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a b s t r a c t

The goal of this study is to use the analytic network process (ANP) approach to develop an evaluation
model which prioritized the relative weights of determinants of low cost carriers (LCCs) purchase in-
tentions between potential and current customers. A field study with 96 potential customers and 84
current customers of LCCs was performed. The results found some similarities and differences between
potential and current customers with regard to the determinants of LCCs purchase intentions. With
respect to the final weights of these determinants, both customer groups considered “reliability and
image” to be the important factor that affects their intentions to purchase LCCs. Additionally, “price and
convenience” received a higher weighting by potential customers, while current customers emphasized
the importance of “employee services”. The evaluation model and the results obtained using it provide a
valuable reference for LCC managers who are seeking to facilitate effective customer relationship
management.

© 2015 Elsevier Ltd. All rights reserved.
1. Introduction

Low cost carriers (LCCs) have reshaped the competitive envi-
ronment of the airline marketplace and have had a significant effect
on the evolution of airline networks, competition, and demand
(Aydemir, 2012; Budd et al., 2014; Mason and Aladmari, 2007).
Compared to traditional full-service carriers, LCCs have pursued
simplicity (no free meals, economy seating), efficiency (Internet
sales, strict baggage regulations) and high utilization of assets
(standardizing airline fleet and cabins, flying point-to-point) to
offer low fares (Chang and Hung, 2013; Huse and Evangelho, 2007).
Like any other service industry, the sustainability of the LCC market
share may depend mainly on customer purchase intentions
(Akamavi et al., 2015; Kim and Lee, 2011; Saha and Theingi, 2009).
Accordingly, LCCs can ensure long-term success by responding to
the determinants of customer purchase intentions. Mahmoud and
Hine (2013) also argued that potential and current customers of
transportation services have different amounts of information and
use different criteria for making purchase decisions. For LCCs, both
initial sales to potential customers and repeat sales to current
.

customers are critical for survival and long-term profitability. To
our best knowledge, no study has been undertaken to evaluate the
relative importance (weights) of determinants of LCCs purchase
intentions between two customer groups e potential customers
and current customers.

Previous studies have been conducted to identify the anteced-
ents of customer purchase intentions in the context of LCCs. Some
scholars have examined the role of price e convenience attributers
(such as low ticket price and convenient booking channel) signifi-
cantly affect customer intentions to travel via LCCs (Mikulic and
Prebezac, 2011; O'Connell and Williams, 2005; Pearsona et al.,
2015). Many studies have found evidence that external social sup-
port (e.g., positive word of mouth, mass media reports) (Kim and
Lee, 2011; O'Connell and Williams, 2005; Saha and Theingi, 2009)
and airline image (Chang and Hung, 2013; Yang et al., 2012) are
important predictors of intentions to purchase LCCs. Also, other
studies have argued that the behavior and performance of LCC
employees, which includes the safety of each flight, friendly ges-
tures, the sense of responsibility of the employees toward their
work, and the attitudes of the employees toward helping cus-
tomers, influence customer acceptance of LCCs (Chou, 2015;
Fernando et al., 2012; Jiang, 2013; Nagar, 2013; Yang et al., 2012).

The literature has mentioned a broad range of factors that
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influence customer intentions to purchase LCCs. Determining the
most important influences on customer purchase intentions is
crucial and helps LCC managers focus on factors with the highest
weight and identify some guidelines to develop effectivemarketing
strategies for initial and repeat sales. The evaluation of de-
terminants of LCCs purchase intentions is potentially very complex
due to themultitude of variables that influence the decision process
(Kim and Lee, 2011). That is, how to evaluate the relative weights of
these factors thus can be considered as a multiple-attribute deci-
sion making problem. Different methods can be applied to solve
multi-criteria decision-making problems, such as analytic hierarch
process (AHP) and analytic network process (ANP) (Saaty, 1996).
AHP is applied to solve the decision-making problem by modeling
in a hierarchy, while ANP is used when interdependent relation-
ships exist among decision criteria that cannot be modeled as a
hierarchy. In the context of LCCs, customer purchase criteria may
exert a mutual influence (for example improving in service effi-
ciency of employees affects the airline image). Consequently, this
study applies the ANP approach to evaluate the relative weights of
determinants of LCCs purchase intentions between potential and
current customers.

