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ABSTRACT

The major goal of airlines is to see their customers satisfied after every transaction. This is weighed
through the quality of services offered by the airlines. This study investigates the impact of service
quality and safety perception on passenger satisfaction in Nnamdi Azikiwe International Airport, Abuja,
Nigeria. To achieve this, the research was guided by two objectives, and data collection was effected
mainly by the administration of the questionnaire. The study used a stratified sampling technique on a
sample of respondents at the local wing of the Nnamdi Azikiwe International Airport Nigeria. Data
were analyzed using descriptive and inferential statistics on the JMP statistical software. Findings from
the study suggested that airline service quality has a significant and positive influence on passenger
satisfaction. The study also discovered that passenger safety perception about an airline has a positive
link with passenger satisfaction. The study recommended that airlines must consciously offer good and
quality service to their passengers and make their passenger’s satisfaction their ultimate goal.
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I. BACKGROUND TO THE STUDY

Companies continuously seek new and innovative ways to offer service quality and differentiate their
service offerings. This is used as a competitive advantage to attract and retain customers and make a
profit (Sandstrom et al. 2008 and Khan & Fasih, 2014) through skill exchange and customer co-creation
(Prahalad & Ramaswamy, 2004). All over the world businesses try to find new and innovative ways to
gain more customers and become more financially successful. One of the most vital components for a
business to become successful is to have content customers.
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96% of consumers all over the globe consider service quality to be an important aspect of their
choosing to be loyal to a brand (Willot, 2020). 70% of customers claim that they are loyal to brands
because of their great customer service (Willot, 2020). 52% of consumers state that they have bought
additional products from a company simply because they previously experienced great service quality
from that company (Willot, 2020). These numbers indicate that several different factors, such as service
quality, customer satisfaction, and brand loyalty are all important for the company to be profitable.

Furthermore, how to acquire and maintain factors such as these continues to be an imperative
challenge for companies today, and has been for a long time. How to create customer satisfaction and
how to ensure customer retention has long been an objective for businesses. Not only to secure
recurring customers but also to reduce internal costs and evaluate how to allocate available resources
when trying to ensure that customers stay satisfied. In the minds of consumers, service quality often
includes the quality of the product and/or the service itself, the demeanor and behavior of the
employees, and how willing the business is to be flexible and responsive (Sundbo, 2015). Furthermore,
it has long been argued that there is a connection between service quality and customer retention and
that service quality often has a positive effect on brand loyalty (Bowen & Chen, 2001; Yang, Yang,
Chang & Chien, 2017).

In this study, service quality is defined as a set of variables associated with passengers in Nnamdi
Azikiwe International Airport for example reliability, responsiveness, assurance, empathy, and
tangibility while safety perception in this study consists of the perception of safety about security checks
at the airport, competence of the cabin crew, perceived safety after boarding, before landing and after
claiming baggage. Service quality has gained much attention in recent research literature. This attention
is due to the recognition that quality is important in the attainment and maintenance of market share
and return on investment goals for an organization (Anderson and Zeithaml 1984, Philips et al. 1983).
In a highly competitive environment, the provision of high-quality services to passengers is the core
competitive advantage for an airline's profitability and sustained growth. In the past decade, as the air
transportation market has become even more challenging, many airlines have turned to focus on airline
service quality to increase service satisfaction.

2. RESEARCH METHOD

This Section discusses the research methodology that was used in this study and provides a general
framework for the research. The chapter details the research design, populations of the study, sample
and sampling procedures, description of research instruments, validity and reliability of instruments,
data collection procedures, data analysis techniques, and ethical considerations while conducting the
study.

