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The purpose of this study is to measure the level of satisfaction of passengers about the quality of in-flight services 

of Saudi Arabian Airline, at its domestic airways, Hail, Riyadh, and Jeddah. An on-site intercept survey was 

conducted by the two researchers the survey was conducted by two field researchers between February 10 and 

February 25, 2014. A self-administered questionnaire was distributed only to those who agreed to respond to the 

survey. Out of 130 questionnaires distributed, 25 were incomplete and thus eliminated from the study. As a result, 

105 questionnaires were accepted for the purpose of final analysis, representing a response rate of 77%. The results 

revealed that there are no statistically significant differences between respondents` gender, nationalities, social 

status, and qualifications according to assessment of the quality of in-flight services with a value of significance of 

(.05). There is a statistically significant difference between respondents `ages  according to assessment of the quality 

of comfort during the flight(.033), food provided in the plane (.002) and beverages provided in the  plane. There are 

no statistically significant differences between booking experience and the assessment of the quality of in-flight 

services of   Saudi Arabian Airline. There is no statistically significant correlation between booking experience and 

responding to inquiries from reservation staff of Saudi Arabian Airline. 
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Introduction  

 

The topic of air transportation services satisfaction 

caught the attention of a large number of authors 

(Munusamy et al., 1991, p.718; Fornell, 1992; Oliver, 

1997; Mahmud et al.,  Jusoff & Hadijah, 2013; 

Piyajitmetta,  2003; Oyewole  et al., 2007; Saha and 

Theingi, 2009; Ringle, Sarstedt, Zimmermann, 2011; 

Mohsan et al. 2011; Hassan, 2012; Chang and Chen, 

2012; Chang, 2012; Namukasa, 2013; Sung et al.; 

Hing, 2014; Snyder, 2014; AL-Medabesh and Ali, 

2014). There is no doubt that transportation with all its 

means plays a significant role in human’s life 

(Charoensettasilp, Wu, 2013) in general and in the 

tourism industry in particular (Rodrigue et al., 2009). 

In the recent time, the air transportation market has 

become even more challenging. Many airlines have 

turned to focus on quality of airline service to increase 

passengers’ satisfaction (Devi, Smitha, 2014, p.143). 

Air transport plays a vital role in moving passengers 

and goods either domestically or internationally 

especially over long distance (Archana and Subha, 

2012; Beliner, 1996; Oyewole et al., 2007; Zahari et 

al., 2011; Zangmo et al., 2014; Rodrigue et al., 2009; 

Charoensettasilp, Wu, 2013). Globally, the aviation 

industry has become an important and reliable means 

of transportation. (Zangmo et al., 2014). The air 

transportation is the fastest and efficient mode to carry 

passengers (Rodrigue et al., 2009; in Hassan, 2012). 

Air transportation has been enhanced to fulfill 

passengers’ higher demands. It accommodates 

business and private transactions in terms of 

convenience and timeliness (Charoensettasilp and Wu, 

2012; Devi and Smitha, 2014). Aviation is one of the 

most fundamental aspects that affect the global 

development significantly in the new century (Perovic, 

2013). 
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The Aviation sector is important vital role in the 

economic development of any nation and of the world 

economy (Zangmo et al., 2014; Devi and Smitha, 

2014; Archana and Subha, 2012; Tiernan et al., 2008).  

Generally, an aviation industry is the center of 

globalization for other industries (Suhartanto and 

Noor, 2012). The airline industry is considered to be 

at the backbone of the travel and tourism industry 

(Tiernan et al., 2008; Chan, 2000) as it contributes to 

many destinations economies through international 

tourist arrivals (Pincus, 2001). 

Following relaxation of economic regulation in 

many aviation markets (Alamdari, 1999) besides, 

rapid change in the industry both in terms of changing 

customer needs and as well as what constitutes the  

transportation industry itself (de Jager and van Zyl, 

2013) the level of competition amongst airlines has 

intensified in recent years (Alamdari, 1999). This has 

resulted in enhancements in airlines services, 

particularly, in-flight services and continuously 

seeking ways of differentiating them (Alamdari, 

2000). 

Thus, the main agenda for airline industry to 

remain competitive is to provide a superior service 

quality (Mustafa et al., 2005). As airlines in particular 

are vulnerable to competitors’ offerings, they should 

offer passengers high levels of service and ensure that 

passengers are satisfied with their service offering (De 

Meyer and Mostert, 2011, p.79).  

It is also important as a strategic tool in all 

companies’ efforts in gaining competitive advantage 

(Angelova and Zekiri, 2011).  In today’s competitive 

market scenario, organizations increasingly 

understand the importance of building long-term 

relationships with its passengers. (Devi, Smith, 2014; 

De Meyer and Mostert, 2011; Oyewole et al., 2007) 

owing to the number of service encounters passengers 

involved in during their flight (Anderson et al., 2008 

and Cheng et al., 2008) and because of the large 

growth over the past few years in the total number of 

passengers that an airline industry has to deal with 

(Oyewole et al., 2007). So, international airlines need 

to understand and meet the expectations of its 

passenger (Devi and Smitha, 2014). 

As customers are increasingly becoming aware of 

alternative offerings in the market place, and are thus 

more demanding in terms of their expectations 

pertaining to service delivery (De Meyer and Mostert, 

2011). The international airlines today should seek not 

only to delivery of the service to the passengers, but 

should also focus on satisfying them (Devi and Smitha, 

2014). Likewise, the travelers demand especially for air 

transportations which cater long distance journey has 

increased and leading to greater competition among 

airline operators (Hassan, 2012).  

Air passengers may experience many service 

encounters with in-flight attendants, this is called 

“moment of truth”. Passengers may judge airline 

service quality by comparing between their perception 

airlines performance and expectations, with regard to 

a number of service quality dimensions (Gro¨nroos, 

2000). Namukasa (2013) revealed  that in-flight 

services such as (safety percussions, seat comfort, 

quality of food, in-flight entertainment services, 

language skills and courtesy of in-flight crew) affect 

passenger satisfaction. 

In recent years, one of the areas for product 

differentiation has been the development of in-flight 

entertainment, in which airlines are investing a huge 

sum of money. The increase in the IFE expenditure has 

been due to airlines moving away from the old 

overhead distributed services to video and audio 

systems which are installed in the back or the armrest 

of individual seats (Alamdari, 1999). Doyle and Wong 

(1998) argue that successful companies have a 

competitive advantage in overall company reputation 

and communicate it as quality to their customers.  

The importance of this study is that it sheds light 

on the quality of in-flight services provided to air 

passengers that play an important role to realize the 

competitive advantage. It helps airlines managers to 

better understand the air passengers’ expectations 

about in-flight services in order to fill the gap between 

the perceived performance and the anticipations fulfill 

them. It gives the guidelines them to implement 

effective strategies of quality depending on a deep 

analysis of in-flight services attributes. The study is 

held at Hail regional airport, Saudi Arabia. It aims to 
measure the level of satisfaction of passengers about 

the quality of in-flight services of Saudi Arabian 

Airlines, at its domestic airways between Hail, 

Riyadh, and Jeddah. The present study is more 

comprehensive as it integrates all in-flight services 

attributes. This study consists of an introduction, 

literature review, methodology, discussion and 

conclusion. 

 

Literature review  

 

Air Passenger satisfaction 

 

The notion of purchaser satisfaction has been the issue 

of empirical research for a long period (Oliver, 1993). 

A number of authors defined customer satisfaction 

(Oliver, 1993; Seyanont, 2011; Wetzels et al., 1998; 

Zeithaml et al., 2009; Reisinger and Turner, 2003; 

Oliver, 1996; Khatib, 1998; Rust and Oliver, 1994; 

Wang et al., 2009; Woodruff, 1997; Hansemark and 

Albinson, 2004; Levesque & McDougall, 1996; 

Patterson, 1993; Ellinger et al., 1999; Fornell, 1992; 
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Zangmo et al, 2014; Perreault, et al., 2000). In fact, 

satisfaction is an outcome of purchase and results from 

the consumer’s comparison of the benefits or value 

added and costs of the process of purchase in relation 

to his expectations (Seyanont, 2011; Wetzels et al., 

1998). Customer satisfaction is a function perceived 

performance compared with the customer’s 

anticipations (Zeithaml et al., 2009). Satisfaction is 

referred to as a function of pre-travel expectations and 

after travel experience (Reisinger and Turner, 2003). 

When the perceived performance is lower than 

expectations, the customer is dissatisfied. When 

service supplier is able to fulfill or exceeds the 

expectations, the customer will be satisfied (Patterson, 

1993; Zangmo et al., 2014). Hence, dissatisfaction 

happens in case of a failure to fulfill customer’s 

anticipations (Zeithaml et al., 2009). In this context, 

Kotler (1997) explained that satisfaction of consumer 

is formed according to past experiences of consumer 

himself, word of mouth communication and 

statements made by the suppliers. Satisfaction is a 

person’s feeling of pleasure or disappointment 

resulting from comparing a product’s perceived 

performance in relation to his or her expectations 

(Kotler, 2000). 

Oliver (1980) defined customer satisfaction as 

“overall affective response to a perceived discrepancy 

between prior expectation and perceived performance 

after consumption”. Oliver (1996) defined satisfaction 

as `an emotional post-consumption response for 

comparing expected and actual performance`. Oliver 

(1993) further argues that satisfaction involves states 

that are not limited to mere situation and thus can be 

described as a process.  According to Khatib (1998, 

p.61) consumer satisfaction is the consumer's 

fulfillment response. 

Rust and Oliver (1994) defined satisfaction as the 

customer’s fulfillment response which is an evaluation 

as well as an emotion based response to a service. 

They view that satisfaction is a result of cognitive and 

affective reaction to the service provided.  Wang et al., 

(2009) defined tourist satisfaction as a feeling created 

both by cognitive and emotional aspects of tourism 

activities as well as an accumulated evaluation of 

various components the destination.  

Woodruff (1997) defined Customer satisfaction 

as an overall positive or negative feeling about the net 

value of services received from a supplier. Swan 

(1983) also confirmed that meaning as they argued 

that satisfaction is a specific affective/cognitive post-

purchase orientation in terms of its performance in use. 

Zineldin (2000) focused on the affective component of 

the attitude to describe the satisfaction as they depicted 

it as an emotional reaction to the difference between 

what customers expect and what they get. On the other 

hand, Hansemark and Albinson (2004); Levesque & 

McDougall (1996) view satisfaction as a general 

customer attitude towards a service supplier. Hence, it 

is similar to attitude. Fitzsimmons & Fitzsimmons 

(2001) explain that the formation of customer 

satisfaction for a service can be determined through a 

comparison between service performances with 

service expectation. Customer satisfaction has been 

defined as the state of mind that customers have about 

a company and its products or services when their 

expectations have been met or exceeded.  

This state reflects the lifetime of the product or 

service experience (Patterson, 1993). Satisfaction can 

be defined at the level of individual service attributes 

or at an aggregate level of experience across a series 

of encounters with brands or services over time 

(Ellinger et al., 1999). Fornell (1992) defined 

satisfaction as `an overall evaluation dependent on the 

total purchase and consumption experience of the 

target product or service performance compared with 

repurchase expectations over time`.  Customer 

satisfaction is defined as a customer’s overall 

evaluation of the performance of an offering to date 

(Gustafsson et al., 2005).  

Satisfaction has been defined as “an overall 

evaluation of performance based on all prior 

experiences with a firm” (Seyanont, 2011, p.29). Chen 

(2008) affirmed that customer satisfaction pertains a 

holistic evaluation of the experience of purchase. And 

acts as a result of satisfaction with consumer 

characteristics. Zangmo et al., (2014) defined 

passenger satisfaction as being all about fulfilling the 

expectations of the customers.  

