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Abstract

Service quality is a critical component in any company’s performance. Bad service creates a lousy brand image in
the eyes of customers which is difficult to remove. Pakistan International Airline (PIA), a well-known airline in
Pakistan is receiving criticism from its passenger’s regarding service quality. However, there are very few studies
focusing on the improvement of service quality of PIA. In this research, the authors have identified the critical
components of customer satisfaction with the help of Parasuraman service quality model. The authors have identified
the desired and actual quality gap. The study concludes that reliability and empathy are the top most essential
components of customer satisfaction. There is a significant difference in all desired and actual components of service
quality. The components which PIA needs immediate improvement are its ability to provide dedicated services and
better food quality during flight.
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1. Introduction

Every business must have two things; the first thing; it must have a brand name, and the second thing it; must
have some customers to buy its products (Buzdar et al., 2016; Chen and Myagmarsuen, 2011; Rigopoulou and John,
2008). Brand acts as a differentiator. It differentiates one company from its competitors. The brand creates a win-win
situation for both buyer and seller. The buyer gets the confidence and knows who is responsible if something goes
wrong. In another side, the seller can charge more if it has a good brand name. It has been confirmed via many
experiments that the customers prefer to pay more for a branded product compared to nameless products. It is an era
of globalization. In globalization due to technology and advancement in communication, transportation and every
aspect of life the customers have many opportunities (Farooq M. et al., 2018; Khalil-ur-rehman et al., 2018).
Similarly, the sellers have many markets to sell the products (Nguyen et al., 2018; Seo and Jin-Woo, 2018). This
situation creates the need for a strong brand which has good relations with its customers. Customers can forgive
mistakes of brands if they are treated well. For instance, despite note-7 battery issue customers again trusted on
Samsung and brought note-8 and onward products, because of handling well the note-7 battery issue (Ewan, 2018).

Pakistan International Airline (P1A), a well-known brand of old days, is facing a lot of criticism. It has both
compliance with policy issues and service quality issues. The customer expects from PIA to understand their
preferences, but PIA is continuously facing problems to remove its lousy service Image. Today customers hope from
the brand to understand their issues and resolve them proactively. To understand customers, preference firms
continuously ask customers feedback. To understand customers feedback different researchers have introduced
different models. Aaker (1991), proposed customer-based brand equity, which covers brand awareness, brand image,
brand loyalty, and perceived quality. Parasuman et al. (1988), introduced the SERVQUAL model. Customer-based
brand equity has been criticized due to its limit to only measure brand equity of the company; it's less actionable
(Erdogmus and Cicek, 2012; Gringarten, 2018; Teodoro and Seung-Ho, 2018). The model which most often used to
measure the service quality. SERVQUAL has been used in many areas by many scholars, particularly in the airline
(Aydin and Seda, 2012; Gupta, 2018; Sultan and Merlin, 2000). Therefore, in this research, we have selected the
Parasuraman 22 Items questionnaire to measure the service quality of Pakistan International Airline (PI1A).

The Parasuman et al. (1988) SERVQUAL model has five items. Its first Item is reliability. Reliability means
the extent to which customers trust in the brand. It refers to the trust the customers have on employees and products
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of the company. The second aspects of the SERVQUAL model are empathy. Empathy measures the extent to which
the employees understand customers problem. It measures the extent what customers feel that their service providers
put their shoes. It also measures that extent at which a service provider employee put themselves at the place of
customers. The third variable is the responsiveness. Responsiveness is essential and has been measured as a
necessary construct in many studies. It measures the turnaround time of customers complaints resolution. It also
covers the assurance which employees provide to the customers that their problem will be resolved. The fifth and
last item of the SERVQUAL model is Customer Satisfaction in general. It covers the overall satisfaction. The
rationale behind measuring the overall satisfaction is to link it with the rest of the variables to check every variable
impact on satisfaction. It also covers the aspects which are not included as an independent variable.

