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 The problem at Soekarno-Hatta Airport was the need for more facilities with value for consumers, 
both utilitarian and hedonic. The research examines the impact of Utilitarian and Hedonic Values 
on Purchase Intentions, which Customer Intentions mediate. Based on the data, the research 
approach used was quantitative. According to the explanation category, this research is asymmetric 
causal research. The study population comprised business class passengers of full-service airlines 
at Soekarno-Hatta International Airport with various destinations, and the sample size was 219 
respondents. The sampling technique was non-probability sampling, in this case, incidental 
sampling. The method of secondary data collection used was a study-desk with technical data using 
SEM-PLS. The results showed that Hedonic Value and Purchase Intention directly and 
significantly influenced Customer Intention and Purchase Intention. Customer Intention Hedonic 
Value had a positive but insignificant impact on purchase intention. 
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1. Introduction 

 

Nowadays, an airport is viewed not only from the aspect of aviation business but also from related companies (Ricardianto et 
al., 2022). At an airport, passengers and those accompanying them can do shopping or culinary activities. Therefore, airport 
management tries to grow this non-aviation business aspect, for example, by launching an airport reward program, improving 
an airport loyalty program, and improving the airport service quality. There is some previous research on airport reward 
programs and their impact on the consumer's desire to visit an airport. One of the previous research was conducted by Wu 
and Tsui (2020) at Changi Airport in Singapore, which is referred to in this research. That research uses perceived benefit or 
Changi Reward Benefits as an independent variable. In contrast, purchase intention becomes a dependent variable with two 
proxies: the time spent at the airport and the purpose of visiting the airport. Meanwhile, the intervening variable is customer 
intention with two proxies: reward-driven and knowledge-driven. This research is expected to be novel. That is why this 
research strengthens the research model of Wu and Tsui (2020) and Yanson et al. (2022a) by incorporating the variables of 
utilitarian value and hedonic value and concerning the utilitarian and hedonic values at an airport, comparing the utilitarian 
and hedonic shopping values. Chung (2015) finds that the latter has a more substantial influence on shopping behavior at an 
airport. Then, such a research model is strengthened further by the research model of Bezerra and Gomes (2019), which 
incorporates airport service quality (ASQ). Graham (2013) and Zhang and Zhang (1997) state that airport business can be 
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classified into aviation operations and non-aeronautical activities. Such a condition can be seen at modern international 
airports like Singapore Changi Airport, the Korean International Airport of Incheon, and London's Heathrow Airport (Fasone 
et al., 2016). Modern international airports make many efforts to expand their services and non-transportation facilities to 
transform an airport from an ordinary place into a commercial hub offering various extraordinary services and commercial 
activities. Such an investment has become valuable and generated a significant income for every airport (Han et al., 2015). In 
another research, Akan et al. (2022), through the Theory of Planned Behavior, add an environmental awareness to predict the 
factors influencing the Intention to purchase an airline. Some other research has been conducted on customer intention, which 
is much used as an intervening variable for Indonesian airlines’ products and services as well as airports  (Budiarto et al., 
2023; Ricardianto et al., 2023; Kim et al., 2020; Pahala et al., 2021; Moslehpour et al., 2021; Wu & Tsui, 2020). The variable 
of purchase intention is quite much used as the primary variable, much studied in the previous research at some flights and 
airports (Bakır & Mkedder, 2023; Yanson et al., 2022b; Ye et al., 2023; Endri et al., 2020). The result of research by Ashraf 
et al. (2019) related to hedonic values shows that personal innovations positively affect the users' hedonic values. 
Simultaneously, utilitarian value and hedonic value are studied by Budiarto et al. (2023), Priyandani and Indrajaya (2023), 
Shakeri and Mehrabani (2016), and Chung (2015), which are used as two variables closely related to consumers and quite 
much studied in the commercial activities of some airports. Hedonic shopping value, compared to utilitarian shopping value, 
would appear to have a more substantial effect on airport shopping behavior, meaning that airport shopping may involve more 
multisensory decisions than cognitive decisions (Chung, 2015). The results of other research, Hiranrithikorn and 
Banjongprasert (2022) and Chang et al. (2023) revealed that there are two components of motivation factors, namely utilitarian 
and hedonic motivation, which can mediate the relationship between several online variables. 
  
