https://ecojoin.org/index.php/EJM/

https://www.ecojoin.org/index.php/EJM/article/view/318/297

Customer Satisfaction Low Cost Carrier: Stimulus and Its Concequences

Jurnal Manajemen; Terakreditasi B No.1/E/KPT/2015. Vol 22, No 1, Februari 2018, pp.124-138

”~
g
()

€ 3 C b eprogiecegiy sr TR40Q:

MONE 28007 CONEACT USER« CURRENTESE AMCHNVES  EDITORMLTEAN  SEVEWER TEAM Q SBARCH

i # Qe QHUEIQI @ vee ok


https://ecojoin.org/index.php/EJM/
https://www.ecojoin.org/index.php/EJM/article/view/318/297

s e e

Jrrrmil lapajerues [ Fel (D8 ATHT & opr|EEM 201089 @ o peeroreriaesd mrmal praished mree e aorea

iFranuey jrmm sl Caroker) e dw Peordy of [romamers 5ef e Nivkerery Dimenerzgars jamal limspmes ‘-‘-\’ ﬂ J&'ﬁ E E
|8 dmimndred o0 b= e Eanid (o ponll sy sitkos svpariing N fesis of FODRECIRRR] Froe i, | Al ks s
(U0 T A I s RO b W00 i R b B Fd e 1, i Beradl iiod sl Blaiketiig Moasaoepenl. e k r

MNarmprprm., Hreipe Bdrm gerend, dpmrrien Hempreenl. Teomer Beeans Marepreme, ¢ Eolene Kerymsigs
Marsgrrurr. Nlemagarari Domirel Yevms. Mmoagereeel Informasilas Yrdess Pmmrioral Tanlaes Porvrss
Ecorreris Buiram [kics and lip =l K ki

M Dimensions

Rl AR IR 1k MR L UETER IO 0 BRI L B il BRL LAl St BEL R sdal B 23dd |
.. -

F- i a- i -:nu:q.r:lllw_-LM =t
Tlrrrlll'ld:hlr.'lrm [
F 1
Trirgman Dai e AR of drico iehimded bd oar pouried | s e 1 { E
e e ETTE of TEPIF T el ':l

Scholar |

S‘ﬁ@d |

WEAD WMTEE 3

CURRENT 155UE

Wel. IT Mo 3 el Qckicker 1023

[mom LT - = s i S T

FUBLAHED oot

& B 2w ey O B I:'"g.!l AR ram MMy



dol o e s g

T 20 L

BOME A20UT  CONTACT  USER»  CURRENTBSUE  ARCHMES  EDMORULTEAM  GEVEWERTEAM 0 SEARCH

Chiel m Eddvar

Suuryasrean MK, (S0P [0 STYSEASREAT] Uriveritas Tervmanagara 0 oaria Tncooess

ot
e Bo= e dudan e s

Y,




AR RS R R R RN v - - (S

'.F -l-_ .é-_. B P pig e Pl LR e ety T ] .?'ﬁ._-.'.- " #ﬂ. i
it LN it |
L
By TR A, R (D AT e e T UniFeniis Teriran sgara DFE ks, Lot
Fdiirrul Baerd I
Jbas sad bierna, [LOUPDS [0 8 F2mei ] Doy of Tdes Triniey San Baril. Cavuriies s Engisn
s ] AT, BCTHAC (0 VTIERC T e T s, T b e Indcimila
Artiess Lo B0y (0 2 4as0d 10 00) Hased Thie Hagees. Den (idig. Femsriandy

Ty Kt Toul pmgary, {p{n s 101 S7348 8 3000 Univerdiod Tarorcecsarm, 08 blors, i _

Trskbing Runy Eetpannn. ROV (B S50 rabrersiton Tanorangers, DG b, ndvresia

Ishak Rl L [SlE0ss B S Sy s Dniersi Teimakond BARA. ek Branciy el hkandar, lEsssa
Feegl [EOTIFI T3 EeE000n ey Univerdtes Tarurraragare. DRl fakans, iednesis

Bl bian Bodibah FECOFLE [T ST1T58R0E0] Un e e Tanarasugan, DED Jakan, Indasesda RaAD

Saoraf| Widngiwwede. BrCi®E [[r TTLLAGST0E] ebeendin Tamronsgera, [H BRaps hdorneda

i fikad $1alT

L h Allddmead biwwrs, Pulnpien e Fleesm Ldae Thaly l=ee e Preesses rew. Lisres s Lodfen s —

o a aw raew dadan - el BTN

F‘ ""I_#' § mpenorg e phi LS aosfiaoraltans

el By Wherm, [REOPUE 20 STRE00 V00 Trrkveraity of TEsles Tri piry Sabpd Bavl, Corwprrihos: T ed Kppgdan
s Bt AR, SOR L |0 STIREREZ TR Uil Ui Ta i sl TR kil e, bediiinda
dirwtrbea Lip |3000FEG T 3tk (58] Hmted The Hague [=n Haag Sedeerimde

WSRO Tpivrrdin Terpnansgam, DR ars, [pdnoes

Lgnatina Be vy Sty SO0 (10 TLOGEI 2] L b rerslons T it it LR [l rta. Lestedmadi
Tk Reeared |, (SO0 I 9550 mim ] i ETaiei Thesrnmioqed ML AlA, Perab, Brancl, S andar, Basssia

Forp) |1V Ji 5307000 000 | Unkorrvges Tameraaps i, DR] [akas, ey

Aad ke Radnjah LT 2 TTHET R P e Ram Tirndtanega b, 161 jakaria, Bvlanrda

Sawil]| Widsatawa§, FO0 U (I TR0 TTHE | Unreemdia Taruransgar DEL fians ndonesta
.
Laiterial Sut o= Crossre
Candant
At Binaza Fakikss Dmnon £an Bepls, Unrermins Tammara . o, e Vegisimion

: TJDI.II'I'I'I:IL
Rt TRt e ernriees . -

[T M oo ﬂpﬂlﬂ"@!!ﬂ ~ @ ol O

-



= 5 g

L R S S TR L = PP

Vol. 22 No, 1 (2018); February 2018

AL shx

ARnV)er

et el B e Mty B (e [ T8 gt W0 e e P e b L w—

e L

. Q b b

ey
€ 00 0 Inpivweecgrm wgmio s newd

savdzmea

ada)lT w00 i

- ‘uuv— k.w;e“m- Tuw

OC!‘.! B s Bt s e

Ay Lampon e 1 8 bt ongs hms Pt (O mocomms beems o Tiaoe * 90200
e Onn e

- ‘m"— ne e-'c:wm i

c.n B alis 2L bancs:

WA A0y v The Sevsagraw OF Masage
A AVE e AN Ty B, X

- ‘u—c-— 'lllvm'cln'&'t? 1w

o:u WA Shw AemUnaaral

Senn 0 v (e

Lupte ny AN Dl | wartom Larirtoios Sah) O Awveerrs Sben

- ‘mvw-u-" kclntm 51 -

OC“ Strmteee N N Yoy M

Canome Lrethobn L Gnt G Stonts o des Drveacsnon
R e e R

i (1" PURSNGPRS, P

ern ooz lomlinuis il

. Q ssmh

=

ted.8¢a

NBASE
——————————————

S Dimensions
G
WDOAJ
N —
FAcarupA
. ;
e
G Scwg.ar

Pl

"_a. s

Leaaasd

A B e o

v

-



&3 8 scicunsigiamn ph M sta R WAD ||

oy iy

.
i )

B vy Rvre

. -

W A

oy B | T W ey Y W Sy

- —yy

. [« QU

AL TS e

> |

LA

cands0éa ~ 9 eaw 00

[ v ] o - - 5| o) A S

:-1.- =T b eenDg R p R e 1

e T T, A Ty S . S
L1 JUTSE - it

1 e

Lt ieyprers pr iy sl e gl BEeEr re—— B
b = e e prer—r T = e A s
BT e i, R A e Ll i e Ly
Parnin: b A WRART R el by o ] oy B, il
ol O Law ZE1 L delD i @ Bdadide wiei SOCAD ad
T T e L o L T
= W ST T DR Lo aeee it B
Dl W el i T e o R slaleoc o X 4
BriE R T F R p e e ari e, Semewm
Zam g P S8 AN AT e mer gy B
v o el B ey e e P e iy ey
v For e sawed, b oupered m el e e E b
Fruiad e e

&

ESTHIA BR3GRAMIE

L L e P Ll e B Ll
=N

= e et

e e gl brveresl o Ve e et b

PG

KF
by iy

B e

TR

o
mre Gk o w—
Al Frme
ey LT
[LE]

T B 2211

nee TALO0:

RGAD

o @ o B

5 .



