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PREFACE

Nowadays, technology and innovation are rapidly changed. People tend to have more
choices and options in their life. Consumer can base on the judgement, evaluation, feedback
of others to determine the decision making. In this research, customer perception is concern
to study in the airline service. To understand deeper, international travelers are our target
respondents to understand how emotionally the customer perception will influence their
satisfaction level through the value and service quality perception in return for loyalty. Based
on previous researches, experience has been studied for years but it is still relatively new area
for future research as organizations are still ambiguous about the actual measurements or
factors of customer experience. To get the data, survey questionnaire is distributed to various
respondents and results are processed and carefully presented in our research project. Finally,
managerial implication of the research project is provided to describe how the variables are
significant respond to their organization profit, following with the conclusion. Therefore,
airline industry could use this research to better understand their how customer experience

will affect their profitability.
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ABSTRACT

The objective of this research is to investigate the international travelers experience and
perception toward airline service quality. This is utmost important for organizations in this
industry to better know how customer experience and perception will emotionally affect
customer perception toward the value, service quality, satisfaction and loyalty of the airline
service. The reason that | choose this topic is to understand how emotionally the customer
experience affect the performance of the firms as we know that consumers nowadays are
more concern on engaging experience than knowing the brand and stay loyal to existing
brand. To develop a stronger understanding the customer experience and how the other
variables affect the airline industry, journals, studies, surveys are used in the research.
Software Package for Social Sciences (SPSS) is used in this research to analyze the
questionnaire data and illustrated it in bar charts, summaries, and central measures of

tendencies. Finally, identification of critical areas for future research is stated.

Vi
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CHAPTER 1: RESEARCH OVERVIEW

1.0 Introduction

This research intends to investigate how the customer experience, value perception and
service quality perception influence the satisfaction and loyalty of customer toward the airline
service. Chapter 1 of this research project is the research background, problem of the airline
industry, questions for the research, objectives of this study and justification or significant of

the research.

Page 1 of 102



INTERNATIONAL TRAVELERS PERCEPTION AND EXPERIENCE TOWARD
AIRLINE SERVICE QUALITY

1.1 Research Background

Nowadays, the airline industry has boost with hyper competition and capital intensive.
The demand for air passengers is steadily growing and expected to maintain the growth rates
(IATA, 2015). Therefore, the airline industry is facing high competition since there are many

substitutes which lead them to create value and quality services in customer mind to compete.

Besides, there is presence of price discrimination in airline markets. Price discrimination
is explaining that different types of airline with different categories need to pay different
prices. It means that price will be different if they are choosing different days, different times,
and different categories of cabin seats. The fare prices can be different all day long.
Nevertheless, people are more sensitive in price based on worthy and affordability (Spicer,
2018).

In construct, to be outstanding in the market, the airline needs to set goals to compete
with others which are satisfying what customer needs and wants, maximize shareholders and
stakeholders’ profit, achieve the organization objectives and be outstanding through product

differentiation.

However, the passenger perception toward the airline services is influenced by their
expectation (Patricio et al., 2004). Passenger judge the attributes or experiences to rate their
satisfaction in return loyalty (Abou-Zeid et al., 2012). The changes of environment and
technologies able airline to create brand equity and extension which allow them to grow their
market and profits (Spicer, 2018), thus, passengers are benefiting from different combination
of choices based on accessibility and affordability. Therefore, airline need to be innovative,
reduce the price and deliver choices and value to consumers by providing more option, flights,

services and affordable travel (Spicer, 2018).

The key strategy of customer experience is to achieve the differentiation with other
competitors and to improve the customer satisfaction, generate loyalty and sustain
profitability (Hogan et al., 2011). Customer experience in airline industry are involving at the
departure, in the airplane and at the arrival (Crosby and Johnson, 2007) such as the check in

service through website or through mobile devices to provide customers the opportunity to

Page 2 of 102
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select seats, buy upgrades and register luggage. The traveler will have feeling and emotion
toward the whole trip such as feeling pleased, disappointed, frustrated, or infuriated (Berry
and Lampo, 2004). Throughout the improvement of airline services and technologies, the
customer will have more benefit and able to direct or indirectly evaluate the airline service

quality (Gronroos, 2000).

Meanwhile, the understanding toward the factor or measurement of customer
experience such as the achievement of customer expectation toward the product or service
has connection to their satisfaction and loyalty (Klaus and Maklan, 2012). The customer
experience approach is to know and understand both customer cognition and emotion (Juttner,
Schaffner, Windler and Maklan, 2013) which also linked to the customer willingness to
repurchase, stay loyal to the product or service and would like to recommend to others
(Temkin et al., 2009). Lastly, provide or create a dominant customer experience is must
to the organization in today business to grab more market share. Therefore, airlines need
to seek for the best strategies to provide branded experience to create value and quality
perception in consumer mindset (Prayag, 2007).

1.2 Problem Statement

Current airline sector competition has boost into next level. Airline industry are
struggling to maintain customer loyalty toward the specific airline because new marketplace
and good or service are not the main priorities for companies to gain competitive advantage
(Prahalad and Ramaswamy, 2004).

Airlines industry is facing hyper competition due to the low switching cost. Consumers
are price sensitive; they are seeking for the greatest benefits and result to non-loyalty. There

are lots of substitute in the industry which are competing the price.

Besides, the airlines measure customer perceptions wrongly with unclear understanding
toward the customer perception and expectation (Abdlla, Mohamed and Mekawy, 2007). The
passengers select according to their characteristics, how different or unique they are

compared to other, the location and quality (Wen & Yeh, 2010; Prayag, 2007). However,
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there are lack of understanding toward passenger’s evaluation and perception (Waguespack,
Rhoades and Tiernan, 2007) due to limited past researchers studied the concept of customer
perceptions (Barsky and Nash, 2002). Therefore, the airlines cannot satisfy the customers
need and want.

In addition, there is lack of professionalism in the airline service with different stages.
The interaction and performance among the professionals and the passengers directly or
indirectly affect the overall service quality (Parast and Fini, 2010; Babbar and Koufterous,
2008). Passenger will switch their decision to another airline if the service does not
achieve their expectation (Archana and Subha, 2012). Those professionals are the image of
the airline and will cause bad image of the airline which will affect their customer experience

and emotion.

Lastly, the expectation level of the passengers will influence the experience. Different
frequency of travel will have different kind of perception. The passengers who lack of
travelling experience expected to value the interaction of the airline service with their
assurance and empathy; passengers who fly frequently expected the service quality

dimensions with the reliability and empathy (Pham and Simpson, 2006).

1.3 Research Objectives

1.3.1 Main Objective
The fundamental objective is to study the Malaysia international traveler perception and

experience toward the airline service quality.

1.3.2 Specific Objectives

e To examine the impact of customer experience toward the value perception in airline.
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e To examine the impact of customer experience toward the service quality perception
in airline.

e To examine the value perception toward the customer satisfaction in airline.

e To examine the service quality perception toward the customer satisfaction in airline.

e To examine the customer experience toward the customer satisfaction in airline.

e To examine the satisfaction toward loyalty in airline.

1.4 Research Questions

The research questions include:

e Does the customer experience will affect their value perception?

e Does the customer experience will affect their service quality perception?
e Does value perception will affect their satisfaction?

e Does service quality perception will affect their satisfaction?

e Does customer experience will affect their satisfaction?

e Does satisfaction will affect their loyalty?

Hypothesis Development

H1: There is a significant relationship between customer experience and value perception
H2: There is a significant relationship between customer experience and service quality
H3: There is a significant relationship between value perception and satisfaction

H4: There is a significant relationship between service quality and satisfaction

H5: There is a direct relationship between customer experience and satisfaction

H6: Value perception mediates through the relationship between customer experience and
satisfaction
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H7: Service quality mediates through the relationship between customer experience and

satisfaction

H8: There is a significant relationship between satisfaction and loyalty

1.5 Significant of Study

The reason to study this research is to understand international travelers’ perception and

experience toward the airline service quality.

Based on theory, valid and reliable information are used to help us to conduct customer
perception which will affect their satisfaction level and decision to stay with existing airline.
However, there are limited past studies provided in this sector. Therefore, this study is trying
to improve the measurement and understand how the emotion affects the customers

perception toward the airline service.

Based on practical perspectives, this study will let us know more about how the
customer perception affects the organization profit and growth. This research will not only
understand the customer perception toward the airline but also can understand how the value
and service quality perception affected by the customer experience toward the satisfaction in

return for the loyalty.

After the research taken, the marketers are confidence to deal with the right decision to
improve the airline service and provide more useful information for the airline to understand

the passenger’s perception deeply.
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CHAPTER 2: LITERATURE REVIEW

2.0 Introduction

To discuss how the customer experience has impact on the loyalty of customer through value
perception, service quality perception and satisfaction. Published or unpublished articles and

journals are used to study and evaluate. There are 8 hypotheses in this research.
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2.1 Review of Literature

2.1.1 Customer Experience

Customer experience is defined as the engagement between a provider and a receiver in
way that the customer identifies the value of the product or service and the experimental
memories. Based on past research, the number one ranking for the executives is to improve
customer experience and take it as their top priorities (Forrester, 2015). To understand and
manage customer experience, accurate measurement of customer attitudes and perceptions is
important. Therefore, Schmitt come out with five types of customer experience which

included (1) senses, (2) emotions, (3) intellect, (4) actions and (5) connections.

Customer experience also defined as a multi-dimensional construct which based on
emotion regulation. Different situation will have different kind of emotion but basically focus
on effective, cognitive and social outcome where situation will affect their emotion (Verhoef
et al., 2009). Therefore, we can conclude that customer experience is involving with different
behavior and experience (Keiningham et al., 2015; Saprikis, Chouliara and Vlachopoulou,
2010). There are 2 type of emotion which are positive, or negative but negative emotions do
not lead to negative evaluation through the whole process. Therefore, customer experience is

a way to the improve performance of a company’s ability (Manscarenhas et al, 2006).

Besides, Gnoth (2002) introduced 3 categories of experience which are functional, the
basis aspect of a product or service; experiential, a physical aspect of an experience; symbolic,
the motivation of customer who interrupt in the service. Gnoth (2002) also said that
functional level is easily to imitate so businesses should be more focus on the experiential

and symbolic level.

Nowadays, customer experience quality (EXQ) is recommended (Klaus and Maklan,
2011). EXQ model allowed to track both customer experience and the characteristics over

time. EXQ contain 4 dimensions:

e Product experience: customers have the choices and ability to compare the offer

e QOutcome focus: the correlation to reduce customers transaction cost
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e Moment of truth: the flexibility of service

e Peace of mind: the customer judgement toward the whole experience

2.1.2 Value Perception

Value perception, the consumer overall evaluation or judgement of the experience based
on what is provided and what is experienced (Lovelock, 2000; Zeithaml, 1988). Nowadays,
value creation has been widely discussed and is the mission for firm to achieve (Sweeney and
Soutar, 2001). The benefit received exceed the cost is the utmost important aim for every

organization.

The key driver for organization is to provide experiential value and understand
consumer perception (Dann, 2008). Traditionally, the value perception was considered as
economic attitude and result for cost-benefit analysis (Holbrook, 2006; Zeithaml, 1988).
Customer value has been separated into seven categories included efficiency, optic demand,
entertainment value, restraint, underlying happiness, economic value, and perfection
(Mathwick, Malhotra and Rigdon, 2001).

