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ABSTRACT 

 

In view of the customer satisfaction in low Cost Airline service, the company airline 

has provide the best service quality for their customer to make sure that the customer 

always satisfied with the services. This research paper aims is to determine the 

passenger satisfaction in low cost carrier airline in Malaysia based on the service 

quality that airline industry provides for the customers. This research was identified 

the type factors that influences the passenger satisfaction in Low Cost Airlines in 

Malaysia. This study also focus on low cost carrier airline in Malaysia and to measure 

the service quality is very satisfied with the customer expectation. The data was 

analysed using correlation to determine the relationship between customer satisfaction 

and reliability, assurance and responsiveness. 

 

Keywords: customer satisfaction, assurance, reliability, responsiveness and low cost 

airline 

 

 

INTRODUCTION  

 

Nowadays, one of the important transportation in our life is airplanes that can travel 

from point of origin to point of consumption in easy and fast. By using airplane it helps 

to save the time to travel from one place to another and also shorter distance. For the 

aviation industry, there have many categories of airline that can be identified and it 

dividing into different groups. The types of airline are cargo flights, full-service 

carriers, low cost carrier, general aviation, regional carrier, and also charter airline. 

 

The low cost carrier have competitive environment for airline industry within 

liberalised the markets and for the passenger market have made significant impacts 

which full service network carriers that had been previous large controlled (O’Connel 

& Williams, 2005). The advantage for the passengers of low cost airline service is the 

low price provided. The service provided by low cost airline is provide a cheaper price 

ticket that be the nature of the low cost airline compared to full cost airline and it also 

made possible by reduce the complexity cost.  

 

Besides that, the delivering high quality it can become a marketing requisite like 

competitive pressures increase (Doganis, 2006). Besides that, for the airline industry 

also is one of the most competitive environments to developing a good understanding 

of customer needs and best the quality of the service for the airline survival, sustained 

growth, competitiveness and also profitability (Suki, 2014). Therefore, in order to 
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achieve and maintain a competitive advantage, the airline companies should make an 

effort to know their service quality with the sector by satisfying the customers based on 

the service provided (Tsaur et al., 2002; Park et al., 2005; Basfirinci & Mitra, 2015).  

 

Some of the researchers stated that not just the overall judgement of service quality but 

it also the importance of the relative effect quality of the services. Moreover, the check-

in and check-out process speed is depending on the reason for travel such as leisure or 

business and it is one of the important things of service quality for the airline company 

(Pizam & Milman, 1993).  For instance, by improving the quality of the service it is 

also considered as one of the strategy to success in a competitive market for airline 

companies. To enhance the organizational effectiveness and productivity is by 

managing the quality of the service for the airlines. Therefore, the importance factors 

that affecting the airlines in a highly competitive market is perceived the quality of the 

service (Gilbert & Wong, 2003).  

 

 

LITERATURE REVIEW  

 

Customer satisfaction 

 

Customer satisfaction is defined as the overall affective response to the perceived 

contradiction between the anticipated expectation and the perceived performance after 

the consumption (Oliver, 1980). Besides that, the satisfaction also defined as an 

emotional after consumption response to compare with the expectation with the actual 

performances (Oliver, 1981). The importance of customer satisfaction is to measure the 

level of the service quality that company provides to the customer either it is sufficient 

or not. To increase the attention in the business, the company needs to measure the 

performance of the service that can give a positive impact to customer satisfaction. 

Based on the previous researchers customer satisfaction is considered as a customer's 

assessment of the purchase and experience of their use with the product or service to 

meet customer needs (Chen, Chang, Hsu, & Yang, 2011).  

 

In terms of management, customer satisfaction is a major source of income in the future 

and is regarded as a key factor to expand in market share. Customer satisfaction is 

demonstrates the fulfilment that the customer receives from running a business with a 

firm. In other words, customer satisfaction can also be measured in ways by looking at 

how customers are satisfied with their transactions and their overall experience with the 

company. However, in terms of marketing, customer satisfaction can be interpreted as 

a customer's feeling of particular service that leads to the overall attitude of the 

individual's feelings towards the services rendered at the time of purchase (Oliver, 

1981).  

 

Customers gain satisfaction from their products or services based on whether their 

needs are easy to meet, in a way that makes them loyal to the firm. Therefore, customer 

satisfaction is an important step in getting customer loyalty. However, the simplest 

terms are customer satisfaction referring to customer feedback between the products 

they get with their expectations. In other words, highly-favoured products with high 

expectations and the lack of value it will lead to customer dissatisfaction (Tanomsin & 

Chen, 2018). Besides that, based on what was expecting, the satisfaction can be 

obtained.  
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In addition, Gronroos (1984) states that the airline passenger satisfaction can be 

determined by contact with company employees, physical and technical resources, the 

aircraft itself, food and other passengers on board. Traditionally, customer satisfaction 

are considered to be less sensitive and less influenced by competitors, buying additional 

products or services and stay loyal with the same company (Zineldin, 2000). For the 

aviation industry, basically service quality is provided for customer use to assess the 

overall quality. Additionally, satisfied customers with service providers may also 

recommend providers to other customers as well (Lam, Shanker, Erramilli & Murthy, 

2004).   

