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Abstract  

The Airline industry works for domestic and international customers. Airline companies are now 

days started focusing on building long and strong connection with customers by offering high 

level of satisfaction that will automatically leads to loyalty among customers and retain them for 

life long. Significant decline in demand for air travel, rising cost and worldwide economic 

shutdown are also some of the hurdles face by Airline industry. Satisfaction of customer is not 

enough in Airline industry as even satisfied customer may also show interest in competitors. 

Hence, organization should therefore along with offering of greater level of satisfaction, should 

also be focus on increasing loyalty among customers and build relationship with them. This 

study gives very useful inputs for the marketers handling the operations of airline service 

providers. 

Introduction  

Air travel is a large and growing industry which fosters the economic growth, world trade, 

international investment, and tourism. Over the past decade, the airline industry has faced many 



challenges in its working environment that even includes the high, changing fuel prices and an 

economic recession that reduced the demand for travel. As the carrier’s capacity increased, many 

companies assumed much more active roles in convincing consumer to purchase the new 

services offered. It caused the airlines to move from sales-oriented marketing to consumer-

oriented marketing. The services are more focused on the consumer’s needs and expectation. The 

consumer will avail the airline service once the service meets their expectation. 

Low-cost carriers (LCC’s) in India have shown continued growth every year. It reflects the air 

passengers are willing to use the low-cost carriers and repurchase the low-cost carrier service. To 

enhance the profit and competition in the industry, the airline needs to understand the customer’s 

desires and what opinion he has. The behavioral intentions as well as the satisfaction of 

customers are in positive relationship with the service quality of airline services.As per the 

mediation analysis, between behavioral intentions and the service quality of airlines, satisfaction 

of customer acts as a mediator. . It is found from the study that price is the major element that is 

showed by the respondents at the time of selecting the airline. Product as well as quality of 

employee must also be improved in order to improve the service quality of airline. It is a holistic 

approach. To enhance the service quality, it is required to induce knowledge as well as 

awareness in the employees of airlines, along with this; customer relation management needs to 

be improved to enhance service quality (Shah et. al, 2020). 

While buying any airline service or product, which is connected with the information or service 

related is highly considered by the customers. There are five dimensions in which services re 

reflected, the five dimensions are behavior and attitude of employees, recovery, reliability, and 

reputation. It is identified in the study that, delayed flights and poor information related to 

airlines is badly judged by consumers, they even judge the food provided in flights, seating style 

etc. (Agung & Khaldun, 2020). 

Customer oriented strategy needs to be developed and implemented in order to improve the 

quality of service provided to the customers. Giving importance to service dimensions will assist 

service providers improve their service quality. The connection between the quality of service 

and the satisfaction level of customer is found to be weaker, when the customer is found to be a 

high quality chaser, vice-versa, when customer is low quality seeker, the connection is found to 



be strong between satisfaction level of customer and the quality of service. The two variables on 

which the study is based are the satisfaction of customers and the quality of service. The quality-

of-service influences satisfaction of customers. For customers who are of low-income group and 

receives high- quality service, that results in high satisfaction. 

The main goal of any of the service industry is satisfaction of its customers. Quality of service 

and price of the service affects the satisfaction level of the customer. Customer tries to find the 

significant connection between the price of the service and the performance of service. 

Anticompetitive pricing behavior needs to be monitored and should be included in the 

framework in the aviation sector. Customer focuses on the prices of tickets as well as good 

quality of service in the airline sector. In case customers are paying high-ticket prices, then they 

also expect god service quality. Greatest elements of customer satisfaction are the positive 

emotions of customers with airline services; on the contrary, negative feelings are hindrance in 

the satisfaction of customer. This study contributed in providing a good perception to customers 

with reference to the quality of services of airlines. However, the important and considerable 

element of customer’s experience with the services, the effective values must be considered 

when such services are provided, is still the economic aspects. 