Area of Study

Abuja is the capital city of Nigeria, with an estimated population of 5 million. The city is boarded to
the north by Kaduna State, to the east by Nasarawa State, to the southwest by Kogi State, and to the
west by Niger. It was lying between Latitude 8.25 and 9.20 North of the equator and longitude 6.45
and 7.39 East of Greenwich meridians. Abuja is geographically located in the center of the country.
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The Federal Capital Territory has a land mass of approximately 7,3 15km2 of which the actual city
occupies 273.3km? It is situated within the savanna region with moderate climatic conditions. Nnamdi
Azikiwe International Airport Abuja was built in the early 2000 and opened in 2002. It holds a pride of
place, among the airports in the country, as the international airport for the country’s federal capital,
Abuja. The airport named after the late Dr. Nnamdi Azikiwe, a foremost nationalist and one of the
country’s founding fathers, often plays host to visiting dignitaries and high-ranking government officials
as well as Nigerians visiting the federal capital for business or leisure. The airport has two terminals-
one, for international flights and the other for domestic flights.

Research Design

The study adopted a survey research design. This design as defined by Orodho (2003) is a method of
collecting information by administering a questionnaire to a sample of individuals. The main feature of
survey research design is to describe specific characteristics of a large group of persons, objectives, or
institutions, through questionnaires (Kothari 2004). Besides, the design was used because of its co-
effective manner and descriptive nature to assist the researcher in collecting data from members of
the sample population to estimate the population parameters (Vanderstoep & Johnston, 2009).

Population of the Study
The target population was 253 airline passengers at Nnamdi Azikiwe International Airport Abuja,
Nigeria.

Sample Size

The minimum sample size is 253. This was obtained from the G-power analysis program under the
Test-family of F-test and Statistical test of linear multiple regression fixed model, R? deviation from
zero, power of 0.95, predicators number of 28, marginal error of 0.05 and effect size of 0.15

Sampling Technique
A cross-sectional sampling technique is adopted for this study. The sample frame for this study consists
of airline passengers who have checked in and are preparing for departure at the time of data collection.

Data Collection Instrument

This research utilized a questionnaire to collect data. The questionnaire administered was designed to
elicit information and is divided into sections. Section A will elicit information on the service quality of
airline service users of the local wing at Nnamdi Azikiwe International Airport Abuja, Nigeria. Service
quality is an important factor in evaluating service level preferences across airline services among the
users of the services. Section B of the questionnaire will elicit information on safety perception. Section
C elicits information on airline passenger satisfaction. The items were scored using a Likert scale with
responses of |=Strongly Disagree, 2= Disagree, 3= Agree, 4= Strongly Agree. The analysis made use
of a summated scale by swimming up the responses by participants to get an overall score of each scale
(Ann et al. 2005). Items were worded as:
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Service quality: It was measured by five items but consists of nineteen questions which are;
Tangibles:

The airline has up-to-date equipment.

The physical facilities of the airline are appealing.

The employees of the airline are well-dressed and appear neat.

The appearance of the physical facilities of the airline is in keeping with the type of services provided.
Reliability:
When the airline promises to do something by a certain time it does so.
When you have problems, the airline is sympathetic and reassuring.
The airline is dependable.
The airline provides its services at the time it promises to do so.
The airline keeps its records accurately
Responsiveness:
The airline tells customers exactly when services will be performed.
You receive prompt service from the airline.
Employees of the airline are willing to help customers.
Assurance:
You can trust the employees of the airline.
You feel safe in your transactions with employees of the airline.
Employees of the airline are polite.
Employees get adequate support from the airline to do their job well
Empathy:
The airline gives you individual attention.
Employees of the airline give you personal attention.
Employees of the airline know what your personal needs are.
The airline has your best interest at heart.
The airline has operating hours convenient to all their customers
Safety perception: It was measured by three questions which are;
The airline has a good reputation
The airline has a good safety record and
| feel safe during the flight,
Customer satisfaction: It was measured by four questions which are;
| like the airline very much,
| like the quality of the services provided by the airline,
| am very satisfied with the airline and
The services provided by the airline are very good value for money.

