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Abstract

This paper work focuses on customer satisfaction as a major outcome of
marketing activity and the aim of air transport business fulfilling the
individual customer’s needs. Air transportation turns from luxury travel and
needs to be satisfied with their travel chain experience which includes travel
decision, ticket reservation, airport service, in flight service and final
destination arrangements. The aim of this study involves the use of
SERVQUAL instrument to ascertain any actual or perceived gaps between
airline customer expectations and perceptions of the service offered. The
methodology used in this study is descriptive statistics analysis from the
survey conducted with the use of structured questionnaire to determine the
mean of expectation and the mean of perception (Airline Service). The
finding reveals dissatisfaction with all the perceived services. This paper
therefore recommends that air personnel should be trained on good customer
service relations and also managers should improve their weak points and
should increase their knowledge by gaining more information about
traveler’s attitude.

Introduction

Customer satisfaction according to Lin (2003) is as a result of a cognitive and

effective evolution, where some comparison standard is compared to the

actually perceived performance. If perceived performance is less than
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expected, customers will be dissatisfied and on the other hand, if perceived
performance meets or exceeds customers’ expectations, he/she will be
satisfied.

Customer satisfaction is the feeling or attitude of a customer towards a
product or service after it has been used (Bozorgi, 2006). Customer
satisfaction is a major outcome of marketing activity whereby it serves as a
link between the various stages of consumer buying behaviour. For instance,
if customers are satisfied with a particular service offering after its use, then
they are likely to engage in repeat purchase. As early as 1960, Keith (1960)
defined marketing as satisfying the needs and desires of the consumer.

Previous research have shown that in the airline industry, many airline
companies have lost track of the true needs and wants of their passengers and
are sticking to the outdated views of what airline services are all about
(Gustafsson et al 1999). Many airline managers think of passenger needs
from their own perspective so their immediate focus is on cost reductions in
driving to more efficient operations, keeping customers at a least priority in
their strategic planning programmes. From the perspective of airline
managers cost reductions form the principal focus in driving to more efficient
operations while keeping customer at a least priority in strategic planning
programmes . But the customer should not be ignored (Boland et al, 2002).
The airline business must aim at fulfilling the individual customer needs or
even reaching beyond these (Gustafsson et al, 1999). The goal of service
companies including airlines is to develop services which attract and keep
customers who are satisfied, loyal and speak well of the airline (Gustaffsson
et al, 1999). McKinsey & Company and Siebel Systems in their study —
“Rediscovering the Customer” admitted that companies that have a strategic
approach to customer satisfaction and make technology investments to
support specific business and financial objectives are likely to achieve high
rates of customer retention, fast growth, and increased profitability. Several
studies have shown that it costs about five times to gain a new customer as it
does to keep an existing customer (Naumann and Giel, 1995) and these
results into more interest in customer relationships. Thus, several companies
are adopting customer satisfaction as their operational goal with a carefully
designed framework. Companies including airlines are putting more
emphasis on customer relationship management (CRM) as a tool for
managing customer relationships, hence to increase customer satisfaction and

Vol. 5 No 1 April 2010 261 Journal of mgt & Liberal Studies




[image: image4.png]EVALUATION OF PASSENGERS’ SATISFACTION IN AYANTOYINBO, BENEDICT BOYE
NIGERIA AIRLINES INDUSTRY AJIBOYE, ARAOYE OLARONKE

loyalty (Kotorov 2002; Khalifa & Liu 2003, Park & Kim 2003; Ngai 2005)
which consequently will increase steady streams of revenue, customer equity
and market share (Park et al, 2004; Wang et al, 2004). Organisations and
compaies should also notice that they will be more successful if they
concentrate on acquiring and sustaining a share of each customer rather than
a share of the entire market (Park & Kim, 2003).

Air transportation is turning from a luxury travel by airlines and surely wants
to be satisfied with their travel chain experience (including travel decision
making, ticket reservation, airport service, in-flight service and final
destinations arrangements. The aim of this study to involves the use of
SERVQUAL instrument to ascertain any actual or perceived gaps between
airline customer expectations and perceptions of the service offered.

