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1. Introduction

The improvement of airline companies’ cost efficgmas become one of the
fundamental objectives in the face of a highly cetitiye market. The use of the
Internet as a direct sales channel signifies ataohsutting-back of distribution costs in
the measure that the airline companies managetease the percentage of users who
buy their airline tickets through this channel. Boz airlines it is essential to identify
procedures that lead to the satisfaction, trustiayalty of users to their website
because this will permit repetition of the visidathe purchase of the ticket through this
medium, as the existence of abundant informatidmembout the competition
predisposes towards disloyalty (Ruiz et al., 2088y}, although the use of the Internet
is more and more general, consumers hold valuésfdexpectations and behaviours
that are maintained throughout life and createsdiffit generational identities, as
demonstrated by the model of consumer socializarahcohort theory (Jackson et al.,
2004). As certain values and priorities are charatic of a generation, it seems
reasonable to support the idea that differencesaageneration gap, exist in the
perception of quality, satisfaction and loyalty snas airline companies’ websites,
between the Baby Boomers, born between 1946 andl, $neration X, born between
1965 and 1980, and Generation Y, born between 48811995.

For this reason this study is focussed on analyttiagantecedents of the e-loyalty of the
users of airline companies’ websites, differentig@tihem by the generation to which

they belong.

2. Conceptual background



The most recent studies of consumer loyalty to petsland services are based on the
model of Oliver (1999), which posits a construcinich a consumer will pass through
several phases until attaining full loyalty. Inskesuccessive phases he or she will value
positively the product or service (cognitive loyJtwill continue with a favourable
predisposition toward the product or service (difecloyalty) and will develop a
repeated purchase intention (conative loyaltyn atep prior to the final action of
purchase. Also, the research into consumer loyesyidentified that the principal
antecedents of loyalty are perceived value, satisia and trust, for products and
services in general (Singh and Sirdeshmukh, 2@0M@) for airline companies in
particular (Forgas et al., 2010). In online transms, we observe that researchers have
defined e-loyalty as the future intention to retviahd to purchase from, a certain
website, and have identified e-satisfaction, ettamsl e-quality as the principal
antecedents of e-loyalty (Flavian et al., 2006bwver, very few studies relate

affective e-loyalty with conative e-loyalty, so \weopose the following hypothesis:

H,: The affective loyalty of the user of an airlinengpany’s website directly and
positively influences conative loyalty, this retaiship being moderated by the

generation to which the user belongs.

E-satisfaction is the principal antecedent of ealtyy(Chiou, 2004) and is the result of
the gap between the user’s expectations and pemnepf the quality of the website
(McKinney et al., 2002) and the general respongesither expectations (overall
satisfaction). For satisfaction to affect loyalhgquent and accumulated satisfaction is
necessary, such that the episodes of individuaifaation are aggregated and mixed.
Among the few studies of e-satisfaction and e-kyyt airline company websites, we
find that by Lubbe (2007), which investigates asfattion with an airline company
website, but using a construct in which to the gevhoverall satisfaction are added
other items from constructs such as e-quality atoya&ty. In our case, following the
proposed model, and on the basis of Flavian €2@06), we have related overall e-

satisfaction to e-loyalty. For this reason we s

H,: A user’s satisfaction with the website of aniaglcompany directly and positively
influences the user’s loyalty to the airline comypanvebsite, this relationship being

moderated by the generation to which the user slon



Another antecedent of e-loyalty is e-trust, whiah define as a consumer’s propensity
to trust a website (Hsiao et al., 2010). E-trust g@ined interest in the field of
electronic commerce, being dealt with in sevenadiigts (Chen 2006) and the online
literature has tested the antecedent relationstipden e-satisfaction and e-trust

(Anderson and Srinivasan, 2003). We therefore mejbe following hypothesis:

Hs: A user’s satisfaction with the website of an agltompany directly and positively
influences the user’s trust in the airline companyebsite, this relationship being

moderated by the generation to which the user slon

Furthermore, there is sufficient empirical evidedeenonstrating that increased e-trust
is related to increased intention to repeat thelmse on the website (Chang and Chen,
2008), so:

H4: A user’s trust in the website of an airline compadirectly and positively influences
the user’s loyalty to the airline company’s wehdités relationship being moderated

by the generation to which the user belongs.