The problem at Soekarno-Hatta airport is the need for facilities to have values, both utilitarian value and hedonic value, for 
consumers. Concerning consumer needs, both hedonic and utilitarian, it is assumed that Soekarno-Hatta Airport still needs to 
fulfill them fully. The relatively minimal facilities of Soekarno-Hatta airport to fulfill the hedonic and utilitarian consumer 
needs cause a low customer intention to go to Soekarno-Hatta airport for non-aviation purposes. Most visitors of Soekarno-
Hatta airport have something to do with aviation, either as passengers or pick-ups. However, it is strongly suspected that very 
few visitors at Soekarno-Hatta airport visit the airport for non-aviation purposes, including for a reward program. This means 
the consumers' reward-driven and knowledge-driven intentions to go to Soekarno-Hatta airport for non-aviation purposes 
could be higher.  
  
Then, there is a problem of purchase intention, causing the consumers not to intentionally visit the airport for non-aviation 
purposes. This means that the time consumers spend visiting Soekarno-Hatta airport is relatively low, and the effort to visit 
Soekarno-Hatta airport is also relatively low. Concerning the problem of relatively minimum facilities of Soekarno-Hatta 
airport related to the airport loyalty program, the result of a preliminary study conducted through a simple survey involving 
32 respondents who were met by the researchers at Soekarno-Hatta airport proves it. Respondents are asked only about their 
level of satisfaction with the facilities of Soekarno-Hatta airport related to the airport reward program and airport loyalty 
program. 
 
2. Literature Review 
 
2.1 Utilitarian Value 
 
Batra and Ahtola (1991) state that utilitarian value is initially an attribute that relates to consumer perception of an object's 
utility and functionality, and it is directed to a good achievement and refers to efficient and rational decision-making. 
Utilitarian value is a rational value, like efficiency (cost saving), convenience, information availability, and opportunity to 
choose a product variation (selection) in shopping up to having an appearance in a lifestyle (Novela et al., 2020). Utilitarian 
value is essential to business and retail strategies (Mehmood & Hanaysha, 2015). According to Yanson et al. (2022), utilitarian 
value includes airport reward benefits, loyalty programs, and service quality. The utilitarian factor of consumer behavior is a 
perceived benefit (Koch et al., 2020). 
 
2.2 Hedonic Value 
 
Solomon and Panda (2004) state that hedonic value theoretically emphasizes consumers' subjective measurement and 
experiences regarding a product or brand. Hedonic value is a consumer purchasing behavior that prioritizes emotional 
dimensions such as experience, prestige, pleasure, social status, sensation, and social image (Novela et al., 2020). Hedonic 
motivation is theoretically a consumer purchasing behavior that prioritizes emotional dimensions such as experience, prestige, 
pleasure, social status, sensation, and social image. Consumers may depend on a product to fulfill their happiness, self-
confidence, and fantasy needs. Hedonic value is primarily a social point of view that creates the characteristics of hedonism 
(Slack et al., 2021).  
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2.3 Customer Intention 
 
Ajzen and Fishbein (1975) explain that Intention is initially a factor that motivates consumers and, in turn, influences their 
behavior, and a particular behavior will be performed by individuals, which mainly depends on the strength of their Intention. 
Consumer purchase intention on a specific behavior still becomes the main focus of such a famous theory as the Theory of 
Reasoned Action, which is studied by Al-Suqri and Al-Kharusi (2015),  Belleau et al. (2007), Haque et al. (2015), and Hale 
et al., (2002). Purchase intention refers to what consumers think about or consider buying (Kotler, 2018). Purchase intention 
according to is a decision to act or a mental step in the decision-making process where the consumer has developed an actual 
willingness to act against an object or brand (Nusraningrum & Endri, 2024; Wells et al., 2011; Wang & Yang, 2008) 
 
2.4 Purchase Intention 
 
Intention is an antecedent that stimulates and drives products or consumer services (Hawkins & Mothersbaugh, 2010). High 
purchase intention will be able to build profitable relations with customers, and the researchers also show that quality will 
influence customer retention (Xiao et al., 2018). Yang et al. (2018) find that organizational staff play essential roles in the 
purchase goals. The mediation of perception influences purchase intention, both in the same direction and opposite direction, 
and word-of-mouth information is an antecedent that influences purchase intention (Soelasih & Sumani, 2021). Finally, some 
previous empirical researches explore the correlation between consumer attitude and purchase intention for various products 
and services (Rahmasari et al., 2024; Samosir et al., 2024; Louis et al., 2023; Son et al., 2013; Summers et al., 2006; Wu & 
Lo, 2009). 
 
Based on the temporary results of observation, several problems related to the airport reward loyalty program at Soekarno-
Hatta Airport can be identified: (1) Compared with other international airports that organize airport reward programs or loyalty 
programs, Soekarno-Hatta Airport has not been optimal in providing the facilities that meet consumers' hedonic and utilitarian 
motivation. (2) The airport reward program and airport loyalty program organized by Soekarno-Hatta Airport have yet to 
maximally attract consumers to come to the airport for non-aviation purposes. (3) No previous research examines the factors 
that generate consumers' willingness to go to Soekarno-Hatta Airport for non-aviation purposes. (4) No previous research 
proves the consumers' strongest motivation to come to Soekarno-Hatta Airport for non-aviation purposes, whether it is rational 
purposes (utilitarian motivation) or emotional purposes (hedonic motivation). (5) No previous research proves the influence 
of consumer intention on purchase intention at Soekarno-Hatta Airport. 
 