Service Quality

Service quality is a concept that has aroused considerable interest and debate
in the research literature because of the difficulties in both defining it and
measuring it with no overall consensus emerging on either (Wisniewski,
2001). There are a number of different “definitions” as to what is meant by
service quality. One that is commonly used defines service quality as the
extent to which a service meets customers’ needs or expectations (Lewis and
Mitchell, 1990; Asubonteng et al, 1996). Service quality can thus be defined
as the difference between customer expectations of service and perceived
service. If expectations are greater than performance, then perceived quality
is less than satisfactory and hence customer dissatisfaction occur
(Parasuraman et al, 1985; Lewis and Mitchell, 1990).

Always, there exists an important question: Why should service quality be
measured? Measurement allows for comparison before and after changes,
for the location of quality related problems and for the establishment of clear
standards for service delivery. Edwardson et al (1994), states that, in their
experience, the starting point in developing quality in services is analysis and
measurement. The SERVQUAL approach is the most common method for
measuring service quality.

Model of Service Quality Gaps

Figure I show the seven major gaps in the service quality concept. The
model which is an extension of Parasuraman et al (1985), Gap 1, Gap 2 and
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Gap 6 are the most three important gaps; since they have a direct relationship
with customers (Curry, 1999; Luk and Layton, 2002).

Gap 1:

Gap 2:

Gap 3:

Gap 4:

Gap 5:

Gap 6:

Gap 7:

Customers expectations versus management perceptions: This is
due to lack of marketing research orientation, inadequate upward
communication and too many layers of management.

Management perceptions versus service specifications: Due to
inadequate commitment to service quality, a perception of
unfeasibility, inadequate task standardization and an absence of
goal setting.

Service Specifications versus service delivery: due to role
ambiguity and conflict, poor employee-job fit and poor
technology-job fit, inappropriate supervisory control systems,
lack of perceived control and lack of team work.

Service delivery versus external communication due to inadequate
horizontal communications and propensity to over-promise.

The discrepancy between customer expectations and their
perceptions of the service delivered: due to the influences exerted
from the customers side and the shortfalls (gaps) on the part of the
service provider. In this case, customer expectations are
influenced by the extent of personal needs, word of mouth
recommendation and post service experiences.

The discrepancy between customer expectations and employees’
perceptions: Due to the differences in the understanding of
customer expectations by frontline service providers.

The discrepancy between employee’s perception and management
perceptions: due to the differences in the understanding of
customer expectations between managers and service providers.

According to Brown and Bond (1995), the gap model is one of the best
received and most heuristically valuable contributions to the services
literature. The model identifies seven key discrepancies or gaps relating to

Vol. 5 No 1 Aprit 2010 263 Journal of mgt & Liberal Studies




[image: image6.png]EVALUATION OF PASSENGERS’ SATISFACTION IN AYANTOYINBO, BENEDICT BOYE
NIGERIA AIRLINES INDUSTRY AJIBOYE, ARAOYE OLARONKE

managerial perceptions of service quality and tasks associated with service
delivery to customers. Out of the seven gaps, only Gap 5 pertain to the
customer and as such is considered to be the true measure of service quality.
The Gap on which the SERVQUAL methodology has influence is Gap 5.

Word of mouth

Cor ications Personal needs Past experience

Figure 1: SERVQUAL Model

Source: 12Manage.com
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SERVQUAL METHODOLOGY

Clearly, from a Best Value perspective, the measurement of service quality in
the service sector (like airline industry) should take into account customer
expectations of service as well as perceptions of service. However, as
Robinson (1999) concludes: “It is apparent that there is little consensus of
opinion and much disagreement about how to measure service quality”. One
service quality measurement model that has been extensively applied is the
SERVQUAL model developed by Parasuraman et al (1985), Zeitham et al
(1990). SERVQUAL as the most often used approach for measuring service
quality has been to compare customer’s expectations before a service
encounter and their perception of the actual service delivered (Gronroos,
1982; Lewis and Booms, 1983; Parasuraman et al, 1985. The SERVQUAL
instrument has been the predominant method used to measure consumer
perceptions of service quality. It has five generic dimensions or factors and
are stated as follows (Van Iwaarden et al 2003).

