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Hava Yolu Endustrisinde Hizmet Kalitesi, Misteri Memnuniyeti ve

Davranissal Nizetlerin Modellenmesi: Yaelsal kitlik Modellemesi Yaklasimi

Kubra Simsek! Orkun Demirbag?

Abstract
Recently, the customer structure and their expiestatare changed in the airline industry same as th
other service industries with changed conditionsdmhnology, quality of living etc. Due to changing
expectations for service quality and new marketcstme, airline companies will be able to provide a
competitive advantage through meeting customergeatations with high satisfaction and
understanding the changing market. In this conttvet,aim of this study is identifying the determitsa
of airline service quality perceived by customeaeyeal the effects of perceived service quality on
customer satisfaction, and effects of customeisfsation on behavioral intentions of customers,
simultaneously by using a conceptual model. Peeckservice quality dimensions used in this research
are developed on the basis of the AIRQUAL and SEHR¥Models. Unlike existing studies, the study
also posits perceived service quality, customésfattion and behavioral intentions in a single rabd
The sample of this research comprises the passemger had flown on any of the national airlines of
Turkey in the recent year and they are selectedguson-probability judgmental sampling technique.
Structural equation modeling is performed to canfireliability and validity of the measures and
examine the structural relationships between comsstuAccording to obtained results, image that is
one of the dimensions of perceived service quiglitiye strongest significant determinant of custome
satisfaction. Also, word-of-mouth and repurchagernition are significantly and positively influenced
by customer satisfaction. However, the relationshgiween customer satisfaction and negative
feedbacks of the customers is found positive conteaproposed hypothesis. As well as the supportive
findings of previous research, this study raisasitical question regarding the relationship between
customer satisfaction and negative feedbacks fthduresearch to focus on.

Keywords: Airline Industry, Behavioral Intentions, CustomeriSfaiction, Service Quality.

Oz
Son yillarda hava yolu endustrisinde teknoloji wsayn kalitesindeki dgsen kgullar dolayisiyla
misteri yapisi ve beklentileri, gér hizmet endustrilerinde olgu gibi dezisiklige wramiustir. Hizmet
kalitesi ve yeni piyasa yapisina yonelik beklentdegistikce havayolusirketleri de mijterilerin
beklentilerini yilksek memnuniyetle kéayarak ve dgisen piyasa kaillarini anlayarak rekabet
avantajl sglayabileceklerdir. Bu bglamda, bu ¢aimanin amaci, myeriler tarafindan algilanan
havayolu hizmet kalitesinin boyutlarini belirlemalgilanan hizmet kalitesinin ngiéri memnuniyeti
Uzerindeki etkilerini ve myteri memnuniyetinin mierilerin davrangsal niyetlerine olan etkilerini
kavramsal bir model kullanaraksgamanl olarak ortaya koymaktadir. Bu smamada kullanilan
algilanan hizmet kalitesi boyutlari AIRQUAL ve SEERYRF modelleri temel alinarak ggirilmi stir.
Mevcut ¢calsmalardan farkl olarak, bu caima, algilanan hizmet kalitesini, giéri memnuniyetini ve
davrangsal niyetleri tek bir modelde saptamaktadir. Bu sarananin drneklemi, son bir yildir
Tarkiye'nin ulusal hava yollarindan herhangi bigyligmy olan yolculari icermekte olup, 6rneklem
secimi yargisal 6rnekleme ydntemi ile yapstmi Yapisal gitlik modellemesi, dl¢itlerin guiveniligini
ve gecerlgini dogrulamak ve yapilar arasindaki gkileri incelemek icin uygulanmaktadir. Cahadan
elde edilen sonuglara gore, algilanan hizmet kaliten boyutlarindan biri olan imaj, nyteri
memnuniyetinin en 6nemli belirleyicisidir. Ayriqasteri memnuniyeti; kulaktan kyfa yayma ve
tekrar satin alma davragini 6nemli 6lclide olumlu etkilemektedir. Bununlalikte, misteri
memnuniyeti ve mterilerin olumsuz geri bildirimleri arasindaki ki 6nerilen hipoteze zit olarak
bulunmytur. Bu argtirma, daha 6nceki artirmalara destekleyici bulgular giamanin yani sira,
daha ileri argtirmalar icin miteri memnuniyeti ve olumsuz geri bildirimler aradaki iliski
konusunda kritik bir soruyu glindeme getirmektedir.

Anahtar Kelimeler: Hava yolu endustrisi, Davragal niyet, miteri memnuniyeti, hizmet kalitesi.
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Introduction

