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Introduction and Background of Study
          The competitive advantage for airlines is profoundly based on the intensity of the relationship between service quality and customer satisfaction. Curtis et al. (2012) postulate that globalization has led to the increase in information sharing and acquisition among the customers. The researchers further argue that the high level of information acquisition and sharing has rendered the paradigm shift in the purchasing power to the consumer market. Essentially, the passengers utilize their purchasing power through a comparison of the price changes as well as the quality of service to determine their satisfaction levels. Hence, the aim of the research is geared towards the development of methods that would enhance service quality and help to achieve competitive advantage, as well as customer satisfaction. Thus, the attention of most strategic objectives has been shifted towards ensuring that the needs and preferences of the consumers are taken care of.
          The evolution of the consumer market has rendered the emergence of dynamic customer categories based on the utilization of the acquired and shared information. Primarily, According to Muturi et al. (2013) airline service quality significantly influences the relationship between customer satisfaction and loyalty. However, dynamism in passenger market has rendered a complex approach towards the utilization of the linear relationship mainly because of the different preferences in quality and price ranges among the passengers. It is a concept that builds upon Curtis et al. (2012) justification based on the customer categorization. As a result, airlines have focused on implementation of strategic initiative that addresses the evolutionary trend of consumer market.
          The evolutionary trend in the consumer market has contributed to the paradigm shift in purchasing power to the customers. It is a phenomenon that renders the increase in competition across the airline industry in aim of increasing the market share (Charoensettasilp and Wu, 2013). The increase in the competition has rendered the intervention of other stakeholders such as government towards the implementation of policies that support a competitive and professional airline service environment. An excellent example of government policies includes the deregulation of high taxation fees to promote market entry of private firms in the airline industry market. The involvement of the government as well as the airlines’ management teams in spearheading competitive environment is highly influenced by the dynamic consumer market.
          The global dynamism of the consume market as well as the market share competition has prompted airlines to streamline resources based on cost efficiency. According to Crotti and   Misrahi (2015), technological advancement has introduced the concept of improving service quality while enhancing a reduction in costs. The researchers argue that majority of the airline companies focus proficiently invest resources upon the implementation of strategic plans that foster a competitive advantage. As a result, the airline industry has evolved along the evolutionary trend of consumer market mainly upgrade of quality and differentiated price range offers.
        The evolution of both the airline industry and the consumer market is a phenomenon that promotes the relationship between service quality and customer satisfaction. However, research studies postulate that the importance of competition is fostered by the third variable in the relationship, namely, customer loyalty (Clemes et al., 2008). The researchers further stipulate that the vital tool of increasing the market share in the airline industry is based on the enhancement of customer loyalty. Essentially, the researchers blend the concept intense information acquisition and sharing with the gradient of loyalty mainly because loyal customers offer referrals to friends based on the heightened customer satisfaction. As a result, the market share of the airline companies expands on a cost effective approach.  

     Paying attention to the role of service quality in the airline industry, this dissertation analyses the importance that customer satisfaction has to the loyalty of airlines passengers in United Arab Emirates (UAE). The ability to attain customer satisfaction in services offered, aspects of attraction, maintenance, and improvement of the association between the service providers and the consumers are considered of essence, as revealed by Ventosa et al. (2005). The attainment of a positive perception from the consumers is considered a factor to pay attention to by airline companies, as this contributes towards ultimate satisfaction and development of loyalty for long-term sustainability. Perceptions on value are important as they enhance association between quality and pricing, which also plays a significant role in attaining the customer satisfaction essential in building loyalty. Therefore, the causes of customer defection and the ways to enhance customer satisfaction was evaluated and applied in the study of airlines in UAE (Emirates, Etihad, Air Arabia, and Flydubai). The case is, thus, important, since it helps the company to develop organizational programs aimed at achieving positive customer satisfaction and customer loyalty. At the end of the research, various recommendations were provided to the firm to assist it in research and development of new marketing approaches to attain customer satisfaction

