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ABSTRACT

Delivering high quality service to passengers is important for airlines to survive,  gaining
competitive advantages through repeated customer patronage,  preferred  transportation supplier
status, market share gains and eventually increased profitability for the airlines .   Airline
companies have realized the importance of satisfied customers   to find a place for themselves
in this competitive world and initiated many projects to measure service quality and satisfy the
customers by improving service quality. Based on this, in this study, in order to evaluate
customer’s satisfaction at  Domestic  Airlines, with special reference to Indian Airlines the factors
affecting customer’s experience were analyzed using weighted SERVQUAL SCALE  & GAP
ANALYSIS methodology.

This research paper evaluates the underlying forces of service quality-  influences on passenger’s
satisfaction in domestic Airline, with special reference to Indian Airlines. The study examines
which dimensions have a positive influence on service quality and which dimensions have the
most and least important impact on service quality in domestic air travel, as perceived by Indian
airline passengers. The findings of this study are based on the analysis of a sample of 300
respondents.     The findings reveal that the service quality dimensions are  positively related to
customer’s satisfaction.

 Keywords:  Service Quality, Customer’s Satisfaction, Service Quality Dimensions,  GAP
Analysis, CRM.

INTRODUCTION

An essential aspect of managing service
quality is the identification of client expectations,
and then designing the service system to focus
on these requirements.   The airline business
must aim at fulfilling the individual customer’s
needs or even reaching beyond these.   The
airline companies have realized that they have
to listen to consumers to  survive in a competitive
market.(Booth M;2000) and airline companies
also have become aware of the importance of
having happy  customers (Riddleberger EJ;IBM
Global Business Services;2009). The pre-
requisite of the customer’s satisfaction is
understanding  and knowing what they want.

The aviation sector has become the most
important segment in the economic development
of a nation. It plays a vital role in moving people
or products from one place to another, especially
when the distances involved are far.  In a highly
competitive environment the provision of high
quality services to passengers is the core
competitive advantage for an airline’s profitability
and sustained growth. In the past decade, as the
air transportation market has become even more
challenging, many airlines have turned to focus
on airline service quality to increase service
satisfaction. Service quality conditions influences
an industry’s competitive advantage by retaining
customer patronage, and with this gain market
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share. Delivering high-quality service to
passengers is essential for airlines survival, so
airlines need to understand what passengers
expect from their services.  Understanding
exactly what customers expect is the most crucial
step in defining and delivering high-quality
service. Service quality is one of the best models
for evaluating customer’s expectations and
perceptions. The performance of a company
leads to passenger’s satisfaction with a product
or service. According Heskett et al. (1994), profit
and growth are  simulated by customer’s loyalty
and loyalty in its turn is driven by customer’s
satisfaction, and  customer’s satisfaction
depends on the  value customers receive from
the service.

Understanding importance and sources of
customer satisfaction is important for any
company or any industry to grow and remain
profitable, but in airline industry customers are
carriers’ only assets (Carlzon, 1987). Hence
understanding and managing satisfaction
through service quality is essential, and requires
greater attention from carriers nowadays, in
struggling and challenging environment.
According to Parasumaran et al. (1991),
continuously providing consistent, reliable and
fair  services is a key to achieve customer’s
loyalty.

Airlines should also know their competitors
and consider the market competition campaign.
CRM is an essential component of the corporate
strategy of airline companies to differentiate
themselves from competitors in the eyes of
customers.( Boland et al 2002). In recent years,
customer relationship management has been
expanded to include an integrated perspective
on marketing, sales, customer service, channel
management, logistics and technology for
engaging in customer’s satisfaction. Practitioners
are calling it customer relationship management
(CRM) and are interested in all aspects of
interactions with customers to maintain a long-
term profitable relationship with them.

  The purpose of this study is to identify the
dimensions of service quality and  aims at
investigating how these dimensions contribute
to customer’s satisfaction in Indian Airlines. This
research work discusses a process approach to
service quality in  the airline  Industry, taking a

customer’s point of view. The process describes
steps from ticket purchase to the completion of
the journey, analyzing each step from service
quality perspective and assigning attributes that
help to measure customer’s satisfaction in Indian
Airlines.