In the airline industry, where is one of the mosimpetitive business
environments, developing a better understandingsieécustomers and delivering
quality service is vital for the airline’s survivatlompetitiveness, profitability and
sustained growth (Suki, 2014). Therefore, airlimempanies make an effort to
measure their service quality within the sectoplider to achieve and maintain a
competitive advantage by satisfying customers (Tsad others, 2002; Park and
others, 2005; Basfirinci and Mitra, 2015) becaukthe fact that service quality is
considered as the basis of customer satisfactiem@&s and others, 2008; Yildiz,
2016). Companies, which strive for high customdistaction and offer quality
service to their customers, may ensure that cusgreenain loyal to the company
(Hu and others, 2009), and retaining existing austs is less costly than acquiring
new customers (Nadir and others, 2008; Saha andgi;i#009). In addition, thanks
to quality service delivery, companies may gain rewtomers through positive
behavioral intentions of the satisfied customem@hésand Thengi, 2009). On the
other hand, a great majority of the previous stuftieus on providing a conceptual
model for service quality (Carman, 1990; Cronin &agllor, 1992; Parasuraman and
others, 1985, 1988, 1991; Ekiz and others, 2006aAd others, 2013; Amin and
others, 2013) and do not consider the impact ofigerquality on behavioral
intentions. However, it is indicated that serviceliy has a key impact on feelings
and perceptions of the customers (Taylor and Bak884) and feelings and
perceptions of the customers, in turn, affect thiedvioral intentions such as word-
of-mouth recommendations (Nadiri and Hussain, 2@%u and others, 2016). In
this context, the aim of this study is threefoltl) {o identify the determinants of
airline service quality perceived by customers;té2)eveal the effects of perceived
service quality on customer satisfaction, and (8)rdveal effects of customer
satisfaction on behavioral intentions of customesigjultaneously by using a
conceptual model. The study provides an exampléhefuse of revised set of
SERVPERF model. Unlike existing studies, the staldp posits perceived service
quality, customer satisfaction and behavioral itiees in a single model.

The plan of the study is as follows. Second seqti@sents the review of the
related literature. Third section develops researwddel and hypotheses and
provides research methodology. Fourth section eddb® on data analysis and
findings. Finally, fifth section concludes the spud

1. Background of The Study

In this section, main constructs of the researchregived service quality,
customer satisfaction and behavioral intentions-facused on in the light of the
information gathered from the related literature #me relationships among these
constructs are discussed in detail. Also, prevsiudies, which are similar to the
present study, are presented.

1.1. Perceived Service Quality

Considering the fierce competition, only compartiest can deliver quality
service to their customers may stay competitiveti@rother hand, quality, of which
dimensions cannot be distinguished from each o#aily, is a complex and
nontrivial concept (Parasuraman and others, 1#&)ause of the abstract nature of
the quality, conceptualization and measurementirbhe service quality is quite
difficult (Korkmaz and others, 2015). Thereforegraat majority of the studies in
the related literature focus on the conceptuatmaind measurement of service
quality (Carman, 1990; Cronin and Taylor, 1992;a8araman and others, 1985,
1988, 1991; Ekiz and others, 2006; Ali and oth&6s,3; Amin and others, 2013;
Yildiz and Yildiz, 2015). Previous research indictitat dimensions of perceived
service quality varies with respect to sector, urelt geographic region et cetera
(Pekkaya and Akilli, 2013; Korkmaz and others, 20Hence, all dimensions of
perceived service quality in the airline sectorr@oerevealed clearly.
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Service quality, which receives intense attentignrésearchers, refers to “a
function of the difference between the service etgek and the customer’s
perceptions of the actual service delivered” (Raasan and others, 1988; Yildiz
and Kurtuldu, 2014). Tsoukatos and Mastrojiannil@0suggest that perceived
service quality is the relative quality of a seevithat is perceived by customers
through making a comparison between actual sepécrmance of the firm with
their expectations that are shaped by experiemoas-of-mouth communication,
and memories. Because of the fact that expectatidhse customers serve as a major
determinant of service quality evaluation (Parasaraand others, 1985, Wilson and
others, 2008), voice of the customer should beidensd by service providers
(Pakdil and Aydin, 2007).

According to SERVQUAL model that is presented byaBaraman and others
(1988), service quality is measured by the gapsdm expectations of customers
and their perceptions of actual performance okt#reice. SERVQUAL is based on
five dimensions of service quality as depictedhia Figure 1 (Parasuraman and
others, 1988; Demirlgaand Yozgat, 2016; Ataman and others, 2011):

(1) Tangibles. The physical surroundings representedbcts (for example,
interior design) and subjects (for example, thecapgnce of employees);

(2) Reliability. The service provider's ability to priode accurate and
dependable services;

(3) Responsiveness. A firm’s willingness to assistciistomers by providing
fast and efficient service performances;

(4) Assurance. Features that provide confidence tomests (such as the firm's
specific service knowledge, polite and trustwoliefravior of employees).

(5) Empathy. The service firm’s readiness and abititprtovide each customer
with personal service.

*Reliability | N\ serwic¢e J

2 _];mp?_l]’;l;)’ / \.*f = Perceived o y/

* Tangibles : .
service quality

* Responsiveness __\ / e, = q_ ™ '

« Assurance Perceived

service

Figure 1: SERVQUAL Model (adapted from Parasuramanand others, 1988)

However, how many dimensions SERVQUAL model congxids not
commonly held by researchers. While Carman (199@)gassts a SERVQUAL
model with ten dimensions, a unidimensional mogeBabakus and Boller (1992)
and a two-dimensional model by Nadiri and Hussa006) are suggested. On the
other hand, Newman (2001) who identifies some wesses of SERVQUAL argues
that SERVQUAL does not provide an assessment gfribeties of customers with
different service dimensions and it is unclear gasuring perceived service quality.
Moreover, Johns and others (2004) report that déinas of SERVQUAL are not
validating in measuring service quality. TherewHkjz and others (2006) present
AIRQUAL model adapted from SERVQUAL in order to ass airline service
quality and AIRQUAL model, which successfully marago measure the perceived
service quality in North Cyprus, comprises five dimgions that are airline tangibles,
terminal tangibles, personnel, empathy, and image.