This study has two sub-objectives. First, based on reviewing the
literature on the main factors that affect customer intentions to
purchase LCCs, this study identifies sixteen critical factors and
divided them into four dimensions: price and convenience, word of
mouth, employee services, and reliability and image. Then this
study uses the ANP approach to develop an evaluationmodel which
prioritized the relative weights of determinants of LCCs purchase
intentions. The second objective is to identify the perceptual gap
between potential and current customers with regard to the eval-
uation of determinants of LCCs purchase intentions. By examining
this gap, this study contributes to LCC managers by further iden-
tifying the important guidelines to facilitate effective customer
relationship management.

2. Related studies for the determinants of LCCs purchase
intentions

2.1. Determinants of LCCs purchase intentions

LCC market share and revenue depend on three things, which
are attracting new customers, increasing sales to current cus-
tomers, and retaining current customers. Hence, understanding the
determinants of LCCs purchase intentions across different customer
groups (potential and current customers) is critical to ensuring that
customer services meet expectations. Studies have identified
numerous attributes of LCCs services. For example, a case study by
O'Connel and Williams (2005) demonstrated that customers are
willing to choose LCCs primarily owing to their low fares. Other
considerations that affect intentions to purchase LCCs include
convenient flight schedule, the availability of an online booking
channel, brand reputation and attractiveness of advertising. Saha
and Theingi (2009) proposed a model of LCC service quality that
includes tangibles, flight schedules, services offered by flight at-
tendants and ground staff, and word of mouth, and found signifi-
cant direct or indirect effects of all of these attributes on customer
intentions to repurchase. Based on the SERVQUAL scale, Kim and
Lee (2011) developed five dimensions of LCC service quality (such
as tangibles, reliability, responsiveness, assurance and empathy),
and examined the effects of these factors on both favorable
behavioral intentions (word-of-mouth communication, purchase
intentions and price sensitivity) and unfavorable behavioral in-
tentions (complaining behavior). Mikulic and Prebezac (2011)
identified the antecedents of the choice to purchase LCCs. They
found that convenient flight schedule, experience of purchasing
tickets, check-in efficiency, experience of flying, service reliability,
price perceptions and airline image have significant effects on LCCs
choice and loyalty.

Yang et al. (2012) also mentioned that service quality (especially
in terms of reliability, tangibles, responsiveness and assurance),
customer value and airline image are critical determinants of
customer behavioral intentions towards LCCs. Chang and Hung
(2013) determine that low fares, booking channel, airline image,
on-time performance, and safety considerations are the factors that
most strongly affect intentions to purchase LCCs. Jiang (2013)
developed multiple attributes of LCC services (e.g., ticket prices,
comfort and clearness seat, service efficiency, flight safety, on-time
performance and courtesy of employees) and found that flight
safety is the most important factor in the choice of LCCs, followed
by ticket price and on-time performance. Nagar (2013) used four
constructs (tangible features, schedules, services provided by
ground staff, and services provided by flight attendants) tomeasure
perceived service quality of LCCs and found significant relation-
ships between these perceptions and customer satisfaction.

As shown in Table 1, several studies have been conducted to
identify determinants of LCCs purchase intentions. The above
studies made significant contributions to our understanding of the
factors that significantly affect intentions to purchase LCCs, but
more empirical studies are required to explore the relative impor-
tance of a comprehensive set of potential determinants of LCCs
purchase intentions (Akamavi et al., 2015; Graham and Shaw, 2008;
O'Connell andWilliams, 2005;Wong andMusa, 2011). Additionally,
the differences between decisions to purchase LCCs between po-
tential and current customers warrant further discussion.

2.2. Potential and current customers

Mahmoud and Hine (2013) noted some significant differences in
perceptions between potential and current customers with respect
to indicators of transportation services. However, most relevant
studies have examined only the determinants of the intentions of
experienced customers (i.e. current customers) to purchase LCCs
(Jiang, 2013; Mikulic and Prebezac, 2011; Saha and Theingi, 2009).
Few studies have compared current customer perceptions of LCC
services with those of non-experienced customers (i.e. potential
customers) during the same period. Therefore, evaluating the
relative weights of determinants of LCCs purchase intentions across
different customer groups (potential and current customers) is
meaningful. In practice, findings concerning potential customer
perceptions of LCC services would be help LCC firms attract new
customers and expand sales. Findings concerning current customer
evaluations of LCC services would be help LCCs firm retain existing
customers and boost customer satisfaction. Hence, this study will
identify the perceptual gap between potential and current cus-
tomers with respect to evaluations of determinants of LCCs pur-
chase intentions.

