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Abstract
          Passenger loyalty in the airline industry is fundamental for the success of all the companies that are engaged in these operations. Specifically, the United Arab Emirates (UAE) airline industry has been competitive, with many of the players adopting various strategies to enhance their rival powers. This study aimed at analyzing the effects of customer satisfaction on customer loyalty in the UAE airlines. The study considered four dominant airlines in the UAE, including Emirates Etihad, flydubai, and Arabia. The research adopted a positivism research philosophy with a survey design. Data from 386 passengers were gathered over three months. SPSS and SMART PLS were used to analyze the data using descriptive and inferential techniques. The results indicated that quality services among airlines were important in the pursuit of customer loyalty. Specifically, service quality was analyzed from a three-dimension perspective, including pre-flight, in-flight, and post-flight service quality. All were identified to be positively correlated with customer satisfaction and customer loyalty. Quality-seeking behaviors and price sensitivity were used as moderating factors. They were established to have an inverse relationship with the other variables. The coefficient of determination for the regression model was 0.444, implying that 44.4% of the variation in customer loyalty could be explained by the model developed. The study concluded that airlines should seek to enhance customer satisfaction. They have to adhere to the specific pre-flight, in-flight, and post-flight services to influence customer loyalty in the long run. 
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1. Introduction
          Operations in the airline industry are profoundly competitive, therefore calling for players to adopt various techniques for them to gain an advantage. This has prompted innovations and adjustments which indirectly influence the way customers are handled. Service quality and customer satisfaction are inter-related concepts. According to Curtis et al. (2012), increased access to information among consumers is a result of globalization. The scholars did an extensive analysis of the factors that directly determine the level of satisfaction among customers. It was revealed that the quality of service offered to each customer directly determined the subsequent service consumption. 

          The consumer market in the airline industry has been characterized by a lot of dynamism in tastes and preferences. This is a new perspective which presents a set of challenges for airline players all over the world. They desire to comprehend the market and, therefore, come up with techniques on how to influence customer loyalty. This has forced various airlines to pursue a wide range of mechanisms to ensure that they retain current customers, attract new ones, and create an active market base for their operations. In the middle of all these, technology has been a crucial tool in market developments. Airlines have comprehensively adopted technology to harmonize the way services are rendered throughout the world. 

          Service quality has been centrally placed in the success of airline companies. The number of customers served by each airline company is closely dependent on the nature of service that is offered. Customer service directly influences the customer return rate as well as the rate of customer satisfaction. All of these factors affect customer loyalty in the long run. Therefore, this research aimed at analyzing the role that customer satisfaction plays in enhancing customer loyalty among the United Arab Emirates (UAE) passengers. Clients to airline companies keenly pay attention to how they are treated, and this determines their subsequent service usage. When high-quality services are offered, they result in positive perception about an airline and a direct connection. Consistency in service quality is desirable for an airline to achieve long-term customer loyalty. According to Dassanayake and Weerasiri (2017), customer satisfaction is crucial in the realization of competitive advantage in the industry. Over time, the United Arab Emirates has evolved as a tourist destination centre for individuals from all over the world. This has attracted many airline companies to operate the route as they seek to facilitate the movement of individuals into and out of the UAE. This study focuses on examining 4 UAE-based companies which include Arabia, Flydubai, Emirates, and Etihad. The many airlines and developments in the airline industry have prompted the emergence of unique market segments in the UAE. 

            Service quality, customer satisfaction, and loyalty are concepts that have attracted different studies in an attempt to understand how they are inter-related. According to Kim et al. (2013), customer perception is important in modelling the relationship between the three variables. In airlines, service quality is divided into pre-flight and in-flight services which determine the comfort of a customer. Timely provision of service to consumers helps to strengthen the bond between airlines and their clients. Several other factors are believed to have mediating effects in depicting the relationship between service quality, customer satisfaction, and loyalty. 
     Over time, various scholars have looked into the airline industry globally and assessed different factors which influence the performance of various actors. Muturi et al. (2013) established that service quality could be categorized into pre-flight, in-flight, and post-flight services. These are important areas which contribute to the determination of customer satisfaction. Pre-flight services are the activities that are carried out by customers before the start of a journey for passengers. It includes how customers are served while waiting for their departure time. In-flight services are those that are offered while on transit. It includes the interactions with flight attendants and everything that is offered to ensure that passengers are comfortable during their flight.
On the other hand, post-flight services are the ones offered at the end of a journey. They are designed to enhance comfort transition from the flight to other destinations. Above all, price sensitivity has been identified as a fundamental factor influencing customer satisfaction. There are different groups of customers for any airline. Each group is price-sensitive and seeks to maximize its utility based on the nature of the services it receives. 


