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Summary 
 

Multiple studies show that superior service quality ensures higher levels of customer 

satisfaction and is one of the most important strategies for business competitiveness in 

services. Through perceived service quality, customer expectations are fundamental in the 

customer satisfaction field. To ensure service quality, a service provider should identify and 

try to meet or preferably exceed these expectations. 

 

There are compelling reasons to manage service quality in the airport industry. Due to the 

complex airport servicescape and the mix of diverse services in one setting, service quality 

expectations are complicated to measure in the airport context. Because of the privatization 

trend seen in the airport industry and airports‟ recent shift in strategies towards increasing 

commercialization, managers need better tools to handle this paradigm shift. Airport 

managers are well aware of this matter and it is common that airports evaluate and measure 

service attributes. Intriguingly, there is still a limited amount of conceptual and empirical 

studies on passengers‟ expectations, and most importantly no established and integrated 

model of the multi-dimensional passenger expectations. The need for a new measure for 

customers‟ expectations in the unique airport setting is backed up by many researchers. 

 

However, a few years ago Fodness and Murray (2007) created a model that was aimed to 

fill this gap. The model is called „Hierarchical structure for airport service quality 

expectations‟ and was based on a study carried out in the U.S. It categorizes a number of 

themes on passenger expectations of airport service quality in three main factors; function, 

interaction, and diversion. Each main factor contains a number of subordinate factors. In 

turn, each of these is comprised by a number of themes. 

 

The purpose of this study was to test the general applicability of the „Hierarchical structure 

for airport service quality expectations‟ model by testing it in a Swedish context. A self-

filled questionnaire asking about expectations on airport service quality was handed out to 

passengers in waiting areas at Arlanda Airport and Umeå City Airport in Sweden. The data 

was analyzed using factor analysis and a preliminary model was shaped. The outcome of 

this study showed that the model is applicable in a Swedish context after considering two 

main concerns. First the rapid change of technology in the airport industry reflected in self-

services, and second the passengers‟ interest in the local setting in which the airport is 

situated. These findings, together with available literature and logical reasoning, were used 

to reveal a re-specified model that is suggested to be validated by confirmatory factor 

analysis.  



 

 

Abstract 
 

The „Hierarchical structure for airport service quality expectations‟ model originally comes 

from theory of service quality assessment and was created by Fodness and Murray in 2007 

after a study at six U.S. airports. It reveals the most important factors that comprise service 

quality. This thesis tested the model in a Swedish context with an empirical study among 

passengers at two Swedish airports; Arlanda and Umeå. With the help of literature, the 

empirical study, and reasoning, the original model has been modified by the authors of this 

thesis. There are minor modifications but the three main factors remain as they were in the 

original model, namely function, interaction, and diversion. 

 

 

Keywords: Service quality, service expectations, airports, passengers  



 

 

Acknowledgments 

 
This Master‟s thesis was conducted at the Marketing department of Umeå School of 

Business (USBE) during spring 2010. 

 

Several people have contributed to the development of this dissertation. Most importantly, 

our dear supervisor Sofia Isberg whom her devotion of time as well as her guidance has 

highly affected the outcome of this thesis and inspired us through the way.  We would like 

to thank Vladimir Vanyushyn for his statistical guidance and dedication of time. We also 

appreciate the support from Rob Britton as well as his help in seeking the right direction. 

We would like to express our gratitude to all the people at LFV and Swedavia who helped 

us with the data collection both at Arlanda and Umeå airports specially Dan Lundvall, 

Karin Larsson, Anne-Marie Zuidweg, Anne Mede-Ageling, and Anni Axelsson. 

 

 

 

Umeå, May 27, 2010 

 

Aliakbar Farmahini Farahani                                    

Emil Törmä 

  



 

 

TABLE OF CONTENTS 

 

1 INTRODUCTION .......................................................................................................... 1 

1.1 Service quality, expectations and airports ............................................................... 1 

1.2 Problem discussion .................................................................................................. 3 

1.3 Purpose ..................................................................................................................... 6 

1.4 Delimitations ............................................................................................................ 6 

1.5 Preconceptions ......................................................................................................... 6 

1.6 Thesis outline ........................................................................................................... 6 

2 SERVICE EXPECTATIONS, DIMENSIONS AND ASSESSMENT .......................... 8 

2.1 Service expectations ................................................................................................ 8 

2.2 Service dimensions .................................................................................................. 9 

2.2.1 Service experience ............................................................................................ 9 

2.2.2 Servicescape ................................................................................................... 10 

2.3 Assessing and measuring expectations .................................................................. 11 

2.3.1 Expectations and assessment in the airport context........................................ 13 

2.3.2 The need for a new measure in airports .......................................................... 14 

2.4 Introduction to the empirical study ........................................................................ 15 

2.4.1 Arlanda and Umeå as a case ........................................................................... 18 

2.4.2 Conceptual framework for the empirical study .............................................. 19 

3 METHODOLOGY ....................................................................................................... 20 

3.1 Philosophical assumptions ..................................................................................... 20 

3.2 The case study strategy .......................................................................................... 21 

3.3 The quantitative method and its criticism .............................................................. 22 

3.4 Data collection ....................................................................................................... 23 

3.4.1 Questionnaire design ...................................................................................... 23 

3.4.2 Arlanda and Umeå airports ............................................................................. 24 

3.4.3 Sampling and respondents .............................................................................. 24 

3.5 Factor analysis ....................................................................................................... 25 

3.6 Quality criteria ....................................................................................................... 26 

3.7 Ethical considerations ............................................................................................ 28 

4 DEMOGRAPHICS AND FINDINGS ......................................................................... 30 

4.1 Respondent demographics ..................................................................................... 30 

4.2 Interesting findings ................................................................................................ 31 

4.2.1 Significant correlations ................................................................................... 31 



 

 

4.2.2 Means ............................................................................................................. 32 

4.3 Factor presentation ................................................................................................. 33 

5 DISCUSSION ............................................................................................................... 37 

5.1 Detailed analysis on the seven factors ................................................................... 38 

5.1.1 Servicescape ................................................................................................... 38 

5.1.2 Efficiency........................................................................................................ 39 

5.1.3 Interaction ....................................................................................................... 39 

5.1.4 Local context .................................................................................................. 40 

5.1.5 Productivity .................................................................................................... 40 

5.1.6 Automated means ........................................................................................... 40 

5.1.7 Décor and conference facilities ...................................................................... 40 

5.2 Extension of the conceptual framework ................................................................ 41 

6 CONCLUSIONS .......................................................................................................... 43 

6.1 Conclusions ............................................................................................................ 43 

6.2 Suggested modifications ........................................................................................ 44 

6.3 Limitations ............................................................................................................. 46 

6.4 Recommendations for future research ................................................................... 47 

7 REFERENCES ............................................................................................................. 48 

 

Appendix 1: Descriptives 

Appendix 2: Pie charts 

Appendix 3: Bar charts 

Appendix 4: Crosstabulations 

Appendix 5: Means for the 32 themes 

Appendix 6: Means by gender 

Appendix 7: The two dimensions 

Appendix 8: English and Swedish questionnaire 

  



 

 

LIST OF FIGURES 

 
Figure 1 - Thesis outline ..................................................................................................................................... 7 
Figure 2 - Zone of tolerance, adapted from Walker and Baker (2000, p. 412-414) ......................................... 12 
Figure 3 - Re-specified model following exploratory factor analysis .............................................................. 17 
Figure 4 - Final model: hierarchical structure for airport service quality expectations .................................... 18 
Figure 5 - Conceptual framework for the empirical study ................................................................................ 19 
Figure 6 - The authors‟ preliminary model ....................................................................................................... 38 
Figure 7 - Modified conceptual framework ...................................................................................................... 42 
Figure 8 - The authors‟ suggested re-specified model ...................................................................................... 46 
 

 

LIST OF TABLES 

 
Table 1 - Correlations with age ........................................................................................................................ 30 
Table 2 - Correlations with frequency of flights .............................................................................................. 32 
Table 3 - High and low means .......................................................................................................................... 32 
Table 4 - High and low means on gender ......................................................................................................... 33 
Table 5 - Factor loading comparison ................................................................................................................ 34 
Table 6 - Rotated extracted factors ................................................................................................................... 35 
Table 7 - Seven factors from secondary exploratory factor analysis ................................................................ 36 

 

  

file:///C:/Users/ET/Desktop/Masters%20thesis%202010-05-27%20-%20Copy.docx%23_Toc262730731
file:///C:/Users/ET/Desktop/Masters%20thesis%202010-05-27%20-%20Copy.docx%23_Toc262730732
file:///C:/Users/ET/Desktop/Masters%20thesis%202010-05-27%20-%20Copy.docx%23_Toc262730735
file:///C:/Users/ET/Desktop/Masters%20thesis%202010-05-27%20-%20Copy.docx%23_Toc262730736
file:///C:/Users/ET/Desktop/Masters%20thesis%202010-05-27%20-%20Copy.docx%23_Toc262730737
file:///C:/Users/ET/Desktop/Masters%20thesis%202010-05-27%20-%20Copy.docx%23_Toc262730738


 

1 

INTRODUCTION 

1 INTRODUCTION 

This introductory chapter will provide a background to service quality and expectations. 

They will be discussed in the airport context. The absence of an integrated model of the 

multi-dimensional passenger expectations and Fodness and Murray‟s (2007) attempt to fill 

that gap will be presented. The purpose of this study as well as the research questions will 

be derived from the problem discussion. 

1.1 Service quality, expectations and airports 

According to Walker and Baker (2000, p. 413), a few researchers have seen satisfaction and 

service quality as equal. Nevertheless the authors of this study, together with most 

researchers, believe they are not only different but also that service quality is subordinate to 

satisfaction. Walker and Baker (2000, p. 413) specifically point out that the level of quality 

will affect the customer‟s judgment of satisfaction. Multiple studies show that improved 

service quality ensures higher levels of customer satisfaction and is one of the most 

important strategies for business competitiveness in services, resulting in increased levels 

of profit (Herstein & Gamliel, 2006, p. 306; Yang, 2003, p. 310). Newman and Pyne (1996, 

p. 12) add that the improvement of service quality offers firms social equity besides 

commercial outcomes. Customer satisfaction has been seen to affect customer loyalty, 

which might lead to higher revenue in the future. Nevertheless, service quality too leads to 

market leadership resulting in customer loyalty and higher revenues (Gilbert & Veloutsou, 

2006, p. 298). Service quality is the focus of this study. 

 

Lewis (1993, p. 4) define service quality as the extent to which delivered service matches 

customer expectations. The pioneers of the service quality assessment field, Parasuraman, 

Zeithaml and Berry (1985, p. 42), identify service quality as a gap between customers' 

expectations and their perceptions of how the service is performed. In general, expectations 

are assessed as if they are met or not. The same goes with “meeting or exceeding customer 

expectations”. Service expectations are defined by Parasuraman, Zeithaml, and Berry 

(1994, p. 202) as what a service should be, while Zeithaml, Bitner, and Gremler (2006, p. 

81-82) argues that it is a combination of can be and should be.  Customer expectations play 

an intense role in the customer satisfaction field through the service quality perceived by 

customers. Bebko (2000, p. 20) concludes that the service provider should figure out what 

the expectations are and what level of quality customers expect from the firm and try to 

meet or exceed these expectations.  

 

To be able to measure service quality, it is fundamental to assess whether or not the service 

provider is providing the customers with what they expect (Douglas & Connor, 2003, p. 

165). Expectations set the standards that form customers‟ evaluation of service quality and 

it is vital to understand those of customers (Walker & Baker, 2000, p. 412). In order to 

understand service expectations and its effect on service quality, it is important to 

understand how services differ from products. There seem to be no general agreement 

amongst researchers on the definition of services. What can be found in the literature are 

the characteristics of services that distinguish them from products. The characteristics of 

services are agreed on not by all but by many researchers as intangibility, heterogeneity, 



 

2 

INTRODUCTION 

inseparability from the provider, and perishability. Intangibility is referred to as the lack of 

physical attributes or physical evidence in services. The heterogeneity characteristic implies 

the variability of the service delivery from purchase to purchase. The inseparability 

characteristic reflects the level of the services attachment to its context and provider 

(Hartman & Lindgren, 1993, p. 5-6; Yang, 2003, p. 311; Bitner, 1992, p. 58; Bebko, 2000, 

pp. 9-10). The perishability characteristic is best described as the inability to save, store, 

resell or return a service. There are exceptions, such as entertainment which can be 

captured and replayed (Wilson, Zeithaml, Bitner, & Gremler, 2008, p. 17). All these 

characteristics vary for different services and the level of them can be thought of as a 

continuum. On one end, services with similarities to products can be seen while the other 

end displays pure service characteristics.  

 

Parasuraman et al (1985, p. 42) suggested that these characteristics must be included in 

order to create a comprehensive understanding of service quality. The service 

characteristics make experience and credence qualities important to services. The 

experience of a service is vital because a satisfying result has been promised in advance and 

should be achieved during delivery. Due to the effect of these characteristics and the named 

differences with products, consumers have a more difficult time evaluating services than 

products. Hence, expectations assessment is more critical when it comes to services 

(Walker & Baker, 2000, pp. 411-412; Bitner, Fisk, & Brown, 1993, pp. 61-62; Bebko, 

2000, p. 9). 

 

Airports, where a vast number of customers use a diverse supply of varying services, are an 

interesting target for service quality studies. However, Freathy and O‟Connell (2000, p. 

109) state that airports have been governmental owned. Consequently, airports did not 

enjoy the improvements triggered by competition and hence, there have been few studies of 

service quality expectations at airports. Another likely reason might be the complex airport 

setting, comprised of diverse services, making it complicated to measure expectations. Not 

too long ago, airports adopted commercial activities as a means of bringing extra income to 

their operations. As a result, airports have become highly commercialized servicescapes 

where more and more income is generated in retailing and other services operations. 

Servicescape is referred to by Bitner (1992, p. 58) as the “built environment” or the “man-

made, physical surroundings as opposed to the natural or social environment”. 

 

The end users of airport facilities and services are various types of people, such as 

passengers, airlines, employees, concessionaires, tenants, meeters and greeters, or local 

residents. Because of the wide variety of different customers all gathered in one setting, 

airports had and have the opportunity to expand their commercial activities (Fodness & 

Murray, 2007, p. 493; Freathy & O‟Connell, 2000, p. 104). This fact, while bringing more 

customers and consequently higher profits for the airport facilities, might have generated 

problems as well, such as the airport‟s distraction from concentrating on passengers‟ 

expectations and thinking about short and mid-term commercial income. According to 

World Airport Week, cited by Fodness and Murray (2007, p. 493), air travelers usually 

spend over one hour on average in the airport servicescape. Furthermore, Fodness and 

Murray (2007, p. 493) argue that regardless of whom the traveler is or the purpose of the 

trip, customers are at the airport only to transfer from ground- to air-, or from air- to air 

transportation. They see the airport as a transition point, not as a destination. Likewise, 
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Freathy and O‟Connell (2000, p. 105) agree that going to an airport is fundamentally about 

catching a flight. This viewpoint, if true, might create a background for managers to see 

passengers‟ expectations as expectations from a transit point. Paternoster (2008, pp. 219-

221), on the other hand, views airports as service facilities. She thinks of an airport not only 

as a transit point but also a destination. Paternoster‟s viewpoint, in contrast to the 

mainstream, might provide a totally new understanding of what passengers or any customer 

expects from an airport being a destination. Indeed, this strategic look can be found in the 

new generation of leading airports that differentiate themselves by trying to be both a 

transfer point and a provider of service quality. An example is the brand definition 

statements of the world‟s most awarded airport, Singapore Changi Airport. 

 
 “It‟s not just about flights at Changi Airport – the World‟s Best Airport. Take 

time to experience the wide range of facilities and services here … The simple 

truth - Changi Airport is both your journey and destination.” 

Paternoster (2008, p. 220) 

1.2 Problem discussion 

There are several ways to measure service quality (Yang, 2003, p. 311; Douglas & Connor, 

2003, p. 167). Some consider quality from the customer‟s point of view while others take 

the management perspective. Johnson and Mathews (1997, pp. 291-292) highlight two 

approaches to assessment of service quality from the customers‟ perspective, one based on 

expectancy and the other on performance. The expectancy-based approach has been 

developed during a quarter of a century of research. One of the outcomes of this approach 

has been the GAP model. The GAP model states that service quality is the gap between 

customer expectations and perceptions of performance, with focus on strategies and 

processes for companies to use in search of service quality (Ueno, 2010, p. 74). The second 

approach is the performance-based assessment, which seeks to understand service quality 

as customers‟ perceptions of service delivery only. The later was developed through testing 

of the expectancy based approach by Cronin and Taylor in 1992 (Cronin & Taylor, 1994, p. 

125). After explaining each of these approaches a discussion of their relevance to the 

airport context will be held. 

