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Abstract

Intense competition, high costs, and elevated customer expectations characterise civil aviation
passenger transportation. It is widely accepted that passenger satisfaction is one of the key
achievements in gaining a competitive advantage in this industry. While various factors
influence passenger satisfaction, the airline industry inherently requires intensive interaction
and communication between cabin crew and passengers, as services are delivered on an
individual basis. Cabin services, therefore, play a significant role in the emergence of this
satisfaction.

This study focuses on four dimensions of human interaction points during service delivery in
the cabin: individual care, helpfulness, politeness, and promptness. The aim is to determine
domestic passengers’ opinions regarding these variables. Additionally, the study aims to
statistically determine the impact of each of these variables on passenger satisfaction and the
effects of passenger satisfaction on perceived value and intention to recommend. To achieve
these objectives, an online survey was conducted using a quantitative research method, and a
convenience sampling technique provided access to 405 respondents’ answers. The collected
data were coded and analysed using the SPSS software.

The empirical findings obtained through statistical analysis emphasise the importance of airline
companies focusing on human factors to enhance customer satisfaction. The research
statistically confirms the positive effect of human interaction points such as individual
attention, helpfulness, courtesy, and promptness by cabin crew members on passenger
satisfaction, as well as the audience of passenger satisfaction on perceived value and intention
to recommend. Despite the increasing interest in service quality in the airline industry, the
effects of various aspects of human interaction on passenger satisfaction, perceived value, and
recommendation intention have been limitedly examined. Therefore, this study aims to fill this
gap by addressing the interpersonal interaction dynamics between cabin crew and passengers.
Based on these findings, the study provides some assessments that can conftribute to the
literature and the aviation industry.

A section of this study was presented af the 7th Infernational Eurasian Social Sciences Congress (ICOESS) held in Bodrum, Mugla, Turkey,

on April 27-30, 2023.

1. Introduction

The airline industry operates in a competitive business
environment were retaining existing customers and attracting
new ones is the key to success. Air travel has become more
widespread, and customers now have numerous service
provider options (Law, 2018), putting significant pressure on
commercial enterprises in the civil aviation transportation
sector. To succeed in a highly competitive market, an airline
must understand customer needs and meet them with high-
quality services that provide positive experiences (Robledo,
2001; Law et al., 2022: 741). While matching competitors in
pricing, meal options, flexibility, and loyalty programs are
important for staying competitive and enhancing passenger
satisfaction, the most critical factor for long-term success in
civil aviation is delivering high-quality service and creating a
positive passenger experience (Gibbs et al., 2017: 57).

Various factors can shape passengers’ experiences and
influence their satisfaction in the airline industry. Services, by
their nature, involve intense interaction between customers
and the company. making various touchpoints between
passengers and the airline crucial in shaping the overall
experience. Therefore, understanding the various aspects of
these touchpoints is critical for service providers in the airline
industry to gain a competitive advantage.

Many studies in the literature evaluate a passenger’s
overall assessment of an airline’s quality based on the airline’s
general service quality, which is more visible in terms of
service quality (For example Namukasa, 2013; Brochado etal.,
2019; Hamid et al., 2021; Banjamahor et al., 2025). This
includes aspects such as physical appearance, reliability, and
trust. However, on the other hand, the most common and
visible face of the service encountered by service recipients is
the employees who deliver the service and the one-on-one
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interactions established with them. In other words, it is the
human touch.

This research focuses on human and humane factors in the
airline industry, examining the human interactions (personal
touches) between passengers and airline personnel,
considering them as human touchpoints. In this context,
individual attention, helpfulness, courtesy, and promptness are
human touchpoints contributing to passenger satisfaction. The
aim is to determine the impact of these variables on passenger
satisfaction and the influence of passenger satisfaction on the
perceived value of passengers and intention to recommend to
others. The research aims to contribute to the literature by
providing findings highlighting the importance of human
touchpoints, separate from service quality.

2. Conceptual Framework

2.1. Human Interactions in Airlines

Air transportation is one of the most essential dynamics
that constitute passenger transportation and tourism; with the
advancements in civil aviation since the 1950s, fast, safe, and
economical transportation to distant destinations has been
made possible. Globalisation and liberalisation have paved the
way for intense competition in air transportation by allowing
numerous private airlines to enter the market. One of the most
crucial tools for airlines to gain a competitive advantage is the
ability to provide a high-quality service experience and thus
differentiate themselves from their competitors (Akpur &
Zengin, 2019: 29).

