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ABSTRACT

This research study was designed as an extension of Park et al. (2004) in the contemporary context of
Turkey. Following a Delphi study conducted with individuals holding managerial positions in the
Turkish civil aviation sector to check and extend external validity of the survey items developed by
Park et al., additions were made to the survey. Data was collected via this survey online from 420
participants. Regression analyses confirmed that service quality, airline image and customer
satisfaction had a significant effect on passengers’ behavioral intentions. However, service value was
not found out to be a significant predictor of passengers’ behavioral intentions.
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oz
HIZMET KALITESI, HAVAYOLU iMAJI, MUSTERI MEMNUNIYETI
VE HIZMET DEGERININ YOLCULARIN DAVRANISSAL
EGILIMLERI UZERINDEKI ETKILERI

Bu arastirma Park ve digerlerinin 2004 yilinda yaptiklar: ¢alismanin giiniimiiz Tiirkiye kosullarina
uyarlanmasi ve gelistirilmesi amaciyla tasarlanmistir. Park ve digerleri tarafindan gelistirilen
olcegin digsal gecerliligini test etmek ve gelistirmek iizere sivil havacilik sektoriinde ydnetici
pozisyonlarinda ¢alisan bireylerle bir Delfi ¢calismast yiiriitiilmiis ve ol¢ege eklemeler yapilmistir.
Veri, bu ol¢ek kullanilarak ve ¢evrimici olarak 420 katilimcidan toplamilmistir. Yapilan regresyon
analizi hizmet kalitesi, havayolu imaji ve miisteri memnuniyetinin miisteri egilimleri lizerinde etkisi
oldugunu gostermistir. Ancak, hizmet degerinin miisteri memnuniyetini belirleyen faktéorlerden biri
olmadig: goriilmiistiir.
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1. Introduction

The demand for air travel has been growing exponentially as air travel prices
are going down with low-cost airlines. In today’s global marketplace with too many
key players, it gains importance to have an in-depth understanding as to why
passengers prefer one air carrier over the other. This knowledge might be the starting
point of all efforts to enhance the services rendered to passengers, which might lead
to better perceptions of corporate image and eventually to customer patronage.

Earlier research suggests that a marketing approach is needed in the
management of airlines; in other words, airline companies need to define the needs,
wants, preferences, and priorities of consumers in relation to their services so that
they will be able to modify their services and communication efforts in a way that
they will appeal to those in their target groups (Cornelissen, 2008: 36-37). Many
factors might be at play in the decision-making processes of consumers when
selecting one air carrier over the other. This research study was adapted from the MA
thesis of Levent Kaya, which was designed to check the effects of service quality,
service value, airline image, and customer satisfaction on the behavioral intentions of
the passengers under the supervision of Dr. Senay Yavuz Gorkem. This is an attempt
valuable in the context of Turkey as there is a scarcity of research that explicitly
focuses on these issues of the effect of service quality, airline image, customer
satisfaction and service value on passengers’ behavioral intentions.

2. Factors Related to Passengers’ Behavioral Intentions

2.1. Perceived Service Quality

Perceived service quality is defined as the customers’ overall assessment of the
superiority of the service (Bolton & Drew, 1991: 376). Parasuraman et al. (1985)
suggest that there are two major pillars of this assessment: expectations regarding the
service to be provided and actual service performance. Parasuraman et al. (1985) also
highlight the importance of the five underlying dimensions of service quality
assessment: tangibles, reliability, responsiveness, assurance and empathy.

Maintaining and measuring service quality is more difficult than maintaining
and measuring product quality for many reasons. To start with, the service industry
sells, an intangible performance instead of a solid product (Liou & Chuang, 2009:
1080). For this reason, it is more difficult to set and apply specifications to ensure
uniform quality. As Parasuraman et al. (1985: 42) states “most services cannot be
counted, measured, inventoried, tested and verified in advance of sale to assure
quality.” This condition imposes difficulties to the consumers as well since they are
provided with almost no physical clues for evaluating quality. Second, many services
are multidimensional; for example, airline service consists of the core service of
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transportation, facilitating services such as check-in procedures, and supporting
services such as in-flight meals (Bolton & Drew, 1991: 377). Performance of the
personnel providing these different services that make up the whole may vary from
one personnel to another, from one passenger to another at different times. In other
words, consistency of performance on the behalf of all the service personnel involved
is difficult to achieve as they are human beings dealing with stressful situations as
well as with passengers who are also active agents in the service delivery processes.

