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Chapter 1

Introduction

1-1 Background
One of the most important achievements, which happened in improvement of 

efficiency in the last decade of 20th century, was the recognition of measuring 

customer satisfaction as principles components management systems in 

institutions and business organization.

 Much effort done today by researching, experts, experts and in improving 

efficient management tools and developments of customers’ orientation indicates 

that customer satisfaction could be one of the most significant factors in 

determining organization success in the field of business and efficiency. 

Therefore, establishing systems of measuring customers’ satisfaction is considered 

as one of the most essential criteria in improvement of efficiency in today’s 

organization- when talking about measuring concepts such as customers 

satisfaction, one may remember lord Kelvin’s popular saying, “ When you can 

measure something and describe it as numbers, this shows your knowledge about 

it. Nut when you can’t show something quantitatively, your knowledge about is so 

incomplete. Although you may have some sort of ideas about that phenomenon, 

you may hardly claim that you have knowledge about that!”

Anyhow, never could you ignore the fact that customers are the foremost motive 

for organizations, which are looking for betterment in their achievements. In other 

words, no business can go on longer without customers; Therefore, it so vital for

any organization to have a framework for recognition, analysis and evaluation of 

customers’ satisfaction.

On the other hand, due to the great developments in economical competitions, 

goals and objectives of most organizations have drastically changed in recent 

years.  While in the past focusing on attracting new customers was a major policy, 

today business and strategic policies are concentrated on keeping and improving 

of customers’ faith and reliability toward the organization. The most important 

reason for such a great shift in policy could be the development of public trend 

and knowledge about preferable outcomes of customers’ satisfaction. 



Organizations that have greater faithful customers have increasingly obtained 

more efficiency and benefits this is due to customers’ repurchase, reduction of 

advertisement expenses (for mouth to mouth ads) and unwillingness in changing 

their supplier.

 Since Iran air (as one of leading airlines in Iran) has chosen customer orientation 

strategy as its own major policy, it is strongly required to systematically measure 

customers’ satisfaction. To do so, criteria for measuring customers’ satisfaction in 

airline industry should be first determined and then by a conceptual and 

mathematical framework one can measure customer satisfaction.

1-2 Problem definition
Customer orientation has been considered as building block in theories of modern 

marketing management. 

Customer-orientated organizations develop their plans based on customers’ 

expectations and preferences; they aim at satisfying customers’ needs and desires. 

Different definitions have been presented for customer orientation in which 

customer has been considered as basic principles and local strategy. In other 

words, all organizational activities should be defined oriented according to 

customers’ desires and needs. Also, customer orientation is the base for 

organizational behavior, which in turn increases customer satisfaction.

In the last decade, organizations, in any kind or size, have tried to pay more 

attention to the recognition and perception of the importance of customer 

satisfaction. In this regard, they have understood that the expenses for keeping an 

old customer would be much less than attracting a new one.

As a result, it is accepted that there is a strong relationship between the customer 

satisfaction and faith and organization efficiency benefits. Customer satisfaction is 

considered as one of success criteria by Customer-orientated organizations. These 

organizations invest a lot on improvement of strategies, which increase customer 

satisfaction.

In today’s changing world, it is an accepted principle that if you cannot measure 

or assess something you may not manage it. This principle will be equally true for 

customer satisfaction. Assessing customer satisfaction is defined as how 

customers understand your efficiency as a supplier. 



Assessing customer satisfaction can present a feedback about customers’ 

preferences and expectations through which a series of satisfaction criteria will be 

measured. This would in turn show the strengths and weakness of the 

organization. Also, customer satisfaction measurement (CSM) provides the 

organization with a feeling of success.

In average between 10 to 30 percent of customers leave the organization annually. 

This occurs, as many organizations are unaware of losing their customers, even 

they don’t know when and why they have lost them. These organizations also 

don’t know how apart from this organizational mistake in losing their current 

customers these organizations have a traditional trend toward focusing on 

attracting new customers.

Customers’ dissatisfaction is one of important causes of decreasing the clients of 

and organization. Buy what causes this dissatisfaction has been the subject of 

many researches, which shows that the gap between customers’ expectations from 

services and the kind of actual services that they receive is one of the major 

reasons.   

Studies on measuring customer satisfaction are looking for answers to the reasons 

for clients’ dissatisfactions. The most significant advantages of such studies are as 

follows:

1- Measuring customer satisfaction presents an amount of organizational 

success.

2- Measuring customer satisfaction provides the criteria for determining the 

organizational standards

3- Measuring customer satisfaction provides an objective and significant n\n t 

feedback on organizational efficiency.

4- Measuring customer satisfaction indicates that what kinds of improvement 

should be employed. 

5- Measuring customer satisfaction motivates people to achieve higher levels 

of efficiency.

One of the most obvious issues that can be presented in this regard is that if the 

clients of Iran air are satisfied from the services they get from the airline and if we 

can improve the level of satisfaction. For this reason, measuring customer 

satisfaction could be a standard for showing the achievement of Iran air in 

employing customer-oriented strategy and can provide appropriate techniques for 



betterment of the clients’ satisfaction. In the present study the researcher is 

purported to determine the criteria for customer satisfaction in airlines through 

statistical procedures. 

1-3  Significance of the study
Airline industry is considered as one of the most fundamental aspects of the 

country’s economy. So any problem happening in this industry would cause 

greater economical problems in turn. To name such problems in this industry, one 

can refer to ignoring customer satisfaction and needs. Customer-oriented strategy 

could be introduced as one of the proper techniques for solving this problem, 

strengthening positive points, removing negative aspects and providing a better 

position in the world of competition. In this regard the major question is how 

much we have been successful in employing such strategies. 

Therefore, with regard of the fact of one of the major aims of Iran air in 

employing customer-oriented strategy is to improve level of customer satisfaction 

and increase the efficiency in turn, such achievement requires determining 

standards and continual assessment of satisfaction level. This in itself would 

investigate the process and provide better picture to remove what would cause 

dissatisfaction through a procedure checking feedback. 

1-4 Research Objectives
Main goal of research: 

Designing a framework for measuring customer satisfaction in Iran air through 

employing customer-oriented strategy

Minor goals of research:

1- Determining criteria for customer satisfaction in Iran air 

2- Determining the proportion of satisfied customers in Iran air

3- Determining satisfaction level of customers in Iran air

4- Determining positive and negative points in regard of satisfaction 

standards in Iran air

1-5 Research Question



1- What are the criteria for measuring customer satisfaction in airline 

industry?

2- What is the level of customer satisfaction in Iran air in either of the above 

criteria?

3- What is the general level of satisfaction of customers of Iran air?

1-6 Research Hypotheses 

Main hypothesis:

Iran air customers are generally satisfied from the Airline services.

Minor hypothesis:

H1: Airline customers are satisfied from the quality of services.

H2: Airline customers are satisfied from the cost of services.

H3: Airline customers are satisfied from accessibility of services. 

H4: Airline customers are satisfied from uniqueness of the services.

H5: Airline customers are satisfied from the process of considering complaints.

1-7 Place and Period of Research 
In this research all branches of Tehran in all seven districts were considered as the 

subject of the research. This took the first six months in 2002. In other words the 

subjects of this research were the customers of Tehran branches whose account 

balance was more than minimum level. It is worth mentioning that this study took 

thirteen months beginning from March 2002.

1-8 Keywords
Quality of services: offering services due to customers’ needs and expectations.

Cost of services: observable amount of expenses in Rials or unobservable and 

hidden expenses the customers pay for receiving due services. 

Service accessibility:  physical or electronic distribution of branches as well as 

semi-electronic equipments

Uniqueness of services: variables that are related to the service itself such as 

variety and uniqueness



Processing customers’ complaints: the procedure for processing the customers’ 

complaints either satisfied or dissatisfied

Customer-Orientation: it is a trend in collecting information about customers’ 

needs and employing this information as a strategy to satisfy these needs.

Chapter 2

Literature review

2-1 Concept of customer satisfaction
Customer satisfaction is one of the most important and empirical concepts for 

most market researchers. Customer satisfaction can also be considered as essence 

of success in the world of business competition; so no one can ignore the 

significance of keeping customers and paying attention to their needs. As a matter 

of fact, customer satisfaction is now a major issue in many organization and 

companies. 

Customer satisfaction is defined as the customers’ attitude or feeling toward a 

product or service following its use. 

Customer satisfaction is the main result of marketing which plays as a link in 

different phases of purchase behavior of the customer. For example, if are 

satisfied from a particular purchase, chances are good that they will repeat their 

shopping. It is also probable that the satisfied customers talk about their successful 

purchase, which in turn is a world of mouth advertisement.

 In contrast, if they are not satisfied, they would probably change the shop or 

company where the do most of their shopping which is a negative world of mouth 

advertisement.

Various definitions have been presented about customer satisfaction in marketing 

literature. Lingenfeld and Schneider define customer satisfaction as the final 

psychological comparison between the observable service offered and 

expectation, desires, goals and social norms. 



Rapp, considering the above definition, takes customer satisfaction as a personal 

attitude, which is the result of comparing real efficiency and expected efficiency.

Simon Homburg argues that “the paradigm of dissatisfied expectations” plays an 

important role in the theoretical concept of customer satisfaction as the most 

frequent one. Therefore, he takes this model as the principle model of customer 

satisfaction. “The paradigm of dissatisfied expectation” brings with customers’ 

comparing of his real experience of the product and his expectation.

2-2  The importance of achieving customer satisfaction
Why do the companies require achieving a level of customer satisfaction?

What is its importance? To answer such questions, one should know what happens 

if customers are dissatisfied or what benefits the satisfied customers bring to the 

company.

Studies shows that 96% of customers never complain about bad behaviors or poor 

quality and 90% of dissatisfied customers never return. Either of these dissatisfied 

customers would transfer his complaint to 9 other people, who are 30% of such 

customers transfer their dissatisfaction to more than 20 other people. Also, 

research shows that attracting a new customer requires investing 6 times more 

than the amount of keeping the previous customers. 

Studies by Hayes Dredge indicate that keeping the current customers is usually 

more inexpensive than finding a new customer; this is while such processes are 

quite expensive and different. A reliable customer may spend a lot of money 

during his relation with the company, especially if this customer is rewarded and 

encouraged by getting the promised services or products. Therefore, such 

interaction with customer is much more inexpensive than finding a new one.

