysis of the literature review is provided relating to each of 

the four questions that provided direction to the research. Several of the reviews have 

relevance to more than one of the questions and are used in answering those 

questions. Some of the review results were similar in their findings especially in the 

findings for question one where they spanned across literature reviews one to four. 

Even though some of the research in several of the research papers was not 

exclusively airline related (in some cases not at all), the principles apply to the basic 

philosophy of TBSS use and therefore relevant to be applied to airlines and their 

passengers. 

5.1 Research question 1: What are the factors involved in the adoption or 

rejection of TBSS by airline passengers?  

Research by Dabholkar (1995) appears to be the foundation for the research of many 

of the researchers on this subject as her work is referenced constantly in their work. 

The attribute model proposed in Dabholkar’s (1995) paper "Consumer evaluations of 

new technology-based self-service options: an investigation of alternative models of 

service quality" is adapted in various ways by others. Four of the five attributes 

identified by Dabholkar (1995) in her attribute model were referenced individual 

findings by other earlier researchers, these are; speed of delivery as sighted by  

(Maister, 1985), Reliability (Van Gorder, 1990), Enjoyment (Davis,Bagozzi & 

Warshaw, 1992) and Control (Langford et al. 1981, & Bateson & Hui, 1990).  

The attribute models proposed by Dabholkar, (1995) and Walker et al. (2002) to 

determine the levels of adoption or rejection of TBSS both alluded to the importance 

of speed of delivery, ease of use, reliability, enjoyment and control although some 

were expressed in different terms. A possible problem with the identification and 

measurement of five attributes is that they may not always be the five most important 

characteristics to each of the respondents (Rogers, 1995). 
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Wang & Namen, (2013) also supported and expanded on the Dabholkar (1995) 

attribute model and sighted three of Dabholkar’s major concepts of behaviour as 

having an impact on the adoption or rejection of TBSS. Their first behaviour concept 

comprised of three of the innovation attributes proposed by Dabholkar (1995) 

including perceived risk (substituted for reliability), plus the additional attribute of 

relative advantage i.e. the level of perceived advantage or superiority over the process 

that it supersedes or is pitted against.  

The second behaviour concept proposed by Wang and Namen (2013) is one of 

common characteristics such as attitude towards technology, interaction with service 

employees and including demographics such as age, gender and education. 

Their third proposed behaviour concept was one of situational factors relating to time 

pressure, length of queues and crowded environments. “When users perceive the 

departure area as being overcrowded, the use of the SST increases. Queues of 

passengers waiting to be checked-in result in more uses of the automated check-in 

process” (Gelderman, Ghijsen & van Diemen, 2011, p. 418). This argument is in 

support of the findings by Meuter et al. (2000), however, it is in contrast to the 

findings of Oyedele & Simpson (2007). 

Walker et al. (2002) in their model present how the relationship between capacity and 

willingness leads to adoption. It demonstrates how the other attributes, a mixture of 

the attributes sighted by Dabholkar (1995) and those by Wang & Namen, (2013 ) 

affect both capacity and willingness and become determinants in adoption or rejection 

of TBSS. 

While Brunger’s (2008) research is principally concerned with the impact of the 

Internet on airfares it also addresses other uses of the Internet in airline processes. 

Brunger examines customers’ behavioural attributes and how they influence 

satisfaction with TBSS. Brunger’s comparison between internet distribution and the 

traditional airline/travel agent distribution system reveals several of the same 

characteristics as the models by Dabholkar (1995), Wang & Namen (2013) and 

Walker et al. (2002) those of accessibility (24/7), control and ease of use. 

Although not reviewed in-depth, Curren and Meuter (2005) in their research entitled 

"Self-service technology adoption: comparing three technologies" proposed an SST 
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attitude/intention to use model Fig. 9 which is not dissimilar to Dabholkar’s (1996) 

model  

    

Fig.9. Source - Curran and Meuter (2005) SST attitude/intention to use model. 

In the Curran & Meuter (2005) model, Ease of use, a need for interaction, Risk and 

attitude toward SST were adapted from Dabholkar (1995) while usefulness was 

adapted from Jackson et al. (1997). The Curran and Meuter research concluded that 

the perception was that online SST had a greater risk factor than kiosk SST, however 

that ease of use and usefulness were the more significant predictors of SST use. 

Research and Data collection methods varied between the different researchers. They 

ranged from the use of undergraduate students being used in a fast-food restaurant 

scenario (Dabholkar, 1995), questionnaires, open based interviews (Wang & Namen, 

2013), focus groups (a pilot study and empirical study) (Walker et al., 2002) and in-

depth one on one interviews (Brunger, 2008). 

The size of the samples in the four research papers were relatively small surveys 

totalling only 877 respondents of which 53% were female and 47% male.  

While the results in some areas varied, there was a common theme throughout the 

four different surveys the majority of research findings that control, ease of use and 

relative advantage were prominent determinants in the adoption of TBSS. 

 In contrast to other researchers findings, Dabholkar (1995) did not find that speed 

and reliability were major factors in TBSS adoption. Perhaps this is not surprising 

given that the respondents in that research scenario were all college students. This is 

in contrast with Walker et al. (2002) whose findings were that perceived reliability 

ranked high with ease of use (capacity) as a determinant in TBSS adoption, his group 

of respondents included 70 per cent of persons of between 30 and 60 years of age.  
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The breakdown of female to male respondents was 53 per cent female to 47 per cent 

male and 77 per cent of the total under 40 years of age and 23 per cent over 40. 

Dabholkar (1995) found that 85 per cent of respondents had high school diplomas or 

higher education qualifications, not surprising since the respondents were all college 

students. Interestingly Wang and Namen (2013) found that a relationship between 

education and TBSS adoption was not established and this will need further research. 

Demographics did not figure prominently in all of the literature researched. The 

findings that related to the importance of demographics were in contrast with research 

conducted by Harteveldt (2012) who found that Gen Y passengers who grew up with 

the Internet at home and school were very familiar with high-speed connectivity and 

the use of laptop computers and mobile phones. With this technology part of their 

daily lives, it gave them the perspective that Internet access is immediate, easy, and 

omnipresent.  

There is a group in the middle age generation who are more reticent in adopting the 

self-service concept. Although interestingly, in amongst the senior age group there is 

also a tier of retired people who have made themselves familiar with the new 

technology and who have become adept at using self-service. They have become 

known as “silver surfers” (Amadeus, 2005). Another different view of the importance 

of demographic characteristics was by Meuter et al., (2002) who found that 

technology anxiety was a better predictor of self-service usage than age and gender.  

Furthermore, Lu et al. (2011) conducted a study of American, Australian, Korean, and 

Taiwanese passengers in the behavior of passengers using airline check-in services. 

Through the data they collected they found an indication of cultural bias in that 

Korean, Australian and American air travelers were more likely to use self- service 

check-in facilities but that Taiwanese passengers prefer to use the conventional 

counter check-in service.  