As aforementioned, maintaining and measuring service quality in the field of
air transportation imposes extra complexities. In addition, there is the fact that many
factors that passengers perceive as determinants of service quality are beyond the
control of the air carriers. On-time performance, for instance, is an important quality
attribute of airline services, however, the majority of the delays in airline services are
caused by weather conditions, insufficient airport capacity, congestion or other
exogenous factors (Mazzeo, 2003: 277, Truitt & Haynes, 1994: 26). Airport service
attributes can also influence passengers’ perceptions and satisfaction. Bogicevic et al.
(2013: 9) found that cleanliness of the facilities, shopping options, Wi FI and
adequate setting increased passengers’ satisfaction with the airport service, whereas
security screening processes, poor signage and long waiting lines stand as threats to
passenger satisfaction. It is a fact that airlines cannot control airports. This makes
them vulnerable to the effects of airline services. When passengers have negative
perceptions about the airport services, these negative perceptions are transferred to
the airline service quality evaluations of the same passengers. After all, an airline can
provide its core service of transportation with zero defects; however, this does not
guarantee that problems in the baggage claim would not lead to passenger
dissatisfaction (Bogicevic et al., 2013: 7).

Previous research has revealed that passengers associate different features with
airline service quality. For example, research by Truitt and Haynes (1994: 29) found
that aircraft size, larger seats, more headroom and overhead bin space are important
quality attributes according to the passengers in their case study on two large regional
airlines in America. Archana and Subha (2012) demonstrated that in-flight service,
in-flight digital service and back-office operations positively correlated with
perceived quality. Cuisines provided, seat comfort, and flight safety are the factors
with the highest loadings assigned by the passengers of Indian Airlines as quality
attributes related with in-flight services, personal entertainment is the factor with the
highest loading in the in-flight digital services category. Online ticket booking is the
quality attribute with the highest loading among the items related to back-office
operations. This research also revealed that travel classes also act as a modifier of in-
flight service quality attributes.

2.2. Service Value
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It has been realized that although cost factors have been shown to play an
important role in the modification of demand, it is not the absolute predictor.
Consumers do not always purchase the service with the lowest cost (Cronin et al,
1997: 375). This pushes service marketers to come up with ways to add value to their
services.

Service value “...can be considered to involve a trade-off between a customer’s
evaluation of the benefits of using a service and its cost” (Bolton & Drew, 1991:
376). Taking the definition of Zeithaml (1988: 14) for product value, service value
can also be defined as

“consumer’s overall assessment of the utility of a service based on perceptions
of what is received for what is given. Though what is received varies across
consumers (i.e., some may want volume, others high quality, still others
convenience) and what is given varies (i.e., some are concerned only with
money expended, others with time and effort), value represents a tradeoff of
the salient give and get components.”

It has to be noted here that monetary and nonmonetary costs of utilizing a
service modifies customers’ evaluation of service value. The more one sacrifices, the
more benefits one expects to get. Other modifiers of service value might be customer
tastes, customer characteristics, previous experience, socioeconomic status, reference
groups and so forth as indicated by the definition of Zeithaml. Research by Bolton
and Drew (1991) indicated that customers’ evaluations of service value is complex
and companies should offer flexible services that can appeal to different market
segments instead of trying to maximize service quality and minimize costs. It should
be noted here that low-cost airlines use this approach successfully as they offer
different travel packages with different prices to different market segments. This
might be one reason why a high number of traditional airlines create their low-cost
brands.