Due to the intangible nature of services, how the service is
delivered becomes a significant determinant of service quality
(Gronroos, 1984). This confirms the need to understand better
and measure the role of employees who directly interact with
and have contact with customers in shaping customer
satisfaction. Communication and customer interactions are
essential in designing and delivering air transportation
services. Interestingly, since service quality is more visible,
customers can evaluate the overall quality of an airline by
using their service experience with airline employees, in other
words, their interactions, as a basis (Rhoades & Waguespack,
1999). Human interactions are defined as direct encounters
between a customer (passenger in the context of civil aviation)
and a service provider (i.e., the airline) that co-occur and have
the potential for interaction (Babbar & Koufteros, 2008: 805).

Service employees are vital in providing service excellence
and productivity, which can be a significant competitive
advantage. However, among the most challenging tasks in
service businesses are the additional
duties/expectations/requests that include being efficient and
quick in operational tasks and being polite, friendly, and
helpful in relationships with passengers. From the perspective
of a service business, the level of service and the way it is
frontline emplovees deliver it a significant source of
competitive advantage as well as differentiation (Wirtz et al.,
2008: 5). Therefore, various interactions between employees
and passengers, especially between employees and the
airline’s customers, are of great importance.

Employees providing services in the field of air
transportation (check-in personnel, cabin crew, etc.) and
physical evidence (the comfort of seats, food and beverages
provided) significantly impact the perception of service
quality. In airlines, cabin crew members—who have the most
direct and frequent interaction with passengers—are
commonly portrayed in advertisements as smiling and
hospitable figures, reflecting the airline’s commitment to

service quality (Akpur & Zengin, 2019: 30). In this regard, it
is possible to argue that individual attention (such as active
listening to passengers, showing individual attention on
passengers, understanding their unique needs), helpfulness
(occasionally checking if passengers need anything, making
efforts to find solutions to their problems, voluntarily
providing information on flight-related issues), courtesy
(being kind to passengers, providing service with a smile), and
promptness (instantly responding to passengers’ questions,
quickly fulfilling their requests) as factors discussed by Babbar
& Koufteros (2008) could be crucial in the communication and
interaction between cabin crew members and passengers
during service delivery.

In industries like civil aviation, where competing
companies offer similar services, creating positive service
experiences plays a central role in fostering passenger
satisfaction, which in turn contributes to customer loyalty,
positive word-of-mouth, and long-term competitive advantage
(Auvinen & Malinen, 2022: 19).

2.2. Passenger Satisfaction, Perceived Value, and
Intention to Recommend

Satisfying the customer in any business is the ultimate goal
of any enterprise. In aviation, the consumer of transportation
services is the passenger. Therefore, the concept of “‘customer
satisfaction™ is referred to as “passenger satisfaction™ in the
aviation industry (Auvinen & Malinen, 2022: 18). Excellent
passenger satisfaction is one of the greatest assets for an airline
in today’s competitive environment. Therefore, passenger
satisfaction is a fundamental objective for every airline that
provides passenger services. Passenger satisfaction occurs
when an airline can deliver benefits to passengers that exceed
their expectations and are considered as ad value. If passengers
are satisfied with the products and services an airline offers are
more likely to choose that airline again (Kumar et al., 2012).

On the other hand, the flight experience is a unique
experience for a passenger from start to finish. Today’s airline
passenger is a discerning customer with high expectations and
demands. Since passengers have a wide range of options based
on their needs, satisfying them is more challenging and crucial
than ever. Therefore, airline companies continuously work on
in-flight product development and innovation to differentiate
themselves from competitors, and passenger services and
satisfaction can be decisive factors in the overall success of an
operation (Sanyal & Hisam, 2016: 354-355).

Understanding passengers’ expectations is crucial in the
airline service industry because passengers evaluate their
performance by comparing it to their expectations. Passenger
satisfaction can be achieved when the outcome of this
comparison favours the passenger. In the airline industry,
passenger satisfaction can be defined as complex customer
knowledge and experience, serving as a passenger assessment
(Tahanisaz & Shokuhyar, 2020; Noviantoro & Huang, 2022:
2).

Customers evaluate service quality by comparing what
they require or expect with what they perceive they have
received. Customers are the sole judges of service quality
regardless of the industry. Suppose a customer perceives a
business’s service as poor. In that case, it is considered poor
for that individual. Negative service experiences can result in
customer dissatisfaction, which may lead to lower repurchase
intention, reduced perceived value, and decreased willingness
to engage in positive word-of-mouth (Nejati et al., 2009: 249).