Based on its background, this research will examine whether Soekarno-Hatta Airport's airport reward program and loyalty 
program can attract consumers to the airport for non-aviation purposes. Based on the description of existing problems, the 
aims of this research are: (1) to analyze the influence of Utilitarian Value on purchase intention and customer intention at 
Soekarno-Hatta Airport, (2) to analyze the influence of hedonic value on purchase intention and customer intention at 
Soekarno-Hatta Airport, (3) to analyze the influence of customer intention on purchase intention at Soekarno-Hatta Airport, 
(4) to analyze the role of customer intention in mediating the influence of utilitarian value on purchase intention at Soekarno-
Hatta Airport, (5) to analyze the role of customer intention in mediating the influence of hedonic value on purchase intention 
at Soekarno-Hatta Airport. 
 
2.5 Hypothesis Development  
 
Some previous studies relevant to the theories of each variable are described as one of the theoretical gaps in this research. 
Starting from the first, the phenomenon of a utilitarian value at an airport reveals that the value of utilitarian expenditure 
influences passengers' purchase behavior (Priyandani & Indrajaya, 2023). Chung (2015) states that the utilitarian value of 
duty-free shopping at the airport is the most crucial thing in determining the Intention. Some previous research relevant to 
inter-variable influence is described as one of the empirical and methodological gaps in this research. Starting from the 
phenomenon of utilitarian value, according to Budiarto et al. (2023), Yanson et al. (2022b), and Chung (2015), it directly 
influences the purchase intention at international airports in Southeast Asia. In general, the draft hypothesis in this research 
aligns with Lo Presti et al. (2021) and Andriani et al. (2021) that utilitarian value influences purchase intention. The result of 
this research is also in line with the research by Arruda Filho et al. (2020), which showed a correlation between utilitarian 
value and purchase intention. However, the draft hypothesis in this research does not support the result of research by 
(Fernandes et al., 2020) and Yin and Qiu (021), who did not find the influence of utilitarian value on purchase intention.  
 
In the second hypothesis, utilitarian value is one of the ways to attract customer intention, according to the findings of 
Sumarliah et al. (2022) and Overby and Lee (2006), who state that utilitarian value influences customer intention. Based on 
the definition of utilitarian value and the previous relevant research, two hypotheses are proposed as follows: 
 
H1:  Utilitarian value directly influences purchase intention. 
H2: Utilitarian value directly influences customer intention. 
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Concerning the third hypothesis, some previous research is relevant to the theory of the variable that has been discussed, 
namely hedonic value, and relevant to the general phenomenon of hedonic value, both for attracting customer intention. This 
draft hypothesis is in line with the findings of Bekti et al. (2022), Redda (2020), and Overby & Lee (2006), who indicate that, 
in general, hedonic value positively and significantly influences customer intention. Subsequently, it relates to the fourth 
hypothesis, namely the influence of hedonic value on purchase intention. In general, some phenomena relevant to this draft 
research align with Lo Presti et al. (2021) and Andriani et al. (2021), who state that hedonic value influences purchase Intention. 
The result of research at this airport supports the hypothesis testing of Budiarto et al. (2023) and Yanson et al. (2022a) that 
hedonic value positively influences purchase intention. The fourth hypothesis is generally in line with the results of other 
research, such as those by Arruda Filho et al. (2020), Won and Kim (2020), Mohammed (2020), Yin and Qiu (2021), and 
Bekti et al. (2022), who find that the perceived hedonic value of things influences purchase intention. Based on the definition 
of hedonic value and the previous relevant research, two hypotheses and their models are proposed: 
 
H3: Hedonic values directly influence customer intention. 
H4: Hedonic values directly influence purchase intention. 
 
Concerning the third variable, some previous research relevant to the variable has described it as customer intention attracting 
purchase intention. The fifth draft hypothesis supports some phenomena from previous research. This draft hypothesis aligns 
with the research by Shakuntala and Ramantoko (2023) and Suhartanto et al. (2021), who mention the prediction that customer 
intention will attract purchase intention. The fifth draft hypothesis also aligns with Kuo's (2021) opinion that service failure 
can influence customer purchase intention for airlines based in the US. It is aimed at knowing their purchase intention. This 
research is still in line with the result stating that customer intention can attract purchase intention with the passengers in the 
airport, keeping the brand image in mind. Based on the definition of customer intention and previous relevant research, the 
following hypothesis and its model are proposed: 
 
H5: Customer intention directly influences purchase intention. 
 