According to Perreault et al., (2000) customer 

satisfaction is 'the extent to which a firm fulfills 

customers' needs.  It could be defined also as (a 

judgment made on the basis of a specific service 

encounter) (Archana and Subha, 2012). Customer 

satisfaction is determined by defining customer 

perceptions of quality, expectations and preferences 

(Barsky, 19952).  Satisfaction can be associated with 

feelings of acceptance, happiness, relief, excitement, 

and delight (Hoyer and MacInnis, 2001). Providing 

excellent service quality and high customer 

satisfaction is the important issue and challenge facing 

the contemporary service industry (Hung et al., 2003).  

Apparently, the main goal of any organization is to 

satisfy each customer. However, it is not an easy thing 

as every single person has his own idea of what is 

perfect customer service (Chumakova, 2014). In 

achieving customer satisfaction, many companies 

today are adopting Total Quality Management (TQM) 

to improve the quality of their products / services 

(Ahmed and Kangari, 1995). Nejati et al., (2009) 

emphasize that a positioning strategy should wove 

together promises of distinct experiences, benefits, 

and personal values with the actual production of the 



4 American Journal of Tourism Research      

 

service experience. The passenger should experience 

the feeling of power when they, for example, 

experiences a bigger seat compared to the normal 

economic class seat.  Air companies must provide 

satisfactory services to the passengers. They must also 

know the service quality metrics for passenger’s 

satisfaction (Shah et al., 2014).   

Satisfaction has been linked to firm profitability 

and repurchases probability (e.g., Anderson et al., 

1994). When some degree of satisfaction exists after 

purchase and evaluation, the intention to repurchase 

will be positive. Conversely, if there is dissatisfaction 

the intention to repurchase will be negative, and a 

consumer would be unlikely to repurchase the product 

again. However, in both cases the existence of 

switching barriers raises the likelihood of repurchase. 

Every available alternative within a consumer’s 

consideration set creates its own level of intentions to 

repurchase; but, if neither satisfaction nor switching 

barriers exist then repurchase is unlikely (Smarnrug, 

2006). Atalik (2009); Li and Petrick (2006) and 

Boland, Morrison and O’Neill (2002) explain that 

CRM has become vital to the airline industry for 

airlines to gain a competitive advantage  as it provides 

airlines with a basis of how to achieve long-term 

relationships and growth, while still achieving 

operational efficiency. Due to the competitive nature 

of the airline industry, the only way in which airlines 

can remain competitive is by ensuring that customers 

are satisfied with the service encounter by exceeding 

customer expectations and by developing long-term 

relationships with them (De Meyer and Mostert, 2011; 

Chang and Yeh, 2002).  

Namukasa (2013) stressed that there was a 

necessity for airlines to always fulfill the needs of their 

customers in order to survive and compete 

successfully in today’s dynamic business atmosphere.  

Fornell (1992) found that high customer satisfaction 

would result in a high level of loyalty for the company. 

So, they are probably not affected by offers presented 

by   other competitors.  Oliver (1997) showed that 

extremely satisfied travelers are much more likely 

loyal to the airline than those who are just satisfied. 

Mahmud et al., (2013) identified that customer 

satisfaction has a significant positive impact on 

customer loyalty. Mohsan et al. (2011) found out that 

there is a positive correlation between satisfaction and 

loyalty of passengers to the company.  Namukasa 

(2013) confirmed that, in order to continue to exist and 

compete effectively, airlines have to fulfill passengers’ 

needs.  He proved that the pre-services quality of flight 

had an effect on air passenger satisfaction and loyalty. 

Park et al. (2004) found that service quality level, 

satisfaction and airline image have an effect on the 

decision-making process of air passengers. Park 

(2007) examined air passengers’ perceptions of 11 

factors that may influence their decision of purchase. 

The results revealed that there are significant 

differences between passengers across airlines, seat 

classes, and usage frequencies. Ching (2014) 

conducted a study to examine passengers’ expected 

and perceived service and quality satisfaction of the 

Hong Kong International Airport (HKIA).  It is shown 

that there was a significant variance in ranking 

importance by different demographic features. Ringle 

et al., (2011) reveal that perceived safety affects 

considerably the overall satisfaction of pleasure 

passengers than on that of business ones. A study 

conducted by Munusamy et al., (1991) revealed that 

there is no relationship between the price presented by 

Air Asia and the satisfaction of the passengers. But 

they revealed that there is a correlation between  the 

pre-flight services, customer relationship 

management, cabin environment,  in-flight services  

from one part and satisfaction level from the another 

one.  

Oyewole et al., (2007) show that use of ICT, 

reservation procedures, in-flight services, airline 

image, and method of registering complaints are likely 

to influence customer satisfaction in Malaysian 

setting. Zahari, et al. (2011) revealed that food service 

contributes to the prediction of both the airline 

passengers’ levels of satisfaction and their re- flying 

intention.  Hassan (2012) conducted a study to find out 

the factors that considerably influence the satisfaction 

level of passengers of MASwings airline and to 

discover the features in the service quality model that 

satisfies or dissatisfies the passenger most. Manani et 

al. (2013) indicate that passengers were satisfied in 

luggage security, safety and communication with 

customers, provision of food and beverage variety. It 

was also noted that kindness of airline crew toward 

disabled travelers contribute to a significant increase 

of the level of passenger satisfaction.  

Piyajitmetta (2003) explained that there are three 

factors that had the major effect on the total 

satisfaction of passengers on the services quality level 

of Thai Airways International in Bangkok 

Metropolitan area. Pearo and Widener (2008) find out 

that overall satisfaction is a function of passengers’ 

partial satisfaction with core service elements and 

peripheral service elements. They also point out that 

overall satisfaction is not formed homogeneously as it 

depends on the passenger characteristics. Chang and 

Chen (2012) examined the satisfaction with airlines of 

aged passengers at Taiwan Taiyuan international 

Airport and found that they are not satisfied with the 

performance of service attributes such as meals, 

information announcements and on-board rest rooms. 

Sung et al., ( not found,  p.71) point out that the most 

important factors affecting passenger  satisfactions are 
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cabin facility, cabin service personnel’s efficiencies 

and booking service. 

Snyder (2014) measured the satisfaction levels of 

services provided by JPA in Vietnam. The result 

revealed that the behavior–performance is the most 

important factor that influences passenger satisfaction, 

followed by the price - convenience. On the other 

hand, it was found that the tangibility – commitment 

factor has little effect on satisfaction.  

AL-Medabesh and Ali (2014) conducted a study 

to explore the level of passengers’ satisfaction with 

Saudi airline’s services. The results revealed that they 

are satisfied with the reservation, boarding, cabin 

crew, food & beverages, and in-flight entertainment 

services. Mostert et al., (2009) indicate that passenger 

satisfaction with an airline’s service improvement 

efforts significantly affects their relationship with the 

airline. Saha and Theingi (2009) indicate that the 

appearance of low cost airlines has boosted concerns 

about the passenger’s satisfaction with their services. 

Mostert et al., (2009) indicate that passenger 

satisfaction with an airline’s service enhancement 

efforts significantly influences their relationship with 

the airline as well as their behavioral repurchase 

decision of the airline. Chang (2012) find out that 

passengers have a positive attitude towards cabin 

safety behavior, reduced mobility passengers may be 

in a high risk factor for cabin safety compared to 

normal passengers. He suggested that “passengers 

with reduced mobility may be in a high risk factor for 

cabin safety.  

 

Service quality of airlines  

 

During the past two decades, service quality has 

caught the attention of a large number of researchers 

(e.g. Leonard and Sasser, 1982; Cronin and Taylor. 

1992; Gammie, 1992; Hallowell, 1996; Chang and 

Chen, 1998; Gummesson, 1998; Lasser et al., 2000; 

Newman, 2001; Sureshchander et al., 2002; Seth and 

Deshmukh, 2005). Quality is an increasingly 

important element that means differences among the 

competing services (Shah et al., 2014).  Service 

quality is like beauty in the eyes of the beholder and 

thus a matter of perception (Rhoades and 

Waguespack, 2004). Its measurement plays an 

important role in assessing a service organization’s 

performance (DeMoranville and Bienstock, 2003).  

Therefore, airlines which would like to enter 

successfully in international markets should 

significantly deliver a high level of services (Sultan 

and Simpson, 2000). Delivering superior service 

quality is crucial for airline survival in today’s 

competitive environment (Namukasa, 2013). The 

delivery of high quality service is considered as a 

marketing tool among air carriers as a result of 

competitive pressure (Zangmo et al., 2014). Rhoades 

and Waguespack (2008) explained that an important 

element of a successful strategy is gaining a better 

understanding of customers’ perception of service 

quality.  

Hassan (2012, p.2) indicated that the passengers 

on a particular airline did not only choose their means 

of transportation based on a variation of airline's 

attributes. It is also linked with the quality of services 

provided by the airlines. The identification of airline 

service quality is much harder than that of other 

service whose work processes comprise separate tasks 

(An & Noh, 2009). In order for a business`s offer to 

reach the customers, there is a need for services which 

depend on the type of product or service rendered 

(Kotler & Keller, 2009). Service definitions are 

diverse and depend on which area the term is being 

employed (Kotler & Keller, 2009).  

By reviewing definitions of service quality, it was 

noted that most of them focus on fulfilling the clients’ 

needs and expectations. Indeed, recognizing precisely 

what customers anticipate is the most difficult step in 

defining and delivering high-quality service (Archana 

and Subha, 2012).  Service is defined as “any 

intangible act or performance that one party offers to 

another that does not result in the ownership of 

anything” (Kotler & Keller, 2009).  Gronroos (1984, 

p. 27) stated that a service is “an activity or series of 

activities that take place in interactions between the 

customer and employees as offered to deal with 

customer inquiries. Hynes and Dredge (1998) defined 

customer services as (the way in which an 

organization handles the interaction between itself and 

its customers). 

Gronroos (1982) and Parasuraman et al., (1988) 

were the leaders in the conceptualization of the service 

quality construct. They consider that the overall 

perception of quality is a disconfirmation of a 

customer’s expectation and his assessment of a service 

(in: Baker, 2013, p.69 ;). So, the customer’s own 

evaluation influences his/her future behavior 

(Zeithaml et al., 1990; Grönroos, 1984; Brown et al., 

1991). It is necessarily, that service companies do not 

only deliver service according to internal standards 

which might not match the customers’ expectations 

(Jensen, 2009). Based on SERVQUAL conceptual 

model, service quality is considered as the difference 

between customers’ anticipated and perceived quality 

of services (Subha & Archana, 2013, p.26). 

Parasuraman et al. (1985) defined customer perceived 

service quality as a global judgment or attitude related 

to the superiority of a service relative to competing 

offerings.  

According to Parasuraman and Berry (1985, 19), 

“service quality, as perceived by customers, can be 

defined as ``the extent of discrepancy between 
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customers’ expectations or desires and their 

perceptions”.  Service quality depicted as a type of 

attitude results from the comparison of expectations 

with performance (Cronin and Taylor, 1992; 

(Parasuraman et al., 1985; Zeithaml et al., 1990). If 

perception of the actual performance exceeds 

customer anticipations, the service will be considered 

outstanding (Seilier, 2004; Zahari et al., 2008). 