The results from this research may be useful
for  airline industry, airline managers to improve
their  service quality and customer’s satisfaction,
finally the growth of the airline industry.

PROBLEM  STATEMENT

Excellent passenger’s satisfaction is one of
the greatest assets for  airline industry in today’s
competitive environment . The research related
to service quality and customer’s satisfaction in
the airline industry has been growing in interest
because the delivery of high service quality is
essential for airline’s survival and
competitiveness. A number of studies have been
conducted in service quality related theories and
methods in the airline industry. . Although
examining the effect of individual dimensions of
service attributes has potentially great utility for
airline managers, the effects of individual
dimensions of airline service quality has not been
fully investigated in previous airline service
studies. Keeping in view all these aspects, this
study is conducted. The main aim of the study is
to analyze service quality and customer’s
satisfaction of domestic airlines with special
reference to Indian Airlines. In addition, the
findings would enhance the airliners to improve
their service quality, customer relationship
management CRM, and finally customer’s
satisfaction.

LITERATURE REVIEW

Customers consider five dimensions in their
assessment of service quality-Reliability,
Responsiveness, Assurance, Empathy,
Tangibles. Of the five dimensions, Reliability is
considered to be the most important one. It refers
to the company delivering on its promises. The
other four dimensions relate to the process of
service delivery or how the service was delivered.

Service is intangible, performed by people,
providing satisfaction to customers. Services are
essentially performance. Services have unique
characteristics i.e. intangibility,   inseparability ,
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heterogeneity , perishability and ownership.
Quality of a service , as perceived by the
customer is the result of a comparison between
the expectations of the consumer and his real –
life experiences. A service quality can be
described as the delivering of excellent or
superior service relative to customer ’s
expectations .  According to Parasuraman ,
Zeithaml and Berry(PZB) ;

Perceived Service Quality = Perceived
Service – Expected Service  .

Most important factor for the rising
importance of service quality is that it is proving
to be a winning competitive strategy. The ultimate
aim of an excellent service quality system is to
satisfy the customer’s need and go beyond to
delight the customers.  A good or excellent
service quality would result in customer’s
satisfaction or customer’s delight. Increased
customer’s satisfaction in turn leads to higher
level of customer retention and also positive word
of mouth.

In an era of increased competition, the
importance of achieving high levels of
customer’s   satisfaction has gained the attention
of researchers and practitioners alike. This is
especially the case in the service sector, where
many companies are focusing upon service
quality improvement issues in order to drive high
levels of customer’s satisfaction.

 Numbers of common factors have been
identified as critical drivers of customer’s
satisfaction. The service profit chain is one of the
most widely supported theories of customer’s
satisfaction Heskett et al. (1994). In brief, it
proposes a positive linear relationship between
staff satisfaction, service quality and customer
satisfaction leading, ultimately, to profitability.
Parasuraman etal. (1985) also recognized the
significance of staff satisfaction and service
quality as drivers of customer satisfaction in
developing their SERVQUAL measurement tool.

Airlines need to have valid and reliable
measures for a better understanding of the
variables likely to impact the perception of service
quality being offered by them. They need to
measure not only customer perceptions but also
expectations of airline passengers. If significant
variations are found in the perceptions of airline

passengers’ vis-à-vis service quality on the
different flights, changes in the marketing mix
need to be implemented to improve the
perception of quality. But, in general, passenger
hardships have increased after Sept 11 attacks (
Gkritza, Niemeier & Mannering 2006). Much of
the research in services marketing centers on
understanding services and service quality from
customer’s point of view (Brown et al. 2006).

Maintaining quality are the main concerns
of business today. Providing quality is not a
concern of manufacturing companies alone. The
delivery of high-quality service becomes a
marketing requirement among air carriers as a
result of competitive pressure (Ostrowski et al.,
1993).