 

Even though many researchers have seen the expectations of customers as more important 

in evaluating service quality, it has been argued that measuring expectations of service 

quality as an experience would be difficult. This difficulty rises from the lack of physical 

attributes since people cannot describe their expectations of a service as good as they can 

with products (Bebko, 2000, p. 9). According to Yang (2003, p. 311) the characteristics of 

services (intangibility, heterogeneity, inseparability, and perishability) make the evaluation 

of service quality difficult. Moreover, unknown factors have played an immense role in the 

process of consumers‟ evaluation of services. 

 

Since Parasuraman, Berry and Zeithaml (1991) introduced the GAP model in the late 80s, 

many studies have been performed on SERVQUAL, the measure of service quality 

developed from the GAP model. Many of these studies have questioned the use of 

SERVQUAL in different contexts and backgrounds. Studies in 1992 and 1994 by Cronin 

and Taylor in different industries such as banking, dry cleaning and fast food were the first 
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studies to show the shortcomings of this model. First, the durability of the service 

dimensions amongst diverse types of service industries has proved to be fragile. Second, 

the validity and reliability scales on the difference between performance and expectations 

have been critically questioned. Third, supplementary relationships linking service 

dimensions are implied by the model, even though this may not be a pragmatic assumption. 

Finally, the static view of service quality within the SERVQUAL measure makes it far 

away from the reality (Ruyter, Wetzels, & Lemmink, 1996, p. 34). 

 

However, according to Douglas and Connor (2003, p. 171) there has been no evident proof 

that the measure is not applicable or useless. After pointing out its shortcomings, Cronin 

and Taylor (1992) developed SERVPERF, a performance based measure that reduced the 

number of items that needed to be measured from 62 to 31. For years, researchers have 

tested them separately and in diverse contexts, but recently Carrillat, Jaramillo and Mulki 

(2007, p. 485) tested the validity of SERVQUAL and SERVPERF together for the first 

time in a meta-analytic study. They revealed that both scales are good measures of overall 

service quality but with some remarks. The most important remark stated was SERVQUAL 

is suggested to be a better scale for practitioners while SERVPERF needs less context 

configuration (ibid). 

 

Because of the lack of competition among airports as discussed earlier, the marketing and 

services literature has shown little interest in airports and especially on air travelers; a 

diverse group who consume while spending much time in the airport‟s complex 

servicescape (Fodness & Murray, 2007, p. 493). The reason for this complexity is the 

diverse mix of services and service providers all packaged under one name, the airport, 

making it difficult to apply the common service quality measures to this particular 

complicated context. 

 

Unlike the more widely accepted GAP model and SERVQUAL as the means of measuring 

service quality by practitioners, both academic and commercial researchers have been 

measuring service quality in the airport context by establishing and monitoring service 

performance measures, namely SERVPERF. A measure which may or may not be extracted 

directly from customer input in the airport setting. The lack of a systematic understanding 

of customers‟ expectations makes it likely that what is measured will be those attributes 

that are the most obvious and easy ones to employ (Fodness & Murray, 2007, p. 493). The 

result of this two sided inattention is an absence of a generally accepted theory-based model 

of service quality expectations when it comes to airports. Nor is there a comprehensive 

profile of the experiences, expectations and perceptual influences of passengers in this 

setting.  

 

Researchers have, however, done a good job in identifying objective airport service 

attributes. For example, Rhoades, Waguespack and Young (2000) have created a quality 

index model for US hub airports infrastructure from various stakeholders‟ viewpoints but 

not passengers only. It has been stated by Saleh and Ryan (1991, pp. 334-336) that 

managers usually misinterpret consumers‟ expectations and also rank their importance 

different from what the consumers actually do. Yeh and Kuo (2003, pp. 37-39) argue, based 

on a study done at Asia-Pacific airports, that the nature of expectations of airport service 

quality should be based on performance attributes. Nevertheless, the focal point of the 
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mainstream service quality literature has been expectations and the underlying dimensions 

of the service quality construct. This focal point of expectations has not been studied 

sufficiently when it comes to air travelers (Fodness & Murray, 2007, p. 494). 

 

To summarize the current situation of service quality theory in the airport industry there are 

compelling reasons to manage service quality; as a matter of fact service attributes are 

commonly measured by airports. However, there is a limited amount of conceptual and 

empirical work on passengers‟ perceptions of airport service quality and even less studies 

on passengers‟ expectations but most importantly no widely accepted and integrated model 

of the multi-dimensional passenger expectations (Fodness & Murray, 2007, pp. 493-494). 

 

In order to fill this gap in theory and practice Fodness and Murray (2007) conducted a 

comprehensive study on six US airports (three main hubs and three minor airports) and 

came up with a new model named „Hierarchical structure for airport service quality 

expectations‟. Their study was conducted in two phases. First a series of qualitative studies 

were held and through analyzing the outcomes, a set of 65 important themes was listed.  

Asking about the level of agreement on the importance of these themes on a seven-scale 

Likert system, a quantitative study was conducted among 700 frequent flyers. With the use 

of factor analysis techniques, the themes were categorized in nine factors that in turn were 

placed in three main factors. The three main factors are function, interaction and diversion. 

The function dimension reflects the effectiveness and efficiency of the service and includes 

themes related to the servicescape, such as being able to find places and services at an 

airport, the availability of baggage carts and ground transportation, and being able to reach 

the connection flight easily. The interaction dimension reflects issues related to the 

employees‟ responsiveness as well as problem solving and paying attention to passengers. 

The diversion dimension includes matters related to the services at airports as well as 

having a productivity factor. These themes include questions related to décor, stores and 

spaces while the productivity sub dimension explains the need to use waiting time 

productively. 

 

Fodness and Murray (2007) claim that their findings offer a guideline for airports with 

ambitions to use service quality as a part of the differentiation strategy. However, the model 

has its limitations. To be able to generalize a model to different contexts, longitudinal 

research must be conducted in different settings (Bryman & Bell, 2006, pp. 64-65). Fodness 

and Murray (2007) point out themselves that their single study cannot be generalized to 

form a comprehensive conceptualization of airport service quality. Based on Espinoza‟s 

(1999) study at two airports, cultural differences are suggested to have an effect on 

perceived service quality. Also, Fodness (1994, p. 578) argues that the trip characteristics 

are one of the most influential factors on travelers‟ expectations. As well, airport 

characteristics are a matter of discussion on effecting expectations of services (Graham, 

2005, pp. 108-109). All this together indicates a need to test Fodness and Murray‟s (2007) 

model in other cultures and countries as well as among other types of travelers and airports. 
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1.3 Purpose 

The purpose of this study is to test the generalizability of the „Hierarchical structure for 

airport service quality expectations‟ model by applying it to Swedish airports. The expected 

outcome of this study will show if this model is applicable to a Swedish context and if any 

customization or modification is needed to describe passengers‟ service quality 

expectations in a comprehensive model, and which dimensions and themes are supported in 

comparison to the original study. The purpose will be reached by answering the following 

research questions (RQ):   

 

RQ1: How can the „Hierarchical structure for airport service quality expectations‟ model 

be applied in Swedish airports? 

RQ2: How can the „Hierarchical structure for airport service quality expectations‟ model 

be applied to less frequent flyers? 

1.4 Delimitations 

It is essential to have in mind that airports have other customers except passengers. As an 

example, airlines or retailers are airport customers too (Airports Council International, 

2010). The emphasis of this thesis is on air travelers at Swedish airports rather than the 

airports‟ corporate customers. The empirical data will be collected at two Swedish airports 

only. 

 

This study is not focused on the managerial perspective of service quality, since many 

researchers have been studying this already. The reasons for why the subject should be 

studied from a customer perspective are discussed in the introduction chapter throughly, but 

mainly the   reason is that customers need to be asked about their opinions themselves and 

not through other stakeholders and it is also reflected clearly in the title of the thesis. As a 

result of the chosen viewpoint, the authors will not provide any managerial implications 

and the authors will leave the managers to decide how the conclusions best fit their 

purposes. 

1.5 Preconceptions 

The authors come from different backgrounds. They are from two different cultures and 

have worked in separate industries with the common denominator service. They became 

interested in the complex airline and airport industries after an inspirational lecture from 

Mr. Rob Britton. Both have a bachelor‟s degree in business and felt very inspired 

throughout the whole process of creating this thesis. The thesis was written to an audience 

that shares the same academic knowledge as the authors. 

1.6 Thesis outline 

The thesis is divided into six different parts; introduction where the background, problem 

discussion and purpose is presented, frame of reference where relevant literature and 

knowledge is summarized, methodology where the strategic choices are motivated, a 
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presentation of the empirical data gathered from the questionnaire, followed by a chapter 

covering an analysis of the data. Finally, conclusions and implications will be discussed 

and suggestions for future research will be presented. The logic is shown in Figure 1. 

 

 

  • Introduction 

• Service expectations, dimensions and assessment 

  
• Methodology 

• Demographics and findings 

• Discussion 

• Conclusions 

Figure 1 - Thesis outline 
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2 SERVICE EXPECTATIONS, DIMENSIONS AND 

ASSESSMENT 

The study by Fodness and Murray (2007) constitutes the essential foundation of this thesis. 

Their model will be reviewed after a discussion on service expectations, service 

dimensions, and the assessment and measuring of expectations. These topics will be related 

to the airport context. The chapter will end with an explanation of how to proceed and a 

conceptual framework for the empirical study. 

2.1 Service expectations 

Service expectations are defined by Zeithaml et al (2006, pp. 81-82) as a combination of 

what the customer believes a service can be and should be. Consumer‟s expectations are 

said to be created by internal (e.g. previous experience) and external (e.g. word of mouth or 

media) sources, while customers‟ perceptions are based on the received service (Douglas & 

Connor, 2003, p. 167; Johnson & Mathews, 1997, p. 293). Bebko (2000, pp. 12-13) points 

out the importance of expectations and establishes that the service provider should figure 

out what level of quality customers expect from the firm, and try to meet or exceed these 

expectations. Furthermore, having knowledge about the customer‟s expectations and the 

fact that they vary widely is a vital process in delivering service quality (Douglas & 

Connor, 2003, p. 169). Such knowledge might help service firms to fill in the gaps between 

customers‟ expectations and what they think of as customers‟ expectations in their 

organization, or between the service provided by the employees and the standards set by the 

organization. Besides the knowledge‟s contribution to fulfilling these gaps, it might as well 

create a challenge for the service firm. The firm might know that there are expectation gaps 

but the source of these remain unknown. Consequently, there is a need to explore customer 

expectations and levels of them. Showing how important it is to figure out the expectation 

levels, Walker and Baker (2000, p. 413) state that the higher the initial levels of 

expectations are it turns out to be more difficult to satisfy a customer. 

 

Expectations are used differently in the service field than they are for products. The 

customer is to believe expectations as “shoulds” rather than “woulds”. This means 

customers do not actually expect the service provider to deliver what they are capable of 

delivering but they should deliver according to the customer‟s ideal standard. This ideal 

standard represents a reasonable level of delivery in ideal circumstances (Walker & Baker, 

2000, p. 414).  

 

Expectations are typically evaluated as if they are met or not. Service managers should 

attempt to meet or exceed customer expectations. By promising less and over-delivering 

afterwards, there is an opportunity for customers‟ expectations to be managed (Johnson & 

Mathews, 1997, p. 290). Since expectations are the ground for comparison on 

organizational performance, it is a must for service managers to understand what 

consumers expect from the service organization (Walker & Baker, 2000, p. 411). 

Expectations are affected by diverse dimensions that will be discussed under the next 

heading. 
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2.2 Service dimensions 

In various service studies, models have been created to show different dimensions of 

service quality and whether these dimensions are generalizable for any type of service or if 

they are context specific (Robledo, 2001, p. 23). The Nordic Model presented by Grönroos 

(1984, pp. 42-43) state that a service has two dimensions; the technical dimension (what is 

delivered) and the functional dimension (how it is delivered). SERVQUAL, developed by 

Parasuraman, Zeithaml, and Berry (1988, p. 6), see service quality as five dimensions; 

reliability and assurance (referring to the service itself), responsiveness and empathy 

(related to interaction), and tangibles (related to physical evidence). Rust and Oliver (1994) 

presented their model, named the three component model, for the first time pointing out the 

service as a three dimensional construct including the service itself, the delivery process, 

and the environment in which it is delivered. Dabholkar, Thorpe, and Rentz (1996, p. 3) 

state that a service is not only a multi-dimensional concept, it also contains multiple levels. 

Cronin and Brady (2001, p. 37) adopt both from Rust and Oliver‟s (1994) three component 

model, as well as the multi-level understanding of service quality from Dabholkar et al 

(1996, p. 3), to introduce a new model with three dimensions; outcome, physical 

environment, and interaction. These dimensions hold within sub dimensions. 

 

To create an understanding of dimensions of services, the authors of this study have come 

to the conclusion that services have two common parts according to the reviewed models 

above: the service itself, and everything other than that affecting the service. The authors 

strongly believe that the fundamental criteria of services, which are referred to as service 

product, technical dimension, service outcome or other names, are those that are the core of 

services and should be relevant, valuable and well-organized in what they are offering, and 

hold within a certain level of productivity. However, what has become important in recent 

literature besides these fundamental criteria is the interaction with service providers 

(employees or organizations), as well as the setting‟s effectiveness and efficiency in which 

the service is delivered, referring to the concept of servicescape. Other aspects, such as any 

human or machine interaction between the consumer and the service provider, are 

discussed as service experience in this study. The two dimensions affecting service quality, 

which could both be seen as a part of a service or as the place and the way in which the 

service is delivered, will now be comprehensively discussed. At the end of this chapter, a 

clear summary will be presented. 

2.2.1 Service experience 
In a 2005 Forrester survey, summarized by Paternoster (2008, p. 218), 96% of the senior 

executives interviewed said that improving the customer experience is either critical or very 

critical to the potential success and growth of their business. The service experience 

includes not only the end result of the delivered service but also the whole delivery process 

and is an important source for assessing the quality of a service (Douglas & Connor, 2003, 

p. 166).  

 

Another important aspect of providing quality is, according to Douglas and Connor (2003, 

pp. 171-172), to make sure the customer is aware that they have the power to influence the 

service during the service process. In some types of services, such as automated services 
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(e.g. the ATM or the self-check-in at the airport), the consumer interacts in the service 

delivery process and can affect the service to some extent. 

 

Moorthi (2002, p. 268) argues that communication (person-to-person or machine-to-person) 

with the customer is vital when it comes to services, since communication and feedback 

helps a service provider to assess the gap between service delivery and customer 

expectations. Rowley and Slack (2003, p. 330) discusses self-service kiosks as the new way 

to communicate, inform, educate, persuade, and sell. Naturally, even more progress has 

been made since their study. In addition, Paternoster (2008, p. 223) argues that without a 

formal and effective market research program, it is challenging to know the right actions to 

take in order to improve the understanding of customer expectations and achieve increased 

revenues which might be a possible outcome. 

 

The role of expectations is uncertain when it comes to assessment of service quality in 

different contexts and is certainly an area that needs to be further examined. One possibility 

is to explore the impact the first consumption experience has on expectations. A consumer 

with no experience of a service has either high or low expectations but also the power to 

affect the service provider‟s reputation, especially via word of mouth or media. Such 

expectations may behave differently from those developed through experience (Johnson & 

Mathews, 1997, p. 302; Douglas & Connor, 2003, p. 167).  

 

The previous experience of the same situations of receiving services has an influence on the 

customer‟s satisfaction of the current service situation (Douglas & Connor, 2003, p. 167). 

The more consumers use a service and become experienced, they will rely more on their 

internal sources (memory) rather than external sources (media, word of mouth). A greater 

dependence on an internal source for forming expectations emphasizes the effects that 

customers‟ earlier experiences have on the current service encounter. Furthermore, it has 

been argued that accuracy of expectations increases with the frequency of use. Thus, a more 

frequent use of a service is likely to form more precise expectations of service quality 

(Johnson & Mathews, 1997, p. 302). These arguments create a difference between 

expectations of different types of customers, based on their experience and frequency of 

using the service. 

2.2.2 Servicescape 
Amongst those services in which the inseparability characteristic ranks higher, for example 

any transportation service (the consumer need to be in the means of transportation for the 

service to take place), the consumption of that service cannot take place outside the context. 

This context, or the so called servicescape, should be considered carefully since it has both 

a direct and indirect effect on service quality (Reimer & Kuehn, 2005, p. 789). Rowley and 

Slack (1999, p. 364) define the servicescape as an element of the service experience. As an 

example, the physical environment and the various offerings available in an airport 

departure lounge are determining the customer experience. Bitner (1992, p. 58) defines 

servicescape as the “built environment” or the “man-made, physical surroundings as 

opposed to the natural or social environment”. Findings by Reimer and Kuehn (2005, p. 

800) suggest that the servicescape is not only a dimension in service quality expectations 

that affects it directly, but also has an influence on the customers‟ evaluation of the 

intangible factors. They suggest that the elements of the servicescape also include odors 
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and background music. Furthermore, the servicescape is constituted by a complex mix of 

environmental features. 