Likewise, if the service is not up to the anticipation 

then it will be judged as bad (Kabir and Carlsson, 

2010). Service quality is the excellent service that 

meets or exceeds customers’ needs, thus creating 

customer satisfaction and customer loyalty 

(Chaisompon, 2006). 

Perreault (2000) shows perceived service quality 

is evaluated thoroughly by the actual performance of 

one service rather than the expected performance in a 

specific context. The perceived quality of a service 

will be the outcome of an evaluation process where 

consumers compare expectations with the service they 

perceive they have got” (Grönroos, 1983). Passenger 

perceived service quality can be defined as a 

customer’s belief or opinion about the services 

provided to them. It is the comparison between their 

prior expectations and the real performance of the 

services, based on their experiences (Zangmo, et al., 

2014). Also, Bolton and Drew (1991) stated that the 

perception of the actual performance directly have an 

effect on a customer’s assessment of the service 

quality. This means that service quality is evaluated by 

the customers (passengers) who compare the 

expectations of the service with the perceived service 

performance experienced in a given service process.  

Jou et al. (2008) defined service quality with 17 

indices regarding comfort, service attitude, 

convenience, and service comprehensiveness and 

analyzed passengers’ choice of airlines in Taiwan. 

Service quality in the airline industry is related to the 

ability of the airline providers to transport passengers 

to their required destinations while providing excellent 

standards of service (Rhoades & Waguespack, 2008) 

during the various interactions between passengers 

and airline employees, as well as anything that is likely 

to influence passengers' perceptions, such as the 

airline's image (Gursoy et al., 2005) towards attaining 

the highest level of passengers' satisfaction. (in, Suki, 

2011, p.26). Service quality can be defined as a chain 

of services in which the entire service delivery is 

divided into a series of processes (Chen and Chang, 

2005). 

Service quality can thus be considered an attitude 

by a long-term overall evaluation of a service 

provider’s performance and consequently an overall 

perception made up by several transactions (Jensen, 

2009; Srinivasan, 2004; AL-Medabesh and Ali, 2014. 

Service quality is the consumers overall impression of 

the relative inferiority/superiority of the organization 

and its services (Park, Robertson, 2004; Bitner & 

Hubbert, 1994; Park  et al., 2005, Zangmo et al., 2014, 

Archana and Subha, 2012). Service improvements are 

simply defined as changes in features of service that 

already exists in the market. It tightly correlates with 

service quality. Enhancing a quality allows to improve 

service itself. (Zeithaml et al., 1990). Therefore, it is 

necessary for organizations to assess service quality 

from the customer’s viewpoint so as to be familiar 

with their feedback and thus develop themselves 

(Shah, et al., 2014).  

The importance of service quality has been widely 

argued by researchers. Service quality is an essential 

topic in all businesses, particularly in airlines (Zahari 

et al., 2008; Baker, 2013;  Smarnrug, 2006) due to  the 

world transition to a service economy and the fierce 

global competition (Khatib, 1998). Ensuring high-

quality service to passengers is the key for the success 

and survival in airline industry (Ozment and Morash 

1994; Park, 2005; Namukasa, 2013; Al-Refaie and 

Fouad, 2013). So, airlines need to understand what 

passengers expect from their services (Archana and 

Subha, 2012). In a highly competitive environment, 

delivering superior -quality service to airline 

passengers is the core competitive advantage for the 

airline's competitiveness, profitability (Aksoy et al., 

2003; Parket al., 2004; Robertson, Wu, 2004; 

Kandampully, 1998; Shah et al., 2014). It is a key 

differentiator between the competing airlines (Shanka, 

2012).  

The delivery of high-quality service turns into a 

marketing necessity owing to increasingly competitive 

pressures in airlines industry (Ostrowski et al., 1993). 

This airlines’ competitive advantage lies in their 

service quality as perceived by customers (Chang and 

Yeh, 2002). To deliver better service to passengers, 

airlines should understand and consistently meet the 

needs of passengers and anticipations to do better than 

the competitors (Aksoy et al., 2003; Bui and Nguyen, 

2004; Hussain et al., 2015; Alamdari, 1999). Airlines 

can achieve competitive advantage by retaining 

customer through a high level of quality (Morash and 

Ozment, 1994). Quality of service is very significant 

to guarantee customer satisfaction, as bad experiences 

will impact negatively on the future of the company 

(Munusamy et al., 2011).  

Today, a large number of airlines give a 

significant importance to enhancing their service 

quality to boost passenger`s satisfaction and loyalty 

(Al-Refaie et al., 2013). In fact, adequate service 

quality leads to increase level of satisfaction of 

customers and to create a positive word of mouth 

communication (Hu et al., 2009; Nadiri & Hussain, 

2005; Cronin & Taylor, 1992). Most companies are 

implementing quality management programs aiming 
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to enhance the quality of their products owing to its 

direct impact on product performance, and therefore 

on customer satisfaction and loyalty” (Kotler et al., 

2005; Bui and Nguyen, 2004).  

Indeed, Airlines necessitate recognizing what 

passengers anticipate from their services to better 

fulfill their requirements and wants by continuously 

working on the in-flight services improvement (Hu et 

al., 2009). If the passenger feels satisfied in airlines 

services, their expectations will be heightened and 

lead to intention of re-flying (Zahari et al., 2011) and 

a good relationship between the airline and its 

passengers would be established, resulting in  

increasing profits (Park et al., 2005; Rizan, 2010). 

Indeed, passengers have increased their concern about 

the quality of service they receive (Brewda et al., 1989). 

So, airlines have to exert their efforts to meet their 

expectations (Coppet, 1988) through providing 

satisfactory services (De Meyer, Mostert, 2011).  

Service quality has become a centerpiece for 

airline companies to maintain their image (Zahari et 

al., 2011) and to keep satisfied passengers and to 

attract new ones (Zahari et al., 2011).  Quality of 

service significantly drives the airline image and what 

passengers believe about the service and how they it 

has the strongest impact on the image of the airline 

(park et al., 2005). Providing poor service will lead to 

negative influence on the image and survival of a 

service company (Boshoff & Staude, 2003, Snyder, 

2014).Recognizing airline service quality has 

augmented rapidly due to its impact on passenger 

satisfaction and profitability (Namukasa, 2013; 

Bukhari et al., 2013; Saha, 2009).  

According to Noh and An (2009) there are few 

numbers of researches on the service quality of the 

airline industry in spite of the high level of competition 

between air carriers. Young et al. (2002) argued that 

there is a lack of researches conducted regarding 

investigating passenger satisfaction towards service 

quality in the airline industry.  According to Archana 

and Subha (2012) the interest of researchers into 

service quality in the airline industry has been 

growing, as providing quality of service is 

fundamental for airlines to survive. McKechnie et al., 

(2011) indicated that several researches revealed that 

airline service quality is one of the most significant 

factors that are possibly to influence passengers’ 

airline choice decision. Empirical studies of demand 

for airlines show that service quality is essential to the 

preference of airlines for both business and leisure 

travelers (de Jager and van Zyl, 2013).  

Nejati et al., (2009) argue that only a few airlines 

are capable of establish a reputation of high service 

quality over the years. Research into airline service 

quality has increased rapidly since its relationship with 

passenger satisfaction and profitability has been 

established (Heskett et al., 1994). Bolton et al. (1989) 

indicated the most important complaints of air 

passengers with airlines are delaying flights, problems 

with reimburses and long queues at airport ticket 

counters. Khatib (1998) indicated that passenger 

satisfaction and loyalty affect extremely on the 

perception of overall service quality of airlines. 

Shanka, 2012 investigated the relationship 

between airline service quality, passengers’ 

satisfaction and loyalty towards Ethiopian Airlines. 

The most dissatisfied dimension was reliability. 

Besides, tangibles, assurance and reliability 

dimensions positively influenced the passengers' level 

of satisfaction. It was revealed that satisfaction level 

has an impact on the passenger loyalty to airline. 

Alamdari (1999) indicate that while IFE contributes 

greatly to passengers' satisfaction with airline 

services.Clemes et al., (2008) examined factors that 

had the most and least important impact on service 

quality in international air travel. Zangmo et al., 

(2014) indicated that level of service quality has a 

significant effect on both satisfaction and loyalty of 

passengers to Drukair Royal Bhutan Airlines.   

Hussain et al., (2015) revealed that service 

quality, perceived value, and brand image have a 

positive significant impact on customer satisfaction, 

which in sequence lead to brand loyalty in a Dubai-

based airline. Suki (2014) revealed that there was a 

significant relationship between passenger satisfaction 

with airline service quality and word-of-mouth 

communications. Khuong and Uyen, (2014) indicated 

that staff performance, facilities, image, timeliness, 

ground  handling services, safety procedures, baggage 

handling service, and perceived service quality were 

positively related to passenger satisfaction. Namukasa 

(2013, p.520) indicated that the quality of pre-flight, 

in-flight and post-flight services had a significant 

impact on passenger satisfaction and consequently on 

his loyalty. Baker, (2013) examine the service quality 

and customer satisfaction of the top 14 U.S. airlines 

between 2007 -2011. 

Hassan (2012) examined the underlying 

dimensions of service quality for MASwings airline 

and  measured the relationships between five 

dimensions of service quality towards passengers’ 

satisfaction with the airline services in order to 

determine the most important that perceived more 

satisfactory. Al-Refaie et al., (2013) concluded that 

service quality and perceived values are found the key 

factors which affect passenger satisfaction and thus 

passengers’ fidelity. Clemes et al., (2008) studied 

variables that influence on service quality in 

international air travel. Huang (2010) showed that the 

service value is the most important factor that can 

influence the behavioral intention in the future, and 

responsiveness is evaluated as the core airline service 
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quality element for passengers. Yang et al. (2012) 

found that service quality has significant positive 

effect on customer value, airline image and behavioral 

intentions of passengers on low cost airlines. Ritchie 

et al. (1980) investigate passengers' perceptions of 

attributes that differentiate airlines services   by 

examining 30 key measures that influence the option 

of air services. From their parts Jones and Cocke 

(1981) assessed the perception of passengers on seven 

commuter airlines. 

 Gronroos (1990) revealed identified four 

attributes that affects the perception of passengers 

about level quality of services provided by British 

Airways: careful employee selection, training program, 

recovery and spontaneity. Shah et al., (2014) showed that 

there are no significant differences between international 

passengers` perception about the service value of the 

Airline on domestic routes but they discovered a 

difference in level of satisfaction between them on 

international routes.   

In addition, perceptions of responsiveness, 

assurance and empathy dimensions remain same, but 

were found to significantly different with regard to 

both tangibles and reliability dimensions. Ott (1993) 

revealed that passengers did not perceive any 

difference between airlines regarding their services 

attributes. Ling et al., (2005) indicated that there were 

significant differences between the perceptions of 

Taiwanese and Mainland Chinese passengers related 

to cross-strait airlines in all service features. Abdullah 

et al. (2007) indicate that the most important 

dimensions affecting Malaysian air passengers’ 

perception are empathy, tangibility and assurance. 

Park (2007) found significant differences between air 

passengers relating to their perceptions about airlines 

and seat classes. Somwang (2008) found t a gap 

between expectations and perceived performance of 

Thai low cost airlines` passengers as their perception 

of their performance was lower that anticipations. 

Suzuki (2004) concluded that the value added plays a 

significant role in selecting airlines.  De Jager and Zyl, 

(2013) attempted to identify the various service and 

value factors that matter most to domestic airline 

passengers in South Africa and to benchmark it with 

the domestic airline industry in Malaysia that has 

similar airline services. Gao and Koo (2014, p.23) 

argues that in order to recognize flight choice, it is 

better to consider the conventional itinerary choice 

factors in the context of the socio-cultural and 

historical influences. Jou (2008) found that safety, 

convenience and service quality factors affect 

significantly in selecting international airlines.  