The purchase of the ticket on the company’s wellsitéhe passenger is motivated by
convenience factors such as 24/7 accessibilitth@speed of access to much up-to-date
information (Gil et al. 2006), ease of use or thalgy of information being dimensions
of the quality of service in the online environmenhus, the main antecedent of the
online satisfaction, trust and loyalty dealt withthe literature is the quality of website
service and the dimensions that form it. Therevary few studies for evaluating the
guality of tourism websites and, specifically, thebsites of airline companies. Of the
many dimensions proposed in the academic literatare-quality (Ho and Lee, 2007),
this study has considered four dimensions of theityuof airline companies’ websites:
ease of use, security/privacy, quality of inforraatiand responsiveness.

Previous studies positively related e-quality watisatisfaction and e-loyalty (Chang
and Chen, 2008), so we propose the following hygsh:

Hs: The quality of an airline company’s website péered by a user directly and
positively influences the user’s satisfaction vt company’s website, this

relationship being moderated by the generationhichvthe user belongs.



He: The quality of an airline company’s website péered by a user directly and
positively influences the user’s loyalty to thdiag company’s website, this

relationship being moderated by the generationhiclwvthe user belongs.

Many of the transactions that begin in the onlineimnment are executed in the offline
environment (Kim et al. 2009) and the results of@diin the latter have repercussions
in the online environment. In the civil aviatiorcsar, the airline companies have used
their brands to create their websites and thuadtfrassengers to make their purchases
through their websites, but the main service direercompanies is to carry their
passengers from one destination to another. Thitceds performed in a real
environment and therefore the relationship betwmetomer and provider in the virtual
environment is a relationship prior to another sgjoent relationship that occurs in the
real world and, at the same time, feeds back lmeddrmer, and so on, in those
relationships that arise from the accumulationxpfegiences between both parties. It
therefore seems logical that the value perceivémhefoy a user of an airline company
will have a direct influence on the online envireemh If we observe the academic
literature on perceived value, we find that itamfigured in two parts: 1) received
benefits of an economic, social and relational Qrdied 2) sacrifices made by the
consumer in terms of price, time, effort, risk aavenience (Lin et al. 2005).
Companies with well-known brands benefit from tladoheffect when they try to
establish themselves in the online environmentesgansumers are more receptive to
online offers of familiar brands that they trusanhto offers of unknown brands (Kwon
and Lennon 2009). Indeed the experiences acquyrdéidebconsumer in the real world
with a brand that generates satisfaction, trust lyalty have positively influenced the
satisfaction trust and loyalty towards the webdited bear the same name (Horppu et

al. 2008), so we propose the following hypotheses:

H.: The value perceived offline by a user of an érlcompany directly and positively
influences the user’s satisfaction with the compamebsite, this relationship being

moderated by the generation to which the user lgslon

Hg: The value perceived offline by a user of an érlcompany directly and positively
influences the user’s trust in the company’s websitis relationship being moderated

by the generation to which the user belongs.



Ho: The value perceived offline by a user of an érlcompany directly and positively
influences the user’s loyalty to the company’s vitebshis relationship being

moderated by the generation to which the user lgslon

[Figure 1]

3. Methodology

A gquestionnaire was designed using 5-point Likg@petscales. For the measurement of
e-quality we took into account the orientation®8ehckendorff (2006). Also, to
construct the ease of use and security and prigegnsions we took as reference
Casalo et al (2007). The information and respom&gs dimensions were based on
Parasuraman et al (2005) and Ho and Lee (2007 offiore perceived value we
worked from the study by Forgas et al. (2010) basethe GLOVAL scale by Sanchez
et al (2006). Finally, to measure both satisfactiod loyalty we resorted to the studies
by Oliver (1980, 1999), and to measure trust thysPoney and Cannon (1997) and
Mayer et al. (1995).