2.3. Corporate Image

Corporate image, as defined by Argenti (1998: 56) “...is a reflection of the
organization’s reality. It is the corporation as seen through the eyes of constituencies.
Thus, an organization can have different images with different constituencies”.
Corporate image benefits both parties; a positive image provides corporations with a
prolific ground for establishing an efficient commercial relationship with target
groups. It also attracts both repeat and trial customers. Corporate image helps
consumers as well, it provides them with a short cut for evaluating a corporation by
acting as a reference point that summarizes comprehensive informational input about
a corporation into a set of simplifications. These sets of simplifications make the
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decision-making processes of individuals easier (Van Riel, 1995: 77). Many
consumers prefer relying on corporate image for purchase decisions instead of
reviewing all alternatives in a product category as well as the features, pros and cons
of these alternatives.

A preferable corporate image provides airlines with a competitive edge due the
potential of corporate image to stimulate purchase decisions and to create loyal
passengers. Liou and Chuang (2009: 1088) found that the safety record and services
of an air carrier were two statistically significant predictors of airline image in
Taiwan. Among the services, handling complaints were rated with higher scores by
the passengers as a criterion for airline image; which indicates that airline managers
should make sure that their procedures for handling complaints are efficient and that
their investment in their human capital guarantees that complaints will be dealt with
by knowledgeable and skilled staff. Geraldine and Chikwendu (2013) also confirmed
the relationship between quality attributes and perception of corporate image.
Geraldne and Chikwendu, used a questionnaire designed in line with SERVQUAL
(service quality scale designed by Parasuraman et al., 1988) to investigate the
assessments of the passengers on the service rendered to them, passengers’ opinions
on whether the quality of service influences corporate image of the airline or not, and
finally, whether airline image modifies customer patronage. Customer patronage was
measured through items that represent behavioral intentions of repurchase and
willingness to recommend the airline to others. Results of the study confirmed that
the relationships between service quality dimensions and image as well as between
image and customer patronage were statistically significant.

2.4. Customer Satisfaction

Customer satisfaction is created as a result of an interaction between customer
expectation and customer experience. High satisfactory levels are reached when
customer experience exceeds customer expectation. Satisfaction is average when
experience meets the expectation. Low satisfactory levels are created when there is
discrepancy between expectation and actual experience (Truitt & Haynes, 1994: 26).

Gures et al. (2014) aimed to reveal the relationships among customer
expectation, satisfaction and loyalty in Turkish Airline Industry through data
collected via self-report questionnaires from 421 domestic flight passengers and 400
international flight passengers who voluntarily participated in the study while waiting
for their flights. The results obtained in the study showed that reliability and facilities
had a significant positive effect on customer satisfaction. It was also found that
customer satisfaction was a significant determiner of customer loyalty.
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The study by Park et al. (2004) involved passenger satisfaction as well as
service value and airline image in their research model on the determinants of
passengers’ behavioral intentions; i.e. intention to repurchase and willingness to
recommend the airline to others. Analysis on 592 samples of questionnaires from
Koreans confirmed that all factors included in the model had a direct effect on
passengers’ behavioral intentions. This study focused on passenger satisfaction in
addition to factors of service quality, service value and airline image and was
designed to measure the effects of these factors on passengers’ behavioral intentions.
This study is significant in the context of Turkish civil aviation sector as data on how
these factors are interrelated is scarce and as determiners of passenger behavioral
intentions may vary from one culture to another.

3. Methods

This research study aimed to generate data on the causal relations between
service quality, service value, airline image and passengers’ behavioral intentions.
The figure below summarizes the model of the present study. In order to do this, an
online survey was conducted with 420 passengers. The survey was developed by
taking Park et al. (2004) as the basis and adjusting it to the Turkish context through a
Delphi study. Professionals holding managerial positions at the International Air
Transport Association (IATA), Turkish Airlines, Pegasus Airlines and Atlas Global
contributed to the Delphi study.

