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Business Problem Identification with Brief Background and Rationale

Customer satisfaction serves as both a performance metric and a strategic competitive advantage in the highly competitive and unstable airline industry. EasyJet entered the market in 1995 by creating a new European air travel system through its low-cost point-to-point flight operations, which provided customers with both convenience and budget-friendly options. The airline operates as one of Europe's leading carriers because its business model focuses on low costs and fast aircraft rotations and online ticket sales (O’Connell & Williams, 2016). The operational benefits which support profitability have resulted in variable customer satisfaction because of substandard service quality.
Recent data shows that EasyJet faces this challenge. EasyJet customer satisfaction ratings stay lower than Lufthansa and British Airways because of poor service recovery and communication methods, according to Statista (2023). Customers frequently experience problems with delayed refund processing and unhelpful call centre support, and insufficient compensation during flight disruptions (Trustpilot, 2024). EasyJet has implemented a digital "Customer Charter" and enhanced mobile-app features to enhance service delivery, yet customer feedback shows that technological advancements do not match emotional connection levels (EasyJet Annual Report, 2023).
The challenge exists because low-cost airlines face a fundamental challenge to provide customer satisfaction without increasing operational expenses. The problem has major implications because ongoing customer dissatisfaction creates negative reviews, which decrease customer loyalty and weaken market position (Baker, 2013). The travel industry faces an increased focus on empathy and reassurance, and reliability from customers since the pandemic because these elements matter more than price (Bieger & Wittmer, 2021).
The research basis consists of two essential elements, which include business value and academic value. EasyJet needs to understand multiple satisfaction factors because these elements determine customer retention and acquisition success. The current research on low-cost airlines focuses mainly on operational and price efficiency but fails to study how psychological and experiential elements affect service satisfaction. The investigation of EasyJet customer service through SERVQUAL and service-recovery frameworks will produce new knowledge which benefits academic research and business operations.
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[bookmark: _Toc213695347]Research Aim
The research investigates service quality elements which affect EasyJet customer satisfaction while assessing their impact on customer loyalty behaviour.
[bookmark: _Toc213695348]Research Objectives
1. The research evaluates EasyJet service quality through SERVQUAL dimensions, which include reliability and responsiveness and assurance and empathy and tangibles.
2. The research determines which elements lead to customer dissatisfaction and negative service experiences.
3. The research investigates how customer satisfaction levels affect their loyalty intentions.
4. The research will create recommendations to enhance EasyJet's service delivery systems and customer relations management.
[bookmark: _Toc213695349]Research Questions
1. Which elements determine customer satisfaction at EasyJet?
2. The SERVQUAL dimensions create what effects on passenger satisfaction and loyalty levels?
3. EasyJet customers who experience high service satisfaction levels tend to show stronger loyalty intentions.
4. EasyJet should implement which specific strategies to enhance customer experience and service recovery operations?
The research design fulfils the assessment requirements by defining a business issue and reviewing current knowledge, and proposing an effective method to produce useful findings.
[bookmark: _Toc213695350]Preliminary Literature Review

Airline services achieve their competitive edge through customer satisfaction, which serves as their fundamental success factor. The way customers behave when they buy again and how they view brands and maintain market stability depends on their satisfaction level (Kotler & Keller, 2016). The expectancy–disconfirmation model developed by Oliver (1980) explains satisfaction formation through customer expectation creation before purchase, followed by satisfaction derivation from performance versus expectation differences. The SERVQUAL model developed by Parasuraman, Zeithaml and Berry (1988) serves as the leading service quality measurement system, which assesses perceived service quality through five distinct factors.

[bookmark: _Toc213695351]Reliability

Service performance depends on reliability because reliability means services deliver consistent results that customers can depend on. The airline sector requires staff to maintain punctuality and deliver accurate information, and perform correct baggage handling and booking operations. The research by Akamavi et al. (2015) demonstrates that reliability directly affects customer trust and leads to repeat business in low-cost airline operations. EasyJet maintains excellent operational performance through its on-time departures, yet customers experience negative reactions when communication fails to handle unexpected delays (EasyJet Annual Report, 2023).
[bookmark: _Toc213695352]Responsiveness

Staff response speed and their willingness to help passengers determine the responsiveness of a service. The research by Kim and Lee (2011) demonstrates that passenger satisfaction directly depends on responsiveness because it shows how well staff handle problems and show attention to customers. EasyJet's digital transformation brought process automation, but the transition from human contact to chatbots and automated responses makes customers feel less supported. Customers view these automated systems as efficient, but they lack a personal touch, especially when they need help during flight disruptions (Trustpilot, 2024).
[bookmark: _Toc213695353]Assurance