In the sixth hypothesis, some previous research relevant to the variable has described it. Utilitarian value will attract purchase 
intention through customer intention. The sixth draft hypothesis supports some phenomena from previous research. The direct 
influence of the sixth hypothesis supports the research by Budiarto et al. (2023), Yanson et al. (2022b), and Chung (2015) that 
utilitarian value directly influences purchase intention at the airport. Whereas in its indirect influence, the sixth hypothesis is 
in line with the findings of Sumarliah et al. (2022), and Overby and Lee (2006), stating that utilitarian value influences 
customer intention. Based on the definition of utilitarian value, purchase intention, customer intention, and the previous 
relevant research, the following hypothesis and its model are proposed: 
 
H6. Utilitarian value indirectly influences purchase intention through customer intention. 
 
In the seventh hypothesis, some previous research relevant to the variables has described it—as the hedonic value will attract 
purchase intention through customer intention. The seventh draft hypothesis supports some phenomena from previous 
research. The direct influence of the seventh hypothesis supports the research by Budiarto et al. (2023) and Yanson et al. 
(2022a) that hedonic value positively influences purchase intention. Whereas in its indirect influence, the seventh hypothesis 
is in line with the findings of Arruda Filho et al. (2020), Won and Kim (2020), Mohammed (2020), Yin and Qiu (2021), and 
Bekti et al. (2022), that hedonic value influences purchase intention. Based on the definition of hedonic value, purchase 
intention, customer intention, and the previous relevant research, the following hypothesis and its model are proposed: 
 
H7: Hedonic value indirectly influences purchase intention through customer intention. 
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This framework is a path analysis model, with the exogenous variables being utilitarian value (X1) and hedonic value (X2). 
The endogenous variables consist of customer intention (Y) and bound endogenous variables of purchase intention (Y2). With 
this framework, it is expected to be able to examine which value (hedonic or utilitarian) has the most influence on customer 
intention and purchase intention in the context of the reward program at Soekarno-Hatta Airport. Through this framework, a 
comparison can be made between the direct influence of the two exogenous variables on purchase intention and the indirect 
influence of the two exogenous variables through the mediating variable of customer intention. 
 
3. Research Methodology  
 
This research is conducted at Soekarno-Hatta International Airport, with the analysis unit of research being the customers or 
users of Soekarno-Hatta International Airport. This research population comprises business class passengers of Full-Service 
Airlines at Soekarno-Hatta International Airport, which has various destinations. The reason for choosing business class 
passengers for FSA flights is that they are assumed to have relatively strong purchasing power, so they are more likely to do 
shopping or culinary activities at the airport. This research uses four research variables. The most significant number of 
indicators that measure the construct is 12, which measures the variable of purchase intention. Based on the sample size rule, 
which is at least ten times the most significant number of formative indicators measuring the construct (Hair et al., 2014), the 
"minimum" number of samples in this research is 10 x 12 indicators = 120 respondents. The sampling technique uses non-
probability sampling, in this case, incidental sampling. This means that any passenger at Soekarno-Hatta Airport becomes a 
sample if they are included in the business class category for FSA flights and are willing to be respondents. Data was obtained 
by distributing questionnaires to 219 selected respondents. By the population characteristics, all respondents are passengers 
of business/executive class or FSA, with various destinations. This study uses four research constructs, namely: (1) utilitarian 
value (X1), (2) hedonic value (X2), (3) customer intention (Y), and (4) purchase intention (Z). The validity test uses the 
Confirmatory Factor Analysis (CFA) test to examine the value of KMO-MSA. The data analysis technique in this research 
uses a three-stage analysis, including descriptive statistical analysis, SEM-PLS analysis, and path analysis. SEM-PLS 
evaluation in this research, in the case of outer model evaluation, uses reflective model evaluation, which consists of (1) 
indicator reliability, (2) discriminant validity, (3) internal consistency, and (4) convergent validity,  
 
4. Results and Discussion  

 
4.1. Outer Loading  
 
Based on the result of data processing using SmartPLS 3 Software, the value of outer loadings in the first model of data 
processing shows that among 43 indicators, indicators have outer loadings value under 0.7. This means the indicators do not 
pass the reliability test with outer loadings. So, it is necessary to remove those indicators because they cannot be used in this 
research. There are still indicators that need to fulfill the value requirement above 0.7, with nine indicators ranging from 0.470 
to 0.637 (Figure 2). So, those indicators need to be removed starting from the outer loadings with the smallest value so that 
there are no more indicators with values under 0.7. It can be seen from Fig. 2 that the value of all outer loading indicators is 
above 0.70, so it has been adequate to perform outer loading. 
 