A total of 1203 personal interviews were carriedliotthe airport of El Prat (Barcelona)
with passengers of the airline company British Ay during March and April 2009.
The population consisted of individuals aged ov&yéars, who had travelled with the
airline company at least three times during theiptes year and had bought their
tickets through the company website. This decigian taken due to the requisites of
the model itself, which requires the accumulatibexperiences with the same
company. Of the total number of passengers interde 378 belong to generation Y,
403 to generation X and the rest (422) are babynieos.

In the study of the data we used structural eqonatiodels by means of a multi-group
analysis. The models were estimated on the matoiceariances and covariances by
Robust Maximum Likelihood Estimation with EQS 6tatsstical software (Bentler,
1995).

As for the e-quality and offline perceived valualss, the items sharing the same
dimension were averaged to form composite meagBmsLlusar et al., 2009).

Composite measures are a combination of itemsete€Iscore aggregates that are then
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subjected to confirmatory factor analyses (CFAkgtbgr with the rest of the scales
considered in the study in order to validate then€CFA, the use of composite
measures is useful for two reasons. Firstly, ibéasus to better meet the normal-
distribution assumption of maximum likelihood esttion. Secondly, it results in more
parsimonious models because it reduces the nunilvariances and covariances to
estimate, thus increasing the stability of the pat@r estimations, improving the
variable-to—sample-size ratio and reducing the chphsampling error on the
estimation process (Bandalos and Finney, 2001)s,Theomposite measure for each
dimension was introduced as an indicator variabkhé analyses conducted to assess
the dimensionality, reliability and validity of tlegales. Subsequently the invariance of
the measuring instrument was verified, in ordenttiecompare the regression

coefficients of each of the three samples (modekedtect).

4. Results and discussion

With regard to the measurement of the offline vadaeceived by passengers of British
Airways, from the confirmatory factor analysis bétl5 items that finally form the
scale, we obtain four dimensions: functional vdleeefits (airport installations, aircraft
installations, professionalism of personnel, conyfmservice), functional value
sacrifices (monetary costs and non-monetary castsytional value and social value.
Regarding e-quality, we work with four dimensioease of use, security and privacy,
information and responsiveness. As can be obsenvadble 1 the probability associated
with chi-squared reaches a value greater than(0.02478), indicating a good overall
fit of the scale (J6reskog and Sorbom, 1996). Cayerd validity is demonstrated
because: (1) the factor loadings are significadtt@gher than 0.5 (Bagozzi and Yi,
1988); and (2) the average variance extracted (AdiEgach of the factors is higher
than 0.5 (Fornell and Larcker, 1981). The reli&pitif the scale is demonstrated
because the composite reliability indices of eddh® dimensions obtained is over 0.6
(Bagozzi and Yi, 1988).

[Table 1]

Table 2 shows the discriminant validity of the domst considered, evaluated through
the average variance extracted -AVE (Fornell andhker, 1981). For this a construct
must share more variance with its indicators thah ather constructs of the model.



This occurs when the square root of the AVE betwesah pair of factors is higher than
the estimated correlation between those factorscasrs here, thus ratifying its

discriminant validity.

[Table 2]

We next analysed the psychometrical propertieb@ttales forming the model. As can
be observed in table 3, the probability associati¢hl the chi-squared reaches a value
greater than 0.05 (0.98798), indicating a good aiét of the scale (Jéreskog and
So6rbom, 1996). The convergent validity is demomstr@an the one hand because the
factor loadings are significant and higher than(B&gozzi and Yi, 1988), and on the
other because the average variance extracted (fo/EEpch of the factors is higher
than 0.5 (Fornell and Larcker, 1981). As to thai®lity of the scale, the composite
reliability indices of each of the dimensions ob&al are higher than 0.6 (Bagozzi and
Yi, 1988).

