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Abstract  
In recent times, digitalisation has become increasingly utilised by companies globally to shape 
their businesses and to effectively increase sustainable customer loyalty, create 
distinctiveness, as well as provide competitive advantage.  The airline sector is actively 
involved in sustainable digital innovation due largely to its cost structure, competition 
intensity and desire to improve customers experience and organisational performance. This 
paper therefore seeks to investigate the impact of digital marketing applications and 
strategies adopted by both local and international airline operators in Malaysia.  The study 
specifically focused on determining the relationship between the independent variables of 
digitalization strategies construct (pre-arrival digital tools usage, boarding digital tools usage 
and arrival digital usage ) and the dependent variable ( customer satisfaction).As result, the 
study  adopt quantitative methodology whereby primary data will be collected through an 
online questionnaire survey to be administered to conveniently selected sample respondents 
in Klang Valley area, Malaysia.  The survey data will seek to analyse sustainable digital 
application best practices in the industry in Malaysia in the context of the effect of digital 
marketing on customers relation management post -COVID 19.  By using SPSS Version 23 data 
analysis tool, descriptive and correlation analysis  were  performed to determine the degree 
of association among the tested variables. The findings of the study will have implications on 
customers expectations and demand from airline companies as well as assist airline sector 
practitioners improve on effective adoption and utilization of digital technology to drive 
change and improve performance in the turbulent aviation business  environment.  
Keywords: Digital Application, Customer  Satisfaction, Airway Sector, Mobile Application.  
 

Introduction  
The rapid information, communication and technology advancement has overtime 
revolutionalised all facets of life. According to Fachrurazi et al.(2022) global firms will continue 
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to develop and use digital technology as a medium for marketing activities.  Apparently, 
digitalisation provides numerous benefits to industries that acknowledge its scope including 
the airline industry. Digitalisation is defined as a cultural evolution or a social phenomenon 
structured to create a new business model for companies (Hossain et al., 2023).  Over the 
years, the airline industry has made tremendous investment in terms of money and time 
acquiring new digital technologies including self-service equipment, websites mobile 
communications, complex software packages and many other elements (Phillip and George 
2003; Milkau and Bott, 2015).These technologies fundamentally help in promoting 
organisational performance (Hossain et al., 2022). In essence digital technologies assists 
airlines provide optimal services that create value and guarantee customer satisfaction 
(Bashir et al., 2020). Heiets et al (2022) stated that low - profit margins has become a major 
constraint for adoption of advanced digital technologies by airline operators hence their 
inability to replace conventional technologies in the sector. Thus, there is a need for the 
aviation industry to ascertain where the challenges are in order to make improvements.    
It is also important to highlight that with the rapid expansion of social media networks and 
mobile applications in this era, the digital-verse provides a broader opportunistic space for 
the airline industry to promote new innovative business ideas. Shrivastava (2023) has stressed 
that multiple social media and various digital platforms can be leveraged by organisations for 
target marketing and customer analysis post pandemic era. Consequently, the analysis and 
examination of digitalisation impact on the airline industry may assist the companies in the 
industry adjust or generate new strategies to attract more passengers and obtain 
corresponding benefits.  For instance, Karaagaoglu and Çiçek (2019) posit that the ultimate 
goal of improving digital processes in the airline sector is improved performance and 
profitability.  The position reinforced by Lampathaki et al (2019) that airlines can improve 
operational efficiency and reduce costs through digital transformation.   
It is obvious that with fierce competition among companies in post pandemic era in the airline 
industry new innovative technologies designed to improve consumption activities of the 
target audience, facilitate globalisation and access to internet, expand electronic commerce 
activities and competitive advantage have become the dominant logic of majority of the 
airline companies operating in the global environment (Babenko et al., 2019; Dragomir & 
Dumitru, 2022).  Another valid example is provided by Sioshansi et al (2022) who emphasised 
that British Airways harnesses the simplification and automation of the operation process 
through digital technology and assigns resources to different links to ensure costs reduction 
and maximization of profits.  A previous study by Yoon and Yang (2006) had found many 
airline companies expanding their flight tickets sales abilities through various platforms. Using 
these platforms has helped in reducing the distribution channels and commissions paid to 
travel agents  which invariably result in operating costs reduction and increased revenue 
(Yoon and Yang, 2006).   
This paper therefore focuses on analysing digital marketing applications in Malaysian airline 
industry in post COVID 19 era as it investigates specific digital infrastructures, the rationale 
for airline’s digitalisation and the impact of ICT applications in improved performance of the 
airline industry.  In addition, the paper has as its secondary aim the analysis of digital impact 
from the perspective of the passengers who are influenced in the whole flight process and 
how airlines are motivated to position their marketing strategies.  In this regard some specific 
indicators like average waiting period and loss rate are taken into consideration to estimate 
the functions of digital infrastructure, optimize operational efficiency and improve customer 
experience. As one of the most valued topics at present, to what extent digitalization can 
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impact the airline industry is worth analyzing. In addition, as one of the most important 
elements of the airline industry, passenger preference has a huge impact on airline 
performance. Thus, researching the development and impact of digitalization on the airline 
industry will be significant for industry development and can contribute to the existing body 
of literature. 
 