Suzuki (2000) revealed that airline choice is 

affected by precedent experience of flight 

postponement. Pakdil and Aydin (2007) proved that 

responsiveness is the most important dimension, 

whilst availability, found to be the least important 

element of service quality of Turkish airline. Wen and 

Lai (2010) evaluated airline service quality according 

to airfare, schedule time difference, flight frequency, 

punctual performance, airport check in service, in-

flight seat space, and  in-flight food and beverage 

service. 

Chou et al. (2011) found that reliability and 

assurance are the first important dimensions, 

responsiveness is the second and empathy is the third 

followed by tangibles and flight pattern of Taiwanese 

airline. Wang et al. (2011) found that passengers are 

more concerned with comfort, nternal decoration and 

services quality of airlines. Archana and Subha (2012) 

reveal that in-flight service, in-flight digital service 

and back-office operations are positively correlated 

with perceived service quality in international air 

flights. Jager et al. (2012) found that the most 

important dimensions of service features are on- time 

performance of flight, cabin crew, and ease of 

booking. 

Gilbert and Wong (2002) conducted a passenger 

survey in Hong Kong and found that safety is ranked 

in the first position, followed by punctuality of flights, 

promptness/responsiveness, willing to help and having 

a courteous attitude. Tiernan et al. (2008) found that 

there is a significant difference between the economy 

class passengers and business ones concerning 

requirement for airline services. Chu (2001) conducted 

a study to identify Internet users' wants and 

anticipations towards airline/ travel websites in Hong 

Kong. It is revealed that e-users declared that the 

content of airline websites should be informative, 

interactive and attractive. Aksoy et al., (2003) showed 

that there are differences between passengers on the 

Turkish domestic airline and a number of four foreign 

airlines on the same flight destinations regarding 

demographic characteristics, behavioral 

characteristics, and satisfaction levels. Park et al. 

(2004) found that passengers’ post decision making 

process of air passengers is positively affected by 

service quality level value, satisfaction, and airline 

image. 

Chan (2000) assumed that keeping and 

continuously improving service quality has long been 

essential for airline companies in retaining old 

passengers attracting new ones. Marshall (1991) 

argues that meals services provided in flight, 

represents for many the only means for the 

competitive advantage of airlines.  

Park (2006) indicated that there were significant 

relationships between in-flight service, employee 

service, passenger satisfaction, airline image, value, 

and behavioral intentions. In addition, they positively 

affected passengers’ repurchase intentions and word-

of-mouth communications. Ng, et al., (2011) found 
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that the in-flight services provided by high morale 

flight attendants affect passenger satisfaction. 

Vlachos, Lin (2014) reveals that reputation, in-flight 

services, frequent flyer program, and aircraft type have 

the greatest influence on business passenger’s loyalty 

to airlines. Jensen (2009) also revealed that reliability 

and assurance are judged important to the overall in-

flight experience, while the tangible dimension is 

declared rather unimportant. Archana and Subha 

(2012) found that personal entertainment is the most 

important dimension as perceived by airline 

passengers in In-flight digital service quality. Online 

ticket booking is another dimension in back-office 

operations. In addition, the findings indicate that 

passengers‟ satisfaction on different airline companies 

on basis of the services delivered.  

Munusamy et al., (1991, p.720) argued that the 

cabin environment in the airplane is a key factor 

affecting the level of satisfaction of passengers. 

Namukasa (2013, p.524) argues that in order to 

develop a good customer service, the in-flight crew 

should put emphasis on tangible cues in order to create 

a strong organizational image. An and Noh (2009) 

declared that enhancing the in-flight service quality 

such as their in-flight meal service is vital in ensuring 

successfulness of airline companies. King (2001) 

revealed that passengers would change airlines, adjust 

travel patterns and even pay more money for high 

quality in-flight services. Thus, airlines are competing 

for  optimizing their services provided. Chang and Yeh 

(2002) regard that only, price, as the primary 

competition weapon for competing companies.but this 

tool is not feasible on the long term if it not 

accompanied with high quality level of services 

provided to their passengers. 

 

Methodology  

 

This study aims to measure the level of satisfaction of 

air passengers about the quality of in-flight services of 

Saudi Arabian Airline, at its domestic airway between 

(Hail, Riyadh and Jeddah). This section describes the 

methodology employed to test the hypothesis of the 

study, the sample of the study. 

 

Hypothesis  

 

Hypothesis 1: There were statistically significant 

differences between respondents` demographic 

characteristics according to assessment of the 

quality of in-flight services.  

Hypothesis 2: There are no statistically significant 

differences between booking experience and the 

assessment of the quality of in-flight services of   Saudi 

Arabian Airlines. 

Hypothesis 3: There is no statistically significant 

correlation between booking experience and 

responding to inquiries from reservation staff of Saudi 

Arabian Airline.  

 

Questionnaire 

 

A questionnaire for the current study was designed 

with four sections as follows: 

     -The demographic characteristics of respondents. 

     - Travel data. 

     -The respondents` perception of quality of in-flight 

services provided by the Saudi Arabian airline on its 

domestic airways. 

 

Sampling and data collection 

 

An on-site intercept survey was conducted among a 

random sample of passengers at the regional airport of 

Hail, Saudi Arabia. The survey was conducted by two 

field researchers between February 10 and February 

25, 2014. A self-administered questionnaire was 

distributed only to those who agreed to respond to the 

survey. Out of 130 questionnaires distributed, 25 were 

incomplete and thus eliminated from the study. As a 

result, 105 questionnaires were accepted for the 

purpose of final analysis, representing a response rate 

of 77%. 

 

Data analysis 

 

In order to test research hypotheses in the proposed 

model, a structural equation modeling (SEM) was run 

using (SPSS) statistical package for Social Sciences 

(SPSS) version 18.0. Statistical techniques such as 

descriptive statistics, chi-2, and Pearson correlation 

coefficient were used to achieve the objectives of this 

study.  

 

Results and discussion 

 

Assessing scale reliability with coefficient Alpha 

   

In order to assess the reliability of survey questions, 

the researchers obtained a coefficient Cranach’s Alpha 

score. Table 2 shows that the coefficient of 

consistency for survey is .777. It declares that this 

survey is reliable. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.777 11 
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Respondents’ demographic characteristics 

 

As Table 1 shows, the size of this research sample was 

105 passengers. Saudi passengers represented the vast 

majority of respondents (89.5%) whereas. Most of 

respondents were males (80.0%). Less than third of 

respondents were married and about one third were 

bachelors. About one third were between 20 to less 

than 30 years. The majority had secondary school and 

the minority had PHD. 

 

 

                      Table 1: Respondents’ demographic characteristics (N=105) 

 
Attribute Frequency  Percent  

Nationality    

Saudi 94 89.5% 

Other 11 10.5% 

 105 100% 

Gender   

Male 84 80.0% 

Female 21 %20.0 

Total 105 100% 

Age   

Less than 20 years 33 31.4% 

From 20 to  less than 30 years 35 33.3% 

From 30 to less than  40 years 12 11.4% 

From 40 to less than  50 years 13 12.4% 

From 50 to less than  60  years 10 9.5% 

More than 60 years 2 1.9% 

Total 105 100% 

Social status   

Married  67 63.8% 

Bachelor  35 33.3% 

Other 3 2.9% 

Total 105 100% 

Qualifications   

PHD 6 5.7% 

Master  9 8.6% 

Bachelor 20 19.0% 

Secondary school 62 59.0% 

Less than secondary school 8 7.6% 

Total 105 100% 

 

 

Respondents’ travel behavior  

 

Table 2 shows domestic itineraries, purpose of travel, 

mode of reservation, impression of respondents about 

the level of co-operation of reservation staff. As the 

survey distributed at the regional airport of Hail, the 

itineraries include just two cities (Riyadh- Jeddah) as 

they are the only available on Saudi Arabian Airline 

for domestic flights at Hail regional airport. As is 

shown below, travel for business is on the top of 

purposes of travel followed by tourism and visiting 

friends’ one. Travel for study came at the end of the 

Case Processing Summary 

 N % 

Cas

es 

Valid 105 100.0 

Excludeda 0 .0 

Total 105 100.0 

a. Listwise deletion based on all variables in the procedure. 
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list. More than two thirds reserve their flights through 

internet from which used Saudi Arabian airline`s 

websites. The Vast minority refugee to other sites and 

travel agencies to proceed their reservations. The vast 

majority declared that reservation staff is co-operative 

with them. Just 15% complained and were not satisfied 

in that service.  

 

Table 2: travel behavior 

 
Attribute Freq.  % Attribute Freq.  % % 

Respondents according to ( 

origins, destinations)   

  Internet reservation    18.0 

Jeddah 48 45.7% Yes 73 69.5% 27.3 

Riyadh 57 54.3% No 32 30.5% 19.8 

Total 105 100% Total  105 100% 34.9 

Purpose of travel    Ticket reservation through 

Saudi Arabian Airline  

  100 

Business 27 25.7% Yes  95 90.5%  

Free works 14 13.3% No 10 9.5%  

Omra 14 13.3% Total  105 100%  

Tourism 21 20.0% Co-operation of reservation 

staff 

   

Visiting relatives  21 20.0% Yes  90 85.7%  

Study  8 7.6% No  15 14.3  

Total  105 100% Total  105 100%  

 

Table 3 presents the mean scores and the standard 

deviations for each item of the scale. The means scores 

of the items that were used to measure the level of 

satisfaction of passengers about the quality of in-flight 

services provided by Saudi Arabian airline. It indicates 

that the general mean of the scale is 1.967. This means 

that the respondents tend to be satisfied in in-flight 

services quality in general.  On the other hand, it is 

revealed that the level of reception and guidance of 

onboard staff represent the least mean of (1.4857). 

Finally, the comfort of seats represents the highest one 

(2.4857).   

 

    Table 3: Mean scores and standard deviations of scale items 

 

Items Number Mean STD 

The level of reception and guidance of the cabin crew  105 1.4857 78586. 

Cabin crew`s helping  to fasten seat belts   105 1.8095 .78563 

Quality of food  service 105 2.0857 1.03881 

Quality beverage service 105 1.9238 .93742 

The speed of delivery of services provided by cabin crew 105 2.0190 1.09176 

The level of cleaning  105 1.7905 .91667 

Means of   in-flight entertainment  105 2.1524 1.11615 

Responsiveness of cabin crew while  inquiring or requesting any 

service 

105 1.8190 .95857 

Cleaning of  seats,  aisles and toilelles 105 2.1238 .90612 

Comfort of seats   105 2.4857 1.24123 

General mean  105 1.967 0.971 

  

Hypothesis testing  

 

Hypothesis 1: There were statistically significant 

differences between respondents` demographic 

characteristics according to assessment of the 

quality of in-flight services.  

Table 4 shows that there are no statistically significant 

differences between respondents` gender according to 
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assessment of the quality of in-flight services with a 

value of significance of (.05). There are no statistically 

significant differences between respondents` 

nationalities according to assessment of the quality of 

in-flight services with a value of significance of (.05). 

There is a statistically significant difference between 

respondents `ages  according to food provided in the 

plane (.002) and beverages provided in the  plane.002 

with a value of significance of  (.05).There are no 

statistically significant differences between 

respondents` social status according to assessment of 

the quality of in-flight services with a value of 

significance of (.05 ).There are no statistically 

significant differences between respondents` 

qualifications according to assessment of the quality 

of in-flight services with a value of significance of 

(.05). 

