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The general objective of this paper is to assess and examine the influence of the various airline service qualities on customer satisfaction and loyalty as well. However, the specific objectives include: 1) Analyze the impact of pre-flight service quality on customer satisfaction 2) analyze the impact of in-flight service quality on customer satisfaction 3) analyze the impact of post-flight service quality on passenger satisfaction 3) lastly, to analyze the assess and determine whether the customer satisfaction is significantly correlated to the passenger loyalty. 
Pre-flight service quality has a positive significant effect on passengers’ satisfaction. It is presumed that the kinds of services that customers are offered before the flight begins also matters a lot to the customers (Jiang & Zhang, 2016). The experience during the pre-flight determines the expectation level of the customers and will also help them evaluate the overall performance of the airline after the flight. It also presumed that such experiences before the flight starts the journey can be improved through satisfying customers’ desires and needs, which in turn motivates them to proceed with the journey (Jiang & Zhang, 2016). It is important to give them the insight that they will enjoy their journey before it actually commences. 
In-flight service quality has a positive impact on passenger satisfaction. According to Ng et al. (2011), the in-flight services offered by the flight attendants have a significant impact on the customers. The authors explain that airline passengers have direct contact with the flight attendants; therefore, the kind of reception that they receive from them (flight attendants) will affect their perception towards the airline. Passengers are able to get the true picture of the airline through their employees in what Namukasa calls “moment of truth” (Namukasa, 2016, p. 532). Passengers are able to judge the airline and evaluate its performance through the experience by comparing the experiences and their expectations during travel. Most of the services offered by the airlines are intangible; as such it is difficult to determine customers’ perception and experience. However, negative perceptions or bad experiences can be prevented; thus, improving the performance of the airline. For instance, the in-flight service quality should be improved through enhancing communication between the flight attendants and the customers (Namukasa, 2016). Flight attendants should learn how to communicate with customers regarding the kinds of services being offered. 
[bookmark: _GoBack]The post-flight service quality is also presumed to have a positive impact on passenger satisfaction. According to Namukasa (2016), after-sales service is known to have a great and significant impact on the customers. It is after the service has been delivered when customers able to evaluate whether their needs have been met satisfactorily. Customers whose needs have been met to their expectations are most likely to be loyal to firm or airline and those who are merely satisfied tend to seek services elsewhere (Huang, 2010). Therefore, it is presumed that the post-flight services have positive impact or effect on customer satisfaction. 
When it comes to passenger loyalty, the passenger satisfaction has been presumed to have a positive impact on the customers’ willingness to come back again to the firm for other services (Rahim, 2016). Customer satisfaction has been found to positively correlate with their loyalty to the firm. Therefore, there is a need for the airlines to emphasize on meeting the needs and expectations of the customers so as to enhance their performance and maintain survival in the market (Namukasa, 2016). When customers are loyal to the airline, it becomes easy for the airline to override its competitor's as it has attained customers’ trust and loyalty. Therefore, the assumption that passengers’ satisfaction is positively related to the passengers’ loyalty is affirmative. 
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