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The airline industry is highly competitive, and airlines need to provide high-
quality services to attract and retain customers. This study examines how
airline service quality, safety regulations, airline safety and empathy affect
consumer satisfaction and how price sensitivity moderates this effect.
Airlines must deliver high-quality services to attract and keep customers in
a competitive industry. Moreover, how price sensitivity moderates the
relationship between service quality and passenger satisfaction. The results
indicate that airline service quality, safety requirements, safety, and
empathy affect customer satisfaction. Airline service quality, safety
regulations, empathy are the most essential factors affecting passenger
satisfaction. Price sensitivity moderates the relationship between passenger
satisfaction and passenger loyalty, price-sensitive passengers more likely
to switch airlines if they are dissatisfied. The study emphasizes the necessity
of high-quality services to improve passenger satisfaction for airlines. To
satisfy customers, airlines must prioritize safety, Empathy, ticket pricing,
and service quality. Airlines must also recognize price sensitivity's
moderating influence and develop strategies to serve price-sensitive
passengers. This study adds to the literature by examining how airline
service quality, safety regulations, empathy, and price sensitivity affect
passenger satisfaction. In a competitive industry, airlines must focus on
different service aspects to improve passenger satisfaction and passenger

loyalty.
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1. Introduction

The airline industry plays a pivotal role in facilitating international travel and fostering
global communication, effectively bridging the gap between individuals and organizations across
diverse geographical locations (Morrison, 2022). The growth and profitability of the organization
have been primarily influenced by a steadfast dedication to maintaining service quality and
ensuring customer satisfaction (Siqueira et al., 2023). Nevertheless, the intricate correlation
between passenger pleasure and airline service quality, particularly within the framework of price
sensitivity, remains a multifaceted domain that warrants further investigation (Elgarhy et al.,
2023).

The airline industry is characterized by intense competition, as airlines consistently
endeavor to distinguish themselves through the provision of high-quality services to their clients.
At the core of this endeavor lies the notion of passenger satisfaction, which assumes a crucial role
in influencing passengers' evaluations of the quality of airline services (Hon & Chiayu, 2005).
Passenger satisfaction is contingent upon a multitude of aspects, encompassing in-flight
experiences, punctuality, quality of customer service, and cost. Nevertheless, the difficult and
underexplored topic of the interplay between passenger pleasure and airline service quality,
specifically in respect to the moderating influence of price sensitivity, persists (Shen & Yahya,
2021). The examination of the impact of passenger satisfaction on airline service quality, and the
potential variations in this impact based on passengers' price sensitivity, is a significant and urgent

matter within the airline business (Khudhair et al., 2021).

The existing body of literature on service quality and customer satisfaction in the airline
industry has extensively explored many aspects of this relationship. However, a significant gap in
the study pertains to the limited investigation of the moderating influence of price sensitivity on
airline service quality (Ding et al., 2020; Gao et al., 2021). The impact of price sensitivity on
consumer behaviour has great importance, as customers' evaluation of value and subsequent levels
of satisfaction are frequently influenced by their responsiveness to fluctuations in price (Shen et
al., 2021).

The influence of passengers' price sensitivity on their evaluations of service quality and

subsequent satisfaction with the airline has been noted by (Pengurusan et al. 2022). The
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aforementioned sensitivity might be notably heightened within the aviation sector, which is
distinguished by intense competition and narrow profit margins. Gaining a comprehensive
understanding of the correlation between price sensitivity, service quality, and customer
satisfaction is of utmost importance for airlines, as it equips them with valuable insights that are
essential for making strategic decisions and optimizing operational processes (Shen & Yahya,
2021).

In an industry characterized by intense competition, such as the airline sector, it is crucial
to comprehend the intricate connections among passenger pleasure, service quality, and price
sensitivity (Hassan & Salem, 2021). Airlines endeavor to improve service quality in order to
promote passenger pleasure, while also being mindful of their pricing tactics to retain passengers
who are sensitive to price. Given current industry economic challenges and rising gasoline costs,
this issue is more important. This study's ability to improve plans, resources, and service delivery
could significantly benefit the airline industry (Khudhair et al., 2021). This possibility allows
airlines to better understand consumer satisfaction variables and establish effective management
strategies. Understanding when price spikes start to hurt consumer satisfaction can help airlines

set more effective prices.

