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Abstract

The Malaysian airline sector has become increasingly competitive in the past decade
especially in the low cost carrier industry. The growing competition has prompted the
airline management to focus on generating favorable customers' perceptions of their
service as favorable perceptions encourage repeat purchase. It is very important for the
airline to retain existing customers and attracting new customers to ensure they remain

profitable in the Malaysia aviation industry.

Upon the preliminary stage of this study, the researcher found a limited conceptual gap in
marketing literature as there has very limited been publishing research on service quality,
customer satisfaction or behavioral intentions on the low cost airline industry in Malaysia.
By identifying the dimensions of service quality, and empirically examining the
interrelationships among the service quality, passenger satisfaction and behavioral

intentions, this study hopefully will fill the gap found.

The purpose of this study is to empirically identify and examine the relationships of
service quality dimension, satisfaction, and behavioral intentions in passengers of low-cost
carriers in Malaysian market. A sample of 272 passengers who had travelled on LCCs in
Malaysia few hours after their flight are surveyed in order to identify the sub-dimensions
of service quality in Malaysia and test hypothesised relationships among the constructs of
service quality, satisfaction, and behavioral intentions. The data were analyzed using

exploratory factor analysis and multiple regression analysis.

Using exploratory factor analysis , the study finds the importance of the dimensions of

service quality such as; assurance, aircraft tangibles, personal, terminal tangibles, special



offers and freebies, reliability, and ground service contribute to their satisfaction level of
low cost airline in Malaysia. The result of regression analysis revealed that the passenger
satisfaction with the service-quality dimensions that were found in this study showed to be
very important in explaining behavioral intentions. Satisfied passengers are mostly
influenced by airport tangibles, personnel professionalism and ground arrangement. Such
customers engage in positive word-of-mouth communication have fairly repurchase

intentions.

This study provides a framework in understanding the effects of the proposed service
quality sub-dimensions of satisfaction and behavioural intentions of low cost airline in
Malaysia. Satisfaction was also supported as a mediating effect on the relationship
between service quality and behaviour intentions. Practically, the research will benefits the
manager in understanding of perceived passengers importance of the service quality of
their airline, the level of satisfaction and behavioural intentions off a low cost carrier in

Malaysia.

Keywords: Service Quality; Malaysia Low-Cost Airline; Behavior Intentions; Passenger

Satisfaction



Acknowledgements

Alhamdulillah, Praise to Allah for the gift of strength and knowledge to complete my
research, the journey that humble me the most until date due to the knowledge | had

discovered.

| am incredibly grateful to the many people who help me with this thesis. First and
foremost, 1 would like to express my deep appreciation to my main supervisor Dr.
Zurinawati Mohi @ Mohyi for her patience, kindness, flexibility, energy, and insightful

discussions were invaluable.

Special thanks to airline, agents, students, and lecturers of Faculty of Hotel and Tourism
Management who participated in this study, especially to those who provided me valuable
feedbacks on my journey to complete this study. I am very grateful for their willingness to
help and sincere cooperation. Without their help, my task would have been much more

difficult.

Thanks and love in abundance to my parents, who provided much support, both financial
and emotional. Thanks for their endless love and support that guided me through the hard
times when | was staying away from home. Thanks to all my good friends, near and far.
Thanks to you all for companying me throughout those long months and making the

process as painless as possible.

Finally, 1 would also like to thank you to all the individuals and postgraduate fellows in
the Tourism Management. Their willingness to help and give advice on this research was

greatly appreciated.



Table of Contents

ACKNOWIBAGEIMENTS..... .ottt ettt et et e sneesreeneeenes \Y;

