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Abstract. Train is one of the public transportation modes in Jakarta, Indonesia. This study
focuses on the Soekarno-Hatta Airport Train whose purpose is to minimize and avoid
congestion from and to Soekarno-Hatta Airport. The aim of this study is to determine the
influence of location and price fairness toward purchase intention mediated by the convenience
of Soekarno-Hatta Airport Train. This research used quantitative method, which was then
analyzed by SEM PLS technique. The result shows that the convenience as an intervening
variable is able to significantly mediate the relation between location and price fairness toward
purchase intention.
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1.

Introduction
The role of land transportation, especially the train service, must be balanced with the level of
needs and the availability of being convenient, safe, fast, orderly, and efficient service. One of
the solutions to avoid congestion from and to Soekarno-Hatta Airport is by airport train.
PT. Railink, is a subsidiary of PT. Kereta Api Indonesia and PT. Angkasa Pura II. It is present
in a railway-based public transportation service called airport train. Soekarno-Hatta airport train
serves the Manggarai route by passing Sudirman Station, Duri Station, and Batuceper Station.
KRL passengers from Bogor and Bekasi can switch to airport train at the Manggarai station to
Soekarno Hatta Airport, and vice versa. Sudirman is also an office area where the traffic is quite
dense. This situation allows the segmentation of the airport train market among the workers in
the Sudirman area.
According to the acting president director of Railink, Mukti Jauhari, there is a change in the
number of passengers in 2019. The number of passengers using the airport train has grown to
2,000,000 compared to in 2018 which was only 800,000 passengers. Although it has increased
every year, the daily capacity is not always full. Most passengers prefer to take the KRL
because the price given is cheaper than the airport train. In fact, the price offered is in
accordance with its facilities and services, compared to KRL or other land transportation modes.
Therefore, the objective of this study is to recognize the influence of location and price fairness
toward purchase intention mediated by the convenience on Soekarno - Hatta Airport Train.

2.