3. Methodology

3.1. Research design

Since the determinants of LCCs purchase intentions have diverse
significances and meanings, this study cannot assume each
considered criteria to be equally important. Not only are the various
factors that affect LCCs purchase intentions interrelated, but some
of the sub-factors are also related to each other. These interactions
create a complex model whose factors include both inner and outer
dependence, and the application of hierarchical analysis cannot
solve the problem. Therefore, instead of using the commonly used
analytic hierarch process (AHP) approach to assess determinants of



Table 1
Determinants of LCCs purchase intentions.

Determinants of LCCs
purchase intentions

References

O'Connels and
Williams (2005)

Saha and
Theingi (2009)

Kim and Lee
(2011)

Mikulic and
Prebezac (2011)

Yang et al.
(2012)

Chang and
Hung (2013)

Jiang
(2013)

Nagar
(2013)

Ticket prices � � � �
Convenient flight schedule � � � � � �
Convenient booking channel � � � �
Airline image � � � �
Attractive advertising �
Service efficiency of employees � � � � � �
Available routes and

destinations
� � �

On-time performance � � � � � � �
Neat appearance of employees � � � � � �
Courtesy of employees � � � � � �
Customers complains handling � � � � �
Comfort and clearness seat � � � �
Recommendations from friends � �
Recommendations from family � �
Existing customer opinions � �
Flight safety � � � � �
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LCCs purchase intentions, this study applies the ANP approach to
determine the criteria weights, because it simplifies the systema-
tization of complicated problems, and allows for the integration of
evaluator opinions.

The design of the ANP model in this study is based on literature
review and a series of brainstorming discussions with a few aca-
demics and industry personnel. This study first analyzed related
literature and performed in-depth interviews to explore criteria
which determine LCCs purchase intentions. Expert panel evalua-
tion was then used to the interdependent relationships among the
criteria and then establish the ANP model. Finally, this study
applied ANP to calculate and rank the relative weights to each
criterion.

3.2. Application of ANP

ANP is a comprehensive multi-criteria decision-making
approach developed by Saaty (1996) as an extension to the AHP. For
example, in the AHP, interactions and dependencies can start from
the upper levels through lower levels. However, in the ANP, all of
the elements of a network can interact with each other. AHP forms
a network structure, interactions of which are solely linear and top-
down. Two interdependent relationships (interactions) exist in an
ANP: inner dependence and outer dependence. Inner dependence
(loop) occurs when some elements of one cluster affect one
another, while outer dependence occurs when the elements of a
cluster affect those of other cluster. That is, a unique feature of ANP
is the consideration of interdependent relationships among ele-
ments that belong to same and/or different clusters as decision
making becomes increasingly complicated. To provide the details of
ANP application, the following paragraphs adopt the research of Lin
et al. (2008) and Sadeghi et al. (2012) to introduce three phases
used in this study.

3.2.1. Phase 1: building the ANP model
After criteria that affect LCCs purchase intentions have been

identified, the network structure of an ANP model can be con-
structed. In the ANP model, the weights of the criteria are deter-
mined through a pair comparison survey, in which evaluators
assign the values of relative importance to various criteria. As the
subjective preference of every evaluator differs from the others and
the judgments made will therefore not be identical, Saaty (1996)
suggested that all evaluators' preferences be combined using the
geometric mean by establishing an aggregate pair-comparison
matrix for each component.

3.2.2. Phase 2: calculating the weight for each criterion

Step1: Calculating the maximum eigenvalue and eigenvector of
the aggregate pair-comparison matrix.

Assuming there are n number of criteria, denoted as
ðC1;…;Ci;…CnÞ, its aggregate pair-comparison matrix would be
A ¼ ðaijÞ, in which aij represents the relative importance of Ci to Cj.
Then using the row vector average normalization proposed by
Saaty (1980), the approximate weight Wi of Ci is calculated as:

Wi ¼

 Yn
j¼1

a0ij

1
A

1
n

Pn
i¼1

 Yn
j¼1

a0ij

1
A

1
n

i; j ¼ 1;…;n (1)

When some minor inconsistency arises in decision-making, the
maximum eigenvalue lmax in Eq. (2) will not be equal to n. Thus, the
Eqs. (2) and (3) are used to obtain the approximate maximum
eigenvalue lmax:

AW ¼ lW (2)

lmax ¼ 1
n

Xn
i¼1

ðAWÞi
Wi

(3)

Step 2: Consistency test.