The assurance factor depends on staff competence and their ability to show courtesy while creating confidence in customers. The research by Francis et al. (2017) shows that assurance plays a crucial role during situations where customers face uncertainty, such as flight cancellations and security procedures. The training program at EasyJet focuses on operational safety, but some customers believe frontline staff follow company rules, which restrict their ability to show independence or empathy when handling customer complaints. The service quality dimension of assurance becomes weaker because of this restriction.
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Low-cost carriers struggle to maintain high empathy levels because their operational focus remains on speed and cost management, according to Chen and Liu (2017). The service recovery process requires empathy to be successful. Bieger and Wittmer (2021) discovered that passengers now seek compassionate treatment along with flexible solutions because of COVID-19 flight disruptions. EasyJet faces difficulties in showing empathy because its business model focuses on operational efficiency. The service-recovery theory developed by Tax et al. (1998) demonstrates that customers will develop increased trust when businesses deliver excellent complaint resolution through empathetic approaches.
[bookmark: _Toc213695355]Tangibles

The service environment consists of physical elements and digital components, which make up the tangible factor. The main focus of full-service airlines on seat comfort and onboard amenities has given way to digital tool functionality and accessibility for low-cost airlines, including EasyJet (Kotler & Keller, 2016). The digital transformation at EasyJet has improved customer service, yet customers experience dissatisfaction when automated systems replace personal interactions instead of improving them.
[bookmark: _Toc213695356]Service Recovery

The service-recovery paradox shows that customers who experience successful recovery from service failures will develop stronger loyalty than customers who never faced any issues (Tax et al., 1998). The service recovery paradox depends on human empathy and fairness perceptions, which EasyJet's automated complaint handling systems receive negative feedback about. Automated responses that resolve procedural problems do not establish trust relationships with customers.
[bookmark: _Toc213695357]Loyalty and Satisfaction

Customer loyalty develops through positive experiences during multiple service interactions (Oliver, 1980). EasyJet depends heavily on customer loyalty because customers can easily switch between different low-cost airlines. The level of customer satisfaction directly affects how well customers stay with the company and how much revenue the company generates, and how well the brand performs. The research by Akamavi et al. (2015) and Baker (2013) shows that low-cost airlines concentrate on price competition but ignore the development of customer experiences, which leads to long-term customer loyalty.
[bookmark: _Toc213695358]Research Gap

The current research on service-quality measurement offers valuable knowledge but fails to apply its findings to EasyJet's operational environment. The majority of research combines data from different airlines but fails to recognise the unique characteristics of individual companies. The existing body of research mainly uses quantitative methods to study service quality while ignoring the valuable qualitative information that includes emotional feedback and personal stories. The research fills this knowledge gap through its mixed-methods design, which unites quantitative precision with qualitative, detailed analysis.
The research will create a complete service quality framework by uniting SERVQUAL with service-recovery theory to help EasyJet enhance customer satisfaction while preserving its budget-friendly approach.
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The research adopts a pragmatic approach which focuses on functional results while accepting different knowledge acquisition methods (Creswell, 2014). The research design implements quantitative and qualitative methods to achieve methodological triangulation for data verification.
[bookmark: _Toc213695360]Research Approach and Design

The research design implements an explanatory sequential mixed-methods approach. The research starts by gathering quantitative data through an online survey to determine passenger satisfaction before moving to qualitative interviews for understanding the survey results. The research design enables statistical patterns to receive additional understanding through narrative data (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc213695361]Quantitative Phase

The research team will distribute a structured SERVQUAL-based questionnaire to 200 EasyJet passengers who have flown during the previous year. The survey instrument contains a five-point Likert scale, which ranges from 1 (Strongly Disagree) to 5 (Strongly Agree). The survey includes two examples of questions which ask participants to rate EasyJet's delay information timeliness and staff response speed to customer requests. The research team will use SPSS to analyse data, which participants will submit through social-media travel groups. The research will use descriptive statistics to present satisfaction results while conducting correlation and multiple-regression tests to evaluate service-quality elements and their impact on satisfaction and customer loyalty.
[bookmark: _Toc213695362]Qualitative Phase

The research team will select survey participants for 10 to 12 semi-structured interviews after completing quantitative data analysis. The research investigates how passengers feel during service encounters and their views on service fairness and their desired service improvements. The survey includes a question which asks participants to share their most significant EasyJet experience, whether it was positive or negative. The research team will use Braun and Clarke's (2006) thematic analysis to identify recurring patterns in interview transcripts, which will show how passengers understand EasyJet's service culture.
[bookmark: _Toc213695363]Sampling Strategy