Figure 1. Model of the Study
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All meetings were audio recorded and transcribed with the consent of the
participants of the Delphi study. The first face to face meeting was held with Ass.
Prof. Hasan Uncular, Turkish Airlines Travel and Time Manager in in his office on
August 7™, 2017. The meeting lasted 60 minutes. The second meeting was held with
Erding Merigli, Station Manager of Sabiha Gékgen Airport in Istanbul. The meeting
was held at Sabiha Gékgen Airport on August 18", 2017 and lasted 70 minutes. The
third meeting was held with Yiiksel Atak, the President of Ground Operations at
Atlas Global and Ozcan Kirtay, the Vice-President of Ground Operations at Atlas
Global. This meeting was held at Atlas Global Headquarters on August 24", 2017
and lasted 30 minutes. The final meeting was held with Mehmet Erkan Dursun, the
IATA Manager of Turkey, Azerbaijan and Turkmenistan. This meeting was held at
IATA Turkey Office Bomonti on September 6, 2017. The meeting lasted 44 minutes.
As can be seen from the titles of the professionals who participated in the Delphi
study, individuals working in different parts of the civil aviation sector have
contributed to this study. These professionals were asked about their ideas on what
Turkish passengers perceive as signs of service quality. Factors mentioned by
participants of the Delphi study were checked against the service quality scale of 22
items given in the first row of Table 1. Variables that were mentioned by at least
three professionals and were not included in the service quality scale of Park et al.
were added to the scale for this research (second row of Table 1). As a result of the
Delphi study, a total of eight items were added and the final version of the scale
consisted of a total of 30 items. Passengers were asked to assign importance to these
items on a 5-point Likert Scale (1: Not Important At All, 5: Very Important) as signs
of service quality.

Table 1. Service Quality Scale

Scale Items

Service Quality Up-to-date aircraft and in-flight facility

Scale (Park et al.) Meal service (items, tastes, freshness, quantity, appearance,
developed on the etc.)

basis of SERVQUAL | Seating comfort

by Parasuraman et al. | Seat space and legroom

(1988) In-flight entertainment services (e.g. books, newspapers,
movies, magazines)

Convenience of reservation and ticketing

Promptness and accuracy of reservation and ticketing
Frequent flyer program

On-time performance

Sincere interest in solving problems (flight cancellation,
baggage loss, etc.)

Safety record
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Check-in service (waiting time, efficiency etc.)
Promptness and accuracy of baggage deliver

The amount imposed for overweight baggage

Providing seat that passengers prefer

Neat appearance of employee

Employees who are willing to help passengers

Courtesy of employees

Employees who have the knowledge to answer passengers’
questions

Give passengers personal attention

Convenient flight schedule

Non-stop flight

Delphi Study Genial service

Flight safety (sufficiency of the measures against sabotage
and attacks

Clean restrooms on the plane

Having commercially important person (CIP) lounges (for
resting and eating before a flight)

Providing alternatives when there is a problem with a flight
instead of invalidating a ticket

Providing a new baggage if the baggage is damaged in the
arrival station

Providing free food and beverage on the plane

Making the passengers feel there are valued

Items used to measure service value, airline image, passenger satisfaction and
behavioral intentions were adapted from Park et. al with no modifications (see Table
2). Service value scale consisted of three items, airline image scale consisted of three
items, passenger satisfaction and behavioral intentions scales had two items each. All
items were translated to Turkish with back-translation method and the survey was
pilot tested with 50 individuals.

Table 2. Service Value, Airline Image, Passenger Satisfaction, and Behavioral
Intentions Scales

Scale Items

Service Value Considering the ticket price I pay for the airline, | believe that
the airline offers sufficient services

The ticket price of this airline is reasonable

I have always had a good impression of this airline

Airline Image I believe that this airline has a better image than its
competitors

In my opinion, this airline has a good image in the minds of
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competitors
Overall, how satisfied are you with the airline’s service
quality?
Passenger My choice to use this airline was a wise one
Satisfaction I think that I did the right thing when | decided to use this
airline
Behavioral Would you consider flying on this airline again in the future?
Intentions Would you recommend this airline to other people?