Exact and proper evaluation of quality of service can be done by the adoption of applicable 

criteria and techniques and it assist in evaluating the quality of service given to customers and 

satisfaction level of customers. This helps in measuring the quality of service of airlines that can 

correctly determine the status of qualification of provided services to customers as well as 

recommend the improvements needed in weak areas. For any business organization, satisfaction 

of customer is very important as well as vital parameter.  

Literature Review 

Mantey&Naidoo (2017) revealed that in airline industry, service quality is a complicated event 

as the expectations of customers is diversified. However, it is critically important for the survival 

and progress of the industry. Magnificent quality of service is provide to customer to make them 

receive value for money. Hence, it is concluded that service quality is really essential to the 

passengers of air transport.  



Ganiyu (2016) discussed the necessity to identify the varying requirements and outlooks of 

flight passengers and thus reports should be made of travellers occasionally to make three kinds 

of reports that will give an account of the monthly, quarterly and yearly presentation. The data 

acquired may be employed to constantly investigate travellers requirements. Keeping in mind the 

diverse feature of “service quality”, low point of view of “service quality” might result in 

situations of doubt and lack of confidence in terms of the flight travellers. Hence, aircraft 

workers ought to modify their facilities provided by recognizing unusual facility necessities of 

each consumer and try to satisfy the consumers. 

Baker (2013) found from a study that air service administration with data in terms of “service 

quality” and its outcome of consumer’s pleasure. Since “service quality” contentment happens 

when client’s beliefs are fulfilled or surpassed, making extra practical clients beliefs in terms of 

the assurance that aviation industry give might boost the standard of professed, “service quality”. 

Hence, aviation sector must provide facilities, which they are able to provide. By following this 

policy, the administration will be able to distinguish their trademark from the other aviations 

with respect to “service quality”. Aviation industry ought to look for expansion policies that 

improve optimistic purposes in their behavior. These policies ought to incorporate assemblies 

and consumers expected facility standards, trading productively with displeased consumers and 

facing consumer grievances optimistically.  

Tolpa (2012) contemplated over the hypothetical analysis that discovered that when “service 

quality is extra multi- dimensional to be explained and estimated in comparison to the standard 

of the good, many scholars created models that attempt to facilitate with evaluation criterion for 

“service quality” with features employed to estimate specific features of a facility that is being 

interrogated. “Service quality” is any sector is the main factor for gaining profit, trust of the 

consumer and is also a topic for numerous debates. Aviation industries have been aspiring to 

stabilize reduction in price, improvise facilities and trust of the consumer for a long time and on 

the other hand, the comprehending of the beliefs of the consumers and division of the consumers 

has been supreme. The outcome out of all this was found that the significance of strong beliefs 

on the quality of facility factors such as: data accessibility, interaction and on time arrival. 

Luggage release was observed to be kind of as an essential factor of the aviation industry in 

terms of facility knowledge as a whole.  



Wang et al. (2011) observed that “service quality” has been regarded as the most essential due 

to its capability to maintain as a resource of rivalry gain. The “service quality” has been 

explained in various means by scholars. It is the amount of facility, the facility procedure and the 

company that provides which can please the beliefs of the consumer. According to scholars the 

chief cause for the dissimilarities in the quality of the facility was due to the variation in the 

facility known by the facility suppliers and the actual grade of the facility meted out to the 

consumers. This distinction is the chief factor the evident distinction within the consumer’s 

beliefs and the actual facility they receive.  

Ganiyu (2016) asserts that the consequences particularly disclose that viewed service quality is 

optimistically linked to both flyers pleasure and faithfulness. The relation between traveller 

pleasure and faithfulness towards the air services was also discovered to be optimistic. The 

interceding result of consumer pleasure between professed service quality and client faithfulness 

is also discovered to be optimistic and partly assisted. In terms of the discoveries of this research, 

we end that professed service quality does impact on traveller happiness, and also faithfulness 

towards the air services. Hence, advancement of service quality is a complementary aspect to 

continual variation and aggressiveness in the aviation sector.  