Literature Review
2.1 Location
Determining location is very vital because choosing wrong location can cause failure to the
company. Swastha (2000), stated that location (place) shows the various activities
undertaken by the company to make its products obtainable and available to consumers.
According to John Wiley & Sons (2006), choosing potential alternatives for the train
station site, as well as selecting the related main criteria and sub criteria, are made using
the results of transport and urban, rail-related, environmental, and economic studies. In
addition, choosing the location are also considered. The concept of location is important
for service organizations because the inseparability of production and consumption of
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service often requires direct contact between customers and service providers. Location
which is related to the business operation environment, the proximity with customers,
accessible transportation, and the presence of competitors is the most dominant
consideration for customers (Loekito et al, 2014).
2.2 Price Fairness
Price is an important factor influencing the airport train’s customers’ choice (Huangfu &
Zhu, 2010). Price fairness is decided by consumers, whether the price offered by the seller
is reasonable, acceptable, and fair (Rothenberger, 2015). In many cases, the customers
think that the price is fair if it is lower than the real price (Darke & Dahl, 2003). This
condition is what customers like because it fulfills their personal expectations, so the
customers are interested in using the airport train service. According to Khairunnisa et al.
(2019), price is important in selling both products and services because it directly
influences the results of services.
2.3 Convenience
The convenience is very important for service providers. Giving greater convenience to the
customers will increase profit and corporate image (Pina et al, 2006). Moreover, train
schedules must be kept relatively stable to consider the convenience of train officers and
passengers. Only a certain range of schedule changes is permitted (Zhang et al, 2019). PT.
KA has promised the convenience for the passengers in order to improve its business
performance. The train is more comfortable. For example, train capacity is also greater
than other land transportation modes (Lestari D & Hudrasyah, 2012). According to
Gounaris et al. (2010), the quality of service is the expected level of excellence as well as
the control of fulfilling customer desires. In this case, the convenience will affect the
airport train customers to be interested in using the transportation and believe that the
services provided are based on what customers expect.
2.4 Purchase Intention
Based on the Theory of Planned Behavior (TPB), individual performance of certain
behavior is determined by the purchase intention behavior. The intention itself is
characterized by attitudes toward behavior, subjective norms about engaging in behavior,
and perceptions about whether individuals will be able to successfully engage in target
behavior (George, 2004). It is likely that customers will buy certain products or services
with short-term decision making (Chrisnawan et al., 2019). According to Wu et al. (2011),
purchase intention represents the possibility that customers will plan or are ready to buy
certain products or services in the future. When customers have positive purchase
intention, it forms a positive brand commitment that encourages the customers to take
actual purchase actions (Schiffman & Kanuk, 2007). From the explanation, it can be
concluded that the purchase intention is influenced by the value of the customers’
assessment toward the product.
2.5 Location Influence toward Convenience
According to John Wiley & Sons (2006), choosing potential alternatives for the train
station site and selecting the related main criteria and sub criteria are made using the
results of transport and urban, rail-related, environmental, and economic studies. In
addition, choosing the location are also considered. Thus, the location creates convenience
for customers of the Soekarno-Hatta Airport Train. Besides, giving greater choices and
convenience to customers will increase profits and company image (Pina et al., 2006).
Therefore, the research hypothesis is proposed:
H1: Location influences convenience.
2.6 Price Fairness Influence toward Convenience
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The price offered by the company to passengers is in accordance to the services provided
by PT.Railink (Srikanjanarak, Omar, & Ramayah, 2009). The convenience is a
fundamental element when we talk about airport train services. Passengers need cleanliness
and comfortable seat both on train and at station when they travel by airport trains (de Oña
et al, 2016). According to Nusair et al (2010), there is a positive relation between prices
and convenience in service as perceived by customers. Therefore, the research hypothesis
is proposed:
H2: Price fairness influences convenience.
2.7 Convenience Influence toward Purchase Intention
The previous research showed that decision convenience is positively related to
consumers’ purchase intention (Seiders et al., 2007). Decision convenience is an important
aspect of customers’ satisfaction with the service provider and its offerings (Colwell et al.,
2008). According to Jeng (2016), decision convenience to use the airport train service can
enhance customers’ purchase intention. Therefore, the research hypothesis is proposed:
H3: Convenience influences purchase intention
2.8 Location Influence toward Purchase Intention
Locations related to the environment around business operations, proximity to consumers,
easy access to transportation, and the presence of competitors are the most dominant
considerations for customers (Loekito et al., 2014). According to Mowen et al. (2002), one
of the factors influencing the purchase intention of train customers is their own physical
environment, such as the location of the train service and its atmosphere. According to Wu
et al. (2011), purchase intention represents the possibility that the customers will plan or
are ready to buy certain products or services in the future. Therefore, the research
hypothesis is proposed:
H4: Location influences purchase intention.
2.9 Price Fairness Influence toward Purchase Intention
The previous research showed that price fairness has positive influence toward purchase
intention (Homburg et al., 2014);(Kukar-Kinney., 2007). This influence makes customers
interested in price fairness offered by airport train. Price fairness is identified as a strong
predictor of purchase intention (Lee, Illia, & Lawson-Body, 2011). Previous research
showed that perception of price fairness directly influences customers’ purchase intention
(Herrmann et al., 2007). Therefore, the research hypothesis is proposed:
H5: Price fairness influences purchase intention
Location
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Price
Fairness
(X2)

H2
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Convenience
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Purchase
Intention
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Figure 1. Conceptual framework
3.

Research Methodology
This research used quantitative methods. The population in this research was the SoekarnoHatta airport train customers. According to Hair, Anderson, Tatham, & Black (2010), the sum
of parameter is multiplied 5 – 10. In this study, there were 12 indicators so that the respondents
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were 10x12 = 120. The technique used was a non probability sampling called purposive
sampling with certain techniques or consideration. The criteria used in this study were: (1) the
respondents are less than 20 years; (2) the respondents have income, and (3) the respondents use
the Soekarno-Hatta airport train. Data were analyzed using SEM PLS.
Table 1. List of indicators
Variable

Indicator

Source

Location X1.1 Possibility of most favorable access to the
city transport systems
X1.2 Reduction in journey time
Price
X2.1 Prices affordable to all
Fairness
X2.2 Prices fair relative to other
X2.3 Prices meeting expectations
X2.4 Prices appropriate for services

Convenience

Purchase
Intention
4.