 

The servicescape is not only about affecting the service quality but also represents a firm‟s 

intangible asset (Reimer & Kuehn, 2005, p. 800). Using an airport as an example, signs and 

symbols, coupled with other facilities and general ambience of the terminal together create 

a servicescape. This environment has been intentionally designed to attract and engage 

passengers who are in transit or about to board a flight and streamline the functions of the 

airport. It can be seen as a part of the travel experience as well as the country or city in 

which the airport is located (Rowley & Slack, 1999, p. 366). Reimer and Kuehn (2005, p. 

801) provide another example with a restaurant. Customers might expect a well-designed 

servicescape in a high-price restaurant, but less in the case of a cheap restaurant. The 

servicescape might impact more on customer perceptions of the service quality in an 

expensive restaurant, where a substantial part of the price relates to the environment. The 

restaurant example shows the influence of the servicescape on customers‟ perceptions and 

expectations of a service. On the other hand, it should be pointed out that the effect of the 

servicescape can cause problems and challenges for the firm as well. As an example, a 

service provider might have a problem to meet the increased expectation levels that 

customers have due to the premium servicescape. 

 

Bitner (1992) have identified three dimensions of the servicescape. First, the elements that 

might not be seen initially if one is not searching for their existence, such as background 

sound, lighting and scent. Second are the space layout and functionality issues, especially in 

places where a complex service is delivered or in a self-service context. The third 

dimension is the signs and symbols that establish the place and its norms directly, but also 

indirect clues such as materials and other design evidence. The last dimension might be 

more important in forming early impressions and expectations (Bitner, 1992, p. 67; Rowley 

& Slack, 1999, p. 366). As discussed under this heading, studies on the effects of the 

servicescape and the service experience show direct and indirect influences on service 

quality. To reveal these influences, an assessment of the servicescape and the service 

experience on expectations is inevitable. 

2.3 Assessing and measuring expectations 

In previous parts, it has been discussed that the authors of this thesis perceive a service in 

three dimensions. The service dimension has been included in the assessment and 

measuring methods before, however the other two dimensions, servicescape and service 

experience, will also need to be measured in an appropriate and reliable way in order to 

create a multi-dimensional measure method for all potential factors that influence service 

quality. The argument that the servicescape and the service experience highly influence the 

expectations of service quality brings the authors to review the previous studies on 

assessing service quality expectations. 

 

While research has revealed a number of factors that may potentially influence service 

quality, it is difficult for practitioners to decide which features are most significant. Service 

quality has been claimed to be a multi-dimensional concept (Cronin & Brady, 2001, p. 36). 
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The dimensions are put forth by Parasuraman et al (1988) and confirmed by Walker and 

Baker (2000, p. 418) as reliability, responsiveness, assurance, empathy, and tangibles. 

Reliability describes the extent to which the service promised is performed accurately. 

Tangibles include servicescape and ambience. Responsiveness shows the level of the 

service provider‟s willingness to help customers. Assurance is creating confidence and trust 

for customers through the knowledge and courtesy of employees. Empathy is about giving 

individualized attention to customers. This multidimensionality has been used in assessing 

service quality by other researchers such as Rust and Oliver (1994, pp. 189-192) as service 

product, service delivery and service environment which was later modified by Cronin and 

Brady (2001, pp. 35-37) to the same number of dimensions (service outcome, physical 

environment and interaction). However, these dimensions are not always influential or 

important to the same extent. The service type might affect their importance and level of 

influence in total. For example, in services such as health care it might be hard to evaluate 

the quality of the service. Here, because of the type of service, other dimensions such as 

reliability and empathy become more important for the customer and are the base for 

assessment of quality (Herstein & Gamliel, 2006, pp. 310-311; Kang & James, 2004, p. 

267; Douglas & Connor, 2003, p. 167). 

 

The ability to measure quality is key to assessing whether or not the provider of the service 

is giving customers what they expect (Douglas & Connor, 2003, p. 165). However, what a 

customer expects is not a precise level. Walker and Baker (2000, p. 412) have supported the 

zone of tolerance concept, originally invented by Zeithaml, Berry, and Parasuraman (1993). 

The concept includes two levels of expectations, desired and adequate, between which 

customers are accepting the level of service quality. Adequate expectations are indicating 

the lowest level the customer is willing to accept, while desired expectations will totally 

satisfy the customer. The lower level is often changing whereas the higher level stays more 

or less unchanged over time (ibid). This concept shows managers that consumers do not 

expect a definite level, but rather accept a certain margin of error in the service quality 

delivered (see Figure 2). Notably, the zone of tolerance varies from industry to industry and 

from firm to firm. Furthermore, it has been argued that the width of this zone depends on 

the usage situation of the service, the importance of the occasion, and other situational 

factors and the norms of the service setting (Woodruff, 1983, p. 300). Hence, the challenge 

is to reach a clear understanding of customers‟ expectations of the specific firm or industry 

in order to make sure that the service never delivers less than the least customers are 

expecting. At the same time, it might give an understanding of the requirements for 

exceeding customer expectations. How to assess customers‟ expectations is, however, not 

studied sufficiently in all industries. 

 

 

 

 

 

 

 

 

 

 
Figure 2 - Zone of tolerance, adapted from Walker and Baker (2000, p. 412-414) 
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Several ways to measure service quality have been introduced (Yang, 2003, p. 311; 

Douglas & Connor, 2003, p. 167). Some consider quality from the customer‟s point of view 

while others take the management perspective. Johnson and Mathews (1997, p. 292) 

highlight two approaches to assessment of service quality from the customers‟ perspective, 

one based on expectancy and the other on performance. The first approach is the 

expectancy-based assessment. The first widely accepted conceptualization of service 

quality is Parasuraman, Zeithaml, and Berry‟s (1988) GAP model. Ever since, there have 

been various arguments on its use in different service contexts as well as the shortcomings 

pointed out on its measure SERVQUAL. The GAP model states that service quality is the 

gap between customer expectations and perceptions of performance, with focus on 

strategies and processes for companies to use in search of service quality (Ueno, 2010, p. 

74). The second approach is the performance-based assessment, which seeks to understand 

service quality as customers‟ perceptions of service delivery only. The later was developed 

through testing of the expectancy based approach (Cronin & Taylor, 1994). 

 

Since one approach to measuring service quality is through customer expectations, it is 

critical to be able to measure expectations. However, researchers have demonstrated that 

the measurement of perceptions of service quality is sufficient while expectations are 

making a minor contribution to the overall evaluation. Nevertheless, even if expectations 

are not used as comparison standards within the GAP model they may still have an 

important role to play in service quality assessments (Cronin & Taylor, 1994, p .127; 

Johnson & Mathews, 1997, p. 292). 

 

According to Teas (1993, p. 19), it is logical to assume that when customers‟ expectations 

rise and get closer to the desired level of expectations it will have a negative effect on the 

perceived service quality. In other words, this up rise of the expectations would cause the 

zone of tolerance to narrow down and as a result make the customers perceptions of service 

quality less than before and eventually influence how they assess them. 

2.3.1 Expectations and assessment in the airport context 
In order to understand what the expectations are and why it is critical to measure them, it 

might help to know how service quality affects airport income and performance. Under this 

heading, it will be described how service quality is related to commercial activities at an 

airport and the airports‟ operational style, as well as the complex servicescape of an airport. 

Moreover, there is a discussion about how this one of a kind service experience influences 

the expectations of passengers and how this has changed over time. In addition, there will 

be a discussion about why passenger expectations cannot be assessed in the way that the 

mainstream service quality literature suggests. 

 

According to Freathy and O‟Connell (2000, p. 104), the two major sources of income for 

airports are aeronautical charges (charges imposed on airlines for using the airport 

facilities, including landing and apron charges and passenger fees) and commercial 

revenues. Due to the freedom airlines have in choosing which airport to work with, it has 

become increasingly important for airports to lower the aeronautical charges and also 

understand and satisfy the airlines‟ needs. In order to lower the aeronautical charges to keep 

the airlines at the airport, airports have been forced to expand their commercial activities to 

include for example catering, car parking, money exchange and retailing as an alternative 
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way to generate revenue. It might also be a chance to improve customer service and its 

quality by making private firms interested in bringing their businesses to airports. These 

incomes are helping airports with balancing their financial statements and making them less 

reliable on aeronautical income (ibid).  

 

Freathy and O‟Connell (2000, p. 105) argue that due to the nature of airports‟ operation 

style, service providers at airports have access to a captive audience. Rowley and Slack 

(1999, p. 363) describe the increasing presence of retailers in airports, particularly in 

departure lounges, as retailers have found waiting passengers to be profitable. According to 

World Airport Week, cited by Fodness and Murray (2007, p. 493), passengers usually 

spend over one hour on average in the airport servicescape. This is especially true for 

international travelers, as many international flights have a two-hour check-in requirement. 

Thus, international airports benefit from the fact that international travelers tend to spend 

more time waiting in airports (Freathy & O‟Connell, 2000, p. 106). 

 

Paternoster (2008, p. 218) points out that that no matter who provides and delivers the 

service, the airport would be held responsible for the service and its quality by the 

customer. Freathy and O‟Connell (2000, p. 105) argue that passengers often cannot 

differentiate between those services provided by the airport and those provided by others. 

These expectations are real, even though they might not be fair from an airport perspective. 

This fact has forced airports to include more or less everyone in their marketing strategies 

instead of only taking under consideration the airlines‟ needs (ibid). This argument 

provides another motive for airports to search for the service quality expectations of 

passengers, not only from their services but from all service providers at the airport. 

 

According to Rhoades, Waguespack, and Young (2000, p. 258), customers have been 

seeing airports as a take-it-or-leave-it offering as airports traditionally have been accepted 

monopolies. No matter the issue, whether it has been poor parking arrangements, confusing 

terminals, or limited food and retail facilities, airport authorities have for years forced the 

consumer to accept the situation because there has been no established service performance 

standard (ibid). However, this has changed and now that airports are exposed to 

competition as a consequence of privatization, providing passengers and airlines with 

options, an airport can no longer survive with those attributes. Leave alone the competition 

with the new generation of high-speed trains. Altogether, the new competition settings have 

forced airports to differentiate their offering by pleasing customers with unique experiences 

and promising reliable basic services that are at least as good as those of the best rated 

airports (Paternoster, 2008, p. 221). Douglas and Connor (2003, p. 167) claim that the 

intangible aspects of services might be a possible way for service providers to differentiate 

themselves and this might be an opportunity to accomplish what Paternoster sees as a must 

for airports today. Under the following heading the authors will discuss the existent need 

for a new model in the airport context. 

2.3.2 The need for a new measure in airports 
Increasingly, airports are seeking to escape their traditional role of being solely an 

infrastructure provider. Just as other businesses they are in need of top class management as 

well as other competencies and business practices. This has become even more important 

since the increased airline choice on airport selection has placed airports in a competitive 
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environment that demands competitive action (Graham, 2005, p. 99; Freathy & O‟Connell, 

2000, pp. 104-105). Airport services are provided in a complex context and since they are 

not provided and managed by a single provider, the airport has been held responsible by 

customers (Graham, 2005, p. 100; Paternoster, 2008, p. 219). 

 

Travellers in transit in international airport lounges form a temporary community and the 

airport servicescape has been specially designed to entice, occupy and entertain that 

community. Some airports have been more successful in creating these environments than 

others (Rowley & Slack, 1999, p. 364). Skytrax (2010), well known for holding two annual 

major passenger surveys worldwide, World Airline Survey and World Airport Survey, has 

ranked Hong Kong, Seoul and Singapore Changi airports as the three top airports in the 

world based on their quality of product and service. Airport service quality depends on the 

airport‟s ability to understand and exceed customers‟ expectations and needs (Paternoster, 

2008, p. 224). Airport service quality literature and research is distinguished from one of 

the mainstream service quality perspectives (the GAP model) by its focus on quality at the 

attribute level. Researchers attempting to measure airport service quality typically proceed 

from a list of objective indicators of service that are developed from discussions with 

airport stakeholders. This includes airport and airline operators, consultants, regulators and 

travel industry managers but often not passengers. 

 

There is previous research on service quality expectations in various contexts, such as 

Parasuraman et al‟s (1985) study on financial services and product repair and maintenance 

services, Cronin and Taylor‟s (1992) study on banking, dry cleaning and fast food, Kang 

and James‟ (2004) study on cell phone services, Herstein and Gamliel‟s (2006) study on 

health care services, and Parasuraman et al‟s (1994) study on 300 retail chain stores. 

However, there is only a limited amount of conceptual and empirical work on passengers‟ 

expectations of airport service quality (Fodness & Murray, 2007). Due to the complex 

airport servicescape and the gathering of diverse services in one setting, service quality 

expectations are complicated to measure in this context. Furthermore, because of the 

privatization trend seen in the airport industry, and airports‟ rapid adoption of business-like 

strategies and increasing commercialization, managers need better tools to handle this 

paradigm shift (Graham & Dennis, 2007, p. 161). Confirming this, researchers agree that a 

new measure for customers‟ expectations in this unique context is needed. Moreover, this 

measure should be comprehensive and able to assist airport managers. Also, the increased 

competition between airports has created a need for a standardized measure of airport 

quality (Rhoades et al, 2000, p. 258). The authors of this thesis believe that this measure 

can form a base in the creation of such a standard. 

2.4 Introduction to the empirical study 

Fodness and Murray (2007) have seen the need and in order to fill the gap in research when 

it comes to airport service quality expectations and have conducted a comprehensive study 

in two phases on six US airports. They based their study on a thorough literature review by 

examining the quality measures used in other services and if they are applicable to the 

airport industry. Then, in search of related work on service quality expectations at airports, 

they introduced a study carried out by Rhoades et al (2000) on key airport quality factors 
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from the perspective of various airport stakeholders. Also, they reviewed Chen (2002) and 

Yeh and Kuo (2003) that both approached airports from other stakeholders‟ perceptions of 

passengers‟ airport service quality expectations, not from the passengers themselves. 

Fodness and Murray (2007) find the airport service quality literature to lack an integrated 

model of multi-dimensional passenger expectations. Also, they point out that there is not 

enough research done on service quality measurement at airports, in particular there is no 

studies exclusively on passengers‟ expectations. They argue for the need of a reliable scale 

measuring airport service quality in order to (1) assess customer expectations, (2) identify 

and prioritize service areas requiring managerial special attention and action, and (3) 

provide airports with indications of how to establish and sustain competitive advantage 

based on service quality strategy. 

 

Consistent with accepted practice in marketing and service quality research, they first 

conducted a series of qualitative studies on passengers‟ airport experience in order to 

understand the aspects of passengers‟ expectations of airport service quality. The 

qualitative studies were conducted in order to develop rather than to test hypotheses and 

were based on three different qualitative methodologies; focus groups, in-depth interviews, 

and content analysis of comments from websites. 

 

The in-depth interviews were carried out among 100 passengers at the terminal waiting 

areas of a major airport who were actively engaged in the airport experience. The focus 

group study was held on 72 frequent flyers (platinum-level American Airlines members) 

within six focus groups. The content analysis was based on 1500 comments gathered at 

airport websites without any incentives. These three studies together were compiled and 

created a comprehensive list of airport service quality themes. After eliminating those 

themes that implied the same aspects, a final list of 65 themes was formed. 

 

With the assistance of literature, Fodness and Murray (2007) created a preliminary 

conceptual model for airport service quality. They based it on the data obtained from the 

qualitative part of the study, as well as motivational psychology due to its insight on 

individuals‟ waiting time allocation. In addition, they used the qualitative research held in 

service quality by Dabholkar et al (1996), to develop a survey instrument. They also used 

the well-known hierarchical structure having dimensions and subordinate dimensions of 

service quality in other settings by Brady and Cronin (2001) and Dabholkar et al (1996). 

This model includes three primary dimensions; servicescape, service personnel and 

services. It suggests that each of these dimensions hold within three sub dimensions. The 

servicescape dimension was based on Bitner‟s (1992) study as well as other servicescape 

studies. The second dimension, service personnel, was based on studies on interaction in 

service delivery by different researchers from the late 80s until present time, working on 

SERVQUAL and the five key dimensions. Service, the third dimension, was based on 

productivity and maintenance theories, relating to an easing or frustrating airport 

experience. The dimensions of servicescape contain spatial layout and functionality, 

ambient conditions, and signs and symbols. The service personnel, or „interaction‟, 

dimension consists of attitudes of service providers, employee behavior, and the expertise 

of the service personnel. The third dimension, services, is further organized by productivity, 

maintenance, and leisure. Based on these three general dimensions and the nine subordinate 
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dimensions, Fodness and Murray created twelve hypotheses to be tested in a quantitative 

study. 

 

The quantitative study was based on a seven-scale Likert questionnaire. The survey was 

mailed out to 1765 frequent flyers, defined as having three or more air trips annually and an 

income over $50,000 per year. The sample was selected nation-wide in the US with an 

equal number of males and females. The survey had a response rate of approximately 41 

percent which is notably higher than market research standards, ranging from ages 17 to 75 

with an average of 48. Respondents reported an average of nearly four pleasure trips and 

nine business trips by air within the last year. 

