THE EFFECTS OF SERVICE QUALITY ON CUSTOMER SATISFACTION

IN THE AIRLINE INDUSTRY IN TANZANIA:

A CASE OF AIR TANZANIA COMPANY LIMITED

LORTHA LIBENT

Masters of Business Administration in Marketing Management

2023



THE EFFECTS OF SERVICE QUALITY ON CUSTOMER SATISFACTION

IN THE AIRLINE INDUSTRY IN TANZANIA:

A CASE OF AIR TANZANIA COMPANY LIMITED

BY

LORTHA LIBENT

A Dissertation Submitted in Partial Fulfilment of the Requirements for the
Award of Masters of Business Administration in Marketing Management (MBA

— MKT) of the College of Business Education

2023



DECLARATION AND COPYRIGHT

I, Lortha Libent, declare that this dissertation is my original work and that it has not
been presented and will not be presented to any other Higher Learning Institution for

a similar or any other academic award.

Signature Date

This dissertation is copyright material protected under the Berne Convention, the
Copyright and Neighbouring Rights Act of 1999, and other international and national
enactments, on that behalf, of intellectual property. It may not be reproduced by any
means, in full or in part, except for short extracts in fair dealing, for research or
private study, critical scholarly review, or discourse with an acknowledgement,

without the written permission of the College of Business Education.



CERTIFICATION

The undersigned certifies that he has read and hereby recommends for acceptance by
the College of Business Education a Dissertation titled “The Effect of Service
Quality on Customer Satisfaction of Airline Industry in Tanzania; A Case of Air
Tanzania Company Limited” in partial fulfilment of the requirements for the award
of a Master in Business Administration in Marketing Management of the College of

Business Education.

Dr. Chacha Magasi

(Supervisor's Name)

(Supervisor's Signature)

Date:




ACKNOWLEDGEMENTS

I would like to express my deepest gratitude and appreciation to all those who have
contributed to the achievement of this study for their support, guidance, and

encouragement.

First and foremost, | would like to thank the Almighty God for His love and
protection. It is undoubtedly a miracle of God that | have made it to this stage despite
the difficulties | had while carrying out this study. I am profoundly indebted to my
supervisor, Dr. Chacha Magasi for the constant encouragement and support together
with thoughtful comments, helpful critique, and commitment to my academic

development throughout this academic journey, | am very appreciative.

I’m also thankful to CBE management and employees for their financial and material
support. This effort has been made possible by everyone at the CBE. | would like to
express my gratitude to Mr Alfred Sallwa, Mr Laban Gasper, Dr Msacky, Mr
Privatus Ntale, and Miss Dorah Eladi for their continuing efforts to enhance the
accomplishment of this study. Also, deserving of my sincere gratitude are Dr. Nina

and Dr. Mtallo for their encouragement toward the accomplishment of this work.

Lastly, I would like to acknowledge the support and encouragement | received from
my family and friends. The generosity and understanding you provided, inspired and

motivated me to stay focused on the goal throughout this journey.



DEDICATION

This work is dedicated to my parents, Mr and Mrs Laurent Libent, and the rest of my
family members for continually encouraging me to achieve excellence in all facets of
my life, not to mention the work and sacrifices they took to get me to where I am

now.



TABLE OF CONTENTS

DECLARATION AND COPYRIGHT ... [
CERTIFICATION ...t i
ACKNOWLEDGEMENTS ... iii
DEDICATION ...t 0\
LIST OF TABLES ... oottt X
LIST OF FIGURES ... Xi
LIST OF ABBREVIATIONS AND ACRONYMS.......ooiiieiee e Xii
ABSTRACT ..t Xiii
CHAPTER ONE ...t 1
1.0 INTRODUCTION ... .ot 1
1.1 Overview of the Chapter ..........cooiioiiiicce e 1
1.2 Background of the StUAY........c.ccceiiiiiiiiiiece e 1
1.3 Problem StatemMent ..o e 4
1.4 ReSEarch ODJECLIVES .......cvccieieiicce et 7
1.4.1  GeNeral ODJECHIVE.......cviiieecie ettt ere s 7
1.4.2  SPECIfIC ODJECHIVES. .....oo et 7
1.5 Research HYPOthESIS .......ccviiiieiiecc e 7
1.6 Significance of the STUY ........ccooviiiiiiiie e 7
1.7 Delimitations and Limitations of the Study ...........cccccoevviiiiiie i, 8
1.8 Organization of the StUdY ..........cccoeiiiiiiii i 9
CHAPTER TWO ...ttt 11
2.0 LITERATURE REVIEW. ... 11



2.1 OVEIVIBW ..ttt 11
2.2 Definitions of KEY teIMS.......ccciiiiiiicie e 11
2.2.1  ServiCe QUAIITY ......c.ciieieiie st 11
2.2.2  Customer SAtiSTACTION ...........oiviiieiiiiee e 11
2.2.3  AINE INUSIIY ... 12
2.3 TheoretiCal REVIEW ..ot 12
2.3.1 The Expectancy Disconfirmation Theory .........cccccvvveviiiciiccie s, 12
2.3.2  AIRQUAL MOUEL .....coiiiiiiicieeee e 13
2.4 EMPIFICAl TEVIEW ....ooviiie et 15
2.4.1 Influence of Airline Tangibles on Customer Satisfaction...............ccccccovenee. 15
2.4.2 Influence of Personal Services and Customer Satisfaction...............cc.ccceuu.e. 17
2.4.3 Influence of Airline Image and Customer Satisfaction.............c.ccccceevvenennen. 18
2.5 RESEAICH QAP c.vioiiciice e 20
2.6 Conceptual frameWOIK ...........coviiiiieii e 20
CHAPTER THREE ... 23
3.0 METHODOLOGY ...ttt 23
3.1 INEFOAUCTION ...t 23
3.2 Research approach ..........coeiiiiie e 23
3.3 RESEAICH dESION.....cciiiiiieccie e 24
34 Area 0f the StUAY ....c.cooiviie e 24
3.5 The study POPUIALION......cceiiiiiicce e 24
3.6 Sample Size Determination and Sampling Procedures.............cccovvevveennnnne, 25
3.6. 1 SAMPIE SIZE.....eeeeeeiee e 25

Vi



3.6.2  SamPling TECANIQUES .....ecvieeieciiecie et 26

3.6.2.1 Simple Random SamPliNg.......cc.civeiiiieieeie e 26
3.6.2.2 PUrPOSIVE SAMPIING .....oiviiiiiieiiccie et 27
3.7  Types of Data and data collection method............ccccoevviiiiiiieccc i, 27
371 TYPE OF UALA......eieieiieie et ereas 27
3.7.2 Data Collection Methods and INStrUMENTS.........cccoereiirererinincieise e 28
3.7.2.1 QUESLIONNAITE .....vveevecciie ettt ettt eb e s e e be e sta e e beesaeeebeesreeeree e 28
3.7.2.2 INtErVIEW MELNOM ..o 29
3.8 Data @NalYSIS ...eoveeiieiccieece e 29
3.9  Validity and reliability of data ............ccccoveiiiiiiiecccce e, 31
3.9:1 VALY oot s e s 31
3.9.2  REHADIHITY ..cviceiiceiccee e 32
3.10  Ethical CONSIAEration............coiiieiiiiiicisie e 33
CHAPTER FOUR ...t 35
4.0 FINDINGS AND DISCUSSION ......ooiiiiiieiiieiee e 35
A1 INEFOAUCTION ...ttt 35
4.2 Return Rate RESPONSE .....cciiiieiiiie et 35
4.3  Characteristics 0f ReSPONUENLS .......cccvviiiiiiieiiecie e 36
4.3.1 Gender of RESPONUENTS ......ccvviiiiiiiieie st 36
4.3.2  AQE OF rESPONUENTS....c.vviiiie ittt re e 37
4.3.3 Education of ReSPONUENTS.......cccuiiiiiiiieiie e 38
4.3.4  MArital STAIUS .......coeiiiiieici s 39
4.3.5 Number of times travelled USING ATCL ......ccooviiiiiiieece e 40

vii



4.3.6  Occupation 0f RESPONAENTS .......cceeiviiieiiieiie e 41

4.4  Tests for Assumptions of Binary Logistic Regression...........cccoccevvvevviiennnen. 42
4.4.1 Sample SiZ€ AUEGUACY .....cceeveirieieeieiieesiesiesteesteee e s e e ste e sra e e saessaesaeaneesrees 42
4.4.2  MUIICOIINEANILY ......eceeiiieie e 42
4.4.3  GOOUNESS OF Fil ....oiiiiiiiiiiieiiisiee e 43
4.5  FaCtOr ANGIYSIS ...ooviiiiiiecce e 45
4.6  Perceived Service Quality in ATCL ...c.ccovoiiiiiiece e 46
4.7  Findings of the Study ODJECHIVES ........ccccviiieiiece e 47
4.7.1 Relationship between Tangible Elements and Customer Satisfaction........... 49

4.7.1.1 Tangible Elements that customers consider most when choosing Air
Tanzania Company LiMited..........cccccoviiiieie i 51
4.7.1.2 Service quality elements that require immediate improvements to increase
CUSEOMEr SALISTACTION .....c.veviiieiie e, 52
4.7.1.3 Strategies that can be used by ATCL to improve performance and reduce cost
0 INCIEASE FEVENUE .....c.vevivieieeteeieeiie ettt sttt 52
4.7.2 Relationship between Personal Services and Customer Satisfaction............. 54

4.7.2.1 Problems encountered by ATCL employees when providing services to

CUSTOMIETS ..ottt 56
4.7.2.2 Customers appreciation on ATCL empPlOYEeS .......ccccvvvvevieiiiievie e, 57
4.7.2.3 Maintaining promises made t0 CUSTOMENS.......c.ccovevieeieeiie e 58
4.7.3 Relationship between Airline Image and Customer Satisfaction................... 59
4.7.3.1 Insights on ATCL from the PUDIIC.........c.ccoveiiiiiii e, 60
4.7.3.2 Prices charged DY ATCL .....cvvoiiiiicee ettt 61



4.7.3.2 Recommending ATCL Services t0 anyone .........cccecvvereeieieeiieerieseeseseesnens 62

4.8  Summary of Binary Logistic Regression Results ............cccocevviveiieiiiiennnn, 63
CHAPTER FIVE ... ..ottt 65
5.0 SUMMARY, CONCLUSION, RECOMMENDATION........ccccevvrrnrnnn. 65
5.1 Introduction to the Chapter ..o 65
5.2 Summary Of the STUAY......cccoeiieiicc e 65
5.2.1 Influence of Airline Tangibles on Customer Satisfaction...............cccccccevenee. 66
5.2.2 Influence of Personal Services on Customer Satisfaction..............cc.ccoceeveuene. 66
5.2.3 Influence of Airline Image and Customer Satisfaction...............cccccevvenennen. 67
5.3  Conclusion of the StUAY........c.ccveiiiiiiece e 67
54  Recommendation of the Study...........ccceiiviiiiiiii i 70
5.4.1  AIFIINE INAUSIIY ..o 70
5.4.2  POLICYMAKEIS ......ueiiiiiicteece ettt ere s 71
543 PUDIIC ..ot 71
55  Areas for further StUdY ........ccooveiiiiieece e 72
REFERENCQCES ... ..ottt 74
APPENDICES ...t 83



LIST OF TABLES

Table 1: Adoption of AIRQUAL diMeNSIONS........ccccveviieiiiiesie e se e 14
Table 2: The Cronbach’s AIpha Values .........cccoiveiieiieiiiieiiese s 33
Table 3: Response Rate of Return of Questionnaires (N=378) ........c.ccccevvvvvverveinernen. 36
Table 4: Gender of the Respondents (N=302) ......ccoevveieeieieese e 37
Table 5: Respondents” Age Groups (N=302) ....ccueeveivreieeeieieesie e see e see e sne e 38
Table 6: Education Level (N=302) ......ccooiviiiiieceee e 39
Table 7: Marital Status (N=302) .....ccviiieie e 40
Table 8: Number of times travelled using ATCL (N=302) .....cccoveveeveevieieeie e, 41
Table 9: Occupation of Respondents (N=302) ......ccevveiieieieeie e 41
Table 10: Correlation MALIIX.........coeiviiieieiee e 43
Table 11: Variance Inflation FACtOr MatriX ..........ccccoeveiirenniineneeeseeec e 43
Table 12: KMO and Bartlett's TSt .........cooeiiiiiiieciesese e 46
Table 13: Overall service quality INAEX ........cccveiiiieiieiieeceece e 47
Table 14: Hypothesis tested in the StUdY..........cccceeveiiiiicccecce e, 48
Table 15: Binary Logistic Regression ReSUILS...........ccccveveieeiiiie i 48
Table 16: Summary of Binary Logistic Regression Results...........cccccoevvevieiiecnnnnn, 63