2. Literature Review
     This section highlights the previous studies that have been completed regarding the topic. It will be focused on examining the research on airline service and how it has influenced customer satisfaction over time. 
Impact of Service Quality and Passenger Satisfaction on Airlines in the United Arab Emirates
Literature Review 
One of the most important sectors in the Airline industry is passenger satisfaction through delivery of quality services. Chiefly, Sinollah and Masruro (2019) found that in the airline industry, when customer expectations are matched with the delivery of excellent services, a better perception is created in customers, and it is obvious that good customer evaluation increases the numbers that are served by a company in a specific period. In this review, therefore, we are analyzing the available literature that shows the impact of quality service that is geared to satisfy passengers in the Airline industry in the UAE. 
Quality service 
Baber (2019) quips that service quality in the Airline industry includes transportation of customers to their desired destinations while providing high-quality services. The UAE airline market is very competitive since there are several airline companies in the country. On that note, several airline companies offer similar but somehow differentiated services. One of the main gauges of service quality is the expectation level of services and what the customers perceive. On that note, Yang et al. (2019) have discovered that expectations of services in the airline industry are what the passengers feel the transport industry should give during the whole time of travel right from booking to the time they reach their destinations. Accordingly, the UAE airlines have gone a notch higher by not assuming that they are giving the quality services by not perceiving that they are giving the best customer service during travel but gauging it during travel. 
Service quality is an attribute that the airlines have stuck with. As such, there is a strong relationship between service quality and customer satisfaction. Abdulla et al., (2019) found out that the quality of service offered is directly related to the customer satisfaction in which case, if an airline offers poor quality services, their customers are likely to be dissatisfied. Still, if they offer better services, the customers will have higher satisfaction which will lead to positive evaluations and reviews. Another aspect that people that this literature focuses on is the aftermath of service quality and customer satisfaction. Quality services to customers and customer satisfaction leads to loyalty among customers. Customer loyalty is defined as the feeling of attachment to services that have been delivered by a certain brand. Customer loyalty in the airline industry is characterized by a repeat of bookings of airlines by passengers so that they can continue enjoying some quality services. Loyalty of customers, therefore, is a specific attitude to continue having a repeated exchange relationship in the business environment, and it is purely based on past experiences. A satisfied passenger will continue using a specific airline in the UAE based on the way the airline is continually treating them. 
In this review, service quality is described using the SERVQUAL model, which determines the rift between customers desired quality service and perception. In this gap model, Kudhair et al. (2019) and Shah et al. (2020) agree that customer satisfaction is assumed to be higher when the service delivered exceeds the expectation of the passengers/customers in the airline industry. In this model, the SERVQUAL model consists of the overall dimensions of quality which include; reliability, responsiveness, tangibles, empathy, and assurance. The Airline service industry in the UAE strives to fit in these dimensions, and below is how the dimensions are described by Sinollah and Masruro (2019): 
Reliability: Being reliable in the transport industry is the tendency to deliver a promised service dependably and accurately. On that note, the ability not to have deviations in terms of time, specifications, and errors characterize a dependable service. 
Responsiveness: Is the willingness to help customers in terms of proving prompt service. Therefore, in the airline industry, especially in the UAE, there is a tendency for most of the airlines to serve customers quickly and promptly, and this is means that the customers want to see service providers ready and willing to perform specific services that are needed. 
Tangible: Tangibility means that there has to be put in place infrastructure and even the physical appearance of employees, facilities and even equipment that aides in service delivery. In the airline industry, the hostesses, as well as communication material that keeps the passengers in connection with the staff of the airlines.
Empathy:  Empathy means the caring and individualized service that the airlines provide to their passengers during the time of service delivery. Empathy encompasses approachability and the efforts that are made to understand customers and their needs. 
Assurance: Assurance is the last aspect of the SERVQUAL model, and in this respect; it means the capacity of service providing company to convey trust and confidence in dealing with customers. 
Customer Satisfaction
Customer satisfaction is defined as the extent with which one believes that a delivered service has been able to evoke positive emotions/feelings. In comparing the services, the airlines endeavour to offer services that uphold the slogan "the customer is always right." On that note, Abdulla et al. (2019) say that the airlines realize that keeping the current customer is better than acquiring a new one who replaces the lost one. Given that there is stiff competition in the airline industry, passenger/customer satisfaction is not enough. Still, satisfaction should be on extreme levels so that the customers can keep long-term relationships with the customers. The converse of customer satisfaction is customer dissatisfaction, and dissatisfied customers exhibit dissatisfaction through their behaviour which negatively impacts the industry. One of the ways that the airline industry is impacted through dissatisfied customers is by having negative reviews which can spread very fast due to advancement in communication technology. Research shows that dissatisfied customers will communicate with nine other people about the negative experience that they had (Shah et al., 2020).  Negative comments and utterance, therefore, impact the airline industry where it costs them the reputation and even experiences of lower customers serviced and lower profits realized at the end of financial periods. 
In a nutshell, this literature focuses on the hypothesis in the relationship between quality service and passenger satisfaction in the UAE airlines with the impacts that the two factors create in the industry. It has been established that satisfied passengers with a certain airline will create a certain level of loyalty to it that will make them continue wanting to enjoy the services that the airline provides. In contrast, dissatisfied customers from poor quality services will have negative comments about the airline which will reduce the chances of the airline serving the customer the next time because they could have looked elsewhere for better services. In the airline industry, which is very competitive by the way, customers always have perceived value. When the airline companies fall below this requirement, they create a negative experience which means that it is likely to impact them negatively. Thus, going by the established SERVQUAL model, most of the UAE airlines have applied the model's five components (reliability, empathy, responsiveness, assurance and tangibility) in the delivery of their services to impart loyalty among customers. 



