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Segmentation is a process that is used in grouping the consumers of a particular service offered by a company or a business entity into homogenous groups with similarity in preferences or demands. Consumers in the airline industry are classified as high-end consumers middle consumers and low consumers (Bruning, Hu, and Hao, 1520). It is recommendable that an airline company implements a segmentation strategy according to the relative importance of its services attributes. This segmentation entails price-sensitive consumers, quality-seeking consumers, panctuallers, convenience-oriented consumer and consumers affiliated to a country of an airline (Bruning, Hu, and Hao, 1502). 

Price-sensitivity moderates service quality and customers satisfaction with the consideration that an airline company will employ competitive prices in the industry to target and satisfy consumers. Price sensitivity does therefore moderates service quality, and customer satisfaction in that expensive price ensure satisfaction of high-end consumers expecting quality service, competitive prices ensure satisfaction of middle class consumers expecting value for their money and lower prices are handy in ensuring that satisfaction of low-end consumers who prefer pocket-friendly services. Price sensitivity relationship to service quality and satisfaction is weak when the sensityt is high since changing from another is not determined by the service quality and customer satisfaction rather by competitive price. Their relationship is strong when price sensitivity is low as customer satisfactions left to determine the rand that consumer stays loyal to , and not the cost of services (Gazzoli, Gabriel, Hancer, and Park, 59). 

Panctuallers segmentation moderates the service quality and consumer satisfaction in that panctuallers seek availability of the airline industry on demand. Therefore Pactualler relation to service quality and customer satisfaction is strong when the more available the services of the company, the more satisfaction these consumers derive from the preflight services of the airline company.  Airline companies targeting panctuallers leave airline tickets open for the convenience of panctuallers thereby ensuring their services satisfy this segment. This is however done at premium price to ensure maximum return with regard to price insensitivity of panctuallers. 

Convenience orientation moderates service quality and customer satisfaction in that consumers derive satisfaction from the service of the airline industry when they perceive an intrinsic value of time and effort in the pre-flight, in-flight and post-flight services of the company. Service convince entails decision, time, benefit, post-benefit, benefit and access convenience that play a major role in ensuring the needs of the consumers are met by the services offered by the company. Service quality and customer satisfaction relationship is strong when the need  for convince is low and weak when the need for convenience is high as consumers decision to use an airline brand is not base to the serve quality rather than how convenient the brand s to their needs. 
Lastly, the county of airline does moderate the service quality and customer satisfaction in that high quality of services develops affiliation by consumers who consider county of the airline when choosing the airline to use. Country of airline provides long-term customers to an airline company who are mostly categorized in the different segments. An airline that ensures satisfaction of all the other segments gets more satisfied country oriented consumers and therefore loyalty to their brand over other airlines from the same country. Loyalty relationship to customer satisfaction and service quality is string when the loyalty is low and weak when the loyalty is high as the loyal consumers of a brand can tolerate some level of quality of service and consumer satisfaction. 
Quality orientation moderates the service quality and customer satisfaction of an airline by through ensuring that the expectation and demands of the consumers are met. The quality of services offered by an airline company including pre-flight, in-flight service and post-flight services determine the rate of customer satisfaction and therefore their loyalty. While poor services may have little to no effect on low-end consumers’ satisfaction, it causes dissatisfaction to high end and middle-class customers. Low-quality services on the other hand, bring about the high rate of consumer dissatisfaction across all the consumer levels in the airline industry.
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