Messner, (2020) studied with reference to the strategies of customer satisfaction across national 

markets. The study has identified the impact of quality of service and the value for money on the 

satisfaction of customers. The study adopted the strategy standpoint by concentrating on how 

international firms providing airline services can impact the satisfaction level of customers as 

well as increase their demand. It is suggested by global strategists to use value for money 

strategy both in developed as well as evolving market. 

Shukla (2013) says that “customer retention” can be performed in various ways, for instance by 

the exercise of “customers’ loyalty” agenda (i.e. Kris Flyer policy from Singapore air services 

that permits clients to exchange free tour in agreement to the distance that the clients have 

exhausted). One more method to preserve consumers is to continue facilitating pleasing facility 

or facilitating the facility that is ahead of the consumer prospect to sustain faith and contentment 

of the consumers. Further, by disclosing an open response from consumers to guarantee that the 

organization is facilitating the facility that is yet significant and required with the clients. 

“Customer retention” has been disagreed that it is less expensive in contrast to consumer 



achievement, as consumer that are pleased and trust in specific facilities tend to expand the 

changing price with relation to belief and handiness.  

Johan et. al, (2020) studied that in order to ensure the satisfaction of their customers, full-

service carrier needs to improved, and the customer satisfaction do not fall short of airlines goals 

as it negatively impact the profits of airlines. In this view, the purpose of this research is offering 

new and latest perceptions on the level of determinants of customer satisfaction such as quality 

of services, price of flight, customer relationship management, as well as reliability of full time 

carriers. The outcome of the study will give advantage to full time carriers to reconsider their 

ideas to gain confidence of customers as well as improve the level of satisfaction of their 

customers. Consequently, carriers of full time services will be able to attract and retain customers 

that might reduce the costing of full time carriers spend on marketing done in order to attract 

customers. The number one aspect in airline industry is to identify, examine, and ensure that 

their services are satisfying their customers.  

Asma et. al, (2018) examined the influence of service quality of the satisfaction level of 

customers. The outcome of the study shows that there is a positive association and rigorously 

significant difference was found between the service quality and satisfaction of customers. The 

customers of Turkish Airlines are found to be satisfied with the quality of service provided to 

them. Positive and significant association was found between the satisfactions related to price of 

airlines as it affects the loyalty of customers, as it provides the best price for bookings. Positive 

and strong association is found between the loyalty of customers and their satisfaction. A 

satisfied customer give positive feedback to others and make them adopt the services of the 

airlines from which they are satisfied. 

Hasim et. al, (2018) revealed that in order to satisfy customers and to retain them, there are 

various activities that can be done, for example survey can be conducted to find the satisfaction 

level of customers, latest, and advanced technologies should be developed to satisfy customers 

by providing them convenient services, either offline or online services. Ranking can be done on 

the schedules of flights that have long distance destinations, to satisfy customers, food quality 

needs to be improved, and services can be customized as per the preferences of customers. The 

aim of this study was to find the factors that affect the satisfaction level of customers and their 

intention of purchasing flights by Malaysia Airlines. Quantitative method was applied by the 



researchers to identify the association between the satisfaction of customers and the service 

quality as well as the purchasing intention of customers towards the airline. 

Chen and Liu (2017) say that other than the air service specimens; many earlier researches had 

implemented the investigating framework of “service quality” to comprehend customer 

faithfulness in many sectors. However, this research has purposely scrutinized the general gains 

of service quality on consumer faithfulness by ways of enhancing trademark impression and 

proposed worth. The discoveries have projected that trademark effect supports in the relation 

between “service quality” and consumer faithfulness, and proposed worth braces the relation 

between “service quality” and customer faithfulness. Both intermediaries of proposed worth and 

trademark impression support in the result of “service quality” on the buying intention and 

consumer faithfulness.  

Ayieko (2015) asserts that explanatory figures was employed to scrutinize the reactions of 

consumers on the diverse variables whereas deterioration and parallel scrutiny was employed to 

test the link between “service quality” and “customer satisfaction” in the national tourer air 

services in Kenya. The research recognized that consumers are usually content with the 

presentation of their air services with respect to the technological levels of “service quality” and 

proposed “service quality”. The research also disclosed that dependability, pity and awareness 

are imperative factors of consumer pleasure. The research advices that air services willing to 

attain superior standards of client pleasure should make sure they provide greater technological 

levels of service quality progress on the factors of dependability, pity and awareness and provide 

elevated standard of provision to their consumers. Organizations are required to achieve an 

improved comprehension of the connection between happiness and attitudinal purposes in the 

online trade and to arrange the online trading labors between contentment proposals and 

attitudinal purposes schemes.  