Walker et al. (2002) found that while respondents did not seek personal interaction 

with service staff, adoption levels of TBSS rose when access to customer service help 

staff was available. Some only wanted personal interaction in case of a problem or to 

register a complaint. 
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Brunger (2008) in his Internet focussed research found that the Internet search portion 

of TBSS experience was intellectually satisfying (enjoyment) and the 24/7 access 

aspect and sensation of control were the main reason for adoption of TBSS. Brunger 

noted that his respondents found that the enhanced control, greater involvement in the 

processes and improvement in communication meant that there were too many 

benefits in using TBSS to go back to the traditional service offer of personal 

interaction. 

The response to the question of what the factors are involved in adoption or rejection 

of TBSS by airline passengers is that findings varied minimally between researchers. 

However, there was a consensus in the findings that ease of use, a feeling of being in 

control and relative advantage compared to the traditional service offer were the 

major determinants in the adoption of TBSS. For Internet self-service process users 

convenience and the providing of intellectual satisfaction were also major 

determinants in its use. 

Wang & Namen (2012) concluded that situational factors are more likely to influence 

the decision by a passenger to use SST than any preconceived idea they held about its 

use. Wang et al. sights the example of a passenger who would not normally use the 

airport self check-in facility but who decides to use the SST function if at the time of 

check-in there was congestion at the check-in counter manned by service staff. 

Equally important, when passengers have a negative experience with TBSS they will 

often decide against using it the next time they travel. However, when the experience 

is positive they will have the confidence to commit to using it on future occasions 

(Bitner, Brown, and Meuter, 2000). 

A perceived lack of expertise in IT or a need for personal interaction mainly by older 

passengers is seen as a factor in rejection of TBSS (Castillo-Manzano & López-

Valpuesta, 2013).  

Meuter, et al. (2000) proposed four key factors in the rejection of TBSS. 

1. Technology failure – a malfunction of the technology during an interaction 

by a passenger with machine or software. 

2. Process failure – e.g. a failure in the Internet reservation to confirm a booking 

or in the check-in process a failure to allocate a seat number. 
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3. Poor design – e.g. a user un-friendly process with too many limitations or 

ambiguous or difficult to understand instructions. 

4. Customer-driven failure – failures caused by customers’ own actions but 

rarely admitted and usually blame on technology e.g. incorrect inputs or 

passwords. 

The results of	   the IATA Global Passenger Survey of 2013 (Graph #1) seem to be 

consistent with other research which found that there is a high level of adoption of 

TBSS especially in the various processes using the Internet.  

Summary: 

The research indicated that the principal factors for adoption of TBSS were the 24x7 

convenience of the Internet, the perceived feeling of control, ease of use, relative 

advantage and situational factors such as time pressure, waiting time and crowded 

environments. On the other hand the factors related to rejection of TBSS were a 

perceived lack of expertise (especially among older passengers), technological failure, 

process failure, poor design and forced use of TBSS. 

5.2 Research question 2: Does the loss of interpersonal service as a result of 
TBSS outweigh its benefits and affect customer satisfaction? 

Parasuraman (1996) found that the replacement of interpersonal human contact in the 

traditional service encounter with a human to machine interaction presented a 

fundamental shift in the nature of services. 

Beatson, Lee & Coote (2007) found that a reduction in personal contact through self-

service technology had the potential to affect assessment of consumer satisfaction and 

commitment. This seems to be in agreement with the findings of	  Bitner, Brown & 

Meuter (2000) who argue that	  the main determinant in customer satisfaction with the 

traditional service encounter was found to be the interpersonal interaction between 

passenger and customer service personnel.  

In this context Bitner et al. (2000) suggest that if there is a decrease in interpersonal 

interaction and if the customer’s total experience is to remain positive. The 

customers’ satisfaction levels must be enhanced through the effective use of 

technology. Unless this is achieved TBSS will be seen as being designed for the 

technicians instead of customers. 
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Catillo-Manez and Lopez-Valpuesta (2013) found that passengers over 65 years 

generally prefer human interaction when purchasing tickets or checking-in for flights. 

Conversely, passengers under 30 years of age prefer online ticket purchase and check-

in in preference to the traditional service offers.   

This supported by Lu et al. (2011) who also found that older passengers are more 

reluctant to use online and kiosk self-service check-in than business travelers, online 

ticketing users, frequent flyers, and younger passengers. The reasons proposed were 

that the older passengers prefer the traditional service offer of interaction with service 

employees while those preferring TBSS are less anxious due to their familiarity with 

IT and have less need for personal contact.  

Although there may not be any interpersonal contact with a technology-based self-

service, it should not be automatically assumed after the introduction of an Internet-

based self-service that customers would not be pleased. Customers who choose to use 

the TBSS option may not receive the interpersonal (and sometimes friendly!) 

interaction of the traditional service encounter (Lui et al., 2003) but may well remain 

loyal customers. 

Bitner, et al. (2000) suggest that forcing customers to use technology-based self-

service without other viable options is a dangerous strategy. Liu (2012) through his 

research determined that in most age groups forced use of SST exacerbates 

technology anxiety and negative technology trust (both mediating factors in 

satisfaction with SST). As technology anxiety is already higher in the over 55 years 

age group this induces an even greater negative attitude towards the technology. 

 

The question of whether the loss of interpersonal service as a result of TBSS outweigh 

its benefits and affect customer satisfaction does not have only one answer, it depends 

on several factors. From the research it is clear that older passengers, less conversant 

with IT processes and have some technology anxiety and trust issues with TBSS will 

often prefer and are more satisfied with the personal interaction of the traditional 

service encounter. Younger passengers who have grown up with IT processes and 

have no such technology or trust issues are more satisfied with the TBSS options. It 

can be argued however that forced use of the technology can dissatisfy both groups 

especially the senior group and therefore may outweigh the perceived benefits. 
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Summary: 

The indication from the reviewed literature is that the loss of interpersonal service 

affects the satisfaction levels of some passengers. It is evident that those passengers 

less conversant with IT processes (among them older passengers) will have some 

technology anxiety and trust issues. These passengers are more likely to prefer the 

traditional face-to-face service encounter. Forced use of TBSS is also deemed to 

negatively affect the satisfaction level of passengers.  

5.3 Research question 3: How does airline TBSS compare with other industries’ 
use of TBSS? 

Research by Castro et al., (2010) found that Technology-Based Self-Service is 

transforming many industries, from the use of ATMs in the banking industry to the 

use of e-commerce in retail and many other industries/businesses including the travel 

industry. TBSS has led to the emergence of new business models based on 

Information Technology-enabled self-service, facilitating customers to provide many 

of their own services. As SST becomes more efficient and accessible, business uses 

SST to operate more productively while continuing to satisfy their customers (Castro 

et al. 2010). 

The TBSS process is regarded differently from automation in that the automation 

process reduces the number of functions carried out by employees and indeed reduces 

the need for the number of employees previously employed. The technology-based 

self-service process however allows the customer to perform the tasks previously 

performed by a service employee. Banks and airlines use both self-service kiosks and 

the Internet for self-service processes to transact business. The Internet facilitates 

airline passengers to research and plan their business or vacation journeys by 

preparing their own itineraries, booking flights, reserving seats and checking- in for 

their flights.  