          Providing long-term customer satisfaction in the airline industry requires consistency in service quality. Dassanayake and Weerasiri (2017) conducted a study on sustainable competitive advantage, revealing that customer satisfaction is essential tools in helping companies gain this advantage. Relying on a sample of 200 participants, the study indicated that the perceptions on quality of customers is directly associated with the development of customer loyalty. However, the level of consistency of the quality of services offered is instrumental in developing long-term loyalty by the consumers, as they seek to constantly obtain services that offer them value for money. Therefore, improving customer service not only enhances the customer satisfaction but also improves the profitability of the company, as customer intervention approaches lead to positive perceptions that enhance customer loyalty (Sharma, 2008). 
          Chen and   Liu (2017) further argue that the relationship between airline service quality and passenger loyalty is profoundly influenced by the customer’s perceived and expected value. This study focuses on a case study of airlines of UAE mainly because of its significant market share on a global scale as well as a full-service and low cost airline and low cost in fast growing UAE country to establish the ideological service quality strategies to enhance its competence. Customer satisfaction is a vital element in the promotion of airline service quality as a competitive advantage. According to Kim et al. (2013), customer satisfaction is a composite of the interaction between airline service provider and the passenger. Therefore, poor service delivery affects the perceived and expected service value of the passenger. Ideally, the researchers depict the level of customer satisfaction is the measuring parameter in regards to the level of service delivery. As a result, the researcher deduces that it is paramount airlines’ management focus on the improvement of the service delivery system to foster significant customer satisfaction.   
          Airline service quality is an ideology that is fostered through an interaction of various concepts. According to Muturi et al. (2013), airline service quality is profoundly influenced by three core elements, namely, pre-flight, in-flight, and post-flight service qualities. Effective implementation of the various service qualities influences the level of customer satisfaction through the service experience. Therefore, customer satisfaction plays the role of a feedback mechanism to the airline companies through the alignments of passenger’s loyalty. Further, customer satisfaction plays a vital role of marketing tool for the airline companies through referrals based on the service experience. As a result, the philosophy of customer satisfaction significantly influences the interaction of service quality and customer loyalty to enhance the airline company’s competence level.
          The linear relationship between airline service quality, customer satisfaction and loyalty has significantly influenced the dynamic growth and competition in United Arab Emirates’ airline industry. Over the decades, the UAE airline industry has dynamically evolved across the gradient of consumer demands. As a result, two key categories of airlines has been established, namely, low-cost and full-service. Excellent examples of low-cost airlines include Flydubai and Air Arabia while full-service airlines include Emirates and Etihad (Bose, 2018).
[bookmark: _Toc22750713]Airlines of the United Arab Emirates 
          Over the decades, the United Arab Emirates has emerged as a global market for international tourists. As a result, different airlines emerged to satisfy the needs of the dynamic travellers, hence the progressive development of low cost and full-service airlines. With the aim of fostering a comprehensive analysis of the information, this research study seeks to assess four UAE-based airlines, namely Air Arabia, Flydubai, Emirates, and Etihad.  


[bookmark: _Toc22750714]Current Developments of Airline Companies 
          The United Arab Emirates has been the fastest-growing country with national carriers that have been expanding across the globe since it was founded in October 1932. The Sharjah Airport was the first to be opened, and since then, there have been seven international airports in operation, namely Dubai, Abu Dhabi, Fujairah, Sharjah, Ras Al Khaimah, and Maktoum. The enlisted airports, together with Etihad Airways, Emirates, Flydubai, and Air Arabia, form the home carriers of the UAE. The airlines have dominated the world of aviation and are dedicated to making UAE's dreams and achievements a success (Khan and Khan, 2016). Among the above, Emirates airline and Etihad Airways are described as the most potential companies in the region, promising to promote growth and development in the aviation industry. Technological advancement is a factor that has prominently contributed to the UAE’s airline industry mainly through the development of infrastructure. Also, the incorporation of technology as well as the operationalization of initiatives from government that fosters the manageable costs in operations has significantly led to its growth and expansion on the spec of market share (Crotti and Misrahi, 2015). Essentially, UAE’s airline industry competitive advantage is underpinned by the great contribution from the stakeholders.  

[bookmark: _Toc22750715]Types of Airline Passengers
          The dynamic provision of airport facilities in UAE significantly contributes to the dynamic preference of the passengers. Essentially, UAE boasts of a number of airports but the concept has profoundly affected the operation competitiveness of Flydubai and Emirates mainly because of the decentralization phenomenon. In this case, the diversified distribution of airport facilities decentralizes the passengers’ influx mainly because of the strategic locations in accessing the entire UAE. As a result, the passengers’ influx has reduced in Dubai’s airport, the hub of Flydubai and Emirates (Bose, 2018). Despite the impact on the profitability of the two airlines, the increase in airport operations and diversification of the destinations across UAE significantly promotes the balanced growth in airline operations across the country.

        In 2018, Emirates Airlines carried over 59 million passengers’ internationally on over 3,700 average passenger flights per week. According to Nyarko (2010), it served a menu of over 69 million meals on its flight departing Dubai and moved close to 36 million pieces of luggage in Dubai to its global network of 157 destinations. In the long run, the Emirates operated over 192,000 flights, with its fleet of 274 aircraft traveling around the globe. The airport has dispatched the majority of Emirates Sky Cargo's freighter operations to Dubai Airport. The airline is reported to work with a commitment to continual improvement to make the customer experience better, and its business operations more efficient. 