Customer should receive what they have been promised. Companies, when 

satisfying their customers by meeting their promises, can successfully attract more 

customers.

Company success and customer satisfaction are two close concepts. As customer 

satisfaction is one of the factors in success, a company should have more satisfied 

customers to achieve more success. 



Changing expectations, needs and desires maintain that continual assessing and 

evaluating customer satisfaction is essential.

Faithful customers who find the company’s product satisfying will not only 

remain faithful but also perform as the best public relation and marketing 

instrument; as a result, they can attract other new customers. This can only be 

achieved through customers’ faithfulness.  

Walter offers 52 techniques for keeping life-long customer some of which will be 

referred as follows:

1. Developing customer-oriented culture

2. Empowering personnel: staff’s major responsibility is to satisfying 

customers’ need. They should be powerful enough to make good 

decision. 

3. Assessing performance: by assessing employees’ performance 

levels of efficiency will increase. Customers’ faithfulness would be 

achieved as employees develop a level of standard performance.

4. Considering the value of life-long customer: each customer is 

considered as a life-long value. Successful companies pay attention 

to the value of their customers throughout their life.

5. Paying more attention to services offered to customers.

6. Asking customers about what they expect of company and what the 

company can do for them.

7. Fully recognizing the cost of losing a customer 

An intelligent technique for having satisfied customers is conducting some 

reforms before something happens. It is usually late when customers complain. In 

this regard, achieving customer satisfaction requires considering the following 

factors:

1. Asking customers if they are satisfied.

2. Developing systems to gather customers’ comments and criticism.

3. Having employees who can tolerate complaints.

4. Designing a survey questionnaire to check customer satisfaction.

5. Reviewing approaches to face with customers’ problems.



3-2 Reviewing the Related Literature 
3-2-1 Athanassopoulos’ researches (1997)

Athanassopoulos employing the following techniques measured the level of 

customers’ satisfaction about services offered by state and private airlines:

International Domain

• Personnel will- behavior

• Personnel’s behavior toward customer

• Period of service offered

• Merit of personnel

• Ability to satisfying customers’ needs

• No useless bureaucracy 

• Error-free interaction

Physical Domain

• World wide web

• POS

• Variety in services

• Cooperation with other airlines

• Innovation in services

• Uniqueness of services

Organizational Domain

• Location in main street

• Airline fame

• Ownership (private or state)

Facility Domain

• Closeness of branches to customers’ residence

• Size of network of branches

• Closeness of branches to customers’ workplaces

• Working hour of branches

• Telephones services

Cost Domain



• Loan interest rate

• Deposit benefit rate

• Airline commission rate 

2-3-2 Studies by Levesque and McDougall (1996)

Levesque and McDougall studies quality, uniqueness and problems of services 

and situational factors as influential factors on customers’ satisfaction and future 

needs in airline system

They collected their required data through a questionnaire which was given to 325

customers as their subjects. The results of this research provide the managers with 

a better understanding of motives in customer satisfaction.

Their main purpose was recognition of customer satisfaction motives in branch 

airline. They employed SERVQUAL technique for quality control. They 

presented some features for uniqueness of services through the literature of airline 

services. These features are as follows:

1. Empowering features: They are related to the facility and accessibility of 

services.  

2. Compatibility features: They are competition policies such as rate of loan 

interest.

The following variables were used to collect data on service problems:

1) Facing with problems in airline interactions in the past six months

2) Complaining in case of facing with problems

3) Successful and satisfied processing of complaints variables for 

assessing above mentioned features:

1. Uniqueness of services

Employing (Enabling)

• Providing complete services by airlines

• Facility and accessibility

• Understandability of airline bills

• Facility in arrival and departure (opening and closing an account)

• Competitive interest rates



2. Customer satisfaction and his future desires

1) customer satisfaction

• Customers’ general satisfaction from airline service

• Satisfying customers’ expectations

• Customers’ attitude towards high quality of services

2) customers’ future desires

• Introducing the airline to others (positive advertisement)

• Customers’ willing in transferring or closing accounts 

2-3-3 Grigoroudis et al studies (1999)

In their study, Grigoroudis and colleagues assessed customer satisfaction in 

private airline in Greece applying multi standard analysis. The research data were 

gathered through a questionnaire, which was given to 303 Greek private business 

airlines as the subject of the study. In this research, there has been an emphasis on 

determining the vital aspects of services and classifying customers due to their 

preferences and expectations. 

Figure (1-2) present hierarchical aspects of customer satisfaction used in this 

research

General satisfaction

Personnel Products Image Services Accessibility

Science $ skill Variety Credit

Physical 

condition of 

branches

Developing 

network of 

branches

Response Pay airline
Technological 

Advancement
Waiting period

Troubles in 

services system

Communication and 

cooperation

Unique 

services

Capacity for 

satisfying future 

needs

Service 

procedures

Condition of 

branches



Friendly relation Cost Information

Figure (1-2): Hierarchy chart for classification of aspects of customer satisfaction

2-3-4 Yuk-Lan Wong and Kanji studies (2001)

Yuk-Lan Wong and Kanji (2001) studied the relationship among concepts in 

popular models of customer satisfaction measure such as American model (ACSI) 

and European model. (ECSI). They found that the determined relations in national 

measures of customer satisfaction do not possess enough certainly.

Therefore, they tried to recognize the levels of customer satisfaction and 

faithfulness in branch airline. As a result, they proposed a model called Kanji 

customer satisfaction measure, through which a group of 450 airline customers in 

Hong Kong were taken as the experimental subjects. They could determine the 

customers’ levels of satisfaction from airline system.

Recognized general 

quality

Customer faithfulness

Recognized value

Customer expectation General customer 

satisfaction

Figure (2-2): Kanji customer satisfaction model.

4-2 Managing customers’ complaints
Effective response to customers’ complaints in airlines can be considered as a key 

distinction, which can in turn improve and develop relations with customers. Most 

financial products have long-term nature. Such items as current accounts or long-

term services used beyond purchase phase require longer period of time.

Since the time the customer faces a problem in his relations with the airline, he 

has three options:

Does nothingDissatisfied behavior

Acts privately 



Acts publicly

He does nothing: In some cases the customer does nothing; this is usually the 

condition that the customer feels no sever harm. As a result, the dissatisfaction is 

removed quickly. Meanwhile, the customer might feel that it isn’t worth 

complaining or exerting energy. Stone and Woodcock (1997) maintain that in any 

period between 5 to 15 percent of customers are usually willing to change their 

airline while because of their good past relations’, they would do anything 

officially. 

He acts privately: private action is one of personal and particular actions such as 

changing airline, avoiding cooperation with airline or stopping others from 

collaboration with airline. In such situation, it is recommended that the airlines 

encourage customers to express their complaints; else they have to see their 

customers leave the airline.

He acts publicly: public action involves revenging from the airline or suing the 

airline officially such as bringing the case to the central airline or mass media. In 

most cases, customers offer their complaints to the airlines; in case of no effective 

response, they will take the other way.

5-2 Customer satisfaction measure
As mentioned above in pervious sections, customer satisfaction is a principle 

objective in any organization. Satisfied customer is an evidence of organizational 

success. So to improve and achieve organizational objectives, one should increase 

the levels of customer satisfaction.

To improve levels of satisfaction, one should determine the current levels of 

customers’ satisfaction through customer satisfaction measure. The purpose of 

assessing customers’ satisfaction is attaining feedback on organizational 

efficiency to achieve better and longer relations with customers.  

If a company desires to have completely satisfied customers it should continually 

measure the levels of satisfaction and find the probable reasons doe 

dissatisfaction.



Repp states that customer satisfaction as a strategic objective can be achieved if 

only its level could be repeatedly assessed. These frequent measures provide 

information about how well these procedures work or how effectively the 

employees the services. 

Customer satisfaction measure improves the required approaches for planning, 

control and management. This can also improve the following items:

1. technical and enough efficiency of products and services

2. scheduling and advertisement

3. resources and expenses

4. development and stability

5. quality of products and services

6. efficiency of life cycle of products and services

7. effectiveness of technology

8. customer satisfaction

Measurement provides the required data for acquiring an early approach in regard 

of potential problems and brining change and modification to stop these problems. 

Also, such measurement identifies useful opportunities.

When detailed customer satisfaction measure is employed, managers, employees 

and customers would find useful guidelines and clear data on modifying measures. 

Customer satisfaction measure can not be the only way to improve and success in 

obtaining levels of customers’ satisfaction. Customer satisfaction requires an 

established plan. Also, satisfying customer is the duty of the whole organization. 

In other words, all personnel should completely commit to customers’ satisfaction. 

Then, employees should be empowered and be responsible for brining required 

changes in improvement of customer satisfaction policy.

6-2  Classification of Models for customer satisfaction
Different procedures for forming customer satisfaction can be classified into five 

models, which draw the relationship customer satisfaction and their motives.

2-6-1 Model One



Model one is formed on a popular customer satisfaction approach called” 

dissatisfaction expectation”. The concepts of “dissatisfaction expectations” are not 

considered as a variable in the model but I is just a component of variables 

measuring customer satisfaction. According to “dissatisfaction expectations” 

hypothesis, if the recognized efficiency is higher than customers’ satisfaction, the 

customer will feel satisfied. On the other hand, if the recognized efficiency is 

lower than customers’ expectations, the customer will feel dissatisfied.

Recognized quality

expectations
Customer  satisfaction 

Figure (2-3): model 1

This hypothesis is explained and modified by scholars such as Oliver (1977, 1980, 

1981), Anderson (1973), Churchill and Supernot (1982) Briden and Til (1983), 

Woodraf et al (1991), Oliver and Desurbo (1988) and Spring and Olshavski 

(1993).

2-6-2 Model Two

Some studies couldn’t find a direct relationship between expectations and 

satisfaction. These studies could only find an indirect relationship through 

recognized quality and “dissatisfaction expectations”.

Anderson and Sullivan (1993) could empirically find:

1. Customer satisfaction can be best considered as a function of recognized 

quality and “dissatisfaction expectations”.

2. Expectations do not have any direct impact on customer satisfaction; but 

there is only an indirect relation between them through recognized quality 

a “dissatisfied expectations”.

3. The simpler the quality measurement, the more “dissatisfied expectations” 

could occur.

According to these studies, Anderson and Sullivan concluded that recognized 

quality has more influence on customer satisfaction compared with the traditional 

model of “dissatisfied expectations” (model 1).