Perceived value is the difference between the highest price
consumers are willing to pay for a product or service and the
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actual amount they pay. From a quality standpoint, value can
be seen as the gap between the amount of money spent on a
product and the quality it offers (Bishop, 1984). Essentially,
when a high-quality product is purchased at a lower cost, it
results in a high perceived value. From a utility perspective,
value involves an overall assessment of the perceived benefits
compared to the perceived sacrifices (Zeithaml, 1988). This
means consumers mentally weigh what they receive against
what they give up—both in monetary terms and non-monetary
aspects like transaction, search, and negotiation efforts, as well
as the time invested in the purchasing process (Kuo et al.,
2009: 888). The evaluation of perceived value stems from the
cognitive integration of a customer’s perceived benefits with
perceived costs. Perceived value refers to what a customer can
obtain or achieve from a service provider (Jen etal., 2010: 326-
327). In civil aviation, it represents passengers’ evaluation of
the quality of service received relative to the monetary and
non-monetary costs incurred. High levels of passenger
satisfaction are positively associated with increased perceived
value, which in turn can lead to favorable word-of-mouth
recommendations (Jen et al., 2010: 326-327).

Intention to recommend refers to the willingness of a
customer to share, communicate, and guide their experience
with a business’s product or service with individuals or groups
in their close circle whom they perceive as trustworthy. It
refers to the motivation to suggest a company’s service to
trusted individuals, such as friends or family. In contrast,
word-of-mouth communication involves the casual exchange
of information between consumers who have experienced a
product or service and who then share their favorable or
unfavorable opinions with others considering a purchase
(Suki, 2014: 27). This communication can occur between
existing or potential customers and product or service
providers, independent experts, or members of one’s personal
network, such as family and friends. Generally, it involves
transferring information about a business that a customer has
purchased from or consumed. In this sense, it enables other
customers to make more informed choices (Chaniotakis &
Lymperopoulos, 2009: 229-230). In the service sector, word-
of-mouth communication is considered to have a significant
impact on both retaining existing customers and acquiring new
customers. Additionally, it is argued that interactions between
customers and service employees can meaningfully influence
word-of-mouth communication (Macintosh, 2007: 150).
Perceived high service quality in customer interactions with
service providers can enhance the perceived value of existing
customers and lead to actions such as word-of-mouth
recommendations (Choudhury, 2013: 154; Giirler & Erturgut,
2018: 234).

It 1s widely acknowledged that the opinions of satisfied and
dissatisfied passengers quickly spread within a business, with
satisfied customers enhancing profitability and dissatisfied
customers damaging the business’s reputation and affecting its
economic aspects (Prentice et al., 2017). Previous research
findings also support the notion that satisfied customers
exhibit loyalty and provide positive communication and
recommendations within their social circles for the spread of
good services received (Ellinger et al., 1999; Kim et al., 2006;
Ladhari et al., 2011; Marcos et al., 2022; Singh et al., 2023).
Therefore, providing high-quality service to passengers can be
critical for an airline to survive, compete, maintain
profitability, and achieve long-term growth in a highly
competitive environment (Bakwr et al, 2022: 2I).
Consequently, given the service-oriented nature of the aviation
industry, there is a need to identify and analyse the relevant

factors to enhance customer satisfaction in the aviation
industry from the perspective of passengers in order to
understand the consequences and precursors of satisfaction
(Ringle et al., 2011; Walia et al.. 2021: 137). Although prior
studies have emphasized the role of service quality and
satisfaction, limited research has focused specifically on the
human interaction dimension -particularly the impact of
interpersonal dynamics between cabin crew and passengers-
within the civil aviation context. This study aims to fill this gap
by examining how key aspects of human interaction affect
perceived value, satisfaction, and recommendation intention,
thereby contributing to a more comprehensive understanding
of service experiences in airline settings.

3. Materials and Methods

3.1. Research Model and Hypotheses

This study is based on a quantitative research method and
has a correlational survey nature. The correlational model of
the study includes seven variables. In this study, interpersonal
interaction between passengers and airline flight attendants is
conceptualized as a multi-dimensional construct comprising
four sub-dimensions: individual attention, helpfulness,
courtesy and promptness. Perceived value and intention to
recommend are considered outcome variables. Customer
satisfaction is forming the study’s independent variable in
relation to interpersonal interactions, perceived value, and
intention to recommend. The research model representing
these variables, the relationships between them, and the
hypotheses formulated regarding these relationships are
presented below.

Interpersonal
Interactions
Percetved
Individual Value
aftention
's Y
Passenger
Helpfulness Satisfaction
-
VY
Courtesy Intention to
-/
Recommend
Promptness

Figure 1. Research Model
The hypotheses proposed regarding the relationships
between variables in the research are as follows:

Hy. There is a significant relationship between individual
attention and customer satisfaction.