Y1
Y2
Y3
Y4

Passenger’s toilet at train
Availability on seating at reservation
Traveling time on train
Smoothness rides on

Z1

Consider buying

Z2

Expect to buy

(Mohajeri &
Amin, 2010)
(Setiawan,
Wati, Wardana,
& Ikhsan,
2020)

(Lestari D &
Hudrasyah,
2012)
(Teng &
Laroche, 2007)

Results and Discussion
4.1 Validity and Reliability Testing
From the SmartPLS-assisted calculation, the following results were obtained:
Table 2. Square Root of AVE and Correlation Between Variable
Variable
AVE
Root of AVE
0,89
Location
0,948
8
0,66
Price Fairness
0,815
4
0,72
Convenience
0,854
9
Purchase
0,78
0,885
Intention
4
Based on Table 2, AVE square root of each variable is higher than its coefficient correlation
with other variables. This measurement will be accepted if each variable has a good validity
determinant. From the determinant validity tests, all location variables, price fairness,
convenience, and purchase intention were valid because each AVE value exceedeed 0.50
(J. Noor, 2014).
4.1.1

Reliability Testing
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The construct will be considered reliable if the composite reliability value exceeds
0.60 (Sekaran, 2003). The results of the reliability testing in this research can be
seen in Table 3.
Variable
Location

Table 3. Reliability Indicator
Composite
Cronbach's Alpha
Reliability
0,947
0,887

Result
Reliable

Price Fairness

0,887

0,831

Reliable

Convenience

0,915

0,876

Reliable

Purchase
Intention

0,879

0,725

Reliable

It
can
be

concluded then that the construct had good reliability as the value obtained was >
0.60.
4.1.2

Validity Testing
Based on the convergent validity testing results as presented in Figure 2, all of the
indicators measuring the construct were declared valid for having outer loading
factor of > 0.60 (Sekaran, 2003)
Figure 2. PLS Algorithm

4.2 Direct Effect
Figure 2 shows that the direct relation among variables. Hypothesis testing was done at the
5% significance level, and it would be accepted if T count > 1.79 (T table) and p < 0.5.
Hypothesis testing results obtained by bootstrapping smartpls are presented in Table 4.
Table 4. Path Coefficients and T-values
Original
T Statistics P Values
Sample (O)
0,421
6,435
0,000
Location  Convenience
0,515
7,925
0,000
Price Fairness 
Convenience
0,435
4,242
0,000
Convenience Purchase
Intention
0,201
2,130
0,034
Location  Purchase
Intention
0,249
2,619
0,009
Price Fairness  Purchase
Path

165

Result
Accepted
Accepted
Accepted
Accepted
Accepted

Intention

Bas
ed on table 4, location influenced convenience with T count of 6.435 > 1.79. It also shows
that location had a direct influence on convenience at 0.421. Price fairness influenced on
convenience with T count of 7.925 > 1.79. The price fairness also had a direct influence
toward convenience at 0.515. The convenience influenced purchase intention with T count
of 4.242 > 1.79. It shows that the convenience had a direct influence on purchase intention
at 0.435. Location also influenced purchase intention with T count of 2.130 > 1.79.
Location had a direct influence on purchase intention at 0.201. Lastly, price fairness also
influenced purchase intention, shown by T count of 2.619 > 1.79. The price fairness had a
direct influence on purchase intention at 0.249. It can be concluded that the five hypotheses
are accepted.

4.3 Indirect effect
Table 5 shows that there was an indirect relation between location and price fairness toward
purchase intention through convenience as an intervention variable.
Table 5. Indirect Effect
Effect
Location  Convenience 
Purchase Intention
Price Fairness  Convenience
 Purchase Intention

Original
Sample
(O)
0,183

T
Statistic
s
3,241

P
Value
s
0,001

0,224

3,958

0,000

Result
Significan
t
Significan
t

First, convenience indirectly influenced the location toward purchase intention with T count
of 3.241 > 1.79, which was found from the sobel test at a level of significance of 5% and PValues 0.001. Then, convenience also indirectly influenced the price fairness toward
purchase intention with T count of 3.958 > 1.79, which was found from the sobel test at the
5% significance level and P-Values 0,000. It can be concluded that although location
directly influenced purchase intention and the price fairness directly affected purchase
intention, convenience was also able to mediate between the first and the last.
4.4 Goodness of Fit Test
Table 6 shows the criteria for R-squared values, with 0.75 being strong, 0.50 moderate, and
0.25 weak.
Table 6. R Square
Variables
Convenience
Purchase
Intention

R2
0,788
0,701

Result
Strong
Moderate

The structural model fit can be seen from the Q-squared as follows:
Q2 = 1 – ( 1 – 0,788) ( 1 – 0,701 ) = 0, 94
The Q-squared obtained was 0.94. Because Q-squared was higher than 0, the model was
proven to have predictive relevance with strong value.
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5.

