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ABSTRACT

E-commerce plays an important role in business. Due to the growth of
information technology, E-commerce has been employed in business with an aim of
increasing competitiveness capacity. Likewise in an airline business, information
technology has been increasingly used to raise the business capacity to compete.
Online ticket trading in particular has been implemented so that customers can
always have access to online tickets and quickly and conveniently make an online
purchase. This is also the case with Thai Airways, where tickets are available for
online purchase in order not only to increase its customers’ convenience but also to
reduce cost. However, this technology is not without disadvantages. Problems
related to failure of online ticket purchase are being continuously reported. In this
regard, this study was thus carried out.

This study aims to investicate 1) the effects of product complexity,
confuse by over-choice, quality of the online service, and customers’ trust on
decision making on online ticket purchase via the Thai Airways’ website and 2)
problems related to the use of the website. This is in order to improve the quality of

Thai Airways’ online ticket trading.



@)

The results showed that product complexity and confuse by over-choice
were significantly and negatively related to customers’ decision making on ticket
purchase. Customers who perceived the product as being complex and who were
confused by over-choice are not likely to buy online tickets, whereas those agreeing
with the quality of the online service and being confident of the quality of the
website are likely to purchase tickets online. Based on the results, it is thus
recommended to control over the complexity and choices of the products available

online for the benefits of online ticket trading.

Keywords: product complexity, confuse by over-choice, quality of web base service,

customers’ trust