Therefore, they proposed a different model in which the expectations could have 

directly effect on recognized quality and indirect effect on customer satisfaction 

through efficient quality and “dissatisfied expectations”.

Recognized quality

Expectations Customer satisfaction

Figure (2-4) Model 2

2-6-3 Model Three

Churchill and Supernot through their empirical studies on products, which 

consumers will quickly change, found that 

1. Expectations negatively affect “dissatisfied expectations”. That is higher 

expectations because the lower recognized expectations to remain 

dissatisfied.

2. Recognized quality positively affects “dissatisfied expectations”. That is, 

higher recognized quality causes recognized dissatisfied or satisfied 

expectations to increase.

3. Satisfied or dissatisfied recognized expectations positively affect customer 

satisfaction; that is the higher recognized quality causes higher 

satisfaction.

4. Both expectations and recognized quality directly affect customer 

satisfaction.

Various studies have proposed positive effect of recognized quality over customer 

satisfaction such as the ones by Churchil and Supernot (1982), Oliver and Desarbu 

(1988) and Teso and Wilton (1988). Also, Churchill and Supernot and Teso and 

Wilton found that the effect of recognized quality over customer satisfaction is 

more than the effect of “dissatisfied expectations”.

Regarding the effect of expectations on customer satisfaction some studies such as 

Birden and Til (1983), Chuirchil and Supernot (1982), Oliver and Lina (1981) 

Swan and Travuk (1980) Teso and Wilton (1988) and Westbrook and Rayly 

(1983), all have shown that expectations have direct effect on customer 

satisfaction.



Recognized quality

Expectations
customer satisfaction

Figure (2-5) Model 3

2-6-4 Model Four

Studies such as Anderson and Sullivan (1993), Churchill and Supernot (1982), 

Johnson and Fornel (19910 and Tess and Wilton (1998) found empirical evidence 

on direct effect of recognized quality on forming customer satisfaction. Churchill 

and Supernot studied durable goods and found that:

1. expectations and “dissatisfied expectations” have no direct effect on 

customer satisfaction

2. Recognized quality only determines type of customer satisfaction. If 

customers experience positive or negative quality, they will become 

satisfied or dissatisfied respectively, regardless of their earlier 

expectations.

If this study provides basis for more general results, one can conclude that 

“dissatisfied expectations” will have only a minor effect or no effect on customer 

satisfactions for durable goods.

Oliver (1997) believes that the customers who continually use the services have a 

series of expectations which would remain intact; so “dissatisfied expectations” 

will never develop. Customers would hardly be motivated to measure quality any 

time buy or use goods.

Johnson and Fornel (1991) studied the effect of experiencing goods or products in 

the relationship between expectations along with recognizing quality and 

customer satisfaction and found that:

1. The relationship between experience and customer satisfaction is positive 

(i.e. positive which a customer has in mind when buying or using a service 

would cause more satisfaction in next runs)

2. if the goods or service is quite new, the basis for expectations will be 

obscure and indirect, the customer satisfaction depends on more realistic 

experience of the service.

3.  More available information and experiences would cause more 

expectations.



Offered quality Custom satisfaction

Figure (2-6) model 4

Oliver (1997) in an empirical study found when “dissatisfied expectations” are 

significant, the expectations are unclear at the time which can be qualified as 

situation where:

1. High  customer involvement is sensed in offering services ( High 

interaction between services and customers)

2. Realistic experience is more important than expectations.

3. Whether or not a level of expectations is satisfied is not important.

2-6-5 Model Five

Model five is based on this hypothesis that customers are controlled more by their 

expectations rather than their experiences this model is true when:

1. Measuring real experiences of qualities is difficult

2. Measuring quality requires a particular technology

3. Recording quality seems difficult or impossible

Oliver (1980) and Yea (1991) have explained such conditions.

Expectations customer satisfaction

Figure (2-7) model 5

7-2     An introduction on popular definition of quality
In spite of impact of quality on organizational performance and management and 

marketing literature, there is little agreement on its definition.

Quality is defined in different forms such as superiority value, conformity with 

specification, and conformity with needs, adaptability for consumption, avoiding 

loss and satisfying customers’ expectations.

Accepting one definition as the only comprehensive definition can be probably 

misleading since a general definition such as satisfying customers’ expectations 

would be difficult to be operated. Narrowed definitions such as adaptability with 

specifications, too, are not comprehensive enough to overcome confusion. 



Although difficult definitions are proposed for quality in the related literature, the 

two aforementioned definitions are popularly used.

“Adaptability with specifications” is generally used for measuring the quality of 

goods and products, while “dissatisfied expectations expectation” is used for 

measuring the quality of services. Understanding of the fact that why components 

of both definitions are used in defining quality in an organization.

2-7-1 Quality of adaptability with specifications

Adaptability with specifications has been one of the popular definitions in 20th

century. This has also been most popular during 18th and 19th century since, there 

was a need for exchanging good to mass production. If there is no correlation 

between parts and specifications, they can not be exchanged and the goods would 

not be produced in mass in turn. Shewhart’s article 1931 on economical control of 

quality provided a basis for principles of quality. His goal was introducing 

measures for quality and its improvement with the least lost. 

A way from this goal, the attitude of the time toward quality as a criterion for 

being good, was very important for practical and empirical objectives. In other 

words, subjective quality (qualitative) was important but the standards could be 

set only for objective quality (qualitative); that is performance could be assessed 

through objective quality condition.

Therefore, first the customers’ needs should be changed into physical features. 

Then, methods and instruments for achieving goods with closeness to consumer’s 

need are required to be determined.

These needs led into establishing and using tables and figures of process control 

and statistical sampling. Shewhart and other researchers of quality defend the 

definition of quality as “adaptability with specifications”, they insist that 

consumers’ needs and expectations should be considered while dividing on the 

specifications of the produced goods.

2-7-2 Quality is satisfaction to customers’ expectations

Many controversies occurred in 1960s to 1980s on the appropriate of using quality 

techniques for services which are based on definition of quality as “adaptation 

with specifications”.



Judd (1968) sated that although services and products are greatly alike, they are 

fundamentally different.  Based on these differences, he considered it unnecessary 

to investigate this implicit idea that there are similarities between services and 

product marketing.

In an argumentative article which caused more controversies, Levitt (1972) stated 

that mistakes committed by service companies to achieve higher quality is due to 

their avoidance of using producing technique (product-oriented techniques) 

As he believed the most priority is quality. To him, all discretions should properly 

be avoided on the part of employees because discretion is the enemy of 

standardization and quality. Shostack faced Levitt with a major question: has 

marketing been closed-sighted to set the required paradigms in service section?

Shostack criticized the literature of marketing for blindly employing produced-

oriented principles for services; that are fundamentally because of the abstract 

nature of services.

Products, because of their concreteness, can use an accurate and qualitative 

criterion which can not be applied to service since they are abstract and can not be 

shown in shop windows.

The major role of services along with the unapplied nature of definitions on 

product quality developed a new concept of quality.

In this regard, only one definition of quality that is the one which satisfies levels 

of customers’ expectations has been widely accepted by researchers as the proper 

definition.

2-7-3 Positive and negative points of popular quality definitions

Any part of a concert has a vital role in the whole performance of the concert. 

Because any one performs his/her duty in proper time in the best way no one can 

which instrument or who is the best.

Similarly, there is no best definition of quality because each definition in regard of 

such criteria as measurability, generalize ability, utility and customer dependence 

has its own positive and negative points.

Positive and negative points of definition of quality as adaptability with 

specifications

Positive points: Measuring quality using the above mentioned definition is 

relatively simple. An organization can supervise its success on achieving quality 



objectives through measuring the adaptability of objectives with quality. Also, 

researchers can use objective scale to measure different levels of quality on 

organizational performance in both inter-organizational and time-oriented aspects. 

The definition of quality as adoption with specifications decreases costs in an 

organization. When all facilities and equipments are canalized toward achieving 

specified objectives, the organization is more efficient and the employees 

generally avoid discretion. In service industries where there is relation between 

customer and personnel the organizations can reduce costs through isolating 

technical core and setting specifications with low variance. 

If the customers’ expectations are managed with particular standards as it 

happened for most customer in producing industries, “adaptation with 

specification” can be considered as the most suitable and facilitative definition of 

quality.

N this regard, the subjective definition of quality that is satisfying customers’ 

expectations would not be appropriate. If the customers’ needs are specified, 

adaptation with specification as a definition of quality can lead the organization to 

a better efficiency and effectiveness.

Negative points: Most consuming produces are not evaluated by adaptation with 

specification; it is probable that the customers are not aware of the fact that the 

product or service is related to the internal specification. For a consumer, 

performance is a subjective concept; even the objective performance which can be 

qualitative is understood in a subjective way. 

Perhaps, the specifications are adaptive somewhere in the chain of values, but the 

customer’s final evaluation covers the package of services. Therefore, it is 

probable that a product is adaptable to its producing specifications, but it can 

greatly affect the customer’s judgment because of the behavior of a salesperson 

similarly, the customer’s judgment of the salesperson can be affected by the 

quality of the product. 

The definition for many service companies especially for those with higher degree 

of customer relation. Human interactions are a continual component of quality in 

many industries which make it difficult to specify standards for measuring quality. 

Developing proper specifications depends on the manager’s ability to recognize 

the customers’ needs. Internal concentration on the mentioned definition of 

quality would probably make the company neglect what other competitors do. 



Positive and negative points of definition of quality as satisfying customers’ 

expectations

Positive points: Quality should at last be evaluated in customer’s eyes. Customers 

can simply understand how much the product would satisfy their expectations 

while they can not evaluate how much the product is related to the specifications. 

This definition of quality lets the managers and researchers consider the subjective 

factors such as politeness, usefulness, reliability appearance as vital for customers’ 

judgment; although they are difficult to be qualitatively measured. The definition 

of quality as satisfying customers’ expectations is an introvert definition. 

Companies which define quality as this would not probably ignore the great 

changes in the market, unless they have insufficient supervising systems. 

In case companies can continually recognize and satisfy the customers’ 

expectations, it acquires a competitive advantage, which would be difficult to 

overcome.

The above definition is a comprehensive one of quality. Companies can employ 

different attitudes to judge expectations. Therefore, it can be said that different 

companies in one industry are able to complete based on different aspects of 

quality. for example, company X can satisfy customers’ expectations like another 

one or more; that is company X can concentrate on quality of services such as 

delivery, low price, high speed which another company can focus on attractive 

services or responding to specific expectation.