Conclusion  

An important finding observed during analysis was that, though the satisfaction has a 

significant impact on the customer retention, however, the strength of relationship is not so 

strong. It means that satisfaction alone cannot help in retention of the customer, as even though 

the customers are satisfied they may switch to the other airlines for a higher satisfaction. It has 



also been found that the higher income group and higher age group have better satisfaction and 

retention. The airlines need to address of the younger passengers to make them more satisfied 

and loyal towards their airlines with the existing service qualities also, their higher income and 

age group is supporting them.  

The study reveals that there is a consistent gap in the service quality perceived and expected. Get 

requires immediate and attention from the key decision-makers in the airline industry. Though in 

most of the past studies such gaps have been identified but this study also relates the perceived 

quality with satisfaction and retention at the same time. Hence it is proved that the marketers 

have to pay attention to address the service gaps if they want to achieve high satisfaction and 

high customer retention. The aviation industry also must pay attention to retain the satisfaction 

and loyalty of young and mediocre income customers whose satisfaction and retention have been 

found significantly lower than the higher age groups and higher income groups respectively.  In 

the academic context, this study significantly contributes to the existing body of knowledge by 

establishing the relationship between perceived quality, customer satisfaction and customer 

retention. This study also instigates the importance of demographic variables age andincome 

while investigating the service quality model in the context of airlines. 

Measurement of service quality is one of the most popular topics of research in the areas of 

management and Social Sciences. There are in a number of studies on service quality assessment 

for banking, hospitality, telecommunication and airline sector. However, the studies that have 

been conducted are also confined to certain limitations. Such as most of the studies, ignore the 

comp the causal relationships among service quality, customer satisfaction and customer 

retention. The studies lack comprehensiveness. The present study not only covers the causal 

relationships but also validates the model on service quality in the context of airline industry. 

The study also finds out the service gap between the perceived quality and expected quality.  In 

this study, the correlation between perceived and expected quality has also been measured. The 

study also covers the impact of age on customer satisfaction and impact of income on customer 

retention in the context of airlines. 

It is found from the study that there is a significant gap in the perceived and expected service 

quality of airline industry. The gap has been found statistically significant for all the five 



dimensions of the service quality namely “Tangibility, Empathy, Responsiveness, Reliability and 

Assurance”. This raises the eyebrows of the service providers, as they need to reduce this gap. It 

was found from the model validation and 2
nd

 order CFA that the five dimensions of service 

quality successfully and strongly predicts the overall perceived quality. The perceived quality 

positively influences the customer satisfaction and customer satisfaction positively influences the 

customer retention. There is also a partial mediation of customer satisfaction between perceived 

service quality and customer retention.   

Growth and development in airline industry, the competition has also increased and now it is 

demanding the firms to provide service that can increase the satisfaction level of the customers 

and can survive in this competitive world. More research needs to be conducted in the reference 

to understand the factors that influence the satisfaction level of customers as well as the ways in 

which the customers can be retained. Suitable marketing strategies needs to be developed in 

order to retain customers and to gain their trust and loyalty. Consumer hope is what assures the 

next situation air services and it is attainable by an acceptance between their service and traveler 

requirements. 

The future research may be conducted on comparison of the service quality dimensions 

for domestic and international travelers separately. Further, the study may be extended to the 

impact of satisfaction and retention on the positive word of mouth. The future studies may also 

include the impact of various other demographic and psychographic variables such as gender, 

occupation, frequency of travel and purpose of travel on service quality, customer satisfaction 

and customer retention. The future research may include the moderating role of the demographic 

and psychographic variables between the impacts of perceived quality on customer retention. 
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