On the other side, Cronin and Taylor (1994) ardwe¢ SERVPERF model is
better than SERVQUAL in terms of explained variarngeoverall measure. In
SERVPERF model, “expected service” component of \BEBAL model is
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discarded and instead “performance” component dbengsed (Cronin and Taylor,
1992).

1.2. Customer Satisfaction

Customer happiness, which is a sign of the custmagsfaction, should be
essential for the firms because of the fact thafesing customer satisfaction is
identified as the key to customer loyalty and pesibehavioral intentions of the
customer (Anderson and Sullivan, 1993). Customésfaation is defined as “a
person’s feeling of pleasure of disappointment Itegufrom comparing a product
or service’s perceived performance in relationigodn her expectation” (Kotler and
Armstrong, 1996). According to Johan and otherd420customer satisfaction is
closely related to customers’ experience and egfieas and real customer
satisfaction represents “the difference betweert aiistomers actually expect to get
and the actual service performance exceeding symcttions”.

In the literature, researchers mostly focus onpibstive relationship between
service quality and customer satisfaction (Kuo,30®owever, there is limited
number of studies that tests the service qualityedisions directly to understand
whether they are related to customer satisfactiomoty and therefore there is a need
for testing the direct relationship of each dimensif the service quality to customer
satisfaction.

1.3. Behavioral Intentions

Fishbein and Ajzen (1975) defines behavioral intentas the subjective
possibility of the performing a certain behavioaat of customers and Saha and
Tenghi (2009) associate three behaviors with @bility and the market share of a
firm: (1) word of-mouth, (2) repurchase intenti@md (3) feedback to the service
provider.

According to Saha and Thengi (2008prd-of-mouth(WOM) refers to “a flow
of information about products, services, or comesaiftiom one customer to another”
and customer satisfaction leads to favorable WQOdilitha valuable form of indirect
advertising to a firm (Park and others, 2005). @& other hand, findings of the
previous empirical research that investigate tHatiomship between customer
satisfaction and WOM are not consistent. Althougimynof the researchers state
that there is a positive relationship between austosatisfaction and WOM
(Davidow, 2003; Brown and others, 2005; Babin athe:is, 2005), some researchers
find a negative relationship between them (Hart@thers, 1990). Also, studies that
find no relationship between customer satisfaciod WOM are available in the
related literature (Engel and others, 1969). Theaa of these contradictory findings
is explained by Wirtz and Chew (2002) with regaodasymmetric pattern of
extremely satisfied and dissatisfied customerst iBh@ say extremely satisfied and
extremely dissatisfied customers engage in more Wedlpared to moderately
satisfied customers (Wirtz and Chew, 2002).

Repurchase intentiogtands for the likelihood of the using a servicevider
one more time in the future (Fornell, 1992) and samsearchers use the term
“customer retention” instead of repurchase inten{iéeithaml, 1981). Jones and
Sasser (1995) state that repurchase intentioséngal to success of a company and
it may be considered as the most important contepharketing. Most of the
previous research find that the customer satisfads the most important factor,
which results in repurchase intention (Sharma aatePon, 2000). However,
findings regarding relationship between custometisfe&tion and repurchase
intention varies in previous studies. Cronin angldia(1992) and Davidow (2003),
for instance, find a positive relationship betweemstomer satisfaction and
repurchase intention, while some previous reseaahot confirm the direct
relationship (Sivadas and Baker-Prewitt, 2000).tRnd Zahorik (1993) explain the
reason of these contradictory findings with regaodsbsence of alternative suppliers
to switch by dissatisfied customers or abundancatefnative suppliers to switch
by satisfied customers in order to increase thsfaation level.
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The final behavioral intention mentioned abosastomer feedbagltands for
“the transmission of negative information (complgajnor positive information
(compliments) to providers about the services ug&i#tha and Thengi, 2009).
Although regular feedbacks from customers are deterd essential to successful
customer satisfaction strategies (Sonnenberg, 19®dijed number of previous
research focus on the relationship between cust@atsfaction and customer
feedback (Saha and Thengi, 2009). Therewithal, Bdut (1998) argues that
receiving negative feedbacks from dissatisfied austs is more likely than
receiving positive feedbacks from satisfied custame

1.4. A Brief Review of Previous Research

Although relationships between service quality, tooer satisfaction and
behavioral intentions are investigated in many srehis review is limited to
previous studies which focus on air transport seétgreat majority of these studies
focus on measuring service quality of airline compa using GAP-5 model of
SERVQUAL. Table 1 presents a brief review of presioesearch in airline industry.

Table 1: Previous Research on Service Quality, Custner Satisfaction,

Customer Loyalty and/or Behavioral Intentions in Airline Industry

. Measurement
Sample Unit of model of Method of Findings

Researcher Country analysis

Size Analysis

service quality

Reliability is the dominant
dimension in the service qualit
paradigm as applied to internatiopal

Sultan and US and 1: European and airline travel. The relative

Simpson  Europe 1,956 US airline SERVQUAL T-test importance of dimensions
(2000)  countries passengers influencing customer service qual
expectations and perceptions ddes
not vary by the nationality of airlirle
passengers.
. For Korea, reliability, assurance 4
Student of . . ’ !