 

By using exploratory factor analysis, the pattern of correlations within the set of observed 

variables was explained, and through confirmatory factor analysis the empirical results 

were compared to the three main factors in the preliminary model. After using statistical 

techniques in factor analysis, only 32 items that loaded specifically on a single factor were 

selected for the final model. The results, to some extent, supported the preliminary 

conceptual model that Fodness and Murray (2007) suggested for passengers expectations of 

airport service quality. The results also suggested modifications for the model. They re-

specified the preliminary model into a model that still had three dimensions (function, 

interaction, diversion) as shown in Figure 3. 

 

Figure 3 - Re-specified model following exploratory factor analysis  

                 (Fodness & Murray, 2007, p. 502) 

 

The final model was named “Hierarchical structure for airport service quality 

expectations”. While having the same three general dimensions from the re-specified 

model, it did not support some of the hypotheses made earlier. Consequently, not all factors 

fitted in the final model (see Figure 4). Based on the findings, Fodness and Murray (2007) 

suggest that the final model should be structured on three basic aspects and because these 

three general aspects have a high order factor they hold within a number of factors related 

to them within the passenger‟s mind. The three main factors are function, interaction and 

diversion. The function main factor is supported strongly and has been observed related to 

effectiveness and efficiency. The interaction main factor was found not to have any 

subordinate factors even though it is supported strongly. The third main factor, diversion, 

was again strongly supported and productivity, décor and maintenance were the three 

factors supporting this dimension. 
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Figure 4 - Final model: hierarchical structure for airport service quality expectations  

                 (Fodness & Murray, 2007, p. 502) 

 

Fodness and Murray (2007, p. 503) concluded that “service quality of airports must be 

defined by and measured from passengers themselves and not by or from others”, since 

airport managers often have used travel or airport professionals for insights of airport 

service quality. They show this by stressing the fact that many service attributes that are 

commonly measured by travel or airport professionals were left out from their passenger 

data based model; presumably they were not seen as to be important by passengers. Also, 

they suggest that their findings offer a guideline for airports with ambitions to use service 

quality in the differentiation strategy. 

 

Fodness and Murray (2007) highlight that their single study is limited by the fact that it is 

performed in an exact point of time, and will therefore not form sufficient information nor 

provide a fully developed conceptualization of passengers‟ expectations of airport service 

quality. Furthermore, these expectations are to be general expectations without considering 

the passengers‟ trip or reason, and airport characteristics. This study has only included 

domestic U.S. air travelers and the generalization of it must be studied. 

 

For the remainder of this thesis, the study by Fodness and Murray (2007) will be referred to 

as the original study. Also, the words factor and dimension should be viewed as synonyms. 

2.4.1 Arlanda and Umeå as a case 
Since the original model by was held  the United States and it needs to be conducted in a 

different context for further generalization. Graham (2008) points out that the average for 

the whole world on non-aeronautical revenue per passenger in 2006 was approximately 

US$8 while the European average was approximately US$12. Of interest, Arlanda was not 

among the top 21 high revenue gainers on non-aeronautical income in Europe. This 

provides an opportunity to examine the generalizability of the model by testing it among 

passengers at Arlanda. To make sure the outcome of this study fits the Swedish context 

beyond Arlanda, this study was also conducted at Umeå City Airport. 
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2.4.2 Conceptual framework for the empirical study 
The authors of this study think that these three dimensions, the service itself, the service 

experience, and the servicescape, should be the main factors in the assessment of service 

quality expectations. To some extent, Fodness and Murray‟s study reflects the same thing 

in their preliminary model. They are introducing service, servicescape and service 

personnel as the main factors of service quality expectations. In this chapter, only the two 

dimensions servicescape and service experience has been discussed. Servicescape has been 

seen as the physical layout of the airport, ambience, and signs and symbols used to direct 

people at the airport, saving time for them and enhancing the airport experience. Service 

experience includes interaction with the passengers both by personnel and automated 

means, providing assurance, empathy and reliability for passengers, and ease 

communication. The authors of this study believe that the third dimension, or the main 

aspect of services, has been adequately argued for in the literature and it is certain that it 

should be a major dimension of any model of service quality expectations. Figure 5 shows 

the logic of the dimensions which the authors of this study find important according to the 

literature reviewed, and how they relate with the preliminary model by Fodness and Murray 

(2007) coming from their literature review and the final model coming from the factor 

analysis in their empirical study. 

 

The empirical study in this thesis will show if the original final model can be applied to a 

Swedish context and if it will need to be modified. The authors of this study will come back 

to this framework later. 
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Figure 5 - Conceptual framework for the empirical study 
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3 METHODOLOGY 

First, the reader will be briefly informed about the study in hand. With that in mind, the 

reader will be guided through the methodological assumptions. Then, focus will move to 

the strategy and how the study was designed. Also, there will be a discussion about the 

steps taken to collect good quality data. Finally, ethical considerations will be discussed. 

3.1 Philosophical assumptions 

This study was a test if and how the „Hierarchical structure for airport service quality 

expectations‟ model by Fodness and Murray (2007) can be applied in another context than 

the original. Using the same questions, the researchers of this study imitated the original 

study. Questionnaires were handed out among passengers at two Swedish airports and the 

results were used to conclude if the model is applicable in a Swedish context. The authors 

tried to keep the methods and the structure of the empirical study as close to the original as 

possible. 

 

In order to find out if the model fits the given context, data was collected using a self-filled 

questionnaire including a limited number of closed scaled questions. Statistical tools were 

used to structure the data and describe the existing characteristics and analyzing the data 

from a defined target group. Therefore, the objective of this study can be referred to as 

descriptive (Shiu, Hair, Bush & Ortinau, 2009, p. 62; Kent, 2007, p. 12). 

 

The authors started their work by reviewing literature and previous work done in the field 

of service quality and expectations as well as a thorough study of the „Hierarchical structure 

of airport service quality expectations‟ model that offered a new approach to the 

understanding of passengers‟ expectations of airport service quality. Following this 

deductive logic, representing the most common view of the relationship between theory and 

research according to Bryman and Bell (2007, pp. 10-11), a test of the model was created 

by basing a particular domain on theoretical considerations. The tested model was deducted 

from the literature in hand and translated into operational terms for the given context. 

 

The study was conducted free of judgment and value, while considering social entities 

independent from social actors, portraying the objectivist position (Bryman & Bell, 2007, 

p. 16; Saunders, Lewis & Thornhill, 2007, p. 108). It was testing a model to create 

explanations and laws (deductive approach) by advocating the application of natural 

science methods to study a social reality (Bryman & Bell, 2007, p. 17; Saunders et al, 2007, 

p. 117). Hence, the authors of this study considered themselves as positivists. The study in 

hand had the purpose of finding if and how the examined model fits in a new context, 

possibly to suggest minor changes and improvements without making any judgment of it. 

As a result, the authors could say that they had a regulatory purpose rather than a radical 

one. Combined with the objectivistic point of view, this study can be identified as having a 

paradigmatic position of functionalism which, according to Bryman and Bell (2007, pp. 22-

26) and Saunders et al (2007, p. 112), provides a problem-solving orientation leading to a 

rational explanation of the situation. 
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The authors of this study have been referring to reality from the objectivist point of view, 

due to the fact that they were seeking to test the „Hierarchical structure of airport service 

quality expectations‟ model in a different context. This model implies that the factors of 

airport service quality expectations can be dimensioned. Ontology as reality has been 

viewed from two broad perspectives, the objective and the constructive. From the objective 

point of view it is argued that reality exists out there and is independent of social actors‟ 

influence. On the other hand, constructionism considers perceptions and actions of the 

social actors as if they can and should be considered as the building blocks of reality 

(Bryman & Bell, 2008, pp. 22-23, Saunders et al, 2007, pp. 108-109). 

3.2 The case study strategy 

The concept tested in this study was service quality expectations in an airport context. The 

study was based on the recent research by Fodness and Murray (2007) on finding 

dimensions of airport service quality expectations. These dimensions were indirect and 

found through factor analysis and were based on how the passengers associate specific 

themes with dimensions of service quality in their minds. The research was designed to test 

a concept, which is the building block of theory that is symbolizing a part of the social 

world (Bryman & Bell, 2007, pp. 157-158). The research strategies listed by Saunders et al 

(2007, p. 135) are experimental, survey, case study, action research, grounded theory, 

ethnography, and archival research. 

 

According to Saunders et al (2007, p. 139) and Bryman and Bell (2007, p. 62), case studies 

usually include an empirical investigation that takes place in a particular organization, 

location or an event with a detailed and intensive analysis. Furthermore, the case study 

strategy has been seen as an appropriate way to create a thorough understanding of the 

context in which the study is conducted. The authors of this thesis considered this study as 

a case study in a Swedish context. As well, this study can be considered as a test of the 

original model in a Swedish context. In addition, there were two sub contexts (a Swedish 

international airport and a Swedish small sized domestic airport). Since in some arguments 

in the analysis chapter two sub contexts are compared, the strategy could be referred to as a 

multiple case study according to Saunders et al (2007, p. 140). Bryman and Bell (2007, pp. 

62-66) state that the multiple case study design emphasizes the uniqueness of each case. 

 

The case study is concerned with the relation to theory and the theoretical reasoning and 

analysis done by the researcher about how well the theory is supported by the data. 

Although many case studies are inductive, this type of design is not necessarily associated 

to the inductive approach (Bryman & Bell, 2007, p. 64). The authors of this study were 

trying to create a better understanding of passengers‟ airport service quality expectations 

and tested a model in a different context from which of the original studies. According to 

Yin (2006, p. 61), such a case could be identified as a critical case. 

 

Social science researchers suggest that it is easier to understand and analyze social 

phenomena through comparison. Comparing cases can start from at least two meaningfully, 

constraining cases, and it is not limited to qualitative or quantitative methods. Cross-

cultural or cross-national research is one of the fields in which a comparative design is used 
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more frequently (Bryman & Bell, 2007, pp. 68-69). In this study, two Swedish airports 

were studied, a domestic small sized airport and an international airport with 20 times more 

passengers annually. The cultural settings, such as values, customs, traditions, lifestyles, 

thought patterns, act patterns, and language differences, can be a source for different 

results, but also for comparing the results. In the case of this study, the differences between 

the original study‟s context and the Swedish setting were examined while testing the 

original model. Bryman and Bell (2007, pp. 68-69) argue that a key aspect when using a 

case study is to create a possibility for the resulted findings to open a new path into theory. 

Furthermore, Saunders et al (2007, p. 140) argue that the reason for using a case study is to 

be able to generalize by establishing if the findings from one case occur in other case 

studies. 

3.3 The quantitative method and its criticism 

There are two basic research methods that are used in business studies, the quantitative and 

the qualitative methods. In short, quantitative research has a deductive logic with emphasis 

on testing theories. It also includes the logic of the natural scientific model as well as the 

positivist approach, and sees social reality as externally objective. Qualitative research, on 

the other hand, has an inductive logic and includes theory generation by emphasizing 

words. It does not have the positivist approach nor the standards and designs of the natural 

scientific model but reflects an interpretive view of reality (Bryman & Bell, 2007, p. 28). 

 

According to Bryman and Bell (2007, p. 29), it should be pointed out that even though 

these two methods generally are inseparable and that usually only one is chosen for a study, 

one study might carry aspects from both methods. Indeed, there are researchers who argue 

that both methods can be used for one purpose, as was the case in the original study on 

which this thesis was based. Fodness and Murray (2007) first carried out a qualitative study 

to find the themes that were eventually tested in the quantitative part of their study. 

According to Saunders et al (2007, p. 147), this type of study is referred to as a mixed 

structure. For the purpose of this thesis, the quantitative strategy was used, referred to by 

Bryman and Bell (2007, p. 154) as the deductive process of numerical data collection to 

find a relationship between theory and research. 

 

The quantitative research method has been criticized by researchers that agitate for the 

qualitative method. This criticism can be arranged in three main groups; criticism of the 

methodological assumptions, quantitative research as a method, and the designs in 

collecting and analyzing data associated with the quantitative method (Bryman & Bell, 

2007, p. 173). The arguments will now be dealt with separately. 

 

Phenomenologists have criticized social scientists for viewing the social world as following 

a natural order when they use quantitative methods by ignoring peoples‟ interpretation of 

social matters (Bryman & Bell, 2007, p. 173). In the original study by Fodness and Murray 

(2007), they tried to prevent this critic by two means. First, they were holding surveys of 

qualitative research in order to understand interpretations of passengers‟ service quality 

expectations. Second, in order to prevent different interpretations from an asked question, 

they aimed for straightforward themes that, based on the qualitative study, best reflected 



 

23 

METHODOLOGY 

only one aspect of service quality expectations in their model. The authors of this study 

ignored the factors that loaded on more than one dimension in the final results. The factor 

was removed due to the respondents‟ possible misunderstanding or misinterpretation of a 

certain theme. 

 

Critics have argued that limiting answers to questions by having closed questions or scaled 

answers simply denies the possibility to have different interpretations from an asked 

question and does not solve the problem (Bryman & Bell, 2007, p. 173). In the creation of 

the original model, the use of different qualitative research methods reduced the probability 

of such a problem but the problem still stands. However, for the purpose of a master‟s 

thesis, the authors believe that the quantitative method with self-filled questionnaires is an 

accurate data gathering method with respect to the purpose and the research questions. 

 

Another criticism of the quantitative method is the relation between research findings and 

everyday life, meaning that the results might reflect certain aspects of real life, especially 

among self-completion questionnaires, the researcher cannot be sure that people answer the 

same as they act in reality (Bryman & Bell, 2007, p. 173). Researchers can never be sure if 

people do answer as they act in reality or if they do not. On the other hand, what can assure 

practitioners about the usefulness of the tested model is putting it into practice and search 

for improvements in airport service quality perceptions and satisfaction levels of 

passengers. 

 

Having an objectivist ontology that tries to simplify the social world with statistical 

methods might create an independent view from each respondent (Bryman & Bell, 2007, p. 

173). Although the authors of this thesis believed that this criticism can be totally 

considered true, the aim of this study was not about each individual but the group or society 

they create. The aim of this study was to test the „Hierarchical structure for passengers‟ 

service quality expectations‟ in a Swedish context. 

3.4 Data collection 

In order to conduct a quantitative multiple case study, it is essential to have a suitable data 

gathering method. As explained previously, the study was quantitative and it was needed to 

follow the structure of the quantitative method. 

3.4.1 Questionnaire design 
The questionnaire was based on the 32 original themes stated as the most important factors 

in the original study. The questions were offered in both an English and Swedish version. 

The authors were aware that a bilingual questionnaire might bring difficulties in the data 

collection procedure as well as influencing the data analysis. However, the Swedish context 

could be referred to as a bilingual country since English is obligatory in primary education. 

Besides that, the respondents were offered to choose language themselves. The English 

version contained the questions from the original study without any modification by the 

authors of this thesis. To be able to draw conclusions, four demographics questions were 

added in the beginning, for a sum of 36 questions. The original study‟s methodology and 

questionnaire design was followed to the extent possible. The Swedish version was a 
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translation of the same questionnaire, confirmed by three Swedish international business 

students at the master‟s level, as well as by the supervisor. Saunders et al (2007, p. 356) 

suggest that the questionnaire should be confirmed by experts. 

 

The questions were formulated as expectation statements for which the respondents were 

asked to express their agreement level on a seven grade Likert scale from totally disagree to 

totally agree, leaving respondents with a broad interval to respond. Questionnaires were 

completed by the respondents themselves, which refers to self-administrated questionnaires 

according to Saunders et al (2007, p. 356). In addition, the authors performed a pilot test of 

ten questionnaires prior to handing them out at the data collection sites. The purpose of a 

pilot test is, according to Saunders et al (2007, p. 386), to polish the questionnaire so the 

respondents have less problem in answering the questions. Furthermore, it enables the 

researcher to assess the validity and reliability of the data that will be collected later. The 

test was carried out among international students and provided valuable feedback to the 

researchers about the general design and phrasing of the questionnaire. Some minor 

grammatical refinements were applied to the translation of the Swedish version. Also, there 

were minor changes in the demographic part of the questionnaire based on Swedish norms. 

The age interval first stated as 25-40 was adapted to 26-40 according to Swedish air travel 

norms, applying a youth discount for passengers younger than 26 years of age. 

3.4.2 Arlanda and Umeå airports 
The study was measuring service quality expectations concept in an airport context, based 

on the 32 themes from the original study. The study was limited to Swedish airports and 

within this context, the authors have decided on two sites, or sampling points, for data 

collection (Kent, 2007, p. 233). The two sites were Umeå City Airport and Stockholm 

Arlanda Airport. Bryman and Bell (2007, p.156) point out that the selection of the research 

sites and research subjects or respondents should have a logical reason. The original study 

was carried out among frequent users of airports in the United States. The reason for 

choosing airports in Sweden was that the original model has not been tested in a Swedish 

context. The logic of using Arlanda Airport was its international recognition as well as 

being the largest airport in Sweden with five terminals and roughly 20 million passengers 

annually. In contrast, Umeå City Airport was chosen due to being a domestic small sized 

airport with only one terminal and with approximately one million passengers per year. 

Since the authors did not have access to a list of frequent users of airports, they decided to 

collect the empirical data at airports where the probability of finding experienced airport 

users is high. 