The survey was distributed via social media networks via snowball technique
and a total of 420 passengers responded to the questionnaire. 23 incomplete surveys
had to be eliminated from the data set and thus, analyses were carried out on the basis
of data provided by 397 passengers. Table 3 summarizes the socio-demographic
profile of the passengers who have contributed to the study.

Reliability analyses were carried out by computing Cronbach’s alpha scores for
the scales. A Cronbach’s alpha score of 0,922 was computed for the service quality
scale and a score of 0,831 was calculated for service value scale. Cronbach’s alpha
score of airline image scale was 0,754. Reliability of passenger satisfaction and
behavioral intentions scales were also confirmed with scores of 0,905 and 0,772.
Some items had to be eliminated from the service quality scale to increase reliability
due to the fact that those items aggravated the clear distribution of items to different
factors. The items eliminated were: Up-to-date aircraft and in-flight facility, meal
service (items, tastes, freshness, quantity, appearance, etc.), safety record, courtesy of
employees, flight safety and clean restrooms on the plane.

Table 3. Socio-Demographic Profile of the Sample

Gender No. (%)
Women 211 53,1
Men 186 46,9
Total 397 100,0
Age No. (%)
26-35 200 50,4
16-25 71 17,9
36-45 67 16,9
46-55 43 10,8
56-65 16 4,0

Total 397 100,0
Marital Status No. (%)
Single 203 51,1
Married 194 48,9
Total 397 100,0
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Education No. (%)
Undergraduate 254 64,0
Graduate 107 27,0
High School 30 7,6
Primary School 6 1,5
Total 397 100,0
Occupation No. (%)
Employed in Private Sector 174 43,8
Employed in Public Sector 70 17,6
Other 44 11,1
Student 40 10,1
Self-employed 30 7,6
Housewife 21 5,3
Unemployed 18 4,5
Total 397 100,0
Total Years of Air Travel Experience No. (%)
11 years and above 111 28,0
5-7 years 99 24,9
1-4 years 87 21,9
8-10 years 56 14,1
Less than a year 44 11,1
Total 397 100,0
Frequency of Air Travel in a Year No. (%)
1-3 times 169 42,6
4-6 times 118 29,7
10 times and above 72 18,1
7-9 times 38 9,6
Total 397 100,0
Purpose for Air Travel No. (%)
Touristic 294 74,1
Business 103 25,9
Total 397 100,0
Income (TL) No. (%)
0-3000 170 42,8
3001-6000 145 36,5
6001-10000 45 11,3
10001-15000 19 4,8
15001 and above 18 4,5
Total 397 100,0
Most Preferred Airline Ranking Points (%)
THY 969 45,26
Pegasus 474 22,13
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AnadoluJet 350 16,34
Atlas Global 125 5,84
Onur Air 107 50

Sunexpress 99 4,62
Other 17 0,79
Total 2141 100,0

As can be seen from the table, gender and marital status distribution among the
sample was estimated approximately. Majority of the respondents were between 26
and 35 and held undergraduate degrees. Most of the participants (58,9%) lived in
Istanbul and the rest lived in various cities around Turkey. A total of 67% of the
respondents had between five and 11 or more years of air travel experience and more
than 70% travelled between once and six times a year. Almost a third travelled
between seven times and ten times or above in a year. Almost 75% travelled for
touristic purposes and the rest traveled for business. More than 60 % had an income
of more than 3000 Turkish Liras a month. One fifth had a monthly income between
6000 and more than 15000. As to the most preferred airline ranking, points were
calculated by assigning three points to the airline the respondent named as the most
preferred, two points were assigned to the airline named second in this list and one
point was assigned to the third preferred airline. As displayed in Table 3, Turkish
Airlines was the most preferred airline among the respondents.

