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—Abstract —

The air transportation industry in Turkey is deywahg rapidly in recent years. In
paralel with this development, the number of agrloompanies and passengers are
increasing drastically. Thus, searching and undedihg the expectations of
passengers in airline services are getting impoetdor airline companies.This
study measures and compares differences in pagséereggectations of the
desired airline service quality in terms of the dmsions of relialibility,
assurance, facilities, employees, flight pattecnstomization and responsiveness.
In this research a between-groups comparison dediglata obtained in a one
time measurement in the field. The number of qoastires applied was 421 for
domestic flight passengers and 400 for internatidilght passengers departing
from different Turkish airports. Data collecting thed used in the study was 5-
point Likert type self-report questionnaire fill&y the respondents on voluntary
basis. The findings demonstrated that significafferences exist between the
domestic and international flight passenger graggsrding their income level.
The findings also indicated that for domestic ftigtassengers “assurance” was
ranked as the most important service quality dinoensand ‘reliability’ was
ranked by international flight passengers as thstimoportant dimension.
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1. INTRODUCTION

Air transport is one of the fastest growing modesansport, and is forecasted to
grow at an annual rate of between 5% and 6% owenéxt two decades. Growth
rates in international markets are expected todmatatwice those in domestic
markets, and faster in developing countries (Nefjaand Janic,2008:213n
Turkey also, The number of people using airways bieen increasing gradually
each year. Airline companies and the volume ofhtBghave increased due to
governmental incentives supporting civil air tramgation. This has resulted in
low ticket prices and travellers have given prafiessto air transportation more
than before Gures et al., 2011:91).

According to Turkish General Directorate of StatepArts Authority’s statistics;
domestic flight rate has increased 16,5 % and theber of passengers have
become 33 million 469 thousands. For internatidingit, the rate has increased
14,2 % and the number of passengers have reachedlliBih 40 thousands. In
total, with 15,4 % increasing rate, total number mdssengers using air
transportation has become 65 million 509 thousdilidee end of July in Turkey
(http://www.dhmi.gov.tr/istatistik.asp011). This shows that air transportation in
Turkey has increasing rapidly comparing with otb@untries.

The above statistics show that in the airline imgusy Turkey , understanding
what passengers expect has become crucial faneaidompanies to provide
desired service quality and passenger satisfacBonn this study, measuring and
comparing the differences in passengers’ expedstiof the desired airline
service quality in terms of the dimensions of ddiity, assurance, facilities,

employees, flight patterns, customization and respeness were aimed.

2. PASSENGER EXPECTATIONaS IN AIRLINE SERVICES

Expectations can be defined as the desires or Svaftcustomers, i.e., what the
service provider should offer (Parasuraman, Zeithamd Berry, 1988:26;
Zeithaml, Parasuraman and Berry, 1990) or whaséneice provider will provide
(Zeithaml, Parasuraman and Berry, 1990). Shoulceeapions are described as
“desired” expectations, i.e., what the customefliebe they “deserve,” while will
expectations can be equated to “predictions,” what the customers believe they
will experience the next time they encounter th&ise provider (Boulding et al,
1993:8). Expectations serve as a major determichrd consumer’'s service
quality evaluations and satisfaction (Gronroos, 4189 Parasuraman, Zeithaml
and Berry, 1985:42, 1988:33; O’Connor et al.,, 2000 Van Pham and
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Simpson,.2006:1). At this point, the “voice of tbestomer” should be taken into
the design process and after delivering the sesyiservice providers should
monitor how well the customers’ expectations hagerbmet (Pakdil and Aydin,
2007:230).