  
Fig. 2. Outer Model Test of First Processing  Fig. 3. Outer Model of Second Processing  

 
 
The result of data processing reveals that all the values of outer loading in the second test have passed the indicator reliability 
test (Fig. 3). So, ten indicators are removed from the existing 20 indicators in this research because they need to fulfill the 
criteria of the indicator reliability test and the remaining ten other indicators. The process of removing those indicators is 
carried out in stages. The stage starts with removing indicators with the most minor loading factor, which is done one by one. 
This gradual process continues until there is no indicator with the value of loading factor ≤ 0.7. After all stages have been 
done, the selection results are valid, with outer loadings ranging from 0.729 to 0.890. 
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4.2.  Discriminant Validity Test 
 

4.2.1. Discriminant Validity Test by Cross Loading 
 
It explains that the indicators used in this research have had good discriminant validity to form each of their variables (Table 
2). The indicator of customer intention has a cross-loading value on its parent variable, namely customer intention, which is 
as big as 0.729. This cross-loading value (0.729) is the highest among the cross-loading customer intention value on other 
non-parent variables, namely 0.389 (cross-loading customer intention value on the variable of Hedonic Value), 0.344 (cross-
loading customer intention value on the variable of purchase intention), 0.420 (cross-loading customer intention value on the 
variable of utilitarian value). 
 
Table 1 
Results of Discriminant Validity Test by Cross Loading 

 Customer Intention Hedonic Value (X2) Purchase Intention (Y) Utilitarian Value (X1) 
C1 0.729 0.389 0.344 0.420 
C2 0.890 0.636 0.552 0.478 

UV1 0.407 0.275 0.488 0.820 
UV3 0.510 0.567 0.476 0.853 

PVA1 0.500 0.519 0.802 0.541 
TS1 0.443 0.523 0.783 0.434 
TS3 0.392 0.519 0.781 0.375 
HV1 0.514 0.820 0.557 0.390 
HV2 0.445 0.742 0.420 0.295 
HV3 0.554 0.776 0.550 0.491 

 
Table 2 
Results of Discriminant Validity Test by Fornell Larcker 

    Customer Intention Hedonic Value (X2) Purchase Intention (Y) Utilitarian Value (X1) 
Customer Intention   0.814       
Hedonic Value (X2)   0.651 0.78     

Purchase Intention (Y)   0.567 0.659 0.789   
Utilitarian Value (X1)   0.551 0.511 0.575 0.837 

 
 
4.2.2. Discriminant Validity Test by Fornell Larcker 

 
Based on the results of data processing in Table 1, all the values of the correlation variables among the variable constructs 
have shown higher scores than the non-variable ones. For example, in customer intention, the value of Fornell Larcker between 
customer intention and the variable itself is 0.814, higher than the value for customer intention on other variables. So, the four 
variables in this research have been stated to pass the Discriminant Validity test by the value of Fornell Larcker. 
 

4.2.3. Internal Consistency Test, Results of Convergent Validity Test, and Coefficient of Determination R-Square 
 
The results of the internal consistency test using composite reliability with the four values of composite reliability in the 
position ≥ 0.60, in the range of 0.795 – 0.831. These four research variables have passed the Internal Consistency test, which 
means they support the internal consistency test. The AVE values of these four variables have fulfilled the criteria of a 
convergent validity test, that is, having a value above 0.5, in the range of 0.603 – 0.700. Thus, the four variables are stated to 
pass the convergent validity test. The value of R Square gives a more robust description than the value of adjusted R Square in 
assessing endogenous constructs. The results of the analysis show that the coefficient of determination (R-Square) for the sub-
structure of three independent latent variables, namely Utilitarian Value, Customer Intention, and Hedonic Value 
(simultaneously), positively influences the dependent latent variable, namely purchase intention (Y), with the value of R Square 
(R2) as significant as 0.521 (52.1%). This means the three independent latent variables can explain purchase intention (Y) as 
much as 52.1%. Based on the value of F-Square, it is known that the value of F-Square for each variable correlation tends to vary, 
starting from neglected influence/no influence, small influence, medium influence, up to significant influence. Only one value 
of F-square has a big influence: the F-Square of the variable of Hedonic Value on Customer Intention (0.360). 
 