H,_ There is a significant relationship between helpfulness and
customer satisfaction.

Hs There is a significant relationship between courtesy and
customer satisfaction.

H,. There is a significant relationship between promptness and
customer satisfaction.

Hs. There is a significant relationship between passenger
satisfaction and perceived value.
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Hg, There is a significant relationship between passenger
satisfaction and intention to recommend.

3.2. Data Collection Tools

In order to gather the opinions of passengers, a survey
method was employed in the study. The survey forms were
distributed to participants through the online survey platform
Google Forms, and the data was collected accordingly. The
data collected on this platform were analysed using Microsoft
Excel and then transferred to the SPSS software.

The survey form provided to respondents consisted of two
main sections. The first section included questions related to
participants” gender, marital status, age, education level,
personal income, and personal (demographic) information.
Additionally, this section contained questions aimed at
identifying flight habits, such as frequency of air travel,
reasons for air travel, and the most frequently used airline. The
second section of the survey comprised items adapted from
validated psychometric scales, and all variables were
measured using a 5-point Likert scale. The scales used in the
study are as follows:

Human Interactions Scale: This scale, developed by
Babbar & Koufteros (2008). focuses on the human element in
airline service quality. The development of the scale involved
a comprehensive literature review covering various disciplines
such as marketing, operations management, hospitality
management, and healthcare management. While drawing
insights from the widely used SERVQUAL measurement tool
for measuring service quality, the scale focuses explicitly on
interpersonal interactions during service delivery. The scale
has four dimensions: individual attention, helpfulness,
courtesy, and promptness. Through factor analyses conducted
as part of the scale’s development, it was found that the
identified four dimensions were supported by various
goodness-of-fit indices. The original scale comprised 21
statements; however, in this study, some statements that
showed similarities when translated into Turkish were
excluded to avoid issues like multicollinearity. Therefore, 17
statements were used, including 4 for individual attention, 3
for helpfulness, 5 for courtesy, and 5 for promptness. The
original study reported acceptable levels of internal
consistency, with Cronbach’s alpha values ranging from .784
(individual attention) to .946.

Passenger Satisfaction Scale: This scale is adapted from
the structure used in Babbar & Koufteros’ (2008) research
specific to the airline industry. It is designed to evaluate
passengers’ satisfaction with the airline company. The scale
consists of 6 statements, measured on a 5-point Likert scale.
The scale demonstrated reliability with a Cronbach’s alpha
coefficient of a = .946.

Perceived Value Scale: Perceived value refers to the
balance between perceived benefits and costs. This scale,
developed by Jen et al. (2010), assesses whether passengers
perceive the service they receive as valuable. The scale
consists of 3 statements on a S5-point Likert scale,
demonstrating a reliability coefficient of o = .823.

Intention to Recommend Scale: This scale, developed
initially by Karatepe & Ekiz (2004) for the accommodation
sector and adapted by Suki (2014) for airline passengers,
measures passengers’ intention to recommend. Similarly, this
scale is designed on a 5-point Likert scale. The variable was
assessed through a scale consisting of three items. It has been
reported that the structural equation modelling confirmed the
consistency of the data with the model and demonstrated
measurement capability. The reliability coefficient of the scale
was calculated as o= .772.

3.3. Sampling

The study’s target population consists of all consumers
aged 18 and above who travel by airline. The sampling method
was employed due to the impossibility of obtaining
information about the entire population and the inaccessibility
as well as the unnecessary nature of such a population method
was employed. In cases where it is not possible to determine
the exact population of the sample, non-random sampling
methods are used, where the sample i1s determined by the
researcher’s judgment within the population (Gegez, 2010). In
this study, convenience sampling (Hasiloglu, 2015) was used,
where the sample is selected from the population based on ease
of access because it is impossible to identify the entire sample
that constitutes the population.

In quantitative research conducted in the field of social
sciences, when the population that constitutes the target
population of the study is very large or not fully known, a
sample size of 384 is considered sufficient and valid with a
95% confidence interval and a 5% error tolerance (Bartlett et
al., 2001; Sekaran, 2003). Therefore, a sample size of 384 is
considered to have the ability to represent the population
(Bagtiirk & Tastepe, 2013). Accordingly, the aim was to reach
at least 384 survey forms. At the end of the data collection
process, 421 survey forms were obtained, out of which 16 were
excluded due to incomplete or incorrect filling. Thus, the
study’s data on the responses were obtained from 405
participants over a period of three months.