Satisfying customers depend critically on undewdita;n what customers expect
(Parasuraman, Berry and Zeithaml, 1991:44), expent being construed as
“predictions” (Oliver, 1997; Bridges, 1993:190; @, Woodruff, Jenkins,

1987:309). Companies that exceed customer expacsatrithout impairing profit

margins have frequently been found to have devdlapesolid foundation of

customer loyalty based on segmented service (Famhdr Wycoff, 1991:45;

Johnson, Nader and Fornell, 1996:168). Customesfaeciion is the result of
comparison between expectancies and the perceeddrmans of consumers’
relevant aspects in all stages of the consumptiqereence (Bassi and Guido,
2006:82; Gures et al.,, 2011:92). Determining custorsatisfaction has an
important role in distributing the services effeety. In addition, satisfied

customers provide numerous benefits to the companidey include: (1)

increased repeat patronage, including fulfilling renaneeds from the firm’s
portfolio; (2) positive word-of mouth communicatgn(3) increased brand
loyalty; (4) greater new offer acceptance; (5) iabito engage in premium
pricing; and (6) increased customer-life time vali@onin and Taylor 1992:125;
Boulding, Kalra, Staelin, and Zeithaml 1993:16; Argbn 1998:5; Yiksel and
Rimmington, 1998:63; Bolton, Kannan, and Bram900:103; Reinartz and
Kumar 2003:80; Russ, 2006:1). Therefore, for agrlicompanies also,
understanding passengers’ needs and expectatrmhshan developing high
quality service which meet them will provide aiditompanies a competitive
advantage in comparison with their rivals.

In the literature, Gilbert and Wong (2003:519) mead the differences in
passengers’ expectations of the desired airlindcgeguality in terms of service
dimensions from the passengers departing Hong Kampgrt. Analysis showed
that there are no statistically significant difieces between passengers who made
their own airline choice (decision makers) and ¢hedo did not (non-decision
makers). However, there are significant differerem@®ng passengers of different
ethnic groups/nationalities as well as among pagssnwho travel for different
purposes, such as business, holiday and visitiegds/relatives. The findings
also indicated that passengers consistently rasdufance’ as the most important
service dimension. Pakdil and Aydin (2007:229) mddairline service quality
based on data collected at a Turkish airline uSBRVQUAL scores. The results
demonstrated that “responsiveness” dimension he tost important, while
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“availability” is the least important element @fuality. Passengers’ educational
level is an important variable affecting their esfagions and perceptions.
Additionally, passengers’ gap scores significamiffered by their educational
level, frequency of flight, and flight purposes. s&ly and others (2003:343)
conducted a survey of 1014 passengers of five Eammirlines and research
revealed differences between passengers on theshud@mestic airline and those
on four foreign airlines on the same flight dedimas with respect to
demographic profiles, behavioral characteristicgjarstanding of airline service
dimensions, and satisfaction levels. Analysis tssshiowed that the differences in
consumer profiles and expectations are valuablescfar domestic and foreign
airline firms in understanding their consumers amdlesigning their marketing
strategies.

3. METHODOLOGY
3.1. Sample

The sample size used was 386 to represent thegimpuivith a 95 % confidence
level and a 5 % error margin (http://www.surveysysicom/sscalc.htm). The
population of the survey included the domestic immernational flight passengers
of airlines that have flight operations in Turkighports. According to Turkish
General Directorate of State Airports Authority'satsstics, total number of
passengers using air transportation has becomeil6&dnn®09 thousands till the
end of July in Turkey (http://www.dhmi.gov.tr/isigtik.aspx2011).

3.2. Measures

The scale used in the survey was translated andemgmted in Turkish and
English languages. In order to test the religbiit the scales, 80 filled forms for
domestic passengers and 80 filled forms for intéwnal passengers were used
for pilot study to test the scales that will beligzd in the survey.

