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[bookmark: _Toc228398766][bookmark: _Toc176246468][bookmark: _Toc796296660][bookmark: _Toc115851367][bookmark: _Toc1128255900]1.1 Background of the Study
Customer experience has become a central strategic priority within the airline industry, as passengers increasingly expect reliable, efficient, and consistent service across all stages of their journey, including booking, check-in, airport procedures, in-flight experience, and communication during disruptions (Wirtz and Lovelock, 2021). In the post-COVID-19 context, the importance of these expectations has intensified. According to EUROCONTROL (2024), European aviation has experienced steady recovery in air traffic, alongside a renewed emphasis by airlines and airports on improving service standards to rebuild passenger confidence. For a global carrier such as Turkish Airlines, understanding how passengers evaluate their experiences is therefore essential for maintaining competitiveness and encouraging long-term loyalty.
At the same time, the airline industry has undergone significant structural change over the past two decades, driven by increasing global competition, the expansion of low-cost carriers, and the growing diversity of passenger expectations. Full-service carriers can no longer rely solely on price or route availability to retain customers. Instead, the overall quality of the passenger journey — from initial booking through to post-flight interaction — has become a key factor influencing repeat travel behaviour. Wirtz and Lovelock (2021, pp. 38–52) argue that customer experience is formed across multiple service touchpoints, with each interaction contributing to the passenger’s overall perception of the airline. However, this perspective may overlook the fact that passenger expectations are not uniform, as they can vary depending on factors such as travel purpose, cultural background, and previous experiences. For Turkish Airlines, which operates across more than 120 countries, delivering a consistent and high-quality experience across such diverse contexts presents both a strategic challenge and a critical opportunity.
[bookmark: _Toc228398767][bookmark: _Toc1673609811][bookmark: _Toc932642549][bookmark: _Toc789021977][bookmark: _Toc1237781402]1.2 Description of the Business Issue
Despite its strong global presence, Turkish Airlines faces ongoing challenges in maintaining long-term passenger loyalty within a highly competitive market. The availability of alternative airlines offering similar routes and pricing means that passengers can switch carriers with relative ease, making loyalty increasingly dependent on customer experience rather than structural constraints (Kotler, Bowen and Makens, 2016).
Passenger feedback platforms indicate that service-related issues — including delays, ineffective communication, inconsistent in-flight standards, and reduced comfort — can negatively affect customer perceptions and lead to switching behaviour (Skytrax, 2023). While these issues are common across the airline industry, their impact on loyalty highlights the importance of understanding which aspects of the customer experience matter most to passengers. However, it remains unclear which specific elements of the passenger journey have the greatest influence on loyalty outcomes, suggesting a gap in both academic research and practical understanding.
This business issue is therefore not limited to operational performance but extends to strategic customer retention. In a low-switching-cost environment, even minor service failures can result in lost customers. Kotler, Bowen and Makens (2016, pp. 152–155) argue that higher levels of customer satisfaction reduce switching behaviour and enhance long-term customer value. However, in the airline industry, where competition is intense and alternatives are readily available, maintaining loyalty requires continuous improvement of the overall customer experience rather than isolated service enhancements.



[bookmark: _Toc228398768][bookmark: _Toc2075981028][bookmark: _Toc2053841285][bookmark: _Toc1507428054][bookmark: _Toc2132255205]1.3 Rationale for Researching Customer Experience and Loyalty
Examining the relationship between customer experience and loyalty is significant from both practical and academic perspectives. From a practical viewpoint, loyal passengers contribute to repeat business, favourable word-of-mouth, and lower customer acquisition costs. In recent years, airlines have placed increasing emphasis on enhancing service quality as a means of improving customer retention. Market data indicates that post-pandemic travellers attach greater importance to factors such as reliability, comfort, and effective communication when choosing airlines (Statista, 2023). For Turkish Airlines, determining which elements of the customer experience have the greatest impact on loyalty can support more focused service enhancements and more effective allocation of resources.
From an academic perspective, the relationship between customer experience, satisfaction, and loyalty has been widely explored within services marketing literature. Zeithaml, Bitner and Gremler (2020, pp. 60–65) propose that customer satisfaction acts as a mediating factor between service experience and loyalty behaviours. However, this relationship may not always be straightforward in the airline industry, where external factors such as pricing, flight availability, and time constraints can significantly influence passenger decisions independently of their service experience (Oliver, 2020). This suggests that existing theoretical models may oversimplify the complexity of customer behaviour in this context.
Furthermore, much of the existing research focuses either on low-cost carriers or on the airline industry as a whole, with limited attention given to full-service international airlines such as Turkish Airlines. This represents a gap in the literature, as full-service carriers operate within a more complex service environment involving multiple touchpoints and higher passenger expectations. By applying established theoretical frameworks to the specific context of Turkish Airlines, this study seeks to provide a more nuanced and contextually relevant understanding of how customer experience influences passenger loyalty.
[bookmark: _Toc228398769][bookmark: _Toc431492373][bookmark: _Toc1062341025][bookmark: _Toc385472589][bookmark: _Toc1400218095]1.4 Motivation and Significance of the Study
The motivation for this study arises from the recognition that passengers are central to airline performance, yet their experiences are not always fully examined in a context-specific manner. Passengers engage with the airline at multiple stages of their journey, forming both functional evaluations (such as efficiency and reliability) and emotional responses (such as perceptions of care and professionalism). These combined experiences play a significant role in determining whether passengers choose to travel with the same airline again (Oliver, 2020).
The significance of this study lies in its contribution to both academic knowledge and managerial practice. From a theoretical perspective, the study contributes to ongoing discussions regarding the relationship between service quality, satisfaction, and loyalty. Oliver (2020, pp. 22–28) suggests that loyalty develops over time through repeated positive experiences. However, in highly competitive industries such as aviation, loyalty may be less stable than this model suggests, as passengers are frequently influenced by alternative options and pricing considerations.
From a practical perspective, the findings of this study are relevant to airline managers and decision-makers. By identifying the key drivers of passenger loyalty, Turkish Airlines can better prioritise service improvements, enhance customer experience strategies, and strengthen long-term customer retention. However, it should be recognised that implementing such improvements may involve financial and operational challenges, which need to be considered when applying the findings.




[bookmark: _Toc228398770][bookmark: _Toc379355540][bookmark: _Toc770986957][bookmark: _Toc435932336][bookmark: _Toc1495262623]1.5 Need for the Study and Scope
The need for this study arises from the combination of increasing competition within the airline industry, the recognised importance of customer experience in shaping loyalty, and the limited availability of research focused specifically on Turkish Airlines. While previous studies have explored customer experience and loyalty more broadly, there is a lack of research that examines how these concepts interact within the context of a full-service international airline.
The scope of this study covers the full passenger journey, including pre-flight, in-flight, and post-flight experiences. This includes booking processes, airport interactions, in-flight service delivery, and post-flight customer service. Each of these stages represents a point at which customer perceptions can be influenced, ultimately affecting loyalty outcomes.
This study adopts a conceptual approach based on secondary data sources, including academic literature, textbooks, and industry reports. While this allows for a comprehensive review of existing knowledge, it may limit the ability to capture real-time passenger experiences. This limitation should be considered when interpreting the findings, although the use of multiple credible sources supports the overall reliability of the analysis.

[bookmark: _Toc228398771][bookmark: _Toc1121370196][bookmark: _Toc1501757353][bookmark: _Toc2096176843][bookmark: _Toc2109420431]1.6 Research Aim, Objectives and Questions
The aim of this study is to examine how customer experience affects passenger loyalty within Turkish Airlines. In an increasingly competitive airline environment, Passenger preferences and frequent travel patterns are now significantly impacted by the quality of the customer experience. The word "customer experience" refers to a range of contacts, such as reservations, airport services, in-flight comfort, staff conduct, and communication., all which shape passengers’ overall perceptions of the airline. Previous research indicates that positive experiences improve satisfaction and trust, which in turn reinforce loyalty (Xie, Zhang and Morrison, 2020).
To achieve this aim, the study is guided by the following objectives:
· To examine the relationship between customer experience and satisfaction 
· To evaluate how satisfaction influences passenger loyalty 
· To identify the key factors affecting loyalty outcomes 
· To develop recommendations for improving customer experience 
The study is guided by the following research question:
How does customer experience influence passenger loyalty in Turkish Airlines?
· This main research question is supported by the following sub-questions:
· Which elements of customer experience (e.g. service quality, staff professionalism, comfort, and communication) have the greatest impact on loyalty?
· In what ways does passenger satisfaction influence repeat travel and recommendations?
· Which stages of the passenger journey require enhancement to improve loyalty?
· How can Turkish Airlines utilise customer experience insights to minimise customer churn?