Literature  Review  
Concept of Digitalisation 
Noroozi et al (2010) defined digitalisation as the adoption and application of digital 
technologies by an organisation. In other words digitalisation involves usage of digital 
technology and data to facilitate organisational revenue generation transform business 
models and create a digital information-centric environment for a business to thrive 
(Moghrabi et al., 2023; Alkaabi et al., 2019). This has positioned digitalisation at the centre of 
societal and economic transformation (Alkaabi et al., 2020). Schallmo and Williams (2018) 
argued that firms across industries are motivated to embrace digital transformation to 
improve their businesses despite some shortcomings like privacy and security issues.  Most 
of scholarly discourse on digitalisation  focused on factors affecting adoption of specific digital 
technology such as broadband internet (Colombo et al., 2013),  digital marketing (Taiminen 
and Karjaluoto, 2015)social media Brink (2017); Khaled et al (2019), Internet of things Quigley 
and Burke (2013), e-commerce Gregory et al (2007); Arntz et al (2019), Internet banking 
Zarafat et al (2013) etc. Most of these studies were done pre-pandemic era which has leaves 
a knowledge gap that this paper intends to fill especially on the impact of digital technology 
adoption and utilisation in the airline industry of an emerging economy. Pardo et al (2022) 
had categorised the impact of digitalisation into three main components.  Firstly, it can 
optimise the already existing business activities, which is referred to as “activity-links-centred 
digitalisation.”  Digitalisation can also help facilitate new business activities inputs know as 
“resource-ties-centred digitalisation”. Finally, digtialisation can help create and maintain 
networking between various business partners which is referred to as “actorbonds-centred 
digitalisation”.  Among available choices of digital technologies therefore, airline companies 
should understand that they have the opportunity of leveraging these technologies to gain 
competitive advantage in the industry (Pagani and Pardo, 2017). 

 
Digitalisation in the Airline Industry  
Evidences abound in literature on the impact of airline industrial deregulation in the 1990s 
and the major organisational shift in industry (Gillen et al., 1990; Heiets et al., 2022). In terms 
of  digital transformation of conventional businesses, airline companies have overtime been 
pushed to modify marketing strategies in order to increase their efficiency, performance and 
competitive advantage in the fast growing low-cost airline market (Cento, 2008).  
Lampathaki et al (2019) study on digital transformation in aviation data and intelligence 
marketplace found that digitalisation is a thriving trend in the aviation sector with about 58% 
of airlines forming digital strategies. The study therefore concludes that technology  
innovation through data platforms has the potential of accelerating digital transformation in 
the airline industry thus allowing companies to leverage on its benefits.  So, unlike other firms 
in various industries selling tangible products to customers, airline firms provide intangible 
service for passengers while adjusting such services to meet customers’ expectations. Hence, 
the need for these companies to constantly provide interactive platforms for customers, 
suppliers and partners through the application of digital methods and competencies (Stone, 
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and Woodcock, 2014).  Furthermore, Andal-Ancion et al (2003) suggested the adoption of 
digitalisation strategies in the airline industry to facilitate standardisation processes for 
increased efficiency in the competitive environment.  This suggestion is made based on the 
airline companies responsibility of providing customers with a real-time interface; access to 
flight information on a regular round the clock basis and price list at real time across 
companies (Andal-Ancion et al. 2003). It is therefore managerial responsibility and decision 
makers obligation of airline companies to improve their company\s internalisation plan in 
conformity to their expected competitive strategies in order to attract and retain customers 
(Lee and Falahat, 2019).  
Jarach (2002) affirmed that digitalisation process in airline industry  creates a link between 
customers and airline companies to enhance one-to-one relationship especially for target 
customers and suppliers. Through this arrangement digital products and services are offered 
to customers that are driven by the desire to provide customer with satisfactory services.  
Some of these personalised services include check –in and bag dropping.  Sinha et al (2018) 
study found that digitalisation processes contributed significantly in reduction of passengers 
waiting time and long check in processes at airports.  
In Malaysia, digitalisation activities of airlines and other organisations suggest that diverse 
forms of such activities are being strongly pursued. Lee et al (2022) identified the influencing 
factors that are peculiar to these Malaysian firms as dependence on formal and informal 
networking connections. Grimpe et al (2023); Yu, et al (2022) equally admit in their respective 
studies that businesses including Airlines operating in multiple countries face enormous 
challenges during digital transformation. This is due largely to the fact that the need to find 
solutions to the differences between existing international knowledge and newly created 
digital knowledge including information overload.  Furthermore, they also need to ensure a 
well-co-ordinated transformation in different business units across various national 
environments that tend to increase the complexity of the process. According to George and 
Schillebeeckx (2022) the more diversified an organisation is geographically, the greater it is 
exposed to the aforementioned challenges.  
The need for a study that will define the mechanisms of digitalisation in the airline sector post 
pandemic is therefore strengthened by the above summations. Hence this study intends to 
explore the digital marketing applications as a tool of rapid enhanced profitability of Airlines 
in Malaysia.  Although there have been many studies on digitalisation and digital technology 
trends, but the link between the concept and development of post pandemic digital 
marketing applications in the airline sector has not been adequately illuminated in previous 
literature. Thus, to fill this literature gap, this paper identifies how digitalisation and digital 
technologies affect the Malaysian airline industry.  
 