[Table 3]

Table 4 shows the discriminant validity of the domst considered, as the square root
of the AVE between each pair of factors is higlmantthe estimated correlation

between those factors, ratifying its discriminaalidity.

[Table 4]

4.1. Invariance test

As recommended by Byrne (2001), the multi-groudysmis must begin with a suitably
proven fit in each of the samples separately,ldbiag considered the base model with
which other more restrictive models will be compgiare

As observed in table 5, the model fits well in theee separate samples, generation Y
(¥*=116.556; gl=109), generation ¥*116.855; gl=109) and Baby Boomers
(x¥’*=138.251; gl=109). With regard to the simultaneesmation of the model in both
samples, to verify that the number of factors essame, i.e. they have the same form,

once again the model fits adequatefi=889.737; gl=327). Finally, on introducing the
7



restriction of equalising the factor loadings ie three groups (metrical invariance), the
model fit is observed not to be significantly wotkan that of the previous step
(Ay2=27.71;Agl=26; p=0.3729>0,05), so the invariance of thedalmadings is

ratified.

[Table 5]

4.2. Causal relationships and moderator effects

Having verified the invariance of the measuringnmsient, we incorporate the
structural part into the final model to establish tausal relationships. We also estimate
whether there exist significant differences in ¢hesal relationships, to analyse the
moderator effect exercised by the different gemanat groups. We add the restrictions
that will permit calculation of these significantfdrences among the parameters
estimated, by comparing théof the restricted structural model with tifeof the
unrestricted structural model, as shown in tab)gémitting us to test the hypotheses
put forward.

Analysis of the results shows that the anteced#tenative e-loyalty are affective e-
loyalty, e-trust, e-satisfaction and e-quality d@imal these relationships are moderated
by the generational group to which the sample ueteng. We have also found
significant differences among the three generatigraips analysed (generation Y,
generation X and baby boomers) in the causal oglsliips of e-quality with e-
satisfaction, e-satisfaction with e-trust and aftece-loyalty with conative e-loyalty.
On the other hand, in the causal relationshipgfohe perceived value with e-trust and
e-trust with affective e-loyalty we identified si§oant differences only between
generationally proximate groups (Y-X and X-BB).

Next, we detail the results of the causal relatigps with significant differences among
all the generational groups. Affective e-loyaltyrgdies in the three generational
groups with the model of Oliver (1999), acting asaatecedent of conative e-loyalty, or
future intention to revisit, and purchase from, éirdine company’s website, verifying
that this relationship is moderated by the genemat which the respondent belongs in
baby boomers (0.964), generation X (0.902), argkimeration Y (0.885), thus
confirming H,. This explains the greater significance in the blabgmers, being a

generation that values professional success anm@ne loyal than the next generations,



and consequently, much easier to retain as custofiRegarding the causal relationship
between e-satisfaction and e-trust, we have vdrthat e-satisfaction exercises a
positive influence on e-trust, the generational eratbr effect also being demonstrated
by higher values for the baby boomers (0.760) thagenerations Y (0.707) and X
(0.607), confirming H A explanation for this could be that valuing sactfon requires
a certain degree of attention to detail, meticuh@ss and spirit of sacrifice,
characteristics associated with Baby Boomers. Rigggthe relationship of website e-
quality with user e-satisfaction, the influencereised by website e-quality over e-
satisfaction is also fulfilled, the generation egieg as a moderator. The influence of
the generation Y group (0.963), a generation tte laorn playing with computers and
gathers information through information technolsgie more significant than those of
the baby boomers (0.942) and generation X (0.8®ffirming H.