        Abu Dhabi International airport has been consistently growing. Passenger traffic in the hub grew by 20% in 2014, with just 20 million travelers passing through the airport. It is projected to expand by 50% over the next three years, moving up to 40 million by 2020. Sharjah International Airport (SHJ), on the other hand, handled 9.5 million passengers in 2014, which is an increase of more than 12%. The passenger rate is expected to reach 16 million by 2020 (Emirates Group, 2018). Flydubai handled over 10.4 million passengers in 2017 alone before the airline joined forces with Emirates. Since it commenced in 2009, the airline has built a network of 90 destinations in 46 countries. The partnership has shared flights to 29 cities, which has quickly expanded to meet the demand as customers realize the benefits of increased frequencies and expanded access to global destinations on a single ticket.
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      The United Arab Emirates is a vital airline market that is characterized by a dynamic consumer market. According to IATA (2018), there are four leading airline operators in the UAE, namely Emirates, Etihad, Air Arabia, and Flydubai. The competency of the airlines is profoundly determined by the strategic utilization of the niche market, hence a competitive advantage. Ideally, there are two key competitive advantages, namely low cost, and full service. In this case, Emirates and Etihad are categorized as full-service, while Air Arabia and Flydubai are classified as low-cost carriers.

          The main difference between low-cost and full-service airlines is the budgetary cost of the provision of amenities and services. Primarily, low cost is a pricing strategy that entails the implementation of low prices on products such as air ticket without the inclusion of other complementary services such as in-flight entertainment. On the other hand, full-service airlines offer the customers complimentary services such as in-flight meals, beverages, and entertainment as inclusive in the ticket price (Wald, 2016). Air Arabia, as a low-cost airline, operates from Sharjah to incur lesser operating costs in the airport while maximizing customer satisfaction and the company's profit margin. However, on the other hand, Flydubai, as a low-cost carrier, is based in Dubai as a competitive strategy. Although Flydubai incurs a higher operational cost than Air Arabia, mainly because of its operational hub, the executive management focuses on maximizing the profit margin through the potential economies of scale (IATA, 2018). On the other hand, full-service operators, namely Etihad and Emirates, are equally distributed as the low-cost carriers for competitive advantage.

          The hub of Etihad airline operations is based in Abu Dhabi, while the center of Emirates airline operations is based in Dubai. A full-service airline operator optimizes on the delivery of an aggregate of services to the customers in a package, hence the expensive air tickets. The central concept in the full-service phenomenon underlies the importance of the client as an end-user, hence the lack of customization features (Alsumairi and Tsui, 2017). Ideally, the customers incur the cost of their executive experience of full services such as the provision of amenities and comfort. While the low-cost airlines offer the clients customary features in their travel package, the full-service offers an aggregated cost of the designed package (Emirates Group). The dynamism is a concept that reflects the influence of globalization in the airline service provision.


[bookmark: _Toc22750717]Competition in Airline
          Emirates airline faces stiff competition in the UAE market, mainly because of the dynamic competitive advantages posed by other airlines such as Etihad, Flydubai, and Air Arabia. Etihad, as the second-largest operator in UAE, is centered in Abu Dhabi and owned by its government. The competitive advantage that the airline offers to Emirates is based on its conglomerate services. The airline has diversified its services to cargo and holiday as well as established partnerships with other airlines such as Air Seychelles and Air Serbia  (Squalli, 2014). Therefore, Etihad Airways optimally utilizes its strategic central location as well as the partnerships in diversifying its operations through efficient connectivity as a full-service airline.

          Consequently, Flydubai offers stiff competition to Emirates due to its strategic utilization of low-cost fares as well as basic features for the clients. Over the past decade, Flydubai has secured a larger market share with at least 95 countries across Africa, Europe, Asia, and the Middle East. Its convenient operation fosters the vital competitive advantage of Flydubai in Dubai neighboring Emirates hub, hence the ability to attract customers with a preference of cheap flights (Emirates Group). The high growth rate of the airline has promoted its significant competition against Emirates airline. Air Arabia is a competitor of Emirates, mainly because of its utility as a low-cost carrier and diversified network. The airline maximizes on the establishment of operational hubs across the globe as a strategic tool of promoting efficiency. Although it is second to Flydubai in competition outline, it has managed to secure at least three hubs, namely Alexandria, Morocco, and Sharjah. 
[bookmark: _Toc22750718]Customer Satisfaction in Airline 
          The high level of competence across the main UAE airline markets has significantly rendered high and dynamic customer satisfaction. It is vigorous competition between the low-cost and full-service airlines mainly because of the enhanced multivariate customer satisfaction. Primarily, the OAG data report depicted that Emirates is leading in the market with a 16.4% market share in the Middle East, while Etihad has 5.9%. On the other hand, the low-cost carriers, namely Flydubai and Air Arabia, have significantly increased their share to 4.4% and 3.0% respectively. The tight market share indicates a paradigm shift and an elevated customer satisfaction concept mainly because of the close correlation between the full-service and low-cost idea.