Airlines also use market segmentation to decide on the positioning of their service 

offers. Companies to identify the social class, lifestyles, opinions, interests, behaviour 

and attitudes of their customers, use modern communication systems. This not only 

lowers distribution costs but also enhances their brand and gives them closer contact 

with their customers. It enables the airline to target promotions and services at market 
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segments most likely to respond positively to them (Business case studies, 2014). 

More recently mobile devices such as smart phones are also used to carry out many of 

these self-service functions and through their use eliminate the necessity for any non-

electronic material to be used in the processes e.g. verification of e-tickets and 

boarding passes. Being trialled by British Airways (BA) are re-usable permanent 

electronic baggage tags for regular travellers (Airlinetrends.com) see Figure10. 

  

The procedure for using an electronic bag-tag is simply that after booking their flight 

their booking details are sent to their smartphone using a British Airways application 

(APP). After using their smartphone for check-in and receiving a seat number and 

electronic boarding pass the APP will update the electronic bag-tag with a unique 

two-dimensional barcode. This barcode contains identification numbers and flight 

details. The barcode will be changed each time the passenger checks-in for a new 

flight. 

The BA trial followed the Qantas’ (QF) introduction of its “Q Bag Tag” in 2010. 

These personalised Radio-Frequency Identification (RFID)-embedded tags were 

provided to QF frequent flyers, they were linked to their loyalty account and held 

passenger details and the flight information for their current flight (Airlinetrends.com, 

2014). In the Global Passengers Survey (IATA, 2013) fifty three per cent of 

passengers selected the use of a permanent luggage tag as their preferred option of 

tagging bags prior to flight. 

Summary: 

The research by Castro et al., (2010) and information taken from Airlinetrends.com 

(2014) confirms that compared with other industries airlines are at the forefront in the 

use of TBSS. The high-tech nature of the aviation industry and the variety of 

Fig.10. Re- usable 
electronic bag tag. 
(source: Airlinetrends.com) 
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processes to which TBSS can be applied both commercial and operational attest to 

this. These processes include travellers planning their own itineraries through the 

point of sale process (producing e-tickets), making flight reservations and then 

checking themselves in for a flight and producing boarding passes. All this can be 

achieved via the Internet without attending an airline or travel agent office.  

5.4 Research question 4: Do passengers view Internet self-service check-in option 

differently than airport kiosk check-in.  

In industries, businesses and government services Kiosk self-service is the most 

common and popular mode of self-service, e.g. in banking (ATMs), supermarket 

check-outs, self-paying parking fees and road tolls as well as digital photograph 

printing and the other numerous service areas using TBSS. 

In air travel Internet and kiosk check-in are regarded different from airport counter 

check-in service as they both lack human interaction and they are both easier to access 

than airport counter check-in (Lu, Choi, & Tseng, 2011). However there is a further 

differentiation in that both airport counter and kiosk check-in are only available at the 

airport whereas web check-in is available wherever there is access to a computer (and 

a printer if a printed boarding pass is required). Using the web (Internet) check-in 

facility there are no queues and the process can be performed up to twenty-four hours 

before departure.  

The widespread use of the Internet and wireless devices and the development of 

mobile applications to facilitate self check-in is expanding rapidly aided by easy 

access to WiFi in public places such as airports. In the face of these technological 

advances the airport check-in kiosks are losing popularity and smartphones and other 

mobile wireless devices will be the principal means for passenger processing beyond 

2015 (IATA, 2012). These are the major points of difference between the way 

passengers view the Internet and airport kiosk check-in options. This is confirmed by 

the results of an IATA (2013) global passenger survey shown in graph 1 which shows 

that the airport kiosk is already the least preferred check-in option compared with 

Internet check-in, automated check-in, mobile phone self-service check-in and is even 

less preferred than counter check-in. 

 Further streamlining and simplification of the check-in process may be possible using 
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Near Field Communication (NFC) technology that may facilitate an even more 

efficient and automated form of check-in. NFC facilitates one device, normally a 

mobile phone, to pick up data from another device or NFC tag at close range. It is 

similar to Bluetooth, except that instead of programming two devices to work 

together, they can simply touch to establish a connection (Amadeus, 2011). 

Summary: 

Whilst in most service industries and Government services self-service kiosks are the 

most common form of TBSS utilised it is clear from the results of the IATA Global 

Passenger Survey (2013) that in aviation the self-service kiosk is the least popular 

option for check-in. The Internet and automatic check-in options were revealed as the 

preferred choice of passengers. 

5.5 Discussion of the Research Aim 

The study of research literature, aviation industry surveys and reports relative to the 

topic of TBSS in airline processes indicate that the impact on passengers is 

predominantly positive. There are a number of factors that need to be taken into 

account when assessing the current and future impact of TBSS on airline passengers. 

Included are: (1) Company cost savings versus perceived passenger benefits. (2) The 

risk of improper implementation of TBSS. (3) The effect of a loss of human 

interaction. (4) The Internet facilitates the passenger to easily make comparisons of 

different offers. (5) The expectation of passengers to be kept constantly informed.  

The airline view is that TBSS is a cost-effective way for airlines of providing a 

standard of customer service. The contention is that passengers receive the benefits of 

convenience of 24/7 access, time saving, a feeling of control and can even avoid at 

times, a judgmental attitude from Service representatives (Meuter et al. 2000). 

However, there are risks associated with these technology-based encounters if they 

are not implemented appropriately, which may frustrate and intimidate users (Walker 

et al., 2002). Forcing TBSS on passengers may create hostility and resentment leading 

to a lower perception of the airline’s services (Liu, 2012). Therefore the perceived 

gains and benefits to airlines of technology-based self-service encounters need to be 

weighed-up against how the customers perceive and react to them. 
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It is very important for airlines to understand how self-service technology impacts on 

its passengers. It is important for the development of marketing strategies given the 

challenge it provides for the traditional service offer and the implication that human 

interaction between customer and staff is no longer essential (Meuter et al., 2000). 

The airlines websites and associated Internet travel company websites are therefore 

particularly important in facilitating passengers’ purchase of travel products.  

Using the point of sale self-service facility on the Internet, passengers have the choice 

to visit multiple websites (airline sites and Internet travel company sites) to search for 

destinations, airlines that serve them, fares and make comparisons between the 

various options. The IATA global passengers survey (2013) found that 71% of 

passengers visit more than one website before purchasing air travel and 63% 

compared multiple websites before making their decision to purchase.  

The growth of “ancillary services” has increased dramatically in the past three or four 

years. This “unbundling” of fares and consequential collection of ancillary revenue 

that was previously limited to Low Cost Carriers (LCCs), has become a priority for 

many airlines. Ancillary revenue includes passenger baggage charges, reservations 

cancellation/change fees, priority seating and frequent flyer fees. Data from airlines 

who disclose their ancillary revenue shows that it has grown from 23 airlines and 

US$2.45 billion in 2007 to 53 airlines and US$27.1 billion in 2012 (IdeaWorks, 

2013). The Internet facilitates the payment of most of these ancillary charges and fees 

prior to check-in and are now just part of the self-service choices offered. 