Cur:nalr;gha US. and MBLf’-\ e?oor;: Multiple risk factors affect customer
others I.<0.rea 250 Whopusg air SERVPERF regression satisfaction. For U.S. reliability, ir]-
(2002) transportation analysis flight comfort and connections

P affect customer satisfaction.
Service value, passenger
Park and Korean Path satisfaction, and airline image afe
others Korea 592 international SERVQUAL Analvsis each found to have a direct effect]
(2004) passenger 4 air passengers’ decision making
processes.
Passenger who Reliability, tangibles,
. . travels responsiveness and assurance affect
Ch d ANOVA . :
Ll'i:]n?zggg) T;?;;]n 404 between SERVPEX SEM ' customer satisfaction. Also,
Taiwan and customer preference is influencqd
China by reliability and tangibles.
park and Australian Airline image and behavioral
) ) . intenti itively affected d
others Australia 501 international SERVQUAL SEM 'T‘ en lon are .pOSI Ively & ec_e Y
(2005) passenger in-flight service and convenienc¢
and accessibility.
Passenger of “Food and beverage”, “cabin

Atilgan and Sun Express in T-test and aesthetics”, “convenience”,
others Turkey 235 the Antalya SERVQUAL corresponde “dependability”, “in-flight
(2008) International nce analysis  activities”, and “personnel”

Airport dimensions have gaps.
Assurance, convenience, comfoft,
timeliness, helpfulness, meals and
Totest security are positively associatefl
Clemes and Passenger of ANOVA with service quality. Service quality
New . ; ! affects customer satisfaction anl
others 428 international SERVQUAL  multiple . )
(2008) Zealand fliahts reqression customer satisfaction affect
9 a?lal sis behavioral intentions. Perceived
4 service quality differs with respegt
to age, gender, marital status,
occupation and income.
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“Airline tangibles” is the most
others Cyprus 583 . SERVQUAL SEM . .
airline repurchase intention. Custome
(2008) . L "
passenger satisfaction is positively related tp
repurchase and WOM.
Passenger satisfaction with servife-
quality dimensions is found to bg
very important in explaining
behavioral intentions. Satisfied
Saha and Passenger of passengers are mostly influenced
Thengi Thailand 1212 low cost SERVPERF SEM the schedule. Such customers
(2009) Carriers engage in positive WOM and haye
high repurchase intentions.
Dissatisfied passengers prefer fo
change airlines, rather than provide
feedback to the LCCs.
Passengers of Factor Caring and tangible are the mogt
Ariffin and LCC at Kuala analysis and important dimensions of servicg
others Malaysia 100 Lumpur SERVQUAL  multiple  quality and only these dimensior}s
(2010) International regression significantly affect customer
Airport analysis satisfaction.
Ali and Pisjlzzg;r of Each of five dimensions of servide
others Pakistan 498 . SERVQUAL SEM quality has a positive effect on
International . .
(2014) . customer satisfaction.
Airlines
. Reliability and facilities have a
Passenger in Lo "
; significant positive effect on
Gures and four airports customer satisfaction. Customey
others Turkey 821 (istanbul, SERVQUAL SEM . L )
A satisfaction is found to be a
(2014) Ankara,Izmir " .
significant determinant of customr
and Antalya)
loyalty.
Passenger in
Federal The relationship between custonjer
Suki (2014) Malaysia 300 Territory of SERVQUAL SEM satisfaction and ‘word-of-mouth}
Labuan, recommendations is positive.
Malaysia.
Passenger in CFA, Perceived service quality has five
Korkmaz Izmir Adnan multiple  dimensions. Service quality has fin
and others  Turkey 311 SERVQUAL p . o a . Y )
Menderes regression  effect on “customer satisfaction
(2015) . : . e
Airport analysis and “repurchase intention”.
Passenger evaluation process flqws
from perceived image to satisfacti
. via passenger perceived value ahd
Indian . . .
Sinah domestic full- not directly from perceived image|
9 India 526 ) SERVPERF SEM passenger satisfaction. Only
(2015) service N S
passengers’ satisfaction is found|to
passengers ) )
have a direct influence on
passengers’ future behavioral
intentions.

2. Research Framework and Methodology

In this section, a conceptual model is presentetirasearch hypotheses are
proposed in the light of the information gatheradnf the literature. After
conceptualization and operationalization, the neteasteps are provided and
methods used in the study are presented.

2.1. Conceptual Model and Research Hypotheses

In the light of the information gathered from tliterature, a conceptual model
for the research is depicted in the Figure 2. Tinedel shows hypothesized
relationships among the constructs of perceivedviger quality, customer
satisfaction, and behavioral intentions.

Broadly, this research investigates the impactastg@ived service quality on
customer satisfaction and the impact of customdisfaation on behavioral
intentions. Thus, three research questions areuflatad:

R1: What are the dimensions of perceived servieditguin the air transport sector?
R2: What are the impacts of service quality dimemsion customer satisfaction?
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R3: What is the impact of customer satisfactiobehavioral intentions?

