IV. INTERNATIONAL
APPLIED SOCIAL SCIENCES CONGRESS (C-IASOS)

2020
WWW.IASOSCONGRESS.COM

i

IV. International Applied Social Sciences Congress
22nd-24th October 2020

Airline passengers’ travel intention in the Covid-19
era
İnci Polat1, Dilek Erdoğan2, Osman S. Sesliokuyucu3
Abstract
Introduction: The COVID-19 pandemic has had unprecedented effects without distinction between
the public and private sectors. Service industries that have been interrelated in different ways have felt
the effects more. The airline industry is the most important service-intensive sector and the COVID19 era has important effects on the demand and supply of the industry. The demand-side analysis of
the industry, which has been consisted of the passengers, is important to understand in the COVID-19
era. The travel intention of airline passengers will play a critical role in the recovery process of the
industry in the pandemic process.
Aim: The study aims to reveal the antecedents of airline passengers' travel intentions in the COVID-19
era.
Method: The empirical data were collected through respondents in Turkey. The PLS-SEM was
employed to test the hypotheses.
Findings: Findings indicate that there is a significant relationship between travel intention and trust,
perceived risk, perceived value, habit. In addition, the findings show that there is no relationship
between travel intention and social norms.
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INTRODUCTION
The COVID-19 pandemic, which has influenced the world since January 2020, affects consumers'
habits and consumption patterns in different ways (economic, social, psychological, etc.). Because of
its forward and backward linkages to the world economy, the airline industry is affected by the
COVID-19 process seriously. And the low recovery rate causes deep crises for the industry. According
to International Air Transport Association (IATA, 2020a) report industry-wide Revenue Passengers
Kilometers (RPKs) shrank by 94.3% year-on-year in April and the decline was across all regions
(Domestic RPKs fell by 86.9% year-on-year). In the same report, it is stated that the international scale
recovery will be later than the domestic recovery. It will depend on solving health challenges (e.g
reducing the risk of transmitting COVID-19 from one country to the other). Air transport plays an
important role in the expansion of the pandemic dangerously world-wide and nation-wide. Therefore
the flight operations have been partially or completely stopped by public and private sectors in many
countries. As a result of the first COVID-19 cases which have been seen March 11 in Turkey, flag
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carrier Turkish Airlines (THY) stopped the flights firstly to China and then to other countries
gradually. Although THY has continued to a few flights in domestic, other Turkish registered airline
companies have stopped all flights (SHGM, 2020).
This study aims to provide a guide to the airline managers for future projections for the passenger
traffic by discovering the airline passengers' behavior in the COVID-19 era, based on TPB. In the
second part of the study, the hypotheses will be given based on the literature. After the literature
review and the methodology, the results and findings of the analysis will be evaluated.
LITERATURE REVIEW
Trust
The trust which is among the precursors of both attitude and perceived behavioral control (Pavlou and
Fygenson, 2006) and added to the model, is conceptualized as the belief in reliability and integrity
between the parties (Morgan and Hunt, 1994). The trust which is an extremely important antecedent,
especially in situations of uncertainty that affect the interactions that occur in the social context
(Escobar-Rodríguez and Carvajal-Trujillo, 2014; Luhmann, 1979) is the behavioral intention of
willingness. This behavioral intention is one of the critical points of the conceptualization of trust.
Trust will be limited when one of the actors believes it is reliable without being “willing” to trust the
other (Morgan and Hunt, 1994). Trust, which is effective for people to adapt to complexity in different
ways (Lee and See, 2004), is important for all kinds of the firm-customer transactions and reflects the
belief that there are favorable conditions to facilitate the success of the customer (Mou et al., 2017;
Pavlou and Gefen, 2004). Therefore, first hypothesis of the study is:

H1: Trust has positive effects on travel intention in the COVID-19 era.
Perceived risk
The uncertainty of the outcomes related to changes leads the customers to manage these uncertainties.
The perceived risk, as another determinant of the attitude, added to the model to give information
about the perceptions of customers and the changes that they have determined and the methods of
reducing these perceived risks (Mitra et al., 1999). Studies related to perceived risk reveal that
uncertainty in service purchases are more than uncertainty in purchasing goods (Carter, 1998; Cossens
and Gin, 1995; Guseman, 1981; Lepp and Gibson, 2003; Mitra et al., 1999; Murray and Schlater,
1990). While passengers can predict an airline experience due to their previous experience, each
experience may differ and carry risks (Cunningham et al., 2005) because of different circumstances.
Although experiences related to airline transportation for the passengers are the same approximately,
the practices that emerged in the extraordinary processes, such as the pandemic, lead to the
differentiation of this situation. In this context, the second hypothesis of the study is;