In this age of mobile computer devices the smartphone is already more powerful than 

the super computers of the 1970s (IATA, 2012). The introduction of the Apple iPhone 

in 2007 represented a major change in revolutionising the mobile phone market. 

Passengers are no longer satisfied with a just a mobile phone but demand the facility 

of browsing the Internet from wherever they are. The relatively new mobile 

(smartphone) check-in option is gaining popularity especially among the younger 

generation  (IATA, 2012). Tablet computers such as the Apple iPad introduced in 

2010 bring a new innovation to mobile computing, previously confined to laptop 

computers. The tablets have touchscreen interfaces and downloadable applications the 

same as in a smartphone.  
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The age of instant information via mobile computer devices means that travelers are 

always connected and expect to be constantly informed about any issues related to 

their travel plans (Amadeus, 2011). The different ways of using TBSS each have 

different levels of support as the IATA (2012 & 2013) surveys indicate. There was a 

significant positive	   indication of a preference for Internet and automated check-in 

over kiosk and counter check-in. From the literature research results discussed in this 

Chapter indications are that overall the impact of TBSS on airline passengers is 

generally positive, from passenger surveys it is evident that TBSS is a preferred 

option for many airline passengers of today (IATA, 2013). The next Chapter, 

therefore, moves on to discuss the implications for management of the research 

findings and the possible direction for future research. 
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CHAPTER 6 

IMPLICATIONS AND FURTHER / FUTURE RESEARCH 

Chapter overview 

To encourage greater use of TBSS and its related benefits airline management should 

consider the implications noted in 6.1. These implications include: (1) Employee self-

service support training. (2) Disruption handling. (3) The impact of social media. (4) 

The opportunities and challenges of advances in technology. (5) Keeping a balance 

between TBSS and interpersonal service.  

Researchers may consider the observations about future research and direction that 

include: (1) Continued advances and innovations in technology. (2) How the 

frequency and extent of TBSS will impact on loyalty and brand commitment. (3) The 

impact of future advances in TBSS on employees. 

6.1 Managerial Implications  

Traditionally, service employees have been essential elements in the service 

encounter and despite the greater customer participation in the TBSS encounter front-

line employees remain an important element in consumer satisfaction. Since the level 

of self-service is likely to increase, a whole new area of challenge in customer support 

will present itself. There will be an increasing need for employee training in self-

service support roles and consideration could be given for a move to change the role 

from service delivery employee to one that specialises in self-service assistance and 

self-service failure recovery. There is perhaps also a need for the provision of re-

training programs for workers whose positions are affected by technological change. 

One downside to reduced staff levels resulting from the increased use of TBSS is that 

during service disruptions staffing appropriately to handle a disrupt situation becomes 

more difficult. These disruptions can range from adverse weather conditions or 

aircraft mechanical breakdowns to major computer outages. Depending on the 

severity of the service disruption, check-in and other departure control functions may 

have to be performed manually. The challenge for most airlines will become a matter 

of providing sufficient numbers staff with the required level of expertise during such 
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times. 

For airline management an understanding of the impact of social media is crucial. 

Customer complaints are now promulgated across the passengers’ social media 

contacts and can influence many current or potential customers. Globally Facebook 

and other social media facilities now have over 500 million users i.e. one in every 

thirteen persons on earth (Amadeus, 2011), the impact that this global social media 

explosion is having an influence on travellers worldwide and cannot be ignored. 

According to a recent study commissioned by Global Distribution System (GDS) 

Amadeus, which covered respondents from across five regions of the world, over 60% 

of travellers worldwide use social media travel related sites (Amadeus, 2011). 

Smartphones and tablet computers provide a unique platform for customer 

interactions. These mobile devices are already becoming standard equipment for most 

frequent travellers. Airlines will need to ensure their websites’ are optimised for the 

mobile Web. Given these mobile devices’ ability to integrate multiple functions to 

expand the experience of the user, airlines need to ensure development of applications 

that optimise the potentials of this technology. They should create innovative 

applications that exploit the advantage of all aspects of TBSS and deliver the 

optimum level of services to all of an airline’s passengers in particular its regular and 

loyal customers (Amadeus, 2011).  

The advances in technology have presented both opportunities and challenges for 

airlines. There are opportunities for airlines to reduce staff and save labour costs but 

at the same time they face the challenges of their passengers’ demand for information 

and services delivered on their preferred personal computing device (Amadeus, 2011).  

To completely do away with the traditional service offer of interpersonal interaction 

should not be the sole goal for companies in introducing TBSS, but rather the 

provision of convenient, efficient and user-friendly self-service facilities, both TBSS 

and a human interaction option. Customers want a choice of the way in which they 

interact with a service company and do not like to be forced to use only one service 

option. Providing customers with a variety of service delivery options can enhance 

customers overall experience by giving them a sense of control. It is therefore 

important for service companies to keep a balance between TBSS and the traditional 
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interpersonal service (Wang, 2012).  

Customers seen as “partial employees” providing their own service, may be deemed 

to be a less expensive resource than company employed service staff, however 

“managing and training” them may also be more difficult plus they can also be an 

influence on other customers (Hilton, Hughes, Little, and Marandi, 2013). Will 

companies still be able to manage the absence of customer support staff and still 

continue to offer service levels of a quality that increasingly well informed customers 

demand (Beatson et al., 2007)? 

From the findings and discussion the implications for managing current and future 

technology-based self-service are that airline management will need to consider 

passenger satisfaction, confidence with, and perception of Technology-Based Self-

Service to ensure their customers’ needs are met. They will need to identify the 

relevant technologies that help to enhance the customers’ experience. In future 

airlines may not actually have human interaction with their passengers until they are 

on board the aircraft (Amadeus, 2011). Airline managers should do more to 

effectively plan and manage SST introductions by focusing on the critical factors that 

impact passengers and manage their frustrations and improve customer satisfaction. 

6.2 Future Research Direction 

As advances are continually being made in technology, the level in the use of self-

service will inevitably also continue to increase, especially in service industries. 

Trends indicate that as the technology becomes even more advanced and innovative 

so will the opportunities for future/further research increase (Anitsal & Paige, 2006). 

Meuter, Bitner, Ostrom & Brown (2005) argue that consideration should be given to 

the importance of substituting TBSS for the traditional service of interpersonal 

interactions as it may have long-term implications. These human interactions have 

traditionally been viewed as important in the establishing of trust and loyalty.	   Future 

research could explore the influence of SST usage on consumer revenue, loyalty and 

ultimately profitability. Stockdale (2007) agrees with this argument and believes 

research to investigate how the frequency and extent of SST usage impacts on 

organisational outcome variables such as loyalty and brand commitment.  
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For management, an understanding of the impact and consequences of technology on 

service encounters is not only with relevance to passengers and their relationship with 

airlines, but also the effect it has on employees previously involved in the traditional 

service encounter. “Therefore, comprehending self-service technology and its impact 

on the service encounter is only one step toward understanding the broader impact of 

technology in the marketplace” (Beatson, Lee & Coote, 2007, p. 87). 
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CHAPTER 7  

 CONCLUSION 

The purpose of	   this research was to investigate the impact of TBSS on airline 

passengers. To better understand the phenomenon of TBSS four research objectives 

were proposed as questions, the answers to these questions attest to the achievement 

of the aim. Although some of the research was not directly airline industry related it 

was relevant as it related to the use of TBSS in service industries. 