Instrument Validity and Reliability

Scale reliability is the internal consistency of the items that are used to measure a latent construct.
Internal consistency items form a homogeneous set but vary statistically together. Reliability therefore
deals with the consistency of the scale. Cronbach’s alpha is mostly used for reliability purposes (Wanke,
Arkadar, and Hijjar 2007).
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An alpha exceeding 0.7 means a consistency between the items in a scale (Nunnaly 1978). Brosius
(2008) describes that alpha’s between 0.5 and 0.8 are sufficient. When we look at individual item
loadings, it shows that all the items have a number higher than 0.5 on the respective construct. This
supports the idea that a high level of individual item reliability exists (Hulland, 1999; White et al.,2003).
Content validity exists when the scope of a construct is adequately displayed by the items as a group
(Dunn, Seaker, and Waller 1994, p.157). The constructs therefore have to be carefully supported by
literature, in which it is clearly explained how other researchers have measured the construct. A
construct must be measured by more than one item. As the latent constructs in this thesis have been
derived from existing literature, content validity may be assumed.

At first, Cronbach’s alpha is considered to confirm the internal consistency of the constructs. These
are all higher than 0.7 which shows sufficient internal consistency. The study done by Robin
Valkenburcht (2013) on the role of safety perceptions for airline passenger loyalty and the influence of
aviation expertise came up with these construct values as stated below

Table .2.1
S/IN Construct Cronbach’s Alpha
I Assurance 0.892
2 Empathy 0.935
3 Fare level 0.744
4 Loyalty 0.850
5 Market presence 0.884
6 Reliability 0.912
7 Responsiveness 0.904
8 Safety perceptions 0.836
9 Satisfaction 0.912
10 Tangibles 0.800

For this study, the table below shows the construct validity of the study
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Table .2.2
S/IN Construct Cronbach’s Alpha
I Airline 0.7968
2 Gender 0.7775
3 Marital status 0.7783
4 Age 0.7806
5 Occupation 0.7829
6 Purpose of travel 0.7812
7 Frequency of travel 0.7848
8 Tangibles 0.7236
9 Reliability 0.7289
10 Responsiveness 0.7203
I Assurance 0.7186
12 Empathy 0.7185
13 Safety perception 0.7369
14 Passenger satisfaction 0.7296

Data Analysis Instrument
Data analysis was done by using |[MP Analysis version |3 also known as Jump Analysis. [MP (pronounced
"jump") is a suite of computer programs for statistical analysis developed by the JMP business unit

of the SAS Institute.
4. DATA PRESENTATION AND ANALYSIS

Characteristics of the Respondent Firms

A total of 270 questionnaires were issued out and only 255 were completely filled. The completed
questionnaires were edited for completeness and consistency. This represented a response rate of
94.4%, which the study considered adequate for analysis.

Descriptive Statistics

Descriptive statistics contain information about the gender, marital status, age, occupation, purpose of
travel, and frequency of travel per week. , The questionnaire was administered at Abuja Airport for one
week.
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Gender of respondents
As can be observed in Figure 3, the respondents were made up of 57.6 % male and 42.4% female.

Gender of the Participants

B Male mFemale

Figure 4.1

Summary of Participants’ Age by Gender.

Minority of the respondents 33.33% male and 66.67% female were | — |8 years, 53.78% male and
46.22% female were between the ages of 19 and 30 years, 52.73% male and 47.27% female were 3| —
40 years, 66.67% male and 33.33% female were between 4| and 50 years while 95.46% male and 4.54%
female were 51 — 60 years, old and a small proportion of 60% male and 40% female were over 60 years
as illustrated in Figure 4.2.

Table 4.1
Age(years) Male Female Total Frequency Total Frequency
N % N% N %

[-18 5(33.33) 10 (66.67) I5 5.88

19-30 64 (53.78) 55 (46.22) 119 46.67

31-40 29 (52.73) 26 (47.27) 55 21.57

41-50 26 (66.67) 13 (33.33) 39 15.29

51-60 21 (95.46) | (4.54) 22 8.63

60 and above 3 (60) 2 (40) 5 1.96

Total 147 108 255 100
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Summary of participants' Age by gender.
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Figure 4.2