2.1 Airline Service Quality
     Airline Service Quality is divided into three inter-related segments. They are characterized by a lot of dynamism. Pre-flight services have forced the development of new strategies to enhance competitive advantage among the airlines. New entrants have pursued low-price strategies to attract customers. According to Chung et al. (2015), consumers are more attracted to low-cost flights with the outstanding quality of services. Further, Baker (2014) establishes that pre-flight services allow passengers to relax, get entertained, and catch up with deadlines. Flight charging and provision of discounts all contribute to the attraction of consumers. Specifically, pre-flight services include discounts and low fares, airline image conventional schedules, reservation and ticketing, as well as other check-in services. 
2.1.1 Pre-flight Services
     The way customers are handled before they board an airline is a crucial determinant of customer behaviour in subsequent travels. The aviation industry has been characterized by increased competition. There is a desire to attract more customers and retain them through the provision of high-quality services. Research has revealed that for new entrants, low-pricing is a key strategy that has been adopted. In a study by Chung (2015), it was established that customer satisfaction and airline profitability were correlated. This was independent of the pricing strategy that was used by any of the airlines. In the airline industry, consumers have varying needs. Their pre-flight services have been established to be fundamental in explaining their attitudes and satisfaction. Pre-flight services include those offered during the booking and waiting for the travel time. Customer attendants at the ticketing platforms have a significant effect on the customer attitudes towards an airline. Research by Baker (2014) showed that concerned and welcoming attendants were more appealing to customers compared to those that were hard on customers. These attendants need to be focused on answering different customer queries regarding the services anticipated. Some customers experience a hard time navigating through booking platforms. This happens when there is a complex design of airline booking systems. 

2.1.2 In-flight Services
     There is a fundamental link between in-flight services and customer attitudes and perceptions about certain airlines. In a study by Chen at al. (2015), the researchers were interested in or establishing the direct link between in-flight services and customer satisfaction. The scholars established that in-flight services were diverse, and they included each activity that is directly linked to the plane and happenings when passengers are on board. Hygiene is paramount in attracting customers. The interior of aeroplanes needs to be cleaned and maintained tidy. The seats should be properly cleaning and avoid dusty situations which are usually unattractive. Moreover, passenger comfort during travel is considered important. This is why there is a need for using all the possible approaches to ensure that the travel environment is conveniently designed for passengers. 
     According to the independent study by the International Air Transport Association (IATA), airlines had resorted to mainstream media for entertainment activities. Most of the airlines had adopted a personalized entertainment structure for their customers. This included the provision of independent screens and stereo music systems for passengers. This was strategically adopted to ensure that customers were able to get entertainment according to their different needs. Such a setting allowed passengers to watch movies, listen to music, and play various games while they were on transit. With the increased penetration of mobile and computing devices, consumers are at liberty to enjoy entertainment services from their devices. This is common, especially for long-distance travellers. Therefore, airlines have been committed to enhancing these services. This has been achieved through the provision of Wi-Fi to allow customers to access internet services and thus, the achievement of entertainment. In research by Ng et al. (2011), it was established that the quality of in-flight services directly affected the level of customer satisfaction. When airlines offer adequate in-flight services, and to the required quality, customer satisfaction is inevitable, which will in turn yield customer loyalty. 

2.1.3 Post-Flight Services
     There is intense competition in the airline industry which has necessitated different approaches towards encouraging customers. Historically, airline companies have focused on using marketing and advertising strategies to enhance their positioning in the market. These strategies have been successful previously, but the modern structure of competition necessitate advanced methods for improving competition. Post-flight services are those offered at various destinations. Just-like pre-flight services, post-flight services are influential in determining the level of satisfaction for among passengers. Customers are attracted to service providers that are transparent, honest, and ready to take responsibility whenever there is an error. Post-flight services include a commitment to ensure timely arrivals and departures. This helps an airline company to develop trust among users. Clients are assured that they can schedule their travels and arrive on time. 
     A study by Whyte (2003) indicated that given post-flight services, customers were concerned about their security as well as their luggage. Airlines need to come up with robust systems that ensure that customer luggage is not lost at any given point. Implementation of modern technologies for luggage keeping and retrieval ensures that customer is at ease when travelling. Research has indicated that passengers that have previously lost their luggage develop negative attitudes and lack trust in the airlines. This adversely affects their subsequent behaviours concerning this airline. Airlines need refund mechanisms for lost luggage. This is an approach that is adopted to help in clearing the damaged reputation concerning the security of luggage for customers. 

2.2 Passenger Satisfaction
     The primary objective of airline companies in the UAE and across the world is to offer desirable services and, therefore, achieve the highest level of satisfaction among consumers. It is a concept that varies and depends on how an airline treats and handles its customers. Over time, it has been revealed that customer satisfaction starts with the overall airline image. The approach is used by employees and flight attendants to serve customers and determine how satisfied they will be. At the same time, the pricing should be designed to match the needs of consumers. Low-cost carriers have realized increased customer satisfaction compared to high-cost carriers.  According to the SERVQUAL model, customer satisfaction is the basis for the growth of all the other elements. A satisfied market implies passenger loyalty and, thus, many returning customers. Airlines across the globe have strived to have flight attendants with the required proficiency in service delivery. English is adopted as a standard language for communication in serving customers. However, prowess in other international languages offers a competitive advantage in the pursuit of consumer satisfaction in the industry. Metsher et al. (2009) postulate that language skills are fundamental in mediating and promoting high-quality services among customers.  Other scholars have previously addressed the importance of airline characteristics in enhancing customer satisfaction. This includes the features of different carriers associated with each airline. The inclusion of air conditioning facilities, good entertainment, and comfy seats enhances customer satisfaction. In the Urban (1986) study, it was revealed that airplane maintenance is desirable in achieving high-quality services which, in turn, will influence their loyalty. The quality and type of foods, as well as drinks served during the flight, are also real influencers of customer loyalty.