Digital Marketing Applications 
Altındal (2013) has demonstrated in his study how usage of mobile applications, web and 
other new media platforms promote brands and their commercial activities. While Varnalı 
(2010) provided an alternative terms for digital marketing such as interactive marketing, 
online marketing and web marketing. It is however argued in literature that the 
transformation of customer experience is the cornerstone of digital transformation (Sabri et 
al., 2023). Evidently, digital technologies facilitates the preparation of diverse direct, online 
and experiential campaigns that brings advertisement of products and services closer to the 
customer.  These campaigns include niche database advertising and award-winning card 
layouts, digital tape ads, pay as you go online, rich text ads, branded web sites, viral ads, 
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branded social networks, in-game ads (advergames), interactive virals  and entertainment 
ads, SMS texts, online blogs, text, e-mail and mass media. Öztürk (2013) described four stages 
of initiatives designed to draw a customer closer to a brand. The first stage focuses on 
consumer engagement, the second phase is to create dialogue, thirdly is to participate in 
these dialogues and finally make the customer have a dual role as a consumer and 
ambassador  of the brand. It is also necessary to draw attention to the fact that digital 
platform, which has unlimited customer freedom in relation to digital marketing that allows 
brands  to interact with customers without space limits, cannot be controlled by the brands 
and that utmost care should be taken in respect of the risks arising from this situation (Öztürk, 
2013; Polas et al., 2020;  Polas et al., 2019). 
Westerman et al (2014) further stressed that digital marketing has remained an important 
tool in the airline sector ensuring the meeting of customer needs and strengthening of 
interactions between airlines and their customers. The process of digital marketing begins 
when a passenger or customer make bookings with either mobile phone or a computer 
through the boarding process using smart device enabled airline company application, to 
flight process, luggage identification and delivery, hotel services and car rentals services etc.  
Furthermore, digital technology equally facilitates storage of customers’ preferences, 
payment history, departure and arrival dates, sales, travel habits, behaviours, fight millage 
and other relevant data in score collection cards or systems.  Such data contributes in 
enhancement of customer relationship management as well as offering customised 
promotions to airline services customers.   
In addition to making provisions for customised products, it is also known that digital 
technologies have a positive effect on improving, marketing studies. It is through this process 
that customers preferences for travel can be analysed and if the search is made for a country, 
promotional or affordable flights to that country can be provided to the customer in various 
ways;  E-mail marketing, Social media Marketing , Web page marketing , search engine Ads 
and mobile applications.  For instance e- mail marketing is the most often used for customer 
relationship management by airline companies to segment target audience and provide 
highly targeted promotions and campaigns to customers that are willing to respond.  In fact 
there are many parameters in e-mail marketing in airline industry.  Obviously, it is one of the 
effective ways of attracting new customers, increasing the loyalty of existing customers, 
enhance brand awareness, communication campaigns, obtaining details about the customer 
through forms completed by the customer. E-mail marketing has become effective again 
when communication and advertisements became available from mobile devices. Sending e-
newsletters e-mail, campaigns and e-mail promotions to customers increases the number of 
clicks on the website of the company. Thus, the right message is provided to the target 
audience at low cost and the feedback can be measured easily as customer information is 
recorded (Rialti et al., 2022).On the aspect of social media marketing, social networks, online 
communities, blogs, wikis or similar collaborative media platforms for marketing, sales and 
customer service purpose (Öztürk, 2013). In this regard airline companies would have to 
embrace social media platforms like facebook, instagram, youtube, Twitter, Linkedin , TIkTOK 
and Flicker to provide adequate interaction with their customers.  These social media 
platforms will enable airline operators learn on real time customers perception of their brands 
as well as help them promote their products and services to a wider range of prospective 
customers.  Nonetheless there are also risks associated with a customer’s ability to freely 
share ideas and experiences on social media marketing platforms, These  platforms  in this 
period need more attention in terms of control and management than other traditional 
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marketing channels. It is therefore very important companies manage them professionally 
with regards to follow-up, content, services and feedback.  Social media avails customers with 
opportunities and freedom to engage with airlines of choice as often as possible to know 
whose products and services appeals most to them.  
The website has also become an active marketing tool available to companies to effectively 
and efficiently operate their businesses uninterruptedly 24/7.  As a marketing tool it enables 
companies to advertise their products and services easily with a broader reach.  For airline 
companies, having an easy-to-use website, understandable menus, effective design, regularly 
updated and satisfactory content , easy to download sites and  aesthetic  web page are vital 
in attracting customers attention (Bhattacharjee et al., 2019). The quality of the products and 
services provided on the website and the convergence with the target audience are also 
important points for easy communication and interactive web site marketing (Rialti et 
al.2022; Polas et al., 2020). 
Another important marketing instrument relevant for business promotion in the airline sector 
is web marketing. Web marketing that is user friendly needed in this sector because of the 
competitive nature of the airline industry. Under this platform, the search engines such as 
Google Adwords, Yahoo Overture, and Microsoft adCenter reveals ad slots on the right hand 
corner.  It is however important that airline companies rank well in search engines like 
skyscanner and Kaykak. For mobile advertising, this has to do with marketing activities aimed 
at delivering and  promoting brand products via mobile networks ( mobile phones and other 
digital devices ) using a none fixed network.  Mobile applications are mainly used to facilitate 
direct contact between customers and marketing managers (Öztürk, 2013). 
Another means through which airline companies and customers interact is through online 
booking and ticket purchase. This process, in addition to improving customer experience 
provides the company with a large database for future marketing promotions and campaigns. 
As a matter of fact customer through ticket searching, booking and online check-in leave 
digital footprints behind that can be harvested by the airline companies. In this regard 
information such as passengers allergies, nationality, vaccination status etc may be easily 
stored  for future retrieval for improved customer experience and services.  
To suggest that digital strategies have an effect on product pricing strategies would not be 
inaccurate. Due to the numerous difficult routes, customer payment habits, the time of year, 
and other numerous factors affecting ticket costs, it is only logical that the airlines that employ 
digital marketing efficiently are one step ahead of the competition. 
 
