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 ABSTRACT 


Airline  industry  of  Pakistan  is  facing  the  issue  of  high  passenger  turnover,  poor 
 infrastructure, ineffectiveness of operations, poor service quality, increasing rate of 
 flight  delays  and  cancellation  that  leads  to  passenger’s  diffidence.  This  study 
 investigates mediating effect of corporate image on the relationship between service 
 quality,  trust,  physical  environment,  social  network  interaction,  relationship 
 through solving customer problems and customer satisfaction in airline industry of 
 Pakistan.  The  theories  of  SET  and  EDT  integrates  to  explain  the  relationship 
 between  CRM  factors,  corporate  image  and  customer  satisfaction.  The  data  was 
 collected  from  passengers  of  PIA,  SAI  and  ABQ,  in  five  airports  of  Pakistan  by 
 using  a  structured  questionnaire  and  576  visible  responses  were  analyzed.  Using 
 PLS-SEM  to  analyze  the  data  and  test  hypotheses,  the  present  study  shows  that 
 relationship between service quality, trust, physical environment and relationship 
 through solving customer problems  were significantly  related to  corporate image 
 and  customer  satisfaction.  However,  the  results  revealed  that  social  network 
 interaction has shown insignificant relationship with corporate image and customer 
 satisfaction.  The  findings  suggest  that  mediating  effect  of  corporate  image  was 
 found  significant  on  the  relationship  between  service  quality,  trust,  physical 
 environment,  relationship  through  solving  customer  problems  and  customer 
 satisfaction. Nonetheless, corporate image did not mediate the relationship between 
 social  network  interaction  and  customer  satisfaction.  This  study  delivers 
 understanding in service marketing area and help airline companies to employ the 
 implementation of role of service quality, customer trust and physical environment, 
 and relationship  through solving customer problems  as main drivers of customer 
 satisfaction.  


Keywords: Customer Satisfaction, Customer Relationship Management, Corporate 
Image, Expectation Disconfirmation Theory (EDT), Social Exchange Theory (SET) 
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 ABSTRAK 


Industri  penerbangan  Pakistan  sedang  menghadapi  masalah  lebihan  penumpang 
 yang  tinggi,  infrastruktur  yang  lemah,  ketidakberkesanan  operasi,  kualiti 
 perkhidmatan  yang  rendah,  peningkatan  kadar  kelewatan  penerbangan  dan 
 pembatalan  yang  menyebabkan  kurangnya  keyakinan  penumpang.  Kajian  ini 
 menyiasat  kesan  pengantara  imej  korporat  ke  atas  hubungan  antara  kualiti 
 perkhidmatan,  kepercayaan,  persekitaran  fizikal,  interaksi  jaringan  sosial, 
 hubungan melalui penyelesaian masalah pelanggan dan kepuasan pelanggan dalam 
 industri  penerbangan  di  Pakistan.  Teori  SET  dan  EDT  digabungkan  untuk 
 menerangkan  hubungan  antara  faktor-faktor  CRM,  imej  korporat  dan  kepuasan 
 pelanggan.  Data  dikumpulkan  daripada  penumpang  PIA,  SAI  dan  ABQ,  di  lima 
 buah lapangan terbang di Pakistan menggunakan soal selidik berstruktur, dan 576 
 maklum  balas  yang  diterima  telah  dianalisis.  Dengan  menggunakan  PLS-SEM 
 untuk menganalisis data dan menguji hipotesis, kajian ini menunjukkan hubungan 
 yang  signifikan  bagi  kualiti  perkhidmatan,  kepercayaan,  persekitaran  fizikal  dan 
 hubungan melalui penyelesaian masalah pelanggan berkaitan dengan imej korporat 
 dan  kepuasan  pelanggan.  Walau  bagaimanapun,  hasilnya  mendedahkan  bahawa 
 interaksi jaringan sosial menunjukkan hubungan yang tidak signifikan dengan imej 
 korporat  dan  kepuasan  pelanggan.  Dapatan  kajian  ini  mencadangkan  kesan 
 pengantaraan imej korporat yang didapati signifikan ke atas hubungan antara kualiti 
 perkhidmatan,  kepercayaan,  persekitaran  fizikal,  hubungan  melalui  penyelesaian 
 masalah  pelanggan  dan  kepuasan  pelanggan.  Namun,  imej  korporat  tidak 
 mengantarakan hubungan antara interaksi jaringan sosial dan kepuasan pelanggan. 


Kajian  ini  memberi  pemahaman  dalam  bidang  pemasaran  perkhidmatan  dan 
 membantu  syarikat-syarikat  penerbangan  dalam  pelaksanaan  peranan  kualiti 
 perkhidmatan,  kepercayaan  pelanggan  dan  persekitaran  fizikal,  dan  hubungan 
 melaui penyelesaian masalah pelanggan sebagai  pemacu utama  kepada kepuasan 
 pelanggan.  


Kata  kunci:  Kepuasan  pelanggan,  pengurusan  perhubungan  pelanggan,  imej 
korporat,    Teori  Ketaksalahan  Jangkaan  (Expectation  Disconfirmation  Theory) 
(EDT), Teori Pertukaran Sosial (SET) 
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 CHAPTER 1 


RESEARCH OVERVIEW 


1.0  Introduction 


In  this  modern  era  the  business  sector  increasingly  focuses  on  the  management  of 
 customer  relationships.  Customer  relationship  management  (CRM)  explicitly 
 acknowledges the long-run value of current and prospective customers and it look for 
 the organizational profits, increase in the shareholder value by developing, maintaining, 
 and  enhancing  the  customer  relationships  with  the  company  (Naveen  & 


Venkataramana,  2014).  Numerous  researchers  and  academicians  all  over  the  world 
 have highlighted the importance of customers. When customers are motivated with the 
 company,  they  show  higher  level  of  satisfaction  which  consequently  initiates  their 
 repetitive buying behavior and recommend same to others. 


Generally, customers adopt a loyal behavior towards the service providers, if they have 
 a  strong  corporate  image  within  customers  and  they  feel  satisfied  with  the  services 
 delivered  by  them  (Ali,  Alvi,  &  Ali,  2012).  Similarly,  the  cost  of  securing  a  new 
 customer is 5 times greater than holding an existing one and retrieving a lost customer 
 is 50 to 100 times more costly (Ofori et al., 2017; Zietsman et al., 2019; Boonlertvanich, 
 2019).  Hence,  the  biggest  challenge  for  a  business  is  the  management  of  customer 
 attrition  that  can  be  removed  by  considering  customer  needs  to  reduce  the  rate  of 
 defection  and  their  goal  is  to  build  a  long-term  customer  relationship  to  support 
 customer satisfaction (Ozkan & Suer, 2019). 


In service-based industries, it is considerably challenging for the companies to achieve 
customer  satisfaction.  Specifically,  airline  industry  comprises  of  extremely  complex 
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