1. Tangibles — appearance of physical facilities, equipments, personnel
and communications materials.
2. Responsiveness — Willingness to help customers and provide prompt

service.

3. Reliability — ability to perform the promised service dependably and
accurately.

4. Empathy — caring, individualized attention the firm provides its
customers

5. Assurance — Knowledge and courtesy of employees and their ability
to inspire trust and confidence.

"

In this research, the SERVQUAL instrument used contains 20 Statements.
These statements measure the performance across these five dimensions,
using a seven point likert scale measuring both customer expectations and
perceptions adapted from Khalifa and Liu (2003). The research was
conducted in Muritala Mohammed International Airport, domestic wing
which is the oldest and the busiest airport in Nigeria and located in Lagos
State South Western Nigeria. It lies approximately on longitude 2° 42° E and
3°22°E and Latitude 6°22°N (Merem and Twumasi, 2008).
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The researchers conducted a survey for 6 days in the month of
December 2009. This is the month when air traffic use to be heavy, hence
data used in this research work. Data were collected through the aid of
structured questionnaire. A total of 240 passengers that have being
patronizing the airline industries for at least one year were interviewed

.

Descriptive Statistics was used to analyse the data obtained. This was
done in order to find the mean of the expectation and the mean of the
perceptions. The gap between the expectation and the perception was done
by taken away the mean of the expectations from the mean of the perceptions

Table 1: SERVQUAL scores for Airline services

|Dimension |Mean Mean Gap | Weightin | Weight
Expectati | Perceptio |score |gs ed
ons ns s average
Tangibles |5.08 3.57 -1.51 |21.6 -0.33
Reliability {6.22 433 -1.89 (299 -0.57
Responsive |5.33 3.51 -1.82 1223 -0.41
ness
| Assurance | 6.50 4.83 -1.67 |129 0.22
Empathy 5.59 3.96 -1.63 133 -0.22

-
Source: Data Analysis, 2010
Note: the overall average weighted SERVQUAL score =-1.75

Discussion

Table 1 shows the outcome of analysis using descriptive statistics to find the
mean of the respondents on each of the five generic dimensions: Tangible,
Responsiveness, Reliability, Empathy and Assurance. The analysis depict
that responses to all questions in the questionnaire were negative and overall

dimensional weighted SERVQUAL score of -1.75 was recorded. This gives a
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picture of significant shortfall in meeting customer expectations across all
service areas and dimensions. The table also shows the summary scores for
each dimension with the weighted average scores per dimension having been
totaled to achieve the overall SERQUAL score. The analysis shows that
Reliability and Responsiveness has the highest gap scores, this is real cause
for concern and provides a definite starting point for service improvements.
Reliability dimension has the highest expectations which shows that the
customer (passengers) expect higher level of service from this dimension in
the Airline Industry. On the other hand tangibility has the lowest expectation
this could be attributed to the fact that customers are aware of the financial
constraints and high financial input in the airline industry and simply do not
expect much when it comes to aesthetics’, instead, they attached more
importance to the delivery aspects of the service. Assurance which has the
lowest weighting, indicate that it is of least importance to them. yet they
expect most from this service dimension. This apparent anomaly is probably
due to the fact that customers expect staff to be knowledgeable about the
service and therefore they can see no reason for this dimension not to be
achieved. It is assumed that for this reason, customers have weighted this
dimension lowest.

The outcome of this research in effect corroborated similar findings of
Stewart (2001), and Bryslan and Curry (2003). In their studies Reliability has
the highest gap while Tangibility has the lowest.

Conclusion

The passengers expressed dissatisfactions in all the five (5) dimensions. It
can be concluded that passengers are not satisfied with the perceived services
and it inform managers to focus on passengers expectations. Managers
should put in place plans to improve their weak points and should increase
their knowledge by gaining more information about travelers’ attitude. The
airlines need to increase their reliability status and security, reduce delay and
technical faults.

Airline personnel should be trained on good customer service relations; this
will guarantee customer satisfaction, which in turn will increase customers
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patronage of the airlines. The airlines need to study their target market
precisely and recognize customers’ attributes and their demands. What they
really want to how they can be satisfied.
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