The literature reviews conducted spanned a time frame of some twenty years 

commencing during the mid 1990s beginning with Dabholkar’s (1995) research. 

There are similarities between the attitudes expressed in research by Dabholkar 

(1995) and those described by Walker et al., 2002) and Wang & Namen (2013). 

Findings from Dabholkar’s research formed a common thread in much of the 

subsequent research conducted by others into the factors affecting adoption or 

rejection of TBSS by airline passengers. 

The attributes, ease of use and sense of control considered as important factors by 

Dabholkar in adoption or rejection of TBSS appeared as significant findings in much 

of the research by others. There were contrasting opinions on the importance of some 

attributes e.g. speed and reliability between Dabholkar (1995) and Walker et al. 

(2002). This seemed to be based more on the perception of speed i.e. waiting time as 

opposed to the speed of the actual self-service process vs the traditional service offer. 

There was also a difference of opinion about demographics as a factor in rejection or 

adoption of TBSS between the research findings of Wang & Namen (2013), 

Harteveldt (2012) and Castillano-Manzano et al. (2013). Furthermore, Lu et al. (2011) 

found a cultural bias in check-in preferences between Caucasian and some Asian 

respondents.  

From the research material the factors that were most sighted as important in the 

adoption of TBSS were the 24x7 accessibility via the Internet, the feeling of control, 

ease of use, the range of choices (in arranging and buying of travel) and the 

convenience of being able to do it from almost anywhere where there is Internet 

access. It is also evident from the research that the use of the Internet for most of the 
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aspects of in air travel from the point of sale functions of planning, booking, ticketing 

to the check-in for flights is accepted and used by the majority of airline passengers. 

This is confirmed by the IATA Global Passenger Survey (Graph #1).  

Whether the loss of interpersonal service due to TBSS outweighs its benefits and 

affects customer satisfaction resulted in some expected findings. Most agreed that the 

replacing human contact with machine interaction did present a basic change in the 

way service was viewed. While human contact was seen as a determinant in 

satisfaction with TBSS it was found that some passengers only found it important to 

have human contact when they required assistance or wanted to make a complaint. 

However, it was found by most researchers that older passengers (over 60 years) were 

generally more satisfied with and preferred the traditional service offer of human 

interaction. This was found to be largely due to a lack of confidence in their own 

capacity to use IT functions. Younger passengers (under 40 years) on the other hand 

preferred and were more satisfied with using the TBSS options. These findings are not 

surprising and probably expected. 

Several researchers found that one important reason for dissatisfaction with the use of 

TBSS was when it was “forced” on customers without the provision of an alternative 

option. While this applied to most age groups it was particularly relevant in the over 

60 years age group where forced use of TBSS would likely result in a negative 

attitude to its adoption.  

Bitner et al. (2000) found that if customer satisfaction is affected by a decrease in 

interpersonal interaction airlines must find a way to make the technology more “user 

friendly” if the customer’s total experience is to be positive. TBSS should not be seen 

as being designed for the airline’s technicians instead of its customers. To quote the 

actor and comedian John Cleese, “Technology frightens me to death. It is designed by 

engineers to impress other engineers. And it always comes with instruction booklets 

that are written by engineers for other engineers”. 

In comparing TBSS in airlines with other industries Castro et al. (2010) found in their 

research that the use of Internet based technology in self-service was transforming 

many industries. These include the banking industry, supermarkets, retail sales 

(through e-commerce), government services, airlines of course and numerous others. 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   64	  

Benefits were found to accrue to customers and business alike. They included lower 

prices and more convenience for customers and lower costs for businesses. The level 

and wide range of Internet-technology based self-service used reflects the “high-tech” 

nature of the airline industry. The range of functions covers commercial as well as 

operational aspects of customers’ involvement and gives them a high level of control. 

The control is not limited to operational aspects but also applies in the involvement of 

planning, booking and purchasing of their travel arrangements. Castro et al. concluded 

that airlines were at the forefront of industries using technology-based self-service. 

When addressing the question of whether the Internet self-service option and the 

airport kiosks are viewed differently by passengers the IATA Global Passenger 

Survey (2013) provides an excellent insight in the popularity of the various forms of 

the new technologies. The survey had by far the largest number of respondents at 

nearly eight thousand and the results reflected regional and global preferences of the 

various options. 

The results show Internet self-service and automatic check-in (where the airline send 

a boarding pass to a smart phone or email) were the check-in options preferred by the 

majority of the passengers. The emerging self-service mobile check-in option proved 

to be the next most popular and gaining in popularity. The traditional counter check-in 

option was next with airport kiosk self-service being the least preferred.  

Today, many passengers are printing their boarding passes at home and they drop-off 

their baggage at airport bag drop stations for customers who check-in online. While 

this helps to reduce airport check-in queue lengths long lines still persist during peak 

times. This problem is being addressed and could be further reduced by the adaption 

of another innovation, near field communication (NFC). 

The development of NFC will introduce yet another era in technology based self-

service. Once ownership of NFC enabled smartphones becomes widespread, airlines 

can create ways to automatically check-in passengers when they swipe their phone 

against readers dispersed throughout airports (Amadeus, 2011). 

The phenomenal growth in information technology is creating a new era of 

“passenger-centric” services. In this current age of familiarity with Internet 

technology, it is a more informed passenger who expects to be kept continually 
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updated by connecting to a variety of Internet enabled devices to ensure maintaining 

currency with information pertaining to their travel arrangements. Airlines must 

endeavour to make maximum use of the technologies and resultant new devices as 

they emerge to ensure their customers’ expectations are satisfied. As these 

technologies continue to evolve, airlines must also stay in touch with their passengers’ 

expectations and ensure they benefit from the innovations the evolving technology 

provides to improve loyalty and maintain brand commitment. 

Initially self-service options were often seen as a substitute for customer service. 

However, research has shown that many passengers now prefer the Internet self-

service options that include check-in. Internet check-in is significantly higher in 

preference to the airport kiosk check-in option. Passengers prefer the 24x7 

convenience of the Internet, the avoidance of long queues in the traditional check-in 

process and a sense of control over not only the check-in process but many other 

aspects of their travel arrangements.  

The concerns over potential job losses as a result of TBSS has been shown by 

historical and academic analyses of automation and self-service not to have lead to 

higher or long-term unemployment in business and industry (Castro et al., 2010).  

There are some concerns among less “technically informed” and older customers. 

However, as shown by the introduction of many other innovations throughout 

industrial and business history, with time the new practices become the norm and then 

newer and more innovative processes and solutions to problems will be found to 

replace them. It is a phenomenon of our modern world that is applicable in many 

areas of industry and business, particularly in the aviation industry. 

The implementation of self-service technology has been the catalyst for the significant 

transformation that many airlines have undergone in their endeavours to reduce 

operating costs. The impetus for the adoption of technology-based self-service has 

been hastened by the rapid emergence of LCCs that adopted the technology very 

successfully as the basis for their business models (Amadeus, 2005). 