Perceived service quality dimensions used in #garch are developed on the
basis of the AIRQUAL and SERVPERF models and fagnasip discussions with
ten experienced customers. In the focus group, riBinas of SERVPERF model
(reliability, assurance, tangibility, empathy, aredponsiveness) and of AIRQUAL
model (airline tangibles, terminal tangible, perseln empathy, and image) are
discussed to overhaul them and find out the mostagpiate model. When group
reaches a consensus on this matter, the modetfoeiped service quality has seven
broad factors: airline tangibles, terminal tangiblpersonnel appearance, flight
attendants, ground staff, empathy, and image.

As mentioned hereinabove, although the causaiaakdtip between perceived
service quality and customer satisfaction is dabatehe literature, the number of
the previous research that test relationship betvezeh dimension of perceived
service quality and customer satisfaction is lichit®ne of the major concerns of
this study, therefore, is to reveal the relatiopshietween each dimension of service
quality and customer satisfaction. Accordingly, tfa@lowing hypotheses are
proposed:

H1: Perceived quality of airline tangibles posityweinfluences customers’
satisfaction.

H2: Perceived quality of terminal tangibles poslw influences customers’
satisfaction.

H3: Perceived quality of personnel appearance igekitinfluences customers’
satisfaction.

H4: Services provided by flight attendants positivénfluences customers’
satisfaction.

H5: Services provided by ground staff positivelffiences customers’ satisfaction.
H6: Empathy showed by airline company positivelffluences customers’
satisfaction.

H7: Image of the airline company positively inflees customers’ satisfaction.

WORD-OF-MOUTH

H8

PERCEIVED
SERVICE QUALITY

CUSTOMER
SATISFACTION

REPURCHASE
INTENTION

H10

NEGATIVE
FEEDBACK

Figure 2: Conceptual Model

Despite the fact that both dissatisfied and satisiustomers might engage in
word-of-mouth activities, a great majority of theepious research suggest that
satisfied customers provide more frequent and ipesWOM activities (Saha and
Thengi, 2009). In this regard, the following hypests is proposed:
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H8: Customer satisfaction positively influences avof-mouth activities of the
customers.

According to Saha and Thengi (2009), satisfiedausts are more loyal to
service providers than other customers with reganmpurchase intentions unless
switching costs to another service provider arg ¥gh or better opportunities are
not available. Therefore, the following hypothdsigroposed:

H9: Customer satisfaction positively influences umhase intentions of the
customers.

Owing to the fact that receiving negative feedbdoks dissatisfied customers
is more likely than receiving positive feedbackonir satisfied customers
(Soderlund, 1998), the following hypothesis is foegd:

H10: Customer satisfaction negatively influencegatiee feedbacks of the
customers.

2.2. Methodology

The sample of this research comprises the passewherhad flown on any of
the national airlines of Turkey in the recent yaad they are selected using non-
probability judgmental sampling technique. Accogdio Judd and others (1991),
judgmental sampling or purposive sampling is defias picking the cases, which
are judged to be typical of the interested popoitatind it is assumed that errors of
the judgment will tend to counterbalance one anothe

Firstly, the survey instrument is adopted from MIBQUAL and SERVPERF
models and previous research in the literature rfteuand Mick, 1999; Maxham,
2000; Yi and La, 2004; Nadiri and others, 2008; &ahd Thengi, 2009), and
translated into Turkish. Then, in a focus groupt tt@nsists of 10 customers of
national airline companies in Turkey, dimensiondoth scales are discussed and
the most appropriate instrument for Turkish passenig found out. Before survey
takes its final form, a pilot study conducted wit customers. According to the
results of the pilot study, items of “effective-aonditioned areas for smokers” from
the dimension of terminal tangibles and “availdapitf health personnel during the
flights” and “care paid to passengers’ luggagefrfrine dimension of empathy are
omitted from the questionnaire. The final questairencomprises four parts. The
first part contains general demographic questioqsdsent the characteristics of the
sample. The remained sections comprise questioyerdieg perceived service
quality, customer satisfaction and future behavimigntions, respectively and all
items are measured using a five-point Likert sealehored by “strongly disagree”
and “strongly agree”. Perceived service qualityudes 34 items: four items for
airline tangibles (AT), seven items for terminahdiles (TT), four items for
personnel appearance (PA), four items for fligheredants (FA), four items for
ground staff (GS), seven items for empathy (EMY four items for image (IM).
Customer satisfaction level is measured with feems. Future behavioral intentions
include 10 items: four items for word-of-mouth,ghritems for repurchase intentions
and three items for negative feedback. Researcleimath the items and constructs
is depicted in Figure 3.

The survey that is conducted during the mid-Apndl &ay 2016 is distributed
to 500 national airline company passengers ane th@ssengers are requested to fill
out the questions in a self-administered mannet. &5these questionnaires are
returned and 348 of them are found to be usefudrdfore, the valid response rate
is approximately 0.7.
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Figure 3: Research Model
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3. Data Analysis and Findings

SPSS 20.0 and LISREL 8.80 are used for data priogess

3.1. Characteristics of the Sample

Table 2 presents the characteristics of the saraplehich 51% are female. A
great majority of the participants are from 18-8# group (82%) and they mostly
hold bachelor’s degree.

