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Abstract

This article critically examines the development of service quality constructs in airline services, placing particular emphasis on the contin-
uing pursuit of reliability in operationalizing perceived customer perceptions. Although numerous conventional models, such as SERV-
QUAL, have been widely used to measure service quality, they have also been criticized in general for their inability to document industry
specifics and to reflect the evolving expectations of airline customers. To address these constraints, many authors have developed alterna-
tive methodologies that can be better adapted to the complicated context of the airline industry. This paper analyses established and evolv-
ing airline service quality models, scrutinizing the strengths, limitations, and implications of the models in the airline industry today. The
paper adds to the current literature on the theoretical foundations and criticisms of service quality models, contributing to the continued
improvement of service quality assessment instruments. Particular emphasis is placed on delineating the impact of service quality on
satisfaction, behavioral loyalty, and psychological variables, such as price elasticity and perceptions of value. The findings of this study
reveal the strategic role of service quality as a competitive advantage, especially in mature, price-sensitive markets. It suggests that a more
defined, context-specific evaluation framework will help airlines to more closely match their level of service delivery with customer ex-
pectations. Overall, this paper recommends the development of more holistic and context-specific models to improve service quality meas-
urement, facilitate strategic planning, and manage customer relationships in the airline industry.
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1. Introduction

In today’s fast-moving and global market, obtaining and sustaining a competitive advantage are essential objectives for each airline. How-
ever, to achieve these goals, it is necessary to understand the impact of quality of service on customer satisfaction and loyalty. Though
globalization and the Internet have raised both the level of connectivity and the ease of getting information, they have also altered the way
consumers view a brand and come to a decision about making a purchase. Today's airline passengers are not only price-conscious; they
also derive purchase intent from service and experience offerings. Airline passengers now use their purchasing power as a form of feedback,
rewarding companies that meet their expectations and penalizing those that do not. Consequently, it is important to understand how psy-
chological perceptions of value, and in this case, how perceived quality and price interact, affect consumer behavior (AlLouzi, A.S., &
Alomari, K.M., 2023). This study contributes to current knowledge and the airline industry by examining the impact of service quality on
customer satisfaction and loyalty. The paper discusses existing service quality concepts while also pointing to the necessity for context-
dependent evaluation models. It explores the efficacy of pre-existing frameworks like SERVQUAL, demonstrating why specific models
are more efficient than others in evaluating airline performance. Moreover, the paper highlights the shortcomings of current methods and
suggests areas for improvement. Overall, the objective of this study is to assist airline companies in formulating more customer-oriented
service strategies (Saeed, M. D., & Khudhair, H. Y., 2024). The study forms the basis for advancing service quality concepts by serving as
a core foundation for future doctoral-level research. These themes will be discussed in more detail in the following chapters, giving due
attention to both theory and practice (Aboelazm, K.S., & Afandy, A., 2019).

2. Airline industry service model

The SERVQUAL model, developed by Parasuraman, Zeithaml, and Berry (1985), is an established model commonly implemented in
service quality evaluations across diverse sectors like aviation. It involves the identification and analysis of differences between customers’
expectations and perceptions of services provided to them. The model highlights differences in several areas: between first, what manage-
ment thinks customers expect and what customers perceive; second, what management identifies as expectations and the service quality
standards that have been set; third, those standards and the actual provision of service; and fourth, what is promised and what is experienced
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by the customer (Abdel Rady, Hussein, 2018). The fourth element is the distinction between the features of service promoted to the cus-
tomer and the actual service provided. These assessments of gaps attempt to measure service quality in terms of both real and functional
dimensions.