Negative points: satisfying customers’ expectations is the most sophisticated 

definition of quality, which would produce the most difficult definition for 

measurement. Managers and researchers should pay attention to the fact that 

different customers give various loading to specifications of services or products.

Determining and measuring customer’s expectations is difficult procedure because 
many customers especially new ones do not know that their real expectations.

Chapter 3



Research Methodology
3-1 Introduction
In general, each study begins with a problem, which causes many questions in the 

researches’ mind. These questions in turn may produce several hypotheses. The 

researcher’s task is to gather required data and analyze them to answer research 

question and reject or accept hypothesis. Therefore, the most significant step is 

collecting and analyzing data. These data are generally presented in form of 

statistical information such as tables and figures and make the research model to 

be assessable. In this chapter, the methodology and design as well as analysis of 

data are discussed.

3-2 Research method
Scientific researches are basically divided into three classifications: fundamental, 

applied and research and development (R&D)

1. Fundamental researches: the main purpose in these researches is testing the 

hypotheses, establishing relations between phenomena and adding to a 

specific field of science. The fundamental research examines the 

hypotheses, tests them and accepts or rejects them.

2. Applied Researches: The purpose the purpose of applied researches is to 

develop applied science in a special field of science. In other words, these 

researches are based on whatever the fundamental researches provide. 

3. Research and Development: this is a procedure to identify the quality of a 

process or product.

Scientific researches, due to the procedures for canceling data are divided into two 

main categories descriptive research and experienced research.

To show a cause and affect relationship between two or more variables, the 

experimental research is used. The qualification of such research is as follows:

1. Independent variables are manipulated.

2. Other variables, except dependent variables, are kept fixed and controlled

3. the effects of independent variables on dependent variables are observed



To do so, two groups controlled and experimental are selected and the differences 

between the two groups or subjects are examined.

Descriptive research includes a series of procedures which are to describe the 

determined conditions or phenomena. Conducting descriptive researches can 

simply be for better recognition of current conditions or helping the making 

decision procedure.

Descriptive research can be divided into other categories as survey study, 

correlation study, case study and cause and effect.

To examine the distribution of features and attitudes of a group of subjects a 

survey study is employed. 

Survey study can be divided into three categories.

Cross-sectional is study to gather data on one or more attributes in one section 

through sampling. This study describes the population based on one or more 

several variables.

It is clear that there is not only one research method for an issue. A researcher 

should select the appropriate research method according to the research topic. The 

research method employed in this study is an applied one. Also, the methods of 

collecting data in the present study are descriptive which has employed cross-

sectional survey study and co relational one. 

3-3 Research Variables and Conceptual Framework of 

Research
To design the conceptual framework of the present research, all existing criteria in 

the pervious researches were studied; then some other criteria were added or 

omitted as , I gathered superior’s and expert’s opinions. Finally, a new framework 

or design was introduced for the first time. In general, 16 criteria are presented in 

figure (3-1) 

 

3-4 Mathematical Design of Research
To design the mathematical design of research, the principles of SERVQUAL and 

SERIMPERF techniques were used. In SERVQUAL, the difference between 



customers’ expectations of the services and his perception of such services 

indicated his satisfaction or dissatisfaction.

Also, since, in SERVQUAL the significance of each criterion is not accounted, 

the researched used SERVIPERF to compensate the stated problem.

In other words, the mathematical design of the research is a combination of 

positive points of both techniques. That is, the disadvantages in both techniques 

were discarded: ignoring the significant of each criterion in SERVQUAL and 

expectation in SERVIMPERF.

To use the mathematical design of the research, the customers expectations (E) 

and perception (P) of the criteria (H) is assessed in a scale of 1 to 7 (1 for 

completely disagree and 7 for completely agree). Then, the difference between 

expectations and perception are assessed. The resulted index is the gap between 

the existing and preferred situation (g) for criteria (h)

It is certain that he index is between zero and six in which zero indicates complete 

satisfaction and six shows total dissatisfaction. To analyze this index, the result is 

subtracted from 6 to achieve the customers’ satisfaction from the criteria (h). Also, 

to determine the border between satisfaction and dissatisfaction, index 3 which 

falls between zero and six as identified. This index indicates the fact that the 

customer’s satisfaction rate is equal with his satisfaction rate. In other words, the 

customer has no directional attitude towards satisfaction or dissatisfaction. 

Eh – Ph=Gh

∂2– Gh=Sh

The total customers’ satisfaction of services can be obtained from the following 

formula:

S=

In the above formula, S refers to general satisfaction from services, Si refers to 

satisfaction from criteria, Bi refers to loading of criteria and N refers to number of 

criteria.

To estimate Bi, the following formula was used. It is worth mentioning that the 

significance of the subcategories of (j) of criteria (i), (Wij) can be assessed 

through a scale of one to ten, where one shows total unimportance and ten 

indicates total importance.

Bi= 



Where m shows the subcategories or minor criteria of criteria (i) also, as any 

criteria is composed of some other subcategories the following formula can be 

derived:

Si=∑Bij-Sij   

In the above formula, Sij refers to satisfaction rate from criteria (j) of criteria (i) 

and Bij refers to loading of criteria (j) of criteria (i). so it is estimated through 

following formula:

3-5 The Research Procedures
In the present study, the first step was designing the research; the next step was 

gathering information on the literature about techniques of assessing customer 

satisfaction in airline industry. Then, through designing the mathematical and 

conceptual framework of the study a questinnare was developed for the subjects of 

the study. And finally, the distribution and analysis of the items were done and the 

results were proposed. These steps are shown in figure (3-2) 

 

Figure (3-2) steps of research

Earlier design of research

Reviewing the literature

The conceptual and mathematical design of research

Designing questionnaire

Distribution and collecting the questionnaire

Analysis of results

Conclusion and suggestions

3-6 Subjects of the Study and Sampling
In regard of the fact that the Iran air in Tehran (the headquarters of seven districts) 

possess more than 50% of total airline resources these branches were selected as 

the subjects of the study. Also, since the account interests and benefits are due to 

the customers with large amount of circulation as well as long-term relation with 



airline, the customers whose deposits in first half of 2002 were more than 20

million Rials were selected as the subjects. Then a random selection was done to 

select the required sample; this became possible through Iran air data base. In 

short, it can be said that all Iran air customers in Tehran with above qualification 

were the subjects of this study.

3-7 The Sampling Volume
To determine the number population of sampling, the results of pre-test were 

employed. I this pretest, 30 questionnaires was distributed. The standard error (Se) 

in this pretest was used as criteria for estimating the sampling volume through the 

following formula:

Nz=

Where: Z is the amount of normal variable compared with probability level (1-x). 

This is 95% in this research which is 1.96

∂2: the population variance; since there was no data on the population variance, 

the average variance was not pre-determined. Therefore, to obtain higher accuracy 

and lower error, the highest probable standard deviation which was 50% was 

taken as the standard deviation of the population.

E : the acceptable error; this is 99% in the present study.

As a result, the population or the subjects of the study were 98 customers as: 

N=(1.96*0.5)2/(0.0009)2≈98

To achieve a higher level of certainty and to have more returned questionnaires, a 

group of 300 were randomly selected from among the population of airline 

customers. These questionnaire, then were sent to the customers via airline. To 

guarantee the return of questionnaire, a stamped envelop with an address on it was 

attached to the questionnaire. Finally, 100 questionnaires which could be 

potentially examined were collected and analyzed through SPSS (ver.10.05)

3-8 Instrumentation



Research instruments are the tools by which the researchers can collect and record 

the required information. Different instruments are questionnaire, observation and 

interview. 

Questionnaire is a series of written which are developed based on the variables of 

a research question. Subjects fill out questionnaires directly or indirectly.

Scales of measurement are the units that are used for assessing qualities in data 

collecting instruments. The measurement scales are, nominal scales, oriented 

scales, interval scales and ration scales.

Nominal scales are in form of double or multi values which have the lowest 

accuracy and can only shows the existence of an attribute.

Ordinal scales are used not only to examine the existence of an attribute but to 

measure the weakness or strength of it, of course, measuring the distance between 

degrees can not done through this scale.

Ratio scales are similar to interval scales which have zero point and are used as 

the center of measurement. 

The researcher in this study has used a questionnaire as a measurement tool. The 

scale employed was the ordinal one.

In other word, fifteen double statements were used to survey customers’ opinions. 

In each statement, the customers’ satisfaction was checked through a scale of 

seven parameters which covered appropriate and existing conditions. For 

appropriate condition, the customers are asked to express their opinions about an 

ideal airline while, for existing condition they are asked to express is the current 

airline possess those features. Finally, through 35 items, customers’ opinions were 

surveyed by a scale of 1 to 10 ranging from absolutely unimportant to completely 

important. Figure (3-1) shows the criteria presented in the questionnaire.  

Figure (3-1) the criteria for questionnaire 
Modern airline equipments

Physical facilities attractiveness

Cleanliness of  airline personnelPhysical and concrete factors (indicators)

Beauty and attractiveness of forms, documents and 

stationary

Validity Managers’ Commitment toward personnel



Quickness in responding to customers

Presenting services in scheduled time

Accurate service provision

Announcing service provision time

Presenting quick services by personnel’s

Personnel’s’ enthusiasm in helping customers
Responding

Consistency in personnel’s responsive manner 

Ensuring behavior of personnel’s

Customers’ sense of security

Personnel’s polite behavior
Security

Personnel’s knowledge and skill in interacting with customer

Offering special services to all customers

Appropriate opening and closing hours

Friendly interactions with customers

Performing according to customers’ interest and 

expectations

Friendliness

Understanding every customer’s need and expectation

Paying  more interests to 

deposit accounts or low 

interest loans
Cost of services Concrete costs

Low cost of services

Short waiting time (lines..)
Abstract or hidden costs

Feeling of loss in transaction

Expectation of airline branches

Geographical location of branches

Employing high-tech devices in services
Availability of services 

Expansion of ATMs

Variety in services

Novelty in services

Qualification of services 

Uniqueness of services



Cooperation with other airlines

Managing customer’s complaints Satisfying customers

3-9 Validity and Reliability of the Questionnaire

 Validity is a necessary qualification of any measurement instrument and 

questionnaire is no exception. Validity refers to the extent o which the items 

measure the variables accurately. The most common definition of validity begins 

with the following question:

Do we really measure what we have to measure? Reliability of the instrument 

refers to the stability of results in different administrations. A measure is reliable 

when it can be replicated and similar results be produced.