LIST OF FIGURES

Figure 1: Conceptual Framework

Xi



LIST OF ABBREVIATIONS AND ACRONYMS

ATCL: Air Tanzania Company Limited

CAG: Controller and Audit General

IATA: International Air Transport Association
TCAA: Tanzania Civil Aviation Authority

GDP: Gross Domestic Product

BLRM: Binary Logistic Regression Model

SPSS: Statistical Package for the Social Sciences

Xii



ABSTRACT

This study aimed to assess the effect of service quality on customer satisfaction in
Air Tanzania Company Limited (ATCL) with a specific focus on the influence of
tangible elements, personal services, and airline image. The study adopted a
theoretical framework based on the Expectancy Disconfirmation Theory and the
AIRQUAL Model for understanding the relationship between service quality and
customer satisfaction. To achieve the study's objectives, a cross-sectional research
design was employed, allowing for the collection of data from a diverse sample of
ATCL customers. The sample was selected using a combination of simple random
sampling and purposive sampling techniques. A total of 302 ATCL customers and 8
supervisors from ATCL participated in the study, providing valuable insights into
their perceptions of service quality and its effect on their overall satisfaction. Data
collection was done through structured questionnaires and face-to-face interviews.
The data was analyzed using binary logistic regression in IBM SPSS Statistics 23,
and thematic analysis through MAXQDA. The study's findings revealed compelling
evidence of the significant influence of tangible elements, personal services, and
airline image on customer satisfaction in ATCL and also implied a mismatch
between customers' perceptions of the airline's service quality and customer
expectations. To maintain service quality standards, collaboration between
policymakers and ATCL management is crucial to establishing guidelines as well as
conducting regular audits, allocating enough resources for tangible improvements,
investing in employee training for better customer interactions, and engaging with

customers on social media platforms.

Xiii



1.0

1.1

1.2

CHAPTER ONE
INTRODUCTION
Overview of the Chapter

This chapter covers the background of the study, the statement of the
problem, the research objectives, and the research hypothesis. It also provides
a distinct description of the scope of the study, the significance of the study,

and the organization of the dissertation.
Background of the Study

With the rapid advancement in the business environment and growth of the
service sector, all organizations need to improve the quality of services
provided to satisfy customer needs. Service quality is defined as the overall
perceived assessment of the service performance by the customer and is
determined by the overall evaluation from the customer regarding the service
provider's efforts and how well these efforts align with customer desires and
expectations (Javed Ali et al., 2021; Akroush et al., 2016). Service quality is
useful in enhancing customer loyalty, gaining a competitive advantage, and
meeting customer satisfaction (Huang et al., 2019); Wahab & Rady, 2018).
Customer satisfaction is an important factor as it plays a great role in
attracting, increasing customer attention, and improving the performance of
any organization including the airline industry (Halpern & Mwesiumo, 2021;

Johnson et al., 2018; Rahim, 2016).



The service sector contributes to 67.9% of the global GDP Magoti & Mtui
(2020) and creates more than 70% of employment in the world (Deloitte,
2018). Businesses in today's dynamic environment must cope with
considerable differences from the past to operate effectively, with customer
satisfaction emerging as a key and resource-intensive aspect (Javed Ali et al.,
2021). Many successful organizations and sectors aim not only to satisfy
customers but also to delight and exceed their expectations (Balinado et al.,
2021). Employees must strive to satisfy customers, as subpar airline services
can lead customers to choose alternative providers or public transport (Chou
et al., 2015). Africa's service sector has been experiencing notable growth and
understanding customer satisfaction is crucial for airlines to remain
competitive and enhance service quality. Businesses have been forced to
develop unique strategies for boosting their level of service due to a decline in
satisfaction among customers and a rise in customer expectations (Wahab &
Rady, 2018). Rahim (2016) argues that customers tend to be loyal to sectors
that provide the best services to the customers. Employees working in the
airline sector have to be competent in the provision of quality services to
increase organizational performance and enhance revenue generation

(Namukasa, 2013; Sricharoenpramong, 2018).

Tanzania in particular, service quality has remained a critical concern from
the fact that evaluating services is complicated (Galan, 2019). For businesses
to compete in the competitive environment, awareness of customer needs and

expectations is of great importance (Trivedi et al., 2018; Nyangarika, 2016).



Service sectors such as information technology, hospitality, transportation,
mass media, entertainment, sports, finance, education, and healthcare should
deliver the ideal quality services to maintain the right level of satisfaction for

their customers (Magasi et al., 2022).

The airline industry is one of the major service sectors in the world which is
important in increasing the country’s GDP, increasing employment
opportunities, facilitating tourism, fostering economic growth, and increasing
revenue from the tax collected. One of the several public entities that have
experienced losses over the past five years as a result of underperforming
investments and commercial operations in Tanzania is the Air Tanzania
Company Limited (CAG, 2023). Apart from receiving TZS 30.63 billion in
government funding during the fiscal year 2021-2022, it nevertheless

reported a loss of TZS 35.23 billion.

Different models have been developed to assess and measure the level of
customer expectation from the services offered, customer perceptions, and
their final satisfaction. Parasuraman et al. (1988) developed the SERVQUAL
model with five dimensions including tangibility, reliability, responsiveness,
assurance, and empathy. In 2001, Bari et al. presented the AIRQUAL model
to measure the effect of service quality in the airline industry with five
dimensions namely; airline tangibles, terminal tangibles, personal services,
empathy, and image which have been used by various scholars such as
(Badrillah et al., 2023; Farooq et al., 2018; Javed Ali et al., 2021; Kos Koklic

etal., 2017; Wahab & Rady, 2018). This model is important as it has the most

3



1.3

necessary dimensions that need improvement in airline service quality and
has not received much attention due to its emergency development (Badrillah
et al., 2023). In the same way, this study will be important in identifying
specific airline dimensions that can be used by ATCL to enhance customer
satisfaction since there are inadequate studies that have used the AIRQUAL

model in Tanzania.
Problem Statement

The provision of high-quality services is the backbone of any service delivery
sector such as the airline industry. Delivering excellent services is essential
for airlines’ survival, customer loyalty, higher competitive advantage,
increased market share, and profitability (Jameel et al., 2020; Namukasa,
2013). Personal services, the airline’s image, and tangible elements need to
be of high quality to ensure the quality of services delivered. Due to the
change in the marketing environment, customer needs, and expectations,
different service sectors including the airline industry and the government are
still looking for better ways to make the delivery of services effective. In
efforts to improve the airline industry, the government of the United Republic
of Tanzania has increased the number of aircraft, airports, and staff,
improvead airport infrastructures, and invested in technology to lower costs
(TCAA, 2019). It has also provided grants of TZS 30.63 billion to support the
airline industry (CAG, 2023). Moreover, to ensure the effectiveness and

efficiency in the performance of the airline industry, Tanzania introduced the



Civil Aviation Act of 2003 which is responsible for regulating and controlling

all the matters in the airline industry.

Despite the efforts done by the government of the United Republic of
Tanzania to improve the airline industry; ATCL is still faced with a number
of problems such as underperformance (CAG, 2023). This is due to poor
operations and poor market strategies such as service quality which have
resulted in a negative equity of 47.66% with reference to the total assets
(CAG, 2023). ATCL is faced with service quality problems as observed in the
Air Tanzania Customer Reviews such as luggage losses, flight delays,
ineffective emailing and ticketing information system, poor customer
services, inadequate number of staff, unavailability of services for twenty-
four hours, incompetent service providers, cancellation of flights without
information and poor refunding process (Airline Reviews and Rating |
SKYTRAX, 2023.). The said problems have resulted in dissatisfaction among
ATCL users. The failure to solve the identified problems and provision of
quality services in ATCL is likely to result in loss of customers, loss of
revenue, cost increase, bankruptcy, and damage to the airline’s reputation.
With such problems facing the airline industry, studies conducted have not
given enough attention to how service quality can be used to enhance customer

satisfaction in ATCL.

A number of studies have been conducted on the influence of service quality
on customer satisfaction in the airline industry using different variables and

leaving other variables behind. Sandanda & Matibili (2016) studied

5



reliability, customer service, convenience, accessibility and inflight service.
Also, Kos Koklic et al. (2017) investigated the airline tangibles and the
quality of personnel. In Tanzania, most of the previous studies were
conducted in the education sector, banking industry, energy sector, posts
corporations, and telecommunication sector by Galan (2019), Magoma et al.
(2019), Peter & Batonda (2022), Nyangarika (2016) and Mboma (2021)
respectively and have concentrated on measuring the effect of service quality
on customer satisfaction using SERVQUAL model. This study at hand
intends to assess the effect of service quality on customer satisfaction in the
airline industry using the AIRQUAL model through airline tangibles,
personal services, and airline image. The identified dimensions such as the
airline tangibles, personnel services, and image have been seen as the most
important dimensions in the airline industry towards customer satisfaction.
The study done by Ali et al. (2015) identified airline tangibles, personnel
services, and image as very important dimensions of customer satisfaction
with a higher significance level than terminal tangibles and empathy. Also, a
study conducted by Ekiz et al. (2006) revealed a greatly significant
relationship between image to customer satisfaction by 0.91. Moreover,
Farooq et al. (2018) discovered a significant relationship between 0.901 and
0.865 of personal services and airline tangibles compared to other dimensions
used. This study will be useful in providing market strategies that can be used
by ATCL to reduce the revenue loss as identified by CAG in 2023 and

improve services provided to enhance customer satisfaction.



14

14.1

1.4.2

1.5

1.6

Research Objectives
General Objective

The general objective of the study was to assess the effect of service quality

on customer satisfaction within Air Tanzania Company Limited in Tanzania
Specific Objectives

i.  To examine the influence of airline tangibles on customer satisfaction

within Air Tanzania Company Limited in Dar es Salaam.

ii. To evaluate the influence of personnel services on customer

satisfaction within Air Tanzania Company Limited in Dar es Salaam.

iii.  To determine the influence of airline image on customer satisfaction

within Air Tanzania Company Limited in Dar es Salaam.
Research Hypothesis

H1: There is a significant positive relationship between airline tangibles and

customer satisfaction in Air Tanzania Company Limited

H2: There is a significant positive relationship between personnel services

and customer satisfaction in Air Tanzania Company Limited

H3: There is a significant positive relationship between airline image and

customer satisfaction in Air Tanzania Company Limited
Significance of the Study

The findings of this study are expected to be useful to numerous stakeholders

such as policymakers, the airline industry, the public, and academicians. To

7
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policymakers, the study findings will be useful to the Ministry of Transport
and Communication in designing the best policies to improve the airline
industry in Tanzania. To the airline industry, the study targets the best
strategic ways that the airline industry can use to meet and exceed customer
expectations. The identified factors will be useful in attracting, retaining, and
enhancing long-term relationships with customers. Employees will be able to
understand the service quality dimensions that need immediate improvements
and the ones that need to be efficiently maintained. To academicians, the
findings will form the basis for further research by pointing out the gaps to be
filled in the airline industry from the recommendations that will be made for
further studies. Moreover, the study is also important in improving the
knowledge and skills of the researcher and for the partial fulfilment of the

award of Master of Business Administration in Marketing Management.
Delimitations and Limitations of the Study

This study intended specifically to assess the influence of service quality on
customer satisfaction in Dar es Salaam. The findings cannot be relevant to
other cities due to potential differences in consumer expectations, cultural
traits, and service delivery practices. Also, this study confines its inquiry to a
certain service business which is the airline sector and because service quality
dimensions and customer satisfaction criteria do vary by sector, the
conclusions cannot apply to other areas like healthcare, banking, hospitality
sectors, or transportation. Moreover, only the airline’s tangible, personal

services and image elements were the focus of this study hence reducing the

8



1.8

study coverage on the dimensions used to assess service quality. This study
was carried out during the years 2022 and 2023 and while focused on service
quality and customer satisfaction, studies carried out before 2022 may have

produced different results.