Methodology  
This study is cross-sectional and is based on airline customers perspective. It adopted 
quantitative research methods which have philosophical roots in positivism (Saunders et al., 
2007).  The online survey questionnaire instrument was utilised to collect primary data from 
passengers of different ages and travel purposes. Nardo (2003) states that surveys focusing 
on customers is efficient in measuring passengers attitudes towards the airline industry’s 
digital transformation.   Study participants comprised of 190 respondents randomly selected 
from among student groups and their parents who have had different experiences about 
airline industry’s digital infrastructures. This study employed descriptive statistics and 
Pearson’s Product Moment Correlation Coefficient (PMCC) to estimate the coefficients of the 
explanatory variables. According to Saunders et al (2007) when investigated variables contain 
numerical data PMCC should be used to examine the relationship. According to Wang et al. 
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(2013) this model ignores the individual and time effect, and minimizes the error between 
estimated and actual observed points on the line.  
 
Survey Analysis  
This particular segment of the study provides detailed explanation on the result of descriptive 
statistical analysis performed. The tables below present the findings on descriptive statistics 
of the dependent and independent variables. It actually presents summary statistics of the 
mean, standard deviation, frequency and percentage level of variables.  The descriptive table 
reveals the totality of number of observations for the sample. 
Table 1 
Socio -Demographic Descriptive Satistics Analysis By Gender 
                      Gender 

 Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Male 
136 71.6 71.6 71.6 

Female 
54 28.4 28.4 100.0 

Total 
190 100.0 100.0  

The above table and chart show the distribution of respondents by gender. There were 136 
male constituting 71.6 percent of the total respondents with 54 females or 28.4 percent of 
the total respondents in the distribution. This is indicative of the fact that more males could 
easily be accessed which can be  understood from both cultural and religious point of view.  
 
Age Category 
Table 2 
Socio -Demographic Descriptive Satistics Analysis By Age 

 Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid 18-25 3 1.6 1.6 1.6 

26-34 25 13.2 13.2 14.7 

35-43 68 35.8 35.8 50.5 

44-and 
above 

94 49.5 49.5 100.0 

Total 190 100.0 100.0  

 
The descriptive statistics table and pie chart of the respondents reveals that majority of retail 
traders in the market were within the age bracket of 44-55 years representing 49. 5 percent 
of the total distribution, it is closely followed by 68 subjects or 35.6 percent of the 
respondents whose ages ranges from 35-43 years while the least at 1.6 percent were those 
between 18-25 years may be because in Nigeria people of that age group are presumably still 
depending on their parents.  
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level of Education 
Table 3 
Socio -Demographic Descriptive Satistics Analysis by Educational Level 

 Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Primary level only 21 11.1 11.1 11.1 

secondary level 43 22.6 22.6 33.7 

below degree 49 25.8 25.8 59.5 

degree 52 27.4 27.4 86.8 

post graduate 25 13.2 13.2 100.0 

Total 190 100.0 100.0  

 
Table 3 is an outcome of descriptive statistics analysis of responses based on educational 
qualification of the sampled population. It clearly shows that most of the traders are educated 
with 52 or 27.4 percent of them having university degree, 25.8 percent below degree but 
above secondary school certificate while only 11.1 percent have only primary school 
certificate. This is the reason there is a preponderance adoption of digitalization in the 
industry.   
  