4.3.3 Summary of Participants’ Occupation by Gender.

The majority of the respondents (66.67% male and 33.33% female) were public servants, 43.28% male,
and 56.72% female were self-employed, 65.96% male and 34.04% female were private professionals while
32.20% male and 67.80% female were students, 66.67% male, and 33.33% female were applicant, 69.23%
male, and 30.77% female were other specify as illustrated in Figure 4.3

Table 4.2
Occupation Male Female Total Frequency Total Frequency
N% N% N %

Public servant 44 (66.67) 22 (33.33) 66 25.88

Self employed 26 (43.28) 38 (56.72) 67 26.27

Private professional 31 (65.96) 16 (34.04) 47 18.44

Student 19 (32.20) 40 (67.80) 59 23.14

Applicant 2 (66.67) I (33.33) 3 1.18

Other specify 9 (69.23) 4 (30.77) 13 5.09

Total 134 121 255 100
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Summary of participants' occupation by gender
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Figure 4.3

4.3.4 Summary of Participants’ Purpose of Travel by Gender.

The majority of the respondents (55.70% male and 44.30% female) were on official/duties trips, 60.00%
male and 40.00% female were on a visit trip, 45.46% male and 54.54% female were students while 30.56%
male and 69.44% female were on holiday/tourists trip, 90.00% male and 10.00% female were applicants,
47.62% male and 52.38% female were other specify as illustrated in Figure 4.4

Table 4.3
Purpose of Travel Male Female Total Frequency Total Frequency
N% N% N %

Business trip 27 (90.00) 3 (10.00) 30 11.76
Holiday/Tourists I'l1 (30.56) 25 (69.44) 36 14.11

Visit 27 (60.00) 18 (40.00) 45 17.65
Official/duties 44 (55.70) 35 (44.30) 79 30.98

Student 20 (45.46) 24 (54.54) 44 17.26

Other specify 10 (47.62) I'l(52.38) 21 8.24

Total 139 116 255 100
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Figure 4.4

4.3.5 Summary of Participants’ Frequency of Travel per week by Gender

From the respondents, 66.67% of males and 33.33% of females do take | — 2 flights per week, 66.67%
of male and 33.33% of females do take 3 — 5 flights per week, 85.71% males and 14.29% females do
take 6 — 7 flights per week, 52.87% male and 47.13% female do take flight rear (once in a year), 54.29%
male and 45.71% female do take flight very rear (few in a year), while, and 31.82% male and 68.18%
female do take flight for the first time (never) as illustrated in Figure 4.5.

Table 4.4
Frequency of Travel Male Female Total Frequency Total Frequency
per week N% N% N %
[-2 flights 36 (66.67) 18 (33.33) 54 21.18
3-5 flights 10 (66.67) 5(33.33) I5 5.88
6-7 flights 6 (85.71) I (14.29) 7 2.75
Rear (Once in a 46 (52.87) 4] (47.13) 87 34.11
month)
Very rear (few in a 38 (54.29) 32 (45.71) 70 27.45
year)
Never (first time) 7 (31.82) I5 (68.18) 22 8.63
Total 143 112 255 100
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Summary of participants' frequency of traver per
week by gender
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Figure 4.5

4.3.6 Summary of Participant Marital Status by Gender

69.03% of
single, whi

males and 30.97% of females were married, 43.88% of males and 56.12% of females were
le a small proportion of 50.00% of males and 50.00% of females were divorced and 0% male

and 100% female were widowed as illustrated in Figure 4.6

Table 4.5

Marital status Male Female Total Frequency Total Frequency

N% N% N %

Married 78 (69.03) 35 (30.97) 13 4431

Single 61 (43.88) 78 (56.12) 139 5451

Divorce I (50.00) I (50.00) 2 0.78

Widowed 0 I (100) I 0.39

Total 140 5 255 100
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Summary of Participants' Marital
Status by Gender
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Figure 4.6

4.4 Inferential Statistics

Inferential statistics provides the results of multiple regression and hypotheses testing.

Correlation Matrix of Passenger Service quality, Safety perception and Passenger
Satisfaction.

