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Abstract:  

We  aim  through  this  research  paper  to  identify  service  innovation  and  its  impact  on  the  
customer's purchase intention, by studying the impact of innovative aviation services represented by 
the unified theory of acceptance and use of technology elements and how it affects the traveler’s 
purchase intention, using a descriptive and a quantitative approach using an electronic questionnaire 
distributed to a sample of Algerian customers of Emirates Airlines, its size is 86 individuals to 
collect and analyze the primary data of the study, and tested its hypotheses using SPSS.26, 

the most important of findings are: There is a significant effect of service innovation on 
purchase intention among Emirates Airlines customers in Algeria, there are no significant gender 
differences in terms of expectation of innovative service performance, expectation of effort, or 
social influence, and there is a difference in the impact of the elements of the unified theory of 
acceptance and use of technology on purchase intention. 
Keywords: Marketing Innovation, Service Innovation, Aviation Service, Unified Theory of 
Acceptance and Use of Technology (UTAUT), Purchase intention. 
JEL Classification: XN2 XN1 
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