Furthermore, the value allows the marketers and practitioners to find out individual
feeling and expression toward the services. Besides, value perception lead to the result such
as customer delight and behavioral intentions behavior in healthcare (Zainuddin et al., 2013).
Therefore, organization should come out with a mission to build value among customers,

service providers, and investors.

Lastly, quality and price are parking under functional value as we know that customers
are concerning on the quality given and how they charge the product or service (Sweeney and
Soutar, 2001). Value also been categories into three types which are esteem as is it a want in
your living, exchange as is it worth for the price given and utility as is it the extra need in

your living (Kaufman, 1998).
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2.1.3 Service Quality Perception

Service quality, the result of the service had achieved consumers’ expectations and the
perceptions of the service attained. Quality can act as communication and factor to compete
and outflow the knowledge of the product or services to consumer (Edvardsson et al., 2000).
Matzler et al. (2006) concluded that if the quality perception exceeds cost perception,

competitive advantages exist. Service quality can be categories in 5 dimensions:

e Tangibles: the products or services can be touch in real.

e Reliability: the ability to do what had promised on time.

e Responsiveness: the eagerness to help customers to solve problems immediately.

e Assurance: the workers use knowledge and ability to let consumer feel safe and
trustable.

e Empathy: the caring that spoil customers.

Service quality is influencing customer satisfaction level to develop and maintain loyalty
(Jabnoun and Al-Tamimi, 2003; Cronin and Taylor, 1992). Customer perception toward the
service quality provided is the most important factor (Chakrabarty, Whitten and Green, 2007).
Therefore, to promote perceived quality, business needs to provide service experiences which
including hedonic, interactive, novelty, comfort, safety, and stimulation services to customer

to sustain business profitability.

Besides, service quality measurement tools SERVQUAL is generally used (Ladhari,
2009; Atilgan, Akinci and Aksoy, 2003). SERVQUAL is recommended as service-quality
measurement model (Butt and Run, 2010; Ladhari, 2009; Atilgan et al., 2003). Scholars
proposed that airline industry is fit to use 7 dimensions structure of the service quality which
consists of reliability, assurance, responsive, employee, customization, facilities and flight
patterns (Rahim, 2015).
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2.1.4 Satisfaction

Satisfaction, the positive affective response to surprise product characteristics or
service encounter and express emotional response after experienced the service with what had
expected and how the actual performance act (Berman, 2005; Oliver, 1997). Customer
satisfaction and quality of the service will affect the intention to measure loyalty (Bennett and
Rundle-Thiele, 2004; Oliver, 1980).

Customer delight, part of the satisfaction is providing positive emotional reaction after
they received products or services, experience it and provide exceed value (Berman, 2005).
The key driver of customer delight are the characteristics that directly influence the customer
overall satisfaction and affect their purchase intention. Customer delight is more tied with

spreading positive feedback and sustains sustainability (Kline and Torres Sheryl, 2006).

Besides, consumers emotion is divided into positive and negative dimension, positive
emotions have outcome to positive word-of-mouth attitude, but negative side have the
outcome of judge attitude. Wong (2004) stated that negative emotions have stronger effect
than positive emotions when satisfaction sticks with the quality because it will be
remembered. Based on the previous studies, satisfaction will affect customer reservation
which can gain more profits for the companies and affect the customers’ intention to
repurchase (Ko et al., 2009). Therefore, customer satisfaction is providing direct and positive

effect toward the organizations (Kline and Sheryl, 2006).
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2.1.5 Loyalty

Loyalty is defined as the action taken by consumer to continue buy or re-patronize a
product or service they preferred continuously (Oliver, 1999) and contain the behaviors such
as promote through spreading to others (Godin and Gladwell, 2001). Past literature has
identified that quality, value and satisfaction have linked to behavior intention (Cronin et al.,
2000; Payne et al., 2000). Although several studies have found that customer experience,
value perception, service quality perception, satisfaction and other variables have significant
effect on loyalty, but these variables only provide limited awareness into framing loyalty
(Cronin et al., 2000; Dube and Renaghan, 2000). Briefly, loyalty is to examine the
relationship among the behaviors, choices, commitment and resolute which included the
features of how long they purchase once, duration and amount of cross buying (Soderlund,
2006).

Therefore, businesses are aiming for achieving customer’s loyalty to minimize the
switching from one product or service to others, grab stronger market share and achieve
positive outcome and words of mouth (Babin, Lee, Kim and Griffin, 2005). This is a key
strategy that tourism sector adopted to overcome extremely competitive challenges and to
sustain long term relationship and build customer loyalty (Irish Tourist Industry
Confederation, 2006). Nowadays, people are living in the age of experience; firms should be
more focus on delivering consumers a branded experience. The service and continuation of

the behavior is the driver to successfully attain the organization goals.
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2.2 Theoretical Framework

This study stated that customer perception toward service quality has directly influence
their satisfaction and value perception, service quality perception also reflects the customer
expectation and actual performance (Caruana, 2002; Petrick and Bachmann, 2002; Baker and
Crompton, 2000). This research studies used to examine whether the quality of the service,
satisfaction level of customer, value received through the service and intention to continue
the purchase decision are having relationship with the customer perception (Petrick and
Bachmann, 2002; Baker and Crompton, 2000; Cronin et al, 2000; Zeithaml et al., 1996; Rust
and Oliver, 1994). Therefore, this study is going to understand how the air passengers were
affected by the relationship of quality provided, value received and intention to continue

purchase.

Customer
Expectation

Perceived
Value

Behavioral
Intentions

Perceived Overall

Performance

Satisfaction

Figure 2.1 Proposed Hypothetical Model

Source: Chen CF (2008)
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Besides, the other study about the tourism industry is growing fast and receives global
attention, understand the value and related prior aspects in the local tourism context is critical.
The literature review shows that service quality and value are linking to each other directly
while customer experience clues is having relationship with value and quality to identify
customer satisfaction. Thus, the study is focusing on the moderation effect of value and
quality in between experience and satisfaction. In tourism industry, they are focusing to bring
‘special and outright holiday experience’. Therefore, the study concluded that the relationship

among each other with building customer loyalty is investigated through mediating with the

other major determinants.

Customer
Experience
Clues:

Satisfaction —>

Functional,
Mechanic,
Humanic

Figure 2.2 The Customer Experience Loyalty Model

Source: Donnelly M. (2009)

Page 14 of 102



INTERNATIONAL TRAVELERS PERCEPTION AND EXPERIENCE TOWARD
AIRLINE SERVICE QUALITY

2.3 Conceptual Research Framework

Value

Perception H3
T~ H8

Customer Satisfaction

Experience

l

Service

Quality
Perception

H4

H7

For this study, we going to investigate how the customer experience affect the satisfaction
through the mediation effect of value perception and service quality perception variables, and

how the satisfaction going to affect the customer loyalty.
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2.3.1 Hypotheses Development

2.3.1.1 The Relationship between Customer Experience with Value Perception

Carbone (2004) stated that create value for customer through the total memorable
experienced had increased in business strategy. Customer experience concept is widely
understood and utilize in business. The customer experience had become market leader to
obtain value and competitive advantage to compete with others (Carbone, 2004). Pine and
Gilmore (1998) acknowledged that although the experience that you experienced will
disappear, but the value that you received after the experience which called as experiential

value will rarely hard to forget.

To manage the leader position in the market, businesses must provide creative or
innovative to consumer and catch new customers eyeball and create value, thus, the
promotion of repurchase activity among its existing consumers will exists. Alben (1996)
found that evoked feelings will be significantly related to consumer perceptions on product

quality and values.

From a customer view, value is created through the service received, the experience they
experienced and the outcomes or result of the service they experienced which included the
benefits they get from it (Lusch, Vargo and O'Brien, 2007; Carbone, 2004; Edvardsson and
Olsson, 1996). The experience and value are achieved purely from individual customer point
of view and exist or keep in the customer’s mind (Vargo and Lusch, 2004). Smith and
Wheeler (2002) stated that customer experience and customer value perception are having

relationship.

H1: There is significant relationship between customer experience and value perception.
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2.3.1.2 The Relationship between Customer Experience with Service Quality Perception

The experience concept also used to evaluate the service quality toward consumer
services in telecommunications services, educational services and hotel Airlines. The
customer experience is focusing on service quality factors which included reliability and
assurance and build positive customer experiences. Although the service experiences are

favorable or unfavorable, both are mainly to keep or store into customer mind.

Nowadays, the organizations are more concern on creating customer experiences to
engage, to create and differentiate the product or service with others (Voss, Spangenberg and
Grohmann, 2003). The business not only emphasize on creating product with high end
quality, it also creates customer experience-based quality. There are some clues for the
customer experiences included functional, mechanic and humanic which affect service

quality perception (Berry, Wall and Carbone, 2006).

The level of experience is effective toward consumer perceptions on the product or
service of service quality. Service quality is significant with value, the service quality is
highly presented when the value is derived through the experience. Consumers are mostly
price sensitive, business must focus on giving quality product or service to customer during
their experience to overcome it. Therefore, the higher the quality of service with low priced

service, the higher the expectation of the value derived from experience.

Therefore, the quality of service received throughout the whole feeling of customers
during the services provided. Therefore, customer experience is influencing the customer

perception toward quality.

H2: There is a significant relationship between customer experience and service quality.
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2.3.1.3 Relationship between Value Perception with Satisfaction

Value is a judgement of the service experience and evaluation for the result of the total
functional and emotional experience (Vargo and Lusch, 2004). Customer value perception
and purchasing intention are significantly influenced by evoked feelings, perceived
experiential quality and experiential perception and influence the satisfaction and the choices

to reuse the product or service (Day and Crask, 2000; Bolton and Lemon, 1999).

Besides, the value explanation is different and have another effect on their decision to
continue with the existing behavior (Dagger and O'Brien, 2010). Based on past studies in
social marketing market, they identified that functional and emotional value are the main

factors of consumer satisfaction (Zainuddin, Previte and Russell-Bennett, 2011).

Thus, consumer value perceptions influence customer satisfaction level and influence
the decision making to use or stop using the service again (Day and Crask, 2000; Bolton and
Lemon, 1999). These corporations occur in a commercial marketing context and business-to-
business background (Eggert and Ulaga, 2002). Most of the past researches emphasized that
value has a direct relationship with satisfaction and affect the behavioral intention in future to
stay with existing brand (Cronin etal., 2000; Fornell et al., 1996). Although previous
literature indicate that value not only mediated by satisfaction but also have direct
relationship (Cronin et al., 1992). Customer value perception toward their satisfaction on
product or service is positively linked together (Patterson and Spreng, 1997).

H3: There is a significant relationship between value perception and satisfaction.
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2.3.1.4 The Relationship between Service Quality Perception with Satisfaction

Customer quality perception on service has been existed to affect customer satisfaction
(Jabnoun and Al-Tamimi, 2003; Cronin and Taylor, 1992). Service quality and satisfaction
often replaceable due to the evaluation variables relating to consumer perception with the

product or services.

Those emotions (positive and negative) are concern in building customer satisfaction
although negative side anger have impact on perceived service quality strongly (Wong, 2004).
The effect of customer experience toward their perceptions on service quality will affect their
satisfaction level in return for loyalty to the service (Dagger and O'Brien, 2010; Dagger,

Sweeney and Johnson, 2007).