These questions provide a clear framework for examining how different aspects of the customer experience contribute to passenger loyalty outcomes.
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[bookmark: _Toc330427589]1.7 Structure of the Dissertation
This dissertation is structured into five chapters. Chapter Two presents a critical review of the literature on customer experience and passenger loyalty, highlighting key theoretical frameworks and research gaps. Chapter Three outlines the research methodology, including the research approach, data collection methods, and analytical techniques. Chapter Four presents and discusses the findings obtained from the analysis of secondary data. Chapter Five concludes the study by summarising the key findings, offering recommendations, identifying limitations, and proposing areas for future research.

[bookmark: _Toc228398773][bookmark: _Toc895837756][bookmark: _Toc1711177738][bookmark: _Toc589071376][bookmark: _Toc270497686]1.8 Overview and Summary
This chapter has outlined the key foundations of the study by situating the research within the broader context of the global airline industry and highlighting the growing importance of customer experience for full-service carriers such as Turkish Airlines. It has identified the main business issue related to passenger loyalty, established the academic and practical rationale for the research, and defined the scope of the study. The chapter has also presented the research aim, objectives, and questions, which provide a clear framework for the analysis undertaken in subsequent chapters. The following chapter will review the relevant literature on customer experience, satisfaction, and loyalty, providing the theoretical basis for the study.
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[bookmark: _Toc1108486936]Chapter 2: Literature Review 
[bookmark: _Toc228398775][bookmark: _Toc304899534][bookmark: _Toc1557147986][bookmark: _Toc1910686745][bookmark: _Toc1411238103]2.1 Introduction
This chapter reviews the existing literature on customer experience, customer satisfaction, and customer loyalty. The review draws on studies from different service industries, including aviation, hospitality, and banking, in order to build a strong theoretical foundation for the research. This approach is useful because many of the concepts used to understand customer experience and loyalty are not confined to one specific industry but can be applied across different service contexts, as highlighted by Wirtz and Lovelock (2021).
The chapter discusses the main themes identified in the literature, outlines the key theoretical models used in this study, and presents an overview of selected studies. It also introduces the conceptual framework and identifies the research gap that this dissertation aims to address. The search strategy and selection process are explained in Chapter Three as part of the methodology. However, while using cross-industry literature provides a broad understanding, it may not fully reflect the specific challenges faced by airlines, particularly in complex international operations such as Turkish Airlines.
[bookmark: _Toc228398776][bookmark: _Toc705149698][bookmark: _Toc654018899][bookmark: _Toc1513273546][bookmark: _Toc1861222205]2.2 Customer Experience Across Service Industries
Customer experience within the airline industry refers to passengers’ overall assessment of all interactions throughout their journey, including booking, check-in, airport services, and in-flight experiences. These interactions collectively shape both perceptions of service quality and emotional responses. Wirtz and Lovelock (2021, pp. 38–52) argue that customer experience develops across multiple touchpoints, where each stage contributes to overall satisfaction. In the airline context, elements such as service reliability, staff behaviour, comfort, and communication during disruptions are particularly influential. However, this perspective assumes that all passengers value similar aspects of service, whereas expectations may vary depending on individual needs, travel purpose, and cultural background.
Evidence from other service industries supports the view that customer experience is a holistic construct. In the hospitality sector, Ali et al. (2021) demonstrate that service quality dimensions — including reliability, responsiveness, assurance, empathy, and tangibles — significantly influence both satisfaction and loyalty. Their findings suggest that customers evaluate their experience as a whole, meaning that weaknesses at any stage may negatively affect overall perceptions. While these findings are applicable to airlines, the aviation context presents additional operational challenges, such as time pressure and service disruptions, which may limit the consistency of service delivery.
Similarly, Chikazhe, Makanyeza and Chigunhah (2021) highlight that customer experience includes both functional and emotional components. Their research indicates that satisfaction and loyalty are influenced not only by service performance but also by how customers are treated during service encounters. This emphasises the importance of emotional engagement in shaping customer perceptions. However, maintaining this level of personalised interaction may be more difficult in large-scale airline operations where services are standardised.
In the airline context, Xie, Zhang and Morrison (2020) demonstrate that both functional and emotional aspects of the passenger journey influence loyalty intentions. Passengers who experience consistent quality across multiple touchpoints are more likely to engage in repeat behaviour and recommend the airline. Supporting this, Siqueira et al. (2023) found that positive customer experiences contribute to the development of brand trust, which strengthens long-term loyalty. However, these findings may not fully account for external influences such as pricing and availability, which also affect passenger decision-making.
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[bookmark: _Toc776766887]2.3 Passenger Satisfaction and Loyalty
Passenger satisfaction is widely regarded as a key determinant of customer loyalty within the airline industry. Satisfaction occurs when passenger expectations are met or exceeded in areas such as service quality, comfort, and communication. When satisfaction is achieved, passengers are more likely to repurchase services and recommend the airline to others. Kotler, Bowen and Makens (2016, pp. 152–155) argue that satisfaction increases perceived value and lowers the likelihood of switching to competitors. However, within the airline industry, satisfaction alone may not ensure loyalty, as passengers are also influenced by factors such as price, convenience, and flight availability.
Research across service industries consistently supports the relationship between satisfaction and loyalty. Chikazhe, Makanyeza and Chigunhah (2021) identify satisfaction as a key mediating variable between service experience and loyalty outcomes, suggesting that service quality influences loyalty primarily through its effect on satisfaction. Similarly, Ali et al. (2021) demonstrate that improvements in service quality lead to higher levels of satisfaction and repeat behaviour in hospitality settings. While these findings confirm a consistent relationship, the strength of this relationship may vary depending on the specific service context.
Oliver (2020, pp. 22–28) provides a theoretical explanation of this relationship, suggesting that loyalty develops progressively through cognitive, emotional, and behavioural stages. This implies that repeated positive experiences are necessary to establish long-term loyalty. However, achieving consistent satisfaction may be challenging for airlines due to operational complexities and external factors, which can weaken the development of strong customer loyalty.
Further research highlights the complexity of this relationship. Li, Xing and Terui (2023) demonstrate that the link between satisfaction and loyalty is not always linear, as higher levels of satisfaction can produce disproportionately stronger loyalty outcomes. This suggests that achieving very high satisfaction levels is particularly important for building long-term customer relationships. Supporting this, So, Yang and Li (2025), through a meta-analysis of multiple studies, confirm that customer satisfaction plays a central mediating role between service quality, perceived value, and loyalty across service industries.
In the airline industry, Chanpariyavatevong, Rungpaka and Petchsawang (2021) found that both service quality and satisfaction independently influence passenger loyalty, indicating that loyalty is shaped by multiple factors. Similarly, Hassan and Salem (2021) demonstrate that service quality significantly impacts airline image, satisfaction, and loyalty, even during periods of disruption such as the COVID-19 pandemic. These findings highlight the importance of maintaining service quality under varying conditions.
Additional studies further extend this understanding. Farah and Hacioglu (2024) emphasise the importance of airport service quality, showing that elements such as check-in efficiency and staff behaviour significantly influence passenger satisfaction. This suggests that customer experience extends beyond the flight itself and includes the entire travel process. Moreover, Amoako et al. (2023) highlight the importance of service recovery, demonstrating that effective responses to service failures can improve satisfaction and encourage repeat behaviour. Lim et al. (2025) further support this by showing that successful service recovery can strengthen loyalty beyond pre-failure levels, a phenomenon known as the service recovery paradox.
Finally, Nguyen et al. (2024) confirm that service quality dimensions positively influence satisfaction and loyalty across service contexts, reinforcing the broader applicability of this relationship. Overall, these findings demonstrate that while satisfaction is a central driver of loyalty, it operates alongside other factors, including service quality, price perceptions, and service recovery
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[bookmark: _Toc743826227]2.4 Theoretical Perspectives
Several theoretical frameworks help explain the relationship between customer experience, satisfaction, and loyalty. Zeithaml, Bitner and Gremler (2020, pp. 60–65) suggest that service quality affects customer satisfaction, which in turn leads to loyalty behaviours such as repeat purchases and recommendations. Their model identifies five main dimensions of service quality: reliability, responsiveness, assurance, empathy, and tangibles. While this framework is widely used across service industries, it may not fully reflect the complexity of customer decision-making in the airline industry, where external factors such as price, timing, and availability can also influence behaviour.
Wirtz and Lovelock (2021, pp.  90–102) emphasise the role of employees in shaping customer experience, arguing that well-trained and responsive staff can significantly enhance satisfaction and loyalty. This is particularly relevant in the airline industry, where staff interactions occur at multiple stages of the passenger journey. However, maintaining consistent service delivery may be challenging due to the scale of airline operations and the need for standardisation across different locations.
Leon and Dixon (2023) further highlight the importance of trust and personality in shaping customer relationships, suggesting that relational factors can be as influential as service quality. This indicates that customer loyalty is not only driven by functional service elements but also by emotional and psychological factors. However, these aspects may be difficult to measure and manage effectively in large organisations such as international airlines.
Tay (2023) focuses on service failure and recovery, demonstrating that the way airlines respond to service disruptions can significantly influence customer satisfaction and loyalty. Passengers who receive timely, transparent, and empathetic responses are more likely to remain loyal. However, the effectiveness of service recovery strategies may depend on the availability of organisational resources and operational flexibility.
[bookmark: _Toc228398779][bookmark: _Toc1954729907][bookmark: _Toc854903248][bookmark: _Toc556313337][bookmark: _Toc1327564088]2.5 Conceptual Framework
The conceptual framework for this study proposes that customer experience influences customer satisfaction, which in turn affects customer loyalty. This relationship is widely supported in services marketing literature, particularly by Wirtz and Lovelock (2021, pp.  38–52) and Zeithaml, Bitner and Gremler (2020, pp.  60–65). Positive service experiences improve perceived value and increase the likelihood of repeat behaviour and recommendations.
The framework incorporates both direct and indirect relationships between the variables. Customer experience is expected to have a direct influence on passenger loyalty, as well as an indirect effect through customer satisfaction, which acts as a mediating variable. This suggests that positive service experiences not only contribute to immediate loyalty outcomes but also shape long-term behavioural intentions through increased satisfaction.
However, this framework represents a simplified view of customer behaviour. In practice, additional factors such as price, service availability, and external conditions may also influence passenger decisions. Evidence from other service industries supports this relationship while also highlighting its complexity (Ali et al., 2021; Chikazhe, Makanyeza and Chigunhah, 2021)
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[bookmark: _Toc2028221953][bookmark: _Toc951658850][bookmark: _Toc1407479101][bookmark: _Toc903104020]2.6 Overview of Selected Studies
The selected studies were examined to identify key findings related to customer experience, customer satisfaction, and customer loyalty. The literature was drawn from multiple service industries to provide a broad understanding of the topic. Each study was chosen based on its relevance and contribution to the research.