Table 4 
Descriptive Statistics of  Respondents Digital Adoption  

 What is your level of digitalization adoption 

 Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid low 3 1.6 1.6 1.6 

moderate 25 13.2 13.2 14.7 

high 68 35.8 35.8 50.5 

very high 94 49.5 49.5 100.0 

Total 190 100.0 100.0  

 
The table four above provide information on the distribution of respondent’s level of 
digitalization adoption in the study area.  Whereas there were at least 94 or 49.5 percent of 
the respondents who are very high adopters of digital technology among the study group, 35. 
8 percent were high adopters as only 1. 6 percent were found to be low adopters perhaps as 
a result of low awareness or low income.  
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Table 5 
Descriptive Statistics Of Respondents Digital Utilisation 

To what extent do you utilize digital technology in your business 

 Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid low 2 1.1 1.1 1.1 

moderate 51 26.8 26.8 27.9 

high 57 30.0 30.0 57.9 

very high 80 42.1 42.1 100.0 

Total 190 100.0 100.0  

 
The degree of digital tools utilization among the respondents is demonstrated in the  table 
above. Very high utilizers were 80 in number about 42.1 percent, closely followed by high 
utilizers who were 57 in number or 30 percent of the respondents, moderate utilizers were 
51 or 26.8 percent as low utilizers were only 2 or 1.I percent of the total samples.  
 
Table 6 
Descriptive Statistics of Respondents Digital Platform Of Choice what digital platforms do 
you often use to carry out your business 

 Frequency Percent Valid Percent 
Cumulative 
Percent 

Valid Facebook 2 1.1 1.1 1.1 

Instagram 12 6.3 6.3 7.4 

twitter 73 38.4 38.4 45.8 

online market application 103 54.2 54.2 100.0 

Total 190 100.0 100.0  

 
Table 6  above presents the various digital sales platforms of choice used by the respondents 
in carrying out their airline transactions. Online market application was the most preferred 
platform of choice as about 103 or 54 .2 percent of the respondents utilize it consistently, 
followed by twitter at 38.4 percent and Instagram at 6.3 percent.  
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result between the independent and dependent variables. The dependent and independent 
variables were correlated to ascertain the degree of association between them.  
Consequently,  the overall data from 190 respondents in the study sample were employed in 
the correlation analysis. All the proxies of the independent variable (Digitalisation) positively 
correlated with dependent variable (satisfaction). They were also found to be statistically 
significant for the study. The dependent variable satisfaction has a moderately strong 
significant relationship with Pre-arrival  Digital tools usage  at a coefficient value of 0.451 and 
significant p value of 0.000. Furthermore, the dependent variable has a fairly strong significant 
relationship with Boarding  Digital tools usage  variable at a coefficient value of 0.433  and 
significant p value of 0. 000. The dependent variable has a poor association with Arrival Digital 
tools usage variable at a coefficient value of 0.041 and significant p value of 0.575 
 
Discussion and Conclusion  
Digital marketing applications in Malaysian airline industry in relation to customers 
satisfaction were examined in this study. The findings from the questionnaire data   indicated 
that pre-arrival digital tools usage, boarding digital tools usage and arrival digital tools usage 
have positive association with airline customers’ satisfaction in Malaysia.  There are several 
activities at the pre-arrival stage where attention is paid to passengers to purchase ait tickets 
online as well as make comments about airline services on different social media platforms. 
It is also found that online ticket sales through different mobile applications and tools have 
gradually replaced the traditional ticket purchase system. Some of these transactions are 
done either through airline websites (direct distribution) or on internet driven platforms of 

Table 7  
Presents the Pearson Product Moment  Correlation Analysis correlation analysis 
 

 

Pre-arrival  
Digital tools 
usage  

Boarding  
Digital tools 
usage 

 Arrival 
Digital tools 
usage Satisfaction 

Pre-arrival  Digital 
tools usage 

Pearson 
Correlation 

1 .584** .002 .433** 

Sig. (2-tailed)  .000 .981 .000 

N 190 190 190 190 

Boarding  Digital 
tools usage 

Pearson 
Correlation 

.584** 1 .135 .451** 

Sig. (2-tailed) .000  .062 .000 

N 190 190 190 190 

Arrival Digital tools 
usage 

Pearson 
Correlation 

.002 .135 1 .041 

Sig. (2-tailed) .981 .062  .575 

N 190 190 190 190 

Satisfaction  Pearson 
Correlation 

.433** .451** .041 1 

Sig. (2-tailed) .000 .000 .575  

N 190 190 190 190 

**. Correlation is significant at the 0.01 level (2-tailed). 
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travel agencies.  Consistent with the findings Duziak (2023) stressed that the audience for 
ticket purchase on the main website of airlines have been a preference of many airline 
companies customers post COVID 19 as they take into consideration the regularity and safety 
of such websites.  There is an empirical support for the study findings as Yu (2008) states that 
online ticket purchase popularity provides opportunities for airline companies to target 
customers directly.  
This study also found that boarding digital tools usage equally helps effectively during check-
in procedures, passengers need to conduct security check on their belongings and luggage 
before boarding. Five typical digital infrastructures used in airport security check have been 
selected, namely X-ray baggage screening, Body screening, Face recognition  system, 
Fingerprint recognition system, and Red infrared detector, to count the frequency of security 
problems. Passengers’ views about facial recognition system, which is one of the most widely 
used machines mentioned before, have also been collected and classified based on their 
annual flight times. On the aspect of digital application usage at the time of arrival, the study 
found that different airlines have distinctive methods of facilitating passengers luggage 
retrieval and exit through custom check points for international arrivals. In this stage, it 
focuses on passengers’ ways to get luggage information based on different age groups and 
how they go through customs according to their flight times .  
 