In a competitive business like aviation, understanding the complex relationships between
passenger satisfaction, service quality, and price sensitivity is vital (Park & Hyun, 2021). Airlines
try to increase service quality and remain price-sensitive to keep passengers happy. Given current
industry economic challenges and rising gasoline costs, this issue is more important (Shen &
Yahya, 2021). This study has the potential to make a substantial contribution to the airline sector
through its ability to enhance plans, optimize resources, and enhance service performance. This
opportunity provides airlines with the ability to enhance their comprehension of the various factors
that influence customer satisfaction and develop efficient strategies for their management
(Khudhair et al., 2021). For instance, gaining insight into the point at which price increments start
to have an adverse influence on customer satisfaction can enable airlines to adopt more efficient

pricing policies.

This study addresses a notable research gap within the academic literature by establishing

a connection between three key variables: service quality, passenger satisfaction, and price
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sensitivity. Therefore, it possesses the potential to establish a significant groundwork for
forthcoming investigations in these domains, engendering discourse and expediting further

progress in the realm of knowledge.

The airline industry connects people and businesses worldwide. Service quality and
customer satisfaction have driven its growth and success (Khudhair et al., 2019). The complex
relationship between passenger satisfaction and airline service quality, especially in the setting of
price sensitivity, warrants further investigation. Despite extensive study on service quality and
customer satisfaction, the moderating influence of price sensitivity in airline service quality has
not been studied. Price sensitivity affects consumer behavior because it mediates consumers' value

perception and satisfaction (Khudhair et al., 2021).

2. Literature Review
2.1 Theoretical Background

Two theories have been used in this paper in order to explain its theoretical background,
which are as follows, composite loyalty theory & cost-benefit theory.

2.1.1 The Composite Loyalty Theory

Customer loyalty theories like the composite loyalty theory stress behavioral and attitudinal
loyalty in long-term customer’s interactions. Behavioral loyalty comprises recurrent purchases and
brand referrals, whereas attitudinal loyalty shows customers' favorable, preferential views of the
brand or organization (Day, 1969; Jacoby, 1971; Jacoby & Chesnut, 1978; Jacoby & Kyner, 1973).
Using respondents' ratings for a series of statements that indicate different dimensions of loyalty,
a loyalty index is calculated. Customers are categorized as loyal, satisfied, neutral, or unhappy
based on their aggregate ratings using this score (Copeland, 1923; Tucker, 1964). The composite
approach to loyalty measures customer satisfaction, intentions, and repeat purchases. Behavioral
loyalty may inspire attitudinal loyalty, although customers may repurchase for reasons including
habit, convenience, or lack of other options. The composite loyalty theory emphasizes the
importance of behavioral and attitudinal loyalty in measuring and comprehending customer loyalty
and gives a framework for segmenting customers by composite loyalty scores (Andreassen &
Lindestad, 1998; Zeithaml et al., 1996).

2.1.2 The Cost and Benefit Theory:

Cost-benefit theory estimates a decision's cost and benefits to determine its advantages and
disadvantages. The idea entails defining and measuring all the costs and benefits of a choice or
project, giving a financial value to each, and then comparing the overall costs to the total benefits
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to evaluate economic viability (Lam et al., 2004; Russo et al., 2016).. Tax, environmental, and
government choices are often evaluated using cost-benefit analysis. Analysis predicts whether a
policy's benefits outweigh its costs compared to other options, enabling data-driven decision-
making (Russo et al., 2016). The analysis also demands extensive research on all costs, even
unforeseen ones, and expense types and characteristics. However, the cost-benefit analysis
requires estimations and forecasts that may be inaccurate or prejudiced. The cost-benefit theory
evaluates a decision's expenses and benefits to determine its pros and disadvantages (Dick & Basu,
1994; Heide & Weiss, 1995). To assess if a decision or project is economically viable, the idea
entails identifying and quantifying all the costs and benefits, giving a dollar value to each, and then
comparing the overall costs to the total benefits.