The model has been modified several times to make it more relevant to current service provision. Initially, communication, competence,
and courtesy were re-categorized under the assurance dimension. The dimension originally geared toward employee attentiveness was also
transformed to “empathy”. The revised SERVQUAL model now includes five major dimensions: tangibility, reliability, assurance, respon-
siveness, and empathy. Though the SERVQUAL model is widely used, it has been criticized for not adequately measuring outcome-based
service evaluation (Allouzi, A.S., 2024). This criticism particularly applies to the airline sector, where safety, reliability, and value for
money are key. Furthermore, the model has been criticized for its reliance on inflexible scales of measurement, such as the Likert scale,
which may not accurately represent passengers’ experiences. Some scholars have also criticized the static structure of the SERVQUAL
model, arguing that the five dimensions may not sufficiently reflect the rapid changes in modern service industries. Still, SERVQUAL
remains a pragmatic point of reference for the construction of more customized service assessment instruments (Yas, H., Aburayya, A., &
Shwedeh, F., 2024). For the airline sector, it serves as a structured instrument for companies to recognize gaps and opportunities for service
improvement. However, further adaptation is necessary to make the instrument more applicable (Ibrahim, E., Sharif, H., & Aboelazm, K.S.,
2025).

Consumer

Fig. 1: SERVQUAL Model by Parasuraman Et Al. (1985a).

3. AIRQUAL model

The limitations of the SERVQUAL model are well documented, particularly its limited ability to accurately capture the unique needs of
the air transport industry. Consequently, several researchers have proposed alternative models that can better capture the quality of service
in the airline context (Aboelazm, K.S., 2021). One such alternative is the AIRQUAL model, which is developed for airline passengers and
studies elements of quality and satisfaction that affect passenger satisfaction and loyalty. Although the SERVQUAL scale was not intended
for use in the aviation sector, but rather for a wide variety of services, the AIRQUAL scale was developed to account for service elements
unique to airlines, which concern operational, environmental, and psychological factors. The main dimensions of the AIRQUAL model
consist of five factors: tangibles, the quality of services at the terminal, the performance of personnel, empathy, and overall corporate
image. This model strives to address all aspects of the passenger journey, end-to-end (Aboelazm, K.S., 2024). The tangibles factor includes
such features as how clean the plane is or the state of facilities, while the service dimension evaluates check-in qualities, boarding effi-
ciency, and security services (Yas, N., Dafri, W., Yas, H., & Shwedeh, F., 2024). Conversely, the staff performance factor measures
professionalism and responsiveness of staff, whereas empathy would include an airline being on time and providing personalized services.
On the other hand, the perpetual corporate image factor comprises perceived worth, fairness in ticket pricing, and brand trust. With these
airline-centric dimensions, the AIRQUAL model provides a more focused set of measures for measuring service evaluation of passengers
(AlKhamaiseh, M. A., Allouzi, A., & Karima, K. R. I. M., 2025).

H2
Service Quality -
R*=0335
Tangible
Reliability ¥ Py
H1 isfacti ustomer Loyalty
Empalh_\' R) Customer Satisfaction
Assurance — 0407 . R2- 0615
Responsivenes B4 |R"=0.294
ponsiveness s |R2= 251
Price

Fig. 2: Service Quality Model by (Tanomsin & Chen, 2018).

A model that was assessed in the study is the one proposed by Tanomsin & Chen (2018). In this model, passenger loyalty is considered a
dependent variable in the relationship between service quality and customer satisfaction. At the same time, customer satisfaction acts as
the linking variable in the relationship between service quality, price, and customer loyalty. The moderator, in this case, between passenger
satisfaction and loyalty is the price variable (Allouzi, A.S., Alomari, K.M., Maghaydah, S., 2024). The model acknowledges the multidi-
mensional nature of consumer behavior in the airline industry, in which consumers evaluate value based on both experience and price.
Additionally, Gures, Arslan, and Tun (2014) provide an expanded model that incorporates the passenger expectation as an essential ante-
cedent. It connects customer satisfaction and loyalty through interactions with service qualities like reliability, personalization, quickness
to respond, employee behavior, flight schedule, and facilities (Park, 2019). Satisfaction is the mediator variable from quality perception to



812 International Journal of Accounting and Economics Studies

loyalty behavior in this model, which expands the static and traditional view of the customer road map (Ibayati, Y.K., Allouzi, A.S.,
Abdalaziz, M.M.O., Al-Ali, M., & Yas, H., 2025).
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Fig. 3: Service Quality Model (Gures Et Al., 2014)