Riorini and Widayati: Customer Satisfaction Low Cost Carrier:Stimulus and Its...

Customer Satisfaction Low Cost Carrier: Stimulus And
Its Consequences

Sri Vandayuli Riorini and Christina Catur Widayati
Faculty of Economics and Business, Trisakti University, Jakarta, Indonesia and
Universitas Mercubuana, Jakarta, Indonesia
corresponding author: rini_keloko@yahoo.co.id and christinewijaya73@yahoo.co.id

Abstract: Airline industries are currently faced with challenges to satisfy consumers in
order to improve organizational performance. The purpose of this study is to analyze
service quality, corporate image, price fairness, and airline safety as a stimulus of
customer satisfaction and its impact on brand loyalty. Samples data of 350 Low Cost
Carrier/LCC passengers in Indonesia were collected and purposive sampling technique
was used to analyze the developed hypothesis. Further data is processed with Structural
Equation Modeling technique. The results of the study found that the stimulus of customer
satisfaction of LCC is service quality, corporate image, price fairness, and airline safety.
Furthermore, customer satisfaction will provide consequences for airline brand loyalty.
The study also found that corporate image is the strongest factor affecting customer
satisfaction. For further research, it is suggested to add customer value as a stimulus of
customer satisfaction.

Key words. customer satisfaction, service quality, corporate image, price fairness, airline
safety, brand loyalty.

INTRODUCTION

Each country requires a means of transportation to facilitate the movement of people and
goods into and out of the country that will provide added value in the form of time
efficiency and speed better than other transportation modes. Air transportation also
contributes in strengthening the political, economic, social and cultural life as well as
security and defense of a country. In the economy field, air transport, in particular
contributes to the government in the fulfillment of employment for the community, which
is a direct result (the creation of industrial employment from the air transport itself) or
indirectly (multiplier effect of the increase of incoming tourists hence opening
employment for aircraft mai ntenance, travel and hospitality)
(https.//www.kompasiana.com). From 2010 to 2015, the airline industry could generate a
net profit of USD $59.2 billions (IATA, 2016).

McKinsey consultancy review in 2014 said that globally (both in Europe, Latin
America and Asia), the development of the aviation world have grown rapidly, but the
market is starting to specialize, such as the Low Cost Carrier / LCC specialization. LCC
airlines are increasingly becoming a major lead in the global comfort of flight (such as
additional food reservations, or ticket booking atogether with hotel and tour) (http:
/lindustri.bisnis.com).

In Indonesia, LCC is growing rapidly, where since 2012 until 2016 there was a continuous
growth in the number of flights and passengers using the LCC both domestic and foreign
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routes. By 2016, there was an increment of 207.7% of LCC number (Indonesian Ministry
of Transportation, 2017) and 47.75% of LCC passengers (Statistics of Indonesian
Transportation, 2017). The growth of LCC is driven by the advantages offered to both
companies and consumers. For the company, LCC makes the company more efficient, as it
can diminish the average flight load and accelerate the demand among all flights. As for
consumers, LCC can make consumers enjoy a significant ticket prices reduction. In
addition, LCC growth is aso driven by the government by exempting bilateral aviation
agreements to build up new arports to anticipate increasing demand
(http://www.datacon.co.id).

Although the LCC is growing annually, there are many complaints from LCC
passengers that are triggered by service faillure. Bamford and Xystouri (2005) claimed that
service failures can occur in the aviation industry, such as flight cancelation, flight
diverson, flight delay, flight strike, and negative passenger attitudes. Ministry of
Transportation (2017), noted that the average delayed LCC in Indonesia since 2012 to
2016 was 26%, or in other words the average of merely 76% of LCC in Indonesia are on
time. The result of research by the British air travel analyst agency, namely OAG in 2017,
Hawaiian Airlines, airline from the United States is the most timely airline in the world
that has an on-time performance of 89.96% during 2016 (https://www.kompas.com). The
high percentage of delayed aircraft each year is threatening because this can impact
customer satisfaction. Thisisreinforced by the study of Oliveiraa et al., (2012), who found
that the service delays of internal and external departure had an effect on the low customer
satisfaction. The customer's negative perception of service failure can have an impact on
the shifting of customers to other tariff-type airlines (Sreenivasulu et al., 2014). Many
companies today focus on strategies to improve customer satisfaction, because customer
satisfaction is a method to achieve the company's strategic objectives namely customer
retention (Jones and Sasser, 1995), where satisfied customers will tend to purchase the
same product (Reichheld, 1996). In addition, customer satisfaction will directly affect the
increment of corporate profits (Awan and Rehman, 2014), which in turn can improve
company performance (Martensen et al., 2000). Therefore, every company must be able to
cope with customer satisfaction to accomplish company goals.

In managing customer satisfaction, it is essential to identify the stimulus and
consequence of customer satisfaction. Customer satisfaction has a substantial impact
toward the brand loyalty (Hussain, 2016). Companies that can set up brand loyalty will be
able to maintain their forthcoming business as it can hamper their customer move and
generate positive word of mouth about their brand from customers, increased repurchase
intentions, cross-buying, and reduced price senstivity (Chung and Park, 2015). In
addition, devoted consumers to the company's brand will express a positive feeling, bring
about more frequent purchases, and utilize the same brand over a long period of time
(Kocoglu et al., 2015).

Furthermore, Hussain (2016) found that exceptional service quality and trustworthy
corporate image is an inducement of customer satisfaction. Parasuraman et al., (1991)
argued that the most effective means to guarantee that a company’s offerings are uniquely
positioned in a market filled with “lookalike” competitive offerings is to provide
outstanding quality service in the industry. Service quality has turned out to be a mgjor
area of consideration to practitioners, managers and researchers due to its solid impact on
business performance, cost reduction, Return on Investment (ROI), customer satisfaction,
customer loyalty and higher profit gain (Baker, 2013).
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Furthermore, corporate image facilitates consumers to obtain a better understanding of the
products offered by specific corporations and further mitigate their unpredictability while
executing buying decisions (Long-Yi and Ching-Yuh, 2010), and they mentioned that
corporate image plays important role to build up the trust of customers. A positive
corporate image is not only rising the competition but also urging consumers to repurchase
(Tu et al., 2013). The underlying reason using corporate image is its direct and indirect
strong impact that builds customer satisfaction and further trust to customers to convey
positive sight about the company (Sallam, 2015).

The performed study added price fairness (Herrmann et al., 2007) and airline safety
as atrigger to customer satisfaction. Despite the fact that quality and customer satisfaction
is composed of multiple attributes, the price as an influence on customer satisfaction has
gained minimal attention (Gielissen et al., 2008). For many types of organisations, to
identify when people perceive prices and price changes to be fair is very crucial (Gielissen
et al., 2008). It is very crucial to recognize when perceived prices and price changes to be
reasonable or unreasonable either for non-profit organizations or commercial
organisations. Experimental research has shown that concerns about rationality influence
the agents preferred behaviour (Rabin, 1998). Judgments of unreasonableness direct to
customer dissatisfaction (Oliver and Swan, 1989). It may also direct people to criticize or
guestion for arefund (Xia et al., 2010). In more intense cases, people might even attempt
to take revenge by not coming back, by spreading negative word-of-mouth or even by
taking aggressive action (Bougie et al., 2003). Research by Kahneman et al., (1986)
indicated that in some circumstances, people are even willing to disadvantage themselves
in order to rebuke a seller that is perceived to be acting unreasonable.

Safety plays important factor in airline. However, although safety plays an important
role in air transportation, there is little study of this in operation literature (McFadden and
Hosmane, 2001). Eventhough an airline transport has a trustworthy safety record, public
perception often concentrate excessively on accidents (Liou et al., 2007), since airline
safety is pertinent to human life (Graaff, 2001). Maintaining a safety record is vital to the
aviation industry. As well as the immediate negative impacts involved, accidents can also
have a long-term negative impact on the busness of the organisations
(https://qualifications.pearson.com). Company should be made aware of that avoiding
accidents, due to all the negativeimpacts which could deteriorate the heart of the industry
(Gill and Shergill, 2014).