2.2 Hypothesis Development:
2.2.1 Airline Service Quality and Passenger satisfaction

Service quality and passenger satisfaction are hot topics in the airline industry. The
association has been shown to affect passenger loyalty and satisfaction in several studies. A
Uganda airline study indicated that pre-, in-, and post-flight services significantly affected
passenger happiness. Passenger satisfaction was also a key mediating component for passenger
loyalty. The study suggests airline management adopt measures to enhance service quality based
on client demographics, including occupation, age, gender, and education level (Namukasa et al
2013). Another study examined airline service quality dynamics and satisfaction. It showed that
airline attribute quality affects positive and negative satisfaction differently. The research suggests
that airline management might use the findings to create customer-centric marketing strategies
(Park et al., 2020). Research suggests that improved service quality can boost client loyalty,
highlighting the importance of consumer satisfaction (Hapsari et al., 2017). The relationship
between airline service quality and passenger pleasure is complicated. The quality of many service
qualities substantially impacts passenger pleasure and loyalty, underscoring the need of
understanding and enhancing service quality to improve the passenger experience (Hassan &
Salem, 2021).

H1: Airline service quality has positive impact on passenger satisfaction.

2.2.2 Safety Regulations and Passenger satisfaction

The purpose of safety regulations is to guarantee and prevent injury to passengers. Passengers
are more likely to feel comfortable and secure when security regulations are implemented
effectively, which may boost customer satisfaction (Su et al., 2021). Aviation is typically seen as
a safe industry. However, there are differences in airline safety outcomes. Passengers prioritize
safety while choosing an airline (Atalik and Ozel 2007; Gilbert and Wong 2003).
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Effective safety regulations can give passengers peace of mind. When passengers know that
they are protected by strict safety standards, they are more likely to feel relaxed and enjoy their
journey (Woo, 2019; Jiang & Zhang, 2016). Safety regulations can help to reduce stress and
anxiety. Passengers who are worried about their safety are more likely to experience stress and
anxiety, which can detract from their overall satisfaction (Shi et al., 2018). Safety regulations can
help to build trust between airlines and passengers. When passengers believe that airlines are
committed to their safety, they are more likely to trust them and feel comfortable flying with
them(Cronin et al., 2000; Rajaguru, 2016).

H2: Safety regulations have positive impact on passenger satisfaction.
2.2.3 Empathy and Passenger Satisfaction

Empathy is classified into two types: (a) cognitive empathy, which is the process of
understanding other people's behavior and adopting their roles, and (b) emotional empathy, which
is the process of feeling other people's emotions vicariously (Park and Hyun., 2021). Empathy
improves one's knowledge of others and is required for the formation of positive interpersonal
interactions (Park and Hyun., 2021), hence it is a vital component of relationships among airline
cabin crew members. Empathy can be elicited in a variety of workplace encounters, such as when
a coworker communicates feelings about a difficult problem, while caring for a coworker, or acting
compassionately (Park and Hyun., 2021). Colleagues responding to each other's difficulties
displays group empathy (Park and Hyun., 2021). Empathy, as a key component of relationship-
building, improves intimacy among coworkers (Park and Hyun., 2021). Furthermore, empathy for
coworkers enhances the constructive transformation of negative emotional experiences within a
group (Park and Hyun., 2021). Empathy also boosts group participation, pleasant feelings, and
attitudes while decreasing personal distress (Park and Hyun., 2021). Many studies have found that
empathy towards colleagues has a major impact on organizational success, whereas empathy from
leaders has a favorable impact on subordinates’ performance and failure tolerance. It also increases
teamwork and job satisfaction (Park and Hyun., 2021). Furthermore, multiple studies have found
a link between the leader's empathic skills and the member's job satisfaction (Park and Hyun.,
2021).Few researches, however, have focused on airline cabin crew employees' perceptions and
experiences with empathy from their coworkers. To fill this void, this study conducts a thorough
examination of cabin crew members' experiences with empathy within and outside of their in-
groups in order to comprehend its impact on numerous performance indicators and the overall
group atmosphere.