Saaty (1990) provided a consistency index that captures any
inconsistency within judgments in each aggregate pair-comparison
matrix as well as in the overall decision structure, as in the ANP. The
consistency index ðCIÞ is formulated as follows:

CI ¼ lmax � n
n� 1

(4)
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Then, consistency ration ðCRÞ of the aggregate pair-wise com-
parison matrix needs to be calculated as in Eq. (5). For n from 1 to
10, the corresponding random index ðRIÞ values are 0, 0, 0.58, 0.9,
1.12, 1.24, 1.32, 1.41, 1.45 and 1.49, respectively.

CR ¼ CI
RI

(5)

If the calculated CR of the aggregate pair-wise comparison ma-
trix is less than 0.1, the consistency of the pair-wise judgment can
be thought of as being acceptable. However, if the consistency is not
passed, the original values in the pair-wise comparison matrix
must be revised by the evaluator.

Step 3: Limiting the weighted supermatrix for the weights.

ANP uses supermatrix to deal with inner and outer dependence
relationships among the criteria. If no interdependent relationship
exists among the criteria, the pair-wise comparison value would be
0. If an inner and outer dependence relationship exists among the
criteria, then such value would longer be 0 and an un-weighted
supermatrix will be obtained. The un-weighted supermatrix must
be normalized and synthesized to make it stochastic (sum of the
column amounts to 1), and the result is known as the weighted
supermatrix M. Next, through Eq. (6), the weighted supermatrix
multiplies itself several times and then converges into a limit ma-
trix (M�) with constant value to get the global criteria weights.

M� ¼ lim
k/∞

Mk (6)

where k is an arbitrarily large number, allows convergence.
Once the weights of all criteria are obtained, weight of each

dimension is equal to sum of its element's weight. Eventually, a
ranking order can be generated based on the weighting scores.

3.3. The proposed ANP model

This study initially developed the ANP model of the criteria for
LCCs purchase intentions based on a review of relevant literature
(see Table 1) and asking experts to review the network model for
the feasibility of its application in finding the determinants of LCCs
purchase intentions. Six experts in the areas of aviation, transport
and tourism management were involved. Descriptions of the
criteria were given to the six experts to ensure that these de-
scriptions or definitions of determinants of LCCs purchase in-
tentions in the ANP model were understandable. After the
descriptions of the criteria had been revised accordingly, the ob-
tained multi-dimensional ANP model consisted of four dimensions
and the underlying 16 criteria were developed (see Fig. 1).

3.3.1. Price and convenience
This dimension focuses on LCCs offering preferential prices and

convenient services to customers, including (a) ticket prices; (b)
comfort and cleanness seat; (c) convenient flight schedule; and
convenient booking channel. First, Jou et al. (2008) indicated that
low ticket prices provided by LCCs may be one of the major drivers
that attract customers. That is, financial advantages are important
criteria used by most customers in deciding in LCCs selection.
Second, tangible features such as comfort and clearness seats
represent basic levels service offered by LCCs to meet customer
needs and requirements (Jiang, 2013). Third, the scheduled de-
partures and arrivals, and the convenience of flight schedules are
proxies for the judged LCCs service performance (Nagar, 2013; Saha
and Theingi, 2009). Finally, LCCs emphasize online booking plat-
forms and direct sale channels, especially over the Internet, thus
avoiding fees and commissions paid to travel agents and computer
reservation systems (Bigne et al., 2010). Online booking is more
convenient because it can be done at any time of day, and as early as
a year before the departure date.

3.3.2. Word of mouth
Word of mouth is the process by which customers share infor-

mation and opinions about a product or service (Heriyati and Siek,
2011). This dimension includes family influence, peer influence,
attractive advertising, and the opinions of existing customers. In
the context of airline service, an industry survey reveals that word
of mouth andmagazines are key variables considered by customers
in their decisions about using the services of airline companies
(Yasvari et al., 2012). First, Burt (1997) posited that recommenda-
tions from relatives (family influence and support) significantly in-
fluence individual behavioral decisions because individuals adapt
their attitudes, behaviors and beliefs according to their social
context. Second, Saha and Theingi (2009) argued that customer
intentions to choose LCCs are shaped by recommendations from
friends (peer influence). Third, customers usually enhance their
positive perceptions of LCCs acceptance when they are consistently
exposed in attractive advertising through terms such as “cheap
tickets”, “making air travel convenient” etc. (O'Connell and
Williams, 2005). Fourth, existing customer opinions are important
in making decisions regarding the buying of products or services.
Customers who are satisfied with the quality of the samemay share
their satisfactory experiences of LCCs with other people
(Lerrthaitrakul and Panjakajornsak, 2014).