REVIEW OF LITERATURE

Customer satisfaction. Customer satisfaction is the most important factor considered in
the marketing literature (McQuitty et al., 2000), since customer satisfaction is an initial
concept for understanding how consumers take action in purchases (Aburoub et al., 2011)
and how companies can generate long-term profitability (York et al., 2009). Satisfaction
is the reaction of consumers evaluation after purchase (Oliver, 1997) based on their
experience (Joewono and Kubota, 2007). In evaluating the purchases, consumers
combine emotions and their understanding of attributes to determine their satisfaction or
dissatisfaction (Khan et al., 2012). There are three outcomes from the results of consumer
evaluation (Cadotte et al., 1987), namely: (a) neutra feelings - when performance
matches standards, (b) satisfaction - when performance is considered better than standard,
and (c) dissatisfaction - is considered worse than standard.
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Service quality toward Customer satisfaction. In the era of competition, service quality isa
concern in many companies, both public and private sector (Zahari et al., 2008), as atool to
compete in service industries (Baker, 2013). The challenge of today's service industry is
how every service company delivers excellence service quality and high customer
satisfaction from its competitors (Hung et al., 2003). Researchers provide a variety of
service quality definitions, but all definitions portray service quality based on consumer
perspective which is the result of consumer assessment of the company's services delivered
constantly, whether it has conformed or in accordance with consumer expectations
(Hanayshaet al., 2014).

Service quality airline service quality is dissimilar with that of other industries,
where airline service emphasizes tangible and intangible attributes (Park et al., 2005).
Consumers will gaindistinctive intangible experiences derived from services delivered
during pre-flight, in-flight, and post-flight service in aircraft (Hussain, 2016). The
experience gained from consuming services will have a positive influence on customer
satisfaction (Wijaithammarit and Taechamaneestit, 2012).

In the context of aviation, passenger perceptions of service quality are important
predictors of airline customer satisfaction. Some researchers in their study discovered a
positive effect of service quality on customer satisfaction in airline industry in various
countries, such as in South Korea (Park et al., 2004), Australia (Park et al., 2005), Uganda
(Namukasa, 2013), America (Baker, 2013), Nigeria (Geraldine and David, 2013), and
United Arab Emirates (Hussain, 2016). Based on the theory and previous research, the
hypothesis to be tested in this study is asfollows:

H1: Thereisapositive effect of service quality toward customer satisfaction

Corporate image toward Customer satisfaction. Corporate image is an important factor
for every service business, since it is the overall impression of the consumer evaluation
process toward the overall service provider (Giovanis et al., 2014). Corporate image is
the overall impression left behind and stored in the minds of consumers and this results
from accumulative feelings, ideas, attitudes and experiences with the organization or
business entity (Gray, 1986). The image is derived from the perspective of the consumer
through the description, remembrance and associate thoughts, beliefs, feelings about
things, and impressions derived from interactions with people and consumer memories
from previous consuming experiences (Maclnnis and Price, 1987).

Consumers who make purchases from companies with good corporate image
(corporate name, corporate building, and product or service quality), can reduce the risk of
their purchasing decisions, due to corporate image which provide consumers with
knowledge of the products or services the company offers (Nguyen and Leblanc, 2001).
When the risks that consumers must bear in purchasing a product or service are low, then
consumers will feel satisfied. Research of Ghotbabadi et al., (2016), on the passengers of
Iranian Airlines in an International Airport found an affirmative effect of perceived risk
toward customer satisfaction.

In many industries, empirically, the impact of image on satisfaction will ultimately
affect loyalty as the ultimate goal of the company (Cameran et al., 2010). However, the
findings in the marketing literatures show diverse results regarding the effect of image on
satisfaction hence require further validation (Palacio et al., 2002). The strong and positive
impact of corporate image on customer satisfaction in the aviation industry has been
corroborated through several studies (Abd-El-Salam and Shawky, 2013; Cameran €t al.,
2010). Hypothesis to be tested further in thisresearch is:
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H2: Thereisapositive effect of corporate image toward customer satisfaction

Price fairness toward Customer satisfaction. Price isthe amount of money paid to obtain
some benefits from a product. The price offered rationally, will generate perceptions of
fairness onconsumer’s minds (Xia et al., 2010). Price fairnessis the buyer's assessment of
the seller's price (Kimes, 2010), whether the price is tolerable or acceptable based on
competitor price (Bolton et al., 2003) and previous price (Jin et al., 2012). Consumer
perceptions of price fairness will provide various outcomes (Garbarino and Maxwell,
2010). Consumers who perceive the price paid fair will have an impact on satisfaction
(Chapuis, 2012), and the higher intentions to repurchase (Oliver and Swan, 1989), as for
the company can boost its sales (Campbell, 1999). At the time when consumers evaluate
the value of the services they receive, they always consider about the price that will make
them satisfied, where the cheaper they perceive the price, the lower should be their
sacrifice to acquire the service (Anderson et al., 2007). Several studies in marketing
literature, found that fair prices can generate customer satisfaction, as in the context of
automobile purchases (Hermann et al., 2007), airline passengers (Martin-Consuegra et
al., 2007), restaurant (Jin et al., 2012), in the tourism industry (Chapuis, 2012). Based on
the literature review and previous studies, this study proposes:

Hs: Thereis apositive effect of price fairness toward customer satisfaction

Airlines safety to Customer satisfaction. The demand for airline safety programs is
higher (Liou et al., 2007), in line with the demand for air flights that are expected to raise
by 5% annually over the next 20 years (Graaff, 2001). Perceived safety examines the
level of users safety. It also refers to the situation of being harmless and limitless from
risk, wound or danger. Instead of that, perceived risk has been characterized by some of
the researchers, as the opportunity of suffering the loss and turning out the feelings of
anxiety, insecurity and inconvenience (Sweeney et al., 1999). Purchasing an airplane
ticket and traveling on an airplane comprise diverse risks, such as psychological risk,
financial risk and social risk (Cunningham et al., 2002). Perceived risk performs a
significant role in the analysis of consumer behavior in air travel (International Air
Transport Association, 2010). This research will have the emphasis on in-flight safety.
Safety is influenced by many elements such as management, operations, maintenance,
environment, aircraft design, and air traffic control (Liou et al., 2007). Severa studies
have found the influence of airline safety on satisfaction (Atalik and Ozel, 2007; Johnson
et al., 2006; Climis, 2016). Based on the description above, the next hypothesis to be
addressed in thisresearch is:

Ha: Thereisapositive influence of airline safety toward customer satisfaction

Customer satisfaction toward Brand loyalty. Brand loyalty is a short-term commitment
of consumers to the brand to make repeat purchases (Abubakar, 2014). Consumers who
consider the greater benefits after consuming a product from a company rather than other
companies, will feel satisfied and less likely attempting to seek other alternatives brands
(Bennett and Rundle-Thiele, 2004), tend to repurchase the products or services
continually over the long term period, or in other words there is a huge possibility for
changes in consumer behavior to become loyal (Sreenivasulu et al., 2014), and
willingness to recommend the brand to others (Szymanski and Henard 2001). Brand
loyalty becomes a predictor or an important element to intensify a company's profit
(Saeed et al., 2013), as well as the achievement and sustainability of the company from
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time to time (Thakur, 2014). Research has been conducted to identify that satisfied
customers will demonstrate more loyal behavior in various service sector, namely on
international retail service brand (Kuan-Yin et al., 2007), restaurant service (Jin et al.,
2012), hotel industry (Al-Msallam, 2015), healthcare insurance industry (Wong et al.,
2014; Abdelfattah et al., 2015), education (Rojas-Mendez et al., 2009), and retail banking
sector (Mohsan et al., 2011; Ibojo and Asabi, 2015, Minh and Huu, 2016). Based on the
theory and previous research, the hypothesis proposed in this study as follows:

Hs: Thereisapositive influence of customer satisfaction toward brand loyalty

Service quality
Corporate
image Customer R
satisfaction ”| Brand loyalty
Price fairness
Airline safety
Figure 1. Conceptual Framework
METHOD

The research is aimed to test the hypothesis based on data obtained directly from the
source. Data were collected by distributing questionnaires from samples of 350 passengers
who had made flights with Low Cost Carrier / LCC in Indonesia at least once in the last
year. Sampling using purposive sampling technique. The data was collected at the
Sukarno-Hatta International Airport Domestic Terminal, Jakarta during July and August
2017.