H3: Empathy has positive impact on passenger satisfaction.
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2.2.3 Airline Safety and Passenger Satisfaction

Airline safety and passenger pleasure are well-studied. Passengers and airlines value airline
safety, which impacts service quality and satisfaction. Safety has improved aviation customer
satisfaction. Rhoades & Waguespack Jr (2012) found that safer airlines have higher passenger
satisfaction. These variables are strongly correlated. Passengers choose airlines that prioritize
safety and take strict efforts to ensure it (Rhoades & Waguespack Jr., 2012; Fornell et al., 1996).
Parasuraman, Zeithaml & Berry. (2005) found that airline service quality is influenced by safety
and security. Safety affects passengers' flight experience and satisfaction, as they noted. Safety
improves passenger satisfaction and saves lives (Parasuraman, Zeithaml & Berry, 2005;
Kandampully et al., 2015). Clear safety communication also improves passenger satisfaction.
Chew and Jahari (2014) noted that clear communication regarding safety protocols can reduce
passenger anxiety and promote safety, resulting in higher passenger satisfaction.

H4: Airline safety has positive impact on passenger satisfaction

2.2.4 Passenger Satisfaction and Passenger Loyalty

Satisfied customers become brand ambassadors, always speaking positively about the
product or service and promoting positive word of mouth to others (Wan & Schell, 2013).
Furthermore, Hon & Chiayu, (2005); Igbal et al. (2023) discovered that higher levels of customer
satisfaction lead to higher levels of customer loyalty. According to Omoregie et al. (2019),
determining client loyalty needs a detailed assessment of consumer satisfaction. Client satisfaction
is the most crucial component in the client-supplier relationship. Furthermore, a satisfied customer
is more likely to utilize or acquire than an unsatisfied traveler who has a strong relationship with
the supplier. And maintaining a relationship with clients is advantageous for every firm (Picon et
al., 2014). And every consumer wants not only a reasonable price but also improved quality for
that price, with value-added services suited to their own requirements and preferences. Because of
the competition and complexity of Pakistan's B2B Packaged Food Retail Setting, it is worthwhile

to explore the influence of customer satisfaction on customer loyalty (Igbal et al., 2023).

H5: Passenger satisfaction has positive passenger loyalty
2.2.5 Price sensitivity as a moderator
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Previous research on the relationship between airline service quality and passenger
satisfaction and loyalty does not consider the impact of airline passengers' perceptions of safety.
In example, despite the fact that few studies have shown the value of including passengers'
perceptions of safety when making airline decisions, there has been little formal discussion about
the benefits of include it in assessing airline service quality (Koo et al., 2015). Airlines have
examined passenger satisfaction and loyalty. Passenger satisfaction increases loyalty and repeat
business (Fornell, 1992; Keiningham et al., 2007) Price sensitivity has been overlooked in this
relationship. Passengers' price sensitivity affects their buying decisions. Price-sensitive
passenger’s value cost over service quality and convenience. Thus, price sensitivity moderates
passenger satisfaction-loyalty. Price-sensitive consumers show weaker brand loyalty than non-
price-sensitive consumers (Bloemer et al., 1998). This shows that price-sensitive passengers may
be less swayed by satisfaction and more likely to transfer airlines for a superior price-value
proposition. Surveys on passenger satisfaction, loyalty, and price sensitivity could evaluate this
notion. Regression analysis or structural equation modeling (SEM) might then be employed to
examine the moderating effect of price sensitivity on satisfaction and loyalty (Homburg et al.,
2009).