3.3.3. Employee services
This dimension contains four sub-dimensions, including service

efficiency of employees, neat appearance of employees, courtesy of
employees, and customer complains handling. First, service effi-
ciency of employees (such as promptness and accuracy of check-in
and baggage services) is particularly important for customer
retention in the LCC market because its relationship with customer
satisfaction and profitability has been established (Kim and Lee,
2011). Second, LCCs require employees to maintain a neat and
clean appearance that is suitable for their work and workplace.
Saha and Theingi (2009) found that neat appearance of employees
has an effect on customer assessment of LCC service quality. Third,
courtesy of employees involves a wide range of respectful behaviors
and positive attitudes. Employee courtesy plays a key role in
customer satisfaction because customers and employees in the
airline industry interact closely with each other (Wu and Cheng,
2013). Fourth, employee ability to handle customer complaints re-
fers to how LCC employees are always willing to help customers
(Park et al., 2004). Handling customer complaints can often serve as
the criteria to measure how LCC employees can solve customer
problems or complaints and ensure the comfort of customers.

3.3.4. Reliabilities and image
This dimension includes on-time performance, flight safety,

airline image, and available routes and destinations. First, cus-
tomers expect reliable, timely, consistent and error-free service at
all times. On-time performance has been identified as an integral
part of a customer's overall evaluation (Mikulic and Prebezac,
2011). Second, flight safety is the condition of safety during flight,
specifically freedom from danger, risk, or injury. When customers
select LCCs as their means of travelling, most consider them to be
safe air transportation (Chang and Hung, 2013). Therefore,
customer perceptions of flight safety strongly shape LCCs purchase
intentions. Third, airline image influences customer choice of
company and influences customer perceptions of the goods and
services offered (Park et al., 2004). Similarly, creating a strong
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Fig. 1. The ANP model for determinants of LCCs purchase intentions.

Table 2
Profile of the participations.

Demographics Potential customers
(n1 ¼ 96)

Current customers
(n2 ¼ 84)

Frequency % Frequency %

Gender
Female 60 62.5 46 54.8
Male 36 37.5 38 45.2

Age
20 years or younger 3 3.1 5 6.0
21e30 37 38.5 40 47.6
31e40 42 43.8 29 34.5
41e50 10 10.4 8 9.5
51 years or older 4 4.2 2 2.4

Education
High school or below 9 9.4 8 9.5
University 55 57.3 52 61.9
Graduate school or above 32 33.3 24 28.6

Current profession
Student 14 14.6 16 19.1
Public employees 16 16.6 11 13.1
Business employees 61 63.6 54 64.2
Others 5 5.2 3 3.6

Monthly income
Under NT$20,000 5 5.2 11 13.1
NT$20,000eNT$40,000 42 43.8 39 46.4
NT$40,000eNT$60,000 33 34.4 25 29.8
Over NT$60,000 16 16.6 9 10.7

Travel purpose
Tour 70 72.9 72 85.7
Business 18 18.8 7 8.3
Others 8 8.3 5 6.0
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image (visibility) of the LCC firm in people's minds is essential to
retaining current customers and attracting new ones (Chen, 2007).
Fourth, Sarker et al. (2012) indicated that launching new routes and
increasing flight numbers on certain routes could help the LCC firm
maximum yield and capacity on each flight and so meet passenger
expectations. As LCCs increase their market share, available routes
and destinations offer important benefits to customers, such as
through allowing them to enjoy a wider choice of routes and more
frequent flights.

In the Fig. 1, the ANP model is a network consisting of nodes
representing decision criteria, and arrows depicting relationships
among criteria. The one-way arrows indicate the impact from one
node to the other. For example, under theword of mouth, a one-way
arrow in placed between node “attractive advertising” and node
“recommendations from friends”, indicating the former influences
the latter. A two-way arrow denotes an interaction between two
nodes. For example, under the employee services, a two-way arrow
is placed between node “service efficiency of employees” and node
“customer complains handling” since improving “service efficiency
of employees” affect “customer complains handling”, and similarly,
improving “customer complains handling” affect “service efficiency
of employees”. In the ANP model, this study uses both one- and
two-way arrows to show the relationships, and the in-
terdependencies (interactions) of criteria within dimensions and
between dimensions.