[bookmark: _Toc228398781][bookmark: _Toc1203554563][bookmark: _Toc2022875274][bookmark: _Toc826964963][bookmark: _Toc1031257545]2.7 Research Gap
Despite a large body of research on customer experience and loyalty, there is limited work focusing specifically on Turkish Airlines. Much of the existing literature explores general industry trends or low-cost carriers rather than full-service international airlines. Wirtz and Lovelock (2021, pp.  50–55) suggest that customer expectations differ across contexts, highlighting the need for more focused research.
Studies from hospitality and banking (Ali et al., 2021) support existing frameworks but do not directly apply to aviation. Airline-focused studies such as Xie, Zhang and Morrison (2020), Leon and Dixon (2023), and Tay (2023) provide useful insights but do not focus specifically on Turkish Airlines. This highlights a clear gap in the literature and supports the need for this study.

[bookmark: _Toc228398782][bookmark: _Toc1793533043][bookmark: _Toc255570639][bookmark: _Toc542788434][bookmark: _Toc568412039]2.8 Summary 
This chapter has critically evaluated the literature on customer experience, satisfaction, and loyalty across multiple service industries. It has drawn on key theoretical frameworks, including Wirtz and Lovelock (2021, pp.  38–52), Oliver (2020), and Zeithaml, Bitner and Gremler (2020), alongside supporting empirical studies. The conceptual framework was introduced, and a clear research gap was identified
[bookmark: _Toc228398783][bookmark: _Toc144180190][bookmark: _Toc1257706558][bookmark: _Toc94827630][bookmark: _Toc1755872912]Chapter 3 Research Methodology 
[bookmark: _Toc228398784][bookmark: _Toc514845254][bookmark: _Toc1920785713][bookmark: _Toc926577692][bookmark: _Toc29906559]3.1 Introduction 
This chapter describes the methodological approach applied in this study. It explains and justifies the research philosophy, research approach, research method, research strategy, data sources, and analytical technique used to examine how customer experience influences passenger loyalty within Turkish Airlines. The chapter also presents the search strategy and selection criteria used to identify relevant secondary literature and explains how the findings were analysed and grouped into key themes. The chapter concludes by addressing the ethical considerations and limitations associated with the research design. The structure and justification of these methodological choices are informed by established research principles (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc228398785][bookmark: _Toc635992969][bookmark: _Toc781128301][bookmark: _Toc9401048][bookmark: _Toc435632621]3.2 Research Philosophy
This study adopts interpretivism as its primary research philosophy. Interpretivism focuses on understanding how individuals interpret and give meaning to their experiences, rather than measuring reality objectively. It is particularly suitable for research that explores perceptions, meanings, and relationships within a specific context (Saunders, Lewis and Thornhill, 2023).
Interpretivism is appropriate for this study because it allows the researcher to analyse and interpret existing literature on customer experience and passenger loyalty. As this research is based entirely on secondary data, it requires an understanding of how different researchers have explained and interpreted these concepts. This supports a deeper and more contextual understanding of the relationship between customer experience and loyalty.
Empirical studies are also considered in this research. These studies provide empirical evidence of relationships between variables, such as the link between customer experience and passenger loyalty (Lai, 2023; Marin et al., 2024). However, these findings are interpreted within a qualitative framework to ensure that both numerical evidence and contextual understanding are considered.
[bookmark: _Int_x3UOt92r]This combined approach allows for a more balanced analysis of the research problem. Bell and Bryman (2022)  suggest that business research benefits from a flexible approach to research philosophy, where different perspectives are used to support the research objectives. Adopting interpretivism in this study therefore ensures that the methodology is aligned with the nature of the research and the type of data used.
[bookmark: _Toc228398786][bookmark: _Toc132330747][bookmark: _Toc570401919][bookmark: _Toc561121259][bookmark: _Toc1774046584]3.3 Research Type
This study is based exclusively on secondary data. Secondary data refers to information that has already been collected and analysed by other researchers and is subsequently used for a new research purpose (Saunders, Lewis and Thornhill, 2023). The data used in this study includes peer-reviewed journal articles, academic textbooks, doctoral theses, and credible industry publications.
The use of secondary data is both ethically appropriate and methodologically justified. As confirmed by the ethical approval obtained for this research, no primary data involving human participants has been collected. This approach is consistent with the conceptual nature of the study, which seeks to synthesise and interpret existing knowledge rather than generate new empirical data. Cheong et al. (2023) emphasise that secondary qualitative research is a rigorous method when the objective is to analyse and extend existing literature.
This study therefore relies entirely on secondary data sourced from published academic and industry materials. No primary data was gathered, and no human participants were involved in the research process.
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[bookmark: _Toc1511982432]3.4 Research Approach
This study adopts an inductive research approach. Inductive research involves drawing conclusions based on patterns identified within the data rather than testing predetermined hypotheses (Saunders, Lewis and Thornhill, 2023). This approach is particularly appropriate for qualitative research where the aim is to generate insight and understanding.
In this study, the inductive approach is applied through the analysis of existing literature. Rather than starting with a fixed theoretical assumption, themes and relationships are allowed to emerge from the data. This supports a more flexible and exploratory analysis, which is consistent with the interpretivist  philosophy. Bell and Bryman (2022) note that inductive approaches are particularly valuable when exploring complex relationships, as they allow for a deeper interpretation of the data.

[bookmark: _Toc228398788][bookmark: _Toc243203572][bookmark: _Toc513186485][bookmark: _Toc2114680980][bookmark: _Toc483551069]3.5 Research Method
This study employs a qualitative research method. Qualitative research focuses on understanding meanings, concepts, and relationships through non-numerical data (Saunders, Lewis and Thornhill, 2023). This method is appropriate because the research explores how customer experience influences passenger loyalty, which requires interpretation rather than statistical measurement.
The qualitative method is applied through a systematic review and critical evaluation of secondary literature. This approach enables the researcher to explore a wide range of studies and identify patterns and relationships across different contexts. While secondary research does not involve direct interaction with participants, it provides access to a substantial body of existing knowledge. As noted by Cheong et al. (2023), the strength of this method lies in its ability to generate theoretically informed insights through careful interpretation of existing research.