Table 4.6
Subscale | 2 3 4 5 6 7 8 9 10 I 12 13 14

[ Airline —

2 Gender 0.035 —

3 Marital Status -0.084 0.231* —

4 Age .004 -0.249* 0.593* —

5 Occupation -0.071 0.154*% 0.347* -0.199 —

6 Purpose of Travel -0.008 0.188* 0.117 -0.217* 0.044 —

7 Frequency of Travel -0.097 0.140 0.128 -0.106 -0.014 0.204* —

8 Tangibles -0.023 -0.103 -0.067 0.020 -0.014 0.023 -0.013 —

9 Reliability -0.018 -0.026 -0.081 0.08] 0.002 -0.034 0.038 0.509* —

10 Responsiveness -0.042 -0.055 -0.054 0.009 0.025 -0.017 -0.063 0.621* 0.644* —

I Assurance -0.097 -0.136* -0.004 0.027 0.054 0.042 -0.038 0.652* 0.512* 0.701* —

12 Empathy -0.058 -0.047 -0.076 -0.056 -0.027 -0.433 0.002 0.560* 0.576* 0.597* 0.611* —

13 Safety Perception  -0.085 -0.037 0.017 0.097 -0.032 0.048 -0.009 0.567* 0.328* 0.533* 0.601* 0.467* —

14 Passenger’s -0.038 0.006 -0.109 0.097 -0.087 -0.014 -0.027 0.507* 0.487* 0.505* 0.489* 0.566* 0.607* —
Satisfaction
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4.4.1 Correlation Analysis

The purpose of the current study was to examine the relationship between airline service quality, safety
perception, and passenger satisfaction. The service quality variables include Tangible, reliable,
Responsive, Assurance, and Empathy while the safety perception includes Airline reputation, good safety
record safety at inflight, and passenger satisfaction.

The results were analyzed using both bivariate correlation and multiple regression. The Pearson
correlations reported in Table 4.6 Passenger satisfaction was significantly correlated with all service
quality variables of Tangibles (r = 0.507), Reliability (r = 0.487), Responsiveness (r = 0.505), Assurance
(r = 0.489), and safety perception (r = 0.607). All correlations are significant at p < 0.001 and all are in
the expected direction. Tangibles were significantly correlated with other service quality variables of
reliability (r = 0.509), Responsiveness (r = 0.621), Assurance (r = 0.652), and Empathy (r = 0.56) all p <
0.001. Reliability was significantly correlated with responsiveness (r = 0.644), Assurance (r = 0.512) and
Empathy (r = 0.576) all p < 0.001

Responsiveness was significantly correlated with Assurance (r = 0.701), Empathy (r = 0.597), safety
perception (r = 0.533), and passenger satisfaction (r = 0.505) all p < 0.001. Safety perception was
significantly correlated with Tangibles (r = 0.567), Reliability (r = 0.324), Responsiveness (r = 0.533),
Assurance (r = 0.602), and Empathy (r = 0.467) all ps < 0.001. The correlation between Demographic
factors of Airline gender, Marital status, Age, Occupation, Purpose of travel, and Frequency of travel
was not significant with passenger satisfaction, safety perception, and any of the service quality. In the
current study, a strong positive relationship exists between all service quality variables and passenger
satisfaction and safety perception.

4.4.2 Multiple Regression

Using standard multiple regression, analysis was performed with all variables of demographic, service
quality, and safety perception as dependent variables.
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Summary of Safety Perception regressed against Demographic, Service quality and
Passenger Satisfaction.