4. Empirical analysis

4.1. Background information

A questionnaire is designed in the form of a pair-wise compar-
ison based on the ANP model described above (see Fig. 1). Data for
this study were collected using a questionnaire survey adminis-
tered to subjects recruited from universities, institutes, companies
and online surveys. Two groups of participants were recruited; they
were 96 potential customers and 84 current customers of LCCs.
Participants, who had travel experience with full service carriers
but have not yet flown on low cost carriers, were classified as
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potential customers, whereas participants who had flown on low
cost carriers were classified as current customers. Table 2 shows the
demographic information of participants in terms of gender, age,
education, current profession, monthly income and travel purpose.

4.2. Utilizing ANP to measure the relative weights of criteria

To construct group judgments from individual judgments, the
geometric mean of each pair-wise comparison matrix was
computed (Eq. (1)). The group judgment is the input of the Super
Decision software. To ensure consistency among the judgments of
participants, the CR value was calculated (Eq. (5)) for each dimen-
sion of the ANP model. The consistency test results confirmed that
the CR values for the four dimensions were all below 0.1, indicating
that the results of the evaluation process were consistent and
reliable. The corresponding eigenvalues that were derived from the
pair-wise comparison matrices are entered into the unweighted
supermaritx. Saaty (1996) indicated that the supermatrix must
satisfy the column stochastic principle that each column should
sum to one. Thus, the weighted supermatrix for potential passen-
gers (M) (see Table 3) is obtained by multiplying all elements in a
component of the unweighted supermaritx by the corresponding
cluster weight (Saaty, 2008). According to Saaty (2008), the limit
supermatrix is obtained from the weighted supermatrix by raising
it to powers until all columns are identical to within a certain
decimal place. The weights and ranking of determinants of LCCs
purchase intentions for both potential and current customers are
summarized in Table 4.

5. Research findings and discussion

This study utilized the ANP approach to examine the similarities
and differences between potential and current customers in terms
of evaluating the determinants of LCCs purchase intentions. Table 4
shows that among the four dimensions, both potential and current
customers considered “reliability and image” to be the important
factor for evaluating the determinants of LCCs purchase intentions
(weight for potential customers ¼ 0.422, weight for current
customers¼ 0.384). Customers, regardless of whether they fly with
LCCs, consider reliability and good airline image as top priorities.
Customers understand that the comfort that can be provided by
LCCs will be limited, but both potential and current customers still
expect to fly on-time, safely and reliably. Good airline image, reli-
ability and safety-related policies help LCCs to attract the attention
of the public, and thereby to attract customers. This result further
Table 3
Weighted supermatrix for potential passengers (M).

C11 C12 C13 C14 C21 C22

C11: Ticket prices 0 0 0 0 0 0
C12: Comfort and clearness seat 0.127 0 0 0 0 0
C13: Convenient flight schedule 0.125 0 0 0 0 0
C14: Convenient booking channel 0.284 0 0 0 0 0

C21: Family influence 0.007 0 0 0.124 0 0.460
C22: Peer influence 0.007 0 0 0.198 0.323 0
C23: Attractive advertising 0.018 0.545 0.053 0.318 0 0
C24: Existing customer opinions 0.015 0.454 0.048 0.360 0.677 0.540

C31: Service efficiency of employees 0 0 0 0 0 0
C32: Neat appearance of employees 0 0 0 0 0 0
C33: Courtesy of employees 0 0 0 0 0 0
C34: Customer complains handling 0 0 0 0 0 0

C41: On-time performance 0.207 0 0.438 0 0 0
C42: Flight safety 0.210 0 0.461 0 0 0
C43: Airline image 0 0 0 0 0 0
C44: Available routes and destinations 0 0 0 0 0 0
supports the significance of the effects of reliability and image on
customer satisfaction and behavioral intentions in the context of
LCCs (Jiang, 2013; Mikulic and Prebezac, 2011).

The analytical results also indicated some differences in the
evaluation of determinants of LCCs purchase intentions between
potential and current customers. For example, potential customers
weighted “price and convenience” (0.225) more important than
“employee services” (0.144). That is, “price and convenience”
received a higher weighting by potential customers, while current
customers emphasized the importance of “employee services”.
Therefore, LCC managers who are most concerned with keeping
existing customers satisfied while trying to attract potential cus-
tomers should consider the perceptions of different categories of
customers and develop specific policy responses to meet their
needs.