Table 2: Characteristics of the Sample

Variables Frequency Percentage
Gender Female 178 0,511
Male 170 0,489
Age 18-24 100 0,278
25-34 184 0,529
35-44 23 0,066
More than 45 41 0,118
Education Level Less than high school 3 0,009
High school graduate 56 0,161
Bachelor's degree 220 0,632
Master’s degree 68 0,195
Doctoral degree 1 0,003

Participants are requested to choose one of teeatompanies that they prefer
mostly and reply the questions by consideringdiigne company. Figure 4 depicts
the most preferred airline companies by the respotsd Approximately 70 percent
of the participants prefer Turkish Airlines andgsifollowed by Pegasus Airlines and
AnadoluJet, respectively.

Airline Company

0,049

| Turkish Airlines
O Pegasus
m AnadoluJet

m Other

Figure 4: The Most Preferred Airline Companies by The Participants

3.2. Structural Equation Modeling (SEM)

SEM is performed to confirm reliability and valgibf the measures and
examine the structural relationships between coar In this study, maximum
likelihood is preferred as the estimation method thu the fact that it provides a
consistent approach for parameter estimation pnadle
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Table 3: Standardized loadings, t-values, reliabity coefficients and AVE
values of independent variables

Construct and Items

Standardized
Loadings

t-value

Reliability

AVE

Airline Tangible 0.773 0.466
Aircrafts are modern-looking 0.73 14.61

Quality of catering served in plane 0.69 13.69

Comfort of the plane seats 0.58 10.99

Quiality of air-conditioning in the planes 0.72 46

Terminal Tangibles 0.824 0.415
Number of shops in airport 0.48 8.77

Size of the airport in holding passengers 0.68 135

Comfort of waiting hall of the airport 0.70 14.05

Effective air-conditioning in the airport 0.71 191

Effective sign system in airport 0.66 12.87

Availability of trolleys in airport 0.67 13.13

Reliability of security control system 0.58 11.00

Personnel Appearance 0.873 0.639
Flight attendants are well-dressed 0.73 15.24

Flight attendants have a neat appearance 0.77 916.1

Ground staff are well-dressed 0.83 18.21

Ground staff have a neat appearance 0.86 19.07

Flight Attendants 0.909 0.721
They have sincere interest in fulfilling my 0.89 20.83

needs

They are willing to help passengers 0.89 20.76

They are friendly to passengers 0.84 19.10

They have knowledge to answer my 0.77 16.69

questions

Ground Staff 0.927 0.758
They have sincere interest in fulfilling my 0.89 21.02

needs

They are willing to help passengers 0.91 21.96

They are friendly to passengers 0.87 20.33

They have knowledge to answer my 0.81 18.11

questions

Empathy 0.792 0.464
Punctuality of the departures and arrivals 0.55 490.

Number of flights to satisfy passengers’ 0.58 11.24

demands

Compensation schemes in case of loss or 0.60 11.64

hazard

Transportation between city and airport 0.52 9.77

Services regarding entertainment (magazines, 0.64 12.56

TV etc.)

Quality of online services 0.68 13.59

Error-free reservation and ticketing 0.64 12.54

Image 0.851 0.651
Consistency of ticket prices with given 0.57 11.16

service

Image of the airline company 0.91 21.47

In its customers’ sight, this airline company 0.91 21.61

has a strong image.

In my sight, this airline company has a strong 0.79 17.31

image.

The measurement model is assessed after evaldlémgliability, convergent
validity, and discriminant validity of the itemsdanonstructs. The Cronbach’s alpha
correlation coefficients of all variables and st@mtized loading items are presented
in Table 3 and Table 4. All Cronbach’s alpha cogéfits are greater than 0.70 and
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therefore variables show high reliability amongidadiors. The all standardized
loading items, which are greater than 0.4, areidensd significant and the average
variance extracted (AVE) of the latent construaages from 0.403 to 0.758.
However, recommended threshold value is 0.50 by &tad others (2010). Hence,
our data have almost good convergent validity.

Table 4: Standardized loadings, t-values, reliabity coefficients and AVE
values of dependent variables

Construct and Items Standardized t-value Reliability AVE
Loadings

Customer Satisfaction 0.795 0.580

Overall, | am satisfied with this airline 0.84

My choice to fly with this airline was a wise 0.81 18.73

one

| think | did the right thing when choosing 0.87 20.86

this airline

I do not prefer another company instead of  0.45 8.68

this airline company

Word-of-Mouth 0.851 0.707

I would recommend my family and relatives 0.94

to fly with this airline

I would recommend my friends to fly with 0.94 33.78
this Airline

| say positive things about this airline 0.94 34.23
company to other people

| say positive things about this airline 0.42 8.26
company on the internet

Repurchase Intention 0.760 0.403
| would select the same airline again if | am 0.87

going to fly another time

I would select the same airline again when  0.47 8.89
another company is cheaper

I would select the same airline again when  0.48 9.11
another company has more suitable flight

time

Negative Feedback 0.766 0.538
I would tell airline representatives exactly 0.85
what | think if a certain situation occurs
regarding this airline

| would demand to speak with manager in 0.76 11.96
charge if a certain situation occurs regarding

the airline

| would say negative things on the web page  0.56 9.57

of this airline if a certain situation occurs
regarding this airline.