Nowadays, organizations are seeking to develop long run and provide them
opportunities to ship higher customer value beyond the main service (Zineldin, 2006).
Quality is an antecedent of passenger’s satisfaction to predict their behavioral intention as
measurement of loyalty (Petrick, 2004). If the quality meet customer need and want, they will
be satisfied and stay to the existing brand. Many of the studies confidently confirm that
service quality perception and satisfaction level of customers are linked to each other (Rahim,
2015; Oliver, 1997) and supported by Jamali (2007) and Iglesias and Guillen (2004).

H4: There is a significant relationship between service quality and satisfaction.
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2.3.1.5 Relationship between Customer Experience with Satisfaction

Customer satisfaction, the outcome of the experience that customer experienced
(Meyer and Schwager, 2007). It is the connection or bridge to maintain customer
encouragement and intention behavior (Seiders, Voss, Grewal and Godfrey, 2005). Smith and
Wheeler (2002) stated that nowadays provide branded customer experience to customer is

utmost important.

There are two key outcomes of customer experience which are satisfaction and loyalty
(Grewal, Levy and Kumar, 2009; Verhoef et al., 2009; Meyer and Schwager, 2007; Burns
and Neisner, 2006). Throughout the superior customer experience, most of the managers
acknowledge that customer satisfaction, loyalty, and organization profit will be affected
(Kumar, Pozza and Ganesh, 2013).

Furthermore, branded experience is being known as true to sustain differentiator and
successfully to drive the business to create a stronger capacity. The experience will have
substantial effect to frame customer satisfaction with satisfied or dissatisfied (Berry and
Carbone, 2007; Dube and Renaghan, 2000). Marketers also realized that satisfaction is
strongly influenced by customer value perception, service quality perception and indeed of

customer experience (Dahlsten, 2003; Cronin et al., 2000; Rowley, 1999).

Literature also suggested that relationship between customer experience and loyalty
exist (Carbone, 2004). However, quality and value are the factors which influencing the
relationship of customer experience and loyalty through mediation effect (Berry and Carbone,
2006). Therefore, we can conclude that customer experience can be the direct or indirect to

mediate the relationship with satisfaction (Rowley, 1999).

H5: There is a direct relationship between customer experience and satisfaction.
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2.3.1.6 The value perception and service quality perception mediate the relationship

between customer experience and satisfaction

Based on previous studies, the quality of service used can be found to influence
customer perception on satisfaction on intention to continue through direct or indirect
influence between customer experience and satisfaction with mediating or moderating effect
(Falk, Hammer Schmidt, and Schepers, 2010). The mediation effect between the independent
variable and dependent variable can be test whether it is having direct or indirect effect by
Sobel test and SEM. Boshoff and Gray (2004) have established that service quality is an prior
to achieve customer loyalty through the mediator.

Jiang and Wang (2006) suggested that service quality perception has the mediation or
moderation effect in customer satisfaction under different conditions and dimensions. Besides,
the relationship between customer experience and loyalty is investigated with the other
mediating or moderating effect which included quality perception, value perception and
customer satisfaction (Berry, Carbone and Haeckel, 2002). In conclude, value service quality
perception has mediation effect in between customer experience and satisfaction (Malik,
2012).

H6; H7: The value perception/ service quality mediates through the relationship between

customer experience and satisfaction.
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2.3.1.7 The Relationship between Satisfaction and Loyalty

Customer satisfaction has significant effect on building loyalty on customer (Cronin et al.,
2000; Cronin and Taylor, 1992; Oliver, 1980). Once the customer is satisfied with the brand,
they will have the action like repurchase, spread positive word of mouth and remain loyal to
the existing product or service. Most of the literature stated that the customer satisfaction is
key driver and influence loyalty of customer positively (Hoisington and Nauman, 2003;
Cronin et al., 2000; Gronholdt et al., 2000; Anderson et al., 1994).

The two key outcomes of customer experience are satisfaction and loyalty (Verhoef et
al., 2009; Grewal, Levy and Kumar, 2009; Meyer and Schwager, 2007; Burns and Neisner,
2006; Sivadas and Baker-Prewitt,2000). Therefore, through creating preferable customer
experience is important for those managers in service industry to enhance long term
relationship between the service provider and customer (Kumar et al., 2013). Thus, studies
concluded that satisfaction level of customer is influencing their decision to stay to the
existing or swift to others (Mittal and Kamakura, 2001) which mean the customer will rebuy

and stay to the existing firm products or services (Li, Sun and Wilcox, 2005).

However, Bennet and Rhundle-Thiele (2004) stated high satisfaction level of customer
does not appear to be loyal because customer also will be affected by others factor to
maintain loyal such as the price, the technology innovation and others. In brief, satisfaction
has direct relationship and impact on building loyalty (Hoisington and Nauman, 2003; Cronin
et al., 2000; Gronholdt et al., 2000).

H8: There is a significant relationship between satisfaction and loyalty.
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CHAPTER 3: METHODOLOGY

3.0 Introduction

Methodology is an action to gather statistics and information of respondents who are targeted
for the research. We are focusing on the way we are collecting the data, who we targeted, the
sampling design, the process and how to analyze the statistical models through the instrument

used in the research.
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3.1 Research Design

Research design is important to collect information from relevant parties to investigate
the problems happened and find ways to solve it. Therefore, descriptive research and casual

research are used.

Descriptive research is defined as the respondents who participated in the research
characteristics or attributes. In this research, the descriptions are abstract from the internet
and journals to range the statement with their perception toward the airline service by using
Likert scale method (Zikmund, 2010).

Casual research is defined as testing whether one event will cause another. This research is
seeking clarifications of the nature of specific connection. This research design is used to
understand what cause the problem and how the effect related to the airline relationship
(Zikmund, 2010).

3.2 Data Collection Methods

Data collection is used to gather, analyze and interpret the data to calculate the result of
the data received. There are two main sources of data. The primary source included survey
guestionnaires and the secondary sources are included published or unpublishes articles,

journals and electronic database.
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3.2.1 Primary Data

Ahmad (2010) stated that primary data is the data which is new, and you are the first one
who received it. The information received is not available by other and before. Therefore, it is
more trustable than the secondary data. In this research, the primary data by conducting a
survey questionnaire are required. Survey questionnaires were distributed and collected after

2 weeks.

3.2.2 Secondary Data

This resource is called the information and data which collected through previous
researchers. It can be used in simple and save cost way compare to primary data as the data
can be seek from internet, library or journal articles. However, some of the information may
not be qualify or match with the current research as the information collected are outdated.
The secondary data are from internet, journals, eBooks and textbooks, website and
information which offered by UTAR library.

3.3 Sampling Design

3.3.1 Target Population

Target population is called as people who involved in the research by providing information
(Hair et al., 2003). The target population in this research are categories in several types which
are Malaysian who work overseas, travelling, study abroad or mix. Total 252 sets of

questionnaire survey and questionnaires are collected for this research.
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3.3.2 Sampling Frame

The population of the respondents who involved in this research is called as the sampling
frame (Zikmund, 2010). Those international travelers with different demographics are been

targeted.

3.3.3 Sampling Elements

This study is targeting who are the international travelers with different purpose such as
workers who need to fly overseas, students who study abroad, travelers who fly abroad. The
respondents can choose more than one options.

3.3.4 Sampling Technique

The techniques used to calculate data are differentiated into 2 categories. Probability
sampling also called as non-zero probability which every element has chances to be choose
among others; non-probability sampling is the elements being choose is unpredictable and
individual assessment which are judgment and evaluation involved. This research is using

cluster sampling to list out the useful result and systematic sampling method to calculate.

3.3.5 Sampling Size

Creswell (2005) stated that there are minimum 30 of sample size is recommended to
calculate the data. However, the minimum sample size is 200 to conduct the research (Flora
and Curran, 2004). Therefore, the sample size of 200 will be use in this research. Besides, the
research also uses pilot test to test the reliability and accuracy of the questions, 20 sets of
survey questionnaire had been used.
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3.4 Research Instrument

The use of survey questionnaire to conduct research is more save cost, more efficient
and effective purpose. Those questionnaires send through internet and fixed answers allow
the respondents to answer easily no matter where they are by using smartphone to save time

and cost. Therefore, it allows respondents to respond efficiently and effectively.

The survey questionnaire is separated into 2 parts. The part A is demographic questions
included gender, age, occupation, income level and period of travelling; Part B is questions
which are related to dependent and independent variables in the research (customer

experience, value perception, service quality, satisfaction and loyalty).

Besides, pilot test had been used on by choosing few respondents to investigate the error
that may happen before distributing to those targeted respondents. This research is targeting
to take a minimum of 200 questionnaires from the target respondents and it take around 2

weeks to conduct the questionnaires.
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3.5 Construct Measurement

3.5.1 Origin and Measure of the Construct

Customer Experience

Peace of Mind:

| am confident in the airline expertise

The whole process with the airline was easy

| stay with the airline because of my past dealings with airline

| have dealt with the airline before so getting what | needed was

easy

Moment of Truth:

The airline was flexible in dealing with me and looked out for my

needs

The airline keeps me up to date

The airline is a safe and reputable company

The people at the airline have good people skills Klaus & Maklan

Outcome Focus: (2011)

Staying with the airline makes the process much easier

The airline gives me what | need swiftly

| prefer the airline over an alternative provider

The people at the airline can relate to my situation

Product Experience:

I need to choose between different options at airline

I need to consider offers from more than just an airline

| need to compare different options from the airline

| have one designated contact at the airline
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Value Perception

Functional Value:

The airline services have an acceptance standard of quality

The airline flights arrive and leave punctually

The airline services fulfill my needs well

Social Value:

Using the airline services make a good impression on other

people

Using the airline services give me social approval

Using the airline services improve the way | am perceived by

others

Monetary Value:

The airline services are good for the price paid

The airline services are reasonably priced

The price of the airline services has economic value

Emotional Value:

Using the airline services is enjoyable

Using the airline services give me pleasure

Using the airline services is interesting

Chi & Kilduff (2011),
Yang & Jolly (2009)

Service Quality Perception

Tangible: Hwang and Ok (2013),
The airline employees are well dressed and neat Bougoure and Neu (2010),
appearing Stevens et al., (1995),

The airline’s materials associated with the service are Parasuraman et al., (1988),
visually appealing Hwang and Zhao (2010)
The airline company provides good quality of foods and

beverages
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Reliability:

Hwang and Ok (2013),

The airline performs the service right the first time

Bougoure and Neu (2010),

The airline provides its services at the time it promises to do

SO

Stevens et al., (1995),

Parasuraman et al., (1988)

The airline insists on error free records

Responsiveness:

The airline employees are willing to help me as per my

request

The airline employees provide prompt service

The airline employees have patience when taking my order

Hwang and Ok (2013),
Bougoure and Neu (2010),
Stevens et al., (1995),
Parasuraman et al., (1988),
Kaur (2013)

Assurance: Bougoure and Neu
The airline employees have adequate knowledge to answer my (2010), Kaur (2013),
questions Andaleeb and

The airline employees are consistently courteous with me Conway (2006)

The airline employees attitude instills confidence in me

Empathy: Kaur (2013),

The airline employees understand my specific needs

The airline has convenient operating hours to all customers

The airline gives me individual attention

Bougoure and Neu (2010),
Hwang and Ok (2013)
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Satisfaction:

Overall, | am satisfied with this airline and service Canny (2013),

provided Ryu, Lee and Kim (2012),
| am pleased to experience this airline service again Yang and Chang (2011),

I think 1 did the right thing when I decided to use the Chow, Dickson, Tham and

airline Wong (2013), Forgas, Moliner,

Sanchez, & Palau (2010),

Kim & Lee (2011),

Park, Robertson, & Wu (2004),
Dagger et al., (2007)

The airline company always fulfill my expectations

Loyalty:

| would recommend the airline to my friends | Leverin & Liljander (2006),
Butcher et al. (2001)

| would continue to experience the airline Harris & Goode (2004)

Consider the airline as the first choice to buy | Zeithaml et al. (1996),

Rarasuraman et al. (2005)
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3.5.2 Scale Measurement

This method is conducted to measure variables through 4 types of scale which are
nominal, ordinal, interval and ratio (Gill and Johnson, 1997). This research is using nominal,

ordinal and Likert scale. The first question is select your gender.