Suppose the influences of hedonic and utilitarian values are compared, both on customer intention and purchase intention. In 
that case, the influence of hedonic values is more significant than utilitarian values. The influence of hedonic value on 
customer intention is 0.500 (50.0%), meaning that it is bigger than the influence of utilitarian value on customer intention, 
which is 0.295 (29.5%). The influence of hedonic value on purchase intention is 0.428 (42.8%), meaning that it is bigger than 
the influence of utilitarian value on purchase intention, which is 0.283 (28.3%). This condition shows that utilitarian value, 
hedonic value, and customer intention have a predictive relevance value on purchase intention. 
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Table 3 
Q-Square Predictive Relevance 

 
4.4. Results and Discussion of Hypothesis Test  
 
H-1: Utilitarian Value Positively Influences Purchase Intention 
 
The value of the path coefficient of utilitarian value on purchase intention is 0.283, meaning that the value of the determination 
coefficient (r2) is (0.283) 2 or 0.080089 (8%). It also means that utilitarian value can explain purchase intention as much as 
8%. The significance test of the influence of utilitarian value on purchase intention with the value of t statistic as significant as 
4.535 and p-value 0.000, meaning that utilitarian value positively and significantly influences purchase intention. Thus, 
hypothesis 1 is proven. Meanwhile, the dimension of utilitarian value with the highest value of cross-loading on purchase 
intention is UV1, which is 0.488. The dimension of UV1 is related to the "airport reward benefit."  
  
The statement proposed to respondents is, "In my opinion, the reward program at the airport is profitable." The cross-loading 
value of the UV3 dimension is under UV1, although not far apart, at 0.476. The UV3 statement proposed to respondents is, 
"In my opinion, the quality of airport service for this reward system is excellent." Suppose the UV1 dimension (award 
program) and UV3 dimension (service quality) are compared. In that case, the passengers prefer getting reward programs 
(UV1) over better service (UV3). However, the difference is relatively slight, i.e., the values of cross-loading are 0.488 (UVI) 
and 0.476 (UV3). This also indicates that respondents have two reasons, which have almost the same strength: getting reward 
programs (UV1) and better services (UV3), as the reason they desire to purchase at the airport. It is just that the reward 
program (UV1) is more considered by consumers than better services (UV3) when the indicator is in the context of purchase 
intention, precisely the consumer's tendency to utilitarian value. The results of this hypothesis test generally support the results 
of Novela et al. (2020), Silaban et al. (2022), Fülöp et al. (2023), and Nida (2023) analysis, which states that utilitarian value 
is statistically proven to have a positive and significant influence on purchase intentions. This research hypothesis is in line 
with Arruda Filho et al. (2020) opinion, with managerial implications explaining that utilitarian characteristics must be 
planned more carefully according to the brand and its complexity, while utilitarian products are not related to brand trust to 
guarantee consumer purchase intentions. The results of this first hypothesis test also align with the results of Jasin et al.'s 
(2023) research, which stated that utilitarian value influences purchase intention. This research also aligns with the research 
results of Yanson et al. (2022a) and Han et al. (2018), especially at airports, which state that utilitarian value influences 
purchase intention. 
  
H-2: Utilitarian Value Positively Influences Customer Intention 
  
The path coefficient value of utilitarian value on customer intention is 0.283, meaning that the value of the determination 
coefficient (r2) is (0.295)2 or 0.087025 (8.7%). It also means that utilitarian value can explain customer intention as much as 
8%. The significance test of the influence of utilitarian value on customer intention with a t statistic value as significant as 4.027 
and a value of 0.000 means that utilitarian value positively and significantly influences customer intention. Thus, hypothesis 2 
is proven. The dimension of utilitarian value with the highest value of cross-loading on customer intention is UV3, which is 
0.510. The UV3 dimension is related to the quality of airport services.  
  
The statement proposed to respondents is, "In my opinion, the quality of airport services on the reward system is excellent." 
The cross-loading value of UV3 to customer intention is close to UV1, which has a value of 0.407. This indicates that 
respondents have two reasons with almost the same strength for getting better services (UV3) rather than getting reward 
programs (UV1) as the reason why they have a desire to go to the airport (customer intention). It is just that service (UV3) is 
more considered by consumers rather than reward programs (UV1). This tendency is in the context of customer intention and 
for consumers with a tendency to utilitarian value, different from the tendency in the context of purchase intention for 
consumers with the same tendency (utilitarian value). In general, the results of this second hypothesis test support the finding 
of Nguyen and Lee (2021) that utilitarian value influences customer intention. 
  