Inaccurate measurement would be a threat to any research. Validity, in general, 

considers the nature of the issue, but reliability can just consider the results. As 

Krieger states, reliability is a statistical technique while validity is beyond such a 

technique; it is directly related to the nature and essence of the subject.

To estimate reliability there are several statistical methods such as test-retest 

method, parallel method, split-half method, KR-21, and Alpha Cornbach. 

Alpha Cornbach is usually employed to measure internal correlation of 

instruments such as questionnaire or other test which measure various features. In 

such instruments any item can take different numerical values. To estimate alpha 

Cornbach coefficient, first we have to take the variance for each sub-item in to 

account and then estimate total variance. The following formula is used for 

estimating Alpha coefficient:

a= (i/j-1) (1-…..)

Where: a is the reliability of measure

j is the number of items

S is the variance of sub-item

S2 is the total variance



Using SPSS win (Ver. 10.05), the reliability index of the present study was 

estimated to be v.90 which is an acceptable reliability.

3-11 Statistical Procedure
3-11-1 Student T-test

T distribution was presented by O.S. Goust (so-called student) in 1908 and 

became popular as student t-test thereafter. This test has different application in 

testing research subject. T-test is also used for testing hypothesis in which the 

population mean is equal, bigger or smaller than a certain amount, or when we 

want to compare two group means.

There are four stages in testing hypothesis through t-test

1. Determining hypothesis

Statistical hypothesis for population mean regardless of research hypothesis 

could be one of the following forms:

2. Estimating Z and T distribution

Ѓ could be presented in forms of Z or T distribution. So µ can be defined in the 

following ways:

a) When the sample is selected from normal population with certain standard 

deviation, x distribution regardless of amount of sample is normal; so Z can be 

estimated through following formula:

Z= Ѓ-µ/бx 

b) When the sample is selected from normal population with uncertain 

standard deviation, X distribution can be estimated through the following 

methods:

(1) If the sample is small (n<30):

T=X- µ/sx

(2) if the sample is large (n>30) , X distribution is normal:

Z=X- µ/Sx

In this case we can use the following formula:

T=X- µ/Sx

3. Determining t-critical



In this stage, the researcher, determining the value of levels of significance, can 

use one-tailed or two-tailed test. Although the kind of test is determining by the 

cases in first phase, determining critical value (H0 and H1) is done by a and the 

type of T or Z.

4. Decision Making

In this phase, the t-value is compared with critical value. If the result is in H0

acceptance area, the hypothesis in probability value of (1-a) is accepted by 

100%. Otherwise, the data has no significant role in H0 and reject it. In 

making decisions by data analysis computer software if the level of 

significance is lower then error value, H0 would be rejected.

3-11-2 Estimating Coefficient of the relation between ordinal variables

Gama and Spearman correlation coefficient are used to determine the degree of 

correlation between two ordinal variables.

1. Gama Coefficient

Γ coefficient is used for measuring the relation between ordinal variables. This is 

presented by Goodman and Kruskal for the first time. γ is estimated through γ = 

Ns-Nd/Ms+Nd 

3-11-3 Pearson product Correlation Coefficient

Pearson-Product correlation coefficient (r) shows the linear relation between the 

ordinal variables. So, (r) shows the existence of such relation between two 

variables in population.

Testing Procedures

1. determining research hypothesis

H0: P=0   there is no significant relation between two variables.

H1: p=0 there is a significant relation between two variables.

2. Estimating research results (statistics)

Student T with df n-2 can be estimated through the following formula:

T=r-p 



So r can be estimated through following formula:

R=

3. Determining critical values

In this stage, critical values are determined due to n and a as well as two tailed 

nature of research.

Where: 

Ns= pairs which have similar order on Y (dependent variables) and X 

(independent variables)

Nd= pairs which have several order on X and Y 

When Ns>Nd, γ is positive and Nd>Ns, γ is negative. Nd=0, γ is equal 1, and 

Ns=0, γ is equal to -1. 

 

2. Spearman Correlation Coefficient

There is no accurate level of probability for ordinal variables, but it is clear that 

these variables have certain orders. To estimate p , first the significant level for the 

study subjects on a particular variable are ranked due to their numbers; and their 

ordinal significance on other variable are presented with no certain discipline. 

Then the difference between ranks are squared and estimated through following 

formula:

P=1-….

Where: Di is the difference between ranks and N is the number of observations

It is worth mentioning that is the rankings conform to each other, ∑D2i become 

zero and the amount of P becomes one. If the result become -2, there would be 

totally negative correlation between two variables.(-1) in case the result is one, the 

amount of P equals zero, so the two variables are independent of each other.

3-11-4 The significant test of β in linear regression 

Regression means returning and shows that the amount of a variable can be 

transferred into other variables. This term was for the first time introduced by 

Francis Galton in 1877 to show the relationship between variables. In this 

analysis, the major purpose is to determine the mathematical relation between the 

unknown variables with known variables.

Linear regression Model



Is a researcher is going to predict the dependent variable by one or more 

independent variables; he can use the linear regression model. This model is 

shown as the following formula:

Y=a+b1x1+b2x2+…+bkxk+e 

Where: a is the distance 

Bi is regression coefficient

And e is predicted error

The estimation of a and b is done in a way that the amount of ∑e2 become the 

minimum. In fact, b is the regression coefficient of the sample which is used to 

estimate the regression coefficient of the population β. The procedure for 

estimating β would be as follows:

1. Determining research hypothesis

In this test (h0) indicates that the regression slop of the population is zero, that is 

the linear relation between two variables can not be detected an γ is not a function 

of x. H1 is an indication of linear relation between the two variables which shows 

the research hypothesis in turn.

2. estimating the result

The results are estimated through student t-test with n-2 degree of freedom:

T=b- β/sb 

Where: Sb is standard error of b (sample regression coefficient)

This standard error is estimated through:

Sb=Se/….

Where: Se is the estimated standard error which can be measured through the 

following formula:

Se=∑y2-a∑y-b∑xy/n-2 

 

3. Determining Critical Values

In this stage the critical values are measured due to n,a and one or two tailed 

nature of research.

4. Decision Making

If the results, due to critical values are within H0 area, the null hypothesis (H0) 

can be accepted with probability value of 100*(1-x). In other words, there is no 



significant linear relationship between dependent and independent variables. That 

is the sampling data would not provide significant results for accepting H0, 

therefore, H1 is accepted, i.e. there is a significant linear relationship between 

dependent and independent variables.

3-11-5 Freedman Analysis of Variance (ANOVA)

The ranking test of Freedman is used for K correlated samples. These data 

includes K observations for a sample of N subjects. These data are taken from a 

series of observations where several tests are done.

A parametric analysis is done along with ANOVA to classify data in which any 

group or subject is observed through more than two conditions. In case there are 

reasons which prove that the principles assumptions can not be met by analysis of 

variance one can employ Freedman ANOVA

The procedures of such analysis are as follows:

1. Determining research hypothesis

H0: the ranks of variables are equal

H1: at least a pair of variables is significantly different from each other.

2. Estimating Results

Each group is assigned a rank. Then ranks are added to each other; if these sets are 

significantly different from each other, one can reject the hypothesis that they 

belong to the same population.

If N stands for rows and K for columns, the Zero distribution includes the number 

of K in rows. These can be assumed as probable items. Due to n rows, the number 

of probable ranks (K!)N can be estimated through standard (S):

S=∑k (Rj-R) 2

Where: Rj refers to total ranks for column i

R refers to total ranks

S refers to squares of sets of ranks in relation to mean

If the sample belongs to excepted population, Rj are equal and S value is small. At 

Least, in theory, for any N and R a frequency distribution. This distribution can be 

used for evaluating special values of S.



If the probability of any special value of S is small all null hypothesis are rejected 

where as accurate distribution of S is determined for small values of K and N.

For values which are apart from S-values, it usual to use a statistical feature which 

is a function of S. 

This standard is estimated through:

X2-12s/Nk (k+1) 

This formula has a definition for distribution of K2 with K-1 degree of freedom, N 

should be equal to K>3 or at least 5. 

3. Decision Making

If the level of significance is higher that α, H0 can be accepted and if it is 

lower it can be rejected.

         Chapter 4

   Analyzing Data

1-4 – Introduction
In this chapter, all the collected data are interpreted by the SPSS win 10.05 and in 

the following we are answering all the research questions and testing 

hypothesizes.

2-4 – The population features of the sample
At first we describe the population features of the sample.

1-2-4 – Age of the responders

We categorize the responders into 7 groups (under 30, 30 to 35, 35 to 40, 40 to 45, 45

to 50, 50 to 55, 55 and over)



The following table is showing the frequency of each group.

Table 1-4: Age of the responders 

Group Percent

1 Under 30 6

2 30 to 35 4

3 35 to 40 16

4 40 to 45 8

5 45 to 50 21

6 50 to 55 23

7 55 and over 22

As you can see in the table, the most frequency is about 50 to 55 and the least 

frequency is about 30 to 35 years old.

2-2-4 – Sex of the responders

68% of the responders were male and 32% were female.

3-2-4 – Education of the responders 

The responders are categorized in to five groups.

Table 2-4 – Education of the responders

Group Percent

1 Under diploma 10

2 Diploma 33

3 Technician 7

4 Bachelor 36

5 Master and above 14



3-4- Answers to research Questions 

Question 1: In what level is customer’s satisfaction of any indices?

In order to answer the above questions the following hypothesizes are given and 

then tested (in all the hypothesizes satisfaction means that index is more than 3)

1) Customers are satisfied of the service quality

2) Customers are satisfied of the service expense

3) Customers are satisfied of the service accessibility

4) Customers are satisfied of the service features and customer service and 

complaint department

Hypothesis 1: Customers are satisfied with the service quality.

 Statistical indices of the customer satisfaction with the service quality index is 

coming in the table 3-4 

 

Table 3-4: statistic indices of customer satisfaction with the service Quality

Prediction of the customer satisfaction mean with 95%

confidence level

Mean Standard deviation

Lower confidence level Upper confidence level 

4.9685 0.8982 4.7902 5.1467

According to this table, we say than that mean of service Quality is between 4.7902

and 5.1467 with 95% confidence level.