Please choose the bullet for your answer.

Gender:

o Male
o Female

Figure 3.5.2.1 Gender

Besides, ordinal scale used to order. The ordinal scale is used in the concept of non-
numeric measurement. In this research, it used to category different educational level and

income level.

Please choose the bullet for your answer.

Educational level:

- High School Certificate
- Diploma

- Bachelor’s Degree

- Master

- PhD (Doctorate)

Figure 3.5.2.2 Education level

Part B is using 5 points Likert scale to identify the respondent perception toward the
statement. This part is to investigate respondent agree or not agree toward the statement and

to balance option by using how is your perception toward the question.

Strongly Disagree Neutral Agree Strongly
Disagree (D) (N) (A) Agree
(SD) (SA)

1 2 3 4 5
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Variables Likert Scale
Dependent Variables Strongly Disagree
Customer Experience Disagree
Independent Variables Neutral

Value Perception Agree

Service Quality Perception | Strongly Agree
Satisfaction

Loyalty

3.6 Data Processing

Data processing is providing a guideline for researchers to manage incomplete,
inconsistent, illegible, ambiguous, or unsatisfactory data. There are 5 steps involved which
are data checking, data editing, data coding, data transcribing, and data cleaning.

3.6.1 Questionnaire Checking

Questionnaire checking involves defeat incomplete questionnaire sets. Questionnaire
checking help the researchers to defeat and list out the unacceptable set of questionnaires
which the respondents are unclear to confirm the questionnaires are returned physically
complete, respondents are clear and understand with the questions asked and determine

whether the respondents are qualified for the research.

3.6.2 Data Editing

Next is data editing to reconstruct those incomplete questionnaires. Data editing is to

examine the failure and modify it to boost the overall quality of the study. Researchers
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compose immediate edit the insufficient on question which is no right or wrong and edit the

of range answer.

3.6.3 Data Coding

Data coding is converting the answers into numbers with various categories. For this
step, the questionnaires answer is assigning into codes before composing the questionnaire.

The data is using Statistical Package for the Social Sciences (SPSS) to run the data into result.

3.6.4 Data Transcribing

The forth step is data transcription which involving close observation of data.
Researchers transcribe all questionnaires into code such as 1 to 5 through the system
(Malhotra and Peterson, 2006). After the data is being scanned, the data will be transfer into
transcribed data.

3.6.5 Data Cleaning

Last step is data cleaning. The objectives of data cleaning are to determine the outcome
of measures and the acceptable error rate by outlying the missing part and impute the missing

data or remain outliers which will affects the decisions.

3.7 Data Analysis

Data analysis is used to analyze the appropriate and accurate result to avoid mislead
(Shepard, 2002). This research is going to use Statistical Package for Social Science (SPSS)
to examine the result by test the reliability, significant of data, descriptive analysis and

inferential analysis.
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3.7.1 Descriptive analysis

Descriptive analysis is used to describe variables (Saunders, Lewis and Thornhill, 2010).
This analysis is interpreting into charts and tables to analyze the data collected in percentages

and frequency. This part is going to summarize the respondent’s demographics in Part A.

3.7.1.1 Reliability

Reliability test is to measure the internal consistency which mean that the
questionnaires are related and can be used to analyze the variables (Zikmund, 2010). The
correlation and reliable between the variables are positively affect each other. Therefore, the
internal stability has impact toward the correlation of the variables (Sekaran and Bougie,
2009).

Cronbach Alpha Correlation
0.0-0.4 Low
0.5-0.7 Moderate
Above 0.7 Strong

Figure 3.7.1.1 Reliability

3.7.2 Inferential Analysis

Inferential analysis is to assume or predict the significant or insignificant between the
variables (Burns and Bush, 2006). Pearson Correlation, Linear Regression Analysis and

Mediation Analysis effect are used.
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3.7.2.1 Pearson Correlation Coefficient

Pearson’s Correlation Coefficient is used to investigate the concentration of relationships
between the IV and DV whether they are having negative, positive or no relationship. The

results are within the range of +1 (Auka, Bosire & Matern, 2013).

Correlation Value

Negative Correlation -1
No correlation 0
Positive Correlation +1

3.7.2.1 Strength of Pearson Correlation Coefficient

3.7.2.2 Linear Regression

Linear regression is a technique used to identify the relationship between 2 variables
whether independent variable is influencing or not influencing the dependent variable (Hair et
al., 2003). Linear regression only valid if the relationship is continuous. The regression also
can be shows with regression line which can let us predict the value of Y from X. Here is the

equation:
Y=a+ b x X, where

e Y:intersect of line

e B:slope

3.7.2.3 Mediation Analysis

Mediation analysis is used to examine the processes through which a predictor
influences an outcome through mediation effect. Mediation analysis has become attractive for

the researchers to use in applied research (Kenny, 2018).
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Total effect = Direct effect + Indirect effect

e Direct effect: the IV is directly influence the DV without mediator

e Indirect effect: the IV is indirectly influence DV through mediator

There 4 steps necessary to test mediation whether the mediator is direct or indirect effect
(Baron and Kenny’s, 1986).

e Step 1: Examine whether 1V (X) is significantly interact with DV (Y)

e Step 2: Examine whether 1V (X) is significantly interact with the mediator (M). The
mediator is essentially treated as if it was an outcome variable

e Step 3: Show that the mediator (M) is significantly affects the DV (Y)

e Step 4: Show that if the mediator completely or partially mediates the relationship
between the variable (X) and variables (Y), the effect of X on Y with the mediator

should be of non-significance.

If the relationship between X and Y remains significant, the mediator is denoted as a partial
mediator and called as indirect effect. If the X and Y is insignificant when the mediator is
added in, the mediation effect is fully mediating the relationship and called as direct effect.
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Value

Perception \

Custo_mer N Satisfaction
Experience g

Figure 3.7.2.3.1 The mediation effect of value perception between customer experience and

satisfaction.

Customer experience —— Value Perception — Satisfaction

e Value Perception is playing the mediation role

Service
Quality
Perception

.

Customer
Experience Satisfaction

v

Figure 3.7.2.3.2 The mediation effect of service quality perception between customer

experience and satisfaction.
Customer Experience —— Service Quality Perception —» Satisfaction

e Service Quality Perception is playing the mediation role

3.8 Conclusion

Chapter 3 has provided what method had been used to identify ‘who, what, how, where
and when’ to collect data and result through methodology. SPSS software was used to

analyze the data collected.
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CHAPTER 4: DATA ANALYSIS

4.0 Introduction

Chapter 4 will discuss the result of the data collected whether they are significant or
insignificant. There are 252 of respondents had answered and involved in the survey
questionnaires. This chapter will analyze the result and present into tables with interpretation
through SPSS.
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4.1 Descriptive Analysis

The result of questionnaire is collected through google form and total of 252
respondents responded. Demographic of respondents was analyzed through descriptive

analysis with tables and graphs.

Table 4.1.1 Gender

Category Frequency, N Percentage (%)
Male 114 45.2

Female 138 54.8

Total 252 100

Source: Developed for the research

Gender

EHFemale
W Male

Figure 4.1.1 Gender

Table 4.1.1 stated frequency of the respondents involved. The male respondents are 114 out
of 252 and the percentage is 45.2%, female respondents are 138 out of 252 with 54.8%.
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Table 4.1.2 Age Group

Age Group Frequency, N Percentage (%)
19-29 212 84.1
30-39 7 2.8
40-49 17 6.7
Above 50 15 6.0
Total 252 100
Source: Developed for the research
fee Hoo
W92

Fiqure 4.1.2 Age Group

W 30-39
[ 40-43
O Above 50

Table 4.1.2 stated frequency of the respondents involved. The respondents joined are between
19-29 years old with 212 respondents with 84.1%, 40-49 years old which is 17 respondents
with 6.7%, above 50 years which is 15 respondents with 6% and 30-39 years which is 7

respondents with 2.8%.
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Table 4.1.3 Race

Race Frequency, N Percentage (%)
Chinese 242 96.0
Malay 3 1.2
Indian 4 1.6
Others 2 0.8
Total 252 100
Source: Developed for the research
Race

Moo

M Chinese

M indian

Emalay

Oothers

Figure 4.1.3 Race

Table 4.1.3 stated frequency of respondents is Chinese with 242 respondents (96%), Indian

with 4 respondents (1.6%), Malay with 3 respondents (1.2%) and others with 2 respondents

(0.8%).
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Table 4.1.4 Highest Education Level

Highest Education Level Frequency, N Percentage (%)
High School Certificate 20 7.9

Diploma 24 9.5

Bachelor’s Degree 153 60.7

Master 43 17.1

PhD (Doctorate) 6 24

Others 4 1.6

Total 252 100

Source: Developed for the research

Highest Education Level

Ho.o

M Bachelor's Degree

M Diploma

M High School Certificate
Cmaster

[ Cthers

CPhD (Doctorate)

Fiqure 4.1.4 Highest Education Level

Table 4.1.4 stated the highest education level of respondents is categorized into 6 categories.
The frequency is bachelor’s degree with 153 respondents (60.7%), master with 43
respondents (17.2%), diploma with 24 respondents (9.5%), high school certificate with 20
respondents (7.9%), PhD with 6 respondents (2.4%) and others with 4 respondents (1.6%).
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Table 4.1.5 Purpose of Air Travel

Purpose of Air Travel Frequency, N Percentage (%)
Business 3 1.2
Business, Leisure 8 3.2
Business, Leisure, Others 1 0.4
Business, Leisure, Study 1 0.4
Business, Leisure, Study, Other 1 0.4
Business, Others 1 0.4
Leisure 177 70.2
Leisure, Others 2 0.8
Leisure, Study 19 7.5
Others 19 7.5
Study 20 7.9
Total 252 100
Source: Developed for the research

Purpose of Air Travel

MBusiness

M Business, Leisure
.Business, Leisure, Others
M Business, Leisure, Study

Business, Leisure, Study,
I:IOthers

M Business, Others
OLeisure

M Leisure, Cthers
.Leisure, Study

M Cthers

O study

Figure 4.1.5 Purpose of Air Travel
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Table 4.1.5 stated the respondent purpose for air travel. Respondents are allowing to choose

more than one purpose. The majority frequency is leisure with 117 respondents (70.2%),

followed by study with 20 respondents (7.9%), others with 19 respondents (7.5%), leisure

and study with 19 respondents (7.5%), business and leisure 8 respondents (3.2%), business

with 3 respondents (1.2%), leisure and other with 2 respondents (0.8%), business, leisure and

others; business, leisure and study; business, leisure, study and others; business and others

were chosen by 1 respondents (0.4%).