          In a different spectrum, the low-cost carrier, namely Flydubai, featured the highest growth between 2010 and 2014 at a rate of 251.1%, while Air Arabia followed suit with 52%. On the other hand, Etihad Airlines featured a significant growth in 2014 at 20.5%, while Emirates featured a growth rate of 8.2%. The critical competition that boosts Emirates is the merging of the airline with dnata that offers cargo, ground, catering, and travel services (Nadiri et al., 2008). Primarily, Emirates operates in 83 countries and at least 155 airports, while dnata serves at least 35 countries and 300 airlines (Emirates Group). Therefore, the combining element of both entities significantly promotes full-service competence as well as the coverage of international airline services.

[bookmark: _Toc22750719]Statement of Research Problem 
          Different factors influence the relationship between service quality, customer satisfaction, and loyalty hence the emergence of academic research interests to assess the various approaches. Kim et al. (2013) fosters insightful and deductive research arguing that in regards to the emerging competitive air travel market, it is essential that research studies focus intensely on the delivery of service and airline service provision. Further, the researcher emphasizes that one of the essential markets that form the baseline of the studies involves the evolving Asian market. Chen and   Liu (2017) utilize the measure and analysis of service quality, perceived value, schedule, and customer loyalty variables to determine the factors influencing customers' choice of airline. The researchers stipulate that while airline image significantly promotes the relationship between service quality and customer loyalty, perceived value plays the role of strengthening the bond. Primarily, according to the researchers, the implementation of strategic features on service quality enhances the loyalty inclination of the customers.

          However, Clemes et al. (2008) depict that despite the effort of improving service quality to foster loyalty inclination, it is paramount to establish the mediating factor of customer satisfaction. Therefore, this study aims to assess the relationship between service quality, customer satisfaction, and loyalty through the integration of moderating factors as well as the additional provision of service quality features.

          In a research study by Muturi et al. (2013) concerning the influence of airline service quality to customer satisfaction and loyalty, it was depicted that there is a significant relationship. The researchers further argued that passenger satisfaction was influenced based on different pre-flight, in-flight, and post-flight service qualities. Also, the researchers postulated that apart from passenger satisfaction being a mediating factor between service quality and passenger loyalty, it was a composite of different preferences from the passengers. Principally, it was noted that some passengers were more interested in off-board facilities, other on-board services, and others in food quality. The researchers hold that the major problem in the study of airline service quality and customer satisfaction is that the level of satisfaction differs from one passenger to another, hence the issue of standards. This research study seeks to establish a solution to the main problem of different passenger satisfaction levels through an improvement of the conceptual framework adopted from the various previous studies.

          Despite the crucial assessment of customer satisfaction by GAMBO (2016) in utilizing the concept of variable moderators, Dolnicar et al. (2011) argue about the gradient of customer loyalty. They postulate that competitive advantage in the airline business is driven by the factors that promote customer loyalty, such as frequent flyer programs and safety perception. Therefore, the airline advertising agencies should maximize on attracting the clients through the implementation of critical policies. The researcher focuses on the result of loyalty without the detailed attention to the process that leads to the desired outcome.

     Global studies on airline business depict that reputable associations of the airlines significantly influence the level of customer satisfaction. According to Rahman et al. (2016), trust is a crucial factor in the development of a profitable as well as the loyal relationship between the airlines and the customers. It is a concept that is affirmed by Kankaew and   Kankaew (2013) in a research study that pricing stability, as well as quality services, profoundly affects the relationship between the service providers and the passengers. In a different research study by Yang and   Peterson (2004), it was depicted that despite the importance of establishing profitable relationships between the service providers and passengers, these factors are not mainly utilized in other international airlines than price sensitivity and quality variables. Therefore, customer satisfaction is a concept that is significantly dependent on the quality of services which is a determinant of aligning their service loyalty. Ideally, these research studies unveil the vital concept of price sensitivity and quality seekers as moderating factors while establishing the role of customer satisfaction as a mediating factor to passenger loyalty.