H-3: Hedonic Value Positively Influences Customer Intention 
  
The path coefficient value of hedonic value on customer intention is 0.283, meaning that the value of the determination 
coefficient (r2) is (0.500) 2 or 0.250 (25%). It also means that hedonic value can explain customer intention as big as 8%. The 

Regression Model    R2   Q2   Conclusion  

The Influence of Utilitarian Value and 
Hedonic value on customer Intention 

0.488 
(48.8%) 

 
0.238144 

Q2 (0.238144) > 0, meaning that the variables of Utilitarian Value and 
Hedonic Value simultaneously have a predictive power on Customer 
Intention 

The influence of utilitarian value, hedonic 
value, and customer intention      on purchase 
intention 

0.521 
(52.1%) 0.271441 

Q2 (0.271441.) > 0, meaning that the variables of Utilitarian Value, 
Hedonic Value, and Customer Intention simultaneously have a 
predictive power on Purchase Intention 
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significance test of the influence of hedonic value on customer intention has a value of t statistic as big as 8.184 and a p-value of 
0.000, which means hedonic value positively and significantly influences customer intention. It means hypothesis 3 is proven. 
  
The research results show that hedonic value positively and significantly influences customer intention. Thus, hypothesis 3 is 
proven. The dimension of hedonic value with the highest value of cross-loading on customer intention is HV3, which is 0.554. 
The HV3 dimension is related to shopping interests. The statement proposed to respondents is "I have an interest in shopping 
at the airport kiosks." The HV3 cross-loading value of hedonic value on customer intention is close to the HV1 value of 0.514. 
HV1 is related to consumers' "social experience." The statement proposed to respondents concerning HV1 is: "I had a good 
experience at the airport." It shows that respondents have two reasons with almost the same strength between getting interested 
in shopping in the airport's kiosks (HV3) and getting an experience (social experience) at the airport (HV1) as the reason why 
they have a desire to go to the airport (customer intention). Shopping interest in the airport's kiosks (HV3) is more considered 
by consumers than getting an experience at the airport (HV1). This tendency is in the context of customer intention and for 
the consumers with a tendency to hedonic value. In general, the results of this third hypothesis test support the finding of 
Nguyen and Lee (2021) that hedonic value influences customer intention. 
  
H-4: Hedonic Value Positively Influence Purchase Intention. 
The path coefficient value of hedonic value on purchase intention is 0.283, meaning that the value of the determination 
coefficient (r2) is (0.428)2 or 0.1832 (18.32%). It also means that hedonic value can explain purchase intentions as big as 8%. 
The significance test of the influence of hedonic value on purchase intention results in the value of t statistic 6.465 and p-value 
0.000, meaning that hedonic value positively and significantly influences purchase intention. It means hypothesis 4 is proven.  
  
The research results show that hedonic value positively and significantly influences purchase intention. Thus, hypothesis 4 is 
proven. The dimension of hedonic value with the highest value of cross-loading on purchase intention is HV1, which is 0.557. 
The HV1 dimension is related to "social experience." The statement proposed to respondents is, "I have a good experience at 
the airport." This means that respondents consider rewards from the airport to be part of enjoying a hedonic lifestyle and a 
social experience, so they intend to shop at the airport. In general, this research is in line with Novela et al. (2020), Silaban et 
al. (2022), Fülöp et al. (2023), and Febriyanti and Irmawati (2024) findings, which state that shows that hedonic value 
influences purchase intention. This research is also in line with Budiarto et al. (2023), Yanson et al. (2022a), and Han et al. 
(2018) research results, especially at airports, which state that hedonic value influences purchase intention. 
  
H-5: Customer Intention Positively Influences Purchase Intention. 
  
The path coefficient value of customer intention on purchase intention is 0.283, meaning that the value of the determination 
coefficient (r2) is (0.133)2 or 0.0177 (1.77%). It also means that customer intention can explain purchase intention as big as 
8%. The significance test of the influence of customer intention on purchase intention results in the value of t statistic 1.702 and 
p-value 0.089 (>alpha 0.05), meaning that customer intention positively but not significantly influences purchase intention. It 
means hypothesis 5 is not proven. 
  
The research results show that customer intention positively but not significantly influences purchase intention. So, hypothesis 
5 is not proven. Why the influence of customer intention on purchase intention is not significant can be seen from the 
dimension of customer intention, which has the lowest value of cross-loading on purchase intention, C1 dimension with the 
value of 0.344. The C11 dimension is related to "reward-driven." The statement proposed to respondents is, "I go to an airport 
because it has a reward system." This means respondents consider that there are other reasons for shopping at the airport than 
the reward from the airport. They shop at the airport to enjoy a hedonic lifestyle, which, in this case, is a social experience, so 
respondents intend to shop at the airport.  
  
In general, the results of this research are in line with Muslikhun et al. (2022), Sumarliah et al. (2022), and Luan's (2023) 
findings that customer intention positively influences purchase intention. The results of the fifth hypothesis test, especially at 
the airport, supported Lu's (2014) research; passenger perceptions of shopping positively influence shopping intentions, and 
there are significant differences between passengers in determining various shopping tendencies. This research also aligns 
with Wu and Tsui's (2020) findings in their study at Singapore Changi Airport, stating that there was a positive impact on 
increasing shopping time. 
  