The researcher faced a significant time constraint with only a few weeks to
collect data from customers and ATCL officials and thoroughly examine data
before moving on to the other chapters. Respondents especially ATCL
officials were extremely busy and adhered to their daily work schedules and
constantly asked for more time or to come some other time whenever they

were approached for data collection.
Organization of the Study

This research study is organized into five inter-connected chapters as

discussed below.

Chapter one is the introduction part of the study which covers the background
information, statement of the problem, objectives of the study, research
hypothesis, significance of the study, delimitation, and the limitation of the

study together with the structure of the study.

Chapter two provides the literature review in the context of service quality
and customer satisfaction. The chapter starts with definitions of the key terms,
and theoretical and empirical literature drawn from the given three objectives.
Both theoretical and empirical reviews have laid the foundation for the

research gap and the conceptual framework of the study.



Chapter three presents the methodology and procedures adopted in data
collection, analysis, presentation, and interpretation. The chapter describes the
research philosophy, research approach, research design, study area, study
population, sample size and sampling procedures, sources of data, data
collection methods, data analysis, the validity and reliability of data together

with ethical considerations guiding this study.

Chapter four presents research findings and a discussion. The section starts
with the presentation of the general information of the respondents, research
findings, and discussion. The analysis includes the BLRM and the

presentation involved relevant tables and figures.

Finally, chapter five presents the summary, conclusions, recommendations of

the study findings and areas for further study.

10



2.0

2.1

2.2

221

2.2.2

CHAPTER TWO
LITERATURE REVIEW
Overview

This section provides a review of works of literature related to the study. It is
comprised of a theoretical review that defines the key terms used in the study
and a discussion of models related to the study. It is followed by the empirical
review and research gap. Finally, the conceptual framework is created,
establishing independent variables and their relationships with the dependent

variables.
Definitions of key terms
Service Quality

Service quality is defined as an evaluation of the organization’s performance
and customers’ expectations from the services delivered (Ali et al. 2021). To
provide services of quality, which entails going above the customers'
expectations, the firm's actual service performance should relate to customer

expectations.
Customer Satisfaction

Customer satisfaction is a person's perspective or thoughts about the type of
service or product that customers receive in comparison to their expectations
(Balinado et al., 2021). According to Jameel et al. (2020), the term
satisfaction describes how a person feels after evaluating how well a product

performed in comparison to their expectations.
11



2.2.3

2.3

23.1

Airline Industry

The airline industry is a kind of transportation that uses aircraft and
helicopters to offer air transportation for people and cargo (Balinado et al.,

2021).
Theoretical Review

This study employed the Expectancy Disconfirmation Theory together with
the AIRQUAL model. The Expectancy Disconfirmation Theory was
employed due to its ability to explain how perceptions and expectations can
be used to assess the service quality provided by various organizations toward
customer satisfaction. Also, the AIRQUAL model was adopted in this study

to provide dimensions to be used in measuring the quality of airline services.
The Expectancy Disconfirmation Theory

Customer satisfaction is of great importance in any sector as it is useful in
increasing sales, attracting good word of mouth, and enhancing trust and
loyalty. The Expectancy Disconfirmation Theory was developed by Richard
L. Oliver during a series of two articles written in 1977 and 1980. According
to the theory, consumers decide which products and services to buy based on
their expectations of how well they will function. To assess the product, the
level of expectation acts as a standard. Essentially, after using the service, the
outcomes are evaluated by comparing them to what was expected. If the
outcomes align with the predictions, confirmation happens. However, if

there's a mismatch between expectations and outcomes, disconfirmation

12



2.3.2

occurs. Satisfaction is greatly affected by challenges expectations and how
well something is believed to have performed. Expectations and perceived
performance have an indirect effect on satisfaction, which is mediated

through the concept of disconfirmation or satisfaction.

This theory was relevant as it provided the basis for customer satisfaction
when the actual performance from the services provided does not match with
what customers expect, dissatisfaction occurs. But if the performance matches

expectations, then satisfaction occurs.
AIRQUAL Model

This study used the AIRQUAL Model which was developed by Bari et
al. (2001) describing the five dimensions of service quality in the airline
industry. The study done by Bari was conducted in North Cyprus and was
composed of five dimensions namely; airline tangibles (overall condition of
aircraft), terminal tangibles (quality of services which are available at the
terminal), personnel services (quality of service provided by airline's staff),
empathy (hassle and problem free) and image (image, goodwill and brand
recognition value). This study employed only three dimensions namely:
Airline tangibles, personal services, and image. The dimensions have been
selected from previous studies conducted that have shown the strong

influence of the said dimensions on customer satisfaction as indicated below:

13



Table 1: Adoption of AIRQUAL dimensions

Authors Airline Personnel Image Terminal Empathy
Tangibles  Services Tangibles

(Alietal., 2015) 0.608 0.5 0.558 0.441 0.391
(Farooq et al., 0.865 0.901 0.799 0.883 0.851
2018)

(Javed Ali et al., 0.77 0.66 0.529 0.587 0.602
2021)

(Ekiz et al, 0.86 0.84 0.91 0.88 0.89
2006)

Literature Review (2023)

The studies conducted by the identified authors have indicated the great
significance of the identified dimension on customer satisfaction as shown in
Table 1 above. This study employed only three dimensions of the AIRQUAL
model namely; airline tangibles, personal services, and airline image as they

have been seen with a strong influence on customer satisfaction.

In the study conducted by Ekiz et al. (2006), Terminal Tangibles are
associated with the service quality available within a terminal setting. These
tangibles encompass factors such as the cleanliness of airport restrooms, the
presence of shops within the airport, the availability of parking spaces, the
comfort of the waiting area, the effectiveness of signage, the friendliness of
security and control systems, as well as information counters designed to
assist passengers (Ali et al. 2015; Badrillah et al., 2021). However, it's

important to note that this present study focuses exclusively on evaluating the
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service quality provided by ATCL, not JNIA. As a result, Terminal Tangibles
will not be considered in this study, as they pertain to JNIA, which is beyond
the scope of this research investigation. Furthermore, Ali et al. (2015)
conducted a study that examined empathy as one of the fundamental metrics
for evaluating personal services. In this study, empathy was identified as a
critical component within the framework of measuring personal services, and
it was incorporated as one of the essential dimensions in the study conducted
by Ali. Thus, the study employed only three dimensions from the AIRQUAL
model which are Arline Tangibles, Personal Services, and Airline Image to

assess the effect of service quality on customer satisfaction within ATCL.

This model was relevant to this study as it specified the useful dimensions
used to measure the level of customer satisfaction and assess the service
quality performance of airline services. Therefore, the identified variables
were used to examine the influence of service quality on customer satisfaction

efficiently in the airline industry.
Empirical review
Influence of Airline Tangibles on Customer Satisfaction

Improving airline tangibles such as catering service, cleanliness, the comfort
of the plane seats, and the quality of air-conditioning in the plane will lead to
improved customer satisfaction (Balinado et al., 2021). A study done by Ali
et al., (2015) observed a strong positive relationship between airline tangibles
and customer satisfaction in Pakistan airlines. A researcher used convenient

sampling to obtain a sample of 498 respondents to test the hypothesis through
15



Structural Equation Modelling. However, to make the study more relevant,
the researcher could have made use of both probability and non-probability

sampling techniques to make the sample more representative.

Also, a study by Brochado et al. (2019) on airline passengers’ perceptions of
service quality in the airline passengers was conducted on six companies
through convenience sampling to obtain 200 reviews. The study findings
showed that companies need to provide services of quality with a great
emphasis on tangibles to satisfy customers. The study conducted was based
on low-cost companies while other forms could make the study more
significant. Also, the study focused on a single media platform while there are
many social media platforms like Facebook and Instagram. Moreover, a study
could have employed a large sample size chosen from six companies to make

the study more representative.

A study done by Namukasa (2013) in Uganda found that in-flight attendants
need to focus on tangibles as there is a significant positive effect between in-
flight service quality on passenger satisfaction. The study conducted by
Namusaka was relevant as it used a representative sample and all members of
the population had an equal chance of being included in the study. However,
Uganda and Tanzania are different countries with different cultures and

economic conditions, so there is a need to conduct a study in Tanzania.

Farooq et al. (2018) observed that customer satisfaction in the airline industry
is influenced by better quality of airline tangibles. The study was done in

Malaysia where a convenient sampling technique was used to obtain a sample
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of 460. The study findings could have been more significant if all members of
the population had an equal chance of being included in the sample. Also, the
study being conducted in Malaysia cannot generalize the study finding hence

there is a need to conduct such study in Tanzania.
Influence of Personal Services and Customer Satisfaction

Airline personal service is intended to evaluate employees working within the
airlines. Items such as employees’ attitudes, knowledge, experience, personal
care, and responsiveness of aircraft crew members are considered elements of
personal services (Badrillah et al., 2023; Namukasa, 2013). Idris et. al (2022)
studied service quality and customer satisfaction at Malaysia Airlines. The
study suggests that, for human resources to provide quality services,
companies should recruit and provide training to their employees. Tanzania is
different from Malaysia and other countries where studies have been
conducted in terms of demography, economy, politics, and socio-cultural

influences; there is a great need to conduct a study in Tanzania.

Also, a study conducted by Alsini (2017) on the effect of perceived service
quality on customer satisfaction in Saudi Arabia showed a significant effect.
A researcher employed a convenient sampling technique and 300
guestionnaires were employed to obtain data. The study employed only a non-
probability technique whereas the study at hand still will employ a probability
sampling technique that allows an equal selection among all members of the

population.
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Albonaeimi and Hatami (2015) studied a similar effect in Zagros Airlines and
identified a positive and meaningful effect between personal services and
customer satisfaction. The study used only questionnaires to collect data
while the study at hand will employ both questionnaires and interviews to

collect data.

Similarly, a study done by Wahab and Rady (2018) in Egypt measuring
airline service quality identified a significant effect of airline personal
services and customer satisfaction. A study employed 300 questionnaires
through convenience sampling. The study recommended the improvement of
service quality to improve customer satisfaction. This study could have been
more significant if the research used both qualitative and quantitative methods
in data collection. Also, probability methods of sampling techniques could

have allowed an equal chance of inclusion for all users of airline services in

Egypt.

Influence of Airline Image and Customer Satisfaction

This dimension investigates the overall perception, value for money,
promotional offers, goodwill, and image of the airline company (Ekiz et al.,
2006; Badrillah et al., 2021). Agarwal and Gowda (2020) are of the view that
the failure to provide quality services to customers can damage the airline’s
image and result in negative effects on the behavioural intentions of
passengers. The researcher studied general attributes of the physical
environment leaving the other variables behind. The studied variables include

airline empathy and their influence on customer satisfaction. The research
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study could have been more meaningful if a researcher studied all the
variables used to measure the influence of airline image on customer

satisfaction.

Another study was conducted by Caiga et al. (2018) on airline customer
satisfaction in the Philippines through descriptive methods of 365
respondents. The study findings indicated a positive significant relationship
between airline image and customer satisfaction. Also, airline customers
depend on the good image of the aircraft because if they have bad
experiences, they will not acquire services from the same airline. The study
involved respondents who were at least 15 years old and collected data from
terminal 3. The study could have been more meaningful if the information

were collected from all customers at the given airport.

Also, a positive significant influence was observed by Hasan et al. (2020)
between airline image and customer satisfaction. A study suggested that
service sectors should struggle to provide quality services to keep their image
reputable. The study was conducted outside Tanzania hence the study at hand
will assess the influence of airline services on customer satisfaction in

Tanzania.