H6: Price sensitivity positively moderates the relationship between passenger satisfaction and
passenger loyalty

Figure No 1: Conceptual Framework

Airline service
quality

Safety regulations

Pa.sseng_er Passenger Loyalty
satisfaction

Airline safety
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3. Research methodology
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The study employed quantitative research design. The study examined the service quality
of airlines operates in Pakistan such as Pakistan international, Emirates, Qatar, Itihad. Passengers
who have traveled with specific Pakistani airlines at least once in the previous 12 months made up
the demographic of interest. To guarantee the study's objectivity and accuracy, these airlines were
chosen. These airlines formed a relatively homogeneous group when compared to other areas of
the nation, which aided in the development of an integrated air transportation market (Namukasa,
2013). An international airport in Pakistan, such as Islamabad International Airport or Karachi
International Airport, where international flights are handled, was chosen as the research location.

The sampling method used to gather the data was convenience sampling. Randomly chosen
passengers who were waiting for planes at various times during the day, every day of the week,
within a predetermined timeframe, were interviewed. Five sections of a standardized questionnaire
with a defined framework were used to obtain the data. The initial part of the survey was dedicated
to collecting respondents’ demographic data. The purpose of the second, third, and fourth sections
was to gauge how satisfied customers were with the level of services offered by the chosen airlines
(Namukasa, 2013). Investigating how passenger loyalty is impacted by passenger satisfaction was
the goal of the final portion. The researchers may use suitable guidelines or earlier work done

specifically for Pakistan to calculate the sample size.

To choose a statistically representative sample size based on the number of passengers who
have traveled with the chosen airlines in Pakistan, for instance, they could look at the work of
Krejcie and Morgan (1970). To get accurate results, it's crucial to make sure the sample size is
enough. The precise sample size will depend on a number of variables, including the study's aims
and the resources that are available. The sample size of the current study was 285 passengers. Both
primary and secondary sources were used in the data collection processes. The quality of pre-flight
services, in-flight services, post-flight services, and the effect of passenger pleasure on passenger
loyalty were the five components of the structured questionnaires used to collect primary data.
Respondents offered their answers on a five-point Likert scale, ranging from 1 ("strongly
disagree™) to 5 ("strongly agree™), to questions that were given as statements. Questionnaires might
be given out to travelers who had flown at least one overseas flight in the previous 12 months with
the chosen airlines in the departure halls of Pakistan's chosen international airports.

Table No 1: Respondents’ Profile

Demographic items Frequency Percentile
Gender
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Male 240 56.20%
Female 187 43.79%

Education level

Matriculation 20 4.68%
Intermediate 90 21.07%
Bachelors 160 37.47%
Masters 152 35.59%
PhD 05 1.17%
Age

21-30 years 190 44.49%
31-40 years 96 22.48%
41-50 years 80 18.73%
51-60 years 36 8.43%
Above 60 years 25 5.85%
Income

50,000-75000 45 10.53%
75,001-100,000 52 12.17%
10,001-125,000 98 22.95%
125,001-150,000 106 24.82%
Above 150,000 126 29.50%

4. Results and Data Analysis

Smart PLS assessed structural and measurement models. Individual item and scale
dependability were verified and examined to validate model measurement quality. The construct
was measured using convergent and discriminant validity. Smart PLS's "convergent and
discriminant validity" was used again in the study. Measurement model determines construct
reliability and validity. First, evaluate scale reliability, convergent validity, and discriminant
validity.

4.1 Measurement Model
Table No 2: Validity and Reliability analysis
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Constructs Items Loading Cronbach’s alpha CR AVE
Airline Service quality ASQ1 0.733 0.781 0.852 0.591
ASQ2 0.723
ASQ3 0.798
ASQ4 0.816
Safety Regulations SR1 0.772 0.802 0.868 0.569
SR 2 0.763
SR3 0.751
SR4 0.762
SR5 0.723
Airline Safety AS1 0.709 0.821 0.886 0.610
AS 2 0.826
AS 3 0.841
AS 4 0.794
AS5 0.725
Empathy El 0.781 0.914 0.959 0.701
E2 0.860
E3 0.780
E4 0.740
Passenger Satisfaction PS1 0.858 0.906 0.942 0.730
PS2 0.892
PS3 0.952
PS4 0.835
PS5 0.734
Price Sensitivity PS1 0.713 0.841 0.907 0.620
pPS2 0.788
PS3 0.844
Ps4 0.844
PS5 0.809
PS6 0.716
Passenger Loyalty PL1 0.722 0.719 0.830 0.551
PL2 0.769
PL3 0.759
PL4 0.718
PL5 0.782

