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Name
Institution Affiliation
Date

Suggested FrameworkPassengers Satisfaction 
Customer loyalty
                                                               
Quality of services 

Pre- flight
· Airport services
· Check in services
· Reservation & Buying ticket
· On-time departure
· Ticket price

In-flight
· Cabin staff service
· Food quality
· Reading material & video showing

Post Flight
· On-time arrival
· Waiting for baggage
· Responsibility for delayed passenger
· Connected & Transit Facilities
· Complaint system
· Staff behavoir
Zone of tolerance (ZOT)

Customer socio demographic (CSD)



Research Title
Influence of ZOT moderation and CSD support on the effects of passenger satisfaction on customer loyalty of airline brands. 
Hypotheses 
Effect of pre-flight service quality on passenger satisfaction
          In order to achieve customer satisfaction, organizations must be able to build and maintain long-lasting relationships with customers through satisfying various customer needs and demands which resultantly motivates them to continue to do business with the organization on an on -going basis (LaBarbera and Mazursky, 1983). Quality of service is very important in ensuring customer satisfaction because frequency of bad experiences will impact a customer's perception on the company (Munusamy et al., 2011).
H1-1. Pre-flight service quality has a positive significant effect on passenger satisfaction
Effect of in-flight service quality on passenger satisfaction
           Ng et al. (2011) stated that in-flight services offered by flight attendants affected customer satisfaction. Airline passengers may experience many service encounters with in-flight attendants, this is called "moment of truth". Passengers may judge or evaluate airline service quality through a comparison between their experiences and expectations, over a number of quality attributes (Gro¨nroos, 2000) since most services are intangible. Thus because of this intangibility, most companies find it difficult to understand how customers perceive their services. In-flight attendants should therefore  focus on tangibles by communicating to the customers the features of the service being provided. Thus it is presumed that in-flight service quality has a significant effect on passenger satisfaction.H1-2. In-flight service quality has a positive effect on the passenger satisfaction.
Effect of post-flight service quality on the passenger satisfaction
          An after-sales service entails a means to uncover extra customer needs and a strategic driver for customer retention. Oliver (1997) demonstrated that extremely satisfied customers are much more likely to remain loyal to firm than those who are merely satisfied. Post-flight services offer FFP, promptness of baggage delivery and retrieval are regarded as important factors and have an impact on establishing good relations with customers which eventually influence loyalty. In order grow, airlines, regardless of place of operation, have to be internationally competitive and must continuously improve all aspects of their operations (Doganis, 2006). Hence it is presumed that post-flight service quality has a significant effect on passenger satisfaction:
H1-3. Post-flight service quality has a positive significant effect on passenger satisfaction.
Zone of Tolerance 
Moderation on effects of passenger satisfaction on customer loyalty 
A research carried out by Kenneth and Thomas (2004) indicated that zone of tolerance increased the power to explain model in the projection of passenger satisfaction. In their study they compared ZOT and alternative conceptual models using empirical tests. Gwynne, Delvin and Ennew (2000) also conducted a study on zone of tolerance in relation to the various service quality dimensions. They sampled 218 students for their experiment and arrived at a conclusion that quality dimensions viewed as more essential had a larger zone of tolerance. Their results also displayed that “favorite” customers enjoyed a narrower zone of tolerance. For this reason, when passengers perceive excellent services, their zone of tolerance is increases and therefore having positive influence towards the effects of passenger satisfaction on the airline brand loyalty. The vice versa also holds true developing the hypothesis that; 
H1-4 The positive relationship between customer loyalty and zone of tolerance for quality of services is weaker for poor passenger satisfaction than excellent passenger satisfaction. 
Customer socio demographic
Mediation on effects of passenger satisfaction on customer loyalty 