Table 4.1.6 Frequency of International Air Travel Last 3 Years

Frequency of International Air Travel Last 3 Frequency, N | Percentage (%)
Years
1 to 2 times 168 66.7
3to 5 times 66 26.2
More than 5 times 18 7.1
Total 252 100
Source: Developed for the research
Frequency of International Air Travel Last 3 Years N
M3 to 5 times

Figure 4.1.6 Frequency of International Air Travel Last 3 Years
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Table 4.1.6 stated the frequency of International Air Travel Last 3 Years is in 3 categories.
Majority is 1 to 2 times with 168 respondents (66.7%), followed by 3 to 5 times with 66
respondents (26.2%) and more than 5 times with 18 respondents (7.1%).

Table 4.1.7 Income per Month

Income per Month Frequency, N Percentage (%)
Below RM1,000 147 58.3

RM1,000 to RM2,499 42 16.7

RM2,500 to RM4,999 34 13.5

RM5,000 to RM7,499 18 7.1

RM?7,500 and above 10 4.0

Total 252 100

Source: Developed for the research

Income Level per Month

Hoo

W B:low RM1,000
WRV1,000 to RMZ 499
ERM2 500 to R4 399
CIRME 000 to RM 7,499
B RM7 500 and above

Figure 4.1.7 Income Level per Month
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Table 4.1.7 stated the income per month of respondents. Majority is below RM1,00 with 147
respondents (58.3%), followed by RM1,000 to RM2,499 with 42 respondents (16.7%),
RM2,500 to RM4,999 with 34 respondents (13.5%), RM5,000 to RM7,499 with 18
respondents (7.1%) and RM7,500 and above with 10 respondents (4%).

4.2 Central Tendencies Measurement of Constructs

To determine the score of 5 points Likert Scale from strongly disagree to strongly agree

of customer experience, value perception, service quality perception, satisfaction and loyalty.

Table 4.2.1 Measurement of Customer Experience

Variables Items | N Mean Standard Deviation
Peace of Mind Q1 3.61 .856
Q2 252 3.59 925
Q3 3.58 .887
Q4 3.58 909
Moment of Truth Q5 3.62 .869
Q6 | 252 3.68 824
Q7 3.86 .820
Q8 3.73 781
Outcome Focus Q9 3.63 .829
Q10 | 252 3.58 817
Q11 3.66 .866
Q12 3.49 881
Product Experience Q13 4.01 .936
Q14 | 252 4.16 948
Q15 4.20 928
Q16 3.56 1.144

Source: Developed for the research
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Table 4.2.1 stated the mean value in customer experience which get the highest score is Q15
with 4.20 and the lowest mean value is Q12 which is 3.49; the standard deviation value with
highest score is Q16 with 1.144 and the lowest value is Q8 which is 0.781.

Table 4.2.2 Measurement of VValue Perception

Variables Items | N Mean Standard Deviation
Functional Value Q1 3.98 925
Q2 252 3.60 1.101
Q3 3.80 .858
Social Value Q4 3.54 .946
Q5 |252 |351 951
Q6 3.50 992
Monetary Value Q7 3.84 979
Q8 |252 (384 1.003
Q9 3.90 .956
Emotional Value Q10 3.90 931
Q11 | 252 3.89 951
Q12 3.85 915

Source: Developed for the research

Table 4.2.2 stated the mean value for value perception with the highest score is Q1 with 3.98
and the lowest mean value is Q6 which is 3.50; the standard deviation value with highest
score is Q2 with 1.101 and the lowest value is Q3 which is 0.858.
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Table 4.2.3 Measurement of Service Quality Perception

Variables Iltems | N Mean Standard Deviation
Tangible Q1 4.10 918
Q2 252 | 3.99 901
Q3 3.57 879
Reliability Q4 3.75 818
Q5 252 | 3.76 822
Q6 3.61 833
Responsiveness Q7 3.88 .819
Q8 252 | 3.85 835
Q9 3.89 875
Assurance Q10 3.96 907
Q11 252 | 3.89 .908
Q12 3.77 185
Empathy Q13 3.80 .966
Q14 | 252 |3.84 987
Q15 3.54 .881

Source: Developed for the research

Table 4.2.3 stated the mean value for service quality perception with the highest score is Q1
with4.10 and the lowest mean value is Q3 which is 3.57; the standard deviation value with
the highest score is Q14 with 0.987 and the lowest value is Q12 which is 0.785.

Table 4.2.4 Measurement of Satisfaction

Iltems | N Mean Standard Deviation
Q1 4.07 764
Q2 252 | 4.03 .7185
Q3 3.99 753
Q4 3.79 844

Source: Developed for the research
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Table 4.2.4 stated the highest mean value for satisfaction is Q1 which is 4.07 and the lowest
mean value is Q4 which is 3.79; the standard deviation value with the highest score is Q4
with 0.844 and the lowest value is Q3 which is 0.753.

Table 4.2.5 Measurement of Loyalty

Iltems | N Mean Standard Deviation
Q1 3.93 811
Q2 252 | 4.09 .789
Q3 3.86 815

Source: Developed for the research

Table 4.2.5 stated the highest mean value for loyalty is Q2 which is 4.09 and the lowest mean
value is Q3 which is 3.86; the standard deviation value with the highest score is Q3 with
0.815 and the lowest value is Q2 which is 0.789.

The overall mean values are ranking from 3.49 to 4.20. The highest mean is under
customer experience Q15 and the lowest mean fall under customer experience Q12. The
overall standard is ranging from 0.753 and 1.144. The highest standard deviation is customer

experience Q16 and the lowest standard deviation is satisfaction Q3.

4.3 Scale Measurement

4.3.1 Reliability Test

The reliability test is a method to test the independent and dependent variables scale
which included the questions reliability and internal consistency. The Cronbach alpha should

be above 0.7 and accepted if above 0.6.
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Table 4.3.1 Scale Measurement

Variable Dimensions Items | N Cronbach Cronbach | Cronbach Alpha
Alpha If Alpha Based on
Item Deleted Standardized
Items
Peace of Mind Q1 .950
Q2 252 | .951
Q3 950
Q4 949
Customer | Moment of Q5 .950
Experience | Truth Q6 252 | .950
Q7 950
Q8 .950 953 954
Outcome Focus | Q9 .950
Q10 | 252 |.949
Q11 .950
Q12 950
Product Q13 951
Experience Q14 | 252 |.950
Q15 .950
Q16 952
Functional Q1 .957
Value Q2 | 252 |.958
Value Q3 .958
Perception | Social Value Q4 957
Q5 |252 |.959
Q6 .958 960 961
Monetary Value | Q7 957
Q8 252 | .956
Q9 957
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Emotional Q10 .956
Value
Q11 | 252 |.956
Q12 956
Tangible Q1 .969
Q2 |252 |.968
Q3 970
Reliability Q4 .968
Q5 | 252 |.968
Service Q6 .969
Quality Responsiveness | Q7 .968 970 971
Perception Q8 252 | .968
Q9 1969
Assurance Q10 .968
Q11 | 252 |.967
Q12 .968
Empathy Q13 .968
Q14 | 252 |.968
Q15 969
Q1 907
Satisfaction Q2 252 | .891 .930 .930
Q3 916
Q4 919
Q1 .868
Loyalty Q2 | 252 |.869 905 .906
Q3 879

Source: Developed for the research

The alpha need to be minimum of 0.60 and if more than 0.7 indicate good reliability. Overall,
all the variables items in the study are more than 0.70, therefore, we concluded that the items

are consistent and reliable.
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4.4 Inferential Analysis

Burns and Bush (2003) stated that inferential analysis is used to understand the

respondent’s characteristics of the data.

4.4.1 Pearson Correlation Coefficient Analysis

Pearson Correlation Coefficient method was used. The previous test (reliability) tested
that the variables are useable (reliable and valid). The Pearson Correlation Coefficient
significant level was set at the level of 0.05 level to prove that they are correlated, and r value

is used to interpret the strength of the relationship (Cohen, 1988).

R Value Strength of Correlation

0.10t0 0.29 Small

0.30t00.49 | Medium

0.50t01.00 | Large

*Guideline for the strength of correlation
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Table 4.4.1 Pearson Correlation Analysis

CE VP SQP S L
CE 1
Sig. (2 tailed)
VP 840 1
Sig. (2 tailed) | .000
SQP .862 .868 1
Sig. (2 tailed) | .000 .000
S 578 643 651 1
Sig. (2 tailed) | .000 .000 .000
L 573 .602 .605 .864 1
Sig. (2 tailed) | .000 .000 .000 .000

*Correlation is significant at the 0.01 level (2 tailed)
Source: Developed for the research

N =252

CE = Customer Experience

VP = Value Perception

SQP = Service Quality Perception

S = Satisfaction

L = Loyalty

The table show that the independent variable (IV) and dependent variables (DV) are

having relationship with each other with high strength of correlation.
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4.4.2 Linear Regression

4.4.2.1 Customer Experience toward Value Perception

Table 4.4.2.1.1 Coefficients

Model Unstandardized Coefficients | Standardized

Coefficients

B Std. Error Beta t Sig.
1 (Constant) | 1.152 1.826 .631 .528
CE .739 .030 .840 24.494 | .000

Dependent Variable: VP
Source: Developed for the research

Hypothesis Testing

HO: There is no significance relationship between customer experience and value perception
H1: There is significance relationship between customer experience and value perception

Table 4.4.2.1.1 stated that the significant value between customer experience and value
perception toward the airline service is at the value of 0.000 which is lower than p value of
0.05 with Beta = 0.840, H1 is accepted.

Table 4.4.2.1.2 Model Summary

Model |R R? Adjusted R? Std. Error of the Estimate

1 .840a .706 .705 5.228

Source: Developed for the research
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Table 4.4.2.1.3 ANOVA

Model Sum of Square | df Mean Square | F Sig.
1 Regression 16395.882 1 16395.882 599.944 .000°
Residual 6832.257 250 27.329
Total 23228.139 251 251

Dependent Variable: VP

Source: Developed for the research

Table 4.4.2.1.2 stated R? of the research is 0.706 which mean that 70.6% of the variation in

value perception fit toward the airline service through the customer experience and table
4.4.2.1.4 shows the overall model is significant with the F ratio = 599.944. Therefore, this

model is reliable and fit between two variables.

4.4.2.2 Customer Experience toward Service Quality Perception

Table 4.4.2.2.1Coefficients

Model Unstandardized Coefficients | Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 5.342 1.964 2.720 | .007
CE 871 .032 .862 26.835 | .000

Dependent Variable: SQ

Source: Developed for the research

Hypothesis Testing

HO: There is no significance relationship between customer experience and service quality

perception

H1: There is significance relationship between customer experience and service quality

perception
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Table 4.4.2.2.1 stated that the significant value between customer experience and service

quality perception toward the airline service is at the value of 0.000 which value is lower than
p value of 0.05 with Beta = 0.862, H1 is accepted.