We next set out the results of the causal reldtigsswith significant differences
between the groups with greatest generational pnbyi explaining these differences
because the later generation is always radicdifgrént from the earlier one. We thus
verify that e-trust exercises a direct and positiiience over affective e-loyalty,
producing the generational moderator effect betwgsrerations Y and X and between
generation X and the Baby Boomers, so partiallyiiommg H,. As to the influence of
offline perceived value on e-trust, we find thastrelationship is fulfilled, but the
generational moderator effect also occurs only betwgenerations Y and X and
between generation X and the Baby Boomers, saafigrtionfirming Hs.

We have not found any direct relationships dematisty the influence of e-
satisfaction, e-quality and offline perceived vatwer e-loyalty, so b Hsand H are
rejectednor the relationship between offline perceivedieand e-satisfaction, sg i$

rejected
[Table 6]

Conclusions

The results of the study show that achieving theatige e-loyalty of a user of an airline
company website is not a direct process but muiswidhe stages demonstrated in the
study. Thus, the antecedent of conative e-loyalBffiective e-loyalty, the latter being
achieved through e-trust, and at the same timgenerate e-trust, e-satisfaction and a
positive offline perceived value of the airline qoamy must be achieved. Also, the



antecedent of e-satisfaction is e-quality. This msethat in order to maintain and
increase the number of users of airline companvegsites, it is of great importance to
work on users’ trust through continued improvenuadrthe quality of the website,
particularly in the quality of information and iase of use, in the functional benefits
seen as critical in the performance of airline cames' traditional services
(punctuality, good timetables, attention to commtis), aircraft installations and
professionalism of personnel, as well as in devetpfeelings, emotions and sensations
that will positively influence the passenger.

Significant differences are detected between timegional groups analysed, which
means that the airline companies must take intoladdhe characteristics of these
three generational segments in the design of thelsites. The key point emerging
from the study is that Baby Boomers are more |loyadl consequently have more
intention to recommend, revisit and purchase thnahg website, than generations X
and Y, which, should drive the airline companiesi¢oelop more loyalty programs for
these two groups with the objective of increashmart levels of loyalty and avoiding
the purchase of tickets through other online ineti@ries with more aggressive loyalty

policies.
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Table 1. Sample profile

Demographic characteristics

Number

Frequency (%)

Gender
Male
Female
Generational cohort
18-28 (generation Y, born from1981 to 1995)
29-44 (generation X, born from 1965 to 1980)
45-63 (baby boomers, born from 1946 to 1964)
Occupation
Employee
Self-employed
Students
Retired
Others
Education
University degree
Non University
Income of households
Below average
Average
Above average

650
553

493
213
210

22
265

760
443

410
577
216

54.03
45.97

378
403
422

431
3.58
5.08

40.98
17.71
17.46

1.83
22.02

63.18
36.82

34.08
47.96
17.96

Table 2. Analysis of the dimensionality, reliatyiland validity of the e-quality scale

(Fully standardized solution)

Items

Factor

loading

Ease of use (CR=0.89; AVE=0.76)
The company’s website is easy to use
It is easy to find the information | am looking fgchedules, flights)
It is easy to make the booking
Security and privacy (CR=0.86; AVE=0.66)
| feel secure with the electronic payment systémhis company
The website has the technical capacity to ensuatenty data will not
be intercepted by third parties
| feel safe giving the company my personal data
The website does not use my personal data withgutonsent
Information (CR=0.82; AVE=0.66)
The information of the website is good, accuraig eoncise
The information is useful and resolves doubts
The website provides me with information adaptechy preferences
Responsiveness (CR=0.87; AVE=0.79)
| think that in the event of problems (complairtts}y respond quickly
| think that it tells me what to do in case of lplems

0.86
0.87*
0.83*

0.82

0.80**
790
0.69**

0.79
1.8
0.72%*

0.89
0.87*

13



Note: Fit of the model: Chi-squared=56.0640, df-850.12478; RMSEA=0.042; GFI= 0.98;
AGFI=0.966.