          Another research by Curtis et al. (2012) postulates that it is important airlines to utilize service differentiation factor in promoting customer loyalty. The researchers argue that the service quality perception varies from one passenger to the other. Further, the importance of in-flight services to passengers increased over frequent flyer programs. However, the researchers depict that passenger satisfaction levels decreased with an increase in flyer programs. Essentially, the decrease in quality of service significantly influenced the level of satisfaction. As a result, the researchers deduced that the relationship between service quality and customer satisfaction is highly influenced by the quality seekers segment of the passengers. Also It was noted that passenger satisfaction differed from person to person as some were more interested in off board facilities, others on board, others in the quality of food while others wanted more extra luggage. The studies by Curtis et al. (2012), Kankaew and   Kankaew (2013), Yang and   Peterson (2004), Muturi et al. (2013), and Khatib (1998), Khan and   Khan (2014), Jamkatelsh (2018) evaluate the relationship between airline service quality and customer satisfaction without incorporation of the moderating factors. Essentially, these previous studies foster a research problem, mainly because of focusing on the subjective aspect of passenger satisfaction levels. Thus, leaving a gap in background influence of the passengers' preferences such as quality, price, as well as limited research outline. This research study aims at assessing the relationship between service quality and customer satisfaction in addition to the influential role of the moderating factors, that is, quality seekers and price-sensitive customers.

          As discussed, previous models entirely focus on the concept of customer satisfaction, but the gap established limits the researchers on integrating the evolutionary consumer market to the competitive airline industry. According to Gunarathne et al. (2018), airlines developed a competitive advantage based on the implementation of customer-centric policies. The concept was widely utilized and led to the emergence of a stalemate on maximizing customer satisfaction as well as a paradigm shift in the purchasing power of the consumers. Therefore, airlines lacked a firm market share but instead fostered a dynamic market share. The ideology, thus, enhances the significance of implementing the conceptual baseline of customer loyalty that mainly highlights the model. The theoretical model is based on two levels of interactions. The first interaction encompasses the evaluation of the different service qualities offered by the airline in three categories, namely check-in, in-flight, and post-flight. Most of the customers have evolved in a modern age, where on the one hand, there are quality seekers, while on the other hand, customers are price-sensitive.

          The current model serves as a useful concept to the existing previous studies through thorough integration of vital consumer behavioural elements that are price sensitivity and quality of services. A research study by Park et al. (2004) about the effects of airline service quality on passenger's behaviour postulates that the accessibility to information has led to the emergence of dynamism in consumerism. The researchers further argue that while the consumers evolve on the gradient of seeking quality, the airline business is shifting towards a dynamic pricing strategy. Mainly, the availability of adequate information has emerged as a convenient tool for both passengers and the airline industry, mainly because of the provision of enlightening ideologies. The alignment of the passengers in seeking information on the internet gives the airlines an algorithm for the consumers' shifting demands. As a result, they approach the paradigm through the pricing strategy to establish competitive advantage as well as integrate the perceived service quality with price worthiness. The researchers foster an argumentative construct that justifies the use of quality seekers and price sensitivity of consumers as moderators for the relationship between service quality, consumer satisfaction, and loyalty.

          This research study aims at assessing the quality of pre-flight, in-flight, and post-flight services. Different components make up service quality features. However, the researcher seeks to improve the adopted models from previous studies through the addition of other elements. In a discussion by Suzuki et al. (2001), the different components variably influence the level of service experience of the passengers. Some of these components established by Muturi et al. (2013) in the pre-flight service quality variable include discounts and low fares. This research study seeks to improve the adopted model framework through the addition of airline image, convenient schedules, on-time departure, reservation and buying of tickets, as well as check-in services. Suzuki et al. (2001) stipulate that these components influence the dynamic passenger categories based on the target of the airline market. It is a perspective that significantly contributes to the analysis of the influence of pre-flight service quality on customer satisfaction.

          In-flight service quality significantly influences the level of customer passengers through the interplay of different components of the feature. Mat Zaid (1995) established that distinctive parts of in-flight service experience include reading and video materials, cabin staff service, food quality, security, and airplane characteristics. It is an approach that Babbar and   Koufteros (2008) indicate as a necessity while upgrading the features to improve the competitiveness of the airlines in the Asian market. As a result, Muturi et al. (2013) improved the model through the incorporation of courtesy and language skills. This research study seeks to improve the model through the adoption of the framework by Muturi et al. (2013) while increasing the features such as entertainment, airplane traits, quality of food and drinks, and security construct. The integration of the elements profoundly influences the level of interaction between cabin service crew and the passengers, hence the satisfaction levels. 

        Post-flight is a distinctive service quality variable that affects the level of service experience among the passengers. Mazzeo (2003) unveils that it is essential to focus on improving the model to incorporate the dynamic and evolutionary passenger market. According to Muturi et al. (2013), post-flight service quality involves quite several components. These components are frequent flyer programs and timeliness. This research seeks to adopt the model framework by Muturi et al. (2013) while improving its efficiency through an increase in the intertwined components. The additional components comprise staff behavior upon arrival, responsibility for delayed passengers, complaint system, and compensation of the lost luggage. Frequent flyer programs positively influence the perception and expectation of the passengers through the demonstration of the essence of passengers to the airline's business. On the other hand, timeliness entails observation of time in aspects of flight arrivals and post-flight services such as the delivery of luggage to passengers. Therefore, the incorporation of these components in the model framework as an improvement profoundly influences the passengers' post-flight service experience as well as customer satisfaction. 