Piamsirikamol (2022) observed a positive significant influence between
airline image and customer satisfaction in Thailand. The study collected data
from 603 foreigners at three international airports: Dunhuang International
Airport, Suvarnabhumi International Airport, and Phuket International

Airport, using questionnaires.Structural equation modelling was used to
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analyze data. The study considered only the low-cost airlines in Thailand and
ignored other airlines. The study could have been more significant if all

airline types were included in the study.
Research gap

Previous studies observed the effect of service quality on customer
satisfaction focused on different sectors such as education, energy, post-
corporation, telecommunication, and banking. Thus, there are inadequate
studies that focused on the airline industry which will be filled by this study.
Also, most of the studies done in Tanzania have measured the effect of
service quality through the SERVQUAL model and the study at hand will use
the AIRQUAL model to measure the effect of service quality on customer
satisfaction. Moreover, most of the studies conducted have only collected data
quantitatively through questionnaires whereas the study at hand will include
mixed approaches in data collection through both questionnaires and

interview guides.
Conceptual framework

Mensah (2020) defines conceptual framework as the diagrammatic
description of the relationships between the ideas underlying the
investigation. It is developed to show the relationship between independent
and dependent variables. The independent variables namely tangible
elements, personal services, and airline image were derived from the
AIQUAL Model and empirical literature review. The conceptual framework

of Figure 1 assumes that there is a relationship between the aforementioned
20



independent variable and dependent variable (Customer Satisfaction). Further
discussion of independent variables has been done in the subsequent

paragraphs.

Airline tangibles refer to the interior of aircraft used by airlines, the in-flight
food and beverages quality (catering service), the cleanliness of the plane’s
toilets, the seating comfort of the plane seats, employee appearance, the
quality of interior and exterior equipment and the quality of air-conditioning

in the plane (Ekiz et al., 2006; Ali et al. 2015; Farooq, 2016).

Personnel services are intended to evaluate employees working within the
airlines. Among items include employees’ attitude; knowledge; experience;
personal care of employees to everyone and empathy; an error-free ticketing
service; and responsiveness of aircraft crew members (Namusaka, 2013; Wu

and Cheng).

Airline image investigates the overall perception; value for money;
promotional offers and goodwill; availability of low-price ticket offerings;
safety and security, consistency of ticket prices with given service, and the

reputation of the airline company (Ekiz et al., 2006; Farook, 2016; Ali, 2015).
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Independent Variables Dependent Variable

Airline Tangibles
e Catering services
e Cabins and toilets
cleanliness
Seat comfort
Appearance of employees
Quality of air-conditioning
In-flight entertainment
Anpearance of aircraft

Personal services
e Employees responsiveness
e Employees friendliness

e Employees courtesy

[ J

Customer satisfaction

Loyalty

’ e Repeat
ey erionce o0 purchase
; e Good word of

e Empathy of the airline
personnel

FuoanmlAaiiann AmvAaAnmAT~AA~

mouth

Airline Image

e Consistency of ticket
prices

e Airline Reputation

e Promotion offers

o Availability of different
classes

e Flight amendment

Safety and security

Figure 1: Conceptual Framework

Source: Literature review (2023)
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CHAPTER THREE
METHODOLOGY
Introduction

This section presents the research methodology used in this study,
comprising the research approach, research design, area of the study,
population, sampling and sample size, data collection, data analysis,

reliability and validity, and ethical considerations.
Research approach

This study employed a mixed research approach through both qualitative
and quantitative methods to examine the relationship between dependent and
independent variables. This approach provides the researcher with more than
one method to gather and analyze data about the same phenomenon. The use
of hypotheses established in line with provided theories and empirical
studies resulted in the use of a quantitative design through the use of a
survey questionnaire upon data collection. The qualitative approach
was utilized through interviews within a small sample size to obtain a better
understanding and get greater insight into the effect of service quality on
customer satisfaction together  to triangulate the findings from the
guantitative design. Data analyzed numerically through quantitative methods
were presented using statistics and tables. Moreover, the qualitative

approach was concerned with quality or kind.
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Research design

A research design is a planned approach that outlines the methods and
procedures for collecting and examining the necessary data (Bridge Center,
2015).This study used a cross-sectional research design. Data was collected
from the study area at one point in the given study area. In a cross-sectional
study, the researcher simultaneously assesses the study participants'
exposure and outcome (Setia, 2016). This type of research design provided
meaningful information to a group of people and was done in a smalltime

frame.
Area of the study

Henn et al. (2015) outline the area of the study as a physical place within
which the researcher intends to inquire about the phenomenon. The study
was conducted in Dar es Salaam at Julius Nyerere International Airport from
Terminals 11, 1Il, and IV and ATC House where both domestic and
international travellers were included. Dar es Salaam is chosen from the
reason that the airport found in the region is the biggest in Tanzania with
many customers and it is the destination of many customers, inside and

outside the country. The respondents were the users of ATCL services.
The study population

Bandhari (2022) defines a population as the entire group that a researcher
wants to conclude about. It is a collection of all the units that have the

variable characteristic under study and from which the researcher
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generalizes the conclusions (Shukla, 2020). This study included both
domestic and international travellers from Terminal 1l and Il at JNIA and
customers who were making bookings at ATC House in Dar es Salaam who
were using ATCL services from May to June during the data collection

process.
Sample Size Determination and Sampling Procedures

Kothari (2009) defined the term sample as selected people or things that are
taken from a larger group and used to depict that group as a whole. A sample
chosen should be substantial enough to accurately represent the population
from which it was drawn and convenient for data collection. A sample was
chosen from the reason that the researcher was not able to reach out to the
entire population due to time and financial constraints. However, care was
taken to ensure that the core objective of the research on assessing the effect

of service quality on customer satisfaction is not distorted.
Sample size

The sample size is defined as the number of items selected at random from
the study's population (Kothari, 2009). To draw a sample size from the
study’s population, the (Cochran, 1977) formula for an unknown population
was used. The reason behind the use of this formula is due to its high ability

to give out reliable and sufficient sample size. Below is how the sample was

determined:
z:

n=-—*pq
22
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1967
~ 0.052

+ 0.5+ 0.5 = 384 respondents

Sampling Techniques

The sampling technique stands for the design that will be used in selecting
the items for the sample. The sampling technique is a method or approach of
choosing a meaningful sample from a population to identify the traits or
boundaries of that population as a whole (Kothari, 2009). The fundamental

purpose of testing is to reach a determination about populaces from tests.

3.6.2.1 Simple Random Sampling

This particular method of probability sampling uses a population, each of
whose members has a known non-zero probability of being chosen at
random, which is how a sample unit is chosen (Agarwal & Gowda, 2020).
Simple random sampling was done to ATCL customers waiting for their
flights at Terminal 11 and I11 and the ones making bookings at ATC House in
Dar es Salaam. The researcher was guided to the areas where customers
were waiting for ATCL flights. In these waiting areas, respondents were
randomly selected by the researcher and requested to complete
questionnaires. The completed questionnaires were either returned to the
ATCL staff or handed back to the researcher. Customers were also
approached in the ATC House while they waited to arrange a reservation
and encouraged to complete the questionnaires. Both domestic and
international travellers were randomly selected during different times of the
day and on different days from May 2023 to June 2023 for questionnaire
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filling. The aim of collecting data on different days and at different times of
the day was to be able to meet different customers who would be useful in

data collection.

3.6.2.2 Purposive sampling

3.7

3.7.1

This is the sampling technique where respondents are chosen based on the
characteristics that the researcher is interested in studying and that will
enable the fulfilment of research objectives and answer the research
questions. ATCL officials from Dar es Salaam particularly from ATCL
offices at JNIA and ATC House were used in collecting data through face-
to-face interviews. 2 supervisors from the department of call center,
marketing, air ticketing, and air hostesses were purposefully chosen to assess
the effect of service quality on customer satisfaction in ATCL. During data
collection, the researcher conducted interviews with the supervisors in their
offices to gather information. The reason for using supervisors in data
collection and not normal employees is their higher level of experience and
expertise in managing customers and interacting with participants. Also,
they were able to allocate their time strategically to ensure that interviews

were done effectively to meet the study objectives.

Types of Data and data collection method

Type of data

Data were collected from primary sources. Primary data are types of data
gathered directly from the field under the direction of the researcher and

were collected through questionnaires and interviews.
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3.7.2 Data Collection Methods and Instruments

In this study, data were obtained and collected through questionnaires and

interview methods.
3.7.2.1 Questionnaire

A questionnaire is a set of inquiries made to people to gather statistically
valuable information on a specific subject. Questionnaires are useful and
relevant as they capture all the necessary data for the objectives of the study
to be achieved. This study used self-administered survey questionnaires for
data collection which were distributed to both domestic and international
travelers in waiting lounges of Julius Nyerere International Airport at
Terminal Il and 111 together with ATC House offices in Dar-es-Salaam. The
questionnaires were designed firstly to capture the demographic features of
the respondents such as age, gender, level of education, number of times
travelled using ATCL, occupation, and the main reason for their flights. The
second part of the questionnaire captured the variable information on the
airline tangibles, personal services, and image as the dimensions of service
quality in this study. Questions were formulated as statements and rated on a
five-point Likert-type scale, ranging from 1 for "strongly disagree™ to 5 for
"strongly agree". Customers were randomly selected by the researcher at
ATC House and from Terminals Il & Il and approached to fill out the
questionnaire and asked to return them to the researcher or ATLC

employees.
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3.8

Also, face-to-face interviews were used to collect data from respondents
who were ready to be involved in the data collection. The process was done
through verbal interaction between the researcher and the respondents to
obtain more information from the targeted population. In this study, a
structured interview was utilized to gather information on service quality
and customer satisfaction from Air Tanzania’s potential officials who were 2
supervisors from the department of call centre, marketing, air ticketing, and
air hostesses. The researcher approached these supervisors and requested
interviews, which were held in their offices at the times when they were free

for data collection.
Data analysis

Data analysis is the process of assessing the gathered data using analytical
tools and models, whether statistical or not, and utilizing logical reasoning to
derive inferences and conclusions. The study used both descriptive and
inferential statistics. Descriptive statistics were used to describe the
demographic information of respondents. Two approaches were employed
for quantitative data analysis. In the first approach, service quality (SQ) was
estimated by computing the difference between perceptions (P) and
expectations (E), denoted as SQ = P — E. To determine the index score for
each dimension of SQ, the sum of P — E was divided by the number of items
in that dimension. The overall SQ index score was then calculated by

summing up all the dimension scores and dividing it by the total number of
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SQ dimensions (3 SQ dimensions). In the second approach, a binary logistic
regression model was used to assess the effect of all the given objectives
(tangible elements, personnel services, and airline image) to assess the effect
of service quality on customer satisfaction in ATCL. To accomplish this, the
mean scores from the 5 Likert scale questions on customer satisfaction were
transformed into an index score. Subsequently, dichotomous responses for
students' satisfaction were created, where 1 represented satisfaction and 0
represented dissatisfaction. Moreover, the Statistical Package for Social
Science (SPSS) Version 21 software was used to analyse the quantitative
data. The study also employed a thematic approach to analyse the qualitative
data collected through interviews through MAXQDA to support all the
given three objectives. In this approach, the respondents' gathered responses
from the interview were recorded, organised, reviewed, categorised, and re-
coded in MAXQDA to develop and explain themes to be presented in the

study findings.
Assumptions of BLRM

The BLRM assumes that a dependent variable can only take on two possible
outcomes and ignores a linear relationship between the dependent and
independent variables (Abdulgader, 2017). Also, it is supposed that the
explanatory variables do not necessarily need to be intervals, normally
distributed, or with equal variance within each group. Furthermore, the
groups must be precise and mutually exclusive. Finally, for accurate,

reliable, and consistent results, a large sample size is required.
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The conceptual model was implied in binary logistic regression analysis to

reflect the following equations;

Logitp=Inp =2 =BO0+PIX1+P2X2+B3X3+¢

1-p
P= Probability of the effect of service quality on customer satisfaction

Odds=p/1-p= Probability of no effect of service quality on customer

satisfaction
Where:

Logit p = Dependent variable (Customer Satisfaction)
0 =y - intercept (constant)

B1X1= Regression Coefficient of Tangible Elements
B2X2 = Regression Coefficient of Personal Services
B3X3 = Regression Coefficient of Airline Image