 

Table 4: The difference between respondents according to demographic variables  

 
Items  Chi-

Square 

(gender) 

 

p value 

(gender) 

 

 

Chi-

Square 

(national

ity) 

 

p value 

(nationali

ty) 

 

 

Chi-

Square 

(age) 

 

p value 

(age) 

 

 

Chi-

Square 

(social

) 

 

p value 

(social

) 

Chi-

Squar

e 

(qual) 

 

p 

value 

(quall

) 

The level of 

reception and 

guidance of 

the cabin crew 

1.943a .584 .832a .842 12.67

5a 

.627 2.160
a 

.904 6.4

42a 

.89

2 

Cabin crew`s 

helping  to 

fasten seat 

belts   

1.172a .883 .685a .953 16.89

0a 

.660 3.529
a 

.897 11.

117
a 

.80

2 

Quality of 

food  service 

3.385a .496 1.425a .840 43.71

4a 

.002 5.125
a 

.744 8.9

40a 

.91

6 

Quality 

beverage 

service 

1.948a .745 2.744a .602 42.82

9a 

.002 5.199
a 

.736 9.5

94a 

.88

7 

The speed of 

delivery of 

services 

provided by 

cabin crew 

1.845a .764 6.245a .182 21.69

0a 

.358 5.469
a 

.706 12.

992
a 

.67

3 

The level of 

cleaning  of 

Squabs and 

covers 

7.126a .129 3.384a .496 19.68

1a 

.478 13.69

3a 

.090 25.

102
a 

.06

8 

Means of   in-

flight 

entertainment 

4.107a .392 2.682a .612 17.19

4a 

.640 8.787
a 

.361 13.

199
a 

.65

8 

Responding to  

inquiries  

2.945a .400 1.097a .778 14.45

2a 

.492 11.07

0a 

.086 13.

643
a 

.32

4 

Cleaning of  

seats,  aisles 

and toilelles 

5.667a .225 1.568a .815 28.93

2a 

.089 13.57

6a 

.094 16.

548
a 

.41

5 

The comfort of 

seats   

4.748a .314 2.194a .700 15.21

1a 

.764 6.206
a 

.624 19.

417
a 

.24

8 

 

 

 

Hypothesis 2: 

 

There are no statistically significant differences 

between booking experience and the assessment of the 

quality of in-flight services of   Saudi Arabian Airlines. 

Table 5 shows that there are no statistically significant 

differences between booking experience and the 

assessment of the quality of in-flight services of   Saudi 

Arabian Airline. 
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Table 5: The difference between respondents according to qualifications  

 
Items  Pearson Correlation  

 

Sig (2-tailed) 

 

The level of reception and guidance on board -.036- .719 

Cabin crew`s helping  to fasten seat belts   -.045- .645 

The level of comfort during the flight -.015- .876 

Quality of food provided in the plane -.121- .219 

Quality of beverages provided in the  plane -.078- .430 

The speed of delivery of services of  the cabin crew -.036- .719 

The level of clean  of Squabs and covers -.032- .745 

Means of Entertainment during the flight -.015- .877 

Responding to  inquiries  .062 .533 

Cleaning of  seats,  aisles and toilelles -.152- .120 

The comfort of seats   -.180- .066 

 

 

Hypothesis 3: 
 

There is no statistically significant correlation between 

booking experience and responding to inquiries from 

reservation staff of Saudi Arabian Airline. Table 6 

shows that there is no statistically significant 

correlation between booking experience and 

responding to inquiries from reservation staff of Saudi 

Arabian Airline. 

 
 

    Table 6: The relationship between  booking experience and responding to inquiries 
 

Correlations 

 Booking experience Responding to inquiries 

Booking experience Pearson Correlation 1 .053 

Sig. (2-tailed)  .591 

N 105 105 

Responding to 

inquiries 

Pearson Correlation .053 1 

Sig. (2-tailed) .591  

N 105 105 

 
 

Conclusion and Recommendations 

 

The study is held at Hail regional airport, Saudi 

Arabia.  The aim of this paper was to measure the 

level of satisfaction of passengers about the quality of 

in-flight services of Saudi Arabian Airlines, at its 

domestic airways between Hail, Riyadh, and Jeddah. 

The results from the survey suggest that in-flight 

services quality levels in general are satisfactory. The 

level of reception and guidance of onboard staff 

registered lower scores. Whilst, the comfort of seats 

represents the highest one. Here, clearly, Saudi airline 
needs to do more to satisfy their passengers. All 
gender, nationalities, social status, qualifications, 
and booking experience registered no significant 
differences with regard to the assessment of the 

quality of in-flight services. On the other hand, age 

contributed to predict the assessment of the quality of 

comfort during the flight, food provided in the plane 

and beverages provided in the plane. There is no 

statistically significant correlation between booking 

experience and responding to inquiries from 

reservation staff of Saudi Arabian Airline. There is no 

statistically significant difference between 

respondents` purpose of travel according to the 

perception of service quality at all attributes. The 
findings of this study have a significant importance 
to Saudi airline management to improve its 
domestic in-flight service quality and customer 
satisfaction efficiently. Airline marketing managers 
should develop various strategies to guarantee 
quality services to passengers. This study 
measured all items of in-flight services that affect 
the satisfaction of passengers. Which in turn 
provides practical insights for airline managers 
into how to improve airline service quality. Thus, 
this research adds to the literature review 
regarding airline service quality, and customer 
satisfaction.  



14 American Journal of Tourism Research      

 

The findings of this study have important implications 

for airline managers to adopt strategies to improve in-

flight service, which in turn, will make passengers 

more likely to become loyal to the airline. This study 

has limitations. These results of the study are based on 

the examination of in-flight services provided by a 

single airline (Saudi Arabian airline). It is feasible that 

the assessment of different airlines would have yielded 

different empirical results. The survey was conducted 

at only Hail regional airport, before the time of flights 

in a short period of time. So a number of passengers 

had no enough time to fill in the questionnaire. Besides 

the vast majority of them are Hail residents. 

Perceptions of airline in-flight service quality may 

vary between different passengers `place of residence. 

Additionally, this study did not take into account the 

assessment of in-flight services of international flights.  

Passengers have to be actively involved in the 

service process to ensure their satisfaction. The 

management of the different airline in-flight service 

components, as well as their integration in an 

integrated strategy supports the formation of a good 

image in passengers` minds. This could result into the 

development of customer fidelity. Airline companies 

should bridge the gap between consumers’ anticipations 

and perceived performance. We suggest that Saudi 

Arabia airline increase investment and management 

efforts to improve their in-flight services.  

The application of the study to more than one 

airline will probably present more comprehensive 

results. An investigation of the airline employees' 

perceptions of in-flight service quality, comparing 

them with passengers' perceptions will help to the real 

assessment of in-flight services. An empirical 

investigation is required to assess how domestic 

passengers’ perceptions are different from that of 

international passengers. This study provides a 

foundation for more research studies to further explore 

travelers' needs and expectations about in-flight 

services. Further research needs to be conducted to 

identify satisfaction with airline quality for different 

groups of passengers.  

 

 

References  
 

Ahmed, S.M. and R. Kangari, 1995. Analysis of client 

satisfaction factors in construction industry, Journal of 

Management in Engineering, 11: 36-44. 

Alamdari, F. (2000), “Airline in-flight entertainment: The 

passenger’s perspective”, Journal of Air Transport 

Management, 5, 203-209. 

Al-Medabesh, A. and Ali, M. (2014). Customer Services in 

Saudi Arabian Airlines: A Case Study of Jazan 

Province. Interdisciplinary Journal of Contemporary 

Research in Business, 5 (9), (Jan 2014) 335-357. 

Al-Jader, R.A. & Sentosa, I.(2015). Structural Equation 

Modeling of E-Service Recovery Satisfaction and 

Customer Retention in the Airline Industry in Malaysia. 

International Journal of Marketing Studies; Vol. 7, No. 

4; 2015  

Aksoy, S., Atilgan, E. and Akinci, S. (2003). Airline services 

marketing by domestic and foreign firms: differences 

from the customers` viewpoint. Journal of Air 

Transport Management, 9, 343-351. 

Al-Medabesh, A. and Ali, M. (2014). Customer Services in 

Saudi Arabian Airlines: A Case Study of Jazan 

Province, Interdisciplinary Journal of Contemporary 

Research in Business, 5 (9), (Jan 2014) 335-357. 

Al-Refaie, A.,  Fouad, R.H.,  Eteiwi, D. (2013). Examining 

Factors Affect Passenger’s Satisfaction and Loyalty: A 

comparative Analysis from Jordan Airport", AISS: 

Advances in Information Sciences and Service 

Sciences, Vol. 5, No. 3, pp. 641 ~ 650.  

An, M. and Noh, Y. (2009). Airline customer satisfaction 

and loyalty: impact of in-flight service quality’. Service 

Business, Vol. 3 No. 3, pp. 293-307. 

Anderson, S., Pearo, L.K., Widener, S.K. (2008). Drivers of 

service satisfaction linking customer satisfaction to the 

service concept and customer characteristics,” Journal 

of Service Research, 10(4), 365–381. 

 Anderson, S.,   Pearo, L.K., Sally K. Widener, S.K. (2008). 

Drivers of Service Satisfaction Linking Customer 

Satisfaction to the Service Concept and Customer 

Characteristics. Journal of Service Research May. vol. 

10 no. 4 365-381. 

Angelova, B. and Zekiri, J., (2011). Measuring customer 

satisfaction with service quality using american 

customer satisfaction model (ACSI Model), 

International Journal of Academic Research in 

Business and Social Sciences, 1(3):232-258. 

Munusamy, J., Chelliah, S. and Pandian, S. (2011). 

Customer satisfaction delivery in airline industry in 

Malaysia: a case of low cost carrier. Australian Journal 

of Basic and Applied Sciences, 5(11), 718-723. 

Anderson, C.R., Zeithaml, C.P. (1984). Stage of the product 

life cycle, business strategy and business performance. 

Academy of Management Journal, Vol. 27, No. 1, pp. 

5-24. 

Archana, R., Subha. M.V. (2012). A study on service quality 

and passenger satisfaction on Indian airlines. 

International Journal of Multidisciplinary Research 

Vol.2 Issue 2, February, pp. 50-63 ISSN 2231 5780 

Atalık, Ö (2009). Wisdom of Domestic Customers: An 

Empirical Analysis of the Turkish Private Airline 

Sector. Vol. 4, No. 7 International Journal of Business 

and Management. Pp.61-67 

Asubonteng, P., McCleaty, K.J. & Swan, J.E. (1996). 

SERVQUAL revisited: a critical review of service 

quality. Journal of Service Marketing, 10(6), 62-81. 

Baker, D. M. A. (2013). Service Quality and Customer 

Satisfaction in the Airline Industry: A Comparison 

between Legacy Airlines and Low-Cost Airlines. 

American Journal of Tourism Research, 2(1), 67-77. 

Barsky, J. (1995). World-class customer satisfaction. Burr 

Ridge, IL: Irwin Professional. Brown, T.J., Churchill, 

G.A. and Peter, J.P. (1993). Research note: improving 

http://jsr.sagepub.com/search?author1=Shannon+Anderson&sortspec=date&submit=Submit
http://jsr.sagepub.com/search?author1=Lisa+Klein+Pearo&sortspec=date&submit=Submit
http://jsr.sagepub.com/search?author1=Sally+K.+Widener&sortspec=date&submit=Submit


15     T. S. Abdelazim and S. Twigry 

 

the measurement of service quality”. Journal of 

Retailing, Vol. 69 No. 1, pp. 126-39. 

