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Introduction

Service quality has for years been recognized and categorized as a primary variable that helps in differentiating companies, which operate in highly competitive industries. The aim of this is to ensure that there is a significant differentiation that assists in providing a proper and evident comparison between companies in these sectors (Pantouvakis & Lymperopoulos, 2008). To this effect, many businesses have taken further steps in ensuring that they remain among the top in the industry they operate. One of the steps that many have made is expanding their resources and spending it lavishly in the pursuit of excelling their service quality (Yap & Sweeney, 2007). Nevertheless, it is vital to note that most of the businesses that have taken this route to strengthen the variety of their services have later on ended up facing financial hardships. The aim of this paper, therefore, is to focus on analyzing the essentiality of ZOT between passenger satisfaction and passenger loyalty. 
Passenger Satisfaction and Passenger Loyalty
The ZOT can be said to be “the difference between desired service and the level of service considered adequate” (Walker, Jim & Julie, 2000). This model identifies that customers come for services with varying expectancy levels. The ‘desired service’ is service level expected by the customer, while the ‘adequate service is the service level that will be expected by the customer (Zeithaml et al., 1993). The ZOT is the difference between the two service levels. Customer’s satisfaction will occur if the service opinion of the customer falls within this zone. The customer’s perceptions play a significant, deterministic role in the evaluations of service quality and provision of customer satisfaction. The ZOT is a range of level of performances that are deemed acceptable by the customer. Any performance level that falls below it will result in customer frustration and decreased loyalty. On the other hand,  the performance level that falls above it will pleasingly surprise customers and increase their loyalty to the company (Walker, Jim & Julie, 2000).

The significance of the ZOT is that customers may assent a deviation within certain limits of performance levels and any improvement in the service performance will have a minimal consequence on opinions. It is only when performance spills out of these limits that it will significantly affect the perceived service quality (Walker, Jim &Julie, 2000). In the transport industry, the nature of services is intangible. Hence, assessing and subsequently evaluating them requires more than the consumption level of services as this will not yield the right results. The imposition of this offers insight into the reason behind services being classified as an experience. The implications of this, however, is that passengers are further confused and forced to put their concentration on various signals or even service attributes to determine the asymmetric nature of the service quality (Yap & Sweeney, 2007). Ultimately, this calls for them to establish also the relationship that they have with their service providers since the relationship between the consumer and the service provider is highly significant because it breeds not only quality but also satisfaction if the service provided is excellent. 

As earlier stated, the performance level above the ZOT will pleasingly surprise customers and increase their loyalty to the company (Walker, Jim & Julie, 2000). Therefore, it is important to note that passenger satisfaction ultimately results in passenger loyalty. The implication of this is that for reliability to be enhanced there is a great need to ensure that the passenger is satisfied. Without the passengers being satisfied it is easy for them to shift their loyalty to the next best service provider (Pantouvakis & Lymperopoulos, 2008). Ultimately, this brings up the concept of marketing. With proper passenger satisfaction and a high yield in the passenger loyalty, the passengers can efficiently market through word of mouth about the excellence of the services they received. Through this, the passengers can urge others to experience the superiority of the service through recommending the flight. Therefore, this helps in lifting the market niche of the company (Yap & Sweeney, 2007). The company, therefore, needs to ensure that it provides its clients with excellent services, hence increasing the intensity of their relationship which will ultimately result in the success of the business (Pantouvakis & Lymperopoulos, 2008).  
Conclusion

In sum, it is evident that for passenger loyalty to rise beyond the targeted point there is a great need for the company to take exceptional measures to ensure that they improve their service performance. Any performance level below the ZOT will lead to a decreased loyalty, while the performance level above it will raise their loyalty. Therefore, it can be concluded that passenger satisfaction ultimately results in passenger loyalty
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