Service quality expectations of the passengers werasured by SERVQUAL
model developed by Parasuraman, Zeithalm and B@®88). The instrument
was viewed as a framework for this study. To lig specific airline situation,
original 22 SERVQUAL items were not used. Instatgins were modified when
planning the survey instrument. The final instrumerodified by Gilbert and
Wong (2003) was used in this study. The categoozadf the five dimensions
was re-defined to fit the situation of the airlinedustry. The dimension
‘tangibles’ is too broad and was therefore brokewnl into three, namely,
‘facilities’, ‘employees’ and ‘flight patterns’. T dimension ‘empathy’ was
renamed as ‘customization’ for clearer identifioas. So the final SERVQUAL
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dimensions included relialibility, assurance, féieis, employees, flight patterns,
customization and responsiveness in this study.nEwescale consisted 26 items.
One of the items was as “In this airline, the ftigleparts and arrives at a time it
promises”. All of the items were scaled as (1=rggip disagree) ... (7= strongly
agree). The Cronbach alpha reliability scores @& $lcale for domestic flight
passengers was=0,94 and for international flight passengers we€,91
(Nunnally, 1978).

Demographic characteristics play a critical rolesimaping customers’ needs.
Marketers take demographic characteristics as éritbeomajor determinants of
consumers’ buying behaviour (Aksoy et al.,2003)3480 in this research,
demographic characteristics’ possible influencesaotine passengers’ service
expectations were searched. Gender, age, natygnatiticational level, average
monthly income, flight purpose, flight type, fliglitequency per year, airline
decision, airline’s choosing reason were usedeasographic variables in this
study.

3.3. Procedure

A self-completion questionnaire was designed tdecolinformation from the
passengers of airlines that have flight operation§urkish airports. The survey
was conducted in June and July with voluntary pgdition in convenience
manner. In order to ensure the heterogeinty insmaples, the questionnaries
were completed during the weekdays and weekendsebpassengers waiting in
both the domestic and international lines aredefdirports in Turkey. Because
of this research is aimed to measure the “expectsitof passengers” rather than
“perceptions” about airline services, “departinggengers” were included in the
survey. Total number of valid forms obtained wasl 48r Domestic flight
passengers and 400 for International Flight passen@7 invalid forms were not
included in the analysis. Chi-Square analysis wesduo see the relationships
between the variables between comparison groups.

4. FINDINGS

Respondents were classified according to their g@endge, nationality,

educational level, income of family, purpose ogfflis, flight frequency per year,
airline decision and reason for selecting airlin&ifferences between the
proportions of the international and domestic figgvere tested for each category.

The result showed that male passengers were maneféimale passengers in all
flights. Male passengers were 63,4 % for domelights and 58,8 % for
international flights. Female passengers were 3®f6r domestic flights and 35
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% for international flights. For both flight typeslatively younger passengers
were included in this survey. Between 20 and 29 grgep for domestic flights
was 43,7 % and for international flights 32,8 ¥hthe same way between 30 and
39 age group for domestic flights 29,5 % and fdernational flights 28,8 %.
For domestic flights, Turkish people were more tltlae other country’s people
(95,5 % Turkish people for domestic flights) Foteimational flights foreign
people were 57,5 %. In this survey, there were lgepom 40 countries in 5
continents. European people were 1,1 % for domdhbgbts and 30,8 % for
international flights. Asian people were 0,7 % domestic flights and 21,3 % for
international flights. African people were 0,2 % flomestic flights and 3,8 %
for international flights. American people were fbr international flights with
1,3 %. Australian people were only for internatioitights with the proportion of
the 0,3 %.

For domestic and international flights, most of tpassengers had high
educational level. University or over educatioretdl was 58,7 % for domestic
flights and 53 % for international flights. Highhsml educational level was 29 %
for domestic flights and 32 % for internationalgfits. Income of Turkish
passengers were relatively less than the inconfiereign passengers.. Income of
family between 1000 - 3000 TL/$/€ was 57 % for dsetiteflights and income of
family between 2001 - 4000 TL/$/€ was 49,8 % fdeinational flights. Purpose
of flights were vacation, visiting friends/relatsreand business flights for
domestic and international flights. ( 81,3 % fomdstic flights and 76,4 % for
international flights.)