Berliner, D.  (1996). Aviation: Reaching for the Sky. The 

Oliver Press, inc. 

Bitner, M. J., & Hubbert, A.R. (1994). Encounter 

satisfaction versus overall satisfaction versus quality: 

The customer’s voice. In Rust, R.T., & Oliver, R.L. 

(Eds.). Service quality: New directions in theory and 

practice. (pp. 72-94). Thousand Oaks, CA: Sage. 

Boland, D., Morrison, D., & O'Neill, S. (2002). The future 

of CRM in the airline industry: A new paradigm for 

customer management. IBM Institute for Business Value. 

Bolton R. N. and J. H. Drew. (1991). A multistage model of 

customers' assessments service quality value,” Journal 

Consumers Research, vol. 17, pp. 375-384.  (in: 

Khuong, Uyen, 2014, p.328). 

Boshoff, C., Staude, G. (2003). Satisfaction with service 

recovery: Its measurement and its outcomes. 

S.Afr.J.Bus.Manage. 34 (3), p9-16. 

Bui, H., & Nguyen, L. (2004). Total quality management. 

Hochiminh: Vietnam National University Publishing. 

Bukhari, S. M. F., Ghoneim, A., Dennis, C. & Jamjoom, B. 

(2013). The antecedents of travellers’ esatisfaction and 

intention to buy airline tickets online. Journal of 

Enterprise Information Management, 26(6), 624-641. 

Chaisompon, C. (2006).  Service Marketing. 8th Edition, Se-

ed-uktion, Bangkok. 

Chan, D. (2000). The Devlopment of the airline industry 

from 1978- 1998: a strategic global overview. Journal 

of Management Development, 19 (6), 489-51. 

Chang, F.C. and Chen, C. F. (2012). Service needs of elderly 

air passenger. Journal of Air Transport Management, 

18: 26-29 

Chang, L-Y (2012). International air passenger flows 

between pairs of APEC countries: A non-parametric 

regression tree approach. Journal of Air Transport 

Management. Volume 20, May, Pages 4–6. 

Chang, Y. and Yeh, C. (2002), A Survey Analysis of Service 

Quality for Domestic Airlines, European Journal of 

Operational Research, 139 (1), 166-177. 

Chang, Y. C., & Chen, C. F. (2012). Meeting the Needs of 

Disabled Air Passengers: Factors that Facilitate Help 

from Airlines and Airports. Tourism Managment, 33, 

529-536. 

Chan, D. (2000). The Devlopment of the airline industry 

from 1978- 1998: a strategic global overview. Journal 

of Management Development, 19 (6), 489-5 

Chang, L.Y. (2012). International air passenger flows 

between pairs of APEC countries: A non-parametric 

regression tree approach. Journal of Air Transport 

Management, 20, 4-6. 

Chang, T.Z. & Chen, S.J. (1998). Market orientation, service 

quality and business profitability: a conceptual model 

and empirical evidence. Journal of Service Marketing, 

12(4), 246-264. 

Chang, Y. H. & Yeh, C. H. (2002). A survey analysis of 

service quality for domestic airlines. European journal 

of operational research, 39, 9(1), 166-177. 

Charoensettasilp, S and Wu, C. (2013). Thai Passengers’ 

Satisfaction after Receiving Services from Thailand's 

Domestic Low Cost Airline. International Journal of u- 

and e- Service, Science and Technology 6(6), 107-120 

http://dx.doi.org/10.14257/ijunesst.2013.6.6.11. 

Cheng, J., Chen, F. & Chang, Y. (2008). Airline relationship 

quality: an examination of Taiwanese passengers’. 

Tourism Management, 29: 487–499. 

Ching, MK (2014). Passengers` perception  on airport 

service  and  quality satisfaction . 03 June, 10th 

International Academic Conference, Vienna ISBN 978-

80-87927-02-1, IISES. 

Chou, C.C., Liu, L.J., Huang, S.F., Yih, J.M. & Han, T.C. 

(2011). An evaluation of airine service quality using the 

fuzzy weighted SERVQUAL method. Applied Soft 

Computing, 11, 2117-2128. 

http://dx.doi.org/10.1016/j.asoc.2010.07.010. 

Chumakova, A. (2014). Customer satisfaction on facility 

services in terminal 2 of Tampere Airport. Bachelor’s 

thesis April. Degree Programme in Tourism Tampereen 

Ammattikorkeakoulu Tampere University of Applied 

Sciences.  

Clemes, M.D., Gan, C.E.C. Kao, T. H., & Choong, M. 

(2008). An empirical analysis of customer satisfaction 

in international air travel, Innovative Marketing, 4 (1), 

pp. 49-62. 

Coppet, John I (1988). Auditing Your Customer Service 

Activities. Industrial Marketing management, vol. 17: 

pp. 277-284. 

Cronin, J. J., & Taylor, S. A. (1992) Measuring service 

quality; a re-examination and extension. The Journal of 

Marketing, Vol. 56, Number 3, p.55-68. 

Cronin J.J., Brady M.K., and Hult G.T.M.(2000). Assessing 

the effects of quality, value, and customer satisfaction 

on consumer behavioral intentions in service 

environments. Journal of Retailing, vol. 76, no. 2, pp. 

193–218, 2000.  

David, G. and Wong, K.C. (2002). Passenger expectations 

and airline services: a Hong Kong based study. Tourism 

Management, Vol. 24, April, pp. 519-532. 

De Jager, J.W. and Van Zyl, D. (2013). Airline Service 

Quality in South Africa and Malaysia- An International 

Customer Expectations Approach. Journal of 

Economics and Behavioral Studies Vol. 5, No. 11, pp. 

752-761 

De Meyer, C.F., Mostert, P.G. (2011). The influence of 

passenger satisfaction on relationship formation in the 

South African domestic airline industry, South African 

Journal of Business Management 42 (4), 79-87. 

DeMoranville, C.W., & Bienstock, C.C. (2003). Question Order 

Effects in Measuring Service Quality. International 

Journal of Research in Marketing, 20(3), 217-231. 

http://dx.doi.org/10.1016/S0167-8116(03)00034-X 

Devi, S. S. and Sumitha. (2014). A study  on the  service 

quality and passengers` satisfaction towards domestic  

airways. Iindian Journal of applied  research. 4(11) 

Dotchin, J.A. & Oakland, J.S., (1994b). Total quality 

management in services. Part 2: service quality. 

International Journal of Quality & Reliability 

Management, 11(3), 27-42. 

Ellinger, A.E., Daugherty, P.J., Plair, Q.J. (1999). Customer 

satisfaction and loyalty in supply chain: the role of 

communication. Transportation Research Part E: 

Logistics and Transportation Review, 35 (2), 121-134. 

http://www.sciencedirect.com/science/journal/09696997
http://www.sciencedirect.com/science/journal/09696997
http://www.sciencedirect.com/science/journal/09696997/20/supp/C
http://dx.doi.org/10.14257/ijunesst.2013.6.6.11
http://dx.doi.org/10.1016/j.asoc.2010.07.010
http://dx.doi.org/10.1016/S0167-8116(03)00034-X


16 American Journal of Tourism Research      

 

Fareena, S., and Simpson, M.C. (2000). International service 

variants: airline passenger expectations and perceptions 

of service quality. The Journal of Services Marketing, 

Santa Barbara, 14(3), 188-207. 

Fatma, P. and Aydın, O. (2007). Expectations and 

perceptions in airline services: An analysis using 

weighted SERVQUAL scores. Journal of Air 

Transport Management, Vol. 13, pp.229–237. 

Fitzsimmons, J.A., Fitzsimmons, M.J., 2001. Service 

Management: Operations, Strategy, and Information 

Technology, 3rd Edition. McGraw-Hill, New York. 

Fornell, C. (1992). A National Customer Satisfaction 

Barometer: The Swedish Experience," Journal of 

Marketing, 56 (January), 6- 2 1. 

Gao, Y. and Koo, T.T.R. (2014). Flying Australia-Europe 

via China: A qualitative analysis of the factors affecting 

travelers' choice of Chinese carriers using online 

comments data. Journal of Air Transport Management, 

39, 23-29. 

Gammie, A. (1992). Stop at nothing in the search for quality. 

Human Resource, 5(Spring), 35-38. 

Gao, Y., Koo, T. T.R. (2014). Flying Australia-Europe via 

China: A qualitative analysis of the factors affecting 

travelers' choice of Chinese carriers using online 

comments data. Journal of Air Transport Management, 

39, 23-29, 

http://dx.doi.org/10.1016/j.jairtraman.2014.03.006. 

Grönroos, C. (1984). A service quality model and its 

implications. European Journal of Marketing, 18(4), 36-

44. http://dx.doi.org/10.1108/EUM0000000 004784. 

Grönroos, C. (1983). Strategic Management and Marketing 

in the Service Sector. Marketing Science Institute. 

Boston, MA. 

Gursoy, D., Chen, M.H. and Kim, H.J. (2005) The US 

airlines relative positioning based on attributes of 

service quality. Tourism Management, 26, 57-67. 

Gustafsson, A., Johnson, M.D., Roos, I. (2005). The effects 

of customer satisfaction, relationship commitment 

dimensions, and triggers on customer retention. Journal 

of Marketing 69 (October), 210-218. 

Gummesson, E. (1998). Productivity, quality and 

relationship marketing in service operations. 

International Journal of Contemporary Hospitality 

Management. Vol. 10 No. 1, pp. 4-15. 

Hallowell, R. (1996). The relationships of customer 

satisfaction, customer loyalty and profitability: An 

empirical study. International Journal of Service 

Industry Management, Vol. 7 No. 4, pp. 27-42. 

 Hansemark, O. C. & Albinson, M.,(2004). Customer 

Satisfaction and Retention: The Experiences of 

Individual with Employees. Managing Service Quality, 

Vol. 14 (1) 

Hansemark, O. C. & Albinson, M. (2004). Customer 

Satisfaction and Retention: The Experiences of 

Individual Employees. Managing Service Quality, 14 

(1), 40-57. 

Hassan, M. F. (2012) Passengers satisfaction toward service 

quality : case study of MASwings Airline / Muhammad 

Faezi Hassan. Masters thesis, Universiti Teknologi 

MARA. 

Heskett, James L., Thomas O. Jones, Gary W. Loveman, W. 

Earl Sasser, Jr., Leonard A. Schlesinger (1994). Putting 

the Service-Profit Chain to Work” Harvard Business 

Review March-April 72(2), pp. 164-174. 

Hoyer, W. D., & MacInnis, D. J. (2001). Consumer 

Behaviour. 2nd ed., Boston: Houghton Mifflin Company 

Hu, H.H.S., Kandampully, J., & Juwaheer, T.D. (2009). 

Relationships and impacts of service quality, perceived 

value, customer satisfaction, and image: An empirical 

study. The Service Industries Journal, 29(2), 111-125. 

Huang, Y. K. (2010). The effect of airline service quality on 

passengers' behavioural intentions using SERVQUAL 

scores a TAIWAN case study. Journal of the Eastern 

Asia Society for Transportation Studies, vol. 8, pp. 

2330-2343. 

Hung, Y.H., Huang, M.L. & Chen, K.S. (2003). Service 

quality evaluation by service quality performance 

matrix. Total quality Management & Business 

Excellence, 14(1), 79-89. 

Hutchinson, J. Lai, F. and Wang, Y. (2009). Understanding 

the relationships of quality, value, equity, satisfaction, 

and behavioral intentions among golf travelers”, 

Tourism Management, vol. 30, pp. 298– 308. 