The research uses purposive sampling to select participants who have experience travelling with EasyJet. The research team will select participants who represent different age groups and travel purposes, including business and leisure and family visits, while maintaining equal gender distribution. The research findings will apply to EasyJet customers because the study includes diverse participants.
[bookmark: _Toc213695364]Ethical Considerations

The research maintains absolute ethical standards throughout its entire process. The research participants will receive detailed information about the study's objectives and procedures, and their right to participate voluntarily. The research team will obtain written consent from participants before starting data collection. The research team will protect participant data through GDPR-compliant encryption and secure storage, and complete anonymisation. The research will not reveal any personal information that could identify participants. The university ethics committee will review the research for ethical approval (Bell, Bryman and Harley, 2018).
[bookmark: _Toc213695365]Reliability, Validity and Limitations

The survey reliability will increase through testing the survey with a small group of participants. The research achieves validity through methodological triangulation and consistent instrument design. The research faces two main limitations because participants might select themselves for online participation, and the study duration is restricted to one week, but the researchers used proper methods to address these issues.
[bookmark: _Toc213695366]Business Relevance & Practical Implications

Airline sector profitability depends directly on customer satisfaction because satisfied customers lead to repeat business and positive word-of-mouth and lower complaint expenses (Kotler and Keller, 2016). The research findings from this study will create both operational and strategic benefits for EasyJet.
The research results will show which service elements need immediate improvement. EasyJet should focus on staff empowerment training and communication development because responsiveness shows as the weakest performance factor. The airline can decrease passenger stress during flight disruptions through improved real-time information delivery and customised communication systems.
The research findings will enable EasyJet to create strategic plans for customer relationship management through the next several years. The organisation can create effective marketing strategies and loyalty program structures through its understanding of satisfaction levels that lead to customer loyalty. The research findings will help EasyJet determine which digital service investments will create value by improving customer experiences.
The research helps EasyJet develop its value proposition by showing customers how to combine reliability with flexibility and human touch in their post-pandemic service delivery. The research provides evidence-based knowledge about how low-cost airlines can achieve service differentiation through cost-efficient operations.
The research expands SERVQUAL and service-recovery models to contemporary digital airline operations while delivering both theoretical development and practical applications.
[bookmark: _Toc213695367] Plan of Work and Time Schedule
The project timeline spans one week from 10 November 2026 to 17 November 2026 with a defined order of work activities.
	Activity
	Duration
	Timeline (2026)
	Expected Output

	Topic selection and refinement
	1 day
	10 Nov
	Confirmed scope and objectives

	Literature review and conceptual framework
	2 days
	11–12 Nov
	Draft theoretical and contextual background

	Design of instruments (survey + interview guide)
	1 day
	13 Nov
	Validated research tools

	Data collection (survey distribution + interviews)
	2 days
	14–15 Nov
	Collected quantitative and qualitative data

	Data analysis (SPSS + thematic)
	1 day
	16 Nov
	Processed findings and interpretation

	Drafting report + proofreading
	1 day
	17 Nov
	Completed proposal ready for submission
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[bookmark: _Toc213695369]Table 2 – Text-Based Gantt Chart
	Activity 
	Date
	10 Nov
	11 Nov
	12 Nov
	13 Nov
	14 Nov
	15 Nov
	16 Nov
	17 Nov

	Topic selection & refinement
	███
	
	
	
	
	
	
	

	Literature review & framework
	
	███
	███
	
	
	
	
	

	Instrument design
	
	
	
	███
	
	
	
	

	Data collection
	
	
	
	
	███
	███
	
	

	Data analysis
	
	
	
	
	
	
	███
	

	Drafting & proofreading
	
	
	
	
	
	
	
	███



Total duration: 7 days (10 – 17 November 2026)
The plan ensures a logical progression from conceptualisation to reporting, enabling coherent time management and timely completion.
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The research proposal outlines an organised method to study EasyJet customer satisfaction through an explanatory sequential mixed-methods approach. The research investigates the business problem which exists between EasyJet's operational excellence and customer perceptions of its service quality. The research combines quantitative data collection with qualitative analysis to achieve comprehensive results.
The research uses SERVQUAL and service-recovery theories to study airline service experiences because these theories prove relevant to the field. The research design follows pragmatic principles while using methodological triangulation to achieve results that protect participant privacy.
The research will achieve three main results, which include determining satisfaction factors and establishing satisfaction-loyalty relationships and developing management recommendations for EasyJet. The research adds value to academic studies about customer satisfaction in budget airlines while creating a base for EasyJet to build its customer-oriented business strategy.
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