Table 4.7

S/N Predictor | Estimate Std Error t Ratio Prob > |t| | Std Beta

I Intercept 0.7962213462 | 09131389392 | 0.87 0.3841 0

2 AlL -0.037841482 | 0.0473709867 | -0.80 0.4252 -0.035360169
3 GND -0.015053788 | 0.2188869097 | -0.07 0.9452 -0.003242372
4 MAS 0.121764576 0.2493983572 | 0.49 0.6258 0.0280200813
5 AG -0.159376608 | 0.1149277709 | -1.39 0.1668 -0.077531423
6 OocCpP -0.061384532 | 0.0814468632 | -0.75 04518 -0.035572058
7 POT 0.0195111888 | 0.0776221782 | 0.25 0.8017 0.0115960598
8 FRQ 0.0189864729 | 0.0649695456 | 0.29 0.7704 0.0133245837
9 TG 0.1700836358 | 0.0548326102 | 3.10 0.0022* 0.1951844666
10 REL -0.117242753 | 0.0366522604 | -3.20 0.0016* -0.195801459
I RES 0.1366039649 | 0.0679743774 | 2.0l 0.0456* 0.144448996
12 ASS 0.2376290308 | 0.0590782595 | 4.02 <.0001* 0.2830305451
13 EMP -0.0084766 0.0436762216 | -0.19 0.8463 -0.012332639
14 PAS 0.3332906707 | 0.0466620291 | 7.14 <.0001* 0.405693644

N = 255, R2 = 0.55, F (13, 255) = 22.20, p < .0001

Safety perception was regressed on the linear combination of service quality (Tangible, Reliability,
Responsiveness, Assurance, and Empathy), passenger satisfaction, and demography (Airline, gender, age,
occupation, purpose of travel, and frequency of travel as reported in Table 4.7 above using Jump
statistical instrument. The overall regression model was significant. The equation containing |3 variables
accounted for 55% of observed variances in safety perception and in service quality. R2 = 0.55, F (13,
255) =22.2, p <0.0001 with Tangible, Reliability, Responsiveness, Assurance and Passenger satisfaction
displayed significant indices

Holding other variables constant for every unit increase in Tangibility as a service quality, passenger
safety perception score will increase by 0.17 points, B=0.17, t (255) = 3.10, p < 0.0022. The implication
of this is that the higher the tangibility, the higher the passenger safety perception. Holding all other
variables constant for every decrease in Reliability as a factor of service quality, participants’ feeling
about Airline safety perception decreases by 0.1 |, points B =-0.11, t (255) =-3.20, and p < 0.0016. This
implies that the reliability of airline service is a determinant of passenger safety feeling. Holding other
variables constant for every unit increase in Responsiveness as service quality, the safety perception
score will increase by 0.13 points, B = 0.13, t (255) = 2.0l, p < 0. 0456. The implication of this is that
passenger safety perception increases as responsiveness increases. Holding all other variables constant
for every unit increase in Assurance as a factor of service quality, the safety perception score will
increase by 0.24 points, B = 0.24, t (255) = 4.02, p < 0. 0001. This means assurance is an antecedent of
passenger safety feeling.

42




d

C I"QSS.'ef

L3

Creative Research Publishers

https://www.crossref.org/06members/50go-live.html

Journal of

Beavioral Tnformatics ’

Digital Humanifies & Development Research

Vol 8, No 4, December 2022 Series

Holding all other variables constant for every unit increase in passenger satisfaction, participants’ safety
perception rate will increase by 0.33 points, B = 0.33, t (255) = 7.14, p <.0001. This implies as passenger
satisfaction level increases their feeling about the safety perception of the airline also increases.

Summary of Passenger Satisfaction regressed against Demographic, Service quality, and
Safety Perception.