Subsequently, Hypothesis 6 and Hypothesis 7 use path analysis (path coefficient), which needs a separate calculation. 
Hypothetical proofs for path analysis need separate calculations regarding the output of Smart-PLS, which is only related to 
direct influence and indirect effect. There is no calculation of total effect, especially regarding the calculation of variance 
accounted factor (VAF). 
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Table 4 
Hypothesis for Path Analysis Model  

Hypothesis Direct 
Effect 

Indirect 
Effect 

Total 
Effect VAF Conclusion 

H6: Customer Intention plays a role in mediating the 
influence of Utilitarian Value on Purchase Intention. 0.283 0.039 0.322 12.11% 

(<20%) No mediation 

H7: Customer Intention plays a role in mediating the 
influence of Hedonic Value on Purchase Intention. 0.428 0.066 0,494 13.36% 

(< 20%) No mediation 

 
H6. The Influence of Utilitarian Value on Purchase Intention through Customer Intention  
 
The result of the research proves that customer intention does not play the role of mediating the influence of utilitarian value 
on purchase intention. Thus, hypothesis 6 is not proven. In the path model of hypothesis 6, there are only two significant 
influences, namely the influence of utilitarian value on purchase intention and the influence of utilitarian value on customer 
intention. In contrast, the influence of customer intention on purchase intention is insignificant because the value of the t statistic 
is 1.702. It can be understood that customer intention does not mediate the influence of utilitarian value on purchase intention.  
 
Related to Hypothesis 6, as mentioned in Table 4, it says, "customer intention plays the role of mediating the influence of 
utilitarian value on purchase intention." (a) Direct effect means the influence of utilitarian value on purchase intention is 0.283. 
(b) indirect effect means the value of independent variable influence (utilitarian value) is multiplied by the value of intervening 
variable influence (customer intention) on the dependent variable (purchase intention) as significant as 0.039. (c) the total 
effect is the sum of direct influence and indirect influence as significant as 0.322. In general, the results of the sixth hypothesis 
test support the finding of Muslikhun et al. (2022) that utilitarian value influences purchase intention through customer 
intention.  
 
H7. The Influence of Hedonic Value on Purchase Intention through Customer Intention 
 
Related to Hypothesis 7, as mentioned in Table 4, it says, "customer intention plays the role of mediating the influence of 
utilitarian value on purchase intention.” (a) Direct effect means the influence of utilitarian value on purchase intention is as 
significant as 0.283. (b) indirect effect means the value of independent variable influence (utilitarian value) is multiplied by 
the value of intervening variable influence (customer intention) on the dependent variable (purchase intention) as significant 
as 0.039. (c) The total effect is the sum of direct and indirect influence, as big as 0.322. This means that customer intention 
does not mediate the influence of hedonic value on purchase intention. Thus, Hypothesis 7 is not proven. 
 
The exciting thing from the finding of this research is that the influence of hedonic value is more significant than the influence 
of utilitarian value, both the influence of hedonic value on customer intention and the influence of hedonic value on purchase 
intention. This means that consumers' considerations for going to the airport for non-aviation purposes are more about lifestyle 
rather than practical needs. This can be understood since it is more practical for consumers to fulfill their needs outside their 
lifestyle, not at Soekarno-Hatta Airport. Consumers rely on Soekarno-Hatta Airport as a venue for increasing their class or 
lifestyle. Therefore, the outlets or spots at Soekarno-Hatta Airport must have the image of more luxurious, elegant, and classier 
than those in malls or other places. Only if Soekarno-Hatta Airport is of such excellence will it be visited by more consumers 
with non-aviation purposes. In general, the results of the sixth hypothesis test support the finding of Muslikhun et al. (2022) 
that hedonic value influences purchase Intention through customer intention. 
 
5. Conclusion 
 
This research proves that the influence of hedonic value is more significant than the influence of utilitarian value, both in 
terms of customer intention and purchase intention. Based on the cross-loading value, respondents consider rewards at the 
airport to be part of the enjoyment of a hedonic lifestyle, in this case, social experience. Hence, they intend to shop at the 
airport. Customer intention positively but not significantly influences purchase intention. Customer intention does not play 
the role of mediating the influence of utilitarian value and hedonic value on purchase intention. The research results show that 
utilitarian and hedonic values partially and significantly influence customer intention and purchase intention. Whereas 
customer intention hedonic value positively but does not significantly influence purchase intention. Customer intention does 
not prove to mediate in partial the influence of both utilitarian value and hedonic value on purchase intention. 
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