On the other hand, the work by Rahim (2016) takes a different path from conventional models. Instead of customer satisfaction serving as
the mediator, service quality is the intervening variable between passenger satisfaction and loyalty. This change reflects the realization of
service quality as a primary determinant in situations with market or infrastructure-induced constraints (Khudhair, H. Y., Jusoh, A., Mardani,
A., Nor, K. M., & Streimikiene, D., 2019). According to Rahim (2016), trust, personalization, and frontline employee productivity are
important factors in establishing customer satisfaction and driving repeat purchases (Aboelazm, K.S., 2023).
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Fig. 4: Model of Service Quality, Customer Satisfaction, and Loyalty (Rahim, 2016).

Namukasa (2013) offers a different assessment model, particularly for the airlines sector, where service quality was unraveled into three
dimensions, namely pre-flight, in-flight, and post-flight. The pre-flight variables include reliability, staff attentiveness, and early bird offers.
Courtesy, language comprehension, and the physical interior of the aircraft are the quality factors of in-flight service. Post-flight variables
comprise punctuality and frequent flyer programs (Dafri, W., Yas, N., Salem, O., Khalifa, A. A., & AlLouzi, A. S., 2025). This model
enables academics and practitioners to identify inefficiencies across the service journey and develop targeted strategies to enhance key
touchpoints. The model considers the cumulative impact of a variety of experiences on customer satisfaction and loyalty through a practical,
phase-based service interaction design (Aboelazm, K.S., Tawakol, F., Ibrahim, E., & Ramadan, S. A., 2025).
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Fig. 5: The Influence of Airline Service Quality on Passenger Satisfaction and Loyalty: The Case of Uganda Airline Industry (Namukasa, 2013).

Gambo (2016) also highlights service quality at airports, concentrating on five quantifiable touch-points, including check-in-service effec-
tiveness, in-flight services, staff response, baggage handling, and reliability. The study’s model is based mainly on SERVQUAL dimen-
sions, but from the perspective of operational efficiency in terms of airport logistics and passenger service flow. This model, as represented,
does not include customer loyalty as an outcome variable, treating satisfaction as the only dependent variable (Yas, N., Salem, O., AlLouzi,
A. S., Abdalaziz, M. M. O., Marks, A., & Al-Jumaili, A., 2025). This is indicative of an operational orientation, whereby service quality
enhancements are assumed to have a direct positive impact on satisfaction in the short run, without accounting for long-term retention
(Aboelazm, K.S., Ibrahim, E., Sharif, H., & Tawakol, F., 2025).
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Fig. 5: Service Quality Model by Gambo (2016).

Khudhair, Jusoh, Mardani, Nor, & Streimikieneb (2019) developed an extended conceptual model, in which both price sensitivity and
quality-seeking are moderating factors in the relationship between service quality and satisfaction, and subsequently, loyalty. Their model
corresponds to the reality that today’s passengers have different expectations; some seek economy, while others seek luxury. These two
psychological orientations are considered essential for explaining why similar service quality can bring about different satisfaction and
loyalty effects with passengers. The idea is also consistent with modern marketing knowledge, as customer segmentation is important when
shaping personalized service strategies (Aboelazm, K.S., Tawakol, F., Ibrahim, E., & Sharif, H., 2025).