Various studies show that there is a significant relationship between customer socio demographic and passenger loyalty. A four dimension structure of non-industrial private forest owners exist and traditional monetary value orientation is the main factor affecting this relationship. (Lina ET. Al. 2015). Volker, Markus and Tim (2013) used Analysis of variance (ANOVA) in their study on the effect of customer socio demographic on private banking. They found out that employment status, type of private banking service provider and size of liquid assets are the demographic factors that affect customer service. Hueng, Hailin and Chu (2001) in a Japanese based study on the relationship between vacation factors and socio demographic and travelling characteristics discovered a significant correlation between vacation factors and socio demographic characteristics. In airline services these characteristics include, relationship with the airline brand, gender, age, generation, business affiliation, social status and may more. Effects of passenger satisfaction on customer loyalty are mediated by Customer socio demographics in that; 
H1-5 The positive relationship between customer loyalty and customer social demographics is weaker for poor passenger satisfaction than excellent passenger satisfaction. 
Objectives
The aim of this thesis is to establish Zone of Tolerance moderation and customer social demographics mediation of the effect of passenger satisfaction on customer loyalty of airline brands. The research will object to:
Establish the relationship between pre-flight quality of services and passenger satisfaction 
Establish the relation between In-flight quality of services and passenger satisfaction 
Establish the relation between Post-flight quality of services and passenger satisfaction 
Investigate Zone Of Tolerance moderation on the effects of passenger satisfaction on customer loyalty 
Investigate the mediation of Customer Social Demographics on the effects of passenger satisfaction on customer loyalty 
Research Questions 
The following questions will guide the research
What are the effects of pre-flight quality of services on passenger satisfaction? 
What are the effects of In-flight quality of services on passenger satisfaction? 
What are the effects of Post-flight quality of services on passenger satisfaction?
What is the relation between Zone Of Tolerance moderation of the rate of passenger satisfaction and customer loyalty? 
What is the relation between mediation of Customer Social Demographics on the rate of passenger satisfaction and customer loyalty? 
Studies to support hypotheses and objectives 
The airline industry that is chosen for this study is growing in importance in the world’s economy. The annual sales of the industry have been put at $220b. The industry employs more than 3 million people worldwide, transporting 1.25billion people, and 22 million tons of freight annually (Appiah-Adu, Fyall and Singh, 1999) Thus, the industry contributes remarkably to the world GDP, generates employment, and promotes globalization of other industries. Despite its growing importance however, the industry is not without its problems. With the exception of a few firms world airline industry has racked up billions of dollars in losses in the last five years,” and he described the industry as “brutally competitive.” Also, more recently, Appiah-Adu, Fyall and Singh (1999) remarked that deregulation and liberalization have rendered the airline industry “highly dynamic and competitive.” This situation, which the authors noted would “likely continue well into the future,” has obligated many airline firms to “rapidly adopt and apply the marketing concept.
Customer social demographics 
While its importance in marketing is never questioned, customer satisfaction has rightly been described as “a complex and elusive phenomenon” (Peterson and Wilson 1992). The authors, just quoted, further emphasized: “To be able to interpret and effectively utilize customer satisfaction ratings, it is necessary to understand what determines them as well as know what variables and/or factors relate to them” (p. 61, italics added). Socio-demographic variables are well known in the literature as having significant influence on consumer behavior. The variables such as social class, income, age, and education have been the subject of research for a long time in studies of consumer behavior (for example, Berelson and Steiner 1964; Myers and Mount 1973). These socio-demographic variables are easily subjected to statistical treatments. They are more easily collected, and are very useful for market segmentation (Stafford 1996).
Zone Of Tolerance 
One construct that has emerged from both service management and consumer behavior literatures, though sometimes under slightly different names and defined in slightly different ways, is the zone of tolerance. There appear to be three main, though overlapping, applications of the zone; as a description of an outcome state, a description of a range of pre-performance expectations, and as the satisfactory range of in-process service performances. A second use of the ZOT is application to pre-performance expectations. It is widely accepted that pre-performance expectations, or comparison standards, may range from "minimum tolerable" to "ideal". The importance of the zone of tolerance is that customers may accept variation within a range of performance and any increase in performance within this area will only have a marginal effect on perceptions (Stafford 1996). It is when performance moves outside this range that it will have any effect on perceived service quality. 