CR= Composite reliability

AVE=Average Variance Extracted

*Fix parameter

* Significant parameter at 0.05 (t value>1.96)
** Significant parameter at 0.01 (t value>2.56).

Table 3
Discriminant validity of the scales associated vethuality

1 2 3 4

1. Ease of use 0.90

2. Security and privacy 0.29 0.81

3. Information 0.33 0.29 0.81

4. Responsiveness 0.21 0.33 0.33 0.89

Below the diagonal: estimated correlation betwéwenfactors.
Diagonal: square root of AVE.

Table 4. Analysis of the dimensionality, reliatyiland validity of the scales of measurement
(Fully standardized solution)

Iltems Factor
loading
E-quality (CR=0.79; AVE=0.57)
Ease of use 0.75
Security and privacy 0.66**
Information 0.79**
Responsiveness 0.57*

Perceived value (CR=0.88; AVE=0.70)
Functional value: Benefits (airport and aircraftallations,

Professionalism of personnel, airline services) .880

Functional value: Sacrifices (fares and time wagifi 0.62**

Emotional value (happy, calm, good vibes with diréne) 0.87**

Social value (good image, better image than itspetitors,

accepted by family and relatives) 0.80**
E-Satisfaction (CR=0.87; AVE=0.73)

The website meets my expectations 0.84

All the contacts with the company website ares&attory 0.79**

In general | am satisfied with the company’s wibsi 0.86**
E-Trust (CR=0.86; AVE=0.67)

The information offered by the website is sincane honest 0.79

In general the website fulfils its commitments .8

The website takes an interest in its users’ needs 0.72**

The website has the technical capacity to dmlsxyell 0.78**
Affective e-loyalty (CR=0.91; AVE=0.84)

| like the company’s website 0.90

| think it is a good website 0.91**
Conative e-loyalty (CR=0.77; AVE=0.87)

| shall continue to buy from the company’s website 0.84

| shall continue to recommend the company’s websit 0.88**
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Note: Fit of the model: Chi-squared=44.4461, df=880.98798; RMSEA=0.001; GFI= 0.995;
AGFI=0.986.

CR= Composite reliability

AVE=Average Variance Extracted

*Fix parameter

* Significant parameter at 0.05 (t value>1.96)
** Significant parameter at 0.01 (t value>2.56).

Table 5
Discriminant validity of the scales associated witd model

1 2 3 4 5 6

1. E-quality 0.75

2. Perceived value 0.24 0.83

3. E-satisfaction 0.25 0.32 0.85

4. E-trust 0.26 0.31 0.35 0.81

5. Affective e-loyalty 0.29 0.33 0.39 0.37 0.91

6. Conative e-loyalty 0.28 0.32 0.36 0.33 0.44 0.87

Below the diagonal: estimated correlation betwéenfactors.
Diagonal: square root of AVE.

Table 6. Relationships obtained

Hypothesis Path GY GX BB GY-GX GY-BB GX-BB Results
Parameter Parameter ParameterA 2 Ay2 Ayx2

H, Affective e-loyalty—>conative e-loyal. 0.885** 0.902** 0.964** 2532 4168 24123 Supported

H, E-Satisfaction— e-trust 0.707* 0.607* 0.760** 086 2318 986 Supported
H, E-trust— affective e-loyalty 0.957** 0.969** (0.925** 2286 303 2287 Partially
Hs E-Quality— e-satisfaction 0.963* 0.857* 0.942%* 733 2530 2211 Supported

Hg Offline perceived value-» e-trust 0.276* 0.388** 0.258** 935 133 2488 Partially

Note: GY=Generation Y; GX=Generation X; BB=Baby Boomer
* Significant parameter at 0.05 (t value>1.96)
** Significant parameter at 0.01 (t value>2.56).

* P>0.05
¢ P<0.05
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