H2: Perceived risk has negative effects on travel intention in the COVID-19 era.
Perceived value
The perceived value, which has different measurements and definitions in the marketing literature; is
defined as the difference between the customers' total costs and benefits (McDougall and Levesque,
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2000). The perceived value, which is discussed based on benefit and cost, also defined as the benefits
that customers receive in terms of product or service and their perceptions about being presented to
them (Zeithaml, 1988) and it was added to the model as a determinant of attitude. The perceived value
that focuses on profit or loss in the process of exchanging between perceived benefits and perceived
costs (Lovelock, 2008) differs from the concept of satisfaction, which focuses only on benefit. The
perceived value, which can increase by increasing benefits and/or reducing costs, causes the
perceptions of customers about benefits and cost to be cognitively linked (Jen et al., 2011). Customers
seek value in exchange for each unit they pay in their intentions (decisions) to repeat their relationship
with the service provider. When this perspective is evaluated in terms of airline companies; providing
value-added services to create a competitive advantage by creating long-term relationships with
passengers can lead to increased perceived value (Park et al., 2006). The understanding of benefits and
costs, which differ during the pandemic period, will also change customer demands and behavior. It
will also be effective in differentiating the intentions of the airlines to increase the perceived value by
the passengers and the behavior they will develop through the changes they will make in the COVID19 oriented application. Accordingly, the services that airline companies can offer to the passengers in
the pandemic process will have an impact on the perceived value and thus the behavioral intention of
the perceived value will be positively affected:
H3: Perceived value has positive effects on travel intention in the COVID-19 era.
Social norms
Social norms emphasize the perception of social pressure for a person to perform or not to perform a
certain action (Ajzen, 1991). A subjective norm is also a function of beliefs. So, beliefs as to whether
social circles affecting individuals' behaviors will approve of this behavior are also effective (Lien et
al., 2019). In other words, personal decision or behavior is greatly influenced by the references he/she
feels close to (Han et al., 2011). While Lapinski and Rimal (2005) distinguish between collective and
perceived norms on norms, they state that these two definitions are conceptually distant from each
other but relationally similar. Meanwhile, the perceived norms are realized at the psychological level
as a result of the structural processes of individuals; collective norms are formed to include the entire
social system. The logic of the direct effect of the social norms on intention is that individuals can
choose to perform an action against the behavior or its consequences, even if it is not suitable for
them, and adapt to the references significantly (Venkatesh and Davis, 2000). According to Loges
(1994) and Lowrey (2004), when people perceive the presence of threats in social crises, they tend to
be more dependent on mass media (television, newspapers, and radio). However, new media play an
increasingly important role in disseminating information about health or the environment during
public health crises, especially in digitalized societies (Lin and Bautista, 2016). In the COVID-19
process that could be defined as a public health crisis, mass media has been becoming an important
tool for the flow of information to society. Thus, it is estimated that social norms in this process will
affect the determination of current and potential passengers' intention to travel by air:
H4: Social norms have positive effects on travel intention in the COVID-19 era.
Habit
Individuals' feedback from previous experiences may affect their various beliefs and future behavioral
performance (Ajzen and Fishbein, 2005). Because of its perceptual structure that reflects the results of
previous experiences (Venkatesh et al., 2012) the habit factor is added to the model. Habits are defined
as automatic behaviors in the subconscious (Limayem and Hirt, 2003). Habits that reflect the
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automatic behavioral tendencies developed in the individual's past emerge through certain stimuli and
cause the behavior to occur even when the individual does not instruct itself to realize. As a behavior
becomes routine, it will appear under the influence of habits, under the influence of behavioral
intentions before it is routine (Triandis, 1980). Habits are represented as links between a goal and
actions that are effective in achieving that goal, and the strength of such links depends on frequent coactivation of the target and relevant past actions. If the activation of a target generally leads up to the
same action under the same conditions, the habit (the link between the target and the action) will be
stronger (Aarts and Dijksterhuis, 2000). Most habits are characterized by a lack of awareness and
conscious intention: It is difficult not to do, it is mentally effective and allows the individual to
multitask (Verplanken and Orbell, 2019). Therefore, As long as conditions remain relatively constant,
past behavior selections can easily affect subsequent behaviors (Chen and Chao, 2011). It can be stated
that psychologically, the choice of travel mode can be caused only as a deliberate process but also a
behavioral habit (Thogersen and Moller, 2008). As a result, the intention to travel by air in the
COVID-19 era could be affected by the past habits of the passengers:
H5: Habit has positive effects on travel intention in the COVID-19 era.
RESEARCH METHODOLOGY
Research Model
Empirical data for this study were collected from passengers in Turkey with an internet-based
questionnaire. The questionnaire consists of two sections. The first section covers questions prepared
with the 5-point Likert scale to measure the constructs of the study, and the second section covers
questions aimed at understanding the demographic characteristics of the participants. In order to
ensure the content validity of the construct in the questionnaire, a detailed literature review was made
and reliable measures were selected. In addition, the content of the questions was reviewed with five
passengers and three academicians.
Trust