[bookmark: _Toc228398789][bookmark: _Toc287765443][bookmark: _Toc1495111341][bookmark: _Toc1930619579][bookmark: _Toc871443708]3.6 Research Strategy
The research strategy adopted in this study is a conceptual case-based analysis focusing on Turkish Airlines. This approach enables the researcher to examine a specific organisational context through the interpretation of existing literature rather than through primary data collection (Saunders, Lewis and Thornhill, 2023).
In addition, this study incorporates elements of a Systematic Literature Review (SLR) to ensure a structured and transparent approach to identifying and selecting relevant sources. Sauer and Seuring (2023) describe SLR as a rigorous method for synthesising existing research in a systematic and replicable way. The use of this strategy enhances the credibility and reliability of the study by ensuring that the selection of sources is both comprehensive and methodologically consistent.


[bookmark: _Toc228398790][bookmark: _Toc139401651][bookmark: _Toc1500351098][bookmark: _Toc1338842316][bookmark: _Toc1816276390]3.7 Search Strategy and Selection Criteria
The literature search was conducted using academic databases including Google Scholar,  UWTSD library, and academic journal databases. Keywords included customer experience, customer satisfaction, customer loyalty, passenger loyalty, service quality, airline industry, and Turkish Airlines. These keywords were combined with terms such as analysing, evaluating, and examining to refine the search process.
The search was limited to studies published between 2016 and 2026, with priority given to recent and relevant research. Sources were selected based on their academic credibility, relevance to the research topic, and methodological quality. Only peer-reviewed articles, academic textbooks, and credible industry publications were included. This approach follows the principles outlined by Sauer and Seuring (2023), ensuring transparency and reliability in the selection process.
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[bookmark: _Toc870972609]3.8 Data Sources and Analytical Technique
This study is based on secondary data sources, including academic literature and industry publications. These sources were systematically reviewed and analysed to identify key themes relevant to the research objectives.
The data analysis was conducted using thematic analysis, which involved the systematic examination and interpretation of secondary sources. Rather than treating sources independently, they were analysed comparatively to identify recurring patterns, similarities, and differences across studies. This strengthens the robustness of the findings by ensuring that conclusions are supported by multiple sources rather than a single perspective. Bell and Bryman (2022) highlight that document analysis is particularly effective in qualitative research where the aim is to develop a deeper understanding of complex relationships.

[bookmark: _Toc228398792][bookmark: _Toc983067567][bookmark: _Toc1091526494][bookmark: _Toc1039798147][bookmark: _Toc496069110]3.9 Sample Size and Sampling
A purposive sampling strategy was used to select relevant studies. A total of eleven sources were included based on their relevance, credibility, and contribution to the research topic. In qualitative research, sampling focuses on depth and relevance rather than representativeness (Saunders, Lewis and Thornhill, 2023).
The selected studies provide a sufficient and appropriate evidence base for the analysis. They include research from multiple service industries, allowing for a broader and more comprehensive understanding of the research problem.

[bookmark: _Toc228398793][bookmark: _Toc192259021][bookmark: _Toc257719058][bookmark: _Toc1224725450][bookmark: _Toc326063259]3.10 Thematic Analysis
The findings from the selected studies were analysed and grouped into key themes to provide a structured understanding of the relationships between the variables. Thematic analysis was chosen as it is a flexible and widely used qualitative method (Braun and Clarke, 2022).
The analysis followed the six phases outlined by Braun and Clarke (2022): familiarisation with the data, coding, theme development, review, definition, and reporting. Braun and Clarke (2021) emphasise the importance of researcher interpretation in identifying meaningful patterns within qualitative data. This approach ensures that the analysis is systematic while allowing for interpretive depth.
[bookmark: _Toc228398794][bookmark: _Toc186947483][bookmark: _Toc652652014][bookmark: _Toc1123315604][bookmark: _Toc1069419803]3.11 Ethical Considerations
This study is based entirely on secondary data and does not involve human participants. Therefore, no ethical risks are associated with data collection. Ethical approval was obtained prior to the commencement of the study.
No primary data was collected, and all data used in this research was obtained from publicly available sources. All sources have been appropriately referenced in accordance with Harvard referencing standards. Bell and Bryman (2022) emphasize the importance of transparency, honesty, and academic integrity in research.
[bookmark: _Toc228398795][bookmark: _Toc1718117870][bookmark: _Toc1497385093][bookmark: _Toc1495992444][bookmark: _Toc2107682558]3.12 Summary
This chapter has outlined the methodological approach adopted in this study. An interpretivist philosophy was employed, incorporating elements of positivism to support a balanced analysis. The study adopted an inductive, qualitative approach based entirely on secondary data. A conceptual case-based strategy and systematic literature review were used to structure the research, and thematic analysis was applied to interpret the findings. Ethical standards were maintained throughout the research process
[bookmark: _Toc228398796][bookmark: _Toc1538494838][bookmark: _Toc1909491920][bookmark: _Toc1222032861][bookmark: _Toc1892837037]Chapter 4 Findings and discussion
[bookmark: _Toc228398797][bookmark: _Toc1933605787][bookmark: _Toc2032598188][bookmark: _Toc396275826][bookmark: _Toc102370367]4.1 Introduction
This chapter outlines the findings of the study and examines them in relation to the research aim, objectives, and primary research question: how does customer experience influence passenger loyalty within Turkish Airlines? The findings are derived from a critical review of existing literature and are organised into key themes that reflect the most significant dimensions of customer experience identified across service industries.
The chapter begins by presenting Table 4.1, which summarises the key findings from each selected study. It then examines five key themes identified through the thematic analysis: Types of Service, Price, Service Failures, Staff Behaviour, and Brand Trust. These themes were selected because they consistently emerged across the reviewed literature as key determinants of customer experience and loyalty outcomes (Wirtz and Lovelock, 2021; Zeithaml, Bitner and Gremler, 2020). Each theme is analysed in relation to how it shapes passenger satisfaction and loyalty, with specific reference to Turkish Airlines.
Importantly, the discussion adopts a critical perspective by not only presenting findings from the literature but also evaluating their implications and limitations. This allows for a deeper understanding of how customer experience operates within a real-world airline context, where operational constraints, passenger expectations, and competitive pressures all influence outcomes.
[bookmark: _Toc228398798][bookmark: _Toc1275221073][bookmark: _Toc1205008197][bookmark: _Toc2096523849][bookmark: _Toc393668403]4.2 Summary of Selected Studies
The selected studies were examined to identify key insights related to customer experience, customer satisfaction, and customer loyalty. The studies were drawn from a range of service industries, including aviation and hospitality, to provide a broad and comprehensive understanding of how customer experience influences behavioural outcomes.
Overall, while the contexts of these studies vary, a high level of consistency can be observed in their findings. In particular, the importance of service quality, satisfaction, and perceived value emerges across multiple sectors, suggesting that these factors are fundamental to understanding customer loyalty (Ali et al., 2021; Xie, Zhang and Morrison, 2020). However, it is important to recognise that transferring findings from other industries to the airline context may overlook sector-specific characteristics, such as operational complexity and service variability.
In the context of Turkish Airlines, this highlights the need to interpret these findings with caution. While the underlying principles of customer experience are applicable, their practical implementation may vary depending on the airline’s operational structure and market positioning
[bookmark: _Toc228398799][bookmark: _Toc449283289][bookmark: _Toc1363246517][bookmark: _Toc214285307][bookmark: _Toc1096503829]4.3 Thematic Analysis
The thematic analysis identified five key themes through which customer experience influences passenger loyalty: Types of Service, Price, Service Failures, Staff Behaviour, and Brand Trust. These themes reflect both functional and relational aspects of the passenger experience and demonstrate that loyalty is shaped by multiple interacting factors rather than a single determinant (Zeithaml, Bitner and Gremler, 2020, pp.  60–65).
Although these themes are presented separately for clarity, they are closely interconnected in practice. For example, perceptions of price are often influenced by service quality, while service failures can significantly alter perceived value. This interconnected nature suggests that customer experience should be understood as a holistic process rather than a set of independent components (Wirtz and Lovelock, 2021, pp.  38–52)
Furthermore, the relative importance of each theme may vary depending on passenger expectations and travel context. Business travellers, for example, may prioritise reliability, while leisure travellers may place greater emphasis on price. This variation highlights the importance of adopting a flexible approach to customer experience management within Turkish Airlines.