Table 4.4.2.2.2 Model Summary

Model | R

R2

Adjusted R2

Std. Error of the Estimate

1 .862%

742

741

5.624

Source: Developed for the research

Table 4.4.2.2.3 ANOVA
Model Sum of Squares | df Mean Square | F Sig.
1 Regression | 22780.509 1 22780.509 720.141 .000°
Residual 7908.348 250 31.633
Total 30688.857 251

Source: Developed for the research

Table 4.4.2.2.2 stated R? of the research is 0.742 which mean that 74.2% of the variation in
service quality perception fit toward the airline service through the customer experience and
table 4.4.2.2.3 shows the overall model is significant with the F ratio = 720.141. Therefore,

this model is reliable and fit between two variables.

4.4.2.3 Value Perception toward Satisfaction

Table 4.4.2.3.1Coefficients

Model Unstandardized Coefficients | Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 6.600 .705 9.368 | .000
VP 203 015 .643 13.284 | .000

Dependent Variable: S

Source: Developed for the research
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Hypothesis Testing

HO: There is no significance relationship between value perception and satisfaction
H1: There is significance relationship between value perception and satisfaction

Table 4.4.2.3.1 stated that the significant value between value perception and satisfaction
toward the airline service is at the value of 0.000 which value is less than p value of 0.05 with
Beta = 0.643, H1 is accepted.

Table 4.4.2.3.2 Model Summary

Model | R R2 Adjusted R2 Std. Error of the Estimate

1 643 | 414 411 2.327

Source: Developed for the research

Table 4.4.2.3.3 ANOVA
Model Sum of Squares | df Mean Square | F Sig.
1 Regression | 955.301 1 955.301 176.457 .000°
Residual 1353.445 250 5414
Total 2308.746 251

Dependent Variable: S

Source: Developed for the research

Table 4.4.2.3.2 stated R? of the research is 0.414 which mean that 41.4% of the variation in
satisfaction fit toward the airline service through the customer value perception and table
4.4.2.3.3 shows the overall model is significant with the F ratio = 176.457. Therefore, this

model is reliable and fit between two variables.
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4.4.2.4 Service Quality Perception toward Satisfaction

Table 4.4.2.4.1Coefficients

Model Unstandardized Coefficients | Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 5.540 767 7.225 | .000
SQP 179 013 651 13.565 | .000

Dependent Variable: S
Source: Developed for the research

Hypothesis Testing

HO: There is no significance relationship between service quality perception and satisfaction
H1: There is significance relationship between service quality perception and satisfaction

Table 4.4.2.4.1 stated that the significant value between service quality perception and
satisfaction toward the airline service is at the value of 0.000 which value is lower than p
value of 0.05 with Beta = 0.651, H1 is accepted.

Table 4.4.2.4.2 Model Summary

Model | R R? Adjusted R2 Std. Error of the Estimate

1 6512 | 424 422 2.306

Source: Developed for the research

Table 4.4.2.4.3 ANOVA
Model Sum of Squares | df Mean Square | F Sig.
1 Regression | 978.833 1 978.833 184.003 .000P
Residual 1329.913 250 5.320
Total 2308.746 251

Dependent Variable: S

Source: Developed for the research
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Table 4.4.2.4.2 stated R? of the research is 0.424 which mean that 42.4% of the variation in
satisfaction fit toward the airline service through the service quality perception and table
4.4.2.4.3 shows the overall model is significant with the F ratio = 184.003. Therefore, this

model is reliable and fit between two variables.

4.4.2.5 Customer Experience toward Satisfaction

Table 4.4.2.5.1 Coefficients

Model Unstandardized Coefficients | Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 6.220 .866 7.179 |.000
CE .160 .014 578 11.189 | .000

Dependent Variable: VP
Source: Developed for the research

Hypothesis Testing

HO: There is no significance relationship between customer experience and satisfaction
H1: There is significance relationship between customer experience and satisfaction

Table 4.4.2.5.1 stated that the significant value between customer experience and satisfaction
toward the airline service is at the value of 0.000 which value is less than p value of 0.05 with
Beta = 0.578, H1 is accepted.

Table 4.4.2.5.2 Model Summary

Model |R R2 Adjusted R2 Std. Error of the Estimate

1 .578a 334 331 2.481

Source: Developed for the research
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Table 4.4.2.5.3 ANOVA
Model Sum of Square | df Mean Square | F Sig.
1 Regression 770.352 1 770.352 125.188 .000°
Residual 1538.394 250 6.154
Total 2308.746 251

Dependent Variable: S

Source: Developed for the research

Table 4.4.2.5.2 stated R2 of the research is 0.334 which mean that 33.4% of the variation in

satisfaction fit toward the airline service through the customer experience and table 4.4.2.5.3

shows the overall model is significant with the F ratio = 125.188. Therefore, this model is

reliable and fit between two variables.

4.4.2.6 Satisfaction toward Loyalty

Table 4.4.2.6.1 Coefficients

Model Unstandardized Coefficients | Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 1.482 .389 3.810 .000
Satisfaction | .658 .024 .864 27.119 |.000

Dependent Variable: Loyalty

Source: Developed for the research

Hypothesis Testing

HO: There is no significance relationship between satisfaction and loyalty

H1: There is significance relationship between satisfaction and loyalty
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Table 4.4.2.6.1 shows that the significant value between satisfaction and loyalty toward the
airline service is at the value of 0.000 which value is less than p value of 0.05 with Beta =
0.864, H1 is accepted.

Table 4.4.2.6.2 Model Summary

Model | R R2 Adjusted R2 Std. Error of the Estimate

1 .8642 146 145 1.165

Source: Developed for the research

Table 4.4.2.6.3 ANOVA

Model Sum of df Mean Square | F Sig.

Squares

1 Regression | 998.293 1 998.293 735.429 .000°
Residual 339.357 250 1.357
Total 1337.651 251

Dependent Variable: Loyalty
Source: Developed for the research

Table 4.4.2.6.2 stated R? of the research is 0.746 which mean that 74.6% of the variation in
loyalty fit toward the airline service through the satisfaction and table 4.4.2.6.3 shows the
overall model is significant with the F ratio = 735.429. Therefore, this model is reliable and

fit between two variables.

4.4.3 Mediation Analysis

Based on this research, mediator is study through multiple regression by added in the
suspected mediator which is value perception and service quality perception to re-run the

regression to test the mediation effect exist or not exist.
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One of the mediators between customer experience and satisfaction is value perception.

Table 4.4.3.4 Model Summary

Model | R

R? Adjusted R?

Std. Error of the Estimate

Durbin Watson

1 6478

418 | 414

2.322

1.795

Dependent Variable: S

Predictors: (Constant), CE, VP

Source: Developed for the research

Table 4.4.3.5 ANOVA
Model Sum of Squares | df | Mean Square F Sig.
1
Regression | 966.166 2 483.083 89.594 .000P
Residual 1342.580 249 | 5.392
Total 2308.746 251
Dependent Variable: S
Predictors: (Constant), CE, VP
Source: Developed for the research
4.4.3.6 Coefficient
Model Unstandardized Coefficients | Standardized
Coefficients
B Std. Error Beta t Sig.
1
(Constant) | 6.024 812 7.423 | .000
CE .035 .025 126 1.420 | .157
VP 169 .028 537 6.026 | .000

Dependent Variable: S

Predictors: (Constant), CE, VP

Source: Developed for the research

Page 63 of 102




INTERNATIONAL TRAVELERS PERCEPTION AND EXPERIENCE TOWARD

AIRLINE SERVICE QUALITY

Baron and Kenny’s (1986) causal steps suggest four conditions to infer mediation. These

conditions and the results of data analysis for the study are presented as below:

Condition 1 — The independent variable (X) was a significant predictor of the
dependent variable (). Based on the results of data analysis, customer experience (X)
was significantly and positively related to satisfaction (Y) (b =0.578, t = 11.189, p <
0.001). Thus, the first condition is fulfilled.

Condition 2 — The independent variable (X) was a significant predictor of the
mediator (M). Based on the findings, customer experience (X) was significantly and
positively related to value perception (M) (b = 0.840, t = 24.494, p < 0.001). Thus, the
second condition is fulfilled.

Condition 3 — The mediator (M) was a significant predictor of the dependent variable
(Y). Research finding indicated that value perception (M) was significantly and
positively related to satisfaction (Y) (b = 0.643, t = 13.284, p < 0.001). Thus, the third
condition is fulfilled.

Condition 4 — The effects of independent variable (customer experience) on the
dependent variable (satisfaction) were reduced when the mediating variable (value
perception) was added to the regression equation. The unstandardized coefficients (b)
was reduced from 0.160 to 0.035 and not significant at 95 percent level. Thus, the
fourth condition was also fulfilled, and the results indicated that value perception
completely mediated the relationship between customer experience and satisfaction.

Therefore, value perception has direct effect.

Hypotheses Testing

HO: Value perception does not mediate through the relationship between customer experience

and satisfaction

H1: Value perception mediates through the relationship between customer experience and

satisfaction
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Next is the service quality perception as mediator between customer experience and

satisfaction.

Table 4.4.3.8 Model Summary

Model | R R? Adjusted R? Std. Error of the Estimate Durbin Watson

1 .652% | .425 | .420 2.309 1.663

Dependent Variable: S
Predictors: (Constant), CE, SQP

Source: Developed for the research

Table 4.4.3.9 ANOVA

Model Sum of Squares | df | Mean Square F Sig.
1

Regression | 981.316 2 490.658 92.038 .000°
Residual 1327.430 249 |5.331

Total 2308.746 251

Dependent Variable: S
Predictors: (Constant), CE, SQP

Source: Developed for the research

Table 4.4.3.10 Coefficient

Model Unstandardized Coefficients | Standardized
Coefficients
B Std. Error Beta t Sig.
1
(Constant) | 5.347 .818 6.535 | .000
CE .018 .026 .065 682 | .496
SQP 163 .026 595 6.291 | .000

Dependent Variable: S
Predictors: (Constant), CE, SQP

Source: Developed for the research
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Baron and Kenny’s (1986) causal steps suggest four conditions to infer mediation. These

conditions and the results of data analysis for the study are presented as below:

Condition 1 — The independent variable (X) was a significant predictor of the
dependent variable (). Based on the results of data analysis, customer experience (X)
was significantly and positively related to satisfaction (Y) (b =0.578,t=11.189, p <
0.001). Thus, the first condition is fulfilled.

Condition 2 — The independent variable (X) was a significant predictor of the
mediator (M). Based on the findings, customer experience (X) was significantly and
positively related to service quality perception (M) (b = 0.840, t = 24.494, p < 0.001).
Thus, the second condition is fulfilled.

Condition 3 — The mediator (M) was a significant predictor of the dependent variable
(Y). Research finding indicated that service quality perception (M) was significantly
and positively related to satisfaction (Y) (b = 0.651, t = 13.565, p < 0.001). Thus, the
third condition is fulfilled.

Condition 4 — The effects of independent variable (customer experience) on the
dependent variable (satisfaction) were reduced when the mediating variable (service
quality perception) was added to the regression equation. The unstandardized
coefficients (b) was reduced from 0.160 to 0.018 and not significant at 95 percent
level. Thus, the fourth condition was also fulfilled, and the results indicated that
service quality perception completely mediated the relationship between customer

experience and satisfaction. Therefore, service quality perception has direct effect.

