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2. INTRODUCTION   

The fast-growing air transportation industry is a key provider of a wide range of 

services, it is facing an increasing number of challenges when it comes to generating benefits, 

which is due to the many events and trends that influence it, both economically and socially. 

In a wide range of circumstances that have a major influence on the passenger air 

transportation sector, the key element in ensuring competitive advantage is not only 

represented by providing services to high standards of safety and security for customers and 

employees but also ensuring continuous service quality improvement and services provided 

according to customers’ expectations and needs. 

Increasing competition in the service industry has led many companies to consider 

service quality a strategic tool. In this context, the techniques for measuring the quality of 

services and their performance have become an important field of high interest for the 

researchers in the recent decades. This leads airlines to look for effective ways to meet the 

needs and expectations of their customers, to high standards of customer service, to retain 

current customers and to attract as many potential customers as possible. 

The literature has emphasized the fact that the provision of excellent services, 

characterized by a high level of quality standards, is an important condition for ensuring 

increased customer satisfaction and loyalty, customer retention and increased organizational 

performance, which plays a key role in ensuring competitive advantage. 

More and more theorists and practitioners say that due to high competition in the 

international passenger transport market, airlines leadership must find appropriate and 

effective ways to improve the quality of their services through a better understanding of the 

needs and expectations of their customers, or even exceeding them, with the effect of 

increasing satisfaction and loyalty, respectively organizational performance. 
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As the increased quality of services and organizational performance are viable ways 

to ensure the competitiveness of the airlines, the main objectives of the research are primarily 

to gain a broader view of the contributions of different authors in the literature on the role of 

quality in ensuring the organizational performance of airlines for passenger transport, and 

secondly to determine the impact of the quality of services provided by a representative 

international airline, on organizational performance. 

 

3. RESEARCH TOPICS AND OBJECTIVES  

 

The paper investigates the effects of service quality, from a customer perspective, on 

different stages of the transportation process (pre-flight services, in-flight services, post-flight 

services) and its main specific dimensions, with important effects in improving customer 

satisfaction and loyalty in the industry of passengers air transportation. 

Identifying the relevant factors for quality improvement and key performance 

indicators, in our case customer satisfaction and loyalty, as non-financial indicators, 

facilitates the company to develop a customer-oriented strategy and innovation. At the same 

time, it helps managers better understand how the company is positioned in the market and 

the direction it is heading, in order to keep it in the "right" direction. 

The general objective of the research is to develop a model for measuring and 

analyzing the quality of services provided by the airline, which is the subject of the study, in 

order to improve the quality and determine its impact on organizational performance.  

The specific and objectives of the most relevant study are:  

 Selection and study of a bibliography that is relevant to the research, in order to define 

the basic concepts regarding the quality of air passenger service, performance, 

customer satisfaction and loyalty, from an external perspective as well as the 

corresponding concepts from an internal perspective, such as: customer orientation; 

leadership, total quality management, customer service, employee satisfaction and 

employee engagement;  

  Analysis of the main variables that determine the level of effectiveness of quality 

management practices and that determine the effectiveness of customer service 

provided by the airline that is the subject of the research, along with employee 

satisfaction and employee commitment; 



 

 
7 

 Identifying the characteristics of the quality of air passenger transport services, at 

process level, and measuring it on different stages of the transport process and on the 

main dimensions;  

 Statistical analysis of the impact of the quality of air passenger services on customer 

satisfaction and loyalty, as non-financial indicators that express the airline's 

performance;  

  Statistical analysis of the impact of customer satisfaction on customer loyalty;  

  Framing of conclusions and presentation of recommendations for the airline. 

 

4. RESEARCH METHODOLOGY  

 

The study is predominantly empirical, and the methods chosen for the research are both 

exploratory type that ensures the analysis of quality characteristics and quality dimensions 

and its impact on the company's performance and the proposal of hypotheses that are verified 

and examined and explanatory type, which examines the relationships cause-effect between 

the variables of the analysis model developed in the paper, in order to explain and predict the 

aspects that are the object of the empirical study, focusing on the analysis and explanation of 

the problems addressed, in order to identify the relationships between the main research 

variables. 

As part of the quantitative research in the study was used the opinion poll, and as an 

investigative tool it  was used the questionnaire that was administered by the author, whereas 

the qualitative research uses as a basic tool the semi-structured interview.  

At the same time, it needs to be mentioned that along with the two methods, 

quantitative and qualitative, the method of direct observation was also used, through the 

involvement of the author in the monitoring of both the administration of the questionnaire 

and the collection of information from respondents and setting up the interviews. 

Obtaining the information for the empirical study had as main source the respondents, 

respectively the employees of Company Q for the first questionnaire, and the clients of the 

company for the second questionnaire. To these were added the information obtained from 

the interviews conducted with a small group of respondents. 

At the same time, valid information was obtained in terms of direct observation, 

examination of specific documents (analyzes, reports) by the researcher, facilitated by her 

expertise in the field. Other important information was obtained from reports and studies 
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conducted by the air passenger regulators, IATA and IOSA. All this information was an 

important source for loading the STATA statistical database. 

 

5. THEORETICAL AND PRACTICAL ASPECTS OF THE RESEARCH  

 

Theoretically, the research was based on an in-depth study of the literature, in order to 

identify relevant information on the area of quality and performance in passenger air 

transport, and to develop a model for measuring and analyzing quality and performance.  

The results of the research serve to raise awareness and familiarize all members of the 

airline about the importance of ensuring the quality of services provided to customers to 

standards that take into account customers needs and expectations, in order to ensure 

competitive advantage in an increasingly uncertain market, that in the last two years was 

marked by COVID 19 crisis. 

 At the same time, it aims to identify and implement good management practices in 

the field of customer relations, and quality improvement, as a key factor in increasing 

organizational performance. 

The analysis on the context of COVID 19 pandemic, in the period 2020-2022, clearly 

shows that the solutions found by the airline will allow traffic to return to normal in the next 

2-4 years by creating stability in the flight routes and customer data base, given the skills and 

competencies of employees and a fleet of modern, state-of-the-art aircraft as important 

sources of quality improvement.  

One of the important personal contributions of the author, refers to the development 

of a model for the evaluation, measurement and strategic analysis of the quality of services 

provided by Company Q, according to customers' perceptions, expectations and needs and 

testing it on a representative sample of customers. The model also includes numerous 

demographic information (gender, age, education, occupation, travel class, purpose of travel, 

number of trips, income, active participation in a loyalty program), about customers who 

were part of the research sample, which allow the company to determine if there are 

significant differences in the responses of different customer segments, and the problems that 

generate them. 
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