 

Reliability  

 

The reliability of the airline is consists of the airline performance which is the 

operational performance that is a big deal to aviation industry. The function of the 

aircraft reliability as an organizational culture that supports people who work in a 

disciplined manner to carry out various activities such as prevention, predictive 

adjustment and planning, routine and scheduled maintenance routines, identified failure 

mode modes, extrapolation of forecast failure dates and resolving quality improvements 

before the failure occurred (Emeneker, n.d).  

 

In addition, aircraft reliability provides a excellent example of proactive culture in 

pursuit of continuous and prolonged reliability. Based on this statement, by providing 

excellent facilities and services to their customers to ensure their customers are always 

very satisfied with the services provided they will give an impact to the airline 

reliability. Moreover, airlines need to provide the best training to their employees and 

employees to ensure that all facilities and services are always reliable to all of their 

customers and by providing good facilities to customers it will help increase the level 

of customer satisfaction with the service provided. Moreover, to ensure passenger 

safety and welfare, the company needs to provide the training for the flight crew and 

then tested to ensure the employees continued mastery process (Emeneker, n.d). 

 

Assurance  

 

The assurance is a guarantee that includes an efficiency, credibility and safety towards 

customer. These dimensions include training of the employee in the use of tools and 

knowledge of their service processes, interact with the customers and perceptions that 

the service is competent and will not harm to anyone and it has also been seen including 

brand names, and reputations of the company (Gabbott, 2006). The customers always 

expect based on the service provided either the service is knowledgeable and skilful 

provision from their selected brand. 

 

In terms of safety and security, passenger screening is provided by airline industry for 

all the passengers that used airline service to travel. During departure, the passenger 

baggage must put at the conveyer belt for the inspection by x-ray equipment to make 

sure that no passenger carried any illegal or dangerous goods. To ensure that airport 

and air carrier security is familiar to travellers, the technologies of detecting the metallic 

objects and this technology always implemented at the airport. Other than that, 

passenger screening is to maintain and protect airport and aircraft from any dangers. 

When the system always effective and the performance is good it can give an positive 

impact for the customer to use the passenger screening efficiently without any problem 



160  

and it also make customer feel safe during they used the airline service to travel.  

 

Responsiveness  

 

The dimension of the responsiveness in terms of low cost airline is the employee of the 

airline company should always willingness to help the customers and responsible to 

provide a convenient service for all the customers. Bruning, Hu & hao (2009) suggested 

that the primary service quality is based on the employees handling of requests or 

complaints promptly and effectively and also including attitude employee towards 

customers such as baggage handling service and check-in service.  

 

Airlines companies and employees are responsible for providing all information to 

users regarding general transport conditions, when purchasing the ticket, and in case of 

the flight delay during departure, it is necessary to informed by airport management and 

also recommended that the airline make an effort to notify the users in order to prevent 

from moving to the airport unnecessarily and this is the responsibility of the airport 

management to handle all the situation especially during peak hour (International 

Airport Guarulhos, n.d). 

 

Besides that, the employee of airline company are responsible to always keep informed 

about the flow of the aircraft, the schedule of the flight, and also always estimate time 

of take-off and departure delays, the modification of network, the flight cancellations 

and it will interfere with  flight arriving and departing from the associated airport 

(International Airport Guarulhos, n.d). The airline company is responsible to make a 

booking flight for their customer when the flight is delayed or cancelled for the next 

available departure. Based on this statement, the airline company are always 

responsible for any problems that related to the customer to make sure that customer 

always satisfied with the service provided.  

 

 

 

      
 

 
 

Figure 1 

Research framework of customer satisfaction in low cost airline  

 

The following hypotheses are proposed: 

H1: There is positive relationship between reliability and customer satisfaction. 

H2: There is positive relationship between assurance and customer satisfaction. 

H3: There is positive relationship between responsiveness and customer satisfaction. 
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METHODOLOGY 

 

This research used Data analysis Statistical software IBM SPSS statistic version 21 to 

analyse the coded then processed and also collected the result as percentage and means. 

The coded data was analysed through Pearson Correlation to predict the relationship 

between the independent variables with the dependent variable which is includes 

customer satisfaction and reliability, customer satisfaction and assurance and customer 

satisfaction and responsiveness. For the research design this study used quantitative 

research for examining the factors that influence the customer satisfaction in low cost 

airline service.  