[bookmark: _Toc228398800][bookmark: _Toc1177766934][bookmark: _Toc848819129][bookmark: _Toc240823650][bookmark: _Toc2104424822]Table 4.1 Thematic Analysis of Customer Experience and Loyalty

	Theme
	Key Concept
	Supporting Literature
	Key Findings & Insights

	Types of Service
	Service across the passenger journey
	Wirtz and Lovelock (2021); Lemon and Verhoef (2021); Zeithaml et al. (2020)
	Customer experience is built across multiple touchpoints; consistency and staff behaviour influence satisfaction and loyalty


	Price & Value
	Price fairness and perceived value

	Han & Hyun (2021); Lai (2023); Oliver (2020)
	Perceived value influences satisfaction and plays a key role in shaping customer loyalty


	Service Failures
	Recovery and response
	Tay (2023); Zeithaml, Bitner and Gremler (2020); Rather (2022)

	Effective service recovery can restore satisfaction, rebuild trust, and reduce switching behaviour






	Staff Behaviour
	Interpersonal service quality


	Wirtz and Lovelock (2021); Ali et al. (2021); Rather (2022)

	Staff professionalism, empathy, and communication shape emotional responses and influence satisfaction and loyalty

	Brand Trust

	Trust development and relationship building

	Siqueira et al. (2023); Rather (2022); Leon and Dixon (2023)

	Trust strengthens long-term relationships and increases repeat behaviour and customer loyalty



This table summarises key themes derived from the literature and supports the thematic analysis presented in Chapter 4



[bookmark: _Toc228398801][bookmark: _Toc785799265][bookmark: _Toc1369955821][bookmark: _Toc1195367985][bookmark: _Toc446399304]4.4 Theme One: Types of Service and Their Influence on Passenger Loyalty
The first theme concerns the types of service offered by Turkish Airlines and their influence on passenger experience, satisfaction, and loyalty. The literature consistently demonstrates that customer experience is shaped across multiple service touchpoints throughout the passenger journey, rather than through a single interaction (Wirtz and Lovelock, 2021).
Wirtz and Lovelock (2021) argue that each service interaction contributes to overall satisfaction. However, this perspective may underestimate the impact of negative experiences, as even a single service failure can outweigh several positive interactions. This suggests that airlines must not only focus on delivering consistent service but also on preventing and managing critical service failures. In the context of Turkish Airlines, this is particularly important given the complexity of its global operations.
Lemon and Verhoef (2021) explain that customer experience develops across pre-purchase, purchase, and post-purchase stages. While each stage contributes to overall perceptions, their impact may not be equal. In-flight services, for example, often have a stronger emotional impact, while post-flight interactions may influence long-term loyalty. This indicates that Turkish Airlines should prioritise those stages that have the greatest influence on passenger perceptions.
Zeithaml, Bitner and Gremler (2020) identify key service quality dimensions, including reliability and responsiveness. Reliability is particularly critical in the airline industry, where delays and disruptions can significantly reduce satisfaction. Leon and Dixon (2023) highlight that trust develops through consistent service delivery, while Rather (2022) emphasises that trust plays a central role in translating experience into loyalty.
Ali et al. (2021) demonstrate the importance of empathy and responsiveness in shaping customer satisfaction, while Chikazhe, Makanyeza and Chigunhah (2021) indicate that customer satisfaction acts as a mediator between service experience and loyalty. Xie, Zhang, and Morrison (2020) provide empirical evidence showing that consistent positive experiences increase repeat behaviour and recommendations.
However, while the literature emphasises the importance of service quality, it often assumes that service delivery is consistent across contexts. Airlines such as Turkish Airlines operate across diverse markets, where cultural expectations and operational conditions may vary. This suggests that achieving consistency in service delivery may be more challenging than the literature implies.








[bookmark: _Toc228398802][bookmark: _Toc1606207423][bookmark: _Toc2087214352][bookmark: _Toc1738055746][bookmark: _Toc124676245]4.5 Theme Two: Price and Its Influence on Passenger Satisfaction and Loyalty
The second theme focuses on the role of price in shaping passenger satisfaction and loyalty. The literature suggests that price is evaluated in relation to perceived value rather than as an isolated factor (Han and Hyun, 2021).
Han and Hyun (2021) demonstrate that price fairness and service quality jointly influence customer retention. However, this relationship is not straightforward, as perceptions of fairness are subjective and influenced by individual expectations. Lai (2023) further supports this by identifying price fairness as a moderating variable, suggesting that passengers may tolerate minor service issues when they perceive value.
Oliver (2020) explains that price perceptions influence cognitive loyalty, which forms the initial stage of loyalty development. However, this stage must be reinforced by positive experiences to develop into long-term loyalty. Marin et al. (2024) extend this argument by showing that loyalty programmes can enhance perceived value, but only when they provide meaningful benefits.
Chikazhe, Makanyeza and Chigunhah (2021) confirm that customer satisfaction mediates the relationship between service experience and loyalty. This suggests that price and service quality should not be considered separately, but as part of a broader value proposition.
In the context of Turkish Airlines, this highlights the importance of aligning pricing strategies with service quality. However, achieving this balance may be challenging in competitive markets where price sensitivity varies among passengers. This suggests that Turkish Airlines must carefully manage customer expectations to ensure that perceived value is maintained.


[bookmark: _Toc228398803][bookmark: _Toc26667573][bookmark: _Toc1860024668][bookmark: _Toc812077543][bookmark: _Toc921562134]4.6 Theme Three: Service Failures and Their Impact on Loyalty
The third theme examines the impact of service failures on passenger satisfaction and loyalty. Service failures are a common issue in the airline industry, and their management plays a critical role in shaping customer perceptions (Tay, 2023).
Tay (2023) argues that the response to service failure is often more important than the failure itself. However, this assumes that recovery processes are consistently applied, which may not always be the case in large organisations. Zeithaml, Bitner and Gremler (2020) suggest that effective service recovery can restore satisfaction and strengthen loyalty.
Rather (2022) highlights the role of trust in this process, while Lemon and Verhoef (2021) note that failures during the post-purchase stage can have a particularly strong impact on passenger perceptions. Oliver (2020) explains that repeated failures can weaken emotional attachment, while Xie, Zhang and Morrison (2020) show that loyal customers may be more tolerant of failures.
However, the literature often assumes that airlines have full control over service recovery. In practice, external factors such as weather conditions and airport operations may limit the ability of airlines to manage service failures effectively. This suggests that customer communication may be as important as operational performance in maintaining loyalty.
For Turkish Airlines, this highlights the importance of developing effective and consistent service recovery strategies, as well as ensuring clear communication with passengers during disruptions.

[bookmark: _Toc228398804][bookmark: _Toc561000557][bookmark: _Toc23554355][bookmark: _Toc2096971033][bookmark: _Toc383199854]4.7 Theme Four: Staff Behavior and Interpersonal Service Quality
Staff behaviour and interpersonal service quality play a critical role in shaping customer experience and influencing passenger loyalty. In high-contact service environments such as the airline industry, interactions between staff and passengers occur at multiple stages of the journey, including check-in, boarding, in-flight service, and post-flight communication. Wirtz and Lovelock (2021, pp.  90–102) argue that employee performance is central to service delivery, as staff behaviour directly affects customer perceptions of service quality. Similarly, Ali et al. (2021) demonstrate that dimensions such as responsiveness, empathy, and assurance significantly influence customer satisfaction and subsequent loyalty behaviour.
In the airline context, staff professionalism, communication skills, and ability to manage service interactions effectively are particularly important. Positive interactions can enhance passenger satisfaction and create a sense of trust, while negative interactions may lead to dissatisfaction and switching behaviour. Rather (2022) highlights that interpersonal interactions contribute to emotional engagement, which strengthens the relationship between customer experience and loyalty. This suggests that staff behaviour not only affects functional evaluations of service but also influences passengers’ emotional responses.
However, maintaining consistent service quality across international airline operations presents a significant challenge. Airlines such as Turkish Airlines operate across diverse cultural and operational environments, where passenger expectations and service standards may vary. This indicates that while the importance of staff behaviour is widely recognised in the literature, achieving consistent interpersonal service quality may be more complex in practice. As a result, airlines must invest in staff training and service standardisation to ensure that customer experience remains consistent across all touchpoints.