2.3 Passenger Loyalty
     The importance of customer loyalty in the business industry has attracted many scholars who have been interested in examining it and come up with recommendations on how it can be improved. Specifically, customer loyalty has been fundamental in the airline industry, where players are interested in expanding their market sizes through the provision of high-quality services. Previous studies have focused on analyzing the factors that influence customer loyalty. Parasuraman et al., 1988; Parasuraman and Berry, 1991; Al-Rousan and Mohamed, 2010; Luk and   Layton (2002) identified that customer loyalty is a product of the customer behaviours and perceptions that they have developed towards various service providers. This is the same trend that has been observed in the airline industry. Huizingh (1999) found out that loyalty is directly derived from customer satisfaction. Clients that are happy with the nature of services offered by a company will be determined to become frequent service users. Further, it has been revealed that customer loyalty is an indicator of the willingness to spend or consume more goods from a specific provider. According to Xu et al. (2016), the development of growth strategies for airlines is closely tied to customer loyalty. In another study by Park et al. (2004), it was established that customer loyalty was affected by customer satisfaction, perceived product value, consistency in service delivery, and the overall quality of services offered. 

2.4 Price Sensitive
     According to Kirmani and Rao (2000), price sensitivity is variable and is dependent on factors such as customer needs, emotions, and competition. Airline companies are expected to understand these variables for them to understand their customers effectively. For highly price-sensitive customers, their purchasing decisions are complex to understand. On the other hand, low price sensitivity among consumers is an admirable trait which companies all over the world can explain. Scholars have defined price sensitivity as the degree to which changes in the cost of the product affect the consumption patterns of the customers. It has been established that price sensitivity affects the choices that people make. 

2.5 Quality Seekers
     This is a special class of consumers that are well-informed in society. They are aware of the quality of services offered by various companies in any given industry. Businesses rely on innovations and constant improvements to their quality of services to adequately meet the varying needs of this class of consumers. Quality seekers are also characterized by the ability to do deep research on a given service before making purchase decisions.  According to Thaichon and Quach (2016), quality seekers are mainly high-income individuals. They are mostly interested in paying higher prices for services for them to realize the high-quality they seek. In the airline industry, quality-seekers are frequent travellers who with time, become loyal customers to a good-service providing airline. 

2.6  Hypotheses 	Comment by TOSHIBA: Please I want explain the hypothesis relationship   each point 
The main objective of the study was to examine the effect of service quality in airline companies in UAE on customer satisfaction and customer loyalty. This is a relationship which will be established through testing of the following aspects of the association between the different variables. 
H1. Pre-flight, in-flight, and post-flight service quality improve the level of customer satisfaction. 
H1-1 Pre-flight service quality improves the level of customer satisfaction.
H1-2 In-flight service quality improves the level of customer satisfaction.
H1-3 Post-flight service quality improves the level of customer satisfaction.
H2. When the customer is in the category of high price sensitivity, the relationship between service quality and customer satisfaction is weaker. And when the customer is in the category of low-price sensitive, the relationship between service quality and customer satisfaction is stronger.
H2-1 Price sensitivity negatively moderates the relationship between pre-flight service quality and customer satisfaction
H2-2 Price sensitivity negatively moderates the relationship between in-flight service quality and customer satisfaction
H2-3 Price sensitivity negatively moderates the relationship between post-flight service quality and customer satisfaction
H3. When the customer is in the category of a high-quality seeker, the relationship between service quality and customer satisfaction is weaker. And when the customer is in the category of a low-quality seeker, the relationship between service quality and customer satisfaction is stronger. 
H3-1 Quality seeker negatively moderates the relationship between pre-flight service quality and customer satisfaction
H3-2 Quality seeker negatively moderates the relationship between in-flight service quality and customer satisfaction
H3-3 Quality seeker negatively moderates the relationship between post-flight service quality and customer satisfaction
H4-Customer satisfaction positively affects passenger loyalty.

















3. [bookmark: _Toc22750754]Conceptual Framework and Hypotheses Testing
     The research adopts a framework indicating the relationship between price sensitivity and quality seekers. It also relies on the established relationship between service quality and customer satisfaction. The following is the research framework that was adopted along with its supporting hypotheses. Quality Seekers
Price Sensitivity

Figure 1: The Research Framework
Pre-Flight Airline Services Quality
· Discounts and Low Fare
· Airline Image
· Reservation and Buying Ticket
· Check in Services
· Convenient Schedule
· On Time Departure




In-Flight Airline Services Quality
· Courtesy
· Language Skills
· Airplane Characteristics
· Entertainment
· Food and Drink Quality
· Security Construct

Passenger Loyalty
Passenger Satisfaction



Post-Flight Airline Services Quality
· Frequent flyer programs
· Timeliness
· Staff behavior when arrival
· Responsibility for delayed passenger
· Complaint system
· Compensation of lost luggage







4. Research Methodology 
     Research is mainly undertaken using the deductive and inductive approaches. The deductive approach revolves around the evaluation and assessment of the available theory. On the other hand, the inductive theory is focused on the generation of new theoretical frameworks based on the data gathered from the observed phenomenon. The deductive method is implemented by starting with a hypothesis which needs to be tested. On the other hand, the development of research questions is the first step in the research process using the inductive method. Based on this understanding, the current research is based on derived research questions which will offer guidance on how activities are carried out. It is aimed at generating new frameworks for understanding the relationship between customer satisfaction and loyalty about quality-seeking behaviours and price sensitivity. Therefore, the deductive approach was used in the study. 
     This study was carried out on airline passengers from different airlines in the UAE. The airports that were used as data collection centres included Dubai, Sharjah, and Abu Dhabi. Etihad, Emirates, flydubai, and Air Arabia are the airlines that were considered in the study. The key objective was to determine how passenger satisfaction among different airline passengers was affected by service quality. Random sampling was used to interview alighting customers as well as those who were waiting to board various airlines. A total of 386 passengers took part in the study. Simple random sampling is effective as it ensures that the results obtained apply to the rest of the study population. It consistently eliminates different forms of error which would instead severely affect the results. The research relied on data collection using questionnaires as the main research tools. The data collection took place over three months. Mainly, quantitative data were collected. Likert scales were incorporated into the questionnaire to capture data on customer satisfaction and their loyalty to the different airlines considered. 