Suggestions  
The study therefore suggests that airline operators in Malaysia such as AirAsia,  Batik Air 
Malaysia,  Malaysia Airlines, MASkargo etc  need to further improve their digital tools usage 
efficiency in the area of facial recognition systems and x-ray baggage inspection systems. 
Since these digital security facilities are controlled by computers, they will certainly have 
fewer problems unlike when done manually, Besides, in order to improve the efficiency and 
service quality of the airport, the airport needs to introduce advanced technology to 
transform  and upgrade these safety-related facilities. There is no doubt that the digital 
development of the airline industry has continuously upgraded and improved the facilities of 
the airport, which has accelerated the passenger process (You, 2018), However, future studies 
can use other approaches such as qualitative research method to access the role of digital 
technology adoption and utilisation in the airline industry.  
 
References 
Alkaabi, A. K. A. S., Adaikalam, J., Karim, A. M., Hock, O. Y., & Hossain, M. I. (2020). Influence 

on Internal Control through Digitalization of Assets: A Study on Ministry of Interior, UAE. 
International Journal of Academic Research in Accounting, Finance and Management 
Sciences, 10 (1),13-24.  

Alkaabi, A. K. A. S., Karim, A. M, Hossain, M. I., Nasiruzzaman,  M. (2019). Assets Digitalization: 
Exploration of Prospects with Better Control Implementation. International Journal of 
Academic Research in Business and Social Sciences, 9(5), 960–970. 

Altındal, M. (2013). Dijital pazarlamada marka yönetimi ve sosyal medyanın etkileri Brand 
management in digital marketing and the effects of social media . Academic IT 
Conference, Akdeniz University. 

Andal-Ancion, A., Cartwright, P. A., & Yip, G. S. (2003). The digital transformation of traditional 
business. MIT Sloan Management Review. 44(4), 34. 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN ECONOMICS AND MANAGEMENT SCIENCES 
Vol. 1 2 , No. 4, 2023, E-ISSN: 2226-3624 © 2023 

141 
 

Arntz, M., Gregory, T., & Zierahn, U. (2019). Digitization and the future of work: 
macroeconomic consequences. In Handbook of labor, human resources and population 
economics (pp. 1-29). Cham: Springer International Publishing. 

Babenko, V., Kulczyk, Z., Perevosova, I., Syniavska, O., & Davydova, O. (2019). Factors of the 
development of international e-commerce under the conditions of globalization. In SHS 
Web of Conferences (Vol. 65, p. 04016). EDP Sciences. 

 Bashir, M. A., Ali, M. H., Wai, L. M., Hossain, M. I., & Rahaman, M. S. (2020). Mediating Effect 
of Customer Perceived Value on the Relationship between Service Quality and 
Customer Satisfaction of E-Banking in Bangladesh. International Journal of Advanced 
Science and Technology. 29(2), 3590 – 3606  

Bhattacharjee, A., Jahanshahi, A. A., Polas, M. R. H., Hossain, M. I., & Asheq, A. S. (2019). 
Customer Care Service Management is Moving Forward to Achieve Sustainable 
Customer Retention in Every Industry. Does it play a Role to Increase Brand Retention. 
International Journal of Management and Sustainability, 8(2), 88-97.  

Brink, T. (2017). B2B SME management of antecedents to the application of social media. 
Industrial Marketing Management, 64, 57-65. 

Burke, M., Quigley, M., & Speed, C. (2013). The internet of things: Pink jumpers and Hungarian 
eggs in digital spaces. Procedia Technology, 9, 152-157. 

Cento, A. (2008). The airline industry: challenges in the 21st century. Springer Science & 
Business Media. 

Colombo, M. G., Croce, A., and Grilli, L. (2013). ICT services and small businesses’ productivity 
gains: An analysis of the adoption of broadband Internet technology. Information 
Economics and Policy, 25(3), pp.171-189. 

Dragomir, V. D., & Dumitru, M. (2022). Practical solutions for circular business models in the 
fashion industry. Cleaner Logistics and Supply Chain, 4, 100040. 

Duziak, D. (2023). Decentralized Booking Platforms. In Blockchain for Hospitality and Tourism: 
A Guide to the Future (pp. 57-65). Berkeley, CA: Apress. 

Fachrurazi, F., Zarkasi, Z., Maulida, S., Hanis, R., & Yusuf, M. (2022). Ingcreasing Micro Small 
Medium Enteprises Activity Entrepreneurial Capacity In The Field Of Digital Marketing. 
Jurnal Ekonomi, 11(03), 1653-1660. 