LISt OF TADIES ... re e viii

I TS o) B 1o U] 2SRRI IX

Chapter 1 INtrOAUCTION.........cciiieiic et reea e naesaeeneenreas 1

1.1  Background Of the STUAY ..........coveiiiieie e 1

1.2 Problem STAtEMENT ........ccviiiiieie ettt re et e e e nreeneenreas 3

1.3 RESEAICH GAP ...veiiieiiciiiie ettt a e te e a e e e reerenre s 6

1.4 RESEArCH ODJECHIVES .....occiiiie ettt sra e teesa e saenreeneenreas 7

1.5  RESEArCH QUESLIONS........ccviiieiiiciir ettt et e te e te e sre e teesnesneesaeeneenneas 7

1.6 Development of Research FrameWOrK ..........cccoccueiieiiiiieiie e 7

1.6.1 Development Of HYPOTNESES.......ccouiiiiiieiiie e 8

1.7 SIgNITICANCE OF STUAY ...eoviieieiiie et sneenne e nrees 9

1.8 RESEAICH DESIGN ...eeiieeieiiieieeiie sttt ettt e sbe e st e s e te s e sreente e e aneenneens 10

1.9 THESIS OVEIVIEW ...ttt ettt ettt et e e be e s st e e sbe e s e e nbe e s reeebeesnneenraesnnens 11

Chapter 2 — LIterature REVIEW ..........ccviiiiieiie ettt ne e 12

2.1 LOW COSE CAITIEN ..ttt ettt et st te et e e s ba e be e e e sreeneentesaeestaennesreas 12

2.2 Overview of Service Quality in Marketing .........ccccoeieeiiieiiiieseece e 14

2.3 SERVQUAL (Disconfirmation-based MeasUIe) ...........cccuevueieeieeriesieseesesie e sve e 15

2.3.1 Critique of the SERVQUAL INSITUMENT ......ooviiieiieiesieeeie e 15

2.3.2 SERVPREF (Performance-based MEasUres).........cccevveieeieeiieieeiieeiieseese e 16

2.3.3  Service Quality DIMENSIONS .....c.ccueiieierienieeiesee e esiesee e e e sree e eseesreeseeeneeseens 17

2.4 Service Quality in AIrliNg INAUSTIY ......ooviiiiiieiee e 19

2.4.1 Construct of Airline Service QUality ........c.cccoeviiiiieiiciiiicce e 21

2.4.2 Proposed Airline Service Quality Sub-Dimensions..........ccccocvvvenininieiieienienns 23

2.5 CusStomer SatiSTACTION ........c.eciiiiie e 25
2.5.1 Relationship between Airlines Dimensions towards Customer

SALISTACLIONS ...t 27

2.6 Behavioural INTENTIONS..........cciviiiiei ettt re e sree s 28

2.6.1 Relationship between Customer Satisfaction and Behaviour intentions ............. 29

A A T 1101 1 0= Y PR PRUPRRR 31

Chapter 3 — MethodolOgy .........coi i 32

3.1 RESEAICH DBSIGN ...ttt bbb 32

3.2 Development of the INStrUMENT .........coiiiiiiiic e 36

3.2.1  FOCUS GroupPS DISCUSSION......ccvieiiieiiiieiie it esieeste et s et see e sre e sre e e aeeanne s 38

3.2.2  Questionnaire DEVEIOPMENT ........cviiiiiieiesie e 40

3.3 Validity and Reliability of Research INStrument .............ccocoooviieieninencseseeeeee e, 41

3.3.1 Validity of Draft QUESLIONNAITE ..........cceeiiieirieiie e 41

3.3.2  RElIADIIITY ..o e 42

3.3.2. 1 PHOLSIUAY ..ot 43



	Abstract
	Table of Contents
	Chapter 1 Introduction
	1.1 Background of the study
	1.2 Problem statement
	1.3 Research Gap
	1.4 Research objectives
	1.5 Research questions
	1.6 Development of Research Framework
	1.6.1 Development of Hypotheses

	1.7 Significance of study
	1.8 Research Design
	1.9 Thesis Overview

	Chapter 2 – Literature Review
	2.1 Low Cost Carrier
	2.2 Overview of Service Quality in Marketing
	2.3 SERVQUAL (Disconfirmation-based Measure)
	2.3.1 Critique of the SERVQUAL Instrument
	2.3.2 SERVPREF (Performance-based Measures)
	2.3.3 Service Quality Dimensions

	2.4 Service Quality in Airline Industry
	2.4.1 Construct of Airline Service Quality
	2.4.2 Proposed Airline Service Quality Sub-Dimensions

	2.5 Customer Satisfaction
	2.5.1 Relationship between Airlines Dimensions towards Customer Satisfactions

	2.6 Behavioural Intentions
	2.6.1 Relationship between Customer Satisfaction and Behaviour intentions

	2.7 Summary

	Chapter 3 – Methodology
	3.1 Research Design
	3.2 Development of the Instrument
	3.2.1 Focus Groups Discussion
	3.2.2 Questionnaire Development

	3.3 Validity and Reliability of Research Instrument
	3.3.1 Validity of Draft Questionnaire
	3.3.2 Reliability

	3.4 Final questionnaire development
	3.5 Sampling
	3.5.1 Sample size
	3.5.2 Sampling Derivation

	3.6 Actual Data collection
	3.7 Data analysis
	3.7.1 Preliminary data analysis
	3.7.2 Exploratory Factor Analysis
	3.7.3 Multiple Regression Analysis

	3.8 Summary

	Chapter 4 – Findings
	4.1 Introduction
	4.2 Sample and responds rate
	4.2.1 Demographic Sample Profiles

	4.3 Descriptive Analysis for All Constructs
	4.3.1 Dimensions
	4.3.2 Assurance
	4.3.3 Personnel
	4.3.4 Reliability
	4.3.5 Terminal Tangibles
	4.3.6 Special Offers and Freebies
	4.3.7 Ground Service
	4.3.8 Airline Tangibles

	4.4 Analysis of Satisfaction
	4.5 Analysis of Behaviour intentions
	4.6 Result of the Study Pertaining to Research Objective 1
	4.6.1 Exploratory Factor Analysis
	4.6.2 Reliability of Dimension

	4.7 Correlation
	4.8 Result of the Study Pertaining to Research Objective 2
	4.8.1 The relationship between service quality and satisfactions
	4.8.2 Relationship between service quality sub-dimension and satisfactions
	4.8.3 The relationship between satisfactions and behaviour intentions
	4.8.4 The relationship a significant relationship between service quality, satisfaction and behavioral intentions

	4.9 Chapter Summary

	Chapter 5 – Discussion and Conclusion
	5.1 Introduction
	5.2 Research Objective 1
	5.3 Research Objective 2
	5.3.1 Hypotheses testing

	5.4 Conclusion and Implication
	5.5 Limitation and Suggestion for Future Research

	Appendix