5.  Findings
       The data collected were analyzed using SPSS version 23. Also, Partial Least Squares for Structural Equation Modelling (SEM) and Smart-PLS ver3.9 were used. The discriminant validity was confirmed. The following presents a summary of the findings and inferences from the data. Four hundred ten questionnaires were distributed according to the criteria outlined in the previous section. However, 24 of them were withdrawn because they were incomplete. 100% response rate was achieved, therefore offering a basis for further analysis. This is a fundamental step before conducting any multivariate data analysis. If the normality assumptions are violated, different analysis techniques can be employed. According to George & Mallery (2010), the skewness value is between -2 to +2, and the kurtosis value is between -2 to +2, the data are considered normal. Based on this classification, the data are normally distributed, as shown in table 1.



Table 1: Result of Normality Test

	Variable 
	Skewness
	Std. Error
	Kurtosis
	Std. Error

	[bookmark: _Hlk33999470]PREF
	-0.282
	0.124
	0.522
	0.248

	INF
	-0.444
	0.124
	0.691
	0.248

	POSTF
	-0.441
	0.124
	0.848
	0.248

	LOY
	-0.395
	0.124
	0.389
	0.248

	SAT
	-0.518
	0.124
	0.935
	0.248

	QSEEKER
	0.800
	0.124
	-0.304
	0.248

	PRICE
	0.244
	0.124
	-1.009
	0.248




These are observations that are distant from others. The Z-score analysis indicated that all the values were in the acceptable range, as shown in table 2. 

Table 2: Result of univariate outlier test 

	Standardized Variable
	Minimum
	Maximum

	Z(PREF)
	-3.74
	1.95

	Z(INF)
	-2.88
	1.88

	Z(POSTF)
	-3.60
	2.06

	Z(LOY)
	-3.69
	1.69

	Z(SAT)
	-3.67
	1.98

	Z(QSEEKER)
	-1.55
	2.55

	Z(PRICE)
	-1.62
	2.13


PREF: Pre-Flight Airline Service Quality, INF: In-Flight Airline Service Quality, POSTF: Post-Flight Airline Service Quality, LOY: Passenger Loyalty, SAT: Passenger Satisfaction, QSEEKER: Quality Seekers, PRICE: Price Sensitive


4.1 Demographic Statistics
     47.9% of the respondents were male, while the remaining 52.1% were females. In age categorization, the majority (32.4%) were in the 21-30 age group followed by those in the 41-50 age bracket. Those aged 31-40 accounted for 32.4%, while the remaining were elderly passengers above 51 years. Academically, the majority (42) had a college diploma, 29.5% were university graduates, while only 1.3% had primary school education. Concerning job position, 39.6% were professionals, while 31.9% were students. Those in managerial
Positions accounted for 7%, while 15.5 of the sample were retirees. Table 3 presents a summary of the demographic characteristics of the study sample. 


Table 3: Frequency distribution of demographic characteristics
	Variable 
	Level 
	Frequency
	Per cent

	Gender
	Male
	185
	47.9

	
	Female
	201
	52.1

	Age
	21 – 30
	134
	34.7

	
	31 – 40
	88
	22.8

	
	41 – 50
	125
	32.4

	
	Older than 51
	39
	7.5

	Education
	Primary school
	5
	1.3

	
	High school
	48
	12.4

	
	College
	162
	42

	
	Undergraduate
	113
	29.3

	
	Postgraduate
	50
	13

	
	Other
	8
	2.1

	Job Position
	Managerial
	27
	7

	
	Professional
	153
	39.6

	
	Retiree
	60
	15.5

	
	Student
	123
	31.9

	
	Others
	23
	5.9

	Departure
	Terminal 3 Dubai International Airport
	235
	60.9
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	Abu Dhabi International Airport
	73
	18.9

	
	Terminal 2 Dubai International Airport
	43
	11.1

	
	Sharjah International Airport
	35
	9.1

	Airline
	Emirates Airline
	235
	60.9

	
	Etihad Airways
	73
	18.9

	
	Fly Dubai
	43
	11.1

	
	Air Arabia
	35
	9.1

	Frequency
	First time
	59
	15.3

	
	Between 2 to 3 times
	125
	32.4

	
	Between 4 to 5 times
	127
	32.9

	
	More than five times
	75
	19.4

	Purpose
	Treatment
	28
	7.3

	
	Tourism
	123
	31.9

	
	Work
	122
	31.6

	
	Study
	64
	16.6

	
	Other
	49
	12.7

	State
	United Arab Emirates
	170
	44

	
	Arab Countries
	42
	10.9

	
	Asian Countries
	93
	24.1

	
	Africa Country
	38
	9.8

	
	Europe Countries
	30
	7.8

	
	Americas
	13
	3.4



4.2 Descriptive Statistics

Table ‎4: Correlation of latent variables and discriminant validity (Fornell-Larcker)