Conclusions and Suggestions
5.1 Conclusions
The results showeds that the location and price fairness had positive influence toward
convenience. This study is the same with the research conducted by Pina et al. (2006) and
Nusair et al. (2010). This means that the location that was easily accessible and the price
fairness offered was a major consideration for customers when they feel comfortable using
the Soekarno-Hatta Airport Train. Convenience had a positive influence on purchase
intention. This research is the same with the research conducted by Jeng (2016). This means
that convenience could increase purchase intention. The convenience provided in
accordance with what the customers expect would increase customers purchase intention of
the Soekarno-Hatta Airport Train. Convenience as an intervening variable was able to
significantly mediate the relationship between location and price fairness toward purchase
intention. Location and price fairness also had a positive influence on purchase intention.
This study is the same with the research conducted by Mowen et al. (2002) and Homburg et
al. (2014). This finding showed that location and price fairness can increase purchase
intention. The fact that the location was easy to reach and the price offered is suitable for
custmers' purchasing power would increase purchase intention of the Soekarno-Hatta
Airport Train service.
5.2. Managerial Implications
In general, The Soekarno-Hatta Airport Train has succeeded in applying its strategy by
utilizing its location, price fairness and convenience to increase the purchase intention of
train customers. Soekarno-Hatta Airport Train has provided the convenience for its
passengers. However, it is better if the quality should be still improved so the passengers do
not feel disappointed because they have spent enough money for a single trip, and
passengers’ loyalty appears. Suggestions for further research is to carry out the topic in
other service industries or other research objects. The research should not only focus on one
train route, but also any train route.
References:
Chrisnawan, L., Onibala, M., Octora, Y., Setiawan, E. B., & Antony, D. (2019). The Effect of
Price And Perceived Quality on Ticket Purchase Intention at Lion Air Airline. 187–195.
Colwell, S. R., Aung, M., Kanetkar, V., & Holden, A. L. (2008). Toward a measure of service
convenience: Multiple-item scale development and empirical test. Journal of Services
Marketing. https://doi.org/10.1108/08876040810862895
Darke, P. R., & Dahl, D. W. (2003). Fairness and Discounts: The Subjective Value of a Bargain.
Journal
of
Consumer
Psychology,
(13(3),
328–338).
https://doi.org/10.1207/S15327663JCP1303_13
de Oña, J., de Oña, R., Eboli, L., Forciniti, C., & Mazzulla, G. (2016). Transit passengers’
behavioural intentions: the influence of service quality and customer satisfaction.
Transportmetrica
A:
Transport
Science,
12(5),
385–412.
https://doi.org/10.1080/23249935.2016.1146365
George, J. F. (2004). The theory of planned behavior and Internet purchasing. Internet
Research, (14(3), 198–212). https://doi.org/10.1108/10662240410542634
Gounaris, S., Dimitriadis, S., & Stathakopoulos, V. (2010). An examination of the effects of
service quality and satisfaction on customers’ behavioral intentions in e-shopping. Journal
of Services Marketing, 24(2), 142–156. https://doi.org/10.1108/08876041011031118

167

Hair, J. F., Anderson, R. E., Tatham, R. L. and, & Black, W. C. (2010). Multivariate Data
Analysis: A Global Perspective (7th Edition). In Pearson Prentice Hall, New Jersey.
Herrmann, A., Xia, L., Kent, M. B., & Huber, F. (2007). The influence of price fairness on
customer satisfaction: An empirical test in the context of automobile purchases. Journal of
Product
and
Brand
Management,
(1(16),
49–58).
https://doi.org/10.1108/10610420710731151
Homburg, C., Totzek, D., & Krämer, M. (2014). How price complexity takes its toll: The
neglected role of a simplicity bias and fairness in price evaluations. Journal of Business
Research, (67(6), 1114–1122.). https://doi.org/10.1016/j.jbusres.2013.05.049
Huangfu, G., & Zhu, L. (2010). Chinese consumers’ perception of price fairness to state-owned
and non-state-owned enterprises. 2010 7th International Conference on Service Systems
and Service Management, Proceedings of ICSSSM’ 10, (1986), 679–682.
https://doi.org/10.1109/ICSSSM.2010.5530155
J. Noor. (2014). Analisis Data Penelitian Ekonomi dan Manajemen. jakarta: Grasindo.
Jeng, S. P. (2016). The influences of airline brand credibility on consumer purchase intentions.
Journal
of
Air
Transport
Management,
55,
1–8.
https://doi.org/10.1016/j.jairtraman.2016.04.005
John

Wiley & Sons, I. (2006). Planning
https://doi.org/10.1017/CBO9781107415324.004

and

Urban

Design

Standards.