A professional looking and efficient user interface has many benefits: customers can 

spend less time to complete their booking as a result of fewer steps which can not 

only attract new users but reduce drop-out rates during the transaction process. 
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Importantly, customer loyalty can also be increased by an attractive and efficient user 

interface. This is important because customer loyalty can be threatened by the easy 

access to competitor airlines products and prices through the use of TBSS. One of the 

major factors of the satisfaction experienced by consumers when they feel 

comfortable with the online environment is the feeling that self-service gives them 

control.  

 The deduction that can be made from the results of the research is that the aim of the 

research to determine the impact of TBSS on airline passengers has been achieved. 

The review of academic papers, industry journals, surveys and reports indicate that 

the impact of Technology-Based Self-Service on the majority of airline passengers is 

predominantly positive and will become even more so as new technologies are 

developed and introduced.  

 “ Everyday, the airline industry propels the economic take-off of our world. It is the 

great enabler, knitting together all corners of the earth, facilitating the movement of 

people and goods that are the backbone of economic growth. It also firmly embeds us 

in that striking process of globalisation that is defining the twenty-first century”. 

A quote from Dr Daniel Yergin – Pulitzer Prize winner in 1992.  Source: O’Connell 

& Williams, (2011). 

        And a cartoonist’s satirical View!!! 

   

Fig. 11. Source: Kudelka, (2008). 	  



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   67	  

REFERENCE LIST 

Amadeus, (2005). Self-Service or Fad? Retrieved from 

http://amadeus1a.com.br/wp-content/uploads/2008/01/selfservicefutureorfad 

.pdf 

Amadeus, (2011). Navigating the Airport of tomorrow. Traveltech Consulting.  

Retrieved from http://www.amadeus.com/airlineit/navigating-the-airport-of-

 tomorrow/docs/amadeus-navigating-the-airport-of-tomorrow-2011-en.pdf 

Anitsal, I. (2005). Technology-Based Self-Service: From Customer productivity  

toward Customer value. Dissertation Presented for the Doctor of Philosophy 

Degree, The University of Tennessee, Knoxville. Retrieved from 

proquest.com.libraryproxy.griffith.edu.au/docview/305394264?pq-

origsite=summon. 

Anitsal, I. & Paige, C. (2014). An exploratory study on consumer perceptions of  
 

service quality in Technology-Based Self-Service. Retrieved from 

http://www.tandfonline.com.libraryproxy.griffith.edu.au/doi/abs/10.1300/J396

v27n03_04#.U8ivo6gaVYk	  

	  

Airlinetrends.com (2014). BA Trials Electronic Baggage Tag. Retrieved from:	  
	  

http://www.airlinetrends.com/2013/06/28/ba-electronic-bag-tag/ 
 

Bateson, J. & Hui, K. (1990). The Effects of Perceived Control and Customer  

Crowding on the Service Experience. Marketing Science Institute. Retrieved  

From 	  http://www.jstor.org.libraryproxy.griffith 

Beatson, A., Lee, N., & Coote, L. (2007). Self-Service technology and the service  

 Encounter. The Service Industries Journal, 27(12). Retrieved from 

 http://www.tandfonline.com.libraryproxy.griffith.edu.au/doi/abs/10.1080/0264 

 2060601038700#.U88_4agaVYk 

 

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   68	  

Belobaba, P., Swelbar, W., & Barnhart, C. (2009). The Global Airline Industry. 

Information Technology in Airline Operations, Distribution and Passenger 

Processing. Retrieved from 

http://onlinelibrary.wiley.com.libraryproxy.griffith.edu.au/book/10.1002/9780

470744734 

Bitner, M.J., Brown, S.W. & Meuter, M. L. (2000). Technology Infusion in Service  

Encounters, Journal of the Academy of Marketing Science, 28(1), 138-149.  

Retrieved from 

http://search.proquest.com.libraryproxy.griffith.edu.au/docview/224877510?p

q-origsite=summon	  

Brunger, W.G. (2008). The Impact of the Internet on Airline Fares Part II:  

Understanding the ‘InternetPrice Effect’, Doctoral dissertation, Case Western 

Reserve University. Retrieved from	  

http://onlinelibrary.wiley.com.libraryproxy.griffith.edu.au/doi/10.1002/978047

0744734.ch15/pdf 

 
Business case studies, (2014). Retrieved from:  

 http://businesscasestudies.co.uk/united-airlines/using-global-segmentation-to- 

 grow-a-business/the-base-for-segmentation.html#axzz2zxf4UQrt. 

Burton, S., Sheather, S., & Roberts, J. (2003). Reality or perception? The effect of  

actual and perceived performance on satisfaction and behavioral intention. 

Journal of Service Research, 5(4), 292–302. Retrieved from	  

http://search.proquest.com.libraryproxy.griffith.edu.au/docview/210505783?p

q-origsite=summon	  

Business case studies, (2014). Retrieved from  

 http://businesscasestudies.co.uk/united-airlines/using-global-segmentation-to- 

 grow-a-business/the-base-for-segmentation.html#axzz2zxf4UQr 

 

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   69	  

Castillo-Manzano, J., López-Valpuesta, L. (2013). Check-in services and passenger  

behaviour: Self service technologies in airport systems. Retrieved from  

http://www.sciencedirect.com.libraryproxy.griffith.edu.au/science/article/pii/S

0747563213001878# 

Castro, D., Atkinson, R., & Ezell, S. (2010). Embracing the Self-Service  

Economy. The Information, Technology and Innovation Foundation. 

Retrieved from http://www.itif.org/files/2010-self-service-economy.pdf 

Cunningham, L., Young, C., & Gerlach, J. (2008). Consumer Views of Self-Service  

Technologies.  The Service Industries Journal. 28(6)  Retrieved from 

http://www.tandfonline.com.libraryproxy.griffith.edu.au/doi/full/10.1080/0264

2060801988522#.U877YqgaVYl 

Cunningham, L., Young, C., & Gerlach, J. (2009). A comparison of consumer views 

of traditional services and self-service technologies. Journal of Services 

Marketing. 23(1), 11–23. Retrieved from 

http://www.emeraldinsight.com.libraryproxy.griffith.edu.au/journals.htm?artic

leid=1771415 

Curran, J., Meuter, M. (2005). Self-service technology adoption: comparing three   

technologies, Journal of Services Marketing, 19(2), 103–113. Retrieved from 

http://www.emeraldinsight.com.libraryproxy.griffith.edu.au/journals.htm?artic

leid=1463980 

Dabholkar, P.A. (1994). Technology-based service delivery: a classification scheme  

for developing marketing strategies, Advances in Services Marketing and 

Management, 3, 241-271. 