 OBJECTIVES OF THE STUDY

The Indian  Airline is suffering from very
intense competitions on its national market. The
airline is not  only enduring from low market share
on most routes, on which other airlines are also
having  flight operations but also losing the
market share on some others. The pre-requisite
of the customer’s satisfaction is  understanding
and knowing what they want.  In such a scenario,
service quality is a significant driver of passenger
satisfaction, loyalty and choice of airlines. Thus
scientific investigations into service quality and
customer’s satisfaction  is need of the hour The
main aim of the study is to analyze  service quality
and customer satisfaction of domestic airlines
with special reference to Indian Airlines. Specific
objectives of the study are as follows –

 1- To examine in detail the services being offered
in domestic airlines  with special reference
to  Indian Airlines .

2- How can the passenger’s satisfaction within
Indian Airlines be described?

3- To investigate   how much satisfied  Indian
Airlines passengers are with its services?

4- To evaluate how can Indian Airlines
managers improve and promote satisfaction
level among the passengers?

In order to evaluate the customer ’s
satisfaction and service quality in domestic
airlines industry with special reference to Indian
Airlines, the  following  hypotheses have been
made ;
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1- Service quality leads to customer ’s
satisfaction.

2- Service quality creates brand loyalty.

3- Empathy is one of the important dimensions
in service quality.

4- Reliability has a direct positive effect on
service quality.

5- Tangiblity has an importance in service
quality.

METHODOLOGY

In this study, sampling was done by
interviewing, randomly  selected 300 passengers,
at different  Air Ports i.e.  Indira Gandhi
International Airport , New Delhi , Choudhary
Charan Singh Airport Lucknow. A structured
questionnaire was used for data collection. The
questionnaire was divided into two sections, in
which  first section reveals the demographic
profile of respondents and second part was for
evaluation of  their  overall experiences, as  they
received from the Indian airline’s services.  The
questions were phrased in the form of statements
scored on a 5-point Likert type scale, ranking
from  “highly dissatisfied / highly disagree” to
“highly satisfied/ highly agree”.  Average score
analysis was used  to evaluate to  various service
quality dimensions. Service quality and
customer’s satisfaction were analyzed on the
basis of Mean Difference, which is presented in
Table-1&2

SERVICE QUALITY AND CUSTOMER’S
SATISFACTION ANALYSIS

TABLE  1:    DEMOGRAPHIC ANALYSIS

Demographic  Profile of  of  Respondents

In demographic profile of respondents , it is
found that there was total 64% male and 36%
female respondents who replied the research
questions regarding service quality and customer
satisfaction in Indian Airlines, in which 69%
respondents were married and 31% respondents
were unmarried. Regarding age group  analysis
of respondents  there were 24% respondents
belonging  to age group of 21- 30 years, 29%
respondents were of age group between  31- 40
years,  31% respondents were of age group  41-
50 years, and 16% respondents  belonged  to

age  group 51 to 60 years . Regarding
background of respondents there were

91% urban respondents who were using
Indian Airlines flights , while remaining 09%
respondents belonged  to rural background
.Regarding education level  of respondents , it is
found   that 09% respondents were  having
education up to Intermediate, 44% Graduate,
37% Post Graduate, 03%  having PhD, while 07%
were doctors, engineers and others
professionals. It is found  that the main reason
to use airline’s flights by the  respondents was

GENDER Total No of Respondents 

N=300 
% 

MALE 192 64% 

FEMALE 108 36% 

MARITAL STATUS   

MARRIED 207 69% 

UNMARRIED 93 31% 

AGE 
21-30 

31-40 

41-50 

51-60 

 
72 

87 

93 

48 

 
24% 

29% 

31% 

16% 

BACKGROUND   

URBAN 

RURAL 

273 

27 

91% 

09% 

EDUCATION 
 INTERMEDIATE 

GRADUATE 

POST GRADUATE 

PhD. 