	
	In-Flight SQ
	Passenger Loyalty
	Passenger Satisfaction
	Post-Flight  SQ
	Pre-Flight SQ
	Price Sensitive
	Quality Seekers

	In-Flight SQ
	0.765
	
	
	
	
	
	

	Passenger Loyalty 
	0.598
	0.804
	
	
	
	
	

	Passenger Satisfaction
	0.584
	0.667
	0.746
	
	
	
	

	Post-Flight  SQ
	0.686
	0.579
	0.619
	0.709
	
	
	

	Pre-Flight SQ
	0.694
	0.598
	0.588
	0.68
	0.723
	
	

	Price Sensitive
	-0.094
	-0.187
	-0.163
	-0.18
	-0.14
	0.844
	

	Quality Seekers
	-0.116
	-0.118
	-0.105
	-0.127
	-0.052
	0.694
	0.837





      This is fundamental in projecting the relationship between the different variables of interest in the research. The correlation coefficient between passenger loyalty and inflight service quality is 0.598. This illustrates a strong interdependence between the two. A high-quality in-flight service attracts more customer loyalty and vice versa. Furthermore, the correlation coefficient between passenger satisfaction and in-flight service quality as well as passenger loyalty is also positive. Notably, pre-flight and post-flight service quality is also positively correlated with passenger loyalty as well as passenger satisfaction. However, price sensitivity is negatively correlated with in-flight service quality, passenger loyalty, passenger satisfaction, pre-flight, and post-flight services. Also, quality seeking behaviours among passengers illustrated an inverse relationship between in-flight service quality, passenger loyalty, passenger satisfaction, post-flight service quality, and pre-flight services. 

4.3 Measurement Model
Table 5: Loading and cross-loading of constructs for discriminant validity assessment 
	
	In-Flight SQ
	Passenger Loyalty
	Passenger Satisfaction
	Post-Flight  SQ
	Pre-Flight SQ
	Price Sensitive
	Quality Seekers