Hypotheses Testing

HO: Service quality does not mediate through the relationship between customer experience

and satisfaction

H7: Service quality mediates through the relationship between customer experience and

satisfaction
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4.5 Conclusion

In Chapter 4, the descriptive analysis of respondents, scale measurement of the survey
questionnaires and inferential analysis had discussed. The next chapter will determine the

discussion of the major finding and conclusion of the research study.
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CHAPTER 5: DISCUSSIONS, CONCLUSION AND
IMPLICATIONS

5.0 Introduction

This chapter is going to elaborate more detail for the result and discuss the major finding, the
limitation of the study and provide some recommendation for researchers who are interesting

for this topic.
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5.1 Summary of the Statistical Analysis

5.1.1 Descriptive Analysis

Majority gender of respondents are 114 out of 252 are males (45.2%), 138 out of 252
are females (54.8%). Majority respondents joined were between age of 19-29 years old which
are 212 respondents (84.1%), Chinese with 242 respondents (96%), highest education level is
bachelor’s degree with 153 respondents (60.7%), travelling purpose is leisure with 177
respondents (70.2%), frequency of International Air Travel Last 3 Years is 1 to 2 times with
168 respondents (66.7%) and income per month is below RM1,000 with 147 respondents
(58.3%).

The outcome for central tendencies measurement showed that the customer experience
statement “I need to compare different options from the airline” has the highest mean value
which is 4.20 and the statement “The people at the airline can relate to my situation” has the
lowest mean value which is 3.49. Meanwhile, the variable of value perception with the
statement of “The airline services have an acceptance standard of quality” scored the highest
mean of 3.98 and the statement “Using the airline services improve the way | am perceived
by others” which is the lowest mean value is 3.50. For the service quality perception, the
statement “The airline employees are well dressed and neat appearing” scored the highest
mean which is 4.10 and the statement of “The airline company provides good quality of foods
and beverages” has the lowest mean value which is 3.57. While for the statement “Overall, I
am satisfied with this airline and service provided” under satisfaction which scored the
highest mean of 4.07 and statement “The airline company always fulfill my expectations”
which has the lowest mean value with 3.79. Lastly, the statement “I would continue to
experience the airline” under loyalty constituted the highest mean of 4.09 and statement

“Consider the airline as the first choice to buy” has the lowest mean value with 3.86.
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5.1.2 Scale Measurement

The measurement of the variables was stable and consistent, as the Cronbach’s alpha
were above 0.70. However, the quality of service is the highest with 0.970 and the customer

experience is the lowest with 0.953.

5.1.3 Inferential Analysis

5.1.3.1 Pearson Correlation Analysis

The beta of the variables has a coefficient correlation value in between 0.5 and 1.0. The
significance value of the independent variables is less than 0.01. Therefore, there are strong

positive relationship between the variables.

5.1.3.2 Linear Regression Analysis

Linear regression used is to investigate the relationship between independent variable

and dependent variable.

Based on the results, R? is 0.706 for customer experience and value perception which
mean 70.6% of variation in the value perception was influenced by customer experience and
the overall model is significant with the F ratio = 599.944, p = 0.000 and the standardized
beta coefficient of 0.840. Model exist and hypothesis (H1) valid.

Based on the results, R? is 0.742 for customer experience and service quality
perception which mean 74.2% of variation in the service quality perception was influenced
by customer experience and the overall model is significant with the F ratio = 720.141, p =
0.000 and the standardized beta coefficient of 0.864. Model exist and hypothesis (H2) valid.

Based on the results, R2 is 0.414 for value perception and satisfaction which mean

41.4% of variation in the service quality perception was influenced by customer experience

Page 70 of 102



INTERNATIONAL TRAVELERS PERCEPTION AND EXPERIENCE TOWARD
AIRLINE SERVICE QUALITY

and the overall model is significant with the F ratio = 176.457, p = 0.000 and the standardized
beta coefficient of 0.643. Model exist and hypothesis (H3) valid.

Based on the results, R? is 0.424 for service quality perception and satisfaction which
mean 42.4% of variation in the service quality perception was influenced by customer
experience and the overall model is significant with the F ratio = 184.003, p = 0.000 and the
standardized beta coefficient of 0.651. Model exist and hypothesis (H4) valid.

Based on the results, R2 is 0.334 for customer experience and satisfaction which mean
33.4% of variation in the service quality perception was influenced by customer experience
and the overall model is significant with the F ratio = 125.188, p = 0.000 and the standardized
beta coefficient of 0.578. Model exist and hypothesis (H5) valid.

Based on the results, R? is 0.746 for satisfaction and loyalty which mean 74.6% of
variation in the loyalty was influenced by satisfaction and the overall model is significant
with the F ratio = 735.429, p = 0.000 and the standardized beta coefficient of 0.864. Model
exist and hypothesis (H8) valid.

5.1.3.3 Mediation Analysis

To test for the mediation effect, there are four conditions need to fulfill. Customer

experience as X, value perception and service quality perception as M, and satisfaction as Y.

Firstly, customer experience (X) was significantly and positively related to satisfaction
(Y) (b =0.578,t=11.189, p < 0.001). Thus, first condition is fulfilled.

Second, customer experience (X) was significantly and positively related to value
perception (M) (b = 0.840, t = 24.494, p < 0.001); customer experience (X) was significantly
and positively related to service quality perception (M) (b = 0.840, t = 24.494, p < 0.001).

Thus, second condition is fulfilled.

Third, value perception (M) was significantly and positively related to satisfaction (YY)

(b =0.643,t=13.284, p < 0.001); service quality perception (M) was significantly and
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positively related to satisfaction (Y) (b =0.651, t = 13.565, p < 0.001). Thus, third condition
is fulfilled.

Forth, when the mediating variable (value perception) was added to the regression
equation, the unstandardized coefficients (b) was reduced from 0.160 to 0.035 and not
significant at 95 percent level; when the mediating variable (service quality perception) was
added to the regression equation, the unstandardized coefficients (b) was reduced from 0.160
to 0.018 and not significant at 95 percent level. Therefore, the fourth condition was also
fulfilled. The results indicated that value and service quality perception completely mediated

the relationship between customer experience and satisfaction. Therefore, direct effect exists.

5.2 Discussion of the Major Findings

The main purpose of this research is to study the Malaysia international traveler perception

and experience toward the air service quality.

Summary of the Result Hypothesis Testing

Hypothesis Value Score Determination
H1: There is a significant relationship between customer P=0.000 Supported
experience and value perception (P<0.05)

B =0.840
H2: There is a significant relationship between customer P=0.000 Supported
experience and service quality (P<0.05)

B =0.862
H3: There is a significant relationship between value perception | P=0.000 Supported
and satisfaction (P<0.05)

B =0.643
H4: There is a significant relationship between service quality P=0.000 Supported
and satisfaction (P<0.05)

B=0.651
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H5: There is a direct relationship between customer experience | P=0.000 Supported
and satisfaction (P<0.05)

B=10.578
H6: Value perception mediates through the relationship between | P=0.000 Supported
customer experience and satisfaction (P<0.05)

B=0.573
H7: Service quality mediates through the relationship between P=0.000 Supported
customer experience and satisfaction (P<0.05)

B=10.595
H8: There is a significant relationship between satisfaction and | P=0.000 Supported
loyalty (P<0.05)

B =0.864

5.2.1 Customer Experience toward Value Perception

Research Objective 1: To examine the impact of customer experience toward the value

perception in airline.

Research Question 1: Does the customer experience will affect their value perception?

Customer experience is significantly correlated with value perception positively with
(r=0.840) and (p=0.000). Thus, the hypothesis (H1) is accepted as there is a significant

positive relationship between customer experience and value perception in airline service.

Meanwhile, the Cronbach’s Alpha value for customer experience is 0.954 value perception is
0.961 which is containing a strong sign of reliability. Carbone (2004) stated that experience
concept is understanding and utilizing to create value and obtain a competitive advantage by
marketers and practitioners. Smith and Wheeler (2002) stated that the customer experience
and customer value perception are closed to each other and the objective is achieved.
Customers experience will affect the value perception to the airline service provided. Besides,
the research question of “Does the customer experience will affect their value perception” is

also answered in the research.

H1: There is a significant relationship between customer experience and value perception.
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5.2.2 Customer Experience toward Service Quality Perception

Research Objective 2: To examine the impact of customer experience toward the service

quality perception in airline.

Research Question 2: Does the customer experience will affect their service quality

perception?

Customer experience is significantly correlated with service quality perception
positively with (r=0.862) and (p=0.000). Thus, the hypothesis (H2) is accepted as there is a
significant positive relationship between customer experience and value perception in airline
service. Meanwhile, the Cronbach’s Alpha value for customer experience is 0.954 and
service quality perception is 0.970 which having a strong sign for reliability. Dagger and
O’Brien (2010) stated that perceives branded experience is important to receive quality
services. Therefore, the objective to examine the relationship between customer experience
toward service quality perception is achieved. Customers experience will affect the service
quality perception to the airline service provided. Besides, the research question of “Does the
customer experience will affect their service quality perception?” is also answered in the

research.

H2: There is a significant relationship between customer experience and service quality

5.2.3 Value Perception toward Satisfaction

Research Objective 3: To examine the value perception toward the satisfaction in airline.
Research Question 3: Does value perception will affect their satisfaction?

Value perception is significantly correlated with satisfaction positively with (r=0.643)
and (p=0.000). Thus, the hypothesis (H3) is accepted as there is a significant positive
relationship between value perception and satisfaction in airline service. Meanwhile, the
Cronbach’s Alpha value for value perception is 0.961 and satisfaction is 0.930 which is a

strong sign for reliability. The past researches stated that consumer value perception with
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customer satisfaction are linking each other by having relationship (Day and Crask, 2000;
Bolton and Lemon, 1999). Functional and emotional value are the main factors of consumer
satisfaction and important to maintain the relationship between customer and the goods or
services (Zainuddin, Previte and Russell-Bennett, 2011). Therefore, the objective to examine
the relationship between value perception toward satisfaction is achieved. Value perception
will affect the satisfaction to the airline service provided. Besides, the research question of

“Does value perception will affect their satisfaction?” is also answered in the research.

H3: There is a significant relationship between value perception and satisfaction

5.2.4 Service Quality Perception toward Satisfaction

Research Objective 4: To examine the service quality perception toward the satisfaction in

airline.
Research Question 4: Does service quality perception will affect their satisfaction?

Service quality is significantly correlated with satisfaction positively with (r=0.651) and
(p=0.000). Thus, the hypothesis (H4) is accepted as there is a significant positive relationship
between service quality perception and satisfaction in airline service. Meanwhile, the
Cronbach’s Alpha value for service quality perception is 0.970 and satisfaction is 0.930,
which mean the reliability is containing the highest value compare to other variables. Quality
is determined as the main factor to understand the satisfaction level and maintain the existing
customer after numerous researches had been done is service industry (Jabnoun and Al-
Tamimi, 2003; Cronin and Taylor, 1992). Jamali (2007) stated that customer perception
toward quality and satisfaction of services is exist and the objective is achieved. Service
quality perception will affect satisfaction to the airline service provided. Besides, the research
question of “Does service quality perception will affect their satisfaction?” is also answered

in the research.

H4: There is a significant relationship between service quality and satisfaction.
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5.2.5 Customer Experience toward Satisfaction

Research Objective 5: To examine the customer experience toward the satisfaction in airline.
Research Question 5: Does customer experience will affect their satisfaction?