The magjority of respondents make flights using Citilink LCC 4 times a month, and
minority use Air Asia once a month. By gender, the mgjority are male, aged 30-39, under
graduate, private employee with income of Rp. 15.000.000,-/month. While minority of
respondents are women less than 20 years old, diploma education, not working, and earn
less than Rp. 5.000.000,- / month.

Prior to the data collection, pre-test of the research instrument to obtain valid and reliable
measuring instrument was created. By using confirmatory factor analysis method, it can be
viewed that al measuring instruments used to measure each variable of service quality,
airline image, price fairness, airline safety, customer satisfaction, and brand loyalty have
factor loading values from 0.679 up to 0.930, therefore it can be stated to be legitimate or
valid (al items obtained statement factor value loading is > 0.6). Furthermore, by using
internal consistency reliability method, it can be seen that al variables used are consistent
or reliable, with Cronbach's coefficient apha value from 0.664 to 0.877 (all Cronbach's
coefficient alpha > 0.6). The data collected was then processed using the Structural
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Equation Modeling / SEM technique with the help of the AMOS program. Before the
proposed hypothesis is tested, it is necessary to meet the conformity requirements of the
proposed model.

Table 1. Test Instrument Test Results

Cronbach’s
Construct/measurement Factor coefficient
loading

apha
Airline image (adapted from Geraldine and David, 2013) 0.774
1. | dwaysimpress with this comfortable airline 0.693
2. | trust that this airline image exceeds its competitors 0.820
3. In my opinion, the passenger should have agood image  0.829

about this airline
Price fairness (adapted from Chapuis, 2012) 0.828
1.1 spend the appropriate price for my ticket 0.763
2.The price charged for my ticket was reasonable 0.736
Airline safety (adapted from Liou et al., 2007) 0.774
Management 0.793
1. Safety procedure of the airline is well-defined 0.874
2. The management is highly commited to passenger safety  0.787
3. Staff members obligate to passenger saf ety 0.804
Operations 0.760
1. Proficiency level of flight crew 0.774
2. Comformity with the aviation assignment procedures 0.802
3. Pilots have a good saf ety awareness 0.679
Maintenance 0.877
1. Comformity with maintenance assignment procedures 0.737
2. Maintenance workers have been well educated 0.798
3. Meet numerous trained maintenance workers 0.821
Accident ratio 0.664
1. Low accident ratio (Number of accidents per 100,000 0.758
departures)
Customer satisfaction (adapted from Hussain, 2016) 0.761
1. The service provided meets my expectations 0.779
2. LCCisan appropriate means of air transportation to 0.930
achieve my goals

3. Overdl, | am very satisfied with LCC that | use 0.838
4. Employeestreat mefairly 0.723
5. Overdl, | am very satisfied with the service provided
Brand Loyalty (adapted from Hussain, 2016) 0.740
1. | receive the same service with other LCC services 0.854
2. 1 will keep using LCC in the future 0.745
3. I will till use LCC asapartner for travel 0.772
4. | would recommend and convey positive things about 0.831

this LCC to friends, family, and others

From goodnesss of fit model test results, some test criteria meet the value of the required
cut-off value (p-value = 0.073; GFl = Goodness-of-Fit statistic = 0.961; RMSEA = Root
Mean Square Error of Approximation = 0.079; NFI = Normed Fit Index = 0.918; CFl =
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Comparative Fit Index = 0.908; CMIN / DF = 1.171), so it can be said that the fit model
conform to the data collected, and the proposed hypothesi s testing can be proceeded.

RESULTSAND DISCUSSION

The results of hypothesis testing proposed in this research paper can be noticed in Table 2. The
study found positive influence of each service quality toward customer satisfaction (f = 0.772, p-
value = 0.000), corporate image toward customer satisfaction (f = 0.873, p-value = 0.000), price
fairness toward customer satisfaction (B = 0.629, p-value = 0.025), and airlines safety toward
customer satisfaction (B = 0.754, p-value = 0.000). Furthermore, it was also found the positive
influence of customer satisfaction toward brand loyalty ( = 0.826, p-value = 0.000).

Table 2. Hypothesis Testing Results

Coefficient p-

() value Conclusion Decision

Hypothesis

H..Thereis apositive effect
of service quality toward 0.772 0.000 Horejected Hi Supported
customer satisfaction

H. Thereis apositive effect
of corporate image 0.873 0.000 Horegected H;Supported
toward customer
satisfaction

Hs Thereisapositive effect
of price fairness toward 0.629 0.025 Horgected HsSupported
customer satisfaction

H4Thereisapositive
influence of airline 0.754 0.000 Horeected Ha4Supported
safety toward customer
satisfaction

Hs: Thereis apositive
influence of customer 0.826 0.000 Horeected HsSupported
satisfaction toward
brand loyalty

Based on hypothesis testing results, it can be viewed that all hypotheses are supported.
This explains that service quality, corporate image, price fairness, and airlines safety are
stimulus of Low Cost Carrier / LCC customer satisfaction that will give consequences to
brand loyalty. The first hypothesis explains that the higher the consumer grading the
service delivered prior to, throughout and subsequentto the airline usage, the overall
consumer feels more satisfied with the LCC being used. This result is consistent with the
research of Hussain (2016). Many airlines have realized that improving sustainable quality
services is a long-term investment that can generate higher profits, since creating,
delivering, and maintaining better service quality than competitors will have an influence
on customer satisfaction (Hussain et al., 2015). Customer satisfaction has now become the
key to success for every organization as it turns out to be the standard of excellence and
performance standard for every organization (Munusamy and Chelliah, 2011; Climis,
2016).
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In the second hypothesis, it is discovered that airline companies in consumer perception
increasingly generate good impression and better image, so consumers experience more
satisfied with LCC used. The results are consistent with the research of Abd-El-Salam et
al., (2013) and Hussain (2016). Corporate image is an accumulation of personal
experience from consumers and the experience of others (Hu and Huang, 2011). Corporate
image can provide an idea of what consumers accept prior to buying the product, thereby
minimizing the risk of purchase (Robertson and Gatignon, 1986). The lower the risk
perceived by consumers before purchasing the goods, the higher expectations the
consumers have to obtain the satisfaction (Hu and Huang, 2011). Corporate image is a
marketing strategy to attract and retain consumers. Companies with good image are more
competent to survive in the competition, because it can create differentiation with
competitors and create customer retention and trial users (Park et al., 2005). The study
observes that corporate image is the most powerful stimulus affecting LCC customer
satisfaction.

Furthermore, hypothesis 3 generates findings that are consistent with studies from
Martin-Consuegra et al., (2007) and Al-Msallam (2015), where it is learned that in the
perception of consumers if the fairer the price of the tickets they pay, the more satisfied
they are by using the related airline. The level of customer satisfaction depends on the
price of the product (Bel and Chaio, 2001). Price is the amount of money that must be
sacrificed by consumers to get service (Bei and Chaio, 2006). Consumers tend to consider
fair prices that match their expectations of the services they want to purchase (Hermann et
al., 2007). If consumers feel that the benefits offered by the service are in balance with the
sacrifices they spend, they feel that the price is fair and the consumer will be satisfied
(Chapuis, 2012).

Hypothesis 4 also supports research from Climis (2016), where the higher the
management commitment to passenger safety, the overall passengers will be satisfied with
the aircraft they will use. The security and safety dimension can serve as an important
predictor for measuring service quality, since once customers opt for aviation industry
services, they recognize safety factors as critically important (Clemes et al., 2008).
Research of Ringle et al., (2011) examined customer satisfaction of passengers with airline
service and familiarized perceived safety and the aim of travel as satisfaction triggers.
Finally, the proposed and tested hypothesis 5 finds that brand loyalty is a consequence of
customer satisfaction, where the more consumers fed satisfied with the LCC flight
services, the more loyal consumers are to the company's brand. Customer satisfaction is
the prime mover of brand-loyal customers (Bloemer and Odekerken-Schroder, 2002). The
airline company will gain a number of benefits with the creation of customer satisfaction,
namely: (a) strong relationships between the company and its passengers, (b) consumer
opportunity to repurchase, (c) passenger loyalty, (d) word of mouth about airlines, (€)
good corporate reputation, and (f) profit for airline companies (Park et al., 2005).