Dr/ Engg/ Other 

Proffessional  

 
27 

132 

111 

9 

21 

 

 
09% 

44% 

37% 

03% 

07% 

Reason to Fly- 

Business 

Jobs 

Education 

Others 

300 

108 

111 

42 

39 

36% 

37% 

14% 

13% 

Frequent Flyer 231 77% 

Since How Long 

Flying- 

More then one  Years 

More then three years. 

Less then one year 

 

 
111 

90 

69 

 

 
37% 

30% 

23% 

Common way to 

purchase ticket 

On- Line 

Other. 

 

 
258 

42 

 

 
86% 

14% 
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jobs/ service  related works(37%), followed by
business related trips (36%)and 14% for
educational  purpose.  Majority of the
respondents (86%) said that they perform the
selection and purchase of   air tickets by
themselves, via on- line bookings. Out of 300
respondents, 77% respondents were frequent
flyers of Indian Airline’s. The study shows that
37% respondents were using airline services
more than one year, 30% were using airline
services more than   three years, while 23%
respondents were using airlines services less
than  one year.

Table 2:  Gap Analysis

Expected services (E) & Perceived services (P)

Gap Analysis –

 “ The difference between  expectations minus
perceptions (D=E-P). A negative difference
indicates on the average that perceived reality
exceeds expectations that should produce
satisfied customers. On the other hand, a
positive difference indicates that on the
average. Perception of service delivery failed
to meet the expected level of service quality
indirectly producing dissatisfied customers.”
(Parasuraman et al).

1. It is found in study that   majority of
respondents 99%  are satisfied  with
service    quality attribute  of “ getting proper
information  about time of various services
of the Indian Airline’s”. There is –ve GAP ;
D= -0.04, in expected services and
perceived services ,which indicates
customers are satisfied with this service
quality.

2. The study reveals that  there is  positive
gap D= 0.07 regarding “ Prompt and
Accurate services of  the Indian Airlines”.

“ A positive difference indicates that on the
average,  perception of   service delivery
failed to meet the expected level of service
quality indirectly producing dissatisfied
customers.” So it indicates  that  customers
are dissatisfied  with  ‘ Prompt and Accurate
services of  the Indian Airlines’. So there is
need to improve this service quality
,because customer’s satisfaction depends
on service quality and finally makes profit
to company.

3. Regarding “ Efficient check –in & Baggage
Handling services, of the Indian Airlines, it
is found that there is +ve GAP ,D= 0.18, in
expected service mean and perceived
service mean. .” So it indicates that
customers are dissatisfied   with this
services quality  of  the Indian Airlines. So
improvement is needed for  this service
quality also.

4. It is found  that there is –ve  GAP (D= -
0.03), in service quality dimension  of
willingness to help to passengers by the
Indian Airlines staff. It indicates that
customers of Indian Airlines  are satisfied

SERVICE 

QUALITY 

DIMENSIONS: 

 

RESPONSIVENES, 

ASSURANCE, 

 TANGIBILITY , 

EMPATHY, 

RELIABILITY  i.e. 

 

(RATER MODEL) 

& ATTRIBUTES 

Total 

No                        

YES 

f 

 f  

% 

Mean  Yes 

f  

    f  

% 

Mean Gap(D)= 

(Expected 

service – 

Perceived 

service).  

 

D =E-P 

 

(~ Mean) 

 

Gap(D)= 

(Expected 

service – 

Perceived 

service). 

  

D = E-P 

 

( ~  f %) 

          

Reponsiveness                                      

 

1. Get Informations 

about time of  

service.  

 

 

 

 

300 

 

 

 

285 

 

 

 

 

95% 

 

 

 

0.95 

 

 

 

283 

 

 

 

99% 

 

 

 

0.99 

 

 

 

D= - 0.04 

 

 

 

D=  

~0 4% 

2. Prompt& accurate  

services. 