The consolidation of these different models illustrates how the measurement of airline service quality has developed over the years. From
early gap models such as SERVQUAL to more nuanced frameworks like AIRQUAL, Namukasa’s stage-based model, or Khudhair et al.’s
structured approach, the trend towards contextualization, behavioral realism, and strategic fitness in the literature is evident. Furthermore,
these models together emphasize the need to treat service quality as a technical construct, consisting of lists of performance standards, and
as a psychological construct involving expectations, perceptions, and ideals (Allouzi, A.S., & Yas, N., 2024).. The ability of an airline to
sustain the loyalty of its customers relies on maintaining an adequate level of service and positively influencing passengers’ emotional and
cognitive reactions (Yas, H., Jusoh, A., Streimikiene, D., Mardani, A., Nor, K. M., Alatawi, A., & Umarlebbe, J. H., 2021). An interesting
recurrent result among the models is the role of customer satisfaction as an intervening variable between quality and loyalty. Satisfaction
is a core element of the customer journey and is portrayed as a direct and indirect variable. This emphasizes that airlines need to be vigilant,
assess, and adjust how service is provided to the customer to meet the operational goals and passenger-centric service expectations (Al-
bayati, Y.K., Allouzi, A.S., Abdalaziz, M.M.O., Al-Ali, M., & Yas, H., 2025).
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Fig. 6: Moderating Effects of Price Sensitivity and Quality Seekers in the Airline Industry (Khudhair, Jusoh, Mardani, Nor, & Streimikieneb, 2019).

Overall, the literature review chapter provides a theoretical underpinning for this study’s proposed model, which integrates essential fea-
tures of highlighted models. The proposed model in this study will examine how service quality dimensions, which are moderated by price
attitudes and expectations, affect passenger satisfaction and, by extension, passenger loyalty (Aboelazm, K.S., Tawakol, F., Dganni, K.M.,
& AlFil, N.Z., 2024). The significance of this research lies in its contribution to existing theoretical fields and its adaptation of existing
theories to contemporary industry practice, particularly in the context of the UAE’s highly competitive aviation sector. The study aims to
provide practical insights that enhance airline performance through service innovation and customer relationship marketing strategies
(Khudhair, H. Y., Jusoh, A., Mardani, A., & Nor, K. M., 2019).

From the analysis of the above table, the relationship between the disclosure guidelines, which regulate market disclosures, and the dis-
placement matrix is a strong, statistically significant correlation at the 0.05 level, with a correlation coefficient of 0.73. The disclosure
guidelines that regulate market disclosure do not mandate companies to disclose their carbon footprint and climate impacts in their financial
reports (Aboelazm, K.S., & Ramadan, S. A., 2023). However, they affect household displacement. On the other hand, a positive, statisti-
cally significant correlation at the 0.05 significance level is observed, with a correlation coefficient of 0.55. This indicates that the unified
accounting system applied in the industrial sector lacks the necessary elements to disclose the carbon footprint. Additionally, the correlation
between company size and the displacement matrix is weak and statistically insignificant, with a correlation coefficient of 0.20, indicating
no relationship between company size and household displacement (Yas, H., Mardani, A., & Alfarttoosi, A., 2020).

From the analysis of the calculated F-value (11.8), which is greater than the table value of (4.19) at the 0.05 significance level, this means
there is a statistically significant effect between carbon footprint disclosure guidelines and the displacement matrix at the 5% significance
level, with a confidence level of 95%. The coefficient of determination (R>=0.32) indicates that the carbon footprint disclosure guidelines
can explain 32% of the changes in the displacement matrix. The remaining 78% is due to other factors not included in the regression model
(Aboelazm, K.S., Dganni, K.M., Tawakol, F., & Sharif, H., 2024). The slope coefficient for the regression angle is (B=0.61). Hence, the
secondary hypothesis, which states that there is a significant relationship between carbon footprint disclosure guidelines and the displace-
ment matrix, is accepted. The results obtained can be reinforced through Table 1-3 and Figure 1-4, which show the increase in the number
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of displaced persons from their governorates according to the emissions and pollution associated with the presence of companies that do
not disclose their carbon footprint (Yas, H., Dafri, W., Sarhan, M. L., Albayati, Y., & Shwedeh, F., 2024).