€ = error term

Validity and reliability of data
Validity

The validity of the study refers to the degree to which the requirements of
the scientific research methodology are adhered to while coming up with
research findings (Mahajan, 2017). The validity was ensured by a pilot study
involving 20 participants who were users of airline services but not
associated with ATCL. They were asked to assess the questionnaire and

offer feedback regarding its clarity and relevance. The participants reported
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that the items appeared to measure the intended construct indicating a
satisfactory validity. To ensure the content validity, the questionnaires
formulated were designed to include all contents of the research objectives
of the study. Moreover, a variety of data collection methods were used by
this study to ensure the yield of more robust and reliable findings from
respondents who were permitted by the authority to provide information. By
incorporating various approaches, this research minimizes bias and enhances
the overall strength of its conclusions. Finally, a series of tests were
conducted to ensure the adopted model's validity. The data were carefully
examined to determine whether the binary logistic regression and other

statistical criteria were compatible with proceeding with data analysis.
Reliability

The reliability of data is computed through Cronbach’s Alpha Value which
is used to measure internal reliability to ensure that similar results are
obtained when the measurement is repeated under similar circumstances. In
this study, the reliability by alpha coefficients was measured through
perceptions and expectations of all three dimensions namely; tangible
elements, personal services, and airline image. The results showed that all of
the dimensions had an Alpha value above the acceptable level of 0.7. Thus,
the results in Table 2 confirm that the measurement instruments for the study

were reliable.
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Table 2: The Cronbach’s Alpha Values

Construct Number of Perception  Expectation
Items Cronbach’s  Cronbach
Alpha Alpha
Tangible elements 9 0.832 0.836
Personal services 9 0.862 0.874
Airline Image 7 0.797 0.804

Source: Study findings, 2023

3.10 Ethical consideration

To obtain meaningful, reliable, and genuine information from the research
process, one must take into account and safeguard ethical norms such as
anonymity, confidentiality, neutrality, and the respondents' voluntary
involvement. The planning, conduct, and evaluation of different research
writings must take ethical considerations into account. In this study, the

researcher followed the research code of conduct and ethics as follows;

i.  Voluntary participation; participants who were willing to participate
in this study were involved after a brief explanation of the study
introduction, study purpose, and how it will be conducted. After
giving the description above and the request to participate, the
researcher did not coerce or exert any undue influence over the

respondents. Their decision to participate was left up to them.

ii.  Confidentiality; the researcher took into account confidentiality by
preserving the data that was gathered carefully and secretly and used

only for this study. Additionally, the interview was conducted from
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one person to another and no other individual received the

information from the interview conducted.

Anonymity; the researcher ensured the rule of anonymity to give the
respondents the freedom to react honestly, free from bias, and with
adequate confidence to do so. The researcher reached out to
respondents individually, one at a time, and did not ask for sensitive
information from respondents such as names, personal addresses, and
telephone numbers to be filled out in the questionnaires or provided

during the interview.

Neutrality; this study was quite impartial and did not manipulate or
personally affect the study in any manner from the beginning stages,
such as those of creating research objectives and questions, until the

writing stage of the conclusion.
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CHAPTER FOUR
FINDINGS AND DISCUSSION
Introduction

The chapter provides the study's research findings, its discussion, and
results. The study findings and results are presented based on the three
objectives of the study through various statistical tools such as frequency

tables and descriptive statistics.
Return Rate Response

A total of 378 questionnaires were distributed to customers at ATC House,
Terminals 11, and I11. A total of 302 questionnaires were filled out correctly
and handed back to the researcher for data recording and analysis.
According to Nulty (2008), a study involving a sample size of 500
necessitates 289 participants, which constitutes 58% of the total. This study
had a sample of 378 participants, out of which 302 responded. The total
number of returned questionnaires indicates an overall success response rate
of 79.9% enough to ensure that the research results are reliable and valid as
shown in Table 3. The unreturned response of 20.1% was due to time
constraints where some customers were in a hurry preventing them from
completing the survey at that particular moment. Also, some customers were
unwilling to fill out the given questionnaires while some customers did not

complete filling out the given questionnaires. Moreover, the researcher sent
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reminders to customers who had not yet returned their responses and

extended time to give respondents more time to fill out the questionnaires.

Table 3: Response Rate of Return of Questionnaires (n=378)

Response rate Frequency Per cent
Returned 302 79.9 %
Unreturned 76 20.1 %

Source: Study findings, 2023
Characteristics of Respondents

In this study, respondents’ information consists of gender, age, education,
marital status, number of times travelled using ATCL, occupation, and
reason for the last trip. Descriptive statistics were used to represent this

information and were captured from 302 questionnaires from respondents
Gender of Respondents

The findings in Table 4 show that 172 (57.0%) respondents were males
while 130 (43.0%) were females. The study findings reveal that there were
more males involved in the study than females implying that males use more
ATCL services than females. These results are in harmony with those of
Hasan et al. (2020) which showed a greater proportion of males using
Pakistan International Airline compared to females. Similarly, (Rady 2018)
identified a higher number of male passengers utilizing Egyptian airline

services compared to females.

36



4.3.2

Table 4: Gender of the Respondents (n=302)

SEX Number of Respondents  Per cent
Male 172 57.0
Female 130 43.0

Source: Study Findings, 2023

Age of respondents

Table 5 presents the age of the respondents. The study splits the age
structure of the respondents into five groups, namely Below 20, between 20-
29, between 30-39, between 40-49, and 50 and above. The results on the age
group showed that (0.7%) of all respondents were below 20 years of age,
followed by 102 (33.8%) of the age of between 20-29 years, followed by
101 (33.4%) of total respondents had the age of 30-39 years. Also, the
results showed that 76 (25.2%) respondents aged between 40-49 years old.
Lastly, 21 (7%) ranged between 50 and above years old. The data were
captured from different age groups to obtain divergent views from all the
responsible age groups. The respondents aged between 20-29 and 30-39
years were many compared to other age groups. The findings indicated that
the sample used was made up of mature individuals who are capable of
making rational decisions; hence data were gathered from the right. These
results align with the research findings of (Park et al., 2019) which identified
individuals aged 21 and older as those capable of making mature judgments
regarding customer satisfaction.
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Table 5: Respondents’ Age Groups (n=302)

Age Groups Frequency Per cent
Below 20 2 0.7
Between 20-29 102 33.8
Between 30-39 101 33.4
Between 40-49 76 25.2

50 and above 21 7.0

Source: Study findings, 2023

Education of Respondents

The respondent's level of education is shown in Table 6 and the study
findings of the respondents’ educational backgrounds showed that they had
acquired different levels of formal education. The analysis revealed that 5
(1.7%) of the respondents had primary education, 22(7.3) respondents had
secondary education, and 53(17.5%) respondents had attained Diploma.
Also, 146 (48.3%) out of the total respondents had a Bachelor’s Degree, and
60 (19.9%) out of all respondents had a Master’s Degree qualification.
Furthermore, 16 (5.3%) respondents possessed a Doctor of Philosophy
(Ph.D.) qualification. The findings suggest that the majority possess formal
education whereas Bachelor’s Degree was held by most of the customers
thus being able to measure the quality of the airline’s services provided and

make informed decisions. These findings are similar to Ali (2021) who
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revealed a higher percentage of graduates and postgraduates than

undergraduates in the study.

Table 6: Education Level (n=302)

Education level Frequency Per cent
Primary 5 1.7
Secondary 22 7.3
Diploma 53 17.5
Bachelor's Degree 146 48.3
Master's Degree 60 19.9
PhD 16 5.3

Source: Collected Data (2023)

Marital Status

The findings in Table 7 revealed that 137 (45.4%) respondents were single.
Also, 143 (47.4%) respondents were married; 11 (3.6%) respondents were
divorced; and 11 (3.6%) were widows. The married respondents were many
as compared to the other categories of marital status. These findings are
supported by (Park et al., 2019) which revealed a higher percentage of

married customers compared to other marital groups.
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Table 7: Marital Status (n=302)

Marital Status Frequency Per cent
Single 137 45.4
Married 143 47.4
Widow 11 3.6
Divorced 11 3.6

Source: Study Findings, 2023

Number of times travelled using ATCL

Results in Table 8 revealed that only 80 (26.7%) had travelled by ATCL
only once, 141 (46.7%) travelled 2 to 5 times, 6 to 10 times were travelled
by 57 (18.9%), and only 24 (7.9%) had used ATCL services more than 10
times. The study findings reveal a higher travel frequency to be 2 to 5
compared to other travel categories illustrating that the respondents were
able to provide the necessary data on services provided by ATCL. These
findings are similar to those of Ali (2021) who indicated a higher frequency

of individuals who flew multiple times compared to those who flew only

once.
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Table 8: Number of times travelled using ATCL (n=302)

Number of times Frequency Per cent
Once 80 26.5
2t05 141 46.7
6to 10 57 18.9
More than 10 24 7.9

Source: Study findings, 2023

4.3.6 Occupation of Respondents

The data from Table 9 present the occupation of respondents. The analysis
shows that the majority of ATCL users are employed with 137 (45.4%)
respondents, 97 (32.1%) out of the total respondents were self-employed, 53
(17.50%) were unemployed and 15 (5%) out of all respondents were retired.
These findings are similar to those of Chou et al. (2014) who identified a
great number of respondents employed and self-employed in service sectors,

manufacturing sectors, and government employees.

Table 9: Occupation of Respondents (n=302)

Occupation Frequency Per cent
Employed 137 45.4
Self-employed 97 32.1
Unemployed 53 17.5
Retired 15 5.0

Source: Study findings, 2023
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4.4.2

Tests for Assumptions of Binary Logistic Regression

The assumptions of binary logistic regression are valuable tools for
assessing the model's validity and are crucial for making accurate
predictions in binary outcomes. In this discussion, the fundamental
assumptions that support the binary logistic regression model for all three

given objectives as presented in the next subsections.
Sample size adequacy

In a Binary Logistic Regression, having a large sample size is important in
maintaining the accuracy and validity of the outcomes as well as for making
appropriate conclusions from the research (Abdulgader, 2017). This study
employed three independent variables; Tangible elements, personal services,
and airline image, and employed a sample of 302 which is large and enough

to provide adequate data needed in this study.
Multicollinearity

In a BLRM, the explanatory variables should not be highly correlated with
one another to avoid multicollinearity (Senaviratna & A. Cooray, 2019). In
this study, both correlation coefficients and Variance Inflation Factor (VIF)
values were used to test for multicollinearity. Table 11 shows the VIF values
of tangible elements, personal services, and images being 2.005, 2.150, and
1.774 respectively. According to Shrestha (2020), VIF scores between 1 and
5 indicate a moderate amount of relationship between the variables, whilst

small VIF values connected to the variables show no collinearity problems.
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The values obtained are small indicating that no multi-collinearity existed in

data collected.

Also, when the absolute Pearson correlation coefficient is less than 0.8,

collinearity is highly unlikely to occur (Shrestha, 2020). The values in Table

10 show that all the variables’ correlation is less than 0.8 hence no

multicollinearity.

Table 10: Correlation matrix

Tangibles Personal Services Image
Tangibles 1.000
Personal Services 0.676 1.000
Airline Image 0.585 0.622 1.000

Source: Study findings, 2023

Table 11: Variance Inflation Factor Matrix

Tolerance VIF
Tangibles 0.499 2.005
Personal Services 0.465 2.150
Image 0.564 1.774

Source: Study findings, 2023

4.4.3 Goodness of Fit

The binary logistic results in Table 12 revealed that the overall goodness of

the model was statistically significant (p = 0.000), as indicated by the Chi-
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square value in the omnibus test. This significance indicates that the model
predicted service quality dimensions that affected customer satisfaction in

ATCL.

Additionally, -2log Likelihood (- 2LL) as a measure of the goodness of the
logistic models with both Nagelkerke R square and Cox & Snell R square
was employed by the study to show the explanatory power of the model.
Cox & Snell R Square indicated a value of 0.218 as shown in Table 13
implying that the dependent variable's variance is explained by the model to
a degree of around 21.8%. Also, Nagelkerke R Square has a value of 0.300
representing the percentage of variance in the dependent variable that is
explained by the model. The Nagelkerke R Square is often considered an
adjusted version of the Cox & Snell R Square. In this case, the model
explains approximately 30.0% of the variance in the dependent variable.
Nagelkerke R squared of 0.300 indicated that the model provided a strong fit

on overall prediction.