Customer experience is significantly correlated with satisfaction positively with
(r=0.578) and (p=0.000). Thus, the hypothesis (H5) is accepted as there is a significant
positive relationship between customer experience and satisfaction in airline service.
Meanwhile, the Cronbach’s Alpha value for customer experience is 0.954 and satisfaction is
0.930, which the reliability is containing the highest value compare to other variables. Smith
and Wheeler (2002) stated that customers are more concern on their experience toward the
products or services. To enhance firm profitability, it is important to provide branded
experience to customer for achieving high level of satisfaction (Kumar, Pozza and Ganesh,
2013). The relationship of customer experience and satisfaction can be influence through
third parties which are value perception and service quality perception directly or indirectly.
Therefore, the research question of “Does customer experience will affect their satisfaction?”

is also answered in the research.

H5: There is a direct relationship between customer experience and satisfaction.

5.2.6 Satisfaction toward Loyalty

Research Objective 6: To examine the satisfaction toward loyalty in airline.
Research Question 6: Does satisfaction will affect their loyalty?

Satisfaction is significantly correlated with loyalty positively with (r=0.864) and
(p=0.000). Thus, the hypothesis (H8) is accepted as there is a significant positive relationship
between satisfaction and loyalty in airline service. Meanwhile, the Cronbach’s Alpha of
satisfaction is 0.930 and loyalty is 0.906, which is also the reliability is containing the highest
value compare to other variables. Satisfied consumer will stay with existing brand (Li, Sun

and Wilcox, 2005; Mittal and Kamakura, 2001). Therefore, organization must achieve
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consumer need and want. Based on this statement, satisfaction and loyalty is significant to
each other and the objective of the research is successfully determined. Satisfaction will
affect the loyalty to the airline service. Besides, the research question of “Does satisfaction

will affect their loyalty?” is also answered in the research.

H8: There is a significant relationship between satisfaction and loyalty.

5.2.7 Mediation Role of VValue Perception and Service Quality Perception in

Between Customer Experience and Satisfaction

H6: Value perception mediates through the relationship between customer experience and
satisfaction

H7: Service quality mediates through the relationship between customer experience and
satisfaction

In this research, the value perception and service quality perception is the mediator for
customer experience and satisfaction. The customer experience and satisfaction are
significant with Beta 0.578. The coefficient Beta for value perception is 0.537 and for service
quality perception is 0.595. It is significant that value and service quality perception mediates
the relationship of customer experience and satisfaction. Therefore, we concluded that value
perception and service quality perception are valid as the mediator of customer experience
and satisfaction, it is also direct effect. H6 and H7 are accepted. Past studies stated that
service quality and value perception are playing the mediation effect in between customer
experience and satisfaction (Baker, Parasuraman, Grewal and VVoss, 2002). Therefore, the

value and quality of the service are playing the mediation effects role.
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5.3 Implications of Study

5.3.1 Managerial Implications

The survey is basically collected from young adult in between 19-29 years old who are
just graduated or just start working and result show that young adults are concerning on the
variables in the research. Therefore, airline need to provide service experiences which to

sustain business profitability.

First, relevant managers need to have the knowledge of customer experience and
how to create great and branded customer experience. Although the actual experience of
the product or service will vanish, but the value of the experiential will be left in the
consumer mind. In 20 centuries, people are living in the age of experience; firms should be
more focus on delivering consumers a branded experience. Customer would like to
experience the airline services which enable them to relax and the feeling toward the airline is
positive. Through this measurement, the expectation and actual level of consumer response
can be identified. Therefore, the organizations need to understand the customer experience
role to reduce negative feedback from the customer compliant by providing high end quality

services.

Second, value perception can direct influence and indirect influence the customer
satisfaction. Once the customer experienced the airline service, they will determine the value
of airline based on accessibility and worthy of airline service. The value is come from the
customer feeling and emotion whether the experience has achieved their expectation toward
the product or service. Thus, the memory in their mind will affect their image toward the
product or service; they will share their experiences and judge the value of the service.
Therefore, airline should be more concern on creating value in customer mind and

satisfied them through the experience.

Third, in 20 centuries, quality is more important than other factors. If the services quality is
insufficient or disqualified, the whole experience is likely to be ruin. The airline needs
concern as we know that service quality play an important role because nowadays people
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look for quality more than price. Airline should be focus on the common services by serving
quality food, ambient atmosphere or environment, and effective and efficiency services. The
emotion of the customer will influence the reputation of the airline since nowadays customer
will post those feedbacks on social media and social media is connected worldwide.
Therefore, related manager needs to consider incorporate the measurement of service
quality to improve and understand customer perception toward the service delivered

such as provide individual personal training for the employees.

Lastly, satisfaction level of customer has become main factor in determining the
achievement of a company in any industries as loyalty is highlighted to success. To maintain
loyalty, the organizations need to achieve the customer expectation and they satisfied with the
service given. Satisfied customer will continue to stay and less likely to switch but
dissatisfied customers will switch immediately and ruin the reputation and image. Manager
need to emphasize more on the characteristics that will link to customer satisfaction and
provide customers an opportunity or a platform for customers to evaluate their feeling
toward the services and improve the services. Loyalty will be affected by value perception,
service quality perception, and satisfaction. All the determinants are link to each other.
Therefore, it is important to build customer loyalty as it is the key driver to sustain

profitability.

5.4 Limitations of Study

There are several limitations need to be highlighted. Limitation of the study will directly
affect the accuracy of result.

The time constraint to complete this final year project is not enough. The time to collect
the data for this research is only 2 weeks. Therefore, there are only 252 respondents respond
to the questionnaire distributed which people are surrounding me. Although the number of
respondents is enough for the project but the larger the number of respondents, the data will

be more accurate.
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Other than that, the data that collected is not perfect due to cost constrained. In this
research, the data are mostly relying on secondary data because the data collection from
targeted respondents will spend a lot of time and expensive. The data is collected through
online questionnaire due to lack of financial support, respondents only based on their
understanding toward the words in questionnaires. Their ambiguous or misunderstanding

toward the words lead to different answers given.

5.5 Recommendations for Future Research

Recommendations are provided to solve the problems and enable future researchers to

achieve and collect more appropriate data and result.

First, the respondents can be increase up to 500 of respondents as sample size for
respondents is within 30 to 500 respondents. To get more accuracy of data or result, the
collection of data can enlarge till 500 respondents to have better generalizability for the

population at large.

Next, the research is suggested to collect data from travelers who have more experience
on flying. The frequency of air travel will affect the consumer perspective toward the
experience and link to other variables in return for the loyalty. Consumers who fly frequently
will have difference perception toward the airline compare to consumer who not always
experience. The researchers can get help from the airport employees to distribute the
questionnaire to travelers or face to face distribute the questionnaires in the airport to explain
and improve the understanding of the questionnaire words to the respondents for an accurate

and reliable data.

Last, researchers are recommended to add in more variables for future research. The
variables used for this research are insufficient. Different kind of variables will have different
kind of outcomes and influence the customer perceptions. Past researches had done with
different kind of variables such as word of mouth behavior. By increasing the variables, the

data collection for the result will be sincerer.
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5.6 Conclusion

After the whole process of research, the findings and research has supported the literature
from the past researches. Therefore, the relationship between those variables is significant
and the value perception and service quality also have mediation effects between customer
experience and satisfaction toward the airline service. In brief, the independent variables to

influence the customer future decision whether to continue stay or switch to others airline.
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APPENDIX 1.0 SURVEY QUESTIONNAIRE

Part A: Demographic Profile
Please provide the following information details about yourself by choose of the bullet.

1. Gender
o Male

o Female

2. Age
o 19-29
o 30-39
o 40-49
o Above 50

o Malay
o Chinese
o Indian
o Others

4. Highest Education Level
o High School Certificate
o Diploma
o Bachelor’s Degree
o Master
o PhD
o Others
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5. Purpose of Air Travel
o Business
o Leisure
o Study
o Others

6. Frequency of International Air Travel Last 3 Years
o 1to2times
o 3to5times

o More than 5 times

7. Income Level per Month
o Below RM1,000
o RM1,000 to RM2,499
o RM2,500 to RM4,999
o RM5,000 to RM7,499
o RM?7,500 and above
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Part B: Variables that influence international perception toward the airline service

The following statements are related to the factors that influencing the international travelers’
perception toward the airline service. The 5-points Likert scale of measurement is being used.

According to your perception, please read and answer according to what best reflect your

opinion.

Strongly Disagree Neutral Agree Strongly Agree
Disagree

1 2 3 4 5

Customer Experience

SD |D N A SA
Peace of Mind
| am confident in the airline expertise 1 2 3 4 5
The whole process with the airline was easy 1 2 3 4 5
| stay with the airline because of my past dealings | 1 2 3 4 5
with airline
| have dealt with the airline before so getting what | | 1 2 3 4 5
needed was easy
Moment of Truth
The airline was flexible in dealing with me and 1 2 3 4 5
looked out for my needs
The airline keeps me up to date 1 2 3 4 5
The airline is a safe and reputable company 1 2 3 4 5
The people at the airline have good people skills 1 2 3 4 5
Outcome Focus
Staying with the airline makes the process much 1 2 3 4 5
easier
The airline gives me what I need swiftly 1 2 3 4 5
| prefer the airline over an alternative provider 1 2 3 4 5
The people at the airline can relate to my situation | 1 2 3 4 5
Product Experience
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I need to choose between different options at 1 2
airline
| need to consider offers from more than just an 1 2
airline
| need to compare different options from the airline | 1 2
| have one designated contact at the airline 1 2

Value Perception

SD SA
Functional Value
The airline services have an acceptance standard of quality 1 5
The airline flights arrive and leave punctually 1 5
The airline services fulfill my needs well 1 5
Social Value
Using the airline services make a good impression on other 1 5
people
Using the airline services give me social approval 1 5
Using the airline services improve the way | am perceived by 1 5
others
Monetary Value
The airline services are good for the price paid 1 5
The airline services are reasonably priced 1 5
The price of the airline services has economic value 1 5
Emotional Value
Using the airline services is enjoyable 1 5
Using the airline services give me pleasure 1 5
Using the airline services is interesting 1 5
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Service Quality Perception

SD SA
Tangible
The airline employees are well dressed and neat appearing 1 5
The airline’s materials associated with the service are visually 1 5
appealing
The airline company provides good quality of foods and 1 5
beverages
Reliability
The airline performs the service right the first time 1 5
The airline provides its services at the time it promisesto doso |1 5
The airline insists on error free records 1 5
Responsiveness
The airline employees are willing to help me as per my request | 1 5
The airline employees provide prompt service 1 5
The airline employees have patience when taking my order 1 5
Assurance
The airline employees have adequate knowledge to answer my | 1 5
questions
The airline employees are consistently courteous with me 1 5
The airline employees attitude instills confidence in me 1 5
Empathy
The airline employees understand my specific needs 1 5
The airline has convenient operating hours to all customers 1 5
The airline gives me individual attention 1 5
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Satisfaction:

SD D |N A SA
Overall, | am satisfied with this airline and service 1 2 |3 4 5
provided
| am pleased to experience this airline service again 1 2 |3 4 5
| think I did the right thing when | decided to use the 1 2 |3 4 5
airline
The airline company always fulfill my expectations 1 2 |3 4 5
Loyalty:

SO |D N A SA
| would recommend the airline to my friends 1 2 3 4 5
I would continue to experience the airline 1 2 3 4 5
Consider the airline as the first choice to buy 1 2 3 4 5

**Thank you for your time and cooperation**
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