Data collecting process was conducted in accordance with
the principles of research ethics. Participation in the study was
entirely voluntary, and informed consent was obtained from all
participants prior to data collection. Participants were clearly
informed about the purpose of the study, their right to
withdraw at any time without penalty, and how their data
would be used. All responses were collected anonymously.
The data were securely stored in password-protected digital
files accessible only to the researchers, Ethical approval for
this research was obtained (Approval was given at the end of
the study).

4. Result and Discussion

Reliability and normal distribution analysis were
performed as preliminary tests before conducting the analyses
on the data obtained in the quantitative study. The obtained
Cronbach’s Alpha (o) and Kaiser-Meyer-Olkin (KMO)
coefficients, as well as skewness and kurtosis coefficients, are
presented in Table 1.
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Table 1. Reliability and normal distribution of research scales

Scales Items a EKMO Skewness Kurtosis
Individual Attention 4 878 834 -1.038 1.046
Helpfulness 3 781 .706 -.951 1.058
Courtesy 5 849 741 -.552 403
Promptness 5 .894 827 -.328 -.552
Passenger Satisfaction 6 .865 .882 -.544 311
Perceived Value 3 .883 722 .-999 1.400
Intention to Recommend 3 B84 736 -.570 -.279
TOTAL 29 960 952 - -

Upon examining the coefficients presented in Table 1, it
can be concluded that all scales used in the research are reliable
based on Cronbach’s Alpha coefficients obtained. The KMO
coefficients indicate the adequacy of sample measurement.
Skewness and Kurtosis coefficients demonstrate that the data
for each scale follow a normal distribution. In light of these
findings, it is understood that the data is suitable for parametric
analysis. The participants’ demographic characteristics and
travel habits are presented in Table 2.

Table 2. Demographic characteristics of the participants

Gender n %

Female 211 52.1
Male 194 47.9
Marital Status n %

Single 273 67.4
Married 132 32.6
Age Range n %

18-26 107 26.4
27-36 117 289
37-49 110 27.2
50 and above 71 17.5
Education Level n %

High School 50 12.3
Associate Degree 37 9.1

Bachelor’s Degree 236 58.3
Graduate Degree 82 20.2
Personal Income n %

8506 TL and below 166 41.0
8506-20.000 TL 124 30.6
20.001 TL and above 115 284
Travel Frequency n %

Once a year or less 64 15.8
Several times a year 180 44.4
Once a month 100 247
Several times a month or more 61 15.1
Travel Purpose n %

Tourism, vacation, visit 285 70.4
Business or trade 120 29.6
Travel Type n %

Domestic 252 62.2
International 153 37.8

As can be observed from the values in Table 2, the
distribution of participants can be summarised as follows: in
terms of gender, there were 211 females (52.1%) and 194
males (47.9%); regarding marital status, 273 participants were
single (67.4%), and 132 were married (32.6%); concerning age
range, there were 107 participants aged 18-26 (26.4%), 117
aged 27-36 (28.9%), 110 aged 37-49 (27.2%), and 71
participants aged 50 and above (17.5%); in terms of education
level, 50 participants had completed high school (12.3%), 37
had an associate degree (9.1%), 236 had a bachelor’s degree
(58.3%), and 82 had a graduate degree (20.2%); regarding
personal income, 166 participants earned 8500 TL or below
(41.0%), 124 eamned between 8501-20,000 TL (30.6%), and
115 earned 20,001 TL or above (28.4%).

Analysing the participants’ travel characteristics, it can be
seen that in terms of travel frequency, 64 participants travelled
once a year or less (15.8%), 180 travelled several times a year
(44.4%), 100 travelled once a month (24.7%), and 61 travelled
several times a month or more (15.1%); concerning travel
purpose, 285 participants travelled for tourism, vacation, or
visit purposes (70.4%), while 120 travelled for business or
trade purposes (29.6%); in terms of travel type, 252
participants travelled domestically (62.2%), and 153 travelled
internationally (37.8%).

A correlation analysis was conducted to determine the
strength and direction of the relationships between individual
attention, helpfulness, courtesy, promptness, passenger
satisfaction, perceived value, and intention to recommend. The
findings of this analysis are presented in Table 3.