CONCLUSIONS

Low cost airline is a phenomenon of air transportation in many developing countries and
will increasingly be in demand by domestic and regional markets. In an aviation service
business, creating customer satisfaction becomes an absolute demand in order to survive in
intense competition. Therefore, it is important to identify the factors that become the
stimulus of customer satisfaction and its consequences. The study includes price fairness
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and airlines safety as a stimulus to customer satisfaction, and found that Low Cost Carrier
/ LCC's customer satisfaction stimulus is service quality, corporate image, price fairness,
and airlines safety. In addition, corporate image is the strongest stimulus factor for
creating LCC customer satisfaction. Furthermore, customer satisfaction is aso found to
provide consequences for airline brand loyalty.

The results obtained provide some managerial implications. Firstly, to improve
service quality, the LCC must be certified to ensure that the services provided
presentinternational quality, such as the 1SO 9001: 2015 Quality Management system
certificate in the case of delayed flight management procedures or delay management.
Delay management is the airline's main attribute in meeting customer satisfaction that
ultimately affects customer credibility and trust. Second, to enhance corporate image, the
LCC can demongtrate its socia responsibility, which is a commitment of the company or
the business world to contribute to sustainable economic development by focusing on the
bal ance amongthe attention toward economic, social and environmental aspects. Third, the
LCC marketing manager must constantly conduct market research to get information on
competitors’ ticket prices and consumer expectations prior to, throughout and subsequent
to an ever-changing flight. Based on the information obtained, managers must be able to
set a fair price by considering other factors as well. Fourth, marketing managers must
provide regular training to all employees concerned to increase knowledge and number of
employees who master passenger safety techniques.

The limitation of this study is that research is only conducted on air transport
services, especialy the LCC. Furthermore, the respondents surveyed were LCC
passengers who flew through Sukarno Hatta Airport, Jakarta as the state capital, and did
not examine service value as a stimulus for customer satisfaction. For further research, itis
advisable to apply to full fare airlines and / or other types of transportation (land or sea) so
as to generalize the transportation services industry. Furthermore, it is suggested that the
respondents surveyed from various LCC flight destinations at each airport, and suggested
to add customer value as a stimulus of customer satisfaction
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Abstract: Airfine industrics are cumently faced with challenges o satisfy consumers in
order 10 improse organzational pedornance. The purpese of this stedy s o amalyee
service quality. corporste image. price fimess, and e salely as 2 stimolus of
customer satisfaction and its impact on brund lovelty, Samples dotn of 350 Low Chst
CarrieeLCC passengers in Indonesia were collected and purposive sampling technique
wis used w0 analyze the develoged lypohesss. Porther data s peocessed with Structural
Equation Modelmg techiniques. The resulis of the study foand that te stimulus of castomes
satistnetmon of LOC 15 servies quality, corpormte mage, price faimess, and airine safety
Funthermaore, custmer satisfaciion will provide consequences for airlime bramd loyaloy.
Thie study alzo found that corporate image is the srongest Tactor affecting customer
gabisfoction. For futher rescorch, it is suggested to add customer value o3 a stimulus of
custnmer satisfaction,

Eey wonds: customier satsfaction, service quality. corporate image. price faimess, airline
satety, brand lovalty,

INTRODUCTION

Each country resquires 0 meons of tropsporistion to facilitote the mwvement of peopls and
goods inte and out of the comtry that will provide added valoe in the forme of time
efficeency and cpeed better dun ofher tromsportaion modes. Aur ieais portation il
coniributes in steengthenmg the political, ecomemic, socml and cubumal life o owell as
security and defense of 8 country, In the economy Fiedd, a@ir transpor, i particular
contributes o the govermment in the fulfillment of employment for e community, which
i5 & drect resuli {the creation of imdstrial l:lnpll:l_l.'lnl.'nr froam dhie @ tnsport itsell or
indirectly  (multiplier effect of the increase of incoming tounsts henos  opening
emploviment Fowr anrerafl maintenanse, reavi| and hinspatality )
[]:I'1[I:li:.'|'l.'|- W“’.Lxﬂ‘ll]!ﬁilhi]ﬂil.ﬂl'ﬂnl. Fromm M1 0 2005, the airfline ||u.!|,::~1r:||' el penerle i
met profar of USDY 3597 billions (LATA, 200 6},

McKinsey consultuncy review im 2014 said thot globally (both in Europe, Ltin
Amenca and Asig), the development of the aviation wordd have grown mpidly, b ihe
market 1= #larting o specialize, such as the Low Cost Camer | LOC specialization. LOC
airlines ame increasingly beooming o major kead in the global comforn of Right (such as
additional food res:rvations, or ticket booking aliogether with hodel amd tourk (hbp:
Hindustri. brsnis.eoan p.

In Indopesia, LOC is growing rmpidly, where sioge 2002 unfil 2006 there was 3 continuous
growth in the member of flights and pessengers using the LOC both domestic and foreizn
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rowtes. By 201b, there was an increment of 200, 7% of LOC number {Indonesian Minestry
of Transportatien. 20071 and 4775% of LOC pessengers [ Statisties of Indosesion
T'r;||:'|:n:|1'rI:'|r:|||1. AT, The prowth of LOT s deven h:.- Iiw= :||;I1.':|||[i|:.."_|:.'-: nlilered 10 hoth
companies and consumers, For the company, LOC makes the company more efficient, as it
can diniash the average flight load @i sccelerate the demand among all flights. As for
consumers, LOC can make consumers enjoy a significant eker pces reduction, In
additson, LOC growth is also driven by the government by exempting bilsteral aviation
pgreements 10 build  wp  pew  aipons o onticipole imereasing  demisnd
chitpzfwana datncon.coidh.

Although the LCC &= prowing anmmlly, there are many complaintg from LOC
passengers that ane iriggered by service fuilure. Bamford and Xvsour (2003) claimed that
service failures can occur in the avintion industry, such as flight cancelation, fMight
diversson. flight delay, flaght sieike, and mepative pasengor attitudes. Minsuy of
Transportation C20T7h, noted et the wverape delayed LOC in Indonessa since XH 2 to
2006 was 265, or in osther words the average of merely 8% of LOC in Indopesia are on
i, The result of rescanch by the Brtish aiv trave] analyst agescy, nomely OAG in 2017,
Huwaiian Adrlines, airline from the United States is the most timely icline in the world
thit has an om-time: performance of 8% .9%6% durimg 2006 (hiips/fwws kompas.com). The
high pereencage of delayed aincraft cach year @5 heeatening because this can imapac
customer satisfaction. This is reinforced by the stody of Oliveiras ef of | (300120, aha found
that the service delays of internal and exiernal departure bad an effect on the low customer
sabislaction. The customer's negative perception of service filore con have an impact on
the shifting of customers i other wariff-type aifdines (Sreenivasulu o of o 2004} Many
companics tday fovus on strofepses 10 improve customer satisfaction, becanse customer
salisfacion = a method o achieve the company’s simiegic obectives namely customer
retention (fones and Sasser, 19953, where satisfied customers will end to purchase the
sarme prodect {Reichbebd, 1996), In addivkd. customer satisfaction will divsetly affect the
mrenedl of gorprorle profits {Awan and Behman, 202, which i wien can improve
company performance (Mortensen af @l 2000, Therefors, every company must be able to
cope with custcncr satisfaction e aceomplish company goals,

In roapdging customer salislhciion, 0 ooessential o idennfy e srimubes il
conseguence of costeimer satsfaction. Customer satisfaction has a substantizl impact
tewward the brond loyakty (Hussain, 20066, Companies that con sct up brand lovalty will be
able v maintain their fotheoming bosiness s i can homper their customer move 2nd
generte posative wand of msouth about their beand from customers, inereassd repurchase
inlentions, sTossbuying, and reduced price sensitivity (Chung wnd  Park, 201055 In
additkon, devoted conswmers to the company's brand will express o positive feeling, bring
about more freguent purchases, and utilize the samwe beasd over & loag persod of ime
(Kaexrglu er al, 2N 51,