          This research study dynamically contributes to the previous studies and models as well as the knowledge concerning the relationship between service quality, customer satisfaction, and loyalty. The first approach involves the improvement of the pre-flight, in-flight, and post-flight service quality models. Although previous studies discuss service quality feature, this study seeks to intertwine the adopted aspects from previous studies to establish the role of service quality variable in passenger satisfaction. The second approach entails the incorporation of passenger categories as the vital influential entities in the relationship between customer satisfaction and service quality with price sensitivity and quality seekers as moderation. The integration of the various approaches of the study fosters a dynamic and instrumental derivation of insightful knowledge as well as information for scholars, airlines, and other corporates. The insightful knowledge equip the stakeholders with strategies to incorporate in improving the performance of airline in delivery of services in UAE.
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          Majority of the studies focus on the analysis of the linear relationship between service quality, customer satisfaction, and loyalty. Different studies intensely analyse the factors that influence these variables. In this case, varied concepts and arguments emerge to justify the linear relationship, but few types of research explore the characteristics of customers as the moderating factors in the relationship between service quality and customer satisfaction. Furthermore, these studies depict that the level of satisfaction varies from one passenger to another. As a result, a research gap has emerged in the dimension of analysing the relationship between service quality and customer satisfaction, and this study focuses on intensifying the exploration in the customer category, namely, influence of quality seekers and price sensitivity on the relationship.
          Previous studies focus on the ideology of the fundamental interaction level between passengers and airline staff. The market has dynamically evolved based on airline staff expertise and passengers’ preferences. Studies done by various researchers such as Muturi et al. (2013) establish the multiple components that intertwine the concept of service quality features. Nevertheless, the lack of integrating the features with the element of evolutionary fosters the relevance of this research study due to the gap in the in-depth analysis of the service quality features. Therefore, this research study aims at eradicating the gap through the incorporation of evolutionary and influential components of the distinctive service quality features. It is a phenomenon that enhances the in-depth analysis of passenger experience and satisfaction levels. 
          Globalization is an ideology that has led to the dynamic categorization of the passengers’ market, mainly because of increased level of accessing information as well as sharing. Nevertheless, evolution has led to the emergence of low-cost and full-service airlines in the UAE. As a result, the airline has evolved on sophisticated gradient of convenience and customization. Essentially, the availability of adequate information has fostered the shift in purchasing power to the consumers. Therefore, consumers purchase services based on acquired knowledge. Studies focus on the assessment of the emerging low-cost airlines as a baseline of understanding the market dynamics. However, this study seeks to incorporate a different approach through critical assessment of a full-service airline in the dynamic market. The establishment of policies that improve the competence level of the full-service through the pricing and quality entities fosters an increase in the competition standards between low-cost and full-service airlines.
          The chosen airlines for this research study include Emirates, Etihad, Air Arabia, and Flydubai. The main reason for selecting the four airlines is the coverage of the low cost and full-service airlines as well as the market share distinction from different airport hubs. Flydubai and Air Arabia airlines eventually emerged as low-cost airlines targeting the price-sensitive passenger categories. On the other hand, Etihad and Emirates emerged as full-service airlines targeting both price-sensitive customers and quality seekers. On the other hand, the activities' hub for Flydubai and Emirates is Dubai International Airport, while for Etihad, it is Abu Dhabi airport. Finally, the centre for Air Arabia is Sharjah airport. A critical analysis of the four airlines fosters the derivation of insightful analysis across the entire UAE region based on the influence of the passenger categories as moderators of service quality and customer satisfaction. 
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          The preceding discussion raises the following major research question for this thesis:

i. What is the effect of Airline service quality (Pre-flight, In-flight, and Post flight) on Passenger satisfaction?
ii. What is the effect of price sensitivity on the relationship between airline service quality (Pre-flight, In-flight, and Post flight) on passenger satisfaction?
iii. What is the effect of the quality seekers on the relationship between airline service quality (Pre-flight, In-flight, and Post flight) on passenger satisfaction?
iv. What is the effect of Passenger satisfaction on passenger loyalty?