George, G., & Schillebeeckx, S. J. (2022). Digital transformation, sustainability, and purpose in 
the multinational enterprise. Journal of World Business, 57(3), 101326. 

Gillen, D. W., Oum, T. H., & Tretheway, M. W. (1990). Airline cost structure and policy 
implications: a multi-product approach for Canadian airlines. Journal of Transport 
Economics and Policy, 9-34. 

Gregory, G., Karavdic, M., & Zou, S. (2007). The effects of e-commerce drivers on export 
marketing strategy. Journal of International Marketing, 15(2), 30-57. 

Grimpe, C., Sofka, W., and Kaiser, U. (2023). Competing for digital human capital: The 
retention effect of digital expertise in MNC subsidiaries. Journal of International 
Business Studies, 54(4), pp.657-685. 

Heiets, I., La, J., Zhou, W., Xu, S., Wang, X., and Xu, Y. (2022). Digital transformation of airline 
industry. Research in Transportation Economics, 92, p.101186. 

Hossain, M. I., Alam, M. K., Johari, Z., Tasnim, M., Ferdaous, K. I., & Pal, T. (2023). Structural 
Modelling on Factors of Adopting FinTech Among Malaysian Millennials: Perceived 
COVID-19 Risk as Moderator. In Digital Natives as a Disruptive Force in Asian Businesses 
and Societies (pp. 134-156). IGI Global. 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN ECONOMICS AND MANAGEMENT SCIENCES 
Vol. 1 2 , No. 4, 2023, E-ISSN: 2226-3624 © 2023 

142 
 

Hossain, M. I., Teh, B. H., Tabash, M. I., Alam, M. N., & San Ong, T. (2022). Paradoxes on 
sustainable performance in Dhaka’s enterprising community: a moderated-mediation 
evidence from textile manufacturing SMEs. Journal of Enterprising Communities: People 
and Places in the Global Economy, (ahead-of-print). 

Jarach, D. (2002). The digitalisation of market relationships in the airline business: The impact 
and prospects of E-business. Journal of Air Transport Management, 8, 115–120. 

Karaagaoglu, N., & Cicek, M. (2019). An evaluation of digital marketing applications in airline 
sector. Journal of Human Sciences, 16(2), 606-619. 

Khaled, A. S., Ahmed, S., Tabash, M. I., Al-Homaidi, E. A., & Hossain, M. I. (2019). The Impact 
of Technological and Marketing Innovations on Retailing Industry: Evidence of India. 
Journal of Reviews on Global Economics, 8, 948-957  

Lampathaki, F., Sesana, M., & Alexandrou, M. (2019). Digital transformation in  aeronautics 
through the ICARUS Aviation data and intelligence marketplace. In MATEC web of 
conference, 304. 

Lee, W. L., Chong, A. L., and Ramayah, T. (2019b) The effects of entrepreneurial orientation 
on the performance of the Malaysian manufacturing sector, Asia-Pacific Journal of 
Business Administration, Vol. 11 No. 1, pp. 30-45 

Lee, Y. Y., and Falahat, M. (2019), The impact of digitalization and resources on gaining 
competitiveadvantage in international markets: mediating role of marketing, 
innovation and learning capabilities, Technology Innovation Management Review, Vol. 
9 No. 11, pp. 26-39. 

Milkau, U., and Bott, J. (2015). Digitalisation in payments: From interoperability to centralised 
models?. Journal of Payments Strategy & Systems, 9(3), pp.321-340. 

Moghrabi, I. A., Bhat, S. A., Szczuko, P., AlKhaled, R. A., & Dar, M. A. (2023). Digital 
Transformation and Its Influence on Sustainable Manufacturing and Business Practices. 
Sustainability, 15(4), 3010. 

Nardo, M. (2003). The quantification of qualitative survey data: A critical assessment. Journal 
of Economic Surveys, 17(5), 645–668 

Noroozi, B., Valizadeh, M. and Sorial, G.A., (2010). Designing of E-learning for Engineering 
Education in Developing Countries: Key Issues and Success Factors. In Web-Based 
Engineering Education: Critical Design and Effective Tools (pp. 1-19). IGI Global. 

Ozturk, G. (2013). Dijital reklamcılık ve gençlik Digital advertising and the youth . İstanbul: 
Beta Publishing. 

Pagani, M., and Pardo, C. (2017), “The impact of digital technology on relationships in a 
business network”, Industrial Marketing Management, Vol. 67, pp. 185-192. 

Pardo, C., Pagani, M., & Savinien, J. (2022). The strategic role of social media in business-to-
business contexts. Industrial Marketing Management, 101, 82-97. 

Phillip, A. C., & George, S. Y. (2003). The Digital Transformation of Tranditional Businesses. 
MIT Sloan (Vol. 44)(4). 