Note: CR = Composite Reliability; AVE = Average Variance Extracted.

The above table shows that, questionnaire designed to measure airline service dimensions
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is analyzed for construct validity and reliability. Airlines Service Quality (ASQ), Safety
Regulations (SR), Airline Safety (AS), Empathy (E), Passenger Satisfaction, Price Sensitivity, and
Loyalty are the constructions. Moderate to high factor loadings indicate a good link between
observable variables and latent components. Cronbach's alpha and composite reliability show good
internal consistency across constructs, indicating that items within each dimension measure the
intended concepts. Average variation Extracted (AVE) levels, which quantify the variation
collected by constructs, are generally acceptable; however constructions with AVE values below
0.5 require careful examination. This analysis supports the questionnaire's validity and reliability,

showing that it measures airline service dimensions.

Table No 3: Discriminant Validity

Constructs PL PS P E AS SR ASQ
S

PL 0.834

PS 0.052 0.873

PS 0.601 0.044 0.919

EMP 0.633 0.056 0.73 0.861

AS 0.656 0.030 0.586 0.675 0.917

SR 0.683 0.017 0.501 0.537 0.572 0.846

ASQ 0.719 0.055 0.668 0.726 0.702 0.640 0.852

Table No 4: Heterotrait-Monotrait Ratio (HTMT)

Constructs P PS PS E AS SR ASQ
L

PL

PS 0.06

PS 0.72 0.055

EMP 0.753 0.074 0.895

AS 0.789 0.036 0.721 0.825

SR 0.786 0.043 0.591 0.635 0.678
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ASQ 0.820 0.064 0.776 0.842 0.814 0.719

To assess each construct's internal consistency, "Cronbach's alpha, composite reliability,
and individual factor loadings™ were examined. The table shows that all variable factor loadings
are significant (Tabachnik & Fidell, 2007; Zia et al., 2022) and between 0.55 and 0.7. Table shows
construct reliability results. (Zia et al., 2022; Hair, 2011). According Hair et al. (2011), the values
of composite reliability are significant for the purposes of the constructs that include Passenger
Loyalty (PL), Price Sensitivity (PS), Passenger Satisfaction (PS), Empathy (E), Airline Safety
(AS), and Safety. Regulations (SR), and Airline Service Quality (ASQ). As a result of the fact that
all of the values for Composite Reliability (PL = 0.901, PS = 0.905, PS = 0.916, E=0.895,
AS=0.913, SR=0.913, ASQ=0.93) and Cronbach's values (PL = 0.854, PS = 0.845, PS = 0.816,
E=0.824, AS=0.81, SR=0.866, ASQ=0.906) are higher than the required value of 0. According to
Campbell and Fiske (1959), the concept of discriminant validity refers to the extent to which
evaluations of certain traits are independent of one another. In order to investigate it, methods such
as cross loadings analysis, AVE analysis, and the correlation between hetero-traits and mono-traits
are utilized.

4.2 Analysis of Discriminant Validity

According to Fornell and Larcker (1981), a research model has discriminant validity if the
square root of the AVE for each concept is greater than the correlation between constructs. In
another interpretation, the correlation matrix diagonal. The square root of AVE in Table 4.5 shows
that the correlation matrix for each construct, including, is less than its square root. This meets the
first discriminant validity constraint that the correlation matrix be less than the square root of AVE
of each construct. In conclusion, Table 3's heterotrait-monotrait correlation ratios show that all
values are discriminant validity requirements. None of the results above the 0.9 criteria (Gold et
al., 2001; Teo et al., 2008). As a result, tables 3, 4, and 5 show that brand loyalty, consumer
satisfaction, perceived risk, perceived cost, and perceived value all have valid discriminant

qualities.