The aniline industry in services is one of the prominent industries. Airlines companies are known for their polite
staff, schedule, and safety. The people who make sure all these aspects are their customer service people. The quality
is service is the key to success in this industry. Previously in this industry, there are research conducted in United
States of America, United Kingdom, India, France, Spain and rest of the world and their airline companies (Aydin
and Seda, 2012; Pergin, 2018; Seo and Jin-Woo, 2018; Sultan and Merlin, 2000; Tsafarakis et al., 2018) but the
authors could not find any prominent research on honking airline industry, Therefore, as per the objective of this
research the research question has adapted from previous studies conducted in the airline.

1.1. Aim(s) and Objectives of Survey

The core goal of the study is investigating and measuring the service quality of Pakistan International Airline
(PIA). Using Parasuman et al. (1988) SERVQUAL model this study aims to examine the desired and perceived
quality of services of Pakistan International Airline (PIA). In Particular, this study investigates;

1. The impact of tangibles both desired and actual quality on customer satisfaction with the PIA

2. The impact of reliability both desired and perceived quality on customer satisfaction with the PIA

3. The impact of empathy both desired and actual quality on customer satisfaction with the PIA

4. The impact of responsiveness both desired and real quality on satisfaction with the PIA

This study has mainly four hypotheses;

H1: The tangibles has a significant positive impact on customer satisfaction

H2: The reliability has a significant positive impact on customer satisfaction

H3: empathy has a significant positive impact on customer satisfaction

H4: The responsiveness has a significant positive impact on satisfaction
After validating the relationship and model of the study, the study also compares the desired and actual quality of the
P1A services. The comparison goal is to help managers to identify the areas which need improvement.

2. Research Methodology
This is a quantitative cross-sectional study. The questionnaire has been adapted from Parasuraman service
quality model famous with the name SERVQUAL.

2.1. Sampling Strategy

As the researchers of the study are students and do have access to the population framework to conduct random
sampling. Therefore, the researcher has tried choosing the least biased sampling technique possible without
population framework, which is snowball sampling. The questionnaire was designed on an online Google document
and floated to students in the university. Students were requested to share the questionaries’ link with their
colleagues who travelled via PIA.

2.2. Explanation of Questionnaire Design

The questioner was designed on the google document, it made floatation and sharing with the user’s
recommendation. The questionnaire constipated of the two parts. One part was related to screening and customer
demographics. In screening the first question was asked from customers have you traveled via Pakistan International
Airline. The responses were captured in yes or no, those customers who said yes, only their responses were obtained,
rest of the responses of the customers were not considered in the analysis as they never experienced the company
services. Therefore they could not provide the feedback. In the first section, the respondent's age, gender, education,
and income level as also been measured. As generally customers avoid giving the exact numbers, therefore the age
brackets were made to gather the customer's data.

The second section was related to the core customer service aspects. The core service aspects were the tangibles;
tangibles included customer satisfaction with the food, seats of the airplane and additional products like blankets.
The second aspects of reliability, it was about the scheduling and trust level of the customers on the company and its
employees. The third variables questions were related to empathy; in this section, we have tried to measure the level
on which customers think about the Hong Kong express employees that they know there prefers and they feel their
problems as a personal problem. In short, to what extent the employees wear the customer's shoes. The fourth
variable is responsive. In the airline industry responsories of the company is very important, as customers can
suddenly change their plans. Also, they need to reach on the destination on time, inch age of change in schedule the
response time form the company becomes very important. The last variable is assurance. It related to customer
experience. The employee’s ability to assure that customer complaint will be resolved is the critical aspect of
customer service.
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3. Findings and Discussion

As explained in the section of the questionnaire design, there were in a total of two sections of the questionnaire,
first was related to the demographics and second was related to the service quality. Therefore the findings are also
divided into two parts.

3.1. Demographics

Total of 410 responses were captured from the Hong Kong Express customers. 72% of males outnumbered
females. Most of the respondents were young in the age bracket of 18 to 25, which were 69% of respondents base.
As this questionnaire was shared with the students and through the referral system, it was fill, probably this the
reason that we got most responses from the young people. The second age bracket from where we got the answers
are the 26 to 35 years old. total responses collected from this age bracket are 23%. As the age grows the respondent's
count of our study also decreases. This is general implications with the student base. The respondent base from 36 to
45 is decidedly less which, is only 3% out of 35 which means its 1.