Hypothesizes for the above test are:

H0: µs ≤ 3 Customers aren’t satisfied with the service Quality

H1: µs > 3 Customers aren’t satisfied with the service Quality

Results of the analyze is coming below:



Table 4-4: T-Student test Results

Result Error level Significance Degree of freedom Calculated T

H0 rejected 0.05 0.000 99 21.915

As we see, significance level is less than error level. 

So H0 is rejected. In the other word in 95% confidence level were don’t have 

enough data to accept the H0. So with 95% confidence level we say that customers 

are satisfied with the service Quality.

Also this test with 99% confidence level accepts H1.

Service Quality is one of the main indexes of satisfaction measurement and is 

affecting customer-orienting strategy of the airline.

Here we talked about some sub-indices like physical aspects, validity, 

responsibility, reliability and sympathy.

Hypothesis 2: Customers are satisfied with the service expenses.

Statistic indices of the customer satisfaction with the service expenses is coming in 

the table (5-4) 

Table 5-4: Statistic indices of customer satisfaction with the service expenses

Prediction of the customer satisfaction mean with 

95% confidence level

Mean Standard deviation

Lower confidence level Upper confidence level 

4.1665 2.0247 3.7648 4.5683

As you can see, customer satisfaction mean with the service expenses is between 

3.7648 and 4.5683 with 95% confidence level.

The hypothesizes of the above test are:

H0: µs ≤ 3 Customers aren’t satisfied with the service expenses

H1: µs > 3 Customers aren’t satisfied with the service expenses

Results of the analyze is coming below:



Table 6-4: T-Student Results

Result Error level Significance Degree of freedom Calculated T

Ho rejected 0.05 0.000 99 5.762

As we see, significance level is less than error level. 

So H0 is rejected. In the other word in 95% confidence level were don’t have 

enough data to accept the H0. So with 95% confidence level we say that customers 

are satisfied with the service expenses. 

Also H1 is accepted with significance level of 0.01. It means with 99% confidence 

level we say that the customers are satisfied with the service expenses. Service 

expense is one of the main indexes of satisfaction measurement and is affecting 

customer-orienting strategy of the airline.

Here we talked about same sub-indices like. Apparent expenses (Cash expense like 

price of the ticket) and hidden expenses (Like wasted time expense…) finally 

regarding to the result we pretend that the customers are satisfied with the service 

expenses as one of the main index of the customer, satisfaction measurements.

Hypothesis 3: Customers are satisfied with the service access

Statistic indices of the customer satisfaction with the service access are coming 

below: table (7-4) 

 

Table 7-4: Statistic indices of customer satisfaction with the service access

Prediction of the customer satisfaction mean with 

95% confidence level

Mean Standard deviation

Lower confidence level Upper confidence level 

4.7573 0.9545 4.5681 4.9469

As you can see, customer satisfaction mean with 95% confidence is with the service 

Access is between 4.9469 and 4.5681 with 95% confidence.

The hypothesizes of the above test are:

H0: µs ≤ 3 Customers are satisfied with the service Access



H1: µs > 3 Customers are satisfied with the service Access

Results of the analyze summarized in the following table:

Table 8-4: T-Student test Results

Result Error level Significance Degree of freedom Calculated T

Ho rejected 0.05 0.000 99 18.413

As we see, significance level is less than error level. 

So H0 is rejected. In the other word in 95% confidence level were don’t have 

enough data to accept the H0. So with 95% confidence level we say that customers 

are satisfied with the service access. 

Service Access was analyzed as one of the main index of satisfaction measurements.

We analyzed some sub-indices like size of offices networks, office location and 

remote access for servicing to the customer.

At the end it’s clear that the customers are totally satisfied with the service access as 

one of the main indices.

Hypothesis 4: Customers are satisfied with the service features

Statistic indices of the customer satisfaction with the service features is coming 

below:

Table 9-4: Statistic indices of customer satisfaction with the service expenses

Prediction of the customer satisfaction mean with 

95% confidence level

Mean Standard deviation

Lower confidence level Upper confidence level 

4.1451 1.3182 3.8835 4.4066

Results show that customer satisfaction mean is between 3.8835 and 4.4066 with 

95% confidence.

Hypothesis of the test are:



H0: µs ≤ 3 Customers aren’t satisfied with the service features

H1: µs > 3 Customers aren’t satisfied with the service features

Table 10-4: T-Student test Results

Result Error level Significance Degree of freedom Calculated T

Ho rejected 0.05 0.000 99 8.686

As we see, significance level is less than error level. 

So H0 is rejected. In the other word in 95% confidence level were don’t have 

enough data to accept the H0. So with 95% confidence level we say that customers 

are satisfied with the service features. 

Also this test accepts H1 and rejects H0with 99% confidence level.

Service features is another, main index of satisfaction measurement.

In this feature we study about service variety, Service modernity, service uniqueness 

and cooperation with other airline.

Finally we pretend that the customers are satisfied with me service features.

Hypothesis 5: The Customers are satisfied with the Complain department

Statistic indices of the customer satisfaction with the Complain department is 

coming below:

Table 11-4: Statistic indices of customer satisfaction with the Complain department

Prediction of the customer satisfaction mean with 

95% confidence level

Mean Standard deviation

Lower confidence level Upper confidence level 

4.6400 1.4806 4.3462 4.9338

Regarding to the table the mean of satisfaction with the Complain department is 

between 4/3462 and 4.9338 with 95% confidence.

The Hypothesis of the above test is:



H0: µs ≤ 3 The Customers aren’t satisfied with the Complaint department 

H1: µs > 3 The Customers are satisfied with the Complaint department

Results of the analyze summarized below:

Table 12-4: T-Student test Results

Result Error level Significance Degree of freedom Calculated T

Ho rejected 0.05 0.000 99 11.076

As we see, significance level is less than error level. 

So H0 is rejected. In the other word in 95% confidence level were don’t have 

enough data to accept the H0. So with 95% confidence level we say that customers 

are satisfied with the Complain department. 

In general, when a customer has a serious problem with an airline, it is low probable 

to have a claim or complain. If the customer complains, the airline should have 

enough time to investigate and response properly to increase customer satisfaction.

If a customer doesn’t claim or satisfied after getting answer, he will start a bad 

world of mouth advertisement probably.

So complain department was the last index for measuring customer satisfaction.

Finally, regarding to the analyze result; we say that the customers are satisfied with 

the complaint department as one of the main index.

Studying Customer Satisfaction with the 15 Sub – Indices 
We know that each index contains of some sub-indices, so they should be checked 

and analyzed too.

As you see in the table (13-4) we have totally 15 sub-indices.

In the table (13-4) we have statistic indices too.



Table (13-4): statistic indices of customer satisfaction with any of 15 sub-indices

Prediction of the customer satisfaction 

mean with 95% confidence level

Main index Sub-index Mean Std 

Deviation

Lower 

Confidence level

Upper confidence 

level 

Physical aspect 4.6200 1.0405 4.4135 4.8265

Validity 5.1160 0.9770 4.9221 5.3099

Responsibility 4.9050 1.0841 4.6899 5.1201

Reliability 5.0950 1.1008 4.8766 5.3134

Service

 Quality

Sympathy 5.0560 1.0487 4.8479 5.2641

Apparent expenses 3.9750 1.6868 3.6403 4.3097Service 

Expenses Hidden expenses 4.3100 3.5907 3.5975 5.0225

Size of the office 

network

4.7800 1.2838 4.5253 5.0347

Office location 4.9700 1.2509 4.7218 5.2182
Service Access

Remote access to 

the service

5.3200 1.1537 5.0911 5.5489

Service variety 4.4000 1.6636 4.0699 4.7857

Service modernity 4.4800 1.5406 4.1743 4.5930

Service uniqueness 4.3100 1.4263 4.0270 4.7857
Service 

Features
Cooperation with 

other airline

3.3600 2.1813 2.9272 3.7928

Complain 

department

Customer claim 

handling (with 

satisfaction)

4.6400 1.4806 4.3462 4.9338



General hypothesizes for this test are:

H0: µs ≤ 3      The Customers aren’t satisfied with the index no i. 

H1: µs > 3     The Customers are satisfied with the index no i.

The results of the analyze for all the 15 sub-indices came in the following table:

Table (14-4): T-student for all the 15 indices

Main index Sub-index Test result Error level Significance level Df Calculated 

T

Physical aspect H0 rejected 0.05 0.000 99 15.569

Validity H0 rejected 0.05 0.000 99 21.659

Responsibility H0 rejected 0.05 0.000 99 17.573

Reliability H0 rejected 0.05 0.000 99 19.031

Service 

Quality

Sympathy H0 rejected 0.05 0.000 99 19.604

Apparent 
expenses

H0 rejected 0.05 0.000 99 5.780Service 

Expenses Hidden expenses H0 rejected 0.05 0.000 99 3.648

Size of the office 
network

H0 rejected 0.05 0.000 99 13.865

Office location H0 rejected 0.05 0.000 99 15.749Service 

Access
Remote access to 

the service
H0 rejected 0.05 0.000 99 20.110

Service variety H0 rejected 0.05 0.000 99 8.415

Service modernity H0 rejected 0.05 0.000 99 9.607

Service uniqueness H0 rejected 0.05 0.000 99 9.185
Service 

Features

Cooperation with 
other      airlines

H0 accepted 0.05 0.000 99 1.650

Complain 

department

Handling the 

complains (With 

satisfaction)

H0 rejected 0.05 0.000 99 11.076



As you can see the result of the statistical analyze, other than “Cooperation with 

other airlines”, Ho is rejected with 95% confidence.

It means with 95% confidence we can say that the customer are satisfied with all the 

sub-indices other than “Cooperation with other air Lines” that is one of the sub-

indices of the “service features”.

Question 2: In what level is total satisfaction of the customers?
In Order to answer this Question, at first our hypothesis is that the customers and totally 

satisfied with the air Line they wither the 95% confidence level. We predict the mean of 

satisfaction index. To check this hypothesis, we use 5 main indices.

Research Question: Totally the customers are satisfaction with the airline.

The hypothesizes are:

H0: µs ≤ 3   The Customers aren’t satisfied with the airline. 

H1: µs > 3   The Customers are satisfied with the index airline.