4. Pre-, in-, and post airline services

To gain a comprehensive understanding of airline service delivery, it is essential to analyze the customer experience at each stage of the
travel journey (pre-flight, flight, and post-flight). This research is built on extant literature to develop a theoretical model that examines the
impact of each phase on passenger satisfaction, and subsequently, on loyalty (Simsek, Kiibra, and Orkun Demirbag, 2017). The three
service dimensions (pre-flight, in-flight, and post-flight) are characterized by unique service features that affect customers' perceptions of
quality (Elyat, M. N., Al Bayati, N. Y., Al Baloushi, N. A., Sarhan, M. 1., Marks, A. A., Khudhair, H. Y., & Allouzi, A. S., 2024). For
instance, in the pre-flight stage, departure punctuality is a key factor in customer fulfilment. The turnaround process at airports is compli-
cated, including aircraft cleaning, baggage management, and coordination of boarding activities, all of which need to be done effectively.
These are often uncontrollable variables. However, the airline's handling of them is a measure of its ability as an operation. The efficiency
of the staff in boarding, assigning seats, and directing customers to their seats can impact perception even before the flight takes off.
Findings reveal that the smaller the disparity between passengers’ expectations and their experiences, the higher the degree of satisfaction
(Min, Hokey, and Hyesung Min, 2015).

The in-flight component of the air travel experience is based on direct and prolonged contact between two principal actors: the passengers
and the crew members (Allouzi, A.S., 2024). This stage begins when the passenger boards the plane and ends when the passenger deplanes.
Certain satisfaction/dissatisfaction drivers may be related to the perceived level of courtesy, politeness, or professionalism of cabin crew,
quality of on-board announcements, and the availability of services, such as beverages, catering, in-flight entertainment, and comfort.
Specifically, full-service carriers can at least provide services that meet passengers’ expectations in terms of cleanliness, seating comfort,
and meal preference (Hahn, Singh, Liu, and Chen, 2017). For example, passengers having dietary restrictions anticipate that their special
meal orders, if placed during the booking process, will be met without delay (Biiylikdzkan, Giilgin, 2020). Since passengers spend some
considerable time in the congested environment of an airplane, high-quality service during this stage can be crucial in determining overall
perception (Parasuraman & Grewal, 2000). Furthermore, the general research results reveal that the flight attendants' interpersonal service
encounters have direct impacts on passengers' satisfaction, particularly the personal/emotional interaction with the service provider. The
confidence, identity, and trust provided by airline staff are key to delivering customer satisfaction and loyalty. While on board, quality is
measured based on comfort maximization, problem-solving, and friendly service. Chang, Yu-Hern, and Chung-Hsing Yeh (2002) posit
that airlines that consistently convey these attributes are likely to increase passengers’ perceived value of their services (Yas, H., Mardani,
A., Albayati, Y K., Lootah, S.E., & Streimikiene, D., 2020).

The post-flight stage is dedicated to the passenger experience after alighting from a flight. This phase includes baggage handling efficiency
and staff support in cases of delayed or missed connections. Additionally, the passenger’s experience is influenced by loyalty programs,
flyer benefits, and quality of communications during service disruption (Hahn et al., 2017). Post-flight service quality has a vital influence
on customers’ final evaluation of the travel experience and their inclination to select the same carrier in the future. An important element
determining the attitude of passengers for all levels of service is price sensitivity (Khudhair, H. Y., & Mardani, A., 2021). Highly price-
sensitive passengers tend to place price ahead of service quality, and are willing to sacrifice service provisions in favour of a lower price
(Parasuraman & Grewal, 2000). These passengers are less affected by service improvements and more influenced by cost enhancements.
As amoderator, price consciousness affects the way passengers judge service quality and the extent to which they let this affect satisfaction.
Where there is intense price sensitivity, service quality is often perceived with less value, and the positive link between service excellence
and customer satisfaction may be weakened (Monoarfa, et. al., 2020). Therefore, carriers targeting price-sensitive markets need to find an
optimal compromise between cost-cutting and acceptable service levels. On the other hand, customers who prioritize quality over price
tend to judge airline service based on quality, demanding higher levels of service and attention to detail. Their purchase decisions are
primarily based on the perceived level of service they expect to receive, including premium seating, meal choice, the courteousness of the
staff, and the overall in-flight experience (Kirmani & Rao, 2000). The relationship between service quality and satisfaction is stronger in
this leg, as satisfaction is a significant determinant of loyalty. Better service to this segment could result in brand loyalty and significant
publicity (Shwedeh, F., Yas, N., & Abdijabar, Z., 2024).