Also, discriminant validity is checked by comparitng shared variances with
the square root of AVE. Table 5 presents thathared variances of one construct
with other constructs are less than the square sb&VE for each construct,
confirming adequate discriminant validity. Moreoverter-construct correlations
are calculated as shown in Table 5. All constraces found positively correlated
(p<0.01) with the customer satisfaction and custosaisfaction is positively
correlated with WOM, repurchase intention and negaeedback. According to
findings, word-of-mouth has the highest correlatiwith customer satisfaction
(r=0.775, p<0.01). Therefore, there is no multicaérity problem in the data.
Means of the constructs range from 2.977 to 4.04%-point Likert scale.
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Table 5: Descriptive Statistics and Correlation Matix

AT TT PA FA GS EM IM Cs WOM RI NF
Airline 0.683
Tangible
Terminal 0.487* 0.644
Tangible
Personnel 0.445* 0.378* 0.799
Appearance
Flight 0.520* 0.510* 0.549* 0.849
Attendants
Ground 0.511* 0.528* 0.489* 0.765*0.871
Staff
Empathy 0.625* 0.586* 0.409* 0.532* 0.547*0.681
Image 0.592* 0.429* 0.499* 0.520* 0.481* 0.668*0.807
Customer 0.584* 0.459* 0.471* 0.503* 0.496* 0.671* 0.7020.762
Satisfaction

Word-of- 0.524* 0.463* 0.477* 0.488* 0.460* 0.584* 0.681* 705* 0.841
Mouth

Repurchase 0.409* 0.318* 0.268* 0.302* 0.344* 0.518* 0.515* 634* 0.600* 0.635
Intention

Negative 0.339* 0.296* 0.340* 0.355* 0.355* 0.284* 0.299* 406* 0.458* 0.305* 0.733
Feedback

Mean 3.609 3415 4.041 3.890 3.790 3.305 3.685 3.476 623.62.977 3.65p
Std. 0.768 0.693 0669 0.724 0.773 0.710 0.829 0.732 710.70.894 0.774
Deviation

*Correlation is significant at the 0.01 level (2l¢d)
Values on the diagonals are square root of AVE

Structural model is evaluated by investigatingniiices and variance-explained
estimates (see Table 6). The findings indicate ¢hasquare of the model equals
3096.77 with 1049 degree of freedom. The valuexdonparative fit index (CFI)
and normed fit index (NFI) are above 0.9 and tmeljciate satisfactory fit (Bentler,
1990). However, goodness of fit index (GFI) is fmind above 0.9 that is the
minimum satisfactory value (Joreskog and Sorbomg6)9lt can be said that the
hypothesized model is acceptable.

Table 6: Model Fit Indices

Model Values Recommended Values Results
Chi-Square 3096.77
Df 1049
Chi-square/df <3.0 2.95
CFl >0.9 0.96
GFI >0.9 0.73
NFI >0.9 0.94
SRMR <0.08 0.065
RMSEA <0.08 0.075
PNFI >0.5 0.87

Table 7 presents the standardized path coefficiehtfie structural model.
Surprisingly, terminal tangibles, flight attendardsd ground staff have no
significant effect on customer satisfaction andppsed hypotheses —H2, H4, and
H5- are not sustained. The strongest significatgrdgnant of customer satisfaction
is found as image3€0.40, p-value<0.001), whereas the least impodatdgrminant
of customer satisfaction is appearance of the ped@=0.14, p-value<0.01). Also,
as expected, airline tangiblef=0.16, p-value<0.05) and empath§=0.22, p-
value<0.05) have positive effects on customer fsatisn. Moreover, word-of-
mouth intentions {=0.92, p-value<0.001) and repurchase intentigm0©4, p-
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value<0.001) are significantly and positively irdhced by customer satisfaction as
proposed with H8 and H9. However, customer feedif@eB.52, p-value<0.001) is
positively affected by the customer satisfaction tbe contrary to proposed
hypothesis.

Table 7: The Standardized Path Coefficients

Estimate S.E. t- Results
value

H1 | Airline Tangible -> Customef 0.160* 0.082| 1.97| 0.049 Supported
Satisfaction

H2 | Terminal Tangible -> Customer0.020 0.066| 0.30| 0.764 Not
Satisfaction supported

H3 | Personnel Appearance -> Customed.140** | 0.052| 2.71 | 0.006 Supported
Satisfaction

H4 | Flight Attendants -> Customer-0.040 0.077] -0.521 0.608 Not
Satisfaction supported

H5 | Ground Staff -> Customer Satisfactipn 0.086 0.07613 | 0.258| Not

supported

H6 | Empathy -> Customer Satisfaction 0.22* 0.1 1.90.049| Supported

H7 Image -> Customer Satisfaction 0.40**1 0.0y2 5.530.000| Supported

H8 | Customer Satisfaction -> WOM 0.920** 0.044 20.8@.000| Supporteq

H9 | Customer Satisfaction->Repurchgs8.940** | 0.050 | 19.01| 0.00Q Supported
Intention

H10 | Customer Satisfaction -> Negatiye€.520*** | 0.059 | 8.83 | 0.00Q0 Not
Feedback supported

The findings indicate that all independent variakairline tangible, terminal
tangible, personnel appearance, flight attendgntsind staff, empathy, and image)
account for 71 percent of the total variance irtamwer satisfaction of passengers of
airline companies in Turkey (R2=0.71) and custosaisfaction accounts for 85,
90, and 27 percent of the total variance in worgrolLith intention, repurchase
intention, and customer feedback, respectively.