The results of the analyse is in the following table:

Table (15-4): T-student analyzes result

Test result Error level Significance level Degree of freedom Calculated T

Ho reject 0.05 0.000 99 15.117

As we see, significance level is less than error level. 

So H0 is rejected. In the other word in 95% confidence level were don’t have 

enough data to accept the H0. So with 95% confidence level we say that customers 

are satisfied with the airline in general.

In order to measure overall customer satisfaction level we have a prediction with 95%

confidence level.



Table (16-4): Statistical indices of total customers satisfaction

Prediction of the customer satisfaction mean with 

95% confidence level

Mean Standard deviation

Lower confidence level Upper confidence level 

4.5382 1.0175 4.3363 4.7401

This table says that the mean of customer satisfaction is between 4.7401 and 4.3363

with 95% confidence.

4-4- Some questions that the researcher faced with them during 

the research process?
Some more questions happened during the research that we answer them regarding 

to the result of the research. 

Question 1: Is there any difference between customer satisfaction levels in any of 

indices?  If “yes” which index is the first in ranking?

To answer this question we use Friedman variance analyze test. The hypothesizes 

for this test are:

H0: µs ≤ 3   The entire five main index are the same in Ranking.

H1: µs > 3   At least there is a significant difference between two indices.

We analyzed the data with the SPSS software and obtained the following table:

Table (17-4): the result of the Friedman variance analyze test

Test result Error level Significance level Degree of freedom Calculated T

Ho reject 0.05 0.000 4 65.553

As we see, significance level is less than error level.

So H0 is rejected. In the other word in 95% confidence level we don’t have enough data to 

accept the H0. 



So at least there is a significant difference between two main indices. Ranking of the 

main indices is coming below:

Table (18-4): ranking of the main indices of the customer satisfaction

Rank Mean rank Main index

1 3.63 Service Quality

4 2.47 Service expense

2 3.36 Service Access

5 2.18 Service Features

3 3.35 Complain department

As you can see the most satisfaction is with the “service Quality” while the least one 

is “service features”

Question 2: Is there any difference between customer satisfactions in any of 15 sub-

indices? If “yes” which one the customers are more satisfied with?

To answer this question we use Friedman variance analyze test. The hypothesizes 

for this test are:

H0: µs ≤ 3   All the 15 sub -indices are the same in Ranking.

H1: µs > 3   At least there is a significant difference between two sub-indices.

We analyzed the data with the SPSS software and obtained the following table:

Table (19-4): the result of the Friedman variance analyze test

Test result Error level Significance level Degree of freedom Calculated T

Ho reject 0.05 0.000 4 205.516

As we see, significance level is less than error level.

So H0 is rejected. It the other word in 95% confidence level we don’t have enough 

data to accept the H0.



So at least there is a significant difference between two sub-indices. Ranking of the 

sub-indices is:

Table (20-4): Ranking of the customer satisfaction in any of the 15 indices

Main index Sub-index Rank Rank in 

satisfaction

Physical aspect 7.94 11

Validity 10.01 4

Responsibility 8.78 8

Reliability 10.06 3

Service Quality

Sympathy 9.88 5

Apparent expenses 6.64 14Service expenses

Hidden expenses 8.38 9

Size of the office 

network

9.11 6

Office location 1.20 2

Service Access

Remote access to 

the service

11.66 1

Service variety 8.17 10

Service modernity 7.91 12

Service unique 

news

7.10 13Service features

Cooperation with 

other airline

5.49 16

Complain 

department

Handling the 

complains (With 

satisfaction)

8.82 17

As you can see, the most satisfaction is with “remote access to the services” and the 

least satisfaction is with  “Cooperation with other airlines” in sub-Indices.

Question 3: Is there any difference in rank of importance between any of five main 

indices for the customers? If “yes” which index is more important for the 

customers? In the other word what is the ranking of the five main indices?



In order to answer this question, we used Friedman variance analyze test. The 

Hypothesizes of the test are:

H0:  The rank of importance for all the five main indices is the same.

H1:  At least there is a significant difference between two of main indices.

We analyzed the data with the SPSS software and obtained the following table:

Table (21-4): the result of the Friedman variance analyze test

Test result Error level Significance level Degree of freedom Calculated T

Ho reject 0.05 0.000 4 35.538

As we see, significance level is less than error level.

So H0 is rejected. In the other word in 95% confidence level we don’t have enough 

data to accept the H0.

So at least there is a significant difference between two main indices. Ranking of the 

main indices is coming below:

       Table (22-4): rank of importance of any of main indices for the customers

Main index Mean rank Rank of important

Service quality 2.95 3

Service expense 2.45 5

Service accent 3.14 2

Service features 2.82 4

Complain department 3.64 1

We found that “complain department” is the most important index and the service 

cost is the least important index between other main indices. 

Question 4: Is there any difference in rank of importance between any of the 15

sub-indices for the customers? If “yes” which index is more important for the 

customers? In the other word what is the ranking of the 15 sub-indices?



In order to answer this question, we used Friedman variance analyze test. The 

Hypothesis of the test are: 

H0: The rank of importance for all the 15 sub-indices is the same.

H1: At least there is a significant difference between two of sub-indices.

Table (23-4): the result of the Friedman variance analyze test

Test result Error level Significance level Degree of freedom Calculated data

 reject 0.05 0.000 4 35.538

As we see, significance level is less than error level.

So H0 is rejected. In the other word in 95% confidence level we don’t have enough 

data to accept the H0.

So at least there is a significant difference between two sub- indices. Ranking of 

sub- indices is coming below:

Table (24-4): statistic indices of importance with any of 15 sub-indices for he 

customers

Main index Sub- index Mean

Rank

Rank of 

importance

Physical aspect 6.91 14

Validity 10.64 1

Responsibility 8.80 9

Reliability 10.31 2

Service Quality

Sympathy 5.68 16

Apparent expenses 5.84 15Service expenses

Hidden expenses 9.13 7

Size of the office 

network

9.51 6

Office location 9.10 8

Service Access

Remote access to 

the service

9.78 4

Service variety 8.15 11



Service modernity 8.30 10

Service unique 

news

8.07 13Service features

Cooperation with 

other air Line

9.86 3

Complain 

department

Handling the 

complains (With 

satisfaction)

9.69 5

This table tells us that the validity is the most and sympathy is the least important 

index for the customers among the other indices. 

Question 5: Is there any significant relation between level of satisfaction and 

frequency of reference to the airline?

To answer this question we used Pearson correlation test( r ). So we have this 

hypothesis:

There is a significant relation between number of reference to the airline and total 

satisfaction.

The hypothesizes for this test are:

H0:   ρ=0    there is not a significant relation between satisfaction and number of 

reference to the airline.

H1:   ρ ≠0   there is a significant relation between satisfaction and number of 

reference to the airline.

The following table has the result obtained from the SPSS:

Table 25-4: The results obtained from the Pearson correlation test.

Result Error level Significance level Calculated r

H0 accepted 0.05 0.748 0.032

Regarding to this matter that significant level is greater than error level we can say 

H0 is accepted. It means there is not any significant relation between satisfaction 

and frequency of reference.



Question 6: Is there any significant relation between age of the customer and 

satisfaction?

To answer this question we use Pearson correlation test. The research question here 

is:

There is a significant relation between satisfaction and the age of the customer.

The hypothesizes are:

H0: ρ=0    There is not any significant relation between age and satisfaction.

H1: ρ≠0     There is any significant relation between age and satisfaction.

The following table has the result obtained from the SPSS:

Table 26-4: The results obtained from the Pearson correlation test.

Result Error level Significance level Calculated r

H0 rejected 0.05 0.027 0.221

As the significant level is less than error level so ho is rejected. It means there is a 

significant relation between age and satisfaction. (Old people are more satisfied.)

Question 7: Is there any relation between satisfaction and education? Because we 

used systematic scale to measure the education we can not use the Pearson 

correlation. So we use Spearman correlation and Gamma (δ) factor:

This is the research question:

There is a relation between satisfaction and education.

H0: ρ=0    There is not any significant relation between education and satisfaction.

H1: ρ≠0     There is any significant relation between education and satisfaction.

The following tables have the result obtained from the SPSS:

Table 27-4: The results obtained from the Pearson correlation test.

Result Error level Significance level Calculated r

Ho reject 0.05 0.028 - 0.219



Table 28-4: The results obtained from the Pearson correlation test.

Result Error level Significance level Calculated r

Ho reject 0.05 0.024 - 0.244

You can see that the Spearman correlation factor is less than error level so H0 is 

rejected. And we say there is a significant relation between education and 

satisfaction. Gamma test also confirms this.

Question 8: Is there any significant relation between customer satisfaction of sub-

indices and the age?

Because the responders are in different ages, so probably there is a significant 

relation between age and sub-indices.

To answer this question we use Pearson correlation test ( r )

The research question is:

There is a relation between customer satisfaction of the sub-indices and the age.

Hypothesizes are:

H0: ρ=0    There is not any significant relation between satisfaction of the sub-

indices and the age.

H1: ρ≠0     There is any significant relation between satisfaction of the sub-indices 

and the age.

The following table has the result obtained from the SPSS:

Table (29-4) result of the Pearson correlation test and relation between age and 

sub-indices 

Main index Sub- index Result Error level
Significant 

level

Pearson 

correlation 

factor

Physical aspect Ho reject 0.05 0.035 0.211

Validity Ho accept 0.05 0.115 0.158



Responsibility Ho reject 0.05 0.044 0.202

Reliability Ho reject 0.05 0.009 0.261

Service Quality

Sympathy Ho reject 0.05 0.012 0.256

Apparent expenses Ho accept 0.05 0.955 0.006Service expenses

Hidden expenses Ho accept 0.05 0.803 0.025

Size of the office 

network

Ho accept 0.05 0.630 0.009

Office location Ho accept 0.05 0.605 0.052

Service Access

Remote access to 

the service

Ho accept 0.05 0.142 0.148

Service variety Ho accept 0.05 0.080 0.176

Service modernity Ho reject 0.05 0.002 0.307

Service uniqueness Ho reject 0.05 0.032 0.215Service features

Cooperation with 

other air Line

Ho accept 0.05 0.535 -0.063

Complain 

department

Handling the 

complains (With 

satisfaction)

Ho reject 0.05 0.041 0.204

We understand those older customers are more satisfied with the physical aspects, 

responsibility reliability, sympathy service modernity, service uniqueness and 

complain handling. This is with 95% confidence level.