For flights frequency per year, passengers trangeliouple of times a month were
13,3 % for domestic flights and 11,8 % for intefoaal flights. Passengers
travelling once in six months were 20,9 % for dotieeBights and 16,3 % for
international flights. Passengers travelling oncgear were 20 % for domestic
flights and 22,5 % for international flights. Masft the passengers both domestic
and international flights made the airline decisibyp themselves with the
proportion of the 66,7 % for domestic flights arg]5% for international flights.
Price was the most important reason for selectiriopes with the proportion of
the 48,5 % for domestic flights and 38,8 % for inagional flights.

The data were further analyzed to explain the ptesselationships between the
demographic and behavioral characteristics in odlips. Chi-square test results
showed significant relationships between theseabtes for both group. Younger
domestic flight passengers (under 30 years of ags¢ airlines once in three
months as flight frequency in a year and tendedrdwel for vacations and
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visiting purposes (53 % and 60 % ). For internatloflight passengers also ,
relatively young passengers (under 30 years of age) airlines  for same
purposes (41 % vacations and 40 % visiting).

For international flight passengers, to analyze dlection and strength of the
relationship between age and travel flight purpé@ndall’s tau-c test was used.
The low value (_0.067) for the test statistic iradéd that the relationship between
age and flight purpose was negative and fairly welaér domestic flight
passengers, to see the direction and strengtheafetationship between age and
flight frequency, the low value (_0.092) for thest statistic indicated that the
relationship between age and travel frequency veggstive and fairly weak. This
could be interpreted as indicating that increasigg leads to a decrease in
frequency of airline travel for domestic flight gasgers.

The whole female passengers traveled largely #wattonal purposes (45%
domestic, 36 % international) while total of malassengers preferred airlines
largely travelling for business purposes (81 % dstia, 83 % international). For
domestic flight, high educational level passendrge high income level ( 74 %
income level between 2001-4000 TL/$/€) as similar international flight
passengers (74 % income level 4001 and over TL/$#€)addition high
educational level domestic flight passengers ttagdelor business purposes (73
%) while same educational level international ftigltassengers travelled for
vacational purposes (63 %). Frequent flyers—a @wpltimes a month—were
found to travel for business purposes (33 % of daimeflight passengers
compared with 36 % of international flight passesye

In the questionnaire, passengers were asked taitpeothe service quality
dimensions ‘in order of importance’ for them. Thesults showed that
‘Reliability’ was ranked by international flight psengers as the most important
dimension. But for domestic flight passengers tkasce” was ranked as the
most important service quality dimension.

5. CONCLUSIONS

The highly competitive market conditions in thelin& industry pressurises
airlines to deliver high-quality services. To preithis, airline firms must first
understand customers’ needs and expectations. theytshould focus on how to
deliver the most convenient service to meet custemeeeds (Pakdil and
Aydin,2007:236). So the primary purpose of this grapas been to look at the
profiles and service expectations of airline pageen of domestic and
international flight and to provide important céuler airline industry.
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The findings demonstrated that significant differes exist between the domestic
and international flight passenger groups with eespto their demographic
profiles, behavioral characteristics, and undeditapn of airline service
dimensions. For domestic and international fliglt®st of the passengers were
male, young, had high educational level, madeatiime decision by themselves
and purpose of flights were the same as vacatiah \asits. Compared with
domestic flight passengers, international flightgengers were found to have
higher income level. In contrast to Pakdil and Awslifindings (2007:236) (“past
experience’as the most important reason for galpan airline), “price” was
found in our study as the most important reasonsébecting airlines for whole
passengers.

Significant relationships were also detected fomdstic and international flight
passengers as between age and flight purpose; dreteducation level and
average monthly income and flight purpose; betwgemder and flight purpose;
and between flight frequency and flight purposet Bar international flight
passengers, there was no sigificant relationshiywden age and flight frequency
while this relationship provided for domestic ferin order of importance,
passengers were asked to prioritize the servicelityudimensions and
‘reliability’ was ranked by international flight paengers as the most important
dimension similar to Parasuraman, Zeithalm andyB@r988: 38). For domestic
flight passengers “Assurance” was accepted as thst important service quality
dimension similar to Gilbert and Wong's study flesu
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