The next aspect of our study was to see whom people are traveling; it has been observed people move weekly in
most the case. There is a respondents segment which flies weekly to meet their families.

Table-1. Demographics

Gender Count of Respondents %
Male 288 72%
Female 122 28%
Grand Total 410 100%
Age Count of Respondents %

18 to 25 278 69%
26 to 35 94 23%
36 to 45 26 6%
46 and Above 12 3%
Grand Total 410 100%
How frequently you travel Count of Respondents %
Weekly 46 11%
Monthly 107 26%
Semi-annually 126 31%
Annually 118 29%
Just used once 13 3%
Grand Total 410 100%

3.2. Service Quality Results

Service quality results of the Hong Kong Express are outstanding. Generally, customers are satisfied with the
services. Out aspects were to make sure the model is valid, and customers are happy with the service. So, the table-2
shows the model validation statistics. It shows the out loadings are in the desired crater. The questionaries’ where the
outer loadings were not in the desired criteria has been removed. The next section is Cronbach's alpha. The
Cronbach alpha score is more for the enquired threshold against all variables. To test the model more and its validity
we have also tested the AVE. the score of AVE is also as per the required threshold. The most important indicator is
how much this model measures customer satisfaction. the coefficient of determination of this model is 82% which
means it's covering the critical aspects of the model. In the table, the f2 shows the impact of every variable on the
overall service quality. It shows that reliability has a 20% impact on the service quality, the responses has only
0.03%, while the assurance is 11% and the tangibles are 30%. The tangibles have proved to be the essential factor in
the satisfaction of the passengers.
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Table-2. Construct Validity, Reliability, and Impact

Items Outer Cronbach's | AVE | R? | F?
Loadings | Alpha
Empathy Instils confidence 0.7 0.7 0.7 0.2
Recommendations for better flights 0.8
Sends targeted/personalized e-mails 0.7
Provides personal profile flight preferences | 0.6
Reliability Delivers committed services on time. 0.8 0.7 0.5 0.3
Shows sincere interest in  solving | 0.7
passengers’ problems
The Company does error-free transactions. | 0.7
Provides adequate security to passenger’s | 0.6
belongings and personal information/data
Responsiveness Never too busy to respond to passenger’s | 0.7 0.7 0.6 0.1
requests.
Resolves passenger’s complaints on a | 0.7
priority basis.
Proactively informs about the delay in | 0.8
services
Knowledgeable staff 0.78
Staff provides prompt answers to questions. | 0.8
Tangibles Quality food is provided to the passengers 0.7 0.7 0.5 0.2
Facilities for entrainment are available 0.8
Can online booking be made quickly? 0.7
Additional facilities on requirement are | 0.6
provided like the blanket
Staff is always well dressed. 0.6
Overall Satisfaction | Services are very good. 0.8 0.8 0.7 0.6
Services are up-to-date. 0.8
Services are recommendable to other | 0.8
passengers
First Choice to travel 0.7
Table-3. Discriminant Validity
Empathy | Overall Reliability | Responsiveness | Tangibles
Satisfaction
Empathy
Overall 0.79
Satisfaction_
Reliability 0.79 0.80
Responsiveness 0.88 0.82 0.89
Tangibles 0.79 0.87 0.77 0.76

Discriminant validate is the latest way to make sure the validity of the model as per discriminant validity the
core of every variable or every box must be below 0.9 which as per threshold is at the required level for all the

variables.

After making sure the construct validity and reliability, the researcher has compared the desired service and
actual service. It has been observed all areas customers want is more compared to regarded service. The regions in
tangibles which need immediate improvement are seating arrangements and online book. The areas which are
comparatively better in tangibles are the functional food quality and staff dressing. In reliability, the committed
services are not being delivered; it needs immediate improvement. Rest of the services like sincere interest, error-
free transaction and security are comparatively better. The customer's service end is doing well compared to the
product side. All variables of responsiveness are also at par except the staff response to queries. There is need more
staff on the front to improve the performance of the airline. In empathy and customer satisfaction, there is a very less

significant difference between the desired and actual service.
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Table-4. Desired Service and Actual Service of PIA