3.4.3 Sampling and respondents 
The data was collected with permission from Swedavia, the Swedish airport operator and 

Luftfartsverket (LFV), the Swedish Civil Aviation Administration. First, the survey was 

held in the departure lounge at Umeå City Airport by the authors on May 6
th

 2010. A total 

of 170 questionnaires were filled at a working day between 6 AM and 2 PM which are the 

airport‟s busy hours. To do the sampling, the authors had to define the population under 

study. The population was the passengers present at the two sites at certain dates and times. 

The sampling used was probability sampling in which the sample units were chosen 

independent of human judgments. However, the probability of their selection could not 

exactly be measured because of lack of information about the total size of the population. 
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Even though the selection of the units was not systematically random, the authors largely 

removed human judgment by approaching any random passenger in the departure lounge 

regardless of age, gender, ethnicity, look or other factors (Kent, 2007, pp. 229-231). The 

questionnaires were available both in Swedish and English to enable the authors to collect 

data from any member of the population under study. 

 

The questionnaires were distributed randomly and anonymously to 92 males and 78 

females. The data collection procedure was repeated during the busy hours from 5 AM to 2 

PM in May 14
th

 2010 on landside at the international terminal of Arlanda. There were 89 

males and 67 females in the sample. The authors could roughly confirm that almost one 

third of the passengers approached were willing to fill in the questionnaire. It is usually a 

difficult task to determine the sample size, but it was taken care of by the use of 

mathematical calculations and rules of thumb. The rule of thumb for factor analysis is to 

have at least five respondents per question according to Hair, Black, Babin, Anderson, and 

Tatham (2006, p. 112), adding up to a need for a sample of 160 respondents in this 

particular study. According to Hair et al (2006, p. 112) the guideline is to have at least 100 

respondents. Furthermore, the researcher should always pursue the highest cases-per-

variable ratio to minimize the chances of over fitting data. The number of respondents in 

both sites added up to 326, which equals ten respondents per question and creates a reliable 

sample which will result in a minimized bias and will also enhance the validity of the 

sample. 

3.5 Factor analysis 

After collecting the data, it was entered into SPSS 17 for categorization and processing. 

There were in total 326 cases which, based on the 32 questions and the analysis method 

used, were well over the minimum number of cases needed for the study to be statistically 

accurate. 

 

The process of quantitative research implies that concepts are specified and measures are 

then provided for them. The basis of the idea of operationalizing implies that a deductive 

view of research neglects the fact that measurement can entail much more of an inductive 

element. Sometimes, measures are developed that in turn lead to conceptualization, one 

way of which is a statistical technique known as factor analysis (Bryman & Bell, 2007, p. 

175). Even though the main purpose of creating a model is to generalize, Child (2006, p. 5) 

points out the risk of generalization and concludes that factor analysis is a technique that 

uses the best evidence available to reach this purpose. 

 

Factor analysis is defined by Shiu, Hair, Bush and Ortinau (2009, p. 630) as a multivariate 

statistical technique through which a large number of variables will be used as subsets that 

each describes a dimension of a concept. These factors are uncovered through summarizing 

the information from the data collected through a quantitative method. Factor analysis 

provides a mathematical model that describes certain areas of nature and its main purpose is 

to orderly simplify several interrelated measures (Fruchter, 1954, p. 3; Child, 2006, p. 1). In 

this technique, a number of items existing in theory and research on the subject are 

administered to a sample of respondents and the results are analyzed (Bryman & Bell, 
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2007, p. 175). This type of analysis explains the pattern of correlations within the set of 

observed variables. It determines if the variations represented can be held adequately 

responsible for a number of main dimensions less than when the examination started. Thus, 

many measures can be explained with just a few categories of reference variables (Fruchter, 

1954, p. 2). 

 

In factor analysis there is no distinction between independent and dependent variables and 

they together identify the underlying factors of a concept (Shiu et al, 2009, p. 630). The 

inter-correlation of themes or other measures is gauged to determine the number of 

dimensions the test space occupies. These dimensions are identified in terms of general 

concepts. The interpretation is performed by observing which themes load on a factor 

(Fruchter, 1954, p. 3). Factor loading is the correlation between each of the original themes 

and the factors developed (Shiu et al, 2009, p. 631). The next step is to understand on 

which attributes they are similar, as well as finding out why themes that are absent are not 

loading on the given dimension (Fruchter, 1954, p. 3). A complex concern in factor 

analysis is the decision on how many factors to retain and there is always more than 

one solution to this matter (Shiu et al, 2009, p. 631). 

 

Factor analysis has traditionally been used to find out if there is an underlying 

structure without forcing any prejudgments of the structure in a set of interrelated 

variables. However, in most scientific research, the researchers have an idea of how the 

factors might emerge which has led to a follow-up with confirmatory factor analysis 

after exploratory factor analysis (Child, 2006, p. 6). What differentiates exploratory 

factor analysis from confirmatory factor analysis is that in the first one the factors can 

only be named after the analysis is performed and cannot rise solely from theory (Hair 

et al, 2006, p. 773). In the original study, both exploratory and confirmatory factor 

analysis was used to create the „Hierarchical structure for airport service quality 

expectations‟. The authors of this thesis tested the model in a different context using 

exploratory factor analysis. Since a confirmatory factor analysis was not in the scope 

of the study, the authors performed a secondary exploratory factor analysis to create a 

hierarchical structure for the factor loadings and to suggest possible modifications to 

the original model. 

3.6 Quality criteria 

While having a positivist approach and a quantitative method, and to make sure the data 

was of quality, the authors of this study considered the concept of validity and reliability as 

the representatives of quality.  

 

To ensure validity, defined by Kent (2007, p. 277) as the extent to which an indicator or a 

set of them measures what it has been determined to measure, the authors were taking 

several steps to make sure the task was properly accomplished. Face validity is an intuitive 

process in which the same concept is measured with different methods (Bryman & Bell, 

2007, p. 166). This was taken care of by the original researchers‟ qualitative studies 

including interviews, focus groups and content analysis to create the set of 65 themes 

explaining the most important factors in assessing service quality expectations of an airport. 
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The internal validity and reliability of collected data is highly related to the design and the 

structure of the questionnaire, but also to results from a pilot test (Saunders et al, 2007, p. 

364). Neither the original questions nor the order of them were modified by the authors of 

this thesis. In addition, a pilot test was conducted. 

Douglas and Connor (2003, p. 172) point out that it is not sufficient to carry out a survey on 

one occasion only and to assume that the gap in theory has been bridged. Reliability, being 

concerned with the consistency of measures, is a necessity in scientific research. However, 

to make sure this measure is consistent over time, it was not possible to conduct a 

longitudinal study within the timeframe to verify that it is consistent over time in the 

Swedish context. In order to prevent subjective judgment in the data collection activities, as 

suggested by Bryman and Bell (2007, pp. 162-164), the questionnaire had no open ended 

questions to avoid varying judgments from the data collectors since more than one observer 

was involved. 

 

The internal reliability (scores on one indicator being related to scores on other indicators) 

needed to be taken under consideration as well. This task was accomplished by calculating 

the Cronbach‟s alpha, a measure that “calculates the average of all possible split-half 

reliability coefficients”. A high value of this measure suggests an acceptable level of 

internal reliability (Bryman & Bell, 2008, p 163-164). This study had a Cronbach‟s alpha of 

0.87 among the 32 seven-scaled questions, showing a high reliability level of the data. 

 

The best possible data can be created through a census but usually many restrictions force 

researchers to go for a sample from the population under study. An ideal sample, in order to 

guarantee the validity and reliability of the data, should be collected totally randomly, at 

many different days, at different times of the day, and at different sites (Saunders et al, 

2007, p. 204). However, because of the security limitations at airports, and because of the 

distances and limited timeframe of the study, it was not possible to collect data at many 

different occasions and sites. Consequently, the data was collected from each of the two 

sites at one certain day and one certain time respectively. However, due to the random 

sampling arrangement of choosing every fourth passenger passing by at Arlanda and 

choosing any random passenger at Umeå City Airport, the authors believed that the issue 

had been adequately dealt with.  

 

By using probability sampling, defined by Saunders et al (2007, p. 207) and Bryman and 

Bell (2007, p. 165) as each case‟s equal known or unknown probability to be selected, 

research quality as well as data authenticity was ensured. However, in this case the 

respondents were not chosen from a list and the total population was not known, the 

authors were extremely careful not to include personal and human judgments when 

selecting respondents in order to create a probability sample. Also, the use of ambiguous 

data that might have been misleading was avoided (Bryman & Bell, 2007, p. 165). 

Systematic probability sampling is defined by Saunders et al (2007, p. 218) as the selection 

of samples from a population with regular intervals. Since there was no list of the 

population, this act was performed by choosing every fourth person seen in the terminal. 

 

The study in hand was based on taking a step in generalizing original model. In quantitative 

research, researchers are usually seeking to generalize beyond the particular context of their 

study. No matter how perfect a random sample is collected, it should not be overlooked that 
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the results of the study can only be generalized to the population from which the sample 

originates. This would mean that the results of this study statistically, based on the provided 

significance levels, can only be generalized to the passengers at Umeå and Arlanda airports 

at the given dates and times. Nevertheless, this study can be a good base for taking a step 

towards the generalization of the „Hierarchical model of service quality expectations‟ since 

the results showed that the model in fact is applicable to another context than the original. 

Furthermore, this study replicated the original quantitative study‟s criteria to some extent to 

reduce the possible lack of objectivity and intrusion of the researchers‟ values. Since 

replication often is regarded as an important quality of research, the authors had thoroughly 

described the data collection process in order to assist researchers with a replication of the 

model (Bryman & Bell, 2007, pp. 171-172). 

 

Due to the unfortunate eruption of the Eyjafjallajökull volcano in April 2010, followed by 

the largest shutdown of European airports after the Second World War, the data collection 

had to be postponed a few weeks to make sure that the effects of the chaos had been 

reduced and airport operations were back to normal. Even though the data collection was 

postponed and even though it was pointed out in the questionnaires that the study was not 

related to the current situation, the turn of events might have influenced the data. 

3.7 Ethical considerations 

There are four main ethical considerations when conducting business research; the potential 

harm of participants, the lack of informed consent, the invasion of privacy, and deception, 

and each of these will be discussed. There are a number of aspects to consider but these are 

regarded as the most important by Bryman and Bell (2007, p 132). 

  

The researchers were carefully avoiding any kind of harm to the respondents of the 

questionnaire. The questionnaires were handed out at a neutral place, and the respondents 

were asked if they had the time to answer. Since travelers at an airport often are under time 

pressure due to having to catch a flight, the authors were cautious not to put the respondents 

under pressure or stress or to make them miss their flight. Also, the respondents filled in the 

questionnaire themselves. Any kind of harm to the respondent, either physical harm, harm 

to the respondent‟s self-esteem, stress, harm to employment, or inducing the respondents to 

perform illegal acts, is generally not accepted in research (Bryman & Bell, 2007, p 133). 

 

In the case of this study, there was no lack of informed consent since the respondents could 

both see the academic origin of the study as well as interact with the researchers. Informed 

consent means that the respondents should be well informed before deciding to participate 

in the study. For example, the researcher‟s true identity has to be known and the 

respondents should know if observation techniques will be used during an interview 

(Bryman & Bell, 2007, p. 137-138). The authors were carrying badges showing that they 

were allowed at the airport, and identified themselves as students working on their master‟s 

thesis. 

 

The questionnaire was anonymous and the respondents were guaranteed that their answers 

were not to be used in any other way than for the subject of a thesis. No conclusions could 
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be drawn from the data about the identity of the respondents. Furthermore, the authors had 

informed Swedavia about how they were going to use the outcome of the study and the 

manager in charge had no complaints. Moreover, there was close cooperation with the 

airports‟ marketing managers in order to not disturb the airport operations or the travelers. 

 

The study was designed not to be deceptive about its intentions. The authors were giving 

much information to both the airports and the respondents. However, deception is relatively 

common in research since researchers for various reasons do not want to show all aspects 

of the study to the respondent in order to get more accurate data (Bryman & Bell, 2007, p 

141-142). Because of the stressed environment at airports it is not possible, and for that 

matter necessary, to describe the whole study in detail to every respondent. Nevertheless, 

the most vital details for being able to answer the questions were clearly stated. 
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4 DEMOGRAPHICS AND FINDINGS 

From April 2010, a new organization called Swedavia is responsible for airport operations 

at 14 major Swedish airports. The total number of passengers in these airports was 

approximately 27 million in 2009. The data for this study was collected at Umeå City 

Airport and Arlanda Airport, both managed by Swedavia. First the demographics of the 

respondents will be presented. After that, some interesting findings will be highlighted to 

create a better understanding of the data. Then, the factor loadings will be presented. 

4.1 Respondent demographics 

The Umeå City Airport sample contained 170 respondents, distributed among 92 males 

(54.1 percent) and 78 females (45.9 percent). In the sample, 71.8 percent of the respondents 

were between 27 and 60 years of age. Approximately 75 percent of the respondents had 

more than three flights in the last twelve months, making them frequent flyers according to 

Fodness and Murray‟s (2007) standards. Besides the frequency of flights, respondents in 

the original study were chosen based on their income level. Since there was no need for 

information about income, it was not asked for in the study in hand. Furthermore, 

approximately 25 percent had more than ten flights in the last twelve months, a group that 

from now on will be referred to as high-end frequent flyers. Approximately 80 percent of 

the respondents were Swedish and the rest were people with other nationalities. Detailed 

descriptives can be found in Appendix 1. 

 

The sample from Arlanda Airport contained 156 respondents, distributed among 89 males 

(57.1 percent) and 67 females (42.9 percent). Out of these, 61.5 percent were between 27 

and 60 years of age. Half of the respondents (52.6 percent) had more than three flights in 

the last twelve months, and 15.4 percent had more than ten. Most of the respondents were 

Swedes (87.8 percent). 

 

The total sample of 326 respondents, gathered at both of the two airports, will now be 

discussed. The respondents were 55.5 percent males and 44.5 percent females, which is 

consistent with the fact that, in this sample, (see Appendix 3) men fly more frequently, 

making it logical to assume that more men are at an airport and have a chance to be a 

respondent. Furthermore, 66.8 percent of the respondents were between 27 and 60 years of 

age (see Appendix 1), making a notable influence on the results. Moreover, 64.1 percent of 

the respondents had three or more flights in the last twelve months (see Appendix 1), 

making the authors able to name them frequent flyers according to the original study. The 

distribution of the frequency of flights among respondents at each airport can be seen in 

Appendix 3. Even though the questionnaire was provided in both Swedish and English, 83.4 

percent of the respondents were Swedes, following the research purpose on testing the 

model in a Swedish context (see Appendix 1). 

 

Cross tabulation tables are provided in Appendix 4 to create an understanding of the 

respondents‟ demographic distribution based on gender, nationality, age, and frequency of 

flights separately at each airport and in total. They show a higher number of males and 

Swedes at both airports. It can also be seen that respondents between 27 and 60 years of age  
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are flying more frequently than the other age groups, which is predicted and understandable 

since the respondents in the original study had an average age of 47. A higher number of 

business travelers are seen in the sample from Umeå City Airport (see Appendix 3). This 

can be justified by the fact that a fraction of the data was collected in the morning when 

many business travelers are at the airport. Also, a higher number of males are frequent and 

business travelers in comparison to females. 

 

Even though the purpose of this study will be reached through factor analysis, the data has 

revealed a number of other noteworthy tidbits. Although not part of the purpose, 

correlations and means will be presented under the next heading to provide the reader with 

a better understanding of the situation. 

4.2 Interesting findings 

In this part, the most important correlations between the 32 themes and the demographics 

will be presented to create an understanding and a base for the data analysis. Even though 

the correlations might be considered weak they are highly significant. The tables below 

were extracted from a general table of Pearson correlations with a two-tailed t-test. Only 

the correlations with significance at the .05 and .01 level are flagged. 

4.2.1 Significant correlations 
Table 1 highlights the themes that have a significant inter-correlation with the age of the 

respondents. While two samples combined, the themes about gaining automated 

information on local hotels and expecting an immediate response to complaints are 

significantly correlated to the age of the respondents. 

 
Table 1 - Correlations with age 

 

  
 

Age 

 Automated 

information 

on local 

attractions 

Automated 

information 

on local 

hotels 

An airport 

should have 

current décor 

Complaints 

responded to 

immediately 

Total Pearson Correlation -.019 .180** .103 .186** 

Sig. (2-tailed) .737 .001 .066 .001 

N 324 323 321 321 

Umeå Pearson Correlation -.089 .102 .075 .306** 

Sig. (2-tailed) .249 .192 .335 .000 

N 169 165 166 167 

Arlanda Pearson Correlation .059 .109 -.054 .076 

Sig. (2-tailed) .466 .174 .505 .351 

N 155 156 154 154 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Table 2 highlights themes related to the respondents‟ frequency of flights. The themes are 

separated in two groups, one with the themes about waiting time at check-in, exiting the 

plane, and receiving the luggage, and one with the themes that are negatively correlated 

with the frequency of flights which shows the interest in airports‟ local and national stores. 