Moreover, the Hosmer and Lemeshew test was also used to assess the
model's goodness of fit. A good fit of the data into the model was shown by
the model's output in Table 13, which was an insignificant (p = 0.160) %2 (3)
of 11.811 for the model with all predictors. Hosmer and Lemeshew's results
which are less than 0.05 indicate a poor fit of the data in the model (Zhang et
al., 2020). The significance value is greater than 0.05 and consequently, the

data provided fits the model.
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Factor Analysis

In factor analysis, the Kaiser-Meyer-Olkin (KMO) measure of sample
adequacy and Bartlett's test of Sphericity were employed to determine
whether the data are appropriate for this statistical method. Through the use
of exploratory factor analysis, the 25 variables were reduced to 3
dimensions: tangible elements (9), personal services (9), and airline image
(7). The KMO measurement assesses the appropriateness of the sample size
as well as the correlation between the variables. It has a range of 0 to 1, with
values closer to 1 suggesting more adequate sampling. The KMO value in
Table 12 is 0.798 indicating that the correlation between the variables and
sample size are both acceptable for factor analysis. Also, Bartlett's Test of
Sphericity was tested to examine whether variables are uncorrelated and
unsuitable for factor analysis. The test produces an approximate chi-square
value, degrees of freedom (df), and a significance level (Sig.). Table 12
shows the approximate chi-square value of 1255.663, with 21 degrees of
freedom and a significance level of .000. The significant p-value (Sig.) of
.000 indicates a sufficient correlation among the variables to proceed with

factor analysis.
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Table 12: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.798

Bartlett's Test of Sphericity Approx. Chi-Square 1255.663
Df 21
Sig. 0.000

Source: Study findings, 2023

Perceived Service Quality in ATCL

All service quality dimensions and the overall service quality index
indicated a negative score as shown in Table 13, indicating that customers'
perceptions of the service quality provided by ATCL are lower than their
expectations. The customers' perceptions of the airline's service quality fall
short of their expectations, as indicated by the negative scores across all
dimensions. This comprehensive negative score pattern suggests a general
dissatisfaction among customers with the service quality provided by ATCL.
Furthermore, upon further examination of the dissatisfaction levels, the
ranking reveals that personal services hold the top position (-0.3142),
followed by airline image (-0.2275) and tangible elements (-0.0646). These
rankings shed light on the specific areas where customers' dissatisfaction is
most pronounced. The overall index score for service quality further

supports these findings, registering at -0.2021.
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Table 13: Overall service quality index

Variables Variables Means P-E
Tangible Tangible Elements Perception ~ 4.017708
Elements Tangible Elements Expectation  4.082263 -0.06456
Personal Personal Services Perception 3.858366
Services -0.31419
Personal Services Expectation ~ 4.172553
Airline Image Airline Image Perception 3.920615
-0.22745
Airline Image Expectation 4.148061
Overall index score -0.20207

Source: Study findings, 2023

Findings of the Study Objectives

This study aimed to assess the effect of service quality on customer
satisfaction in ATCL using the AIRQUAL model.
relationship between tangible elements, personal services, and airline image

with customer satisfaction through binary logistic regression and thematic

It assessed the

analysis and the study findings are presented in the next subsections.
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Table 14: Hypothesis tested in the study

S/N  Hypothesis

Data Collection

Tools

1 H1: There is a significant relationship
between airline tangibles and customer
satisfaction in ATCL

2 H2: There is a significant relationship
between personnel services and customer
satisfaction in ATCL

3 H3: There is a significant relationship
between airline image and customer
satisfaction in ATCL

Questionnaires and

Interview Guide

Questionnaires and

Interview Guide

Questionnaires and

Interview Guide

The study findings are presented in the subsequent section;

Table 15: Binary Logistic Regression Results

Variables B SE Sig Exp (B)
TANGIBLES 1.725 0.274 0.002 5.610
PERSONNALSERVICES 1.459 0.299 0.000 4.301
IMAGE 1.467 0.261 0.000 4.337
Constant 1.211 0.166 0.000 3.3358
Omnibus test — Chi-square 74.263 3
(p=0.000)
Hosmer and Lemeshow —v2  11.811(3) (p =
0.160)
Cox & Snell R2 0.218
Nagelkerke R2 0.300
-2 Log Likelihood 317.165
Dependent Variable; Customer Satisfaction (Satisfaction=1,

Dissatisfaction=0)
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4.7.1 Relationship between Tangible Elements and Customer Satisfaction

The coefficient of tangible elements is 1.725 and significant at (p =0.002)
with an Odds ratio value of 5.610 as indicated in Table 15. The findings
indicate that the coefficient of tangible elements was positive (1.725)
towards customer satisfaction and significant at (p =0.002). The results
show a significant positive relationship between tangible elements and
customer satisfaction. This implies that an increase in tangible elements
accounts for an increase in customer satisfaction by 1.725. These results
have been supported by the odds ratio of 5.610 revealing that the likelihood
of tangible elements to change customer satisfaction is by 5.6 times. From
the given findings, an alternative hypothesis (H1) was accepted implying a
positive significant relationship between tangible elements and customer

satisfaction.

These results are similar to those of (Ali Javel et al., 2021) which revealed a
significant positive influence between airline tangible and customer
satisfaction. Also, a study conducted by (Balinado et al., 2021) in India
revealed a significant influence between taste and the quality of foods,
comfortable seats, and other tangible elements on customer satisfaction.
This study was exclusively conducted within the confines of Air Tanzania
Company Limited (ATCL) and only adopted the three dimensions from the
five dimensions of the AIRQUAL Model thus this narrow scope limits the
applicability of the findings and may not accurately represent the broader

airline industry. The current study's limited geographical focus on Dar es
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Salaam means that its findings may not adequately represent the entire
customer base of the airline industry or the diversity of experiences across
different regions. Conducting research in a more geographically diverse
range of locations would provide a more holistic view of customer

perceptions and allow for more meaningful generalizations.

Also, these results might not apply to different contexts or regions due to
different customer preferences, expectations, and different cultural contexts.
Hence, a different study that includes all the five dimensions from the
AIRQUAL Model namely; tangible elements, terminal tangibles, personal
services, empathy, and airline image should be conducted in a large
geographical area as this current study was only carried out in Dar es Salaam

to generalize the research findings.

During the interview, respondents were asked to give their views on the
tangible elements that customers consider most when choosing an ATCL,
providing any service quality elements that require immediate improvements
to increase customer satisfaction, and giving any few strategies that can be
used by ATCL to improve performance and reduce cost to increase revenue.
The respondents were supervisors from customer service, call centre
marketing, air ticketing, and air hostesses both from ATCL offices and
Terminal Il at the JNIA. Interviews were conducted for the aim of
supporting the quantitative results and the discussion was done after the

results were obtained from all three given interview questions.
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4.7.1.1 Tangible Elements that customers consider most when choosing Air

Tanzania Company Limited

Most customers consider tangible elements towards selecting an airline to
use. The airline’s tangible elements include catering services, equipment,
internet, seats, toilets, entertainment, and many others. Upon interviews
conducted with supervisors, the majority of supervisors agreed with the
statement that customers consider tangible elements when choosing ATCL
and provided some tangible elements that are mostly considered by the

customers. One interviewee reported that,

The majority of our customers like how comfortable the seats are,
how well-groomed the staff is, and how clean the aircraft is
throughout. To ensure that customers enjoy their journey and
enhance customer satisfaction, we try to do our best to keep the

aircraft clean, together with the use of modern types of equipment.

These results suggest that while choosing an airline, customers take the best
tangible elements into account to be confident in the services offered. This
implies that ATCL must put more effort into the tangible elements to attract
many customers and increase their expectations. These results are similar to
the study conducted by Park et al (2020) that revealed cleanliness, food and
beverages, and in-flight entertainment as the tangible elements that

customers consider when choosing an airline to use.
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4.7.1.2 Service quality elements that require immediate improvements to

increase customer satisfaction

Concerns regarding improvements were more commented on the available
equipment, increasing the number of aircraft, available technology, and
access to free internet. If the said variables are improved customer

satisfaction will be improved as was stated by one of the supervisors;

The growth of technology all over the world needs change in every
sector to cope with what is happening globally. ATCL needs to make
improvements on the facilities and equipment, internet accessibly
together with increasing the number of aircraft and all these will

help in increasing the level of customer satisfaction.

The findings provided suggest that ATCL needs continual
improvement since consumer requirements are ever-evolving. In so doing,
improvement is required to cope with what is happening worldwide and
increase market share. These results are consistent with the findings from
(Kungwola, 2023) that suggested the improvement of the available tangible

elements to increase customer satisfaction.

4.7.1.3 Strategies that can be used by ATCL to improve performance and

reduce cost to increase revenue

Also, respondents suggested different strategies that can be used to improve
performance and reduce costs to increase revenue. Several informants

revealed that towards revenue improvement, ATCL should increase the
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number of aircraft, invest in modern technology, and increase the number of
roots both domestically and internationally to increase revenue. One of the

informants said,

ATCL is one of the public entities that has been facing loss of
revenue and the strategies that can be used to reduce cost and
increase revenue is increasing the number of aircraft to increase the
number of customers. Also, the entity needs to invest in low-cost
technologies to reduce operational costs and enhance revenue

generation.

These findings are in harmony with the study done by Chung et al. (2022)
which identified access to modern technology and transparency as the
options for the improvement of service quality and enhancing the co-

creation of customers.

These results from interviews suggest that tangible elements significantly
influence customer satisfaction as revealed by interviews with key
informants from ATCL. ATCL is also guided by the use of modern
equipment, increasing the number of aircraft, adoption of the newest
technology, and enhancing access to free internet to increase customer
satisfaction and increase revenue generated by ATCL. The combination of
perspectives from ATCL employees and customer feedback highlights the
crucial role that tangible elements play in determining how satisfied
customers of airlines are overall.
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By emphasizing the tangible elements of service quality such as aircraft
interiors, facilities, equipment, and other tangible elements, airlines can
enhance customers' perceptions of service quality and increase customer
expectations. Visual appeal, comfort, maintenance, and technology
integration are pivotal factors in creating positive first impressions and
reinforcing brand identity.  These tangible elements are not mere
components an airline travel, they are the overture to a remarkable
experience, setting the stage for a continuous and remarkable flight. They
bolster trust in the airline's dedication to comfort and happiness, making
every flight not just a means of travel but a trip of luxury and pleasure. In the
ever-competitive airline sector, such attention to tangible elements is not just
a choice; it's the conductor's baton that guides the airline toward harmonious

customer satisfaction and enduring success.
Relationship between Personal Services and Customer Satisfaction

As shown in Table 15, the coefficient of personal services is 1.459 and
significant at (p =0.000), with an odds ratio value of 4.301. The findings in
the table reveal a positive significant relationship between personal services
and customer satisfaction. This has also been shown by the odd ratio of
4.301 implying that the likelihood of personal services to change customer
satisfaction is by 4.3 times. From these findings, an alternative hypothesis
was accepted and following the fact that the coefficient of personal services
was positive, personal services have a significant positive relationship with

customer satisfaction as revealed by the coefficient value.
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These research findings are similar to those conducted by Badrillah et al.
(2023) which revealed a significant influence between personal services and
customer satisfaction. Since this study was conducted in Tanzania and only
in Dar es Salaam and ignored the use of all AIRQUAL dimensions, these
results cannot be transferred to other countries due to different geographical
and cultural contexts. Therefore, studies conducted should contain an
extensive geographical area encompassing diverse regions and populations.
Incorporating all dimensions of the AIRQUAL model is crucial as well since
it enables a more thorough knowledge of the variables influencing air quality
perceptions and expectations. By conducting research that accounts for
geographical and cultural variations and by considering the full range of
AIRQUAL dimensions, researchers can generate insights that are not only
more broadly applicable but also provide a richer and more accurate
representation of the complex factors at play in shaping perceptions of air
quality. This approach is vital for advancing our understanding of customer
satisfaction and improving the quality of service for diverse populations

worldwide.

Upon personal services, respondents were interviewed on the problems
encountered by ATCL employees when providing services to customers,
what customers appreciate most about ATCL employees and how are the
promises made to customers maintained. Below is the discussion of the

provided questions;
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4.7.2.1 Problems encountered by ATCL employees when providing services to

customers

The researcher interviewed supervisors specifically from the call centers and
customer services from Terminal Il at JINIA. The key informants opined that
employees lack modern tools and facilities to meet the needs required of the
customers. They argued that the tools available are not modern and hence
sometimes do cause problems when handling customers’ problems. Also,
key informants revealed that the number of employees is not sufficient to
provide services efficiently to customers at the right time and place.
Moreover, the views surfaced mainly in relation to the time available to
serve customers and the number of customers available. Sometimes
customers are required to wait for some time to get services. Talking about

this issue an interviewee provided the given statement;

Customers frequently approach the office with various concerns as
the time for departure draws near. At that point, there aren't enough
employees and they're even getting impatient trying to serve every
customer. ATCL employees tend to work hard to ensure that all

customers are served well despite having few resources.