Table 5: Hypothesis Results
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- Standard -

H# Constructs S;)nrmlsllen?(lj) ;;r:[z:\;) E)Se_;_/glltzis/;\ ([(r)/SStST'tSItEIS/Si) P Values Decision
1 ASQ -> PS 0.342 0.342 0.087 3.956 0.002 Accepted
2 SR ->PS 0.164 0.164 0.069 2.394 0.017 Accepted
3 AR ->PS 0.357 0.063 0.076 2.804 0.005 Accepted
4 EMP ->PS 0.275 0.035 0.041 3.009 0.003 Accepted
5 PS ->PL 0.655 0.654 0.044 14.819 0.005 Accepted
6 PSxPS->PL 0.295 0.295 0.084 3.497 0.001 Accepted

4.3 Hypothesis testing

Hypothesis testing on research constructs is shown in Table 5. The hypotheses are linked
to construct relationship, and the outcomes show their strength and relevance. Original Sample (O)
values are structural model path coefficients. The Sample Mean (M) and Standard Deviation
(STDEV) reveal data centrality and variability. T Statistics (JO/STDEV|) determine path
importance, with higher values increasing significance. The statistical significance of each
hypothesis is determined by P Values, usually 0.05. The "Decision” column lists significance-
based hypothesis acceptance or rejection. This analysis accepts all assumptions, indicating that
Airline Service Quality (ASQ), Safety Regulations (SR), Empathy (EMP), Passenger Satisfaction
(PS), and Passenger Loyalty (PL) are statistically significant. Strong T Statistics and low P Values
for each hypothesis confirm the conceptual model's hypothesized relationships, demonstrating the
findings' robustness.

5. Conclusion and discussion

This study examined how airline service quality, safety laws, airline safety, and empathy
affect passenger pleasure and loyalty, as well as the moderating role of price sensitivity. This study
illuminate’s airline passenger satisfaction and loyalty elements. The study found that airline safety,
service excellence, and empathy improve passenger satisfaction. High-quality services, strict
safety rules, passenger safety, and empathy improve passenger satisfaction. Previous study has
shown that these elements shape passenger experiences and perceptions. The study also found that

price sensitivity moderates passenger pleasure and loyalty. It suggests that price sensitivity affects
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passenger pleasure and loyalty. Specifically, passengers with lesser price sensitivity are more
satisfied and loyal. Price sensitivity is important when analyzing airline passenger satisfaction and
loyalty. These findings affect airlines and industry professionals. For passenger satisfaction,
airlines should prioritize service excellence, safety rules, airline safety, and empathy. Airlines can
boost consumer satisfaction by investing in these areas. Understanding price sensitivity's
moderating impact can help airlines customize loyalty programs and pricing tactics to different
passenger segments, improving customer loyalty. This study has limitations. The study's sample
size and context may restrict its generalizability. To broaden application, future research should
replicate these findings with bigger and more diverse groups. To further understand airline
passenger satisfaction and loyalty, other variables and factors should be examined. This study
shows that airline service quality, safety requirements, empathy, and safety improve customer
satisfaction. Price sensitivity moderate’s passenger satisfaction and loyalty. By addressing these
aspects, airlines can improve their plans and practices to better fulfill passenger wants and
expectations, increasing customer satisfaction and loyalty in the highly competitive airline sector.
5.1 Practical Implications

This study has important implications for airlines and industry practitioners striving to
improve passenger satisfaction and loyalty. Airline service quality, safety requirements, empathy,
and price sensitivity all be used to improve customer experiences and build loyalty. The study has
practical implications: Improve Service Quality: Airlines should prioritize service quality at all
touch points. This includes efficient, personalized customer service, comfortable seating, on-time
departures and arrivals, and a pleasant travel experience. Airlines may improve customer
satisfaction and repeat business by providing high-quality services. Passenger safety is paramount.
To build trust, airlines should exceed safety standards. Safety protocols, regular inspections, and
the latest safety technologies can improve customer satisfaction and develop a reputation as a
reliable and safe airline. Prioritize Airline Safety: Airlines should emphasize passenger safety in
addition to following legislation. Transparent safety communication, regular safety drills, and
explicit emergency instructions are examples. Airlines may reduce worries and boost satisfaction
by emphasizing safety.