Jenny, H. and  and Frances, D. (1998). Managing Customer 

Services. Gower Publishing Limited, England, pp. 3-4 

Jensen, P. D. Ø. (2009). A learning perspective on the 

offshoring of advanced services. Journal of 

International Management, 15(2), 181-193. 

Joanne,  B., Britt, F.F.and  Delaney, R.V. (1989). 

Intermodal: U. S. A. Assessment, 1989-1994, Opinion 

Research Corp., Reference 34986 ( Cambridge, Mass: 

Arther D, Little, 1989); "what is Transportation 

Quality?. Traffic Management, vol. 28 (October 1989): 

pp. 38-41. 

Jou, R. C., S Lam, H., Hensher, D. A., Chen C. C. a nd Kuo 

C. W. (2008). The Effect of Service Quality And Price 

On International Airline Competition. Transportation  

Research Part E, 44 (4), 580–592.  

Kabir, M. H., & Carlsson, T. (2010). Service Quality: 

Expectations, perceptions and satisfaction about 

Service Quality at Destination Gotland - A case study. 

(2010). Accessed on March, 24th, 2013 

http://urn.kb.se/resolve?urn=urn:nbn:se:hgo:diva-643. 

Kandampully, J. (1998). Service Quality to service loyalty: 

a relationship which goes beyond customer services. 

Total Quality Management & Business Excellence, 

9(6), 431-443. 

Khatib, F. S.(1998) An investigation of airline service 

quality, passenger satisfaction and loyalty: The 

Jordanian Airline. PhD thesis, University of Sheffield. 

Khuong, M.N. and Uyen, L. M.  (2014). The Factors 

Affecting Vietnam Airlines Service Quality and 

Passenger Satisfaction – A Mediation Analysis of 

Service Quality. International Journal of Innovation, 

Management and Technology, 5(5), 327-333. 

King, T.(2001). In-flight Catering. Journal of Tourism and 

Hospitality Research, 3 (2), 181-184 

Kotler, P. (1997). Marketing management: Analysis, 

planning, implementation, and control. New Jersey: 

Prentice Hall. 

Kotler, P.(2000).  Marketing Management: The Millennium 

edition, New Jersey: Prentice Hall. 

Kotler, P., & Keller, K.L. (2009). Marketing Management 

(13th ed.). Upper Saddle River, NJ: Prentice Hall. 

http://urn.kb.se/resolve?urn=urn:nbn:se:hgo:diva-643


17     T. S. Abdelazim and S. Twigry 

 

Kotler, P., Wong, V., Saunders, J. & Armstrong, G. (2005) 

Principles of Marketing. 4th euro ed. FT/Prentice Hall 

Kuo, Y., Wu, C. and Deng, W. (2009). The relationships 

among service quality, perceived value, customer 

satisfaction and post-purchase intention in mobile 

value-added services. Computers in human behavior, 

vol. 25, pp.887-896, 2009.  

Lasser, W.M., Manolis, C. & Winsor, R.D. (2000). Service 

quality perspectives and satisfaction in private banking. 

Journal of Service Marketing,14(3), 244-271. 

Leonard, F.S. & Sasser, W.E. (1982). The incline of quality. 

Harvard Business Review, 60(5), 163-171. 

Levesque, T. and McDougall, G.H.G (1996). Determinants 

of customer satisfaction in retail banking‟. International 

Journal of Bank Marketing, 14(7), 12 – 20. 

Lewis, B.R. & Mitchell, V.W. (1990). Defining and 

measuring the quality of customer service. Marketing 

Intelligence & Planning, 8(6), 11-17. 

Ling, F.I., Lin, K., Lu, J.L. (2005). Difference in service 

quality of cross-strait airlines and its effect on 

passengers’ preferences. Journal of Eastern Society for 

Transportation Studies 6,798-813. 

Lisa Klein Pearo, and Sally K Widener (2008). Drivers of 

service satisfaction linking customer satisfaction to the 

service concept and customer characteristics,” Journal 

of Service Research, 10(4), 365–81. 

Mahmud, A. Jusoff, K. dan Hadijah. (2013). The Effect of 

Service Quality and Price on Satisfaction and Loyalty 

of Customer of Commercial Flight Service Industry, 

World Applied Sciences Journal, 23(3) 354-359. 

Manani, T. O., Nyaoga, R. B.,  Bosire, R. M.,  Ombati, T. 

O.,  Tom O. Kongere, T. O. (2013). Service Quality and 

Customer Satisfaction at Kenya Airways Ltd. European 

Journal of business and management. 5 (22), 170-180. 

McKechnie, D. S., Grant, J. & Golawala, F. S. (2011). 

Partitioning service encounters into touch points to 

enhance quality. International Journal of Quality and 

Service Sciences, 3(2), 146-165. 

Mohd Zahari, M. S, Salleh, N. K., Kamaruddin, M. S. Y and 

Kutut, M. Z. (2011). In-flight Meals, Passengers’ Level 

of Satisfaction and Re-flying Intention. World 

Academy of Science, Engineering and Technology. 

International Journal of Social, Behavioral, 

Educational, Economic, Business and Industrial 

Engineering Vol:5, No:12, , pp.1982-1989. 

Mohsan, F., Nawaz, M. M., Khan, S. M., Shaukat, Z., & 

Aslam, N. (2011). Impact of customer satisfaction on 

customer loyalty and intentions to switch: Evidence 

from banking sector of Pakistan. International Journal 

of Business and Social Science, 3(2): 1982-1991. 

Mostert, P.G., De Meyer, C.F.  & van Rensburg, L.R.J.   

(2009). The infl uence of service failure and service 

recovery on airline passengers’ relationships with 

domestic airlines: an exploratory study. Southern 

African Business Review. 13(2).118-140. 

Munusamy, J. ,  Chelliah, S., Pandian, S. ( 1991). Customer 

Satisfaction Delivery In Airline Industry In Malaysia: 

A Case of Low Cost Carrier. Australian Journal of 

Basic and Applied Sciences, 5(11): 718-723, 2011 

ISSN 1991-8178. 

Nadiri, H., and Hussain, K. (2005). Perceptions of service 

quality in north Cyprus hotels. International Journal of 

Contemporary Hospitality Management, 17(6), 469-

480. 

Nadiri, H., Hussain, K., Ekiz, E.H. & Erdoğan, S. (2008). 

‘An investigation on the factors influencing passengers’ 

loyalty in the North Cyprus national airline’, TQM 

Journal, 20(3): 265–280. 

Namukasa, J. (2013).   The influence of airline service 

quality on passenger satisfaction and loyalty The case 

of Uganda airline industry. TQM Journal, 25,520-532. 

Nejati, M., Nejati, M. & Shafaei, A. (2009). Ranking 

airlines’ service quality factors using a fuzzy approach: 

study of the Iranian society. International Journal of 

Quality & Reliability Management, 26(3), 247- 260. 

Newman, K. (2001). Interrogating SERVQUAL: a critical 

assessment of service quality measurement in a high 

street retail bank. International Journal of Bank 

Marketing, Vol. 19, No. 3 pp. 126-139. 

O’Hara, L., & Strugnell, C. (1997). Development in in-flight 

catering. Journal of Nutrition and Food Science, 3 (20), 

105-106. 

Ott, James. (1993), “Airline Customer Service Rated 

Average‟ in Survey”, Aviation Week and Space 

Technology, P. 31. 

Lynn W., P. L., Chang, D.R., and Buzzell, R.D. (1983). 

Product Quality, Cost Position, and Business 

Performance: A Test of Some Key Hypotheses. Journal 

of Marketing, 47 (Spring), 26-43. 

)Oliver, R. L. (1980). Conceptualization and Measurement 

of Disconfirmation Perceptions in the Prediction of 

Consumer Satisfaction. in Proceedings of Fourth 

Annual Conference on Consumer Satisfaction, 

Dissatisfaction, and Complaining Behavior, H. Keith 

Hunt and Ralph L. Day, eds. Bloomington: School of 

Business, Indiana University.  

Oliver, R.L. (1993). A conceptual model of service quality 

and service satisfaction: Compatible goals, different 

concepts, in advances,” in Service Marketing and 

Management, vol. 2, pp. 65-85. 

Oliver, R. L. (1993). Cognitive, Affective, and Attribute 

Bases of the Satisfaction Response. Journal of 

Consumer Research, 20, 418–430. 

Oliver, R. L. (1996). Satisfaction: A behavioral perspective 

on consumer. New York: Prince Hill. 

Oliver, R. L. (1997). Satisfaction: A behavioral perspective 

on the consumer. New York, NY: McGraw-Hill, Inc. 

Olorunniwo, F., Hsu, M.K. and Udo, G.J., (2006). Service 

quality, customer satisfaction, and behavioral 

intentions. Journal of Services Marketing, 20(1),59–72. 

Ostrowski, P. L., O‟Brien, T. V., and Gordon, G. L. (1993). 

Service quality and customer loyalty in the commercial 

airline industry”, Journal of Travel Research, Vol. 32, 

pp. 16-28. 

Oyewole, P., Sankaran, M. and Choudhury, P. (2007). 

Marketing Airlines Services in Malaysia: A Consumer 

Satisfaction Orientation Approach. Journal of 

Innovative Marketing, 3 (1), 189-191. 

Ozment, J. and E. A. Morash (1994). The Augmented 

Service Offering for Perceived and Actual Service 

Quality”, Journal of the Academy of Marketing 

Science, Vol.4, No. 22: 352-363. 

Pakdil, F. and Aydin, O. (2007). Expectations and 

perceptions in airline services: An analysis using 



18 American Journal of Tourism Research      

 

weighted SERVQUAL scores. Journal of Air 

Transport Management, 13 (4), 229-237. 

Park, J.W. (2007). Passenger perceptions of service quality: 

Korean and Australian case studies. Journal of Air 

Transport Management, 13(4), 238-242. 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A 

conceptual model of service quality and its implications 

for future research. Journal of Marketing, Vol. 49, p.41-

50. 

Park, J. W., Robertson, R. & Wu, C. L. (2004). The affect of 

airline service quality on passengers’ behavioural 

intentions: a Korean case study. Journal of Air 

Transport Management, 10, 435-439. 

Park, J.W., Robertson, R., & Wu, C.L. (2005). Investigating 

the effect of airline service quality on airline 

passengers’ future behavioral intentions. Journal of 

Tourism Studies, 16 (1), 67-87. 

Park, J.W. (2006). The Effects of Individual Dimensions of 

Airline Service Quality: Findings From Australian 

Domestic Air Passengers, Journal of Hospitality and 

Tourism Management, 13(2). 161-176. 

Patterson, Paul G. (1993), Expectations and product 

performance determinants of satisfaction for high-

involvement purchase. Journal of Psychology and 

Marketing, 10(5), Sept.- Oct., pp. 449-465. 

Perovic, J. (2013). The economic benefits of aviation and 

performance in the travel & tourism competitive index. 

The Travel & Tourism Competitiveness Report 2013, 

ch. 4.1. 

Perreault, W. D. Jr, McCarthy E. Jerome, Parkinsen S. and 

Stewda K. (2000). Basic Marketing, European Edition, 

London: Mcgraw Hill. 

Perreault, W. D., Jr. McCarthy, E. Jerome, S. Parkinsen and 

K. Stewda (2000). Basic Marketing. European Edition, 

London: Mcgraw Hill. 