These findings are similar to the study conducted by (Kim et al., 2022)
which identified time as one of the problems faced by employees when

serving customers.
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4.7.2.2 Customers appreciation on ATCL employees

Service sectors need to have employees who possess all the requirements
when dealing with customers. Employees are required to be knowledgeable,
have good communication skills, responsive, smart, and confident, and all
the traits needed to serve a customer. Upon the interview, all the key
informants were of the view that all employees at ATCL have all the
requirements to serve customers. The only people with the necessary
qualifications are those employed by the airline. Concerns regarding
responsiveness, personal care, friendliness, smartness, and knowledge were
addressed by most of the interviewees on the things appreciated by
customers to employees. The comment below illustrates what was said by

one of the interviewees;

Customers appreciate employees who are ready to help them
whenever they are faced with any problem before, during, and even
after their flights. Employees who are committed to their work, who
speak good language and dress well are very appreciated by our

customers.

These findings are consistent with Medina-Mufioz et al. (2018), who
demonstrated that attention and service during the customer journey are

attributes valued by customers when receiving services in the airline sector.
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4.7.2.3 Maintaining promises made to customers

Keeping the promises made is one of the key things towards service
delivery. Sectors are to ensure that what is promised is efficiently
maintained to the right people, at the right time and place. This is very
important in enhancing trust but also customer satisfaction. Interviewees
were asked how the sector maintains the promises made to customers. A
common view amongst interviewees was that employees do make sure that
what is promised to customers is delivered efficiently and if not, follow-ups
are conducted to ensure that what is said is done effectively. One informant

reported that;

We always do our very best to ensure that promises are maintained
and if not, customers are informed earlier on the changes so that

customers can deal with what has to happen.

This study is similar to a study conducted (Salah & Abou-Shouk, 2019)
which suggested customer relationships as one of the strategies for
maintaining the promises made to customers. ATCL informants insisted on
the provision of feedback to customers which is one of the strategies used in

enhancing customer relationship management.

Taken together, these results suggest that there is a relationship between
personal services and customer satisfaction as it has been shown in Table 12

and revealed by most of the key informants from the interview conducted.
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ATCL needs to maintain all the promises provided to customers by ensuring

that all employees are ready to provide services of quality to customers.

Applying airline personnel service quality theory and practices holds
substantial implications for the industry. It serves as a strategic guide for
airlines, directing them toward a brighter future in an ever-competitive
market. By understanding and implementing service quality models, airlines
can enhance passenger satisfaction and loyalty through tailored services and
improved employee training. Employee training that is in line with service
quality standards equips airline workers to continually provide great service,
building an excellence culture that pervades the whole operation. The use of
service quality theory and practice enables airlines to stand out, attract more
passengers, and establish themselves as leaders in delivering exceptional
flying experiences. Continuous improvement driven by customer feedback
and data analytics enables airlines to refine their services, ultimately
providing a competitive edge in the market. As a result of this continuous
method of improvement, airlines are not only refining their current services
but also igniting creativity, pushing them to the forefront of the airline

industry.
Relationship between Airline Image and Customer Satisfaction

The coefficient of tangible elements is 1.467 and significant at (p =0.000)
with an Odds ratio value of 4.337 as indicated in Table 15 above. This
hypothesis aimed to test if there is a significant relationship between airline

image and customer satisfaction. Results from Table 16 above show that,
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airline image has a significant positive relationship with customer
satisfaction from the observed sig value score of p= 0.000. Airline images
have a Beta coefficient value of 1.467 and an odds ratio of 4.337 implying
that for one unit increase in airline image, customer satisfaction increases by

4.3. Hence, the results lead to acceptance of the alternative hypothesis.

The results are similar to those conducted by (Piamsirikamol, 2022) in
Thailand which revealed a significant positive relationship between airline
image and customer satisfaction in the Philippines. Also, (Hasan et al., 2020)
observed the same results in the study conducted in India. From the use of
only three of the five AIRQUAL Model components used in the study and
just one airline, Air Tanzania Company Limited (ATCL), the findings may
not apply to other airlines or sectors of the economy. Due to diverse
customer preferences, expectations, and cultural situations, these results
might not be significant to other conditions or areas. Hence further studies
need to be conducted including other airline sectors and the use of different

customers to generalize the research findings.

Key informants were interviewed on what people say about ATCL, how are
prices charged by ATCL considered, and recommendations of ATCL

services to anyone as discussed below;
4.7.3.1 Insights on ATCL from the Public

Most of the concerns on what people say about ATCL were expressed about

how the industry does all that is needed to ensure that the reputation is well
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kept. People say that ATCL keeps providing services that are of high quality
to ensure positivity within what is said by customers. The comment below

illustrates the views on what people say about ATCL.

ATCL is one of the airline sectors that does all the necessary things
to ensure its reputation is kept at its highest levels. It is ensured
through the provision of services that are of high quality, ensuring
safety, provision of different classes, and providing promotion offers

to make sure that what people say about ATCL is of positive impact.
4.7.3.2 Prices charged by ATCL

The majority of informants revealed that prices charged by ATCL are
reasonable and can be afforded by most people as discounts are even
provided when bookings are made earlier to the day of travel. Also, people
consider ATCL as the airline that is developing and needs to cope with what
is happening in the other developed airlines to gain a competitive advantage
not only in Africa but worldwide. One of the key informants provided the

following response on how the process is considered.

ATCL is a government entity that is aiming at providing services to
all levels not only in Tanzania but also outside Tanzania. The prices
set are reasonable as they intend to meet the needs of customers in

comparison to the services provided.

These results comply with the findings of (Abdella et al., 2021) which

showed that the airline industry sets prices according to what is happening in
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the world. Prices set need to cover costs and generate revenue for the airline

as done by ATCL.

4.7.3.2 Recommending ATCL services to anyone
Services that are delivered well do act as an element towards recommending
services to someone else. Several key informants reported on the efforts
done when providing services to customers before, during, and even after
services to ensure that people spread good word of mouth and positive to
customers together with recommending ATCL whenever they were asked to

by their fellows. This was one of the responses from the interviewee;

“ATCL is one of the best airline providers in Tanzania and to some
other parts of the world like China, South Africa, and many other
areas. The problems encountered and properly solved if they so
happen and hence if | have to recommend someone to use ATCL.

Yes, | would.

The relationship between airline image and service quality theory and
practice holds significant implications for the airline industry. The theories
underline the importance of customer perception, loyalty, competitive
advantage, and brand equity. Airlines must consistently deliver high-quality
services aligned with their brand image to foster positive customer
experiences and enhance their reputation. Effectively managing customer
expectations, implementing recovery strategies, and addressing crises can

further bolster their image. Engaging and empowered employees play a
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pivotal role in delivering superior service experiences that contribute to

positive customer perception and overall brand strength.
Summary of Binary Logistic Regression Results

The study aimed to test the significant relationship between tangible
elements, personal services, and airline image toward customer satisfaction.
The findings revealed a significant relationship between all three dimensions

as summarized in Table 18.

Table 16: Summary of Binary Logistic Regression Results

S/No Hypotheses Results Results

H1  Tangible elements have a significant relationship Accepted
with customer satisfaction

H2  Personal services have a significant relationship with  Accepted
customer satisfaction

H3  Airline images have a significant relationship with Accepted

customer satisfaction

Source: Study findings, 2023

According to the given study findings, we can infer that there is a significant
positive relationship between tangible elements, personal services, and
airline image on customer satisfaction in ATCL. Customers have established
a preference towards tangible elements like modern facilities, and well-
maintained planes. They also place great importance on

the customized services provided by ATCL's professional employees. Also,
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key informants have shown the significance of the given dimension toward
customer satisfaction. ATCL can actively close the gap of providing
unsatisfactory services and give its customers a more satisfying and
enjoyable experience by emphasizing improving tangible elements,
providing higher-quality services, and strengthening the image of the airline.
In addition to aligning with the perspectives of experts in the field, this
concerted effort to address these elements will also contribute to ATCL's

image and success in the airline sector.

Furthermore, the study's findings demonstrate a notable discrepancy
between the services provided by ATCL and the expectations of its
customers. There is a distinct sense of dissatisfaction among customers as a
result of the discrepancy between consumers' perceptions and expected
services. This highlights the importance of taking urgent action to close this
gap as it will not only solve the problem essential for keeping customers, but
it is also essential for ATCL's overall market image. The organization has to
proactively identify the areas where expectations are not being met to close

this gap.
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5.0

5.1

5.2

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
Introduction to the chapter

This study aimed to assess the effect of service quality through Tangible
elements, Personal Services, and Airline image on customer satisfaction in
ATCL. The study examined the relationship between service quality
dimensions and customer satisfaction. It also provided important insights
into the perceptions and expectations of customers regarding the services
provided by the airline industry towards customer satisfaction. The
examined variables provide specific service quality dimensions such as
catering services, inflight entertainment, employees’ responsiveness, and
airline reputation that can be addressed to improve customer satisfaction.
This study will also be important to the airline industry, the government, and
the public at large as the information generated will be essential in
developing well-informed plans that emphasize the demands of the customer

and nurture long-term success in ATCL.
Summary of the Study

This study was set to assess the effect of service quality on customer
satisfaction within ATCL in Dar es Salaam. To fulfil this objective, the
study examined the influence of tangible elements, personal services, and
airline image within ATCL in Dar es Salaam. The study established a strong

foundation for understanding the connection between service quality and
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5.2.1

5.2.2

customer satisfaction by adopting a theoretical framework based on the
Expectancy Disconfirmation Theory and the AIRQUAL Model. To achieve
its intended objectives, this cross-sectional study used a mixed approach that
included qualitative and quantitative methods. Following data collection via
semi-structured interviews and administered questionnaires, descriptive,
BLRM, and thematic analysis were used to attain the three objectives
through a sample of 302 respondents and 8 supervisors from ATCL.
Research findings based on the given three research objectives were as

follows;
Influence of Airline Tangibles on Customer Satisfaction

Binary logistic regression results revealed a positive significant relationship
between tangible elements and customer satisfaction. Findings reveal that
the likelihood of tangible elements to change customer satisfaction is 5.6
times. The findings conform to the interviews conducted with ATCL key
informants who identified tangible elements that are useful in enhancing
customer satisfaction such as seats, modern equipment, and cleanliness of
the aircraft which were some dimensions used to measure tangibility in the

airline industry.
Influence of Personal Services on Customer Satisfaction

The findings revealed a significant value of 0.000 which shows a significant
relationship between personal services and customer satisfaction. This has

also been shown by the odd ratio of 4.301 implying that the likelihood of
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5.2.3

5.3

personal services to change customer satisfaction is by 4.3 times. Interviews
conducted discovered the importance of having employees who have the
best personal traits such as responsiveness, cleanliness, and well-dressed and

groomed towards enhancing customer satisfaction.
Influence of Airline Image and Customer Satisfaction

The finding suggests a positive significant relationship between airline
image and customer satisfaction from the observed sig value score of 0.000.
Airline images have an odds ratio of 4.301 implying that for one unit
increase in airline image, customer satisfaction increases by 4.3.
Respondents upon interview showed great concern in recommending other
people to use ATCL services and said that the prices charged by the airline

are reasonable and affordable.
Conclusion of the study

This study's intended objectives were successfully accomplished despite
adopting only three of the AIRQUAL model's five aspects. The examined
dimensions provide a significant understanding of how service quality
influences customer satisfaction in ATCL and hence, the findings provide
insights into the airline industry and other numerous stakeholders on what
major improvements should be made to improve services provided in ATCL

and enhance customer satisfaction.

The knowledge contribution of this study lies in its comprehensive

understanding of the dimensions influencing customer satisfaction in the
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airline industry, specifically within ATCL. The findings add to the existing
body of knowledge regarding service quality and customer satisfaction,
underscoring the importance of tangible elements, personal services, and the
airline's image in cultivating positive customer satisfaction. The knowledge
generated by this study is crucial for developing well-informed strategies
that prioritize customer satisfaction and drive sustained success in the

fiercely competitive airline market.