Chapter 5

Conclusion and suggestions

1-5 – Introduction



Customer oriented strategy starts with the “Customer’s needs and wants” studies 

and continues with services and products design and sales.

In the following, it will be completed with the customer satisfaction measurement as 

the main index of the customer oriented organizations and service quality regarding 

to the customer perspective.

In this research, at first, we take out different sides of the customer satisfaction from 

the literature review of the marketing management of the airline industry and then 

with the SERVQUAL techniques, we measure customer satisfaction. In this chapter 

at first we answer all the research Questions (regarding to the result of the customer 

satisfaction measurement) and then statistically analyze collected data.

After all, we can suggest base on the results. We hope that this research can start a 

way to give a better service to the airline customers (although it’s a difficult way!) 

and results more satisfaction and more benefits.

2-5 – The Answer of the Question1) 

What are the indices of the customer satisfaction in the airline 

industry?
Regarding to the research pattern, we can categorize customer satisfaction indices in 

to five main indices:

1 – Indices related to the quality of the services.

This category consists of five sub-indices:

1- Indices related to physical aspects of services.

These indices are facilities and equipments attraction, in addition to the cleanliness                                       

and dressing appearance of the service department employees.

2- Indices related on the strength and validity of the services.

If an airline can obtain this index, it means this airline can give requested services of 

the customer on time, without any problem and error.

3- Indices related to the answering to the customer.



If any airline can enjoy this index, this means employees of this airline are eager to 

help the customers and always ready to response to the customers, inform them 

about the time and type of the services and they do every thing fast.

4- Indices related to customer trust. 

Any airline enjoy this index, it can be reliable and secure for the customer. 

Employees’ behavior is politely and they have enough knowledge to answer the 

customer’s questions.

5- Indices related to sympathy between customers and employees.

If an airline enjoy this index, it mean the employees have sympathy with the 

customers and they behavior is according to the customers exceptions and needs and 

base on customers needs we have customizations.

2- Indices related to the expense of the services.

In order to using the services a customer should pay two kinds of expenses:

      Apparent or sensible expenses.    

      Hidden or insensible expenses.

Apparent expenses: they are expenses that a customer should pay directly in order to 

use the services, example: price of the ticket.

Hidden expenses: They are some expenses that a customer pays indirectly in order 

to use the services example: Expense of the wasted time in the rank, getting stock in 

the traffic (because of office locations)…

3- Indices related to Access to the services. 

There are some indices like offices locations, web-based services… that can affect 

access to the services.

4- Indices related to the service features. (The service itself)

It is like the variety of the services, is the service new or not (service modernity), 

and is that Unique? Is this airline sharing the service with the other airlines or not?

5- Complaint department

This is the last index of the customer satisfaction indices measurement.

Here we investigate that is that any good response to the customers claim or not.



3-5 – Answer of the Question 2) 

In what level is customer satisfaction of each index?
We can divide this question into two sub-questions:

1- In what level is customer satisfaction of each main index?

2- In what level is customer satisfaction of each sub-index? 

As we described in chapter 3, Satisfaction is defined quantitively between [0,6].

0 means complete dissatisfaction and 6 means complete satisfaction and 3 is the 

borderline between satisfaction and dissatisfaction.

The results of the data analyses of the five main indices in the chapter 4 showed that 

the level of customer satisfaction in all the main indices in more than 3. In the other 

word, in all the main indices we have satisfaction.

The level of satisfaction in each index with 95% confidence level is shown in the 

following table:

Prediction of the customer satisfaction mean with 
95% confidence level

Main index Mean

Lower confidence level Upper confidence level

Service Quality 4.9685 4.7902 5.1467

Service expense 4.1665 3.7648 4.5683

Service access 4.7575 4.5681 4.9469

Service feature 4.1451 3.8835 4.4066

Complaint department 4.6400 4.3462 4.9338

Table 1-5. The level of customer satisfaction in the five main indices

Although the results of the research show that there is a meaningful difference 

between customer satisfaction levels in the main indices, the results show that 

satisfaction level in “Service Quality” index is more than the other indices. While 



the other indices are in order service access, complaint department, service expense 

and service features. On the other word the least satisfaction is from service feature 

index.

In order to answer to the second sub-question, the results show that customer 

satisfaction in all the sub-indices is more than 3 but “ cooperation with other 

airlines”.

On the other word the customers are satisfied of all the indices but “ cooperation 

with other airlines”.

Customer satisfaction level of any indices with 95% confidence level is shown in 

the following table.

Table 2-5. Customer satisfaction of sub-indices

Prediction of the customer satisfaction mean with 
95% confidence level

Sub-index Mean

Lower confidence level Upper confidence level

Physical aspects 4.6200 4.4135 4.8265

Validity 5.1160 4.9221 5.3099

Responsibility 4.9050 4.6899 5.1201

Reliability 5.0950 4.8766 5.3134

Sympathy 5.0560 4.8479 5.2641

Apparent expenses 3.9750 3.6403 4.3097

Hidden expenses 4.3100 3.5975 5.0225

Size of the network offices 4.7800 4.5253 5.0347

Offices locations 4.9700 4.7218 5.2182

Remote access 5.3200 5.0911 5.5489

Service variety 4.4000 4.0699 4.7301

Service modernity
(How new is the service)

4.4800 4.1743 4.7857

Service uniqueness 4.3100 4.0270 4.5930

Cooperation with other 
air lines

3.3600 2.9272 3.7928



Satisfaction of complain 
department

4.6400 4.3462 4.9338

Statistical analyze of the Questionnaire results to meaningful difference between 

customer satisfaction of any indices look at the following table:

Table 3-5. Ranking of customer satisfaction of the 15 sub-indices

Sub-index Rank of satisfaction

Remote access 1

Office location 2

Reliability 3

Validity 4

Sympathy 5

Size of the network offices 6

Satisfaction of the 
complain office

7

Responsibility 8

Hidden expenses 9

Service variety 10

Physical aspects 11

Service modernity 12

Service uniqueness 13

Apparent expenses 14

Cooperation with other 
air lines

15



As the table 3-5 shows the most satisfaction level is from remote access to the 

services and the least satisfaction is from cooperation with other airlines.

On the other hand, considering the results show that there is significant difference 

between importance levels of each index from the customers’ perspective.

Table 4-5. Ranking of importance level of sub-indices from the customers 

perspective

Rank of importance Sub-index

1 Validity

2 Reliability

3 Cooperation with other airlines

4 Remote access to services

5 Satisfaction of complain department

6 Size of network office

7 Hidden expenses

8 Offices locations

9 Responsibility

10 Service modernity

11 Service variety

12 Service uniqueness

13 Physical aspects

14 Apparent expenses

15 Sympathy



As the table shows validity is the most important sub-index and sympathy is the 

least important one.

4-5 – Answer of the Question 3) 

In what level is the overall customer satisfaction of the airline?
Results of this research show that overall satisfaction of the customers is more than 

3. 

On other word, overall satisfaction of the customers is between 4/3363 and 4/7401

with 95% confidence.

5-5 – Studying the answers of the Questions that the researcher 

faced with them during the research
Studying the literature review shows that there is no significant relation between 

customer satisfaction and reference frequency to the airlines offices.

In theory, we found that people with higher degree of education, have more requests 

and expectations. So we expect a negative relation between customer satisfaction 

and degree of education.

Base on the results of the statistical interprets of the research; there is a negative 

relation between customer satisfaction and degree of education.

On the other hand, the customers with higher education are less satisfied.

There is another finding resulted from this research. There is a significant positive 

relation between total satisfaction and the age of the customer. On the other hand 

with increasing the age, the level of satisfaction will be increased, too.

Certainly, more studying will show a significant and positive relation between 

customer satisfaction of sub-indices and the age of the customer.

6-5 – Customer satisfaction level about the studying indices and 

their importance (in conceptual pattern)



Regarding to the conceptual pattern in the chapter 3, we show the customer 

satisfaction of the studied indices between [0.6] and importance level (%) in the 

figure 1-5. 

Then customer satisfaction in an overall view is described in the figure 2-5. 

 

Figure 1-5 

 

Figure 2-5 

 

7-5 – Studying weakness and strength points of the airline base 

on the importance/satisfaction model.
As we said in the previous chapters, for each of indices (main or sub-indices), we 

studied two factors:

1- The Level customer satisfaction from the index.

2- How importance is the index for the customer.

In combination of these two factors, we have four parts on the surface:

Figure 3-5 – importance / satisfaction model



Part 1– Important strength points:

 Indices located in this area are the one with high importance for the customers 

regarding to the airline behavior we have high satisfaction in this area.

Part 2 – Unimportant strength points:

The indices located in this area are the one with high satisfaction but low 

importance for the customers.

Part 3 – Important weakness points:

Indices located here, are the one with high Importance but the customer are not 

satisfied with then.

Part 4 – Unimportant Weakness points:

Eventually, the indices positioned here are the one with low importance and low 

satisfaction. Sub-indices discussed in this research are shown in the 

importance/satisfaction model:

Figure 4-5 – sub-indices in the importance / satisfaction model

8-5 – Suggestions
1-8-5- Some offers for the future researches

1- Doing a complementary research about the rivals.



2- Searching for some more effective indices in customer satisfaction (may be the 

researcher missed them!)

3- Regarding to the marketing literature we have two groups of customers: 

internal and external customers, and regarding to this fact that the satisfaction of 

the internal customer is a must for external customers, so it is better to have 

another research about Internal customer satisfaction measurement and studying 

the relation between satisfaction of the internal and external customers and their 

effects on each other is another important research.

2-8-5- Some executive suggestions for the this airline

1- We know that customer needs and wants is a function of time, so we should 

have a regular customer satisfaction measurement in any 6 or 12 months.

2- Preparing a software (Regarding to the mathematical and conceptual pattern of 

this research) in order to measuring customer satisfaction regularly (for example it 

can be a web-base software

3- More plan to have more cooperation with other airline. 

4- Preparing some special offers for the key (for example reducing waiting time) 

Customer?

5- Have a plan in order to reduce apparent and hidden expenses for the key 

customer.

6- Using modern equipments in the offices and also in the flights

7- Re-designing forms, tickets…

8- Using physical equipments and furniture with high attractions.

9- Using uniforms and well-dressed employees.

10- Establishing R&D department for modern and new services.