4. Results

This study aimed to shed light on the causal relations within the service quality,
service value, airline image, customer satisfaction and customer behavioral
intentions. To do this, data collected was analyzed via SPSS 21.0. First, descriptive
statistics were run to see what value Turkish passengers assign to different factors as
signs of service quality in the civil aviation sector (see Table 4 below). As illustrated
in the table, Turkish passengers gave more importance to the attitude of the airline
workers, hospitality on the plane and practices of the airline that made them feel
valued and cared as opposed to items related to rational matters such as convenience,
facilities, policies and programs. Three items about rational issues were among the
ten items with the highest mean scores. ‘Providing a new baggage if the baggage is
damaged in the arrival station’ had the highest mean score. ‘Convenient flight
schedule’ and ‘providing alternatives when there is a problem with a flight instead of
invalidating a ticket’ also had high scores. However, it can be claimed that these
items also have humanistic aspects. Many Turkish people suffer from damaged
baggage and not many air carriers provide a new baggage in this case. Such a
practice is probably seen as an act of good will and a sign of value given to the
passengers. The same explanation is valid for convenient flight schedule and
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providing alternatives when there is a problem with a flight since Istanbul is a huge
city with a chronic traffic problem and people have difficulty in going to the airport
at certain times of the day (e.g. at night when public transportation does not work) or
miss their flights due to traffic.

Table 4. Descriptive Statistics of Service Quality Items

Item Mean |Std. Dev.
1. Providing a new baggage if the baggage is damaged in the 16 0609

arrival station ' '
2. Employees who are willing to help passengers 4,57 0,613
3. Providing free food and beverage on the plane 4,56 0,635
4. Convenient flight schedule 4,55 0,655
5. Give passengers personal attention 4,53 0,679
6. Making the passengers feel there are valued 4,53 0,629
7. Providing alternatives when there is a problem with a flight 452 0.645

instead of invalidating a ticket ’ ’

8. Genial service 4,52 0,664
9. Empl_oyees who have the knowledge to answer passengers’ 45 075
guestions ' '

10. Neat appearance of employee 4,48 0,698
11. Non-stop flight 4,45 0,686
12. Promptness and accuracy of baggage deliver 4,33 0,807
13. Having commercially important person (CIP) lounges (for 433 0.805
resting and eating before a flight) ’ ’

14. The amount imposed for overweight baggage 4,29 0,888
15. On-time performance 4,25 0,674
16. Frequent flyer program 4,14 0,711
17. Sincere interest in solving problems (flight cancellation, 4.14 0,773

baggage loss, etc.)
18. Promptness and accuracy of reservation and ticketing 4,13 0,763
19. Seat space and legroom 4,02 0,906
20. In-fl!ght entertainment services (e.g. books, newspapers, 401 0,859
movies, magazines)
21. Convenience of reservation and ticketing 4 0,791
22. Check-in service (waiting time, efficiency etc.) 3,96 1,103
23. Seating comfort 3,87 0,877
24. Providing seat that passengers prefer 3,85 1,053

Five out of eight items added to the scale as a result of the Delphi study were
among the items with the highest mean scores. These scores assured that the Delphi
study served its purpose and the scale was modified in a way that it would reflect the
Turkish culture. The respectively lower mean scores assigned to rational matters such
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as convenience, facilities, policies and programs can be explained by the fact that
45% of the participants preferred a standard carrier as opposed to low cost ones and
these items reflect the already established practices and processes (even in low-cost
carriers) that passengers might have started to perceive as granted.

The second step in the analyses aimed to reveal interrelations between the
constructs. Correlation analysis, the output of which is displayed below, was carried
out first to see whether these constructs are related.

Table 5. Correlation Analysis

Service Service Airline Customer Behavioral
Quality Value Image Satisfaction Intentions
Service 1
Quality
Service Value ,643** 1
Airline Image | ,633** ,653** 1
Customer ,614** ,674%* 125%* 1
Satisfaction
Behavioral ,569** ,607** ,656** ,708%* 1
Intentions

As can be seen, correlation analysis confirmed that all constructs included in
this study were significantly related to customer behavioral intentions. Positive
relations were confirmed among the constructs of the study. Customer satisfaction
had a respectively higher correlation coefficient.