 

300 288 96% 0.96 257 89% 0.89 D= 0.07 D= 

~ 07% 

3. Efficient Check –

in & Baggage 

Handling services 

 

 

300 

 

291 

 

97% 

 

0.97 

 

232 

 

 

 

79% 

 

0.79 

 

D= 0.18 

 

D= 18% 

4. Willingness to 

help 

 

300 288 96% 0.96 286 99% 0.99 D= - 0.03 D= 0 

~3% 

5-Prompt handling 

of 

request/complaints 

 

300 252 84% 0.84 197 78% 0.78 D= 0.06 D= 

~06% 

ASSURANCE : 

6. Knowledge to 

answer  customers' 

questions. 

 

300 

 

 

 

294 

 

 

 

98% 

 

 

 

0.98 

 

 

 

291 

 

 

 

98% 

 

 

 

0.98 

 

 

 

D= 0 

 

 

 

D= 

~0% 

 

7. Trustworthy crew. 

300 291 97% 0.97 290 99% 0.99 D= - 0.02 D=  

~02% 

 

8. Employees instill 

confidence to 

passengers. 

 

300 

 

273 

 

91% 

 

0.91 

 

272 

 

99% 

 

0.99 

 

D= - 0.08 

 

D=  

~8% 
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with service quality attribute of the Indian
Airlines.

5. Regarding Prompt handling of request/
complaints: The study reveals that    there
is  positive gap D = 0.06, “ a positive
difference indicates that on the   average,
perception of  service delivery failed to
meet the expected level of service quality
indirectly producing dissatisfied
customers.” So it  indicates  that  customers
are dissatisfied  with services  quality
attribute  of prompt handling of requests/
complaints by  the   employees of  Indian
Airlines. So there is need to improve this
service quality attribute for more customer
satisfaction, because customer satisfaction
depends on service quality.

6. There is  no GAP (D=0)  found  in  perceived
services and expected services of the
Indian Airlines in reference  to  ‘ Knowledge
to answer  customers’  questions: by the
employees of the Indian Airlines.

7. The study reveals that  there is  negative
gap D = - 0.02, “ The difference between
expectations minus perceptions (D=E-P).
A negative difference indicates on the
average that perceived reality exceeds
expectations, means that  produce satisfied
customers. It indicates good service quality
attribute of the Indian Airlines having
trustworthy crew.

8. It is found that there is negative GAP (D =
-0.02) for service quality attribute
‘employees in stil l confidence to
passengers’, which indicates that
passengers of the Indian Airlines are
satisfied with this service quality attribute
of  the Indian Airlines.

9. It is found that there is positive  GAP (D=
0.14), which indicates customers
dissatisfaction regarding feel safe and
secured during flights.  So improvement is
needed by the Indian Airlines for their
customers  to feel safe and secured during
flights.

10. The study reveals that  there is  positive
gap D = 0.14  for   services quality attribute
of ‘flights  breakdown,’ “a positive difference

indicates that on an  average,  perception
of service delivery failed to meet the
expected level of service quality indirectly
producing dissatisfied customers.  It
indicates  that  passengers of the Indian
Airlines are dissatisfied with  service quality
attribute of   flights  breakdowns. So there
is need to improve this service quality
attribute too.

CONCLUSION

Airline service dimensions were found to
have direct and positive influences on airline
image and passengers  satisfaction intentions.
In this study, passengers are satisfied to the
service provided and overall facilities delivered
by the airline companies. The passengers are
satisfied with the services quality delivered in in-
flight services. While analyzing demographic
profile of the passengers, educated and working
passengers mostly belonging to urban areas are
using flights more frequently. The results
suggested that according to the gap scores,
responsiveness dimension has better customer’s
satisfaction level and assurance  dimension
followed the responsiveness. In these two
dimensions, it is observed that customers are
satisfied   in general with service quality
dimension of responsiveness and assurance.
When considered in totality, the results of this
study suggest that majority of passengers are
satisfied with basic services provided by Indian
Airlines. To combat the growing competition due
to globalization, it is suggested that there should
be satisfaction among passengers of Indian
Airlines regarding vast network of services, safe
and secured flights, waiting time etc.  Unsatisfied
passengers expect airline to ensure safe journey,
to meet time commitments, convenient flight
schedules, less waiting time for baggage arrival,
better baggage handling mechanism etc.
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