Table 3. Results of correlation analysis on relationships between variables

1 2 3 4 5 6 7
1 Individual Attention 1
2 Helpfulness LB03** 1
3 Courtesy L627%* L653%* 1
4 Promptness 455%* 5009+ T31E* 1
5 Passenger Satisfaction S575%* 6227%% .649%* .640%* 1
6 Perceived Value 720%* 692k 562%* A3T7** T70%* 1
7 Intention to Recommend .659%* .668%* 618%* 596%* .697** 823%* 1

** Correlation statistically significant at the p<0.001 level (two-tailed)
According to the findings obtained from the correlation

analysis, there are statistically significant positive linear

relationships between the wvariables. The correlation

coefficients indicate strong relationships between passenger
satisfaction and individual attention (r=.575, p<0.01),
helpfulness (r=.622, p<0.01), courtesy (r=.649, p<0.01), and
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promptness (r=.640, p<0.01), based on the criterion that
correlations above 0.50 indicate a strong relationship (Cohen,
2013). Moreover, there are very strong positive relationships
between perceived value and passenger satisfaction (r=.770,
p<0.01), and between intention to recommend and passenger
satisfaction (r=.697, p<0.01). These results suggest positive
and meaningful associations between individual attention,
helpfulness, courtesy, promptness, passenger satisfaction, and
perceived value. Furthermore, all service quality factors and
perceived value show strong positive correlations with the
intention to recommend.

These findings indicate that there are significant positive
linear relationships between the variables. However, it should
be noted that correlation coefficients only provide information
about the strength and direction of the relationship between
two variables and do not establish a cause-and-effect
relationship. In other words, although a correlation analysis

Table 4. Results of regression analysis

may reveal a strong relationship between two variables, it does
not provide information about whether this relationship is a
cause-and-effect relationship. Therefore, regression analysis
was conducted to determine whether there is a causal
relationship among these variables.

In the research, the first regression model was constructed
based on the hypothesised relationships, with individual
attention, helpfulness, courtesy and promptness as
independent variables and passenger satisfaction as the
dependent variables. This model aimed to test the relational
hypotheses (Hi, Ha, Hs, and H4). Subsequently, regression
models were constructed with passenger satisfaction as the
independent variable and perceived value and intention to
recommend as the dependent variables to test hypotheses Hs
and Hg. The results of the simple linear regression analysis
conducted using the enter method within the scope of these
regression models are presented in Table 4.

H
Model 1 Beta Standard Error  Standard Beta ¢ R P
Constant 1.625 157 10.322 331 ,000*
Individual Attention 549 .039 575 14.114 ) ,000*
Dependent Variable: Passenger Satisfaction

2
Model 2 Beta Standard Error  Standard Beta ¢ R P
Constant 1.480 149 9.944 386 ,000*
Helpfulness 592 .037 622 15.930 ) ,000*
Dependent Variable: Passenger Satisfaction

2
Model 3 Beta Standard Error  Standard Beta ! R P
Constant 1.465 140 10.499 "1 ,000*
Courtesy .630 .037 .649 17.122 ) ,000*
Dependent Variable: Passenger Satisfaction

H
Model 4 Beta Standard Error  Standard Beta ¢ R P
Constant 2.121 .105 20.247 410 ,000*
Promptness 499 .030 640 16.731 ) ,000*
Dependent Variable: Passenger Satisfaction

2
Model 5 Beta Standard Error  Standard Beta ! K F
Constant 1.156 123 9.414 592 ,000*
Passenger Satisfaction 766 .032 770 24.196 ) ,000*
Dependent Variable: Perceived Value

2
Model 6 Beta Standard Error  Standard Beta ! R P
Constant .780 161 4.843 436 ,000*
Passenger Satisfaction .810 .042 697 19.506 ) ,000*

Dependent Variable: Intention to Recommend

* Statistically significant at the p<0.001 level

According to the regression results, the independent
variables have a statistically significant effect on the
dependent variable, with the magnitude of the effect varying
across variables. All regression models are significant at the
p<0.001 level. The coefficient of determination (R?) values
indicate that the models have moderate to high explanatory
power, meaning that the independent variables explain a
substantial proportion of the variance in passenger satisfaction,
consistent with commonly accepted benchmarks (Hair et al.,
2019). Specifically, individual attention has a significant
positive effect on passenger satisfaction (p<0.001), accounting
for 33.1% of its variance (R>=.331). Similarly, helpfulness
exerts a significant positive effect (p<0.001), explaining
38.6% of the variance (R>=.386). Courtesy also significantly
influences passenger satisfaction (p<0.001), with an R* of

0.421, while promptness has a significant positive effect as
well (p<.001), accounting for 41.0% of the variance (R>=.410).