The empirical aspects of the relationship between service quality and
customer satisfaction within ATCL as one of the airline industries in
Tanzania are newly revealed in this study. By conducting the study in the
airline sector, this study has expanded prior research carried out in a variety
of sectors including education, energy, postal corporations, communications,
and banking. The effect of service quality on customer satisfaction in the
airline sector has been empirically confirmed in the study. The study's
findings show an important relationship between tangible elements, personal
services, and airline image on customer satisfaction Moreover, the study
identifies dissatisfaction among ATCL customers regarding the quality of
airline service provision. The importance of this newly discovered
information resides in its capacity to deepen our understanding of the
dimensions that affect service quality in Tanzania's airline industry.
Therefore, while attempting to improve service quality in the areas of
customer satisfaction and service delivery, special consideration should be
given to these airline dimensions.
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Theoretical implications

The study has employed both the Disconfirmation Theory and the
AIRQUAL model to assess the influence of service quality on customer
satisfaction. The integration of both a theory and a model confirmed that
customer satisfaction is influenced by service quality in ATCL. The
adoption of the AIRQUAL model which is quite different from most of the
studies conducted in Tanzania that have employed the SERVQUAL model
has opened up a way for new dimensions to be used in the airline industry to
assess the influence of service quality on customer satisfaction in the airline

industry.

Moreover, the methodology used in the study incorporated a mixed research
design which was quite different from most of the previous studies. Before
this study, there were scanty studies that employed both qualitative and
guantitative methods in assessing service quality dimensions on customer
satisfaction. As a result, this study has opened the door for more studies that

use the same methodology to triangulate their findings.

The generalizability of the research findings has been constrained by various
restrictions that the study experienced. The AIRQUAL Model's other two
dimensions, Terminal Tangibles and Empathy, were not included in the
study, which left the study with potential biases. The study also was
conducted in ATCL at one time point and was also conducted in Tanzania
which has different cultural and geographical contexts. To improve the

generalizability of the research findings, various investigations that
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54.1

incorporate all the AIRQUAL Model elements should be carried out.
Moreover, the study was only conducted in one city and Tanzania hence
other studies should be conducted at large geographical coverages to obtain
more generalized data. The study ignored the use of secondary data upon
data collection and employed only primary data, therefore future studies
should expand the scope by taking into account both primary and secondary

data at a longitudinal scale.
Recommendation of the study

The purpose of this part is to enhance the results of service quality upon
increasing customer satisfaction in Tanzania's airline industry. The
recommendations are provided here with a focus on policymakers, the

airline industry, the public, and academicians.
Airline industry

From the findings that indicated a positive significant relationship between
tangible elements, personal services, and airline image towards customer
satisfaction in ATCL, continued efforts are needed to enhance customer
satisfaction and provision of services of high quality. The airline industry
needs to allocate enough resources to enhance tangible aspects including
seat comfort, entertainment options, aircraft cleanliness, cabin designs,
catering options, and employees. The airline needs to provide regular
training programs to improve the interpersonal abilities of those who interact

with customers, including flight attendants, call centre agents, and customer
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service representatives. Also, great efforts are needed to ensure the
implementation of customer relationship management systems to track

customer preferences and deliver personalized services.
Policymakers

The findings revealed that customer perceptions of the airline's service
quality fall short of their expectations. Policymakers are recommended to
develop guidelines or standards for customer service practices in the airline
industry as the available Aviation Act does not provide any guidelines. This
measure will not only promote better competition among airlines but also
will simultaneously enhance the overall satisfaction of customers. They
should also conduct regular audits and inspections to ensure compliance
with standards for tangible elements in ATCL. These measures would serve
as a crucial mechanism for ensuring that airlines adhere to the prescribed

standards for tangible elements and personal services.
Public

The public is recommended to give ATCL different feedback on any issues
or ideas pertaining to concrete tangible elements and personal services to
support continuous service quality improvements. Also, the public needs to
share pleasant airline experiences on social media and online review sites to
help improve the image of the industry. By actively engaging with

customers' opinions, concerns, and suggestions, ATCL can identify areas
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that require attention and innovation, ultimately leading to an elevated level

of customer satisfaction.
Areas for further study

This study invites scholars, academicians, and research fellows from the
broader field of service quality and customer satisfaction to venture into the

following areas for research.

The study encountered some limitations which in one way or another could
limit its generalizability. First, the study adopted only three elements from
the five elements of the AIRQUAL Model and only assessed the effect of
service quality in ATCL. Secondly, the study was only conducted in Dar es
Salaam city due to limited time and human resources. The study conducted
was cross-sectional based where customers were studied at one point in the
given time frame. Moreover, the study employed only primary data
collection and not secondary data, and hence the generalization of the study

findings should be done with care.

This study assessed only three dimensions of tangible elements, personal
services, and airline image from the AIRQUAL model. A similar study can
be conducted to assess the left variables which are terminal tangibles and
empathy on customer satisfaction in the airline industry. Also, further
research can be conducted to explore specific tangible elements, personal
services, and airline image that have the greatest effect on customer

satisfaction in different airline contexts. Moreover, a study can be conducted
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on the role of employee training and empowerment in delivering exceptional
personal services. Furthermore, Comparative studies can be done to analyze
how airline image impacts customer satisfaction in different cultural and

regional contexts.

Additionally, studies should be conducted in different airline industries as
the current study focused only on ATCL. Also, studies can be conducted in
different areas as the only respondents involved in this study were from Dar
es Salaam. This study at hand employed only primary data upon data
collection; further studies can be done employing both primary and

secondary data.

Lastly, a longitudinal study has to be conducted to allow researchers to
follow and examine trends, patterns, and changes that develop through time
with extensive observation of customers not only in ATCL but also in other

airline contexts.
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APPENDICES
Appendix I: Questionnaire

Introduction

Dear Sir / Madam,

My name is Lortha Libent, a student at the College of Business Education-Dodoma
Campus, pursuing a Master of Business Administration in Marketing Management.
I’m researching “THE EFFECTS OF SERVICE QUALITY ON CUSTOMER
SATISFACTION IN THE AIRLINE INDUSTRY IN TANZANIA: A CASE

OF AIR TANZANIA COMPANY LIMITED”.

I would like to ask you a few questions related to the topic and the information
provided will be confidential and used only for this study.

Your participation in this survey is highly appreciated.
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A: RESPONDENT’S PERSONAL INFORMATION (Please circle the

appropriate answer)

1. Sex of respondents a. Male
b. Female
2. Age Please write your age e.g., 31

3. Education level a. Primary

b. Secondary

c. Diploma

d. Bachelor’s Degree
€. Master’s Degree
f. PhD

g

Other

4. Marital Status Single

Married

Widow

Divorced

Once

2105

6to 10

More than 10
Employed
Self-employment
Unemployed
Retired
Work-related
Business
Tourism

Family visit
Other (specify).........

5. Number of times travelled using
ATCL

6. Please indicate your occupation

7. The main reason for your flights

PoocoTmoaooTRa0 TR0 T
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B: Service Quality Dimensions

B-1: Customer’s Perception of Service Quality

Please rate the given statements on the extent of the quality of services you receive
from ATCL. Use 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree and 5 =

strongly agree (Put a Tick to the appropriate choice)

Statement 1 2 3 4 5

Tangible elements

T1: Catering services are of good quality.

T2: Cleanliness of aircraft toilets is neat

T3: Seats are comfortable

T4: Employees appearance is attractive

T5: The quality of air-conditioning in the plane is good

T6: In-flight entertainments are of good quality

T7: The condition of the aircraft is in a good position

T8: ATCL has modern equipment.

T9: ATCL provides accessibility to free internet

Personal services

P1: Employees are willing to help passengers

P2: Employees’ friendliness is incredible.

P3: Employees' personal care is effective.

P4: Airline staff are knowledgeable in their work

P5:Employees are capable of responding to
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emergencies

P6: Employees of the airline appear neat.

P7: Employees can instil confidence in passengers

P8:Airline personnel give exact answers to your

questions

P9: ATCL delivers exactly what it promises

Airline Image

I1: Ticket prices are worth the services received

12: The airline has a good reputation

13: The airline provides promotional offers

14: ATCL offers different classes in the aircraft

I15: ATCL provides flight amendments

16: The airline has good security and safety measures

I17: ATCL has different types of aircraft
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B-2: Customer’s Expectation of Service Quality

Please rate your opinions regarding your agreement or disagreement about
statements on the extent of your expectations you had when you used ATCL
services. Use 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree and 5 =

strongly agree (Put a Tick to the appropriate choice).

Statement 1 2 3 4 5

Tangible elements

T1: Catering services are of good quality.

T2: Cleanliness of aircraft toilets is neat

T3: Seats are comfortable

T4: Employees appearance is attractive

T5: The quality of air-conditioning in the plane is good

T6: In-flight entertainments are of good quality

T7: The condition of the aircraft is in a good position

T8: ATCL has modern equipment.

T9: ATCL provides accessibility to free internet

Personal services

P1: Employees are willing to help passengers

P2: Employees' friendliness is incredible.

P3: Employees' personal care is effective.

P4: Airline staff are knowledgeable in their work

P5:Employees are capable of responding to emergencies
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P6: Employees of the airline appear neat.

P7: Employees can instil confidence in passengers

P8: Airline personnel give exact answers to your

questions

P9: ATCL delivers exactly what it promises

Airline Image

I1: Ticket prices are worth the services received

12: The airline has a good reputation

13: The airline provides promotional offers

14: ATCL offers different classes in the aircraft

I15: ATCL provides flight amendments

16: The airline has good security and safety measures

I17: ATCL has different types of aircraft
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C: Customer’s satisfaction

Please rate the given statements on the extent of agreement or disagreement on the
level of satisfaction with the quality of services you receive from ATCL. Use 1 =
strongly disagree, 2 = disagree, 3 = neutral, 4 = agree and 5 = strongly agree (Put a

Tick to the appropriate choice)

Statement 1 2 3 4 5

C1: ' will still use ATCL in my next travel.

C2: 1 will always speak positively about ATCL

C3: 1 will recommend ATCL to someone who seeks my

advice

C4: | can refer my friends and relatives to use ATCL

services

C5: My experience with ATCL services was very

enjoyable.

C6:My choice to use ATCL was a wise decision

Thank you so much for your cooperation
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Appendix Il: Interview Guide

INTERVIEW GUIDE

This is a guide for conducting interviews with ATCL officials as part of the data
collection for the study “THE EFFECTS OF SERVICE QUALITY ON
CUSTOMER SATISFACTION IN THE AIRLINE INDUSTRY IN

TANZANIA; A CASE OF AIR TANZANIA COMPANY LIMITED”

Questions:

1. Airline tangibles

i.  Tangible elements that customers consider mostly when choosing an Air

Tanzania Company Limited

ii.  Service quality elements that require immediate improvements to increase

customer satisfaction.
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iii. Please give any few strategies that can be used by ATCL to improve

performance

1. Personal services

i.  Problems encountered by ATCL employees when providing services to

customers.

ii.  Customers appreciation on ATCL employees
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iii.  Maintaining promises made to customers

2. Airline image

i.  Insights on ATCL from customers

ii.  Prices charged by ATCL



iii. Recommending ATCL services to anyone.
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Appendix I11: Work Schedule

Tasks

Jan-

2023

April-

2023

May-

2023

Jun-

2023

Jul-

2023

Aug-

2023

Sept-

2023

Oct-

2023

Proposal writing

Submission for

review

Review of
corrections and
submission of

corrected proposal

Data collection

Analysis of Data

Report writing

Submission Draft

Dissertation for

Examination

Viva voce

Submission of the

final dissertation
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Appendix IV: Research Budget

The budget for the study is expected to be Tanzania Shillings 4,500,000 as shown

below:

ACTIVITY/ITEM TOTAL AMOUNT (TZX)

Stationery, printing, and photocopying 1,000,000
Transport costs 900,000
Research assistants 800, 000
Data analysis 600, 000
Internet 600,000
Communications 500,000
Language check 500, 000
Miscellaneous 600,000
Total 4,500,000
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