Table 4.8
S/N Predictor | Estimate Std Error t Ratio Prob > |t| | Std Beta
I Intercept 1.7300779906 | 1.1415449475 | 1.52 0.1309 0
2 AlL 0.0011535822 | 0.059486478 0.02 0.9845 0.0008855635
3 GND 0.4318671106 | 0.2730953868 | 1.58 0.1151 0.076417388
4 MAS -0.182088853 | 0.3127050603 | -0.58 0.5609 -0.034423636
5 AG 0.1736848958 | 0.1442716006 | 1.20 0.2298 0.0694128982
6 OocCpP -0.100104519 | 0.1020592567 | -0.98 0.3277 -0.047657218
7 POT -0.008043281 0.0973573057 | -0.08 0.9342 -0.003927217
8 FRQ -0.052912767 | 0.0814213922 | -0.65 0.5164 -0.030506669
9 TG 0.0636183479 | 0.0700049492 | 0.91 0.3644 -0.059977735
10 REL 0.1416283431 | 0.0460359538 | 3.08 0.0023* 0.1943144256
I RES 0.0056324196 | 0.0859571668 | 0.07 0.9478 0.0048929545
12 ASS -0.04975017 0.0764693816 | -0.65 0.5159 -0.0486803 |
13 EMP 0.200703094 0.0532311106 | 3.77 0.0002%* 0.239890665
14 SAP 0.5241879773 | 0.0733884168 | 7.14 <.0001* 0.4306376624

N =255, R2=0.52, F (13, 255) = 19.83, p <.0001

Passenger satisfaction was regressed on the linear combination of demography, service quality, and
safety perception as reported in Table 4.8 above.

The equation contained |3 variables that accounted for 52% observed variance in passenger satisfaction
R2 = 0.52, F (13, 255) = 19.83 p < 0.0001 with three significant factors Reliability, Empathy and This
Section discusses the research methodology that was used in this study and provides a general
framework for the research. The chapter details the research design, populations of the study, sample
and sampling procedures, description of research instruments, validity and reliability of instruments,
data collection procedures, data analysis techniques, and ethical considerations while conducting the
study.

Safety perception.
Holding all variables constant, for every unit increase in reliability as service quality, the passenger
satisfaction score will increase by 0.14, B = 0.14, t (255) = 3.08, p = 0.0023. This implies that as

participants perceive that the airline reliability factor improves their feeling or satisfaction about the
airline increases.
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Holding all variables constant, for every unit increase in empathy as service quality, the passenger
satisfaction score will increase by 0.20 points, B = 0.20, t (255) = 3.77, p < 0.0002. This implies that as
passengers feel that an airline improves on its Empathy factors in service quality, their satisfaction level
with the airline services improves.

Holding other variables constant, for every unit increase in passenger satisfaction, passenger safety
perception scores will increase by 0.52 points, B = 0.52, t (255) = 7.14, p < 0.0001. This implies their
feeling of airline safety increases.

4.5 Hypotheses Testing

The study examined the impact of service quality and safety perception on passenger satisfaction. The
research hypotheses were stated in null form in other to statistically determine whether or not the
hypotheses can be rejected or accepted

Hoi: Service quality will negatively influence passenger satisfaction

Table 4.8 illustrates that service quality was found to have a significant effect on passenger satisfaction.
The regression result shows that R2 = 0.552, F (13, 255) = 19.83, p < 0.0001 with p value less than
0.05. Therefore, we reject the null hypothesis and state that service quality positively influences
passenger satisfaction.

Hoa: Safety perception will negatively influence passenger satisfaction

Table 4.7 illustrates that safety perception was found to have a significant effect on passenger satisfaction.
The regression result shows that N = 255, R2 = 0.55, F (13, 255) = 22.20, p < .0001. Therefore, we
reject the null hypothesis and state that safety perception positively influences passenger satisfaction.

4.6 Discussion.

4.6.1 Service quality and passenger satisfaction

The study identified the most salient factors that determine airline service quality as reliability, tangibility,
responsiveness, assurance, and empathy. The correlation result (table 4.6) shows that all the variables
of service quality are positively significantly linked with passenger satisfaction while regression analysis
from Table 4.8 revealed that only reliability and empathy as a factor of airline service quality show a
significant impact on passenger satisfaction. This means that airline companies at NAIA Abuja should
make sure that they consider each of these dimensions in providing their services to improve overall
service quality and augment passenger satisfaction. Likewise, more emphasis should be laid on reliability
and empathy as proven in the regression result.