By reviewing the global weights of the 16 sub-criteria in Table 4,
“flight safety (0.173)”, “ticket prices (0.138)”, and “airline image
(0.117)” are the top three rankings. In comparison, for current
customers, the weight of “employee services” (0.223) was greater
than that of “price and convenience” (0.176). By looking at the
global weights of criteria for current customers, “flight safety
(0.144)”, “service efficiency of employees (0.130)”, and “airline
image (0.099)” are the top three rankings. While the top-ranked
criteria for intentions of potential and current customers to pur-
chase LCCs were similar, the results herein reveal a perceptual gap
between them, especially on “ticket prices” and “service efficiency
of employees”. This difference can be explained by the fact that
both customer groups have different perceptions regarding the
important determinants of LCCs purchase intentions.

Results indicate that for potential customers, the factors that
significantly influence LCCs purchase intentions are perceived price
and convenience. This finding is consistent with previous research,
which has found that potential customers comprehend and eval-
uate transaction-related information less well than current cus-
tomers because they do not have any experience of transactions
with the vendor (Bettman and Park, 1980). Owing to a lack expe-
rience of the services that are provided by the vendor, potential
customers apply simplistic criteria (such as cost saving and con-
venience) in making decisions to purchase LCCs. Low fares and
convenient services are essential to LCCs' delivering the service
levels that are sought by potential customers and increasing the
attractive of LCCs to customers with limited familiarity with them.
If LCCs operate inexpensive and convenient services, then eventu-
ally their customers will see the cost advantages and, over time,
will perceive less uncertainty in selecting LCCs.
C23 C24 C31 C32 C33 C34 C41 C42 C43 C44

0 0 0 0 0 0 0 0.433 0.358 0.355
0 0 0 0 0 0 0 0 0 0
0 0 0 0 0 0 0 0 0.075 0.078
0 0 0 0 0 0 0 0 0 0

0.325 0.024 0.015 0.013 0.014 0.017 0.015 0.013 0.004 0.004
0.348 0.024 0.012 0.015 0.012 0.011 0.020 0.010 0.006 0.011
0 0.011 0.007 0.006 0.004 0.007 0.010 0.003 0.011 0.008
0.327 0 0.007 0.007 0.011 0.006 0.009 0.004 0.010 0.007

0 0.243 0 0.255 0.256 0.241 0 0 0 0
0 0.290 0.177 0 0.094 0.088 0 0 0 0
0 0.201 0.125 0.089 0 0.075 0 0 0 0
0 0.207 0.102 0.060 0.054 0 0 0 0 0

0 0 0 0 0 0 0 0.102 0.105 0.028
0 0 0.555 0.555 0.555 0.555 0.164 0 0.247 0.140
0 0 0 0 0 0 0.680 0.269 0 0.369
0 0 0 0 0 0 0.102 0.166 0.184 0



Table 4
Weights and rankings for determinants of LCC purchase intentions (potential customers/current customers).

Dimensions, weight (ranking) Criteria Weight (ranking)

C1: Price and convenience C11: Ticket prices 0.138 (2)/0.084 (5)
0.225 (2)/0.176 (4) C12: Comfort and clearness seat 0.018 (16)/0.019 (16)

C13: Convenient flight schedule 0.030 (13)/0.034 (11)
C14: Convenient booking channel 0.039 (11)/0.039 (10)

C2: Word of mouth C21: Family influence 0.044 (8)/0.056 (7)
0.209 (3)/0.217 (3) C22: Peer influence 0.042 (9)/0.055 (8)

C23: Attractive advertising 0.031 (12)/0.024 (15)
C24: Existing customer opinions 0.092 (4)/0.082 (6)

C3: Employee services C31: Service efficiency of employees 0.047 (7)/0.130 (2)
0.144 (4)/0.223 (2) C32: Neat appearance of employees 0.040 (10)/0.032 (12)

C33: Courtesy of employees 0.029 (14)/0.031 (13)
C34: Customer complains handling 0.028 (15)/0.030 (14)

C4: Reliability and image C41: On-time performance 0.074 (5)/0.088 (4)
0.422 (1)/0.384 (1) C42: Flight safety 0.173 (1)/0.144 (1)