[bookmark: _Toc22750722]Aims and Objectives of the Study
          The aim of this study is fourfold: first, the study aims to ascertain the dimensions of airline service quality from the perspectives of the passengers in the study area (United Arab Emirates). Secondly, based on the dimensions identified, it examines the effects of airline service quality on passenger satisfaction, and passenger loyalty. Thirdly, the effects of price sensitivity and quality seekers as a moderator of the effects of airline service quality on passenger satisfaction, and passenger loyalty. Fourthly, the effects of passenger satisfaction on passenger loyalty. Therefore, this study examines these relationships to attain following objectives:

i. To identify the airline service quality (pre-flight, in-flight, and post- flight) on passenger satisfaction.
ii. To determine the effect of price sensitivity on the relationship between airline service quality (pre-flight, in-flight, and post- flight) and passenger satisfaction.
iii. To examine the effect of quality seekers on the relationship between airline service quality (pre-flight, in-flight, and post- flight) and passenger satisfaction. 
iv. To analysis the effect of passenger satisfaction on passenger loyalty. 
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          The significance of this study is underpinned by various approaches namely, academic studies contribution, in-depth insights in analysis of airline market as well as the recommendations for Emirate, Flydubai, Air Arabia, and Etihad airlines’ growth and competency. Primarily, this research study aims at exploring the relationship between service quality, customer satisfaction and loyalty through moderating factors of quality seeker and price sensitivity. Curtis et al. (2012) establishes the importance of incorporating quality seeker as a moderating factor in the relationship between service quality and customer satisfaction. Muturi et al. (2013) stipulate that the relationship between service quality, customer satisfaction and loyalty is fostered by different customer preferences. Dolnicar et al. (2011) and GAMBO (2016) argue that the vital variable in airline service industry is the promotion of customer loyalty without prominence in the element of customer satisfaction. 
          Ideally, these research studies assess the linear relationship through a single approach thus limiting the extensive derivation of academic research insights. This study seeks to assess the moderation perspective entails the analysis of the relationship between service quality and customer satisfaction through the measure of price sensitivity and quality seekers. Apart from the academic research contribution, this study significantly fosters a baseline in the policies’ implementation to promote competence and growth in airline industry through the recommended insights.
          The second vital significance of this study enshrines the contribution to the Emirates, Flydubai, Air Arabia, and Etihad airlines’ competence and growth. Essentially, UAE is ranked as one of the fastest growing country on a global scale. It is a phenomenon that has profoundly rendered the emergence of a dynamic market within the region as well as internationally. An example of dynamism is fostered through the airline industry. Although Emirates airline is the pioneer airline, it faces stiff competition from Etihad, Flydubai, and Air Arabia in the region’s market share (Emirates Group, 2018). This study seeks to foster an in-depth analysis of the performance as well as the nature of the competition. As a result, the study develops strategic approaches towards promoting the competitive advantage of Flydubai, Emirates, Etihad, and Air Arabia as pioneer airlines in UAE.  The airline industry is cyclical. This is based on studies conducted by (Dolnicar et al., 2011). It is essential to note that the sector as a whole has performed poorly over the recent past. This is due to the low profitability recorded by the companies in the airline industry. 
          Additionally, the aviation sector is, in most cases, perceived as risky. Therefore, many investors are not willing to commit their funds to it. According to the International Civil Aviation Organization (ICAO), the cyclical nature of the airline industry reduces the probability of investors directing their funds to the sector. Therefore, through the study, the airline companies will gain knowledge on the significance of customer satisfaction on their profitability. Moreover, the management will gain an understanding of the benefits of achieving a competitive advantage through high service quality. This significance of this study mainly encompasses the contribution to the researcher’s completion of the thesis and graduating. Although the thesis is part of a requirement for graduation, the baseline information equips the researcher with knowledge concerning the competence of airlines in UAE and others.

[bookmark: _Toc532589214][bookmark: _Toc1798215][bookmark: _Toc22750724]Scope of the Study
[bookmark: _Toc532589217][bookmark: _Toc1798217]          The scope of the study entails the assessment of the relationship between service quality, customer satisfaction and loyalty through the moderating factors of price sensitivity and quality seeker. This study seeks to extensively explore the dynamic concepts that underlie the performance of airline service industry both empirically and theoretically. Essentially, this study aims at deriving insights based on a critical analysis of the relationship to determine the importance of further research in the consumer and airline market. Another scope encompasses the analysis of the case study of Emirates, Flydubai, Etihad, and Air Arabia airlines. However, in aim of collecting adequate data, the researcher utilized stratified random sampling in the distribution of questionnaires to Flydubai, Air Arabia, Emirates, and Etihad airlines.