The result shows that service quality has a direct impact on passenger satisfaction (H|) as compared
with (Cronin, Brady, and Hult 2000) which stated that a high level of service quality is a normal
antecedent of customer satisfaction. When passengers of airlines receive good quality service, they feel
it as good value and they will be willing to pay a considerable price because of the high level of service
offered. Therefore, as identified in the current study, the airline should emphasize more on reliability
and empathy as an important factor of service quality to enhance passenger satisfaction.
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4.6.2 Safety perception and service quality

The study revealed that some factors of service quality have a significant positive relation to airline
passenger safety perception in NAIA, Abuja Nigeria. The correlation result shows (table 4.6) that all
variables of service quality have significant effects on safety perception. Meanwhile in the regression
result (table 4.7), all variables of service quality are significantly connected with passenger safety feelings
except empathy. The impact of this result is that airlines should press more in delivering high-quality
service in terms of tangible, reliable, responsive, and assurance services for passengers to feel safe in
using the airlines. The more the airline service quality is offered, the greater the passenger safety
perception about the airlines.

The positive link of tangibility with passenger safety perception in this current study complements the
previous study done by Robin Valkenburcht (2013) which stated that tangible is the only item of service
quality that has a significant relationship with safety perception with a beta of 0.446 and a t-value of
5.938. However, empathy as an item of service quality does not have a significant relationship with
passenger safety perception.

4.6.3 Passenger satisfaction and safety perception

The report from Table 4.8 revealed that safety perception has a positive significant relationship with
passenger satisfaction. This implies that the airline companies at NAIA should have safety as their top
priority even in the quest to provide their services. Safety is a number one priority in aviation (IATA,
2014). In this current study, safety perception is an antecedent of passenger satisfaction.

5. SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Summary

This study investigated the impacts of service quality and safety perception on passenger satisfaction
using both descriptive ( gender, marital status, age, occupation, purpose of travel, and frequency of
travel per week.), and inferential statistics to provide the results of multiple regression and hypotheses
testing., conclusion, limitations, and suggested recommendations. Airline service quality and passenger
safety perception are positively related to passengers.

5.2 Conclusion

This study investigated the factors that drive passenger satisfaction in the airline industry in NAIA,
Abuja Nigeria by analyzing the causal relationship between service quality dimensions and safety
perception. The outcome of the correlation analysis shows that both variables of service quality and
safety perception are positively linked with airline passenger satisfaction. This is concise with the first
alternate hypothesis which states that service quality and safety perception will positively influence
passenger satisfaction. Likewise, service quality has positive effects on safety perception and passenger
satisfaction is statistically related to passenger safety feeling. This justifies the second alternate
hypothesis which states that service quality and passenger satisfaction will positively influence safety
perception.
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Therefore, offering quality service and the right safety perceptions about an airline is the anchor of
passenger satisfaction. Airlines in NAIA Abuja should prioritize their attention on these factors as
passenger satisfaction depends on them.

5.3 Recommendations

The present study recommended some practical implications for marketing managers in the airline
companies in NAIA Abuja Nigeria. An analysis of the results from the research revealed that variables
of service quality were significant drivers of passenger satisfaction. Likewise, the four dimensions of
service quality were also drivers of passenger safety feelings. Since passenger satisfaction has become
one of the most important issues in marketing because of its crucial role in maximizing profits and
sustaining passengers, it is incumbent upon airline managers at NAIA Abuja to develop systematic ways
of continuously assessing, motivating, and improving service quality which is also an antecedent for
passenger’s safety perception. This will help to keep passengers delighted and make them more loyal
to the airline.

Airlines should consistently track regular surveys that are designed to measure and track passenger
satisfaction. As new technologies are emerging and change over time in the marketplace, airline
managers need to set up processes that allow them to quickly respond to changes in the environment.
Airline delivery service should be monitored by the airline’s marketing managers to enhance regular
compliance.

5.4 Suggestion for Further Study

The study opens some avenues that can be explored in future research. It would be interesting to
specifically consider the views of different airports users by comparing for instance, the perception of
passengers concerning services and safety offered by the airlines. Future studies could also further
develop the model of this study in order to better explain passenger satisfaction in the airline industry
in the context of Nigeria.
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