 

The quantitative research design is chosen in this study is to ensure a high reliability of 

data collected. This survey research is was through distributed questionnaire to low cost 

airline service in Sultan Abdul Halim Airport to collect the data. The total number 

respondents are 202 people that used low cost airline service in Sultan Abdul Halim 

Airport, Kedah. The data collection time started from March 2019 to April 2019. 

 

 

FINDINGS  

 

The survey has collected to cover objective of the low cost airline service. The result 

from the 202 respondents has 3 parts that consists of frequency, Cronbach’s Alpha and 

Pearson Correlation as follow:  

 

Table 1 

Frequency of airline passenger always rides 

 

 
 

From Table 1, it shows the frequency of airline passenger always rides. The highest 

frequency is Air Asia airline which is 156 people with 77.6% from 100% respondents. 

The lowest frequency is others airline which is 15 people are used with 7.4% 

respondents out of 100%. Therefore, Air Asia airline is the most airlines that passengers 

always ride in low cost airline.  
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Table 2  

Cronbach’s alpha scores for variables 

 

 
 

From the Table 2 above, there have four table illustrated Cronbach’s Alpha for the 

instruments for the real study. For independent variables, reliability variable consist 7 

items of reliability coefficient with Cronbach’s Alpha is 0.810 and it show the result is 

good. For second independent variable which is assurance variable consist of 6 items 

of reliability coefficient with Cronbach’s Alpha is 0.822 and it show the result is good. 

For the third independent variable which is responsiveness variable consist of 5 items 

of reliability coefficient with Cronbach’s Alpha 0.904 and it show the result is excellent. 

For the dependent variable, the reliability statistics of customer satisfaction have high 

reliability which is the Cronbach’s Alpha is 0.947 for customer satisfaction and consist 

of 8 items of reliability coefficient. Based on the recommendations by Bougie and 

Sekaran (2010), all variables are accepted for further study.  

 

Table 3 

Correlation scores for variables  

 

 
 **. Correlation is significant at the 0.01 level (2-tailed). 

 

Pearson Correlation was performed to determine the association between independent 

variables (Reliability, assurance and responsiveness) and dependent variable (customer 

satisfaction). Table above indicated that there was positive relationship between the 

four variables. There a positive and moderate correlation was showed between 

reliability and customer satisfaction (P=0.000, r=0.635), for the assurance and customer 
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satisfaction also have positive and moderate relationship (P=0.000, r=0.673) while 

between responsiveness and customer satisfaction have positive and high correlation 

(P=0.000, r=0.772). The result indicates that the higher the level of independent 

variables (reliability, assurance and responsiveness) the higher the result in customer 

satisfaction. As the sign of the Pearson correlation coefficient is positive and therefore, 

there is a positive correlation between all the independent variable with the dependent 

variable. 

 

 

CONCLUSION 

 

To summarize, the findings of this research shows some similarities with the previous 

studies. For the service quality, responsiveness has strongest influences for customer 

satisfaction. Results of this study concluded that the quality service that has been 

examined similarly to the results of previous studies in which independent variables has 

positive relationship with the dependent variable which is reliability, assurance and 

responsiveness has a positive relationship with customer satisfaction. This study also 

will gives opportunity to the customer to have a better service in the future and for the 

airline industry they can find the better solution for any problems without further 

thinking which airline has giving a better service for their customer.  

 

There will be some recommendation on positive things about the airline service offered 

by the airline to the passengers. Based on the result of this research, there are several 

recommendations suggested. Firstly, low cost airline should improve responsiveness in 

order to gain passengers’ satisfaction and also the level of responsiveness need to be 

improved since it reflects how airline pays attention and cares to each customer which 

is the most crucial tool in this competitive business world. Other than that, this research 

has proven that service quality have significant and positively relationship with the 

customer satisfaction in low cost carrier airline.  

 

Recommendation 

 

This research makes several study observation and recommendations for researchers 

who wished to improve the levels of airline quality service for increase the customer 

satisfaction especially in low cost carrier airline. This research also provides a 

conceptual framework such as reliability, assurance and responsiveness of the customer 

satisfaction as a multifaceted and dynamic construct. This framework may be useful for 

others who are interested in studying or advocating for customer satisfaction program. 

One of the important things that can help me to improve the customer satisfaction is to 

create the good responsiveness to the customer and also to follow the reliability to 

increase the customer satisfaction in low cost airline service.  

 

This study has the potential value for future research. To ensure representativeness, the 

research should not focus in one airport only. It should be replicated to cover a larger 

sampling frame and the result should compare to those found in this study. Next, to get 

a better result of the research the future researcher can increase the total number of 

respondents. This will enable researchers to increase more data to make sure that the 

study is more valuable and reliable. For the future researcher also they should provide 

the questionnaire in other languages besides of English, they also can provide in 

Chinese and others language to make an easy the passengers to understand the meaning 
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of the questionnaire.  
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