Perceived
Risk
Perceived
Value

Travel
Intention

Social
Norms
Habit

Figure 1. Research Model
The data of the study were collected between the dates of 24.05.2020-5.05.2020. The participants were
prevented from filling in multiple questionnaires on the same computer by means of IP restriction. A
total of 468 returns were received. With the exclusion of the uncompleted and incoherent
questionnaires, 395 questionnaires for analysis remained.
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Measurement and variables
There are a total of five major hypotheses in the research model and the constructs involved
are trust, perceived risk, perceived value, social norms, habit, and travel intention. Trust was measured
with the study of Lee and Turban (2001). The perceived risk was measured with the study Amaro and
Duarte (2016). The perceived value was measured with the study Sirdeshmukh et al. (2002). The
social norms were measured with the study Hsu and Chiu (2004). The habit and behavioral intention
was measured with the study Venkatesh et al., (2012). All items covered by the constructs were
measured on a 5-point Likert scale ranging from strongly disagree to strongly agree. The internal
consistency of constructs was evaluated by reliability analysis. Cronbach’s alpha values of all
constructs exceed the threshold level of 0.7 (Hair et al., 2014).
Results
PLS-SEM method was used to test the relationships between the variables in the research model
(Ringle et al., 2015). PLS-SEM applies principal component analysis and ordinary least squares
regression to predict the path model’s regression relationships with the objective of maximizing the
explained variance and minimizing the error terms of the endogenous constructs (Hair et al., 2017).
The evaluation of PLS-SEM results was carried out in a two-step process by first assessing the
measurement model and then the structural model.
The assessment of the measurement model includes outer loadings, composite reliability, convergent
validity, and discriminant validity. Outer loadings of the constructs are above the threshold value of
0.708 (Hair et al., 2014). The composite reliability value of all constructs is above the threshold value
of 0.70 (Bagozzi and Yi, 1988). AVE values of all constructs are well above the required threshold of
0.50, which indicates a good level of convergent validity (Fornell and Larcker, 1981).
In order to enable discriminant validity, both Fornell and Lacker Criteria and the Heterotrait-Monotrait
Ratio (HTMT) verified. The square root of AVE for each construct was greater than its correlation
with other constructs (travel intention (0,929); habit (0,846); perceived risk (0,926); perceived value
(0,873); social norms (0,889); trust (0,917)) (Fornell and Larcker, 1981).