In order to test for causality, a regression analysis of multiple variables was
conducted. Customer behavioral intentions were assigned as the dependent variable
and service quality, service value, airline image, and customer satisfaction were
assigned as independent variables. The regression analysis produced an F value of
133,509 and a p value of 0,00, which displayed validity for the model. Durbin-
Watson test produced a score of 2,019, which confirmed that there is no
autocorrelation detected in the sample. Tolerance values and variance inflation values
were also checked to make sure that the model did not have multicollinearity. All
tolerance values were above 0.1 and the variance inflation values were below 10,
which ensured that the model did not have multicollinearity. The model (Table 6)
explained 57,2% of variance in customer behavior intentions.
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Table 6. Regression Analysis

Independent B T P Tolerance VIF
Variables Value Value
Service Quality ,237 3,164 ,002 424 2,361
Service Value ,077 3,186 ,236 ,408 2,451
Airline Image ,223 4,084 ,000 ,401 2,493
Customer 411 8,408 ,000 423 2,362
Satisfaction
DW=2,019 R2>= 572 F= 133,509 p=,000

As a result of regression analysis, it was found that customer satisfaction,
service quality, and airline image were statistically significant predictors of customer
behavior intentions. Although correlational analysis has confirmed that service value
is related to customer behavioral intentions, causality could not be confirmed by
regression analysis.

5. Discussion

The findings of this study has overlapped with previous research with two
major differences. First of all, highest means were calculated for items that
emphasized a humanistic approach on the side of the airline that convinced the
passengers that they were valued as opposed to items with content reflecting rational
matters such as convenience, facilities, policies and programs. As opposed to
Archana and Subha (2012) who found rational factors such as in-flight service factors
(cuisines provided, seat comfort, and safety), in-flight digital service, (personal
entertainment) and back-office operations (online ticket booking) as strong signifiers
of service quality; this study revealed that Turkish passengers gave more importance
to the attitude of the airline workers, hospitality on the plane and other practices of
the airline that made them feel valued and cared for. The respectively lower but still
high mean scores that Turkish passengers assigned to the other more rational items
indicate that Turkish passengers give importance to and expect to have these signs of
quality. The respectively lower scores might signify that these rational aspects are
seen as granted; that passengers expect to have these aspects as default in any air
carrier. It is the extra care that makes passengers feel valued and motivates them to
prefer one air carrier over the other.

As to causal relations among the constructs in this study, results have
confirmed previous research. Correlation analysis revealed that there existed positive
relations between customer behavioral intentions, service quality, service value,
airline image, and customer satisfaction. Geraldine and Chikwendu (2013) also
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confirmed that the relationships between service quality, image, and customer
patronage (i.e. behavioral intentions) were statistically significant. Park et. al (2004),
on which the model of this study was developed, determined service quality, service
value, airline image, and passenger satisfaction as predictors of customer behavioral
intentions. The findings of the current study confirmed these findings with one
exception. Causality was not detected between service value and behavioral
intentions. This finding is the second deviation from the related literature.

As aforementioned, many factors such as customer characteristics, previous
experience, socioeconomic status, reference groups and so forth modify customer
value. Culture and country specific factors can also effect customer value. The fact
that five of the items out of the eight items added to the original scale as a result of
the Delphi study, were among the top ten items with the highest scores as signs of
quality confirms the power of culture and country specific factors. This might be the
reason why customer value could not predict customer behavioral intentions
statistically.

Findings of the present study imply that airline companies should look for new
and effective ways for making the passengers feel valued and cared for. It seems that
Turkish passengers expect to receive more than standard services and operations.
Airline companies should also invest in their human capital, or in other words, they
should invest in the training of their employees as passengers assigned quite high
scores to the items about the knowledge, attitude and behavior of the employees as
signs of quality. Finally, they should be aware that customers’ evaluations of service
value are complex and should customize their services as much as possible with
flexible services that can appeal to different market segments.
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