[bookmark: _Toc228398805][bookmark: _Toc483662321][bookmark: _Toc1210752819][bookmark: _Toc1735371792]






[bookmark: _Toc151396153]4.8 Theme Five: Brand Trust and Passenger Loyalty

Brand trust is a key factor influencing passenger loyalty and plays an important role in the relationship between customer experience and long-term behavioural outcomes. Trust develops when passengers perceive that an airline consistently delivers reliable and high-quality service. Siqueira et al. (2023) found that positive customer experiences contribute significantly to the development of brand trust, which in turn strengthens customer loyalty. This suggests that trust acts as a mediating factor between service experience and loyalty behaviours.
Similarly, Rather (2022) emphasises that trust is closely linked to both satisfaction and emotional attachment, indicating that customers are more likely to remain loyal to brands they perceive as trustworthy. In the airline industry, trust is particularly important due to the high level of perceived risk associated with air travel, including safety concerns, service reliability, and operational performance. As a result, passengers are more likely to choose airlines that demonstrate consistent service quality and reliability over time.
Leon and Dixon (2023) further highlight that trust is influenced not only by service quality but also by relational factors such as communication and perceived transparency. This suggests that airlines must focus on both functional and relational aspects of service delivery to build and maintain trust. However, trust can be easily undermined by service failures, delays, or inconsistent service experiences, which may negatively affect passenger loyalty.
In the context of Turkish Airlines, this highlights the importance of maintaining a strong and consistent brand image supported by reliable service delivery. While the literature emphasises the positive relationship between trust and loyalty, it may underestimate the impact of external factors such as competition and pricing, which can influence passenger decisions even when trust is established. Therefore, trust should be considered as one of several factors contributing to passenger loyalty rather than as a sole determinant.
[bookmark: _Toc228398806][bookmark: _Toc1125993550][bookmark: _Toc1842959828][bookmark: _Toc709383066][bookmark: _Toc280456362]4.9 Discussion 
The findings of this study demonstrate that customer experience influences passenger loyalty through a complex interaction of service quality, price perceptions, service recovery, staff behaviour, and brand trust. These findings support existing literature, which suggests that customer loyalty is not driven by a single factor but is shaped by multiple interrelated elements (Wirtz and Lovelock, 2021, pp. 38–52; Zeithaml, Bitner and Gremler, 2020, pp.   60–65).
The results confirm that customer satisfaction plays a central mediating role between experience and loyalty, consistent with previous studies (Chikazhe, Makanyeza and Chigunhah, 2021; Li, Xing and Terui, 2023). This suggests that positive customer experiences must translate into satisfaction in order to influence repeat behaviour and recommendations. However, the findings also indicate that satisfaction alone may not guarantee loyalty, particularly in the airline industry where passengers are influenced by price and availability. This supports the argument of Oliver (2020, pp.  22–28), who highlights that loyalty develops over time and requires consistent positive experiences.
Furthermore, the importance of service quality and staff behaviour identified in this study aligns with research by Ali et al. (2021) and Hassan and Salem (2021), which demonstrate that both functional and interpersonal aspects of service significantly influence satisfaction and loyalty. In the context of Turkish Airlines, this suggests that delivering consistent service across all stages of the passenger journey is essential for maintaining competitive advantage. However, achieving this consistency may be challenging due to operational complexity and the global scale of airline operations.
The findings also highlight the role of service recovery in shaping customer loyalty. Effective responses to service failures were found to restore satisfaction and strengthen trust, supporting previous research (Tay, 2023; Lim et al., 2025). The concept of the service recovery paradox suggests that well-managed recovery can lead to higher levels of loyalty than if no failure had taken place. However, this may depend on organisational resources and the nature of the failure, indicating that not all service failures can be fully mitigated.
In addition, brand trust emerged as a key factor influencing long-term loyalty. This aligns with the findings of Siqueira et al. (2023), who emphasise that trust strengthens customer relationships and encourages repeat behaviour. In the airline industry, trust is particularly important due to the high level of perceived risk associated with travel. Therefore, maintaining reliability and transparent communication is essential for building and sustaining customer trust.
Despite these findings, this study has some limitations. The use of secondary data means that the analysis is based on previously published research, which may not fully reflect the current experiences of Turkish Airlines passengers (Saunders, Lewis and Thornhill, 2023). In addition, differences in research contexts across industries may limit the direct applicability of the findings to the airline sector. Future research could address these limitations by incorporating primary data, such as passenger surveys or interviews, to provide a more detailed and context-specific understanding of customer experience and loyalty.
Overall, the findings suggest that customer experience should be managed as a holistic process rather than a set of independent factors. While the conceptual framework provides a useful structure, the results indicate that additional variables, such as price sensitivity and service recovery effectiveness, play an important role in shaping passenger loyalty. This highlights the need for a flexible and integrated approach to customer experience management within Turkish Airlines.
[bookmark: _Toc228398807][bookmark: _Toc659173082][bookmark: _Toc1597512986][bookmark: _Toc420629862][bookmark: _Toc499225277]4.10 Summary
This chapter has analysed the findings of the study, identifying five key themes: Types of Service, Price, Service Failures, Staff Behaviour, and Brand Trust. The findings confirm that customer experience influences passenger loyalty both directly and indirectly through satisfaction (Xie, Zhang and Morrison, 2020; Oliver, 2020). The chapter also highlighted the importance of additional factors such as trust, service recovery, and perceived value in shaping loyalty outcomes. The next chapter presents the conclusions and recommendations.
[bookmark: _Toc228398808][bookmark: _Toc592730935][bookmark: _Toc1448393020][bookmark: _Toc2032661626][bookmark: _Toc1643488410]Chapter 5 Conclusion, Recommendation and Limitation of research
[bookmark: _Toc228398809][bookmark: _Toc1403779420][bookmark: _Toc1712611712][bookmark: _Toc1408151806][bookmark: _Toc599606518]5.1 Introduction 
This chapter presents the conclusions of the study by synthesising the key findings from the thematic analysis discussed in Chapter Four and relating them to the research aim, objectives, and research question. It also provides practical recommendations for Turkish Airlines based on the findings, outlines the main limitations of the study, and identifies directions for future research. In doing so, the chapter reflects on the broader implications of customer experience in shaping passenger loyalty within the airline industry, as highlighted in previous research (Wirtz and Lovelock, 2021). The chapter concludes with a summary of the overall contribution of the study.
[bookmark: _Toc228398810][bookmark: _Toc1306691035][bookmark: _Toc1822776767][bookmark: _Toc108827766][bookmark: _Toc210775746]5.2 Summary of Key Findings 
This study examined how customer experience influences passenger loyalty within Turkish Airlines. The findings from the thematic analysis identified five key themes — types of service, price, service failures, staff behaviour, and brand trust — all of which were found to influence passenger satisfaction and loyalty. These themes collectively demonstrate that customer experience is not shaped by a single interaction, but rather by a combination of functional and relational factors across the entire passenger journey.
The findings confirm that customer experience affects passenger loyalty through both direct and indirect pathways, particularly through its influence on customer satisfaction. This supports the conceptual framework presented in Chapter Two, which identified satisfaction as a mediating variable in the relationship between experience and loyalty. Passengers who experience consistent, reliable, and high-quality service across multiple touchpoints are more likely to demonstrate repeat behaviour, positive word-of-mouth, and a stronger emotional attachment to the airline (Wirtz and Lovelock, 2021, pp. 38–52; Oliver, 2020, pp.   22–28).
In addition, the findings highlight the importance of relational and interpersonal dimensions of service delivery. Factors such as staff behaviour, communication, and the ability to manage service interactions effectively were found to significantly influence passenger perceptions. This supports previous research suggesting that emotional engagement and interpersonal service quality are critical in shaping long-term customer relationships (Rather, 2022; Leon and Dixon, 2023). In the airline context, where service interactions are frequent and highly visible, these relational elements play a key role in differentiating the customer experience.
The role of price was also identified as an important factor influencing passenger loyalty. Rather than acting as an independent determinant, price was found to influence loyalty through perceived value. Passengers are more likely to remain loyal when they perceive that the quality of service received is consistent with the price paid. This finding aligns with existing literature, which emphasises the importance of value perceptions in shaping customer behaviour (Xie, Zhang and Morrison, 2020).
Furthermore, the findings demonstrate that service failures and the effectiveness of recovery strategies have a significant impact on customer loyalty. While service failures are often unavoidable in the airline industry, the way in which they are managed can either weaken or strengthen customer relationships. Effective service recovery, characterised by timely communication and appropriate compensation, can help restore satisfaction and maintain trust (Tay, 2023).
Overall, these findings suggest that customer experience within the airline industry should be understood as a holistic and dynamic process. The interaction between service quality, interpersonal factors, price perceptions, and recovery strategies highlights the complexity of customer behaviour and reinforces the need for an integrated approach to managing passenger experience. This indicates that airlines such as Turkish Airlines must focus not only on operational efficiency but also on delivering consistent, customer-centred service across all stages of the passenger journey
[bookmark: _Toc228398811][bookmark: _Toc1101215716][bookmark: _Toc657726107][bookmark: _Toc405898953][bookmark: _Toc1243060112]5.3 Recommendations 
Guided by the findings of this study, several recommendations can be made to enhance customer experience and strengthen passenger loyalty within Turkish Airlines. These recommendations are grounded in the thematic analysis and reflect both the functional and relational dimensions of service delivery identified in Chapter Four.
First, Turkish Airlines should prioritise the consistent delivery of high-quality service across all stages of the passenger journey. The findings demonstrate that reliability and consistency are critical determinants of customer satisfaction and loyalty, particularly in the airline industry where service disruptions can significantly affect passenger perceptions (Zeithaml, Bitner and Gremler, 2020). Therefore, implementing service standardisation processes, supported by regular quality monitoring and performance evaluation across different routes and operational contexts, would help ensure a more consistent and predictable customer experience.
Second, the airline should invest in enhancing staff interpersonal skills and service capabilities. The findings highlight that staff behaviour plays a key role in shaping passenger perceptions, with factors such as empathy, communication, and responsiveness significantly influencing satisfaction and loyalty outcomes. This supports existing research emphasising the importance of relational service elements in developing long-term customer relationships (Leon and Dixon, 2023; Rather, 2022). As a result, Turkish Airlines should implement ongoing staff training programmes that focus not only on technical performance but also on customer interaction and emotional intelligence.
Third, Turkish Airlines should strengthen its service recovery strategies to effectively manage service failures. Given the inevitability of disruptions within the airline industry, the ability to respond quickly and appropriately to service failures is essential for maintaining customer trust and loyalty. The findings suggest that well-managed service recovery can mitigate negative experiences and, in some cases, enhance customer perceptions of the airline (Tay, 2023). Therefore, empowering frontline staff with the authority and resources to resolve customer issues efficiently, alongside clear communication and appropriate compensation, would improve overall customer satisfaction.
Finally, Turkish Airlines should ensure that pricing strategies align with customer perceptions of value. The findings indicate that price is evaluated in relation to service quality, and passengers are more likely to remain loyal when they perceive fairness in the value offered. This supports the view that perceived value plays a key role in shaping customer behaviour (Wirtz and Lovelock, 2021). Consequently, the airline should maintain transparent pricing structures and clearly communicate the benefits associated with its services in order to strengthen the perceived value of the customer experience.
Overall, these recommendations highlight the importance of adopting an integrated and customer-focused approach to service delivery. By aligning operational performance with customer expectations and relational service elements, Turkish Airlines can enhance passenger satisfaction and build stronger, long-term customer loyalty.