 

 

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   70	  

Dabholkar, P.A. (1995). Consumer evaluations of new technology-based self-service  

options: an investigation of alternative models of service quality, International 

Journal of Research in Marketing, 13(1), 29-51. Retrieved from 

http://www.sciencedirect.com.libraryproxy.griffith.edu.au/science/article/pii/0

167811695000275	  

Davis, D., Bagozzi, R., & Warshaw, P. (1992). Extrinsic and Intrinsic Motivation to	  

use  Computers in the Workplace. Journal of Applied Social Psychology, 

3(14), Retrieved from 

http://onlinelibrary.wiley.com.libraryproxy.griffith.edu.au/doi/10.1111/j.1559-

1816.1992.tb00945.x/abstract;jsessionid=8E19B44531AEA30DAEE24CE7F3

F72387.f02t02	  

Drennen, H. (2011). Self Service Technology in Airports and the Customer 

Experience. UNLV Theses/Disserations/Professional/Papers/Capstones. 

Paper1053. Retrieved from 

http://digitalscholarship.unlv.edu/cgi/viewcontent.cgi?article=2054&context=t

hesesdissertations	  

	  

Eastman Kodak Company, (2009) “Kodak Innovation Delivers Brilliant Success, 

Creative Solutions and Proven Performance for Photo Retailers,” news 

release, March 3, 2009. Retrieved from 

http://investor.kodak.com/phoenix.zhtml?c=115911&p=irolnewsArticle_print

&ID=1261861&highlight=.  

Gelderman, C.J., Ghijsen, P.W.Th., & van Diemen, R. (2011). Choosing Self-Service 

Technologies or Interpersonal Services- The Impact of situational factors and 

technology-related attitudes. Journal of Retailing and Consumer Services, 18, 

414–421. Retrieved from 

http://www.sciencedirect.com.libraryproxy.griffith.edu.au/science/article/pii/S

0969698911000579	  

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   71	  

Gummesson, E. (1994).  Service management: An evaluation and the future.	  

International Journal of Service Industry Management. Retrieved from 
http://search.proquest.com.libraryproxy.griffith.edu.au/docview/233669033?p

q-origsite=summon 

Harteveldt, H. (2012). The Future of Airline Distribution. A Look Ahead to 2017.      

 Atmosphere Research Group, A Special Report Commissioned for IATA. 

Retrieved from	  http://www.iata.org/whatwedo/stb/Documents/future-airline-

distribution-report.pdf	  

Hilton, T., Hughes, T., Little E., & Marandi, E. (2013). Adopting self-service  

 technology to do more with less. Journal of Services Marketing, 27(1), 3-12.  

 Retrieved from              
 http://www.emeraldinsight.com.libraryproxy.griffith.edu.au/journals.htm?artic   

 leid=17078011 

IATA, (2012). Will an increasingly sophisticated travel experience leave the airport 

kiosk behind? Retrieved from http://www.iata.org/publications/airlines-

international/october-2012/Pages/ self-service-kiosks.aspx  

IATA, (2013). IATA Global Passenger Survey 2013. Retrieved from  

https://www.iata.org/publications/Documents/global-passenger-survey-2013-

highlights.pdf 

 

IdeaWorks, (2013). Airline ancillary revenue up 19.6% in one year. Retrieved from	  

http://www.ideaworkscompany.com/wp-content/uploads/2013/06/Press-  

Release-78-Ancillary-Revenue-Top-10.pdf 

Jackson, C.M., Chow, S., & Leitch, R.A. (1997). Toward an understanding of the  

 behavioural intention to use an information system. Retrieved from	  	  

	   http://web.ffos.hr/oziz/tam/Jackson_1997_x.pdf 

 

 

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   72	  

Johns, N. (1999). What is this thing called service? European Journal of 

Marketing, 33(9/10), 958-973. Retrieved from 

http://search.proquest.com.libraryproxy.griffith.edu.au/docview/237020955?p

q-origsite=summon	  

Johnson, D. S. (2007). Achieving customer value from electronic channels through   

identity commitment, calculative commitment, and trust in technology. 

Journal of Interactive Marketing, 21(4), 2–22. Retrieved from	  http://ac.els-

cdn.com.libraryproxy.griffith.edu.au/S109499680770035X/1-s2.0-

S109499680770035X-main.pdf?_tid=36f56abe-1dc0-11e4-a6e4-

00000aacb362&acdnat=1407367392_8d25cd16e5894a59a0c12273610a2e0b	  

Johnson, D.S., Bardi, F., & Dunn, D. (2008). Understanding how technology 	  

paradoxes affect customer satisfaction with self-service technology: The role 

of performance ambiguity and trust in technology. Psychology & Marketing, 

25(5), 416–443. Retrieved from	  

http://onlinelibrary.wiley.com.libraryproxy.griffith.edu.au/doi/10.1002/mar.20

218/pdf 

Kudelka, J. (2008). Self-Service Airlines. Retrieved from  

 http://www.limebridge.com.au/page/Learning_Centre/Cartoons/2008/ 

Liu, S. (2012). The impact of forced use on customer adoption of self-service 

 technologies. Computers in Human behaviour. Retrieved from 

http://www.sciencedirect.com.libraryproxy.griffith.edu.au/science/article/pii/S 

0747563212000337 

Lu, J.L., Choi, J.C., & Tseng, W.C. (2011). Determinants of Passengers’ choice for 

airline check-in. Journal of Air transport Management. Retrieved from 

http://www.sciencedirect.com.libraryproxy.griffith.edu.au/science/article/pii/S

096969971000120	  

	  

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   73	  

Lui, P. T., Yen, H. and Chen, J. (2003). Exploring the impacts of e-services on  

 customer relational benefits –an example of web-based self-services,  

 2003 Conference for Electronic Commerce and Digital Life, Taipei. 

Maister, D. (1985). The Psychology of waiting lines. Retrieved from  

 http://www.columbia.edu/~ww2040/4615S13/Psychology_of_Waiting_Lines.

 Pdf 

Meuter, M. L., Ostrom, A. L., Roundtree, R., & Bitner, M. J. (2000). Self-Service 

Technology: Understanding Customer satisfaction with Technology-based 

service encounters. Journal of Marketing, 64(3), 55-64. Retrieved from 

http://www.jstor.org.libraryproxy.griffith.edu.au/stable/3203487	  

Meuter, M. L., Ostrom, A. L., Roundtree, R., & Bitner, M. J. (2003). The influence of  

technology anxiety on consumer use and experiences with self-service 

technologies. Journal of Business Research. 56(11). Retrieved from	  

http://www.sciencedirect.com.libraryproxy.griffith.edu.au/science/article/pii/S

0148296301002764	  

Meuter, M. L., Bitner, M. J., Ostrom, A. L. & Brown, S. W. 2005. Choosing among  

alternative service delivery modes: An investigation of customer trial of self-

service technologies. Journal of Marketing, 69(2), 61–83. Retrieved from 

http://www.jstor.org.libraryproxy.griffith.edu.au/stable/10.2307/30162045?ori

gin=api&	  

NCR, (1999). Customer Relationship Management for Airlines. Retrieved from:  

http://www3.ncr.com/product/brochures/pdf/eb1115.pdf 

O’Connel, J.F., & Williams, G. (2011). Airlines: An inherently Turbulent History. 	  

Air Transport in the 21st Century: Retrieved from 

http://site.ebrary.com.libraryproxy.griffith.edu.au/lib/griffith/docDetail.action?

docID=10481771	  

	  



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   74	  

Oyedele, A., & Simpson, P. M. (2007). An empirical investigation of consumer  

control factors on intention to use selected self-service technologies. 