Piyajitmetta, P. (2003). Factors Affecting to Thai 

Passengers’ Total Satisfaction on Service of Thai 

Airways International in Bangkok Metropolitan Area: 

A Case Study of Sector Bangkok – Hong Kong – 

Bangkok. Unpublished Master Research, 

UbonRatchathani Rajabhat University 

Palmer A. (2008). Principles of services marketing. 5th ed. 

London: McGraw-Hill. 

incus, L. (2001). Flight catering: A North American 

perspective. Journal of Tourism and Hospitality 

Research, 3 (2), 174-176 

Piyajitmetta, P. (2003). Factors Affecting to Thai 

Passengers’ Total Satisfaction on Service of Thai 

Airways International in Bangkok Metropolitan Area: 

A Case Study of Sector Bangkok – Hong Kong – 

Bangkok. Unpublished Master Research, Ubon 

Ratchathani Rajabhat University. 

Reisinger, Y., & Turner, L., (2002). Cultural Differences 

Between Asian Tourist Markets and Australian Hosts, 

Part 1. Journal of Travel Research, 40 (3), 295-315. 

Reisinger, Y., & Tuner, L. (2003). Cross-Cultural Behavior 

in Tourism: Concepts and Analysis. Oxford, 

Butterworth-Heinemann.Rhoades D., and Waguespack 

B, (2004). Service and safety quality in US airlines: pre- 

and post-September 11th", Managing Service Quality, 

14 (4), 307-316. 

Rhoades, D. L. & Waguespack, B. (2008). Twenty years of 

service quality performance in the US airline industry. 

Managing service quality, 18(1), 20-33. 

Ringle, C. M.,  Sarstedt, M. (2011). Customer Satisfaction 

with Commercial Airlines: The Role of Perceived 

Safety and Purpose of Travel. Journal of Marketing 

Theory and Practice, Vol. 19, No. 4, pp. 459–472. 

Rodrigue, J.-P.,  Comtois, C. and Slack, B. (2009). The 

geography of transport systems. New York: Routledge. 

Second Edition. 

Ruth, B.,  and Chapman, R. (1989). The Structure of 

Customer Complaint Behaviour in the Airline Industry. 

Academy of Marketing Science, 1989 Proceedings, pp. 

21-28. 

Rizan, (2010).   Analysis of Service Quality and  Customer 

Satisfaction and Its Influence On Customer Loyalty. 

(Passengers Survey of Domestic Full Service   Airlines 

Company Garuda Indonesia in Indonesia). Oxford 

Business and Economics Conference Program. 

Rust, R.T., and Oliver, R.L. (1994). Service quality: insights 

and managerial implications from the frontier. In Rust, 

R.T. & Oliver, R.L. (Eds), Service quality: New 

directions in theory and practice, 241-68. 

Saha, G.C. and Theingi (2009). Service quality, satisfaction, 

and behavioural intentions. A study of low-cost airline 

carriers in Thailand.” Managing Service Quality., 19, 3, 

pp.350-372. 

Seilier, V.L. (2004). Examining Service Quality for 

homebuyers in the residential real state brokerage 

industry. PhD thesis, Sydney: University of Western 

Sydney. 

Seth, N. & Deshmukh, S.G. (2005). Service quality models: 

a review. International Journal of Quality & Reliability 

Management, 22(9), 913-949. 

Seyanont, A. (2011). Passengers' Perspective toward Airport 

Service Quality at Suvarnabhumi International Airport. 

Bangkok, Thailand: University of the Thai Chamber of 

Commerce. 

Shah, K.; Anjum, G. A.; Shoaib, M. (2014). Service quality 

metrics for passenger's satisfaction (a case of Pakistan's 

air industry). Pakistan Journal of Science, 66(2) 181-186.  

Shah, F.T., Imam, A., Syed, Z. (2014).  Evaluating  

passenger`s perceived service value, satisfaction and  

behavioral intentions in airline services by flight 

category: A study of Servequal. 

Sci.Int(Lahore),26(4),1749-1755 

Shanka, M. S. (2012). Measuring Service Quality in 

Ethiopian Airlines. Journal of Educational and Social 

Research 2(9). DOI: 10.5901/jesr.2012.v2n9p173 

Shanka, M.S. (2012). Bans Service Quality, Customer 

Satisfaction and Loyalty in Ethiopian Banking Sector. 

Journal of Business Administration and Management 

Research, Vol. 1. pp 1-9. 

Smarnrug, N. (2006).independent study customer 

satisfaction towards the Bangkok international airpoprt 

services . . Submitted to Graduate School of Kasetsart 

University In Partial Fulfillment of Master Degree In 

Business Administration. 

Smarnrug, N. (2006). Customer satisfacton towards  the  

Bnagkok internatonal airport  services. Graduate  

school  of Kasetsart unversty. Graduate School of 

http://econpapers.repec.org/article/eeejaitra/
http://econpapers.repec.org/article/eeejaitra/
http://isplb03-aux3.semantico.net/search.html?q=au%3A%22Shah%2C+K.%22
http://isplb03-aux3.semantico.net/search.html?q=au%3A%22Anjum%2C+G.+A.%22
http://isplb03-aux3.semantico.net/search.html?q=au%3A%22Shoaib%2C+M.%22
http://isplb03-aux3.semantico.net/search.html?q=do%3A%22Pakistan+Journal+of+Science%22
https://www.researchgate.net/profile/Mesay_Sata_Shanka
https://www.researchgate.net/profile/Mesay_Sata_Shanka
https://www.researchgate.net/profile/Mesay_Sata_Shanka
https://www.researchgate.net/profile/Mesay_Sata_Shanka


19     T. S. Abdelazim and S. Twigry 

 

Kasetsart University In Partial Fulfillment of Master 

Degree In Business Administration. 

Snyder, D.J.,  Tai, P.A. (2014). Customer Satisfaction At 

Low Cost Airlines: A Case Study Of Jetstar Pacific 

Airlines (JPA). The Clute Institute International 

Academic Conference San Antonio, Texas, USA. 

Pp.254-265. 

Somwang, C. (2008). An Assessment of Passengers' Views 

of Service Quality in Thai Low Cost Carriers. Int. J. 

vol 01/2008; 2. 

Srinivasan, S. (2004). Role of trust in e-business success. 

Information Management & Computer Security, Vol. 

12 No. 1, pp. 66-72. 

Subha, M. V. & Arachana, R. (2013). Identifying the 

Dimensions of Service Quality as Antecedents to 

Passenger Satisfaction of Rajiv Gandhi International 

Airport. Journal of Contemporary Research in 

Management, 8, 2, pp. 25-33. 

Suhartanto, D. and Noor, A. A. (2012). Customer 

satisfaction in the airline industry: The role of service 

quality and price. Asia Tourism Forum Conference, pp. 

1-9, 2012.Bandung:Bandung institute of tourism.Suki, 

N. (2011). A structural model of customer satisfaction 

and trust in vendors involved in mobile commerce. Int. 

Journal of Business Science and Applied Management 

6 (2), 17-30 

Sung, C-H., Cheng, F-T., Wu, M-F. TA Study of Low-Cost 

Carriers Service The impact is on passenger satisfaction 

for cabin service - Benchmark to Hanoi – Ho Chi Minh 

City.  Recent Researches in Applied Economics and 

Management - Volume II. Pp.71-75 

Sureshchander, G.S., Rajendran, C. and Anatharaman, R.N. 

(2002). The relationship between service quality and 

customer satisfaction: a factor specific approach. 

Journal of Services Marketing, 16 (4) 363-79. 

Suzuki, Y. (2004). The impact of airline service failures on 

travelers’ carrier choice: A case study of central Iowa. 

Transportation Journal (43:2), pp. 26-36. 

Swan,J. E. (1983). Consumersatisfaction research and 

theory:Currentstatus and future directions. In R. L. Day 

& H. K. Hunt (Eds.), International fare in consumer 

satisfaction (pp. 124–129). Bloomington: Indiana 

School of Business, Indiana University. 

Tiernan S., Rhoades D., and Waguespack B, (2008). Airline 

alliance service quality performance-An analysis of US 

and EU member airlines. Journal of Air Transport 

Management, 14(2), 99-102. 

Wang, X., Zhang, J., Gu, C., and Zhen, F. (2009). Examining 

Antecedents and Consequences of Tourist Satisfaction 

: A Structural Modeling Approach. Tsinghua Science 

and Technology, 14(3): 397-406. 

 

 

 

 

 

 

 

 

 

Wen, C.H., and Lai, S.C., (2010). Latent class models of 

international air carrier choice. Transportation 

Research Part E 46, 211–221. 

Wetzels, M., Ruyter, K., Birgelen, V.M., (1998). Marketing 

service relationships: the role of commitment. Journal 

of Business and Industrial Marketing 13 (4-5), 406-23. 

Wisniewski, M. and Donnelly, M. (1996). Measuring service 

quality in the public sector: the potential for Servqual. 

Total Quality Management , 7(4), 357-365. 

Woodruff, Robert B. (1997). Customer value: the next 

source for competitive advantage. Academy of 

Marketing Science Journal, 25 (2), 139-153. 

Yuan-Fang. C., Hern-Yu, C. (2005). Examining Airline 

Service Quality from a Process Perspective. Journal of 

Air Transport Management, Vol. 11, 79-87. 

Zahari, M.M.S., Salleh, N.K.,  Kamaruddin,  M.S.Y., and 

Kutut, M.Z.  (2011). In-flight Meals, Passengers’ Level 

of Satisfaction and Re-flying Intention. World no 

significant negative impact on customer satisfaction. 

Academy of Science, Engineering and Technology, 60: 

1353-1360. 

Zahari, W., Yusoff, W., & Ismail, M. (2008). FM-

SERVQUAL: a new approach of service quality 

measurement framework in local authorities. Journal of 

Corporate Real Estate, 10(2), 130-144. 

Zainol, A. Z., & Romle, A. R. (2007). The truths of service 

quality (passenger handling) in airlines industry: a 

descriptive exploration between Malaysia Airlines and 

AirAsia. Journal of Global Business Management, 3(1). 

Zangmo, M.,  Liampreecha, W., and Chemsripong, S. 

(2014). The influence of  passenger  perceived  service 

quality  on  passenger satisfaction  loyalty: case of 

Drukair royal  Bhutan airlines. International Journal of 

Technical Research and Applications e-ISSN: 2320-

8163, www.ijtra.com Volume-2, Special Issue 8 (Nov-

Dec 2014), PP. 66-74 . 

Zeithaml, V.A., Parasuraman, A., and Berry, L.L. (1990). 

Delivering quality service – balancing customer 

perceptions and expectations. New York: The Free Press. 

Zeithaml V.A., Bitner M.J., Gremler D.D. (2009). Service 

Marketing: Integrating Customer Focus Across the 

Firm. Fifth edition. New York: McGraw-Hill 

Companies, Inc. 

Zimermann, L.   (2011). Customer Satisfaction with 

ommercial Airlines: The Role of Perceived Safety and 

Purpose of Travel. Journal of Marketing Theory and 

Practice, Vol. 19, No. 4, pp. 459–472, 2011 . 

Zieldin, M. (2000b). Total Relationship Management 

(TRM) and Total Quality Management (TQM). 

Managerial Auditing Journal, 15(1-2). 

https://scholar.google.com/citations?view_op=view_citation&hl=en&user=WjSLTjEAAAAJ&citation_for_view=WjSLTjEAAAAJ:_FxGoFyzp5QC
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=WjSLTjEAAAAJ&citation_for_view=WjSLTjEAAAAJ:_FxGoFyzp5QC
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2189058
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2189058
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2189058
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2189058
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2189058
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2189058