Polas, M. R. H.,  Juman, M. K.,  Karim, A. M., Tabash, M. I., Hossain, M. I. (2020). Do Service 
Quality Dimensions Increase the Customer Brand Relationship among Gen Z? The 
Mediation Role of Customer Perception between the Service Quality Dimensions 
(SERVQUAL) and Brand Satisfaction. International Journal of Advanced Science and 
Technology. 29(4), 1050-1070  

Polas, M. R. H.,  Juman, M. K.,  Karim, A. M., Tabash, M. I., Hossain, M. I. (2020). Do Service 
Quality Dimensions Increase the Customer Brand Relationship among Gen Z? The 
Mediation Role of Customer Perception between the Service Quality Dimensions 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN ECONOMICS AND MANAGEMENT SCIENCES 
Vol. 1 2 , No. 4, 2023, E-ISSN: 2226-3624 © 2023 

143 
 

(SERVQUAL) and Brand Satisfaction. International Journal of Advanced Science and 
Technology. 29( 4), 1050-1070  

Polas, R. H., Imtiaz, M., Saboor, A., Hossain, N., Javed, M. A., & Nianyu, L. (2019). Assessing 
the Perceived Value of Customers for being Satisfied towards the Sustainability of 
Hypermarket in Malaysia. International Journal of Business, 6(5), 248-263. 

Rialti, R., Filieri, R., Zollo, L., Bazi, S., and Ciappei, C., (2022). Assessing the relationship 
between gamified advertising and in-app purchases: a consumers’ benefits-based 
perspective. International Journal of Advertising, 41(5), pp.868-891. 

Sabri, M. O., Al-Qawasmi, K., Odeh, M., & Aydin, M. E. (2023). Adoption of business model 
canvas in exploring digital business transformation. Information Sciences Letters, 12(2), 
845-854. 

Saunders, M., Lewis, P. H. I. L. I. P., & Thornhill, A. D. R. I. A. N. (2007). Research methods. 
Business Students 4th edition Pearson Education Limited, England, 6(3), 1-268. 

Schallmo, D., Williams, C. A., and Lohse, J. (2018). Clarifying digital strategy–Detailed literature 
review of existing Approaches. In ISPIM Conference Proceedings (pp. 1-21). The 
International Society for Professional Innovation Management (ISPIM). 

Shrivastava, V. (2023). Skilled Resilience: Revitalizing Asian American and Pacific Islander 
Entrepreneurship Through AI-Driven Social Media Marketing Techniques. Available at 
SSRN 4507541. 

Sinha, S., Pandey, K. R., & Madan, N. (2018). Fintech and the demand side challenge in 
financial inclusion. Enterprise development & microfinance, 29(1), 94-98. 

Sioshansi, F. P., Zamani, R., & Moghaddam, M. P. (2022). Energy transformation and 
decentralization in future power systems. In Decentralized Frameworks for Future 
Power Systems (pp. 1-18). Academic Press. 

Stone, M. D., & Woodcock, N. D. (2014). Interactive, direct and digital marketing: A future 
that depends on better use of business intelligence. Journal of research in interactive 
marketing, 8(1), 4-17. 

Taiminen, H. M., & Karjaluoto, H. (2015). The usage of digital marketing channels in SMEs. 
Journal of small business and enterprise development, 22(4), 633-651. 

Varnali, K. (2010). The impact of the internet on marketing strategy: Revisiting early 
predictions. International Journal of E-Business Research (IJEBR), 6(4), 38-51. 

Wang, G. J., Xie, C., Chen, S., Yang, J. J., & Yang, M. Y. (2013). Random matrix theory analysis 
of cross-correlations in the US stock market: Evidence from Pearson’s correlation 
coefficient and detrended cross-correlation coefficient. Physica A: statistical mechanics 
and its applications, 392(17), 3715-3730. 

Westerman, G., Bonnet, D., & McAfee, A. (2014). Dönüşüm için teknolojiyi kullanmak 
Leading  Digital, . Translated by. Umit Sensoy. İstanbul: Optimist Publishing. 

Yoon, M. G., Yoon, D. Y., & Yang, T. W. (2006). Impact of e-business on air travel markets: 
Distribution of airline tickets in Korea. Journal of Air Transport Management, 12(5), 253-
260. 

You, Y. (2018). Research on quality state perception of digital production line in aviation  
enterprise,MATEC Web of Conferences. 175.  

Yu, M. M., Abdul Rashid, A., & See, K. F. (2022). Developing an innovation capital index of 
global airlines using a hierarchical data envelopment analysis approach. Journal of the 
Operational Research Society, 73(8), 1708-1723. 

Yu, S.-F. (2008). Price perception of online airline ticket shoppers. Journal of Air  Transport 
Management, 14(2), 66–69.  



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN ECONOMICS AND MANAGEMENT SCIENCES 
Vol. 1 2 , No. 4, 2023, E-ISSN: 2226-3624 © 2023 

144 
 

Zarafat, H., Sharif, P. S., & Ming, C. (2013). Demographic and social differences in the 
acceptance of Internet banking: an empirical study of Malaysia. International Journal of 
Marketing Practices, 1(1), 01-15. 

 
 