Discussions and Conclusion

The present study investigates the effects of serguality dimensions on
customer satisfaction and effect of customer satigfin on future behavioral
intentions of customers based on the data colldredcustomers of Turkish airline
companies.

It is expected that when the quality of airline géntes that are physical
surroundings represented by objects increase, roest®atisfaction level also
increase. For instance, passengers want to sitoctabfe and clean seats, wide
pitches and aisles. Associatively, the built hypstl’ statistical results support this
point of view. Furthermore, customers want to sesdgooking and kind personnel,
this is supported by hypothesis statistically amlidy of personnel appearance
influences satisfaction in a positive way. Additily, empathy is known as one of
the most important emotion related with human ietet In respect of the structural
equation model results, hypothesis of empathy sHole airline companies
positively influences customers’ satisfaction etistically significant.

The impression of the airline company has also ceffeon customers’
satisfaction. The expression of more social respoitg activities and permanent
substantial image, more customer satisfactionppaued statistically. The opinions
of the other people can make common ground ondbiety. In other words, word-
of-mouth activities are the most effective wayrtgpress others for gotten services.
Our findings show that the word-of-mouth activitiesse positive effect on customer
satisfaction as expected. Also, the proposed hgsithaccording to satisfied
customers are more loyal to service providers tither customers with regard to
repurchase intentions unless switching costs tthangervice provider are very high
or better opportunities are not available, is atzgpas well.
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Beside this, there is no sufficient evidence tecethe three null hypotheses
that are conducted in the beginning of the studgrifer to reveal the effects of
perceived service quality by customers on satigfact-irstly, previous research
show that perceived quality of terminal tangiblesai significant determinant of
customer satisfaction. In spite of that, generatlystomers of domestic flights
occupy the terminals for short time. Terminal téahgg are more important for the
small section of customer whose plane is delayedaocelled or customers of
connecting flights. Additionally, in this case,tife delay is not related with the
terminal conditions, customers are focused on @elay cancelled plane not the
terminal tangibles mostly. Thus, the terminal téigiproblems stay in the
background. In the recent conditions, services liaie provided by both flight
attendants and ground staff have same circumstaHigs level service provided
by the personnel of the airline companies is pegezkas ordinary care by customers.
Hence, it can be expected that these kinds ofcdo not have positive effects on
customers’ satisfaction level on the basis of rarlcompanies. When considered
from this point of view, service provided by flighttendants and ground staff of
airline companies has no effect on customer satisfaanymore because of the fact
that customers perceive these high services prdvigiehe personnel of all airline
companies in Turkey is acceptable quality level.

Furthermore, it is found that customer satisfactitiacts negative feedbacks of
customers positively unlike proposed hypothesianmdigg the negative relationship
between customer satisfaction and negative feegbfiokn customers. It may be
because of the loyalty of the customers. Stateather words, satisfied and loyal
customers make contribution to their service pressdwhen a certain situation
occurs regarding the service provider and give daekls to make these situations
right. Therefore, the positive relationship betweemstomer satisfaction and
negative feedbacks is not surprising.

Moreover, empirical findings via structural equatimodeling bring out that the
standardized beta coefficient of image has thedsgkalue among all research
hypotheses. It shows that customers of airline @ngs in Turkey are in tendency
to be satisfied with the high image of the compaby.the other hand, it is seen that
flight attendants’ and ground staff's service gyatio not affect the customers’
satisfaction level.

Ahead of the analysis, obtained data from airlut@mers is examined in detail
and confounding factors are avoided. Neverthethesstudy has several limitations.
First of all, owing to the fact that the presentdstis concerned about the whole
Turkey, the sample size is not adequate exactip#édyze the customers’ framework
of airlines and a more comprehensive study is redquiApart from aforecited
limitation, as it is well known, Turkish Airlines a worldwide company. It has many
additional concessions than other companies andat majority of the customers
who participate in the survey are customers of iBarkAirlines. Therefore,
examining this airline with others may cause unfaimpetition effects on customer
satisfaction. These effects should be evaluatedtladnalyses may be needed to
regenerate. Lastly, the only participants of thesearch are domestic flight's
customers who do not spend too much time at theinet before and after their
flight. Hence, perceived quality of terminal tarigdbbmay not be a determinant of
customer satisfaction for these customers. In tase, further research is
recommended to focus on the customers of foreigncannecting flights to reveal
the relationship between terminal tangibles andocnesr satisfaction.

In spite of the limitations of this study howevét,is important to have
conducted the study in order to provide baselifierination about the air quality
among passengers in Turkey. Additionally, givenrapphes are strongly supported
by statistical findings.

Within the scope of research, if the sample sipeemses homogeneously by
throughout Turkey, reliability, validity and vensilitudinous of the obtained results
may remain. Enhanced validity of the findings magvide some advantages to
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airline companies which operate in Turkey. Therethey may realize their
weaknesses and focus on the lacks. Particularlineacompanies should focus on
improving their image that is found as the strohgdsterminant of customer
satisfaction. These companies may take precautmsercome the deficiencies
according to obtained results. As a result, by idiag significant customer
satisfaction, both the companies will sustain trogierations efficiently and the
customers will get the most out of provided sersice
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