 
Table 2 - Correlations with frequency of flights 

Freq. of 

flight 

 
Waiting 

time for 

baggage 

Waiting time 

for check-in 

Waiting time 

to exit the 

plane 

Local 

cuisine at 

airport 

Nationally 

known retail 

outlets 

National 

chain 

restaurants 

Specialty 

stores on 

local culture 

Total Pearson Correlation .233** .236** .190** -.154** -.167** -.119* -.152** 

Sig. (2-tailed) .000 .000 .001 .005 .003 .032 .006 

N 325 321 323 325 323 321 323 

Umeå 
 

Pearson Correlation .204** .261** .236** -.138 -.087 -.067 -.059 

Sig. (2-tailed) .008 .001 .002 .073 .261 .392 .452 

N 169 166 167 169 168 166 167 

Arlanda Pearson Correlation .236** .161* .097 -.165* -.219** -.101 -.221** 

Sig. (2-tailed) .003 .045 .226 .039 .006 .209 .006 

N 156 155 156 156 155 155 156 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

4.2.2 Means 
The table of means for all the 32 themes is presented in Appendix 6. It shows the means for 

both Umeå and Arlanda data collection sites, as well as the total means. It provides an 

understanding of the importance of each of the 32 themes from the respondents‟ point of 

view. Table 3 is extracted from that table and is showing the highest and lowest means, 

representing the importance of each theme. 
 

Table 3 - High and low means 

 
 

Theme  Umeå Arlanda Total 

An airports physical layout should make it easy for passengers to find what they need 6.6294 6.5897 6.6104 

An airport‟s external signs should clearly direct me to airport services such as parking, car 
rentals, terminals, etc.  

6.4940 6.5742 6.5327 

I should be able to easily reach my connecting flight 6.5749 6.4423 6.5108 

An airport‟s waiting areas should provide comfortable seating 6.4192 6.5806 6.4969 

An airport should be clean 6.3892 6.5290 6.4565 

I expect employees at an airport to be courteous 6.3293 6.4323 6.3789 

A variety of ground transportation options to the nearest city should be available 6.3491 6.3718 6.3600 

I like many signs to be visible throughout an airport directing me to airport 

facilities (baggage, ticket counter, security, rest rooms, rental cars, transportation services, etc.) 
6.1677 6.2179 6.1920 

I expect baggage carts to be conveniently located 5.9222 6.0705 5.9938 

An airport should have plenty of open spaces to prevent crowding 5.8323 6.0645 5.9441 

An airport should have quiet areas in which to nap, read, or do business 5.7751 6.1218 5.9415 

Employees at the airport should be able to direct me to any airport service 5.9641 5.8910 5.9288 

Employees at an airport should be neatly dressed 5.6407 5.7821 5.7090 

It upsets me when I have to wait in line more than ten minutes during the check-in process 4.4639 3.9161 4.1994 

It upsets me when I have to wait more than ten minutes to receive my baggage after a flight 4.3669 4.0064 4.1938 

National chain restaurants should be available at airports 3.8133 4.4387 4.1153 

An airport should display art 3.7294 3.7179 3.7239 
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From the table, it can be concluded that the questions with highest means are those dealing 

with (1) physical layout and signs, (2) cleanliness and having comfortable seats available 

(3) ground transportation facilities and (4) having courteous employees. On the other hand, 

the theme related to displaying art at an airport had the lowest mean and was the only 

theme with a mean below four. Other themes with low means were related to waiting time. 

The waiting time suggested in these questions was ten minutes and was ranked higher by 

respondents with more than ten flights in the last twelve months. 

 

The table of means for all the 32 themes split by gender is presented in Appendix 6. The 

table shows the means for males and females as well as the total means. Table 4 was 

extracted from that table and shows those themes with the greatest difference in means 

between males and females. Furthermore, it is sorted by themes that are related to each 

other. Males show higher mean scores only on themes about waiting times, while females 

score higher on themes related to servicescape, employees, local matters, and art and décor. 
 

Table 4 - High and low means on gender 

Theme  Male Female Total 

I should be able to easily reach my connecting flight 6.4358 6.6042 6.5108 

An airport‟s waiting areas should provide comfortable seating 6.4413 6.5664 6.4969 

I expect baggage carts to be conveniently located 5.9106 6.0972 5.9938 

I expect employees at an airport to be courteous 6.2961 6.4825 6.3789 

Employees at the airport should be able to direct me to any airport service 5.8659 6.0069 5.9288 

Employees at an airport should never be too busy to respond to my requests promptly 5.4693 5.6111 5.5325 

Employees at an airport should be knowledgeable about local areas of interest 4.3073 4.4167 4.3560 

There should be an automated means of obtaining information on local hotels at an airport 5.3034 5.7972 5.5234 

There should be an automated means of obtaining information on local attractions at an airport 5.1056 5.4861 5.2747 

Opportunities to enjoy the local cuisine should be available at airports 4.9222 5.0552 4.9815 

An airport‟s décor should match the local culture of the city at which it is located 4.6592 4.9241 4.7778 

I expect to find a variety of specialty retail stores that portray the local culture at the airport 4.0838 4.2222 4.1455 

National chain restaurants should be available at airports 4.0449 4.2028 4.1153 

Nationally-known retail outlets should be available at airports 4.1333 4.5734 4.3282 

An airport should display art 3.6243 3.8483 3.7239 

An airport should have current décor 4.1067 4.3451 4.2125 

It upsets me when I have to wait in line more than ten minutes during the check-in process 4.3371 4.0280 4.1994 

It upsets me when I have to wait more than ten minutes to receive my baggage after a flight 4.3889 3.9517 4.1938 

4.3 Factor presentation 

With all the 32 themes listed, each theme was subjected to a principal component 

exploratory factor analysis. The analysis initially produced a number of factors with a 

retention based on having an eigenvalue greater than 1.00. Guidelines for the eigenvalue is 

suggested by Hair et al (2006, p. 122). All the factors were subjected to Varimax rotation in 

order to find a suitable loading and interpretation of the results. According to Hair et al 

(2006, p. 127), Varimax is widely used and is preferred when the goal is to reduce the 

number of themes by fitting them in factors. The themes that contained close loadings on 

more than one factor simultaneously were removed. According to Hair et al (2006, pp. 128-

129), it is possible to use a loading of 0.35 on this number of respondents. However, the 
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items in this study that were failing to load on any factor at a 0.45 or higher level were left 

out to bring higher reliability.  
 

Table 5 - Factor loading comparison 

 

 

 

 
 

 

 

 

 

Seven factors were generated and coefficient alphas and item-to-total correlations were 

calculated. The coefficient alpha values indicated that further removal of themes would not 

improve the alpha value noticeably. The results supported partially the original preliminary 

model as well as the original re-specified model. These factors and their relation to the 

original study are listed in Table 5 and the themes related to them presented in Table 6. 

. 

 
  

Loaded factors in 

empirical study 

Named factors in original study 

(Fodness and Murray) 

1st factor Effectiveness and Ambience 

2nd factor Maintenance and interesting Local context 
3rd factor Interaction 

4th factor Efficiency 

5th factor Productivity 
6th factor Automated means 

7th factor Décor and Conference facilities 
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Table 6 - Rotated extracted factors 

 Factors 

 1 2 3 4 5 6 7 

An airport‟s waiting areas should provide comfortable seating (29) .745       

I should be able to easily reach my connecting flight (36) .725       

An airport should be clean (28) .725       

External signs should clearly direct me to airport services (18) .697       

An airport‟s physical layout should make it easy to find what I need (5) .653       

I expect employees at an airport to be courteous (32) .611       

I expect baggage carts to be conveniently located (21) .556       

A variety of ground transportation options to the nearest city (9) .555       

Many signs should be visible directing me to airport facilities (19) .555       

An airport should have plenty of open spaces to prevent crowding (34) .500       

A variety of specialty retail stores that portray the local culture (30)  .784      

Nationally-known retail outlets should be available at airports (13)  .731      

National chain restaurants should be available at airports (27)  .685      

Opportunities to enjoy the local cuisine should be available (12)  .657      

Employees should be knowledgeable about local areas of interest (35)  .612      

An airport‟s décor should match the local culture of the city (10)  .508      

There should be employees at an airport available to offer me 

individualized attention (26)   
.656 

    

Employees should be able to direct me to any airport service (25)   .552     

Employees should never be too busy to respond to my requests (20)   .519     

An airport should have current décor (24)   .489     

It upsets me when I have to wait in line more than ten minutes during 
the check-in process (22)   

 .858  
  

It upsets me when I have to wait more than ten minutes to receive my 

baggage after a flight (14)   
 .834  

  

I should be able to exit the airplane within ten minutes of landing (23)    .697    

I expect my complaints to be responded to immediately (33)        

An airport should display art (7)     .788   

Conference facilities should be available to me at an airport so that I 

can conduct meetings (6)     
.562   

An airport should have business centers, providing computers, phones 
and faxes (15)     

 .726  

Airports should have quiet areas to nap, read, or do business (8)      .515  

There should be an automated means of obtaining information on local 

attractions at an airport (11)     
  .772 

There should be an automated means of obtaining information on local 
hotels at an airport (17)     

  .461 

Reliability coefficient(alpha) .87 .80 .671 .772 .444 .47 .608 

Eigenvalue 5.033 3.451 2.649 2.489 1.553 1.547 1.393 

Percent of variance explained 15.728 10.787 8.277 7.778 4.854 4.835 4.354 

Cumulative percent of variance explained 15.728 26.511 34.788 42.567 47.420 52.255 56.609 

 

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization. 
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It was necessary to find out which factors among these seven were inter-related without 

using a confirmatory factor analysis. After adding up the scores of the themes that were 

loading on the same factor and dividing them by the number of questions to keep the same 

scale, another round of exploratory factor analysis was performed on these seven factors in 

order to perform the task without a confirmatory factor analysis (see Table7). 

 

 
Table 7 - Seven factors from secondary exploratory factor analysis 

 Diversion Function 

Décor and conference facilities .738 -.167 

Local context .719 .277 

Productivity .668 .250 

Automated means .599 .309 

Efficiency -.050 .744 

Servicescape (effectiveness and ambience) .248 .733 

Interaction .337 .718 

Reliability coefficient(alpha) .589 .662 

Eigenvalue 2.043 1.869 

Percent of variance explained 29.182 26.706 

Cumulative percent of variance explained 29.182 55.888 

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 3 iterations. 

 

 

The results showed two general factors that together describe 55.9 percent of the variance. 

In fields of science where the data is less precise, such as social sciences, it is common to 

consider solutions that even explain less than 60% of the variance according to Hair et al 

(2006, p. 120). The first general factor (diversion in the original study) includes the local 

context, productivity, automated means, and décor and conference facilities factors and the 

second general factor (function in the original study) includes the servicescape, interaction, 

and efficiencty factors. Of notice, the automated means factor as well as the interaction 

factor load partially on both main factors. The reason behind these loadings will be 

discussed in Chapter 5.  
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5 DISCUSSION 

The data presented in the previous chapter will now be analyzed. Each of the seven loaded 

factors will be thoroughly discussed and related to the literature. Then the loaded factors in 

this study will be compared to the original study‟s final model as well as the model 

suggested by the reviewed literature. 

 

The presentation of demographics in the previous chapter concluded that 64 percent of the 

respondents had more than three flights in the last twelve months. The higher number of 

frequent flyers at the Umeå site might be a result of the high share of business travelers in 

the morning flights. Even though they can be seen as frequent flyers (having more than 

three flights annually) according to Fodness and Murray (2007), the average in the original 

study was 13 flights in the last twelve months. Furthermore, 79 percent of the respondents 

in this study had less than ten flights in the last twelve months making the average way 

lower than the original study‟s average number of flights. From this the authors concluded 

that even though 64 percent of the respondents can be labeled as frequent flyers, they fly 

less frequently than the respondents in the original study. After discussing how the factors 

load and creating an understanding of each factor the authors will discuss how the 

differences in averages between the original study and the empirical study of this thesis will 

affect the conclusion in the next chapter. 

 

It has been pointed out in the literature that there is a general lack of research on airports 

due to the governmental ownership. Specifically, the lack of an understanding of service 

quality expectations has been pinpointed. Only a few researchers have tried to fill this gap 

in the last decade, for example Rhoades et al (2000), Freathy and O‟Connell (2000), Chen 

(2002), and Yeh and Kuo (2003), which were all studying the issue from the viewpoint of 

diverse airport stakeholders. However, Fodness and Murray (2007) have created a model 

named „Hierarchical structure for airport service quality expectations‟ conducted solely on 

passengers. Their model revealed nine factors in the exploratory factor analysis followed by 

three main factors of service quality named Function, Interaction, and Diversion, provided 

by a confirmatory factor analysis. The empirical study in this thesis has provided seven 

factors by a first round of exploratory factor analysis and two main factors by secondary 

exploratory factor analysis. The second round of exploratory factor analysis was conducted 

to prevent the complications of a confirmatory factor analysis. It was performed by adding 

up the scores of the themes that loaded on a factor together and creating one score for each 

of the seven factors. As a result, the factors were structured in a hierarchical model as 

shown in Figure 6. 

 

Function, which is the first main factor, includes the 1
st
, 3

rd
 and 4

th
 factors with themes 

related to servicescape, efficiency, and interaction, showing the same factors as the original 

preliminary model plus the interaction themes. One possible explanation for this can be the 

poor quality of the interaction questions and their inability to reflect only one dimension at 

a time. The secondary factor analysis on the empirical data placed interaction together with 

other factors in the function main factor. Interestingly, in the original study the interaction 

factor did not have any sub factors but was suggested as a main factor. According to the 

literature, it was suggested that a main dimension of service expectations is service 
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experience, referring to how the service delivery process is performed. How customers‟ 

interact with employees and automated means is a vital part of the service experience. With 

all this being said, the authors of this thesis are confident that there are problems with the 

questions related to the interaction factor.  

 

Diversion, which is the second main factor, include the 2
nd

, 5
th

, 6
th

, and 7
th

 factors with 

themes related to productivity and maintenance, exactly as in the original model. In 

addition, a factor about automated means shows which is not supported by the original 

study nor the literature. Also, another factor including themes about décor and conference 

facilities was shown. After taking under consideration the exploratory factor analysis on the 

32 themes, revealing seven factors, and then performing an exploratory factory analysis on 

those seven factors (see Table 7), the authors have created a hierarchical structure of the 

main factors and factors that showed in the analysis. This preliminary model is presented in 

Figure 6 and the detailed exploratory factor analysis of the seven factors in Appendix 7.  

 

5.1 Detailed analysis on the seven factors 

As Table 7 shows, the themes in the first factor load on three sub factors with high alpha 

values that together explain 59 percent of the variance. The main factor diversion provides 

four factors with high to medium alphas explaining 63 percent of the variance. Some of 

these seven factors were discussed in the literature review and were expected to show in the 

empirical study while one was not pointed out neither in the literature nor by the original 

study. Other aspects in the diversion main factor loaded as they were supposed to. Each of 

the seven factors will be discussed separately. 

5.1.1 Servicescape 
The servicescape is seen as the context in which the service is delivered, especially in 

services that need the presence of the customer. The servicescape concept is referred to by 

Bitner (1992, p. 58) as any constructed surroundings, tangible or intangible, as opposed to 

the natural environment Reimer and Kuehn (2005, p. 800) suggest that the servicescape 

influences customers‟ evaluation of intangible factors as well. Furthermore, they suggest 

Figure 6 - The authors’ preliminary model 
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ambient conditions such as aromas and background music as elements of the servicescape. 

The proposed servicescape factor supported the literature review and includes two types of 

themes. Tangibles, related to themes about visible signs, placing of baggage carts, helpful 

physical layout, ground transportation, and being able to easily reach the connection flight. 

The intangibles themes are related to cleanliness and open spaces to prevent crowding. 

These are together a combination of the effectiveness and ambience factors in the original 

study‟s preliminary model while the final model in the original study based on their 

empirical data suggests a rearrangement of the ambience factor. 

5.1.2 Efficiency 
This factor is pointing out passengers‟ concern with waiting times when moving through 

the airport. These themes are related to issues such as becoming upset when having to wait 

more than ten minutes at check-in points, when receiving the baggage or when leaving the 

plane. These themes show up together and are labeled efficiency in the original study. 

These themes, presented in Chapter 4, have a significant correlation with frequency of 

flight, suggesting that the more frequent a respondent is flying the higher the level of 

agreement of these themes will be. Since 64 percent of the respondents can be considered 

as frequent flyers, this factor loading can be expected. The original study was conducted 

among frequent flyers and the same factor loading was observed. 

5.1.3 Interaction 
As discussed in the literature, Parasuraman et al (1988) and Walker and Baker (2000, p. 

418) have seen responsiveness (service provider‟s willingness to help customers), 

assurance (creating confidence and trust for customers), and empathy (giving 

individualized attention to customers) as dimensions of service quality. In services that are 

hard to evaluate, these quality dimensions become even more important and are a source to 

assess quality (Herstein & Gamliel, 2006; Kang & James, 2004; Douglas & Connor, 2003).  