	INF.SQ1
	0.75
	0.44
	0.38
	0.51
	0.46
	-0.05
	-0.06

	INF.SQ2
	0.84
	0.52
	0.51
	0.55
	0.62
	-0.07
	-0.12

	INF.SQ3
	0.80
	0.45
	0.51
	0.57
	0.56
	-0.09
	-0.09

	INF.SQ4
	0.74
	0.45
	0.38
	0.47
	0.48
	-0.13
	-0.17

	INF.SQ5
	0.66
	0.38
	0.39
	0.46
	0.44
	-0.01
	-0.03

	INF.SQ6
	0.79
	0.49
	0.48
	0.57
	0.59
	-0.08
	-0.07

	LOY1
	0.51
	0.82
	0.52
	0.49
	0.49
	-0.18
	-0.12

	LOY2
	0.53
	0.85
	0.59
	0.51
	0.54
	-0.11
	-0.05

	LOY3
	0.50
	0.82
	0.54
	0.47
	0.52
	-0.15
	-0.04

	LOY4
	0.49
	0.85
	0.59
	0.46
	0.50
	-0.15
	-0.12

	LOY5
	0.35
	0.66
	0.41
	0.40
	0.32
	-0.19
	-0.17

	POSTF.SQ1
	0.40
	0.34
	0.33
	0.63
	0.38
	-0.11
	-0.08

	POSTF.SQ2
	0.52
	0.42
	0.50
	0.72
	0.52
	-0.12
	-0.07

	POSTF.SQ3
	0.54
	0.43
	0.46
	0.72
	0.50
	-0.14
	-0.06

	POSTF.SQ4
	0.47
	0.44
	0.44
	0.74
	0.51
	-0.16
	-0.11

	POSTF.SQ5
	0.50
	0.42
	0.45
	0.74
	0.49
	-0.14
	-0.14

	POSTF.SQ6
	0.47
	0.41
	0.42
	0.71
	0.48
	-0.08
	-0.08

	PREF.SQ1
	0.40
	0.37
	0.28
	0.41
	0.55
	-0.10
	-0.04

	PREF.SQ2
	0.58
	0.48
	0.43
	0.55
	0.76
	-0.17
	-0.05

	PREF.SQ3
	0.57
	0.47
	0.50
	0.56
	0.81
	-0.11
	-0.03

	PREF.SQ4
	0.50
	0.44
	0.43
	0.47
	0.74
	-0.08
	-0.03

	PREF.SQ5
	0.50
	0.43
	0.48
	0.51
	0.74
	-0.08
	-0.06

	PREF.SQ6
	0.45
	0.41
	0.40
	0.44
	0.72
	-0.07
	-0.01

	PRICE1
	-0.01
	-0.09
	-0.08
	-0.15
	-0.08
	0.78
	0.57

	PRICE2
	-0.06
	-0.15
	-0.12
	-0.11
	-0.09
	0.85
	0.60

	PRICE3
	-0.07
	-0.16
	-0.13
	-0.14
	-0.09
	0.86
	0.61

	PRICE4
	-0.12
	-0.18
	-0.16
	-0.18
	-0.16
	0.89
	0.62

	PRICE5
	-0.10
	-0.19
	-0.17
	-0.17
	-0.14
	0.84
	0.55

	QSEEKER1
	-0.09
	-0.13
	-0.08
	-0.12
	-0.06
	0.50
	0.81

	QSEEKER2
	-0.10
	-0.08
	-0.09
	-0.11
	-0.03
	0.58
	0.84

	QSEEKER3
	-0.07
	-0.06
	-0.06
	-0.08
	-0.01
	0.62
	0.81

	QSEEKER4
	-0.10
	-0.08
	-0.08
	-0.11
	-0.06
	0.63
	0.87

	QSEEKER5
	-0.11
	-0.13
	-0.11
	-0.11
	-0.06
	0.59
	0.87

	SAT1
	0.36
	0.45
	0.70
	0.44
	0.40
	-0.13
	-0.06

	SAT2
	0.50
	0.52
	0.80
	0.51
	0.50
	-0.11
	-0.01

	SAT3
	0.38
	0.47
	0.72
	0.35
	0.38
	-0.12
	-0.10

	SAT4
	0.43
	0.51
	0.76
	0.47
	0.47
	-0.11
	-0.09

	SAT5
	0.49
	0.52
	0.75
	0.52
	0.43
	-0.14
	-0.13




     This illustrates the relationship between latent variables and observed variables. The model applied convergent validity helps to understand the way how measured constructs vary in a given direction. This is achieved through the use of Average Variance Extracted (AVE) to understand the proportion of variation that is explained the variables. Using the PLS algorithm, the overall AVE for the study was in the interval 0.503-0.712. Further, composite reliability for the research ranged from 0.858 to 0.925, which is indicated that it is adequate. 
Table 6: The result of convergent validity 
	Construct
	Item
	Outer Loading
	Cronbach's Alpha
	CR
	AVE

	Pre-Flight SQ
	PREF.SQ1
	0.545
	0.815
	0.867
	0.523

	
	PREF.SQ2
	0.757
	
	
	

	
	PREF.SQ3
	0.812
	
	
	

	
	PREF.SQ4
	0.738
	
	
	

	
	PREF.SQ5
	0.737
	
	
	

	
	PREF.SQ6
	0.724
	
	
	

	In-Flight SQ
	INF.SQ1
	0.751
	0.857
	0.894
	0.585

	
	INF.SQ2
	0.840
	
	
	

	
	INF.SQ3
	0.801
	
	
	

	
	INF.SQ4
	0.737
	
	
	

	
	INF.SQ5
	0.662
	
	
	

	
	INF.SQ6
	0.787
	
	
	

	Post-Flight  SQ
	POSTF.SQ1
	0.625
	0.803
	0.858
	0.503

	
	POSTF.SQ2
	0.718
	
	
	

	
	POSTF.SQ3
	0.719
	
	
	

	
	POSTF.SQ4
	0.739
	
	
	

	
	POSTF.SQ5
	0.739
	
	
	

	
	POSTF.SQ6
	0.710
	
	
	

	Passenger Loyalty 
	LOY1
	0.822
	0.861
	0.900
	0.646

	
	LOY2
	0.846
	
	
	

	
	LOY3
	0.821
	
	
	

	
	LOY4
	0.849
	
	
	

	
	LOY5
	0.664
	
	
	

	Passenger Satisfaction
	SAT1
	0.698
	0.8
	0.862
	0.556

	
	SAT2
	0.801
	
	
	

	
	SAT3
	0.721
	
	
	

	
	SAT4
	0.760
	
	
	

	
	SAT5
	0.745
	
	
	

	Price Sensitive
	PRICE1
	0.775
	0.901
	0.925
	0.712

	
	PRICE2
	0.853
	
	
	

	
	PRICE3
	0.857
	
	
	

	
	PRICE4
	0.891
	
	
	

	
	PRICE5
	0.838
	
	
	

	Quality Seekers
	QSEEKER1
	0.805
	0.894
	0.921
	0.701

	
	QSEEKER2
	0.837
	
	
	

	
	QSEEKER3
	0.810
	
	
	

	
	QSEEKER4
	0.866
	
	
	

	
	QSEEKER5
	0.866
	
	
	



      The higher scores in these constructs are representative of a high degree of association between the variables. It is a common rule of thumb to retain the items with loadings of more than 0.708 while those that are below 0.4 should be eliminated from the model. This enhances the composite reliability of the model. 


4.4 Structural Model
     Hypothesis testing was achieved through the application of this model. According to the results obtained, the null hypothesis that pre-flight service quality improves the level of customer quality was not rejected. It was also established that the null hypotheses for in-flight and post-flight services were not rejected. The hypothesis that price sensitivity negatively affects customer satisfaction was not rejected. This implied that prices affect the decision-making process for consumers to a larger extent. It was further established that among quality seekers, price sensitivity was lower. Quality seekers are usually interested in spending more to get the possible quality of service available. They develop loyalty and satisfaction based on the historical services provided by various airlines. The structural model illustrates the presence of strong associations between the three independent variables and two dependent variables. 

Table 7: Summary Hypothesis Test results
	Hypothesis
	Path

	H1. Pre-flight, in-flight, and post-flightt service quality improves the level of customer satisfaction. 
	

	H1-1 Pre-flight service quality improves the level of customer satisfaction.
	Pre-SQ -> SAT

	H1-2 In-flight service quality improves the level of customer satisfaction.
	In-SQ -> SAT

	H1-3 Post-flight service quality improves the level of customer satisfaction.
	Post-SQ -> SAT

	H2. When the customer is in the category of high price sensitivity, the relationship between service quality and customer satisfaction is weaker. And when the customer is in the category of low-price sensitive, the relationship between service quality and customer satisfaction is stronger.
	