Regarding the hypotheses testing the relationships between
passenger satisfaction and perceived value, as well as the
intention to recommend, the findings from the regression
models indicate statistically significant results (p<0.001) for
both models. Passenger satisfaction explains 59.2% (R?=.592)
of the variation in perceived value and 48.6% (R*=.486) of the
variation in intention to recommend. These results support all
the hypotheses (Hi, H2, Hs, Hs, Hs, and Hs) proposed in the
study.

In conclusion, the regression analysis demonstrates that the
independent variables significantly impact the dependent
variable, with varying degrees of influence. The findings
validate the research hypotheses and highlight the importance
of factors such as individual attention, helpfulness, courtesy,
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promptness, perceived value and intention to recommend in
shaping passenger satisfaction in the study context.

5. Conclusion

Passengers tend to evaluate airline companies based on
their satisfaction with the flight service experience (Park et al.,
2004). Given the highly competitive nature of the aviation
industry, passenger satisfaction is considered a critical factor
in the selection of both the airline and the airport of travel
(Vokaé et al., 2017; Park et al., 2019; Auvinen & Malinen,
2022). It is known that passenger satisfaction can be
influenced by various factors to varying extents. However, one
primary determinant can be the interpersonal interactions
between passengers and cabin crew members during service
delivery. Empirical evidence in the literature indicates that
flight crew members are the airline employees with the most
frequent and prolonged communication and interaction with
passengers, making various aspects of interpersonal contact
during the in-flight service critical. While some factors
affecting passenger satisfaction may occasionally be beyond
the control of the airline (such as cancellations and delays due
to weather conditions), certain factors can be controlled and
improved upon (Gibbs et al., 2017: 58). Elements such as
individual attention, helpfulness, courtesy and promptness
serve as critical factors in the interactions between cabin crew
members and passengers, and they possess a highly
controllable aspect.

The pandemic crisis, travel restrictions, followed by an
economic crisis, and on the other hand, changes in passenger
behaviour in the aftermath of market liberalisation, high
technology, and restructuring have also brought about changes
in airline services. Airlines must adapt quickly and effectively
to such a competitive environment, which is crucial for success
in the highly competitive aviation industry (Noviantoro &
Huang, 2022: 1). When evaluating the service, a passenger will
consider all the interactions throughout the entire process,
from the check-in counter to baggage delivery, with a holistic
perspective. However, in terms of service, the most visible
face of an airline in civil aviation is the passenger services
provided in the cabin. Therefore, the interactions between
cabin crew members and passengers can influence
perceptions, attitudes, and behaviours in a passenger’s overall
evaluation of the airline.

This study focuses on the human factors in airlines,
explicitly examining the interpersonal interactions between
passengers and cabin crew members and the related factors.
The study aims to determine the impact of individual attention,
helpfulness, courtesy and promptness as human service
contact points between cabin crew members and passengers on
passenger satisfaction, as well as the influence of passenger
satisfaction on perceived value and intention to recommend
the airline to others. To achieve these objectives, statistical
analyses were conducted using the responses obtained from
405 participants aged 18 and above who travelled by air,
collected through an online survey conducted via the Google
Forms platform.

The results obtained in the study indicate positive
relationships between individual attention, helpfulness,
courtesy, and promptness as human service contact factors
between cabin crew members and passengers and passenger
satisfaction and perceived value. Furthermore, passenger
satisfaction is strongly and positively linearly related to
perceived value and intention to recommend. These findings

demonstrate the importance of each human service contact
point in enhancing passenger satisfaction and suggest that
passenger satisfaction can increase perceived value and
passengers’ intention to recommend the airline. Specifically,
positive passenger perceptions regarding individual attention,
helpfulness, courtesy and promptness as human service
contact points within the cabin services framework
significantly impact satisfaction formation. As a result,
passenger satisfaction can positively affect perceived value
and intention to recommend. These findings indicate that
airline companies must focus on these factors to enhance
service quality. The significant impact of these factors on
passenger satisfaction also suggests that they can increase the
likelihood of customers recommending the airline.