[bookmark: _Toc228398812][bookmark: _Toc1336525995][bookmark: _Toc1326585321][bookmark: _Toc2102173911][bookmark: _Toc900669290]5.4 Limitations
This study includes several limitations that should be considered when interpreting the findings. The most significant limitation relates to the use of secondary data, as the analysis is based on existing research rather than primary data collected directly from Turkish Airlines passengers. As a result, the findings may be limited in their generalisability to the specific operational and cultural context of Turkish Airlines (Saunders, Lewis and Thornhill, 2023). While the literature reviewed provides valuable insights into customer experience and loyalty across service industries, it may not fully capture the unique characteristics of Turkish Airlines or the specific expectations of its passengers.
In addition, the reliance on secondary sources means that the study is dependent on the scope, quality, and context of the original research. This may introduce potential bias, as the findings reflect interpretations of existing studies rather than direct observation of passenger behaviour. Bell and Bryman (2022) argue that secondary research is constrained by the limitations of the original data, which may affect the validity and reliability of the conclusions drawn. Furthermore, differences in research design, sample populations, and industry contexts across the selected studies may limit the consistency of the findings.
Another limitation relates to the qualitative nature of the research approach. While qualitative analysis allows for a deeper understanding of customer experience, it does not provide statistically generalisable results. Taherdoost (2022) highlights that qualitative and secondary research methods are valuable for exploratory studies but may lack the ability to produce generalisable conclusions across larger populations. This means that the findings should be interpreted with caution, particularly when applied to broader airline industry contexts.
Finally, the study does not incorporate real-time or primary data from Turkish Airlines passengers, which limits the ability to capture current customer perceptions and behaviours. The dynamic nature of the airline industry, particularly in the post-pandemic environment, means that customer expectations may evolve rapidly. Therefore, future research using primary data collection methods, such as surveys or interviews, would provide more context-specific and up-to-date insights into passenger loyalty.
[bookmark: _Toc228398813][bookmark: _Toc578615527][bookmark: _Toc2037599725][bookmark: _Toc1147978870][bookmark: _Toc1140966645]5.5 Future Research
The findings of this study highlight several key areas for future research.. Given the reliance on secondary data, future studies could adopt primary research methods, such as surveys, interviews, or focus groups, to explore passenger experiences within Turkish Airlines in greater depth. Collecting primary data would provide more context-specific insights into customer perceptions, expectations, and behavioural intentions, thereby enhancing the overall understanding of how customer experience influences passenger loyalty (Xie, Zhang and Morrison, 2020).
In addition, future research could examine customer experience across different passenger segments, such as business and leisure travellers. These groups may have distinct expectations and priorities, which could influence how they evaluate service quality and loyalty. Investigating these differences would provide a more nuanced understanding of passenger behaviour and support the development of more targeted customer experience strategies within Turkish Airlines.
Furthermore, cross-cultural research could explore how passenger expectations and perceptions of service quality vary across different national and cultural contexts. As Turkish Airlines operates in a highly globalised market, understanding these differences would be particularly valuable for improving service delivery across international routes. This is consistent with previous research suggesting that cultural factors can significantly influence customer expectations and satisfaction levels (Siqueira et al., 2023).
Another important area for future research is the role of digital technologies in shaping customer experience and loyalty. The increasing use of mobile applications, online booking platforms, and automated customer service systems may influence how passengers interact with airlines. Exploring how digital service innovations affect customer satisfaction and loyalty would provide valuable insights for improving customer experience in the airline industry.
Finally, longitudinal research could be conducted to examine how customer loyalty develops over time in response to changes in service quality, pricing strategies, and competitive dynamics. Unlike cross-sectional studies, longitudinal approaches would allow researchers to capture changes in passenger behaviour and provide a more dynamic understanding of loyalty development (Katsoni and Dologlou, 2023). Such research would contribute to both academic knowledge and practical airline management by offering deeper insights into long-term customer relationships
[bookmark: _Toc1568150733][bookmark: _Toc1146993304][bookmark: _Toc1324571120]






[bookmark: _Toc1655279450]5.6 Personal Reflection (Gibbs Reflective Cycle)
This reflection is structured using Gibbs’ Reflective Cycle, which provides a systematic framework for analysing experience and supporting reflective learning (Gibbs, 1988; McLeod, 2025).
Description
This reflection examines my experience of completing an independent dissertation investigating how customer experience influences passenger loyalty within Turkish Airlines. The research adopted a qualitative, secondary data approach based on a systematic literature review and thematic analysis. Turkish Airlines was selected as the case organisation due to its strong global presence and relevance as a full-service international carrier, providing an appropriate context for addressing the research question.
Feelings
At the beginning of the research process, I felt motivated by the topic but also overwhelmed by the scale and complexity of the project. When it became clear that time constraints would prevent the use of primary data collection methods, I felt frustrated and uncertain about whether a secondary data approach would be sufficient. However, as I engaged more deeply with the literature and received guidance from my lecturer, my confidence gradually increased. Although receiving detailed feedback was sometimes challenging, it ultimately strengthened my academic abilities. In addition, when I first received my Turnitin similarity report, I felt concerned about the relatively high similarity score; however, this encouraged me to improve my paraphrasing and referencing skills.
Evaluation
Several aspects of the research process were successful. Maintaining the same research topic as outlined in my initial proposal ensured consistency and focus throughout the study. Actively engaging with and applying lecturer feedback significantly improved the structure, clarity, and academic rigour of the dissertation. I also developed stronger skills in Harvard referencing, academic writing, and organising findings using structured tables. Furthermore, developing the conceptual framework diagram enhanced my ability to present ideas visually and clearly demonstrate relationships between key concepts. However, the decision to rely on secondary data, while necessary due to time limitations, restricted the ability to gather direct insights from Turkish Airlines passengers, which impacted the generalisability of the findings.

Analysis
Applying Gibbs’ analytical stage to these experiences, the initial difficulty with theoretical concepts and academic writing standards can be attributed to limited prior experience with dissertation-level research. Through attending meetings and carefully applying feedback, I developed a clearer understanding of key methodological concepts, including the distinction between a critical literature review and a systematic literature review, as well as the appropriate positioning of search strategy and thematic analysis within the methodology chapter. In addition, I developed a stronger understanding of the interpretivist research philosophy and qualitative approach adopted in this study, which supported the exploration and interpretation of customer experience through existing literature. Managing similarity levels and improving paraphrasing further enhanced my understanding of academic integrity and originality. This process also strengthened my ability to critically evaluate sources and organise information into coherent themes, which was essential for conducting thematic analysis.