C43: Airline image 0.117 (3)/0.099 (3)
C44: Available routes and destinations 0.058 (6)/0.053 (9)
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Customers who have prior experience of transactions with LCCs
consider employee attitudes and behaviors to be critical factors in
determining their customer satisfaction and loyalty; this finding is
consistent with other LCC studies (Kim and Lee, 2011; Nagar, 2013;
Saha and Theingi, 2009). By providing appropriate services to meet
customer needs, LCCs can improve customer satisfaction as well as
the loyalty of experienced customers. As current customers become
more sensitive to quality and services as the number of their
transactions increases, they become more knowledgeable about
the efficiency, quality and responsiveness of customer service.
Customers are demanding higher levels of service and respon-
siveness from LCC employees. LCCs must therefore become proac-
tive in ensuring customer satisfaction, directly benefitting the
customer and only secondarily themselves.

6. Conclusion

The goal of this study is to use the ANP approach to develop an
evaluation model which prioritized the relative weights of de-
terminants of LCCs purchase intention between potential and cur-
rent customers. According the analysis results, theoretical
contributions, managerial implications and limitations are sum-
marized below.

The main contributions of this study are twofold. First, this
study successfully constructed the network structure model to
examine the relative importance among various LCCs purchase
criteria. The results indicated that there are some similarities and
differences between potential and current customers with regard
to determinants of LCCs purchase intentions. Therefore, the pro-
posed model might be used an alternative theoretical model for
measuring factors that customers consider to be important de-
terminants of LCCs purchase intentions in future study. Second, this
study applied the ANP model and found its appropriateness to deal
with complexity and interactions among important influences on
customer selection of LCCs. ANP could be applied to future studies
resolving variousmulti-criteria decisionmaking problems in airline
consumer behaviors.

From the practical perspective, the findings presented in this
study provide suggestions to LCC managers. This study suggests
that reliability and image are two of the most important drivers of
LCCs purchase intentions across different customer groups (po-
tential and current customers). LCC managers will find value in
investing in enhancing operational safety and corporate image.
Examples of such efforts include improving flight safety and
punctuality, enhancing corporate image, and providing available
routes and destinations. Improving corporate image, which
should include a commitment to punctual and reliable flight
services, is important to LCC firms. A planned and well-managed
image can be a useful marketing tool for retaining current cus-
tomers and attracting new ones, reducing the time required to
establish long-term relationships with customers and to develop
new markets.

This study will help LCC managers to develop different strate-
gies for creating initial sales with potential customers and repeat
sales with existing customers. To initiate sales with potential cus-
tomers, LCC managers should focus on the perceived monetary
advantage that is derived from low perceived ticket prices. While
reducing airline ticket price is a generally useful marketing strategy,
LCC managers may also need to adjust their strategy further to
attract first-time customers. As potential customers are sensitive to
the price of airline tickets, LCCs can use a price discrimination
strategy on various booking days. For example, the first few seats
are sold at a very cheap price (almost a promotional price), and the
last few seats on the flight are sold at the highest price (a premium
pricing strategy). However, any long-term strategy that is based on
reduced prices entails very real risks, and the provision of reliable
and convenient LCC services should not be ignored.

To generate continual sales with current customers, LCC man-
agers should pay close attention to managing employee attitudes
and behaviors. Since current customers expect LCC employees to
deliver good customer service, LCCs face the challenge of achieving
low costs while improving service efficiency. LCC managers should
first be committed to continue improving the quality of the services
that the LCCs deliver to customers, in terms of promptness and
accuracy of check-in and baggage services. LCC managers must also
organize effective training sessions to improve employee produc-
tivity and their ability to help customers, because job performance
leads to operational efficiency and customer retention.

This study does have limitations that should be revisited in
future studies. First, evaluation criteria were extracted from the
literature and expert opinions, and may have excluded some that
influence customer intentions to purchase LCCs. This study sug-
gests future researchers can use different methodologies, such as
longitudinal studies, focus groups and interviews to identify other
criteria affecting customer selection of LCCs. Second, the results are
obtained from relatively small samples, whichmay have resulted in
sample selection bias. A larger sample that bringsmore explanatory
power would have allowed more sophisticated evaluation analysis.
The study findings thus should be verified with a larger sample to
increase generalizability. Finally, since this study is based on the
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ANP approach, measurement instruments for each criterion were
not developed. Future research can use different statistical methods
(e.g., regression, structural equation modeling) to develop such
instruments.
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