Khairunnisa, Wibowo, E. W., & Yoeliastuti. (2019). Analisis Harga Tiket Dan Fasilitas
Transaksi Terhadap Kepuasan Penumpang Kereta Api Bandara Soekarno-Hatta. Jurnal
Lentera Bisnis, 8(2), 59. https://doi.org/10.34127/jrlab.v8i2.292
Kukar-Kinney, M., Xia, L., & Monroe, K. B. (2007). Consumers’ perceptions of the fairness of
price-matching refund policies. Journal of Retailing, (83(3), 325–337).
https://doi.org/10.1016/j.jretai.2007.03.005
Lee, S., Illia, A., & Lawson-Body, A. (2011). Perceived price fairness of dynamic pricing.
Industrial
Management
and
Data
Systems,
(111(4),
531–550).
https://doi.org/10.1108/02635571111133533
Lestari D, C., & Hudrasyah, H. (2012). Recommendation of Marketing Mix Model for
Bandung-Soekarno Hatta Railway Route. Indonesian Journal of Business Administration,
1(3), 182–187.
Loekito, M., Irawan, C., Nugroho, A., & Kartika, E. W. (2014). Analisa Pengaruh Marketing
Mix (7p) Terhadap Keputusan Pembelian Di Folks! Coffee Shop And Tea House surabaya.
Universitas
Kristen
Petra,
Surabaya,
Indonesia.
https://doi.org/10.1017/CBO9781107415324.004
Mohajeri, N., & Amin, G. R. (2010). Railway station site selection using analytical hierarchy
process and data envelopment analysis. Computers and Industrial Engineering.
https://doi.org/10.1016/j.cie.2010.03.006
Mowen, Jhon C & Minor, M. (2002). Perilaku Konsumen. Edisi 5. Jilid 2. Jakarta: Penerbit
Erlangga.

168

Nusair, K., Yoon, H. J., Naipaul, S., & Parsa, H. G. (2010). Effect of price discount frames and
levels on consumers’ perceptions in low-end service industries. International Journal of
Contemporary
Hospitality
Management,
22(6),
814–835.
https://doi.org/10.1108/09596111011063106
Pina, J. M., Martinez, E., Chernatony, L. de, & Drury, S. (2006). European Journal of
Marketing The effect of service brand extensions on corporate image: An empirical model.
European Journal of Marketing, 40(1/2), 174–197. https://doi.org/10.1108/JHOM-092016-0165
Rothenberger, S. (2015). Fairness through transparency: The influence of price transparency
on price fairness perceptions. 32(15/008), 0–32.
Schiffman, L. G., & Kanuk, L. L. (2007). Consumer Behaviour, ninth ed. Prentice-Hall Inc, NJ.
Seiders, K., Voss, G. B., Godfrey, A. L., & Grewal, D. (2007). SERVCON: Development and
validation of a multidimensional service convenience scale. Journal of the Academy of
Marketing Science. https://doi.org/10.1007/s11747-006-0001-5
Sekaran, U. (2003). Research and Markets: Research Methods for Business - A Skill Building
Approach.
In
John
Wiley
&
Sons.
https://doi.org/http://dx.doi.org/10.1108/17506200710779521
Setiawan, E. B., Wati, S., Wardana, A., & Ikhsan, R. B. (2020). Building trust through customer
satisfaction in the airline industry in Indonesia: Service quality and price fairness
contribution.
Management
Science
Letters,
10(5),
1095–1102.
https://doi.org/10.5267/j.msl.2019.10.033
Srikanjanarak, S., Omar, A., & Ramayah, T. (2009). The Conseptualisation And Operational
Measurement Of Price Fairness Perception In Mass Service Context. Asian Academy of
Management Journal, (14, 79–93).
Swastha, B. (2000). Asas-Asas Marketing. Marketing Journal, Yogyakarta: Liberty., 187.
Teng, L., & Laroche, M. (2007). Building and testing models of consumer purchase intention in
competitive and multicultural environments. Journal of Business Research, (60, 260–268).
https://doi.org/10.1016/j.jbusres.2006.09.028
Wu, P. C. S., Yeh, G. Y. Y., & Hsiao, C. R. (2011). The effect of store image and service
quality on brand image and purchase intention for private label brands. Australasian
Marketing Journal. https://doi.org/10.1016/j.ausmj.2010.11.001
Zhang, H., Jia, L., Wang, L., & Xu, X. (2019). Energy consumption optimization of train
operation for railway systems: Algorithm development and real-world case study. Journal
of Cleaner Production, 214, 1024–1037. https://doi.org/10.1016/j.jclepro.2019.01.023

169