InternationalJournal of Service Industry Management, 18(3), 287–306. 

Retrieved from	  

http://search.proquest.com.libraryproxy.griffith.edu.au/docview/233663094?p

q-origsite=summon 

Parasuraman, A. (1996). Understanding & Leveraging the role of Customer Service in 

External, Interactive and Internal Marketing. Frontier in Science Conference. 

Retrieved from	  http://jsr.sagepub.com/content/2/4/307.full.pdf+html	  

Reinders, M. J., Dabholkar, P. A., & Framback, R. T. (2008). Consequences of  

Forcing consumers to use technology-based self-service. Journal of Service 

Research,11(2), 107–123. Retrieved from 

http://jsr.sagepub.com/content/11/2/107.full.pdf+html 

Rogers, E. (1995). Attributes of Innovations & their rate of adoption. Retrieved from    

 http://www.d.umn.edu/~lrochfor/ireland/dif-of-in-ch06.pdf 

Rust, R. (1998). What Is the Domain of Service Research? Journal of Service  

Research, 1(2), 107. Retrieved from 

 http://jsr.sagepub.com.libraryproxy.griffith.edu.au/content/1/2/107 

Silvestro, R. & Johnston, R. (1990). The determinants of service quality ± 

enhancing and hygiene factors. Proceedings of the QUIS II Symposium, St  

John's University, New York, USA. Retrieved from 

ww.wbs.ac.uk/research/explore/by/rhian-silvestro/the-determinants-of-service-

quality/10266D3F-A82D-4534-BB56-81E422466D9D/ 

Stockdale, R. (2007).  Managing customer relationships in the self-service                                            

environment of e-tourism. Journal of Vacation Marketing, 13(3), 205.  

Retrieved from 
http://search.proquest.com.libraryproxy.griffith.edu.au/docview/195809501?p

q-origsite=summon 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   75	  

Sutherland, B. (2014). Airline Operating Costs. Lecture 13, Aviation Economics.  

Retrieved from https://bblearn.griffith.edu.au/bbcswebdav/pid-938822-dt-

content-rid 2323776_1/courses/7503BPS_3141/7503BPS_2014_S1_Lecture 

_13%281%29.pdf 

Walker, R.H., Craig-Lees, M., Hecker, R. & Francis H. (2002).  Technology- 

Enabled service delivery: An investigation of reasons affecting customer 

adoption and rejection. International Journal of Service Industry Management, 

13(1), 91-106. Retrieved from	  

http://search.proquest.com.libraryproxy.griffith.edu.au/docview/398250528?p

q-origsite=summon 

The Wall Street journal, (1990). Hungry Fast-Food Companies Invade College  

 Eateries as Nutritionists Groan. The wall Street journal. Retrieved from 

 http://search.proquest.com.libraryproxy.griffith.edu.au/docview/398250528?a	  

 ccountid=14543	  

van Gorder, B. (1990). Satisfying the Customer of the 90’s. Retrieved from	  

http://www.emeraldinsight.com/journals.htm?articleid=17030578	  

Wang, C. (2012). A Longitudinal Study on Self-Service Technology: Understanding   

 Customers' Post-Adoption Experience. Retrieved from	  

http://www.unsworks.unsw.edu.au/primo_library/libweb/action/dlDisplay.do?

vid=UNSWORKS&docId=unsworks_10590&fromSitemap=1&afterPDS=true
journals. =17030578 Street Journal, 1990c, 

Wang, J., Namen, J. (2004). Customer Adoption of Technology-Based Self-Service. 

Master’s Thesis, E-commerce. Lulea University of Technology, Lulea, 

Sweden. Retrieved from http://epubl.ltu.se/1404-5508/2004/085/LTU-SHU-

EX-04085-SE.pdf	  

Wensveen, J. G. (2011). Air transportation : a management perspective (7th ed.). 

England ; Burlington, VT: Ashgate. 

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   76	  

Yen, H.R. (2005). An attribute-based model of quality satisfaction for Internet self- 

service technology. The Service Industries Journal, 25(5), Retrieved from 

http://www.tandfonline.com.libraryproxy.griffith.edu.au/doi/abs/10.1080/0264

2060500100833#.U91wu0gaVYk 

Zhang, Y.J., Driscoll, D.A., Lazarony, P.J., Lin, B., & Zhang, R. (2006). What 

affects travellers’ preference of etravel or traditional travel agencies: an 

empirical study. International Journal of Services and Standards. Retrieved 

from 

http://www.bibsonomy.org/bibtex/22ced8a3d25a15d403a340b5fdf3334ae/dbl 

Zhao, X., Mattila, A. S., & Tao, L. S. E. (2008). The role of post-training self-efficacy  

in customers’ use of self service technologies. International Journal of Service 

Industries Management, 19(4), 492–505. Retrieved from	  

http://search.proquest.com.libraryproxy.griffith.edu.au/docview/233640382?p

q-origsite=summon 

 

 

 

 

 

 

 

 

 

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   77	  

List of Abbreviations 

APP  Application 

ATM   Automatic Teller Machine 

DCS  Departure Control System 

DTMF  Dual-Tone Multi-Frequency 

E-TKTG Electronic Ticketing 

GFC  Global Financial Crisis 

GDS  Global Distribution System 

IATA  International Air transport Association 

ICAO  International Civil Aviation Organisation 

iPhone  Apple designed smartphone 

ISST  Internet-Based Self-Service Technology 

IT  Information Technology 

LCC   Low-Cost Carrier 

NFC  Near Field Communication 

OTA   Online Travel Agency 

RFID  Radio Frequency Identification 

SKYPE A Premium Voice-over-IP Service 

SST  Self-Service Technology 

TBSS  Technology-Based Self-Service 

TTA   Traditional Travel Agency  

WiFi  Local Area Wireless Technology 

 



STUDENT RESEARCH SHOWCASE Aeronautica, Issue 6, 2014	  
	  

	   78	  

List of Figures and Graphs 

Figures: 

Figure 1. Bank ATM …………………………………………………………12 

Figure 2. Photo Printing Kiosk ……………………………………………….12 

Figure 3.  Supermarket Self-Checkout ………………………………………..12 

Figure 4. Attribute Based Model (Dabholkar, 1996) …………………………21 

Figure 5. Capacity and Willingness Relationship Model ……………………..28 

Figure 6. Liu, 2012 Research Model ………………………………………….33 

Figure 7.  Self-Boarding Gate, Paris Charles de Gaulle Airport ………………38 

Figure 8. Electronic Boarding Pass with 2 dimensional barcode ……………..40 

Figure 9. Curren & Meuter SST Attitude/Intention Model ……………...……47 

Figure 10. Re-Usable Electronic Bag Tag ……………………………...………53 

Figure 11. Kudelka Cartoon…………………………………………………….66 

 

Graphs: 

Graph #1. IATA Global Passenger Survey 2013 ………………………………43 

Graph #2. IATA Global Demographic Perspective of 2013 Survey ……...……44
   