 

The interaction factor was loading on the first main factor and the mean values of the 

related themes were high. However, the questions about interaction were two-dimensioned 

and not only aiming at the employees‟ manner and abilities but other aspects of the service 

at the same time. Consequently, the authors suggest that the interaction factor in the 

original model will need two considerations. First, one dimensional questions need to be 

asked. According to Saunders et al (2007, p. 356), the questions in a questionnaire should 

be formulated so that all respondents will interpret them the same. Some questions used in 

the questionnaire are asking about two different dimensions at the same time, creating a 

problem when doing factor analysis. Even though the interaction of employees is part of the 

question, the questions are indirectly asking about other dimensions such as effectiveness, 

efficiency, and local information. Second, as a result of the technical development over the 

last few years, the interaction between customer and airport is no longer human to human 

only. This can be connected to the zone of tolerance concept by Zeithaml et al (1993), 

suggesting that what a customer expects is not a precise level and changes over time. These 

levels and the speed of change vary from industry to industry and from firm to firm. In the 

airport context, many technical innovations have been implemented in the last five years. 

Self-service machines such as fingerprint identification, self-check-in machines, SMS and 

internet-check-in, etc. has changed the interaction. Consequently, interaction has to be 

viewed as both a customer to employee relation and a customer to machine relation. 
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5.1.4 Local context 
This factor was not shown in the original study, although some themes within it comprised 

a factor called maintenance. The themes that loaded in this factor are all pointing out the 

passengers‟ interest in local or national stores, restaurants and cultures, making the authors 

of this thesis to rename the factor to local context in order to better reflect the themes. The 

factor is not supported by the literature of airport service expectations extensively, although 

Paternoster (2008) is talking about the new way of thinking in the industry. This is best 

exemplified by Changi Airport‟s brand definition statements, viewing the airport both as a 

journey and as a destination like any other city or country. Furthermore, respondents that 

are less frequent flyers showed to be more interested in local matters at airports, as can be 

seen in Table 2. Also, as seen in Table 4, women are showing a higher mean on themes in 

this factor, indicating that women have more interest than men in local and national 

matters. This is further supported by the finding that women are flying less frequently than 

men (see Appendix 5). Moreover, frequent flyers might be more interested in using the 

airport as a transfer point where they can be productive while waiting for their flight. 

5.1.5 Productivity 
This factor reflects the need for business centers, computers, telephones and faxes as well 

as quiet areas where air travelers can sleep, read or do business. These themes were 

showing that air travelers, especially frequent flyers, want to be productive while waiting 

for their flight. The same factor was provided in the original study. 

5.1.6 Automated means 
Five years has passed since the data was collected for the original study. In this time, major 

changes have taken place in the airport industry. Passengers are now able to get on a flight 

without talking to any employee; buying tickets online, receiving an e-ticket by e-mail or 

credit card, using self-check-in tools and finally boarding with fingerprint recognition. Due 

to the immense changes happening in such a short time period, it has not been an easy task 

for researchers to keep models updated. Hence, this profound change in interaction between 

customer and service provider is not reflected in the questions but is becoming more 

important in expectations of airport service quality. This importance has been shown 

through a factor created by themes related to obtaining information on local hotels and 

attractions by automated means. Even though these questions are not reflecting these 

changes and the Cronbach‟s alpha is slightly low, it still explains 16 percent of the 

variance. The authors suggest that with questions asked directly about automated means in 

different situations, this factor can reach a higher level of reliability and might be able to 

explain a greater portion of the variance. 

5.1.7 Décor and conference facilities 
The themes that are making up this factor are related to displaying art at airports, having a 

décor that matches the local culture, and airports‟ offering conference facilities. The first 

two themes load on the décor sub factor in the original study. These three themes, even 

though they have a relatively low Cronbach‟s alpha as expected, do explain 13 percent of 

the variance. This means that even with a low reliability level, and even though the relation 

is hard to grasp, these themes together can be considered as a factor. Again, it can be seen 

as a flaw in the two-dimensional questions. 

 



 

41 

DISCUSSION 

These seven factors will now be related to the conceptual framework offered in Chapter 2. 

This will explain to what extent the empirical study supports the literature and the original 

model. The explanation will enable the authors to extend the conceptual framework and 

suggest a modified model based on the combination of literature, the original study, and the 

empirical findings of this thesis. 

5.2 Extension of the conceptual framework 

At the closing of Chapter 2 the literature reviewed and the original preliminary and final 

models were brought together in a framework. That framework presented the three service 

quality dimensions from two views. The literature review suggested servicescape, service 

experience, and service, while the original study suggested function, interaction and 

diversion. After two levels of exploratory factor analysis on the empirical data, the authors 

found a structural difference between the results and what was suggested in the conceptual 

framework. This structural difference points to two main factors in airport service quality 

instead of three. Those two are function and diversion. The interaction main factor has been 

loaded within the function main factor. The two main factors will be discussed and the 

structural difference will be explained. 

 

On the function main factor, three sets of themes could be seen, the servicescape, 

efficiency, and interaction. Servicescape is a combination of the effectiveness and 

ambience factors in the final model in the original study. This fact supports the suggested 

model based on the reviewed literature in Chapter 2 and rejects Fodness and Murray‟s 

(2007) rearrangement of the ambience factor in their final model. The themes related to 

efficiency are supported in the same factor as the original study. The interaction factor, 

even though loading as a factor separately, is not creating a main factor since it is unable to 

explain a sufficient portion of the variance as explained before. 

 

On the diversion main factor, productivity and décor are supported by the empirical study 

while the maintenance dimension is transformed into an interest in the local context and 

ambience has moved to the function main factor. Even though the diversion main factor 

explains the largest portion of the variance in the empirical study it has lower reliability 

coefficients and lower level of factor loadings than the original study. On this main factor, a 

new factor can be slightly sought, suggesting a new dimension that includes the use of 

automated means which has been discussed earlier. 

 

Up until now, the empirical study has provided the preliminary model (see Figure 6), 

clarified by the revised conceptual framework on next page (see Figure 7). In the next 

chapter, this preliminary model will be used as a base for creating a re-specified suggested 

model for confirmatory factor analysis. This will assist the authors in fulfilling the purpose 

how the „Hierarchical structure for airport service quality expectations‟ can be applied in a 

Swedish context. However, the confirmatory factor analysis is not within the boundaries of 

this study. 
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Figure 7 - Modified conceptual framework 
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6 CONCLUSIONS 

This chapter will present the conclusions of the study, and suggestions on how the model 

can be modified to fit the context under study. Then, limitations of this study and 

recommendations for further research will be brought up. 

6.1 Conclusions 

The purpose of this study was to test the generalizability of the „Hierarchical structure for 

airport service quality expectations‟ model by applying it to Swedish airports. This purpose 

was reached by collecting data at Arlanda and Umeå airports and analyzing it using 

exploratory factor analysis techniques. In the previous chapter a thorough discussion was 

held on how the themes loaded on each factor and how the secondary exploratory factor 

analysis suggested a hierarchical model by creating two main factors. After answering the 

research questions the authors will generate a suggested modified model with the help of 

literature, empirical data, and rational thinking. The finishing touch will be a discussion on 

limitations of the study and potential topics for future research. 

 

 

RQ1: How can the „Hierarchical structure for airport service quality expectations‟ model 

be applied in Swedish airports? 

 

After testing the model within the new context, the authors concluded that the „Hierarchical 

structure for airport service quality expectations‟ model can be applied to this context but 

with some minor modifications. 

 

When analyzing the empirical data, the authors came across new factor loadings. Some can 

be supported by the literature, for example the new types of interaction between the service 

provider and the customers, or the rising expectations that comes with privatized airports 

that are now seen as any other firm. A general problem that rises when researchers are 

testing models that were created a long time ago is that times change. People change, their 

opinions change, technology changes, and so on. It was only a few years ago since the 

original study was conducted, but after that major changes have taken place. One of these 

changes is the new type of interaction between passengers and airport services as a result of 

the implementation of machines and other automated means. This is due to the 

technological improvements that cannot be referred to the Swedish context only but rather 

as a change in general. As a matter of fact, the passenger can get on a flight without 

interaction with employees. Today it is possible to buy tickets online, receive the e-ticket 

by e-mail or credit card, use self-check-in tools and finally board the plane with fingerprint 

recognition. Additionally, there were other findings that were not supported by the 

literature or by the original study but were seen in the empirical study, for example 

passengers‟ interest in exploring the local context of the country or city in which the airport 

is located. Furthermore, the analysis showed some differences between the level of 

passengers expectations based on their age, gender, and frequency of flights. 
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With the help of literature, empirical data, and reasoning, the authors will suggest a 

modified hierarchical model for airport service quality. However, the suggested model will 

need verification by confirmatory factor analysis. 

 

 

RQ2: How can the „Hierarchical structure for airport service quality expectations‟ model 

be applied to less frequent flyers? 

 

It is accurate to ask frequent flyers since their expectations are more likely to be more 

realistic and based on experience. On the other hand, not all airport users are frequent flyers 

which bring up the question if this model also fits occasional travelers. The authors did not 

intentionally seek frequent flyers during the data collection. Even though, 64 percent of the 

respondents reported more than three flights annually which label them as frequent flyers 

according to guidelines in the original study. However, 79 percent of the respondents 

reported a lower number of flights than the average among respondents in the original 

study. This suggests that the results from this study are not only valid for high-end frequent 

flyers (more than ten flights annually), but also for less frequent flyers (three to ten flights 

annually). It has been suggested by the literature that a more frequent use of a service is 

likely to form more precise expectations of service quality (Johnson & Mathews, 1997, p. 

302).  

 

The significant differences in priority of themes for the frequent and non-frequent 

respondents, as presented in Table 2, show that more frequent flyers score higher on themes 

about waiting times, reflecting a higher level of agreement to the statements in the 

efficiency factor, while non-frequent passengers are significantly more interested in the 

local context factor. Except that, the empirical study cannot provide any other significant 

difference between frequent and non-frequent passengers. With this in mind, it can be 

concluded that the model is applicable, if not to any air traveler, at least to less frequent 

flyers. To create a universal model that is valid for any type of passenger, data should be 

collected from respondents with less than three flights annually. 

6.2 Suggested modifications 

Considering the conceptual framework and following a logical reasoning based on the 

preliminary model and the literature review, the authors will here put forth two types of 

suggestions. The first type is about the quality of the questions asked and how up to date 

they are. The second type is the modifications suggested for the model to better fit both the 

Swedish context and the rapid development in technology. Even though they are two 

separate types of suggestions they are highly related and will be discussed together. The 

authors put forth the following re-specified model (see Figure 8) to be run through a 

confirmatory factor analysis. This model has some differences with the preliminary model 

rising from the empirical study, which is explained below separately for each of the three 

main factors function, interaction, and diversion. 

 

On function, the first main factor, themes related to the servicescape load on one factor and 

themes related to waiting time form the second factor (efficiency). Themes on servicescape 
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can be divided in two groups suggested by the literature; those that are tangible and those 

that are not. The authors suggest that these themes should be separated in two factors called 

productivity and ambience respectively and should together with the efficiency factor form 

the function main factor. 

 

Based on the seven factors provided in Table 6 the interaction themes create a separate 

factor but in the secondary exploratory factor analysis (see Table 7) they fail to load as a 

separate main factor as advised by the literature. Instead they load under the function main 

factor as explained above. The authors keep in mind that the interaction factor, while 

loading under the function main factor, has a partial loading on the diversion main factor as 

well. The authors suggest that this can be explained by the two sided structure of the 

questions, referring to other aspects of service quality at the same time as asking about 

interaction. In order to reflect the level of agreement of respondents on one dimension only 

it is suggested to ask questions directly related to the behavior of employees and how they 

interact with customers. These questions can be pointing to having a smile, being helpful, 

being understanding, friendly, etc. Taking under consideration the technological 

improvements in automated services at airports (self-check-in, e-tickets, fingerprint 

boarding, etc.) since 2005 when the original study was conducted and the unclear and two 

sided questions on themes related to interaction, the authors suggest some modifications. 

The authors believe that themes related to interaction if asked properly might create a main 

factor with two dimensions. The first one could reflect human to human interaction while 

the second one may contain human to machine interaction themes. This is supported by the 

loading of the automated means dimension that is loading partially on both main factors 

(see Table 7).  

 

Diversion is the third main factor. The first factor is named maintenance in the original 

study and includes themes about stores and restaurants that offer local and national culture, 

cuisine and other things related to the city or the country in which the airport is located. The 

authors suggest a change of the factor‟s label to local context. The second factor includes 

themes related to productivity and will still reflect the same issues. The third factor, due to 

the unclear and interpretable questions but high means, is suggested to be called spaces. 

This label is suggested by the authors of this study because even though a factor is created 

it is unclear what it reflects since it holds within dissimilar themes (décor and conference 

facilities), the word spaces seems appropriate. As suggested above, the human to machine 

interaction and human to human interaction form a new main factor. The human to machine 

interaction is comprised by the themes referring to automated means. This is suggested by 

the literature and leaves the diversion main factor with the three discussed dimensions. 

 

The following model (Figure 8) is the re-specified model based on the input of the 

discussions above. The applicability of this model must be tested through confirmatory 

factor analysis which is out of the scope of this study. 
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6.3 Limitations 

Like any study, the one in hand is limited by a number of issues. It was conducted using 

two separate but identical questionnaires, one in Swedish and the other in English. It is 

possible that the translation from English to Swedish might have had some shortcomings. 

Also, the interpretation of the translated questions might be different in Swedish. Another 

limitation might be the changes in airports and expectations from their service in the last 

few years effected by the low-cost carriers (LCC) and the increasing numbers of passengers 

especially in Europe. Also, the current innovations in self-services technologies might have 

influenced the service quality assumptions in the airport industry after the original study.  

 

The authors tried to prevent obvious biases that might occur during the data collection by 

postponing it as a consequence of the unpredicted circumstances caused by the volcano 

eruption. The data collection was delayed to a few days after things went back to normal to 

make sure the chaos caused by this unfortunate event had settled. Even though, the authors 

cannot be sure that this event had no effect on passengers‟ airport service quality 

expectations. Moreover, the data was collected at two airports in Sweden, one of them the 

largest and the other among the five largest airports in Sweden. The inclusion of the ten 

other major airports in Sweden may affect the outcome by creating a more generalizable 

dataset.  

 

The question asking for how many flights the respondents had in the last twelve months 

might be interpreted differently by the respondents. Some interpret a flight as what it is, 

moving one time with a plane, while others might interpret a flight as a round-trip, e.g. back 

and forth (in practice two flights). The same problem is likely present in the Swedish 

translation. Whenever the respondent was uncertain of the interpretation of this question the 

authors explained it as the movement between two airports. 

 

Since the authors are not using a confirmatory factor analysis, they are not able to claim 

that the suggested model is perfect. It is however supported by the literature and two levels 

of exploratory factor analysis on the empirical data. 

Figure 8 - The authors’ suggested re-specified model 

Airport service 

quality 

Function Interaction Diversion 

Effectiveness Efficiency Ambience Human-to-human Human-to-machine Local 

context 

Productivity Spaces 
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6.4 Recommendations for future research 

First, there is a need to modify some questions as well as develop a number of new ones. 