Furthermore, Huseain (2016) found thie excepiional service quality ond trostworthy
corporate imege is an indoccosent of customer satisfaction, Parasureman e of., (1991
argued thit the most effeciive means 1o guarmiiee that o compam®s ofTerngs are uniguely
positionsd 10 o market filled wath “leckaliks” compefitive offerings &5 1o provide
outstimding quality service in the industry, Service quality bos turned out 10 be o musjor
area of consideration o practitioners, managers and resesrchers due 1o its solid impact on
business peformance, cost reduction, Bensn on Investmeant (RO, cuestomer satisfaction,
customer bovalty and ligher prodit gain (Baker, 200 3],
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Furthermaore, corporste image fecilitibes consumers o obiain a better understanding of the
products offered by specific corpoeations and further mitigate their unpredictability while
executing buying decisions (Long-Y1 gl Ching-Yuh, 20000, and they menfioned tha
carpomie image ploys important rode o build wp the rust of customers A positive
COMrporale nnags 15 not only g e competition but also wging consumers to repuichase
(T er el M3, The wiledying miman u:si:l;_:;_ COFPORHE Imiage = s divecd and amdirect
strong impact that builds customer satisfaction and further trest o customers o convey
positive sight shout the company Challam, 2000575,

The performed study mdded price faimess (Hemrmann of qf .. 20071 and airkine safety
as a tgeer o customer safisfaction. Despite tee fact that quality and customser salisfaction
i5 composed of multiple siiriboles, the price as an infloence on custemer satisfaction has
gained minimal attention (Gielissen o ol 2008). For many types of organisations, o
idennify when people peeceive prced and price changes o be fair = very crucial {Gielissen
e ol 2O0EY, B is very crucial o recognize when perceived prices and price changes to be
reasopable  or  unmeasonable  either  for  onon-profil  organiztins or  commercial
orgamsations. Experimental rescarch has shawn that concerms about saticonad ity influcice
the agents preferred behaviour (Fabin, 19980, JTudgmens of mmeasonshenss &rect 0
customer dissatisfaction (Odiver and Swan, 19858, It may akso direct peopls 10 orfcize or
guestien for o cefund e ol L 20000 B oo intense cases, people might even armempt
o tnke revenze by not coming back. by spresding megafive word-of-mouih or even by
takiang ageressive acthon (Bougie o al, X3 Research by Kohneman e al., {1985)
indicated that in some circumstances, people are even willing o dissdvantage themselves
in ander to rebuke a seller thot is pereeived o be acting unreasonable

Safery plays mpostant factor i wrdine. However, alilough safety plass an important
rode i air ransportation, there is lile stody of this in operation Literabmre (dcFadden s
Hosmane, 20071}, Eventhough an aidine transport has o mestworthy safety record, peblic
percepiron ofien concentrie excesaively on accidents (Liou e al., X7, since airline
saflery is pertiment i boaman lite oGraal T, 208000, Maintning & safery mecosd is viml w the
aviation mdustry. As well as the immediate negative impacis invedved, socidents can also
bave & loong-tcom  negative bupact oo the  business  of e  orpanisafions
[]IIE'm:.'n'u:|u.'||iﬁL‘u[im!n’-..]t':lrm.u:.f.'e:ln:l.l. E'|.1||:|E=||:|:,l shondd be made aware ol that avoadomg
accidents, due 1w ol the negativeimpacts which could deenomte the hean of the mdusiry
(Gl and Shergill, 2014,

REVIEW OF LITERATURE

Customer setisfachion. Customer satisfection is the most imporant factor considersd in
the marketing lseraune (MoQuitey e al ., 2000 | since castomer satisfaction i= an initial
concept for understanding bow consumens take action in purchoses (Abueouls ef af. 201 1]
and how companics can generate fong-term profitnbility {York e of., BEEY, Satisfaction
is the reaction of comsomers evalaation after purchase (Oliver, 19975 based on their
expenence Joewonoe and Kubota, X07L In evaluating ihe porchases, consumers
combane emotions s their understanding of atrbetes to determine their satisfction or
dissatisfaction (Khan er af., 2001 21, There are three outcomes from the esals of consumer
eviluation {Codotie of of.. T9ET), namely: {0} newtral feelings - when performance
pntehcs standords, bk satisfaction - when performance s cossidered beoer than stamudaed .
and [c) digszatizfaction - 1% conidened woese than S
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Nervice quality foward Castomer satigfoction. In the em of competition, service quality is o
CaMicere oy ey companies, both public and private sector (Lol o af L 2008}, 08 a ool
compete in service industries (Baker, H003) The challenge of wxkiys service imdustry s
how every service company delivers excellence service quality and high customer
safisfacion fioin i competitors (Hung er wf., 2003 Bescarchers provide a vamely of
SET W ILE -iiu.illi'l_l.' definitions, but all delinnnmns EIray SErvice I.|I.Ii,|]'ll'r||' Based o comsuner
perspective which is the result of consumer assessment of the company's services delivered
constanily, whether it hos conformed or in sceordance with consumer expectitims
(Hamuysha ar al ., 200147

Service guality auling sesvice guality is disssmilar with that of other industres,
where miding service emphasizes fangible and intngible stinbutes (Park er ar., 2005),
Consumigrs will gnindistinctive intangible experiences derived [rom ssrvices delivered
durimg pre-flight, in-flight, and post-flight. seevice in airerafl (Hussan, 20106}, The
experience pained from consuming services will have a positive influence on customer
satisfaction {Wijaithamimarit and Taechamangsstit, 200 2),

In the context of aviation, passenger perceptens of service quality are impodtam
preslicon®cnd aitline cusiomer sprisfaction, Some nesearchers in their sedy discovered a
positive effect of senace quality on coustomer satistetion in airline indestry in vanous
couniries, such as i South Eodea (Park eral., 2004, Auscialia (Pask erad., 2005, Uganda
(Mamukasa, 20013), Americy (Baker. 3030, Migeria (Geraldine and David, 20003), and
Unated Arah Bmerates (Hussain, 2006, Based on the theory and previous research, the
hvpothesis 10 be tesied i this stedy is as follows:

Hi: There is o positive effect of service guality tosvard castomer satisfaction

Corporate inoge ioward Cnstomer satigfection. Corposite image is an imporiant (actor
for every service business, since it as the overall impeession of the cliisumer ovalienlio
process toward the overall service provider (Giovanis o af., 2014, Corponste image is
the averall impression kefi behind and sored in the minds of consumiers and this results
from secumulstive feelings, ideas, niftudes omd expenences with the orgonization or
business cmtity {Gray, 19860 The image i derived from te pergeective of the consumer
thriugh the description, remembrance and assocmte twights, belefs, feelings shou
things, and impressions derived from interactions with people and consumer memonies
from previous consuming experiences (Maclnnis and Price, 19870,

Consumers who make purchases fromm compames with good corporale image
(oprpornte pome, corporste bwilding, ond produect or service quality], con reduce the risk of
their purchasing decisions, dwe o compomie image which provide consmmers wiih
Enowledge of the products or serveces the company offers (Mewyven and Leblane, 2001,
When the risks that consumers must bear in puchesng o prodect or service e low, then
consumars will feel satisfied. Research of Ghothabadi ef @l (200465, on the passengers of
Teanian Airlines in an Iiematiossl Airport found an affiomazive effect of perceived risk
copwided cusbonmer satisfaction.

In mwany melusioes, empirscally, ihe mmpect of mage on satstaction wall wltimstely
oltect loynlty a5 the witimate goal of the company {Camemn of af XD, However, the
findings in the marketing lenores show diverse resulis regarding the effect of image on
sabisfaction hence require funher validation {Palacio e aof, 2002). The strong and positive
impact of corporde image on customer satisfoction in the wvintion industry has been
corroborated thromgh @evernl stodies (Abd-El-Salam snd Shoaky, 2003 Cameran of al,
2010}, Hypothesis to be tested further in this research i
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Hz: There is a positive effect of corperate imape teoennd customer satisfaction

Frive fairaess foward Cosfomer satisfoction. Price is the amount of money pad o obiin
some henefits from o product. The prce offered rationolly, will penerate perceptions of
fairpess oncoenswumer’s minds (Xa erad.. 20000, Price faimess s the buyer's gssessment of
the sellers price (Kimes, H10), whether the price |2 tolerble or scooptable hased on
competitor price (Bolion er @f., FX3) and previous price {Jimer of,, 2002). Consumer
percepiEms of price fairmess will provide various ostcomes (Garbarioo and  Maxwell,
2010}, Comamers who perceive the prce paid fur will have an wmpact on satsichon
(Chapuais, 20121, and the higher intertions to repurchase (Olver and Swan, 1989, as for
the companay can boost its sabes (Campbell, 19995, At the dime when consumers evaluaie
the valee of the services they ceceive, they alwaws consider about the prwe that will make
them satisfied, where the cheaper they perceive the price. the lower should be their
sacrifice to noquire the service {Amberson o af., 2007). Several stwdigs in marketing
liperntupe, Found that fair prices can generaie customer satisfacton, & in the context of
autcenobille purchases (Hermann er @, 2007}, aifdine passengers (Montin-CosStiegia el
ol 20007 b, resravesnt (h o o, O, 0 the toarsm indesiey (Chapuois, 201 2y, Bt nn
the literabure reviews and previous studies, this study propeses;