The findings presented in the study regarding the
significant positive correlations between service quality
dimensions—such as individual attention, helpfulness,
courtesy, and promptness—and passenger satisfaction align
well with prior literature in the domain of service quality and
customer satisfaction, particularly within transportation and
airline services. For example, Park et al. (2004) found that
courteous and responsive service significantly predicted
overall passenger satisfaction in the airline sector. In the
context of low-cost carriers, Kim and Lee (201 1) further noted
that when passengers perceive a high value from the service—
considering both price and quality—they tend to report higher
levels of satisfaction. Ali et al. (2015) demonstrated that airline
passengers’ perceptions of employee helpfulness and
personalized attention strongly influence their satisfaction
levels and loyalty intentions. A major meta-analysis conducted
by Eshaghi et al. (2024) confirms that perceived service
quality and perceived value significantly and positively impact
passenger satisfaction in air transport contexts. Rezaei and
Keynezhad (2024) provide evidence from a public tourism
transport study in Iran that similarly confirms the role of
service quality and its dimensions—particularly interpersonal
elements like friendliness and responsiveness—in enhancing
passenger satisfaction and perceived value. Rather (2024), in a
broader conceptual analysis of brand relationships in tourism,
emphasizes the central role of service experiences—including
individual attention and emotional engagement—in building
satisfaction and subsequent advocacy behaviors. Moreover, Al
Hattali et al. (2025) analyzes tourism services in Oman and
conclude that cleanliness, prompt responses, and courteous
behavior have a tangible effect on overall satisfaction and
perceived value.

In line with the established literature, this research
emphasises the importance of focusing on human factors in
airlines to enhance customer satisfaction. The study
statistically confirms the impact of human service contact
points by cabin crew members on passenger satisfaction and
the influence of passenger satisfaction on perceived value and
intention to recommend. According to the study’s results, the
qualities displayed by cabin crew members at these human
service contact points play a significant role in passenger
satisfaction. These human factors are practical tools that airline
companies can utilize to enhance customer satisfaction.
Additionally, it highlights the significant impact of passenger
satisfaction on perceived value and intention to recommend
the airline to others. Therefore, by focusing on human service
contact points to enhance customer satisfaction, airline
companies can increase passengers’ intention to recommend
and loyalty to the business. In conclusion, the findings of this
study highlight the importance for airline companies to focus
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on human factors to enhance customer satisfaction.
Understanding the critical role that airline employees play in
shaping passengers’ experiences is valuable information for
service providers. These results can guide airline companies
towards adopting a more human-centered approach to increase
customer satisfaction and achieve positive outcomes.

These results can guide airline companies towards
adopting a more human-centered approach to increase
customer satisfaction and achieve positive outcomes. In line
with these findings, airline companies are encouraged to
implement concrete strategies to strengthen human service
contact points. For instance, comprehensive training programs
focusing on emotional intelligence, communication skills,
cultural sensitivity, and service recovery can help cabin crew
members enhance the quality of their interactions with
passengers. Additionally, establishing structured customer
feedback mechanisms, such as post-flight surveys or digital
feedback platforms, can provide real-time insights into
passenger experiences and help identify areas for
improvement. Airlines can also consider recognition and
reward systems for cabin crew members who consistently
deliver high levels of service, thus reinforcing a culture of
customer-centric behaviour. By investing in these initiatives,
airline companies can better leverage human factors to not
only increase customer satisfaction but also foster stronger and
more meaningful passenger—employee interactions, which are
essential for building lasting relationships, enhancing brand
loyalty, and improving overall business performance.

Understanding the critical role played by airline employees
in shaping passengers’ experiences is valuable information for
service providers (Babbar & Koufteros, 2008). The empirical
findings obtained in this study support the results provided by
Babbar & Koufteros (2008), indicating that individual care,
helpfulness, politeness, and speed as human service contact
points in the interactions between businesses and customers
offer wvaluable opportunities for service provider airline
companies to meet customers’ needs and achieve positive
outcomes such as satisfaction.

However, it is essential to note that, like any research, this
study has certain limitations, and the results should be
interpreted within the context of these limitations. Most
notably, the use of convenience sampling constitutes a
significant limitation that may affect the generalizability of the
findings. Since participants were not selected through random
sampling, the sample may not fully represent the broader
population, and thus, caution should be exercised when
attempting to generalize the results to other contexts. Since the
online survey method used in the research only includes
individuals with internet access, the representativeness of the
data obtained through this method may be limited. The focus
of the study on human service contact factors between
passengers and cabin crew members may overlook other
factors. For example, other services provided by the airline or
other experiences during the flight may also influence
passenger satisfaction.

On the other hand, conducting similar studies on specific
airline companies in future research could allow for a broader
perspective in evaluating the results. Diversifying data
collection methods and collecting data from different
demographics could be substantial. This would enable the
examination of satisfaction profiles of passengers with
different demographic characteristics. More comprehensive
research could be conducted by considering other factors
influencing passenger satisfaction. This would help clarify

which areas airline companies need to improve and contribute
to the literature. Additionally, conducting qualitative research
methods or mixed qualitative-quantitative methods to examine
the interpersonal contacts between passengers and cabin crew
members and their relationships with antecedents or outcomes
in more detail could contribute to the literature.
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