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Turkish Airline Passenger Satisfaction
Research Framework
According to Hapsari et al. (2017), a framework is a structure that can be used to support or hold a theory in a research study. These theories are developed to understand or predict phenomena and in many cases or extend and change existing knowledge within the boundaries of critical confining assumptions. This framework describes and introduces the theory and that why the research problem being studied exists.
In this reaches, we are trying to look at how services offered by Turkish airline during the pre-flight, in-flight and post-flight period between Istanbul and New York influence customer satisfaction or the passenger's loyalty. Many other factors affect passenger satisfaction and passenger loyalty. This included the frequent flyer membership, price, status of being a national carrier and reputation of the firm (Gures, Arslan, & Tun, 2014). In this research, the assumption is that they are inconsequential in influencing the taste and preference of a customer hence their loyalty and satisfaction.  
Passenger satisfaction is a marketing term that is used to measure how services or goods supplied by a company surpass or meet expectations of the customers. It is important as it enables business owners and marketers with a metric to improve or manage a business. Passenger loyalty, on the other hand, is the product of the perceived value of an experience, physical attribute based satisfaction and positive emotional experience from the service (Aydin, Celik, & Gumus, 2015).





Pre-flight
· Check in services
· Reservation & Buying ticket
· On-time departure
· Airline Image
· Convenient schedule
· Ticket price & Discounts
In-flight
· Cabin staff service
· Food quality
· Airplane characteristics
· Reading material & video showing
· Security construct
Post-Flight
· On-time arrival
· Waiting for baggage
· Responsibility for delayed passenger
· Connected & Transit Facilities
· Complaint system
· Staff behavior when arrival
· Frequent flyer programs





Passengers Satisfaction 


Passenger’s loyalty





Customer experience
Perceived value






















The Moderator
[bookmark: _GoBack]According to Hapsari et al, 2017, a moderator variable in research is a quantitative or qualities variable that affects both the strength and direction of the relationship between the predictor or independent variable and the criterion or dependent variable.  In this research, the moderator is the perceived value by a customer. This will greatly influence a customer’s satisfaction with the services offered by the airline. A customer has certain expectations while planning to travel via an airline. A passengers observed and perceived pre-flight, in-flight and post-flight services influences their level of customer satisfaction. These services are offered evenly to all the passengers of an airline. They all experience the same services as they use the airline service. The passenger satisfaction as impacted by his experience with the airline influences his loyalty. However, the fact that airlines offer different services to different groups of passengers and frequency of travelling of passengers differ will have to be taken into account.
The moderator variable, in this case, is customer’s perceived value. Despite all the airlines operating the Istanbul and New York offering the same services to their customer, these services vary immensely regarding quality (Saleem, Zahra, & Yaseen, 2017). Customers’ expectations and observed pre-flight, in-flight and post-flight services impact on their customer satisfaction. 
Perceived value is the merit that a service or product has in a customer’s mind. Airline customers are unaware of the true cost of the serviced there are offered by an airline, instead, they simply have perceptions of how much this services are worth to them. The services offered to consumers in-flight differ by the class one is travelling (Saleem, Zahra, & Yaseen, 2017).
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