Certain questions are unclear and easy to misinterpret. In some cases it is an issue about the 

question being two-dimensional, meaning that it is asking about more than one service 

quality dimension. Also, there is a need to create new questions to cover the new 

innovations at airports. Furthermore, the authors suggest that the original as well as the 

modified model should be tested in more countries, at more sites and among other types of 

passengers to create a universal model. Last but not least other multivariate data analysis 

techniques can be applied to create a better understanding of airport service quality 

dimensions. 
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APPENDIXES 

 
Gender 

 

 

 

Frequency Percent Valid Percent 

Cumulative 

Percent 

Gender Male 181 55.5 55.5 55.5 

Female 145 44.5 44.5 100.0 

Total 326 100.0 100.0  

 

 

 

Age 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Age 26 and less 89 27.3 27.3 27.3 

27-40 95 29.1 29.1 56.4 

41-60 123 37.7 37.7 94.2 

over 60 19 5.8 5.8 100.0 

Total 326 100.0 100.0  

 

 

 

Frequency of flights 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Frequency 

of flights 

Less than 3 117 35.9 35.9 35.9 

3-6 92 28.2 28.2 64.1 

7-10 50 15.3 15.3 79.4 

More than 10 67 20.6 20.6 100.0 

Total 326 100.0 100.0  

 

 

 

Nationality 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Nationality Swede 272 83.4 83.4 83.4 

Other 54 16.6 16.6 100.0 

Total 326 100.0 100.0  
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Airport * Gender Crosstabulation 
 

 

 

Gender  

  Male Female Total 

Airport Umeå 92 78 170 

Arlanda 89 67 156 

 Total 181 145 326 

    

 
Airport * Nationality Crosstabulation 

 

 

 

Nationality  
  Swede Other Total 

Airport Umeå 135 35 170 

Arlanda 137 19 156 

 Total 272 54 326 

 

 
Airport * Age Crosstabulation 

  Age  

  26 and less 27-40 41-60 Over 60 Total 

Airport Umeå 40 53 69 8 170 

Arlanda 49 42 54 11 156 

 Total 89 95 123 19 326 

 

 
Airport * Flights Crosstabulation 

  Flights in the last 12 months  

  Less than 3 3-6 7-10 More than 10 Total 

Airport Umeå 43 54 30 43 170 

Arlanda 74 38 20 24 156 

 Total 117 92 50 67 326 

 

 
Gender * Flights Crosstabulation 

  Flights in the last 12 months  
  Less than 3 3-6 7-10 More than 10 Total 

Gender Male 52 48 30 51 181 

Female 65 44 20 16 145 

 Total 117 92 50 67 326 
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Flights * Age * Airport Crosstabulation 

Airport                Flights 

Age  

26 and below 27-40 41-60 Over 60 Total 

Umeå  
 

Less than 3 7 13 18 5 43 

3-6 14 18 21 1 54 

7-10 6 13 10 1 30 

More than 10 13 9 20 1 43 

 Total 40 53 69 8 170 

Arlanda  Less than 3 25 21 23 5 74 

3-6 14 7 12 5 38 

7-10 5 5 9 1 20 

More than 10 5 9 10 0 24 

 Total 49 42 54 11 156 

  

 
  



 

Appendix 5 

Means for the 32 themes 

 

Theme  Umeå Arlanda Total 

An airports physical layout should make it easy for passengers to find what they need 6.6294 6.5897 6.6104 

Conference facilities should be available to me at an airport so that I can conduct meetings 3.5529 3.6667 3.6074 

An airport should display art 3.7294 3.7179 3.7239 

An airport should have quiet areas in which to nap, read, or do business 5.7751 6.1218 5.9415 

A variety of ground transportation options to the nearest city should be available 6.3491 6.3718 6.3600 

An airport‟s décor should match the local culture of the city at which it is located 4.7917 4.7628 4.7778 

There should be an automated means of obtaining information on local attractions  

at an airport 
5.2544 5.2968 5.2747 

Opportunities to enjoy the local cuisine should be available at airports 4.9290 5.0385 4.9815 

Nationally-known retail outlets should be available at airports 4.1726 4.4968 4.3282 

It upsets me when I have to wait more than ten minutes to receive my baggage  
after a flight 

4.3669 4.0064 4.1938 

An airport should have business centers, which provide personal computers, phones and faxes 4.6982 5.0513 4.8677 

Employees at an airport should be neatly dressed 5.6407 5.7821 5.7090 

There should be an automated means of obtaining information on local hotels at an airport 5.4485 5.6026 5.5234 

An airport‟s external signs should clearly direct me to airport services such as parking, car 

rentals, terminals, etc.  
6.4940 6.5742 6.5327 

I like many signs to be visible throughout an airport directing me to airport 

facilities (baggage, ticket counter, security, rest rooms, rental cars, transportation services, etc.) 
6.1677 6.2179 6.1920 

Employees at an airport should never be too busy to respond to my requests promptly 5.5030 5.5641 5.5325 

I expect baggage carts to be conveniently located 5.9222 6.0705 5.9938 

It upsets me when I have to wait in line more than ten minutes during the  

check-in process 
4.4639 3.9161 4.1994 

I should be able to exit the airplane within ten minutes of landing 5.4611 4.9615 5.2198 

An airport should have current décor 4.2048 4.2208 4.2125 

Employees at the airport should be able to direct me to any airport service 5.9641 5.8910 5.9288 

There should be employees at an airport available to offer me individualized attention 4.5602 4.7436 4.6491 

National chain restaurants should be available at airports 3.8133 4.4387 4.1153 

An airport should be clean 6.3892 6.5290 6.4565 

An airport‟s waiting areas should provide comfortable seating 6.4192 6.5806 6.4969 

I expect to find a variety of specialty retail stores that portray the local culture  

at the airport 
4.0359 4.2628 4.1455 

The way an airport employee is dressed should easily identify the person‟s function 5.4012 5.7949 5.5913 

I expect employees at an airport to be courteous 6.3293 6.4323 6.3789 

I expect my complaints to be responded to immediately at an airport 5.2096 5.3766 5.2897 

An airport should have plenty of open spaces to prevent crowding 5.8323 6.0645 5.9441 

Employees at an airport should be knowledgeable about local areas of interest 4.3174 4.3974 4.3560 

I should be able to easily reach my connecting flight 6.5749 6.4423 6.5108 
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Means by gender 

 
Theme  Male Female Total 

An airports physical layout should make it easy for passengers to find what they need 6.4641 6.7931 6.6104 

Conference facilities should be available to me at an airport so that I can conduct meetings 3.7182 3.4690 3.6074 

An airport should display art 3.6243 3.8483 3.7239 

An airport should have quiet areas in which to nap, read, or do business 5.8950 6.0000 5.9415 

A variety of ground transportation options to the nearest city should be available 6.3222 6.4069 6.3600 

An airport‟s décor should match the local culture of the city at which it is located 4.6592 4.9241 4.7778 

There should be an automated means of obtaining information on local attractions  

at an airport 
5.1056 5.4861 5.2747 

Opportunities to enjoy the local cuisine should be available at airports 4.9222 5.0552 4.9815 

Nationally-known retail outlets should be available at airports 4.1333 4.5734 4.3282 

It upsets me when I have to wait more than ten minutes to receive my baggage  

after a flight 
4.3889 3.9517 4.1938 

An airport should have business centers, which provide personal computers, phones and faxes 4.9000 4.8276 4.8677 

Employees at an airport should be neatly dressed 5.6425 5.7917 5.7090 

There should be an automated means of obtaining information on local hotels at an airport 5.3034 5.7972 5.5234 

An airport‟s external signs should clearly direct me to airport services such as parking, car 

rentals, terminals, etc.  
6.4270 6.6643 6.5327 

I like many signs to be visible throughout an airport directing me to airport 
facilities (baggage, ticket counter, security, rest rooms, rental cars, transportation services, etc.) 

6.1453 6.2500 6.1920 

Employees at an airport should never be too busy to respond to my requests promptly 5.4693 5.6111 5.5325 

I expect baggage carts to be conveniently located 5.9106 6.0972 5.9938 

It upsets me when I have to wait in line more than ten minutes during the  

check-in process 
4.3371 4.0280 4.1994 

I should be able to exit the airplane within ten minutes of landing 5.2179 5.2222 5.2198 

An airport should have current décor 4.1067 4.3451 4.2125 

Employees at the airport should be able to direct me to any airport service 5.8659 6.0069 5.9288 

There should be employees at an airport available to offer me individualized attention 4.6089 4.6993 4.6491 

National chain restaurants should be available at airports 4.0449 4.2028 4.1153 

An airport should be clean 6.4382 6.4792 6.4565 

An airport‟s waiting areas should provide comfortable seating 6.4413 6.5664 6.4969 

I expect to find a variety of specialty retail stores that portray the local culture  

at the airport 
4.0838 4.2222 4.1455 

The way an airport employee is dressed should easily identify the person‟s function 5.5754 5.6111 5.5913 

I expect employees at an airport to be courteous 6.2961 6.4825 6.3789 

I expect my complaints to be responded to immediately at an airport 5.2599 5.3264 5.2897 

An airport should have plenty of open spaces to prevent crowding 5.9497 5.9371 5.9441 

Employees at an airport should be knowledgeable about local areas of interest 4.3073 4.4167 4.3560 

I should be able to easily reach my connecting flight 6.4358 6.6042 6.5108 
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Main factor Function 
1 

Servicescape 

3 

Interaction 

4 

Efficiency 

An airport‟s waiting areas should provide comfortable seating (29) .771 .190 .058 

An airport‟s physical layout should make it easy for passengers to find what they need (5) .757 -.100 .054 

An airport should be clean (28) .749 .158 .092 

An airport‟s external signs should clearly direct me to airport services (18) .746 .184 -.006 

I should be able to easily reach my connection flight (36) .731 .184 .145 

I expect employees at an airport to be courteous (32) .655 .303 .000 

A variety of ground transportation options to the nearest city should be available (9) .564 -.012 .063 

I like many signs to be available throughout an airport directing me to airport facilities (19) .549 .242 .130 

There should be employees at an airport available to offer me individualized attention (26) .030 .747 .092 

An airport should have current décor (24) -.011 .658 .147 

Employees at an airport should be able to direct me to any airport service (25) .452 .628 -.013 

Employees at an airport should never be too busy to respond to my requests promptly (20) .251 .543 .336 

It upsets me when I have to wait in line more than ten minutes during check-in (22) .043 .162 .880 

It upsets me when I have to wait more than ten minutes to receive my baggage (14) -.023 .148 .837 

I should be able to exit the plane within ten minutes of landing (23) .224 .120 .713 

Reliability coefficient (alpha) .869 .700 .772 

Eigenvalue 4.615 2.517 2.241 

Percent of variance explained 27.146 14.807 13.183 

Cumulative percent of variance explained 27.146 41.985 55.137 

 
 

 

 

Main factor Diversion 

2 

Local 

context 

5 

Auto. 

means 

6 

Décor & 

conference 

7 

Product- 

ivity 

National chain restaurants should be available at airports (27) .779 -.021 -.064 .158 

Nationally-known retail outlets should be available at airports (13) .770 .066 .170 .224 

I expect to find a variety of specialty retail stores that portray the local culture (30) .748 .213 .292 .082 

Employees at an airport should be knowledgeable about local areas of interest (35) .639 .311 .067 -.117 

Opportunities to enjoy the local cuisine should be available at airports (12) .569 .434 .114 .089 

There should be an automated means of obtaining information on local attractions (11) .195 .772 .074 -.066 

There should be an automated means of obtaining information on local hotels (17) .177 .713 -.048 .340 

An airport should have quiet areas in which to nap, read, or do business (8) -.017 .507 .324 .468 

An airport should display art (7) .077 .143 .808 -.016 

Conference facilities should be available to me so that I can conduct meetings (6) .141 -.112 .656 .344 

An airport‟s décor should match the local culture of the city at which it is located (10) .330 .416 .487 -.366 

An airport should have business centers, providing computers, phones and faxes (15) .288 .146 .090 .763 

Reliability coefficient (alpha) .804 .608 .502 - 

Eigenvalue 2.778 1.924 1.577 1.277 

Percent of variance explained 23.147 16.033 13.143 10.645 

Cumulative percent of variance explained 23.147 39.179 52.323 62.968 

 
 



 

Appendix 8 

This is an academic study and the purpose is to find passengers‟ expectations about airport service 

quality. The results are anonymous and will not be used for other purposes but a thesis. Please 

keep in mind that this study is NOT RELATED to the problems caused by the volcano. 

 

1. Gender:              Male                  Female 

2. Age:                   26 or less           27-40            41-60 over 60        

3. Flights in last 12 months: Less than 3            3-6          7-10           more than 10 

4. Nationality: Swedish Non-Swedish  

 

Please check the box that best shows your level of agreement on the following 

statements according to YOUR EXPECTATIONS from an airport in general. 

 

 

5. An airport‟s physical layout should make it easy for 

passengers to find what they need (i.e. restaurants, rest rooms, 

gates, etc.) 

6. Conference facilities should be available to me at an airport 

so that I can conduct meetings 

7. An airport should display art 

8. An airport should have quiet areas in which to nap, read, or 

do business 

9. A variety of ground transportation options to the nearest city 

should be available 

10. An airport‟s décor should match the local culture of the city 

at which it is located 

11. There should be an automated means of obtaining 

information on local attractions at an airport 

12. Opportunities to enjoy the local cuisine should be available 

at airports 

13. Nationally-known retail outlets should be available at 

airports 

14. It upsets me when I have to wait more than ten minutes to 

receive my baggage after a flight 

15. An airport should have business centers, which provide 

personal computers, phones and faxes 

16. Employees at an airport should be neatly dressed 
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17. There should be an automated means of obtaining 

information on local hotels at an airport 

18. An airport‟s external signs should clearly direct me to 

airport services such as parking, car rentals, terminals, etc.  

19. I like many signs to be visible throughout an airport 

directing me to airport facilities (baggage, ticket counter, 

security, rest rooms, rental cars, transportation services, etc.) 

20. Employees at an airport should never be too busy to respond 

to my requests promptly 

21. I expect baggage carts to be conveniently located 

22. It upsets me when I have to wait in line more than ten 

minutes during the check-in process 

23. I should be able to exit the airplane within ten minutes of 

landing 

24. An airport should have current décor 

25. Employees at the airport should be able to direct me to any 

airport service 

26. There should be employees at an airport available to offer 

me individualized attention 

27. National chain restaurants should be available at airports 

28. An airport should be clean 

29. An airport‟s waiting areas should provide comfortable 

seating 

30. I expect to find a variety of specialty retail stores that 

portray the local culture at the airport 

31. The way an airport employee is dressed should easily 

identify the person‟s function 

32. I expect employees at an airport to be courteous 

33. I expect my complaints to be responded to immediately at 

an airport 

34. An airport should have plenty of open spaces to prevent 

crowding 

35. Employees at an airport should be knowledgeable about 

local areas of interest  

36. I should be able to easily reach my connecting flight 
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Detta är en akademisk undersökning vars syfte är att hitta passagerares förväntningar om 

servicekvalitet på flygplatser. Resultatet är anonymt och kommer inte att användas för andra 

ändamål än en uppsats. Vänligen tänk på att den här undersökningen INTE har någonting att göra 

med problemen som orsakats av vulkanen. 

 

1. Kön:              Man                  Kvinna 

2. Ålder:                   26 eller yngre  27-40            41-60        över 60        

3. Flygresor senaste  färre än 3             3-6             7-10 fler än 10 

    12 månaderna:    

4. Nationalitet: Svensk               Ej Svensk 

Vänligen markera den ruta som bäst visar hur väl du instämmer  

med de följande påståendena enligt DINA FÖRVÄNTNINGAR  

av en flygplats generellt.  

 

5. En flygplats fysiska layout bör göra det enkelt för resenärer att 

hitta vad de behöver (t.ex. restauranger, toaletter, gater, etc.) 

6. Konferensanläggningar bör finns tillgängliga för mig på en 

flygplats så jag kan hålla möten 

7. En flygplats bör ställa ut konst 

8. En flygplats bör ha tysta platser där man kan ta en tupplur, 

läsa, eller jobba 

9. En mångfald av marktransporter att välja mellan till närmaste 

stad bör finnas tillgängliga 

10. En flygplats dekor bör avspegla den lokala kulturen av staden 

där den ligger 

11. Det bör finnas automatiserade sätt att erhålla information om 

lokala attraktioner på en flygplats 

12. Möjligheten att avnjuta lokala maträtter bör finnas på 

flygplatser 

13. Nationellt kända butiker bör finnas tillgängliga på flygplatser 

14. Det upprör mig när jag måste vänta mer än tio minuter för att 

få mitt baggage efter flighten 

15. En flygplats bör ha affärscentrum som tillhandahåller dator, 

telefon och fax 

16. Flygplatspersonalen bör ha vårdad klädsel 

17. Det bör finnas automatiserade metoder för att erhålla 

information om lokala hotell på en flygplats 
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18. En flygplats utvändiga skyltar bör tydligt vägleda mig till 

flygplatsservice såsom parkering, hyrbilar, terminaler, etc. 

19. Jag vill att en mängd skyltar ska synas över hela flygplatsen 

och visa mig till flygplatsfaciliteter (bagage, biljettdisk, 

säkerhetskontroll, toaletter, hyrbilar, transportservice, etc.) 

20. Flygplatspersonalen bör aldrig vara för upptagen för att 

snabbt kunna svara på min begäran 

21. Jag förväntar mig att bagagevagnar ska vara lämpligt 

placerade 

22. Jag blir upprörd när jag måste vänta i kö mer än tio minuter 

under incheckningen 

23. Jag bör kunna lämna flygplanet inom tio minuter efter 

landning 

24. En flygplats bör ha tidsenlig dekor 

25. Flygplatspersonalen bör kunna vägleda mig till all 

flygplatsservice 

26. Det bör finnas flygplatspersonal tillgänglig att erbjuda mig 

personlig uppmärksamhet 

27. Nationella restaurangkedjor bör finnas tillgängliga på 

flygplatser 

28. En flygplats bör vara välstädad 

29. Vänthallarna på flygplatser bör ha bekväma sittplatser 

30. Jag förväntar mig att flygplatsen ska ha en mångfald av 

butiker med produkter som reflekterar den lokala kulturen 

31. Flygplatspersonalens klädsel bör enkelt identifiera personens 

funktion 

32. Jag förväntar mig att flygplatspersonalen ska vara hövlig och 

artig 

33. Jag förväntar mig att mina klagomål ska besvaras omgående 

på en flygplats 

34. En flygplats bör ha många öppna ytor för att förhindra 

trängsel 

35. Flygplatspersonalen bör vara insatt i utbudet av lokala 

sevärdheter 

36. Jag bör enkelt kunna nå mitt anslutande flyg 
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