	H2-1 Price sensitivity negatively moderates the relationship between pre-flight service quality and customer satisfaction
	Price
Pre-SQ --------> SAT

	H2-2 Price sensitivity negatively moderates the relationship between in-flight service quality and customer satisfaction
	Price
In-SQ ----------> SAT

	H2-3 Price sensitivity negatively moderates the relationship between post-flight service quality and customer satisfaction
	Price
Post-SQ-------- -> SAT

	H3. When the customer is in the category of a high-quality seeker, the relationship between service quality and customer satisfaction is weaker. And when the customer is in the category of a low-quality seeker, the relationship between service quality and customer satisfaction is stronger. 
	

	H3-1 Quality seeker negatively moderates the relationship between pre-flight service quality and customer satisfaction
	QSEEKER
Pre-SQ --------------> SAT

	H3-2 Quality seeker negatively moderates the relationship between in-flight service quality and customer satisfaction
	QSEEKER
In-SQ --------------> SAT

	H3-3 Quality seeker negatively moderates the relationship between post-flight service quality and customer satisfaction
	QSEEKER
Post-SQ --------------> SAT

	H4-Customer satisfaction positively affects passenger loyalty.
	SAT -> Loy 






Figure 2: Path Model
[image: ]

     The above path analysis model illustrates the relationship between the different variables. It is a visual quantification of the input of each variable and how it contributes to the overall effect. The chart is derived based on the earlier empirical model that illustrated the relationship between service quality, passenger satisfaction, and customer loyalty. As initially approached, service quality is broken down into three aspects. In-flight services have a coefficient of 0.218 in influencing passenger satisfaction. Notably, post-flight service quality has the highest coefficient of influencing passenger satisfaction. Price sensitivity and quality-seeking behaviours have minimal effects on passenger satisfaction. In the long run, 0.456 coefficient of passenger satisfaction yields a score of 0.444 in passenger loyalty. This illustrates the presence of a strong association between the two. Therefore, it is concluded that passenger loyalty is derived from the level of satisfaction among customers. High-quality service in the dimensions considered results is key in ensuring customer satisfaction. 

     This is a measure of the applicability of the regression model in understanding the distribution of data. It estimates the amount of variation accounted for by the explanatory variables. The model for passenger satisfaction has R-squared of 0.453, implying that only 45.3% of the variation is explained by the model. Also, passenger loyalty is explained to the extent of 44.4% for the entire model.

Table 8: List of Hypotheses and Relative Paths
	Hypothesis
	Path
	B
	p-value
	Results 

	H1-1 Pre-flight service quality improves the level of customer satisfaction.
	Pre-SQ -> SAT
	0.224
	0.006
	Accepted

	H1-2 In-flight service quality improves the level of customer satisfaction.
	In-SQ -> SAT
	0.204
	0.002
	Accepted

	H1-3 Post- flight service quality improves the level of customer satisfaction.
	Post-SQ -> SAT
	0.326
	<0.001
	Accepted

	H2-1 Price sensitivity negatively moderates the relationship between pre-flight service quality and customer satisfaction
	Price
Pre-SQ --------> SAT
	-0.200
	0.007
	Accepted

	H2-2 Price sensitivity negatively moderates the relationship between in-flight service quality and customer satisfaction
	Price
In-SQ ----------> SAT
	-0.12
	0.039
	Accepted

	H2-3 Price sensitivity negatively moderates the relationship between post-flight service quality and customer satisfaction
	Price
Post-SQ-------- -> SAT
	-0.119
	0.026
	Accepted

	H3-1 Quality seeker negatively moderates the relationship between pre-flight service quality and customer satisfaction
	QSEEKER
Pre-SQ --------------> SAT
	-0.206
	0.005
	Accepted

	H3-2 Quality seeker negatively moderates the relationship between in-flight service quality and customer satisfaction
	QSEEKER
In-SQ --------------> SAT
	-0.082
	0.148
	Not Accepted

	H3-3 Quality seeker negatively moderates the relationship between post-flight service quality and customer satisfaction
	QSEEKER
Post-SQ --------------> SAT
	-0.167
	0.008
	Accepted

	H4-Customer satisfaction positively affects passenger loyalty.
	SAT -> Loy
	0.667
	<0.001
	Accepted



5.0 Conclusion and Recommendations
     Conclusively, this study was carried out to establish the effect of customer satisfaction on customer loyalty for airline companies in the United Arab Emirates. The research focused on examining four dominant airlines in the UAE and comparing how consumers perceived the quality of services offered and how they impacted their decision-making processes on consumer satisfaction. Through a survey design, 386 customers were interviewed. The statistical methods applied indicated a strong association between the proposed variables. Customer satisfaction was derived from the quality of services, and it was the main determinant of customer loyalty in the long run. 
    The research findings apply to many airline service providers. The results obtained from random customers imply that they can be inferred to other players in the industry. However, the research did not assess the extent to which price sensitivity affected the decision-making process.it is highly recommended for detailed research to assess the satisfaction levels among various consumer groups. The market segment is divided into various sub-categories with unique attitudes to prices. Therefore, future research should be focused on understanding how each of the segments responds to shifts in prices. This will allow airlines to develop products and services for specific market segments. 

5.1 Limitations and Future Research
     The main limitation of the study is the sample size. Future studies should incorporate more airlines to understand the dynamics within each market segment. Inclusion of more passengers to the sample will help to eliminate the errors of bias which significantly influence the decision making process. The research can also be replicated in other regions as this will allow comprehension of the global airline industry and consumer behaviours.
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