[bookmark: _Toc22750725][bookmark: _Toc532589219][bookmark: _Toc1798219]Operational Definitions
i. [bookmark: _Toc532589220][bookmark: _Toc1798220]Service Quality: Service quality aims at meeting the needs of the customers. It refers to the ability of the goods produced by various organizations to meet the expectations of the consumers. In the airline industry, the quality of the pre, in, and post-flight services can be determined in different ways.  Customer’s overall impression of the relative inferiority/superiority of the organization and its services.
ii. [bookmark: _Toc532589221][bookmark: _Toc1798221]Customer Satisfaction: Customer Satisfaction: It refers to the ability of a given service to meet the expectations of customers effectively. Customer satisfaction is the overall attitude towards a given service or good. It also refers to individual feeling of pleasure or disappointment resulting from comparing a product’s perceived performance in relation to his/her expectations.
ii. [bookmark: _Toc22750427][bookmark: _Toc22750726][bookmark: _Toc532589222][bookmark: _Toc1798222]Customer Loyalty: It is the ability of the consumers to utilize the services provided by a given firm continuously without developing a desire to decline. It could also be defined as the unconditional willingness of the customers to get services from a given provider. Customer loyalty refers to the commitment of a consumer to purchase a product or service from a preferred company (Duque, 2017). 
iii. [bookmark: _Toc22750428][bookmark: _Toc22750727][bookmark: _Toc532589223][bookmark: _Toc1798223]Price Sensitivity: Price sensitivity is an entity that involves the definition of the reaction from customers in regards to changes in prices and do not consider of quality. The vital element of price sensitivity encompasses measuring the difference between customer behaviour and the level of service quality. Therefore, it is a factor that results from the interaction among service quality, pricing strategy as well as the customer’s behaviour in relation to the purchasing.
iv. [bookmark: _Toc22750429][bookmark: _Toc22750728]Quality Seeker: Quality seeker is an elite customer segment that derives satisfaction from high quality service experience and do not consider of cost. The crucial factor about the quality seekers is the value of a service and highly reliant on the acquired information. Therefore, the key element that influences quality seekers in the relationship of service quality and customer satisfaction is the level of perceived and expected quality.
v. [bookmark: _Toc22750430][bookmark: _Toc22750729]Pre-flight service: It is a service quality factor that entails different components, namely discounts and low fare, airline image, reservation and buying of a ticket, check-in services, convenient schedule, as well as on-time departure. Primarily, the interplay of these components significantly contributes to a measuring parameter in the relationship between airline service quality and customer satisfaction. Therefore, poor pre-flight service experience fosters reduced satisfaction levels among the passengers, while excellent pre-flight service experience leads to excellent customer satisfaction
vi. [bookmark: _Toc22750431][bookmark: _Toc22750730]In-flight services: In-flight service quality is a vital aspect that involves the service experience of a passenger during the flight. It encompasses such components as safety percussions, comfort of a seat, quality of food, in-flight entertainment services, language skills, and courtesy of the in-flight crew. Ideally, it is a measuring tool in the determination of the influence of service quality variables on levels of customer satisfaction.
vii. [bookmark: _Toc22750432][bookmark: _Toc22750731]Post-flight services: Post-flight service quality is a critical factor that involves the services delivered upon arrival from a flight. It enshrines such components as frequent flyer programs, timeliness, staff behavior on arrival, responsibility for delayed flights, complaint system, and compensation of lost luggage. Fundamentally, the standards of post-flight service experience profoundly influence the level of customer satisfaction mainly because of affecting passenger's perceived and expected service value. As a result, they are a crucial measuring parameter in the relationship between service quality, customer satisfaction, and loyalty.

0. [bookmark: _Toc532589227][bookmark: _Toc1798227][bookmark: _Toc22750732]Organization of Thesis
This research is structured into five different chapters: 
Chapter one is the introduction of the research and it gives an overview of the thesis. It includes elements such as the background of the study, statement of the problem, the scope, research questions, the objectives, the hypothesis, and the operational definitions of the terms used in the thesis. 
The second chapter reviews the available literature on the airline industry. It also gathers theories related to the topic of study. Moreover, it discusses issues of customer satisfaction and service quality. Under this topic falls the definition and overview of customer satisfaction, the significance of customer satisfaction, the definition and analysis of service quality, and the association between service quality and customer satisfaction. Moreover, the chapter discusses elements of service quality. At the end of the chapter, the researcher discusses a framework which is used in the development of the hypotheses. 
Chapter three is the research plan illustrating and justifying the questions, objectives, data, and structure of the thesis. It is a brief outline of the methodology used in the study. The methodology of this thesis contains elements such as the research design, the location of the study, the population and determination of the sample size, the sampling procedure, and the instruments to be used during the process. The chapter also contains information such as the translation procedure, validity, reliability, pilot study, data collection process, and analysis. 
The fourth chapter provides the presentation of the results of data analysis made up of the descriptive statistics, the findings of the research, and the testing of the hypothesis. The chapter also specifies the data analysis technique and the software to use. 
Chapter five is the last one, and it answers the research question. Additionally, it presents the contribution of the study, its implication, limitations, and the recommendations arising from the process.


Figure ‎1.1: Structure of the Thesis
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