Desired Service Actual
Service
Sample (N) | Mean Mean
Tangibles
1-Quality food is provided to the | 410 3.98 3.12
passengers
2- Facilities for entrainment are 4.12 3.90
available
3- Can online booking be made 4.66 4.58
quickly?
4-  Additional facilities on 3.71 3.61
requirement are provided like the
blanket
Reliability
1- Delivers committed services on | 410 4.13 2.90
time.
2-Shows sincere interest in 4.53 4.06
solving passengers problems
3-Does error-free transactions. 4.74 4.26
4-Provides adequate security to 4.77 431
passenger’s  belongings  and
personal information/data

Responsiveness

1 Never too busy to respond to | 410 4.20 3.92
passenger’s requests.

2-Resolves passenger’s 4.50 4.01

complaints on a priority basis.

3-Proactively informs about the 341 3.49

delay in services

4-Knowledgeable staff 4.60 4.50

5-Never too busy to respond to 4.20 3.22

passenger’s requests.

1-instills confidence 410 3.49 3.36

2-Recommendations for better 3.28 3.17

flights

3-Sends targeted/personalized 3.46 3.44

emails

4-Provides personal profile flight 3.77 3.65

preferences

Overall Satisfaction

1-Services are very good. 410 3.49 3.36
2 90 217

2-Services are up-to-date. 3.28 3.17

3-Services are recommendable to 3.46 3.44

other passengers

4-First Choice to travel 3.77 3.65

4. Conclusion

Service quality as an essential aspect of any business (Al-Majali et al., 2018; Jhatial et al., 2018; Rizaimy, 2018;
Yancheva- and Lidia, 2018; Zufiga- and Raul, 2018); particularly in an airline it’s the guaranteed source of
sustainable competitive advantage. It can be one of the core advantages any company can have (Mas-Machuca,
2018; Sukwadi and Hendry, 2018). Service quality does not only give assurance of new customers, but it also helps
the companies to earn a sustainable long-term competitive advantage. In this study, the researchers have used the
SERVQUAL model. It has been concluded that all the variables of the model have an impact on customers
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satisfaction. The reliability is the most critical factors. The second most important aspects are related to the empathy
of employees, and the third aspects are responsiveness factors.

The airline is all about reliability; it is expected from the employees of the companies to fulfill the committed
promises, Follow the schedule as committed and provide its passenger's good food quality and supporting in
additional customers preferences like the requirement of blankets. The study found that the desired service level of
the customers is high compared to the service they are receiving. The PIA must also improve its tangibles and
responsiveness. The products of PIA are already cheaper, but still, customers felt that it’s not value for money. In
general, the customers are satisfied with the overall service, Upton date services, and technology. Customers also
said that they would recommend the facilities and it is their first choice to travel. The results are actionable and at the
same encouraging for PIA airline. It further needs to improve some aspects which are highlighted in table-4, the rest
of the elements of service must be maintained to attached new customers and sustain existing customers base.

The study was conducted based on the popular service quality model the SERVQUAL. All variables have been
approved that they have a relationship with the customer's satisfaction. The critical process started with the
evaluation form the first step which was the screening of the questionnaires. All the people who never traveled using
honking expresses were excluded. Secondly was the model validation, the questionnaire validation and the third was
the comparison and mean values of very aspects of the services. The final step which differentiates the desired and
actual service quality is extremely critical for the managers. The managers can take advantage of positive points. For
example, the customer satiation with overall customer services, willingness to recommend the products to other
customers are encouraging. Customer experience and word of mouth is the ultimate source of marketing (Farooq,
2019). Customers today can make anything viral. The expression of customers that committed services which they
desired, and the PIA promised are not provided. This is a significant risk for PIA. This point needs immediate
attention. Also, customers feel that the staff is not trained during rush time, there is a need to educate the team and
make them the most critical person in the business.

5. Practical Implications of the Research

The Study is useful for the management of PIA to realize the improvement areas. The study is also helpful for
researchers to take P1A as an example for brands where they were on top due to service quality and now are the least
preference of customers due to service quality.
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