Hy: There is a positive effect of price [Eimess towand customer satsfaction

Airfines sefesy fo Customer satisfection. The demand for sirline safery programs is
higher (Ligu erof., 2007], i lse with the demand foe air fighrs that aee espected 1o mise
by 5% annually over the mext H) years (Graaff, 20013, Perceived safely examines the
level of wsers’ safety. I akso refers to the sivation of being harmbzss and limickess From
risk, wonnd o danger, Imstend of that, perceived nsk has been chamcenzed by some of
the researchers, as te opportunity of sufferme the loss and oming ool the feclings of
anxiery, insecuriny and inconvenience (Sweeney of of . 1999), Purchasing an afplane
ticket amd tfraveling on an pirplane comprise diverse risks, such s psyehological nisk,
financenl sk and wocial risk (Conmingham er af., 2002). Peroeived sk performs a
5-.||'.;:||ilil-\.".u|:|[ rinle dn 1he jlllul:.-'!-ii!li al consumer behavior 6 & ravel {latecmational Aag
Transport Assecintion, 20 MW0), This research will hove the emphasis on in-ight safety
Safety & influenced by miany elements such & mesnagement, operations, nuinsEnee,
enviranment, it design, and air traffic contnol (Liow e af, 2007h. Several soadses
huve found the influence of aidine sefety on satisfacton (Addik and Osel, 2007; Johnson
er al., A0 Climis, 20161, Based oo the description above, the next hypothesis o be
addmeszed in this research is:

Ha4: There is a positive influgnce of airline sofety toward customer satisfaction

Crustomer saligfaciion toward Brond Tovelly. Brand loyaliy is a short-term commsitment
of consumers o the brand 1o make repenl purchises (Abubakar, 20040, Consumers who
consider the grester benefits after consuming o product from o company rather than ofher
commprasacs, will foel satisfed and less lkely ancmpiang w0 seck other alteenatives brands
(Bennen and  Bondle-Thiele, 2043, end de pepurchise the prosducts o services
continually over the long lerm period, or in other words there is & hoge possibility  Sor
changes in comsumer behavior 0 become loval (Sreenivasuly e al. 20040, and
willingness 10 recommend the brand to others (Szymanski and Hemami 20010). Brand
fovalny becomies a predicior o an important elemest o messify 4 company's poofil
(Soced er ., 2003), a5 well & the achievement and sustainability of the company from

Furma] bangemen Syolome XX, Mo 00, February 2018: 124-13§ | X8




Rigrind and ‘Widayatl: Custemer Satisfaction Low Cost Carrier :Stimulus and Its, .

time to time (Thakur, 20043, Bescarch hos been conducted to ddentify that satesfied
customard will dessootatrate mwere loval behavior b verious service sector, isrmely od
irtermational rerail serviee bramd (Koan-=Yin of af, J07), restourant service Lin @2 al,
2002 hedel inchestry (Al-Mzallam, 3001 5), healtboare insurance industry (Wonp of al,
2014; Abdelfanah e of ., 2013}, education (Rojas-Mendez e al, 20080, and f&8i] bamking
sector (Mohsan of af, 20005 Foje and Asabi, 3005, Minh and Hoo, 20065, Based on the
theory and previous research, the bypothesis propesed i this study as follows:

Hs; There is o positive influence of customer satisfaction toward brond loyalty

Service quality
Corponae
tmage CasomeeT
satfacton M Breni lnyalty
Price fairness
Aarhne =alely
Figure 1. Conceprual Framework
METHOD

The research i= aimed to test the hypothesis based on datn ebsned direcily from the
sotmce. Data wene collzcted by distrabuting quest ionaaines from samples of 350 pussengers
whior hal maade I]i:gl:-l:-i with Lovw Cost Carter ¢ LT im0 Indosesia ) bessd once in the Bist
vear, Sampling using purmposive sampling technigue. The data was collected ar the
Sukamo-Hotte Intemationsl Airport Domestic Terminal, Jekarn dunipg July and Aogust
2T

The magonty of respondents make flights using Citslink LOC £ times a montl, asd
mningrity wee AT Asia onee a month, By gender, the mejeniy are make, aged 3039, andes
graduste . private employes with income of Rp. 15000000 -/maonih. While minority of
responddents are women less than M0 veads old, diglomsn sducation, nod working, sd earm
less than B, 5 OOHHRHE = £ mcnth
Prior to the data collection, pre<est of the rescarch imstrument o ohitain valid and relisble
mreasuting instrument was created. By using oomfirmatecy foctor analysia method, 5t can be
viewed that all messaring instmaments usad e measune @ach viarahle of service l:[.lilli[',l'.
girline image, price fimess, wrline safety, customer satistaction, and brand loyalty have
factor leading valoes froom 06T up o 0930, therefom: it can be stated 1o be legitimats o
vilid {ull Hems obiained swtement foctor value loading is = 0ub), Funhermore, by using
arternal consistensy relability method, it can be seen that all variables used are coasstent
or reliable, with Cronbach's cogfficient ol pha value from 00664 0 0877 {oll Cronboch's
cocfficient alpha > 061, The data collected was then peocessed osing the. Stractural
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Equation Modeling ! SEM technique with the help of the AMOS program. Before the
proposed hypothesis is tested, it s necessary 10 meet the confaamity requirements of the
propsedl moslel,

Table 1. Test Instrament Test Resulis

: Cronhach's
Construct messwrermne hl'_::ll;l-': e Mcieni
alpha
Alrf e fenpe adapeed Trom Geraldioe snd Dewid, 201 3) 0,774
1. I alwaws smpress with this comfortablz nidine D643
2, P st that this airline imoge excesds s competitors 0LA2
3 Iy opinsn. the passenger shoubkd feve a goosd nsage D.32%
abyout iles il ioee
Erire firirmess {adapied from Chapais, 202 ) 052
I 1 speisl thi sppropriaie prse for my tickae 1,743
2. The prioe charged Tor oy ticket was neasonable 1.5
Alrtiree seifery (adapbad from Liow ol 2007 0,774
Muragsment 0,73
| Safety procedure of the airline s wel|-defined 0874
2. The marzpement is highly commsed o passenger safety 0T8T
3, S| members obligan: o passenper safery (1,80
(Fperotuors 0.760
I Proficiehcy level of flighr crew 0774
2. Comibomnity with the aviation assigmment procedures (RO
3. Pilisis have a good safely awareness 06T
Muimtenance METT
| Cornformidy with msainienanes assigrment procedunes 0,757
1. Muintenance wockers hove beeo well educoled 0.y
3. Mest numerous trained mmptenams workem 0zl
Arcrlent rati 0.6k
|, Low accident miticy d Mumber of necidents per 1000010 1,758
deparures|
Ciestorer saifigfrenon [sdapied from Hussaln, 2006) .
| . The warvice provided mests my expeclations HERNL
2, LOC s an appropr ate mcais of ale o portagion o 0,55
achicve my gosls
3, Onazenll, T am very sagisfied with LOC shar ase (8%
4, Emphoyess treat me fairky 0,723
5. Doaerall, [aem very satisfiod with the serviee provided
Broaad Loyalty {adapted from Hussun, 20046) 0,740
I 1 seceive the same service with other LOC services 0854
2.1 will keep using LOC in the futane 0.745
30 will skl wee LACC ps a paniner for trivel 0,77
4.1 woutld recommend and corvey pasiive ngs aboul 0E31

this LU e frierads, family, snd pilrs

From goodnesss of Fit model e resolts, some test crtenia meet the value of the reguired
cut-at valoe (p-valoe = 0073, GF] = Goodreess-nf-Fit statistic = 00961, BMSEA = Root
Bean Square Error of Approsamsation = (% NF1 = Noemed B Index = 00918 CH =
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Compamtive Fit Index = 0.908; CMIN J DF = 1171, =0 it can be zaid that the fit model
codform to the duta collected,, and the propoded hypothesis teating con be proceeded.