Many researchers have found that satisfaction mediates the relationship between service quality and loyalty. This link has been studied in
several industry contexts, but evidence for how it operates in the airline industry is minimal. The evidence demonstrates that if passengers
are happy pre-flight, in-flight, and post-flight, they are more likely to be brand loyal, a repeat customer, and will refer others to the airline.
Service strategies to attract quality and price-sensitive customers are therefore required. Overall, each stage in the airline service process
contributes differently to overall passenger experience (Yas, H., Jusoh, A., Nor, K.M., Jovovic, N., Delibasic, M., 2022).

5. Discussions

The SERVQUAL model is widely used to measure service quality in many airline companies. The model has received significant recog-
nition, and former researchers have utilized it to measure service quality across various industries. There is a high reliability of AIRQUAL
elements, such as tangible personnel and customer satisfaction. The items in the mentioned dimensions fit well together and can be applied
to measure the service quality perceptions of airline customers. Having the correct and proper service quality analysis criteria is an essential
part of the work by researchers. Applying the proper standards and sensible techniques of evaluation ensures the execution of exact and
accurate service quality evaluation, and it shortly discusses the satisfaction level and service quality offered to customers. Regarding the
effect that the service quality has on airline passenger satisfaction, most of the AIRQUAL elements indicate a positive association with
passenger satisfaction. Personnel are a significant satisfaction creator since they are the main point of contact that the customer has with
the company, and are an essential part of producing and delivering service. Adopting the most appropriate model plays a huge role in the
survival of airline companies and their growth.

6. Recommendations and future research

Referring to the empirical application, there is no benchmarking of service quality in most airline companies. It is recommended that
companies develop a diagnostic tool and conduct benchmarking with other competing airlines to measure their performance. The
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AIRQUAL model, in its adoption in the airline industry, serves as a standardization tool to understand the trend in the customers' perception
of the performance of airlines. It can also serve as an input in developing an effective marketing program to raise customer satisfaction.
Building on the insights from focus group discussions and rigorous mathematical analysis to define the relative essence of criteria, and
examining the reliability and validity of measurement instruments, helps develop a comprehensive and empirical framework for measuring
airline service quality. This enables an accurate demonstration of the service's qualification status and identifies areas for improvement.
Still, the investigations concerning the ATIQUAL and SERVQUAL models are relatively young, and hence, there has not been enough
evidence for the models to be effectively applied. As a result, the models require further revision to address any remaining gaps that may
not have been covered in the study.

The review here assists the researcher in avoiding the issues found in former service quality models in constructing their frameworks for
evaluation. The study's practical outcomes provide essential information for making informed strategic decisions to enhance airline service
quality and help airline leaders develop a framework for accurate monitoring and improvement in key areas. Future research should focus
on assessing and including the various concepts and criteria used by various models to suit the airline industry. This is because some
concepts and models might be more effective than others.

7. Conclusion

The purpose of this research was to develop a deeper understanding of service quality within the airline industry and to improve existing
service quality measurement frameworks, including SERVQUAL. However, some of these models have been criticized for their limited
transferability and validity in modelling dynamic customer expectations, spurring the design of more dedicated models like the AIRQUAL.
The study results emphasise that sustainable competitive advantage in the airline industry is highly related to the firms’ abilities to meet or
exceed customers’ expectations continually. The relationship among service quality, customer satisfaction, and loyalty should be investi-
gated along the whole passenger journey, including pre-flight, in-flight, and post-flight periods. In order to be competitive, airlines need to
adopt accurate, flexible, and contextually relevant frameworks for assessing service quality. These types of models enable companies to
measure and improve performance, respond to customer needs, and build a loyal customer base in a competitive and service-oriented
industry.
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