Assessment of structural model
In H1 it was proposed that trust affects the intention to travel by airline in the COVID-19 era. The
direct effect of trust on travel intention is positive and significant (β = 0.355, p ≤ 0.01). In H2 it was
proposed that perceived risk affects the intention to travel with the airline in the COVID-19 era. The
direct effect of perceived risk on travel intention is negative and significant (β =-0,252, p ≤ 0.01). In
H3 it was proposed that perceived value affects the intention to travel with the airline in the COVID19 era. The direct effect of perceived value on travel intention is positive and significant (β = 0.237, p
≤ 0.01). In H4 it was proposed that social norms affect travel intention with the airline statistically in
the COVID-19 era. The direct effect of the social norms on travel intention is not significant (β
=0.049, p ≥ 0.01). In H5 it was proposed that habits affect travel intention with the airline in the
COVID-19 era. The direct effect of habit on travel intention is positive and significant (β = 0.141, p ≤
0.01). The results have revealed that four hypotheses, namely, H1, H2, H3, and H5 were supported
whereas H4 was not supported. The R² value for travel intention is 0.697 which means trust, perceived
risk, perceived value, social norm, and habit together explain 69 % of the variance of travel intention.
For effect size (f²), values of 0.02, 0.15, and 0.35 are accepted small, medium, and large, respectively
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(Hair et al., 2017). As a result of testing the structural analysis model, f² values were examined. It was
revealed that trust (0.147), perceived risk (0.081), perceived value (0.075), habit (0.081) had a small
effect on travel intention.
CONCLUSION
Due to the global COVID-19 crisis, most countries and airlines have taken restrictive measures by
stopping or reducing international and national flights to limit the pandemic and control the number of
casualties. In the airline industry, which was damaged by the cancellation of flights, the speed and
width of COVID-19's impact created uncertainty for the future in the normalization process.
Understanding the antecedents that affect airline passengers' travel intentions during the normalization
process will play a critical role in reducing this uncertainty in the industry's recovery process. The
airlines in Turkey launched its flight on June 1. The data of this study were collected close to the
starting date of airline flights. This study aimed to reveal the antecedents that will affect the flight
intention of Turkish passengers based on TPB when the flights start. There are many empirical studies
in the literature on TPB. However, in an unpredictable period such as COVID-19, it is important to
determine the antecedents affecting behavioral intention on the basis of TPB. Thus, it allows for
revealing new information about consumer behavior in the context of COVID-19.
The study was concluded that the variable having the highest impact in explaining the intention of air
travel is trust, followed by perceived risk, perceived value, and habit, respectively. It was found that
social norms had no statistically significant effect on travel intention. As the intention or desire to
move (Lee and See, 2004) trust has a positive effect on the travel intention of airline passengers in the
COVID-19 era. Trust, which stems from a consumer’s exchange partner and the structures facilitating
the exchange (Mou et al., 2017), was also handled in the study as one of the antecedents of attitude
and the perceived behavioral control. As seen in the findings of the literature studies (e.g. Jarvenpaa et
al., 2000, McKnight and Chervany, 2002) trust impacts the intentions by creating positive attitudes,
and reduces all unforeseen contingencies (social uncertainty) (Pavlou and Fygenson, 2006). Trust
helps passengers to accept complexity in different situations and several ways.
The findings showed that perceived risk has a negative and statistically significant effect on
passengers' re-flight intention. Services feature typical characteristics (e.g. intangible, nonstandardized, sold without guarantees) so the customers have to make choice virtually alike service
alternatives and providers (Cunningham et al., 2005). The airline services are intangible and the risk
perceived by passengers in the COVID-19 era can cause to postpone or avoid flight plans entirely. The
degree of the perceived risk by passengers varies because of the international expanse of pandemic and
health problems. The causal relationship between air travel and health in the pandemic increases the
perceived risk. Because of the increased perceived risk, passengers separate all countries on their
international flights as dangerous or safe.
The perceived value added to the model as the determinant of attitude affects the passengers' air travel
intention in the COVID-19 era. The value concept is related to service quality and that it is often
determined experience-linked customer perceptions. And value-added services sometimes be
achieved by new concepts, but over time, these new concepts may be 'expected' and become the norm
(Fulmer and Goodwin, 1988). As the results of the COVID-19 pandemic process, the normal life
procedures and the customer behaviors have been changing and these changes cause the differentiation
on the perceived value by passengers. In the COVID-19 era, the firms could gain a competitive
advantage from these differences, such as readiness and process newness for future threats.
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The findings show that the social norms, that are affected by the close and distant environments and
directly or indirectly affect the decisions of the passengers, haven't effected the air travel intention in
the COVID-19 era. The paper used social norms as external influencers (e.g. mass media, social
media, reports). Past literature expresses the effects of mass media and research reports on the
adoption process (Ho, 2012). According to Manzoor and Safdar (2020) media, as the media spends a
lot of time on the media, it definitely develops the fear of COVID-19 among people with upper and
middle socio-economic backgrounds. According to them, the role of social media in developing fear
among users is the most destructive because social media is a platform where everyone can share their
opinions. Zheng et al., (2020) claim that misleading and discriminatory media reports affect travelers'
mental well-being during the global COVID-19 outbreak. The reason for the conclusion that there is
no direct relationship between social norms and air travel intention in this research may be that social
norms affect the intention of travel by creating trust or risk perception.
Past flight habits of the passengers have statistically and positively influenced the air travel intention
in the pandemic process. The psychological concept shows that the cause of travel mode choice could
be perceived as not only a planned process but also originating from past habits (Thogersen and
Moller, 2008). Transport mode choices are affected by habitual behaviors, because of its automatic
repetitiveness without deliberate thinking (Fu and Juan, 2017). The habit is defined as the targeted
automatic behavior (Aarts and Dijksterhuis, 2000), even if the intention to perform a certain behavior
occurs habitually, the facilitating conditions may not arise when it does not allow it (Limayem and
Hirt, 2003). Habitual behaviors cause a lack of motivation to change the passengers' ongoing behavior
(Zhang et al., 2017) so the past habits of the passengers will increase the demand for air travel in the
COVID-19 era.
One of the limitations of this study is the focus on the effect of a limited number of variables (trust,
perceived risk, perceived value, habit, social norm) on travel intention in the light of the TPB. There
may be other variables that affect the travel intention of the passengers, which cannot be uncovered in
the research (eg.; age, gender, individual norms, benefit, attitude, ticket price). Future research that
will focus on different variables can provide information not provided here. Another limitation of this
study is that the participants are only Turkish passengers. The cultural dissimilarity of the passengers
might make a difference for the antecedents that affect travel intention. Conducting a similar study
based on this study on passengers from different nationalities may enable comparing the effects of
cultural differences on the antecedents affecting travel intention. Moreover, this study, which draws
attention to the importance of passenger behavior by revealing what antecedents are effective in the
travel intention of the passengers, will be a guide for the airline industry managers for future
projections of the industry.
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