RESULTS AND DISCUSSION

The resulls of hypothasis testing proposed in this research paper can be natkeed in Table 2. The
study found positive influence of cach service quality towand cistomer satisfzction ({ = 0.772, p-
valug = QL00F, coporte mape wward vustomer satisfacion {§ = 0873, p-vulue = 0,000, price
fabinegs powand costodfier satisfacton (b = 0639, povalie = 0025), ond &itlives salfety i
custaomer satisfactbon (i = 0.754, povaloe o (000, Furthermore | it wae alzy Feand the e
ifluenes of customer satisfactbon toward brand lovalee (f = 0826, p-value = (RG]

Tahle 2. Hypothesis Testing Resuls

Ceneffic fenr i

Hwhﬁh (B vardllie

Conelueisn Crecisian

HiThere is a posiive effac
of servboe qualiny mowarnd 772 (LM Herepecied  H, Suppioomed
cisdomeer satishachon

H:There is a pombve alfect

af corporme mage (RT3 00K Hy eegeesed H Supponed
towiard Sustomes
sutisfactinn
Hy There i3 & posatne effoct
uf price famess towand (k6% 0025 Hersjacied  HiSupported

customeer satislacton
HiThere s a postve
influcnee of airlme (h.754 0460 Harepected  Hy Suppored
=pfely oward cosiumer
sarisfaction
H: There ks a positive
influence afl custoies (R4 0000 Horejeesed  HoSupparnad
satislaction townnd
bl Lovyally

Baged om hypothesis testing resulis, # con be viewed that all hypotheses are supported
This explosns that service quality, codporate e, price folmess, and aarlines sofety are
stimius of Low Cosl Carrier [ LOC costomer sstisfaction that will give conseguences 1o
brumd loyalty, The first hypothesis explains that the higher the consumer prding the
service deliverad prior to, throughout asd subsequentto the asline wsage, the overall
consumer feels more satisfied with the LOC being used. This msult s consistent with the
research of Husaain (30158 Many aifines have realized thot improving sustainokle quality
services is 0 lomg-term nvestment that con penerate higher poofits, sisce cresting,
|.1-E|l".'HrI1|H_. and n:li1L1;ti:||.|:|:5 bener service quabny than competiiors will kbve an mfluence
o custpmer satisfaction {Hesaain e el 2005) Customer satisfoction bas now becomse the
key 1o success for every orgonization as i fums ol & be the standard of excellence sl
performance . standard for every organization (Munusamy and Chellinh, 2000 |; Climis,
2014}
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In the second hypothesis, i is discowered thot sirline companies i comsumaer perception
inceeasingly penerate pood impeession asd beter image, S0 cONSUBES EXPETCECE Mmore
s islied with LOC wsed, The resides pre consisent with the research of Abl-ERSalam e
e, (2003 snd Hussain {200%), Corporste image 1= an accumulation of personal
capencnce froon conswimers and the expericics of others {Hu and Huang, 200 1), Corporale
irmge can provide an idea of wing consimers aceept prior T buying the product, Therehy
minimizing the risk of perchase {Fobertson and Gatignon, 1926). The lower the risk
perceived by consumers before purchosing the goods, the higher expectations the
consumers have 1o obiasin the satisfaction {Hw and Huamgz. 2001 Corponste image is a
marketing sirategy o afiract and retain corsumess, Companies with good image are muore
competent o survive in the competition, becswse it con cneate differentiation with
competitors and create customer retention and trial users (Park o @f,, 2005). The snody
observes that corporate image s twe most powerful stimules affecting LOC customer
sl isFaction

Furthermiore, hypothesis 3 generates findings that are consistent with stwSes from
Matin-Comsaiczra e al . (2007 and Al-Masallam (2005), where 8 s leamed that i the
percepiion of consamers iF the fairer e price of the tickes they pay, the more safislied
they nre by wsimg the related nidime, The level of customer satisfaction depends on the
price of the product (Bei and Chaso, D000, Price is e amouwnt of money that muss be
spcrificed by comsumers to get service (Bei and Chaio. 2006, Consumers tend to consider
fair prices that match their expectations of the services they want o purchasse {Heemann o
o, 2071, I comeumiers feel thid the beneliis offered by the service anz in balance with the
spcrifices they spend. they feel that the price is fair ond the consumer will be satisfied
(Chapuis, T3,

Hypothesis 4 also supporis resewrch from Climis (20163, whens the higher the
mianagement commitment ko passenger safety, the ovenll passenpers will be satisfied with
the aimcraft they will wse, The security and safety dimension can serve &5 an mportant
predicior for measuring service (qualily, singe onoe cusiomers opf for aviation indisiry
services, they recognize safety factors as critically important {(Clemes er ol 2008}
Rescamch of Ringle eral., (20011) examined customer satesfaciion of passengers with airling
service and familorized perogived safery and the aim of ravel as saisfaction trigpers.
Finally. the proposed and tesied hypothesis 5 finds that beand lovay s 3 consequence of
customer satisfoction, where the more consumers feel satisfied with the LOC flight
services, the more boyal consumers are o the company's brand. Costomer satisfection is
the prme mover of brand-loval cosioesers (Bloesser and Odekerken-Schroder, 2002 ). The
airline company will gain o number of benelits with the creation of cestome  satisfiction,
mamely: {ah strong relpsonships between the compamy snd its passengers, (hi consumer
oppounily o repurchase, {cf passenger lovalty, (d) ward of mouth about aiclimes, {2)
gooid coeporate reputaiion, amd OF prelin o s ine companies (Park e af, 20%)

CONCLUSIONS

Low cost airline s o phenomenon of air ransporcacion in many developing coumrics amd
will mncreasingly be m demand by domestie and regaonal markets. la an avialion wervice
husiness, creating customer sobisfaction becomes an shsolute demand in order to survive in
inlense competition. Therefiore, it is Impantant oo (dentify the factors thit beoome the
stumilus of customer satisfaction amd s consequences. The study mcludes peice fairness
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and airlines safety o5 3 dimuales to customer sati sfnction. and found that Low Cost Camier
fLOCs customer satsfaction stimules s service quality. corporate image. price faimess.
ang airfines sofiey, In adiditien, comporate image is the srongest stimulies Bcke (o
creating LOC customer safisfaction. Forthermore, custemer satisfaction = also found 1o
provede comsequiencess for andose brand loyalty,

The results altained |1r|1'|r||J|._- ST |1mua1g|:'rii-|| 1:11|1|||.'.,|Ii|,||:|:-i. I"'|11'|I:_l,'. 1 i|1|]1-'rqr'|-|:
service guality. the LOC muost be cemified o ensure that the semaces peovided
presentintermationsd quality, such as the 150 2000 2005 Quality Manogement system
cemificete in the case of delayed flight management procedures or delay management.
Delay masapement s the aidines man aribute in meeting customer satsfaction tha
ultimasedy affects customer credibility and tnest, Secomd, o enhance corpoaie image, the
LOC con demonstrate its social responsibility. which iz a commitment of the company or
the business workd 1o contnbute w sustainable economic develapment by Focusing on the
hitlamee amongthe attention Evward economic, socil amd envimmmental sspects, Thind, the
LOC marketing manager must constantly condiest matket ressarch to get information on
canppretibors” teket prices and consumer cxpectations prior to, theouglwot and subsequent
[ am ;;'l.:.-_:r-l,'hi,m];illg I'Ilg'ln. Rased oo the informastion obtained, miaspers most be able
set @ fwir price by consefenng other factors & well, Fourth, markefing manngers miest
provide regular maining w all cmployess concemed to incrcase knowledze and nuasber of
emplovees who master passenger safery fechmiqoes.

The Lmitation of this sudy s that research s enly conducted on air cranspon
services, especially the LOC, Furhenmore, the respendents swrveved were LOC
passengers who few throogh Sukarne Huttn Adrport, Jakarts s the state capital . and did
not etamine service value ag & stimuls for customer satisfaction. Foe further research it is
advisatle o apply to full fare aidines and ¢ or other tvpes of transporation {land or sea) so
a= by peneralize the transportation senvices industry, Furlhermaore, it 15 suggested that the
respondents surveyed from vamows LOC Tlight destinations at cach airport, and sugpested
roe sl cristommer vilue s a stmilos of costiamer saiesdachon
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