Passenger satisfaction depends on empathy. Airlines should teach its employees to care

about passengers. Effective communication, active listening, and rapid settlement of issues and
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complaints can achieve this. Airlines can leave a great impression by empathizing with passengers.
Recognizing price sensitivity's moderating function, airlines should tailor loyalty programs to
different customer segments based on price sensitivity. To meet passenger needs, this could
include flexible pricing, personalized rewards, or unique benefits. Airlines can improve customer
retention by customizing loyalty programs. Continuous Research and Improvement: Airlines
should monitor passenger satisfaction and do research to improve. Surveys, feedback, and social
media monitoring can do this. Airlines may identify pain spots and improve passenger satisfaction
by aggressively collecting and implementing customer input. Collaboration and Industry
Standards: Airlines can work with industry groups and regulators to set and maintain service
quality, safety, and empathy standards. Airlines may raise passenger satisfaction and loyalty by
participating in industry initiatives, sharing best practices, and standardizing processes. This study
emphasizes the relevance of airline service quality, safety rules, empathy, and price sensitivity.
These tactics can help airlines improve passenger experiences, customer satisfaction, and loyalty
in a competitive industry.
5.2 Limitations and Research Futures

The study's sample size and context may restrict its generalizability. To apply these
findings across airline settings and passenger demographics, future research should use bigger and
more diverse samples. The study measured service quality, safety regulations, aircraft safety,
empathy, price sensitivity, passenger satisfaction, and loyalty. These instruments may be validated;
however alternate measures or multiple-item scales may provide a better grasp of the topics under
research. The study examined variable correlations but did not establish causality or directionality.
To understand the causal mechanisms and temporal dynamics of service quality, safety
regulations, airline safety, empathy, customer pleasure, and loyalty, future study should use
longitudinal or experimental approaches. The study used self-reported measures, which can be
biased by social desirability or recollection bias. Future study could include objective metrics or
observations to supplement self-reported data, improving variable assessment. The study did not
expressly evaluate how airline reputation, marketing, and competition affect passenger satisfaction

and loyalty. To further understand passenger behavior and decision-making, future research could
examine how these external factors affect the variables.

Further research could examine mediating elements that explain the correlations between
service quality, safety regulations, airline safety, empathy, passenger satisfaction, and loyalty.
Trust, perceived value, and brand image could mediate the relationship between these variables
and illuminate the mechanisms. The airline industry is global, so future research could examine
how service quality, safety regulations, airline safety, empathy, and price sensitivity affect
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passenger satisfaction and loyalty. Understanding how these elements vary across cultures should
help airlines in diverse markets develop more focused strategies? Technological Advances: As
airline technology advances rapidly, future research could examine how emerging technologies
like artificial intelligence, virtual reality, and biometrics affect passenger pleasure and loyalty.
Understanding how these technological improvements affect passenger experiences and
perceptions will help airlines innovate. Future research could examine long-term loyalty and repeat
buying behavior. Investigating long-term loyalty determinants might help comprehend consumer
retention and loyalty programs. Comparing airlines or airline alliances can reveal how service
quality, safety standards, empathy, and price sensitivity affect passenger satisfaction and loyalty.
Airlines with different market positions, pricing strategies, and service offers could give industry
standards and best practices. Scholars and practitioners can improve airline strategies and practices
by addressing these limitations and pursuing future research directions on the relationships
between service quality, safety regulations, airline safety, empathy, price sensitivity, passenger
satisfaction, and loyalty.
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