Conclusion
Overall, this dissertation has contributed significantly to my academic and personal development. I developed key research skills, including the ability to search for and critically evaluate academic sources, apply thematic analysis to secondary qualitative data, and structure a full dissertation in line with academic standards. In addition, I gained a deeper understanding of how theoretical frameworks can be applied within a real-world business context. The process of responding to detailed and constructive feedback was particularly valuable in improving the quality of my work.


Action Plan
If I were to undertake this research again, I would begin the process earlier to allow more time for critical analysis, revision, and the potential inclusion of primary data collection methods such as surveys or interviews. I would also improve my time management by setting clear weekly milestones for each chapter and conducting an initial pilot search of the literature before finalising the research focus. These changes would enable a more comprehensive investigation and enhance the generalisability of the findings, while further developing the academic and analytical skills gained through this study.












[bookmark: _Toc228398815][bookmark: _Toc832525001][bookmark: _Toc180933500][bookmark: _Toc956648043][bookmark: _Toc609357029] Poster Presentation
This poster provides a visual summary of the research examining the impact of customer experience on passenger loyalty in Turkish Airlines. It brings together the key elements of the study, including the research aim, methodology, conceptual framework, and main findings derived from the analysis of secondary data.
The findings demonstrate that customer experience is a multi-dimensional concept, with service quality, staff behaviour, price perception, and service recovery identified as the most influential factors affecting passenger satisfaction and loyalty. These relationships are illustrated through the conceptual framework, which shows how customer experience contributes to satisfaction and ultimately leads to long-term loyalty.
The poster also presents practical recommendations for Turkish Airlines, focusing on improving service consistency, enhancing staff training, and strengthening communication and service recovery strategies. Overall, it offers a clear and structured representation of the study’s findings and their implications for both academic understanding and managerial practice.
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The poster brings together the key insights of the research in a clear and accessible format, highlighting the importance of customer experience in shaping passenger loyalty.






[image: ]	PG2 / E1 FORM 
[image: ]	PG2 / E1 FORM 


April 2022`1PG2 Ethical Approval Form 

April 2022`PG2 Ethical Approval Form 
3

[bookmark: _Toc228398818][bookmark: _Toc1705829331][bookmark: _Toc2136895749][bookmark: _Toc1904654648][bookmark: _Toc1412690050]References 
Ali, B.J., Gardi, B., Othman, B.J., Ahmed, S.A., Ismael, N.B., Hamza, P.A., Aziz, H.M., Sabir, B.Y. and Anwar, G. (2021) ‘Hotel service quality: the impact of service quality on customer satisfaction in hospitality’, International Journal of Engineering, Business and Management, 5(3), pp.  14–28.
Amoako, G.K., Caesar, L.D., Dzogbenuku, R.K. and Bonsu, G.A. (2023) ‘Service recovery performance and repurchase intentions: The mediation effect of service quality’, Journal of Hospitality and Tourism Insights, 6(1), pp.  110–130.
Bell, E. and Bryman, A. (2022) Business Research Methods. 6th edn. Oxford: Oxford University Press.
Braun, V. and Clarke, V. (2021) ‘Can I use TA? Should I use TA? Should I not use TA? Comparing reflexive thematic analysis and other pattern-based qualitative analytic approaches’, Counselling and Psychotherapy Research, 21(1), pp.  37–47.
Braun, V. and Clarke, V. (2022) Thematic Analysis: A Practical Guide. London: Sage.
Chanpariyavatevong, K., Rungpaka, A. and Petchsawang, P. (2021) ‘Airline passenger loyalty: the combination of service quality and customer satisfaction’, Journal of Open Innovation: Technology, Market, and Complexity, 7(2).
Cheong, H., Lyons, A., Houghton, R. and Majumdar, A. (2023) ‘Secondary qualitative research methodology using online data within the context of social sciences’, International Journal of Qualitative Methods. Available at: https://journals.sagepub.com/doi/10.1177/16094069231180160 (Accessed: 13 April 2026).
Chikazhe, L., Makanyeza, C. and Chigunhah, B. (2021) ‘Understanding mediators of the link between customer satisfaction and loyalty’, Cogent Business & Management, 8(1), 1922127.
EUROCONTROL (2024) European Aviation Overview 2024. Brussels: EUROCONTROL. Available at: https://www.eurocontrol.int/sites/default/files/2024-12/eurocontrol-european-aviation-overview-12122024.pdf (Accessed: 13 April 2026).
Farah, N.A. and Hacioglu, U. (2024) ‘The role of quality in airport services in passenger satisfaction’, International Journal of Business Ecosystem and Strategy, 6(1), pp.  14–27.
Gibbs, G. (1988) Learning by Doing: A Guide to Teaching and Learning Methods. Oxford: Oxford Polytechnic.
Han, H. and Hyun, S.S. (2021) ‘Customer retention in the airline industry: The role of price fairness and service quality’, Tourism Management, 83, 104214.
Hassan, T.H. and Salem, A.E. (2021) ‘Impact of service quality of low-cost carriers on airline image and consumers' satisfaction and loyalty during the COVID-19 outbreak’, International Journal of Environmental Research and Public Health, 19(1).
Katsoni, V. and Dologlou, N. (2023) ‘Assessment of factors determining airline consumer loyalty: case study in Lithuania’, Sustainability, 15(2), 1320. Available at: https://doi.org/10.3390/su15021320 (Accessed: 26 April 2026).
Kotler, P., Bowen, J.T. and Makens, J.C. (2016) Marketing for Hospitality and Tourism. 7th edn. Harlow: Pearson Education.
Lai, W. (2023) The impacts of service quality, customer satisfaction, and perceived price fairness on customer loyalty. DBA thesis. University of Wales Trinity Saint David. Available at: https://repository.uwtsd.ac.uk/id/eprint/2585/ (Accessed: 13 April 2026).
Lemon, K.N. and Verhoef, P.C. (2021) ‘Understanding customer experience throughout the customer journey’, Journal of Marketing, 85(1), pp.  69–96.
Leon, S. and Dixon, S. (2023) ‘Airline satisfaction and loyalty: assessing the influence of personality, trust and service quality’, Journal of Air Transport Management, 113, 102487.
Li, Y., Xing, A. and Terui, N. (2023) ‘Modeling customer satisfaction's impact on loyalty: Insights for customer-centric resource allocation’, Service Science, 15(2), pp.  107–128.
Lim, W.M. et al. (2025) ‘From service failure to brand loyalty: evidence of service recovery paradox’, Journal of Brand Management.
Marin, A. et al. (2024) ‘Assessing passenger loyalty programs in the airline industry: a comparative analysis of value delivery and customer perceptions at Polish regional airports’, European Research Studies Journal, 27(S2).
McLeod, S. (2025) Gibbs’ Reflective Cycle. Available at: https://www.simplypsychology.org/gibbs-reflective-cycle.html (Accessed: 20 April 2026).
Nguyen, T.H. et al. (2024) ‘Service quality, customer satisfaction and loyalty: a case study in Vietnamese SMEs’, Cogent Business & Management, 11(1).
Oliver, R.L. (2020) Satisfaction: A Behavioral Perspective on the Consumer. 3rd edn. New York: Routledge.
Rather, R.A. (2022) ‘Customer experience and loyalty: The role of trust and satisfaction’, Journal of Hospitality and Tourism Management, 50, pp.  1–10.
Sauer, P.C. and Seuring, S. (2023) ‘How to conduct systematic literature reviews in management research: a guide in 6 steps and 14 decisions’, Review of Managerial Science, 17(5), pp.  1899–1933.
Saunders, M.N.K., Lewis, P. and Thornhill, A. (2023) Research Methods for Business Students. 9th edn. Harlow: Pearson Education.
Siqueira, J.R., Bendixen, M., Reinoso-Carvalho, F. and Campo, R. (2023) ‘Key drivers of brand trust in a Latin American airline: the impact of Colombia's Avianca customer experience’, Journal of Marketing Analytics, 11(2), pp.  186–201.
Skytrax (2023) Airline ratings and passenger reviews: Turkish Airlines. Available at: https://www.airlinequality.com/airline-reviews/turkish-airlines/ (Accessed: 13 April 2026).
So, K.K.F., Yang, Y. and Li, X. (2025) ‘Fifteen years of research on customer loyalty formation: a meta-analytic structural equation model’, Journal of Travel Research.
Statista (2023) Airline customer satisfaction and loyalty trends worldwide. Available at: https://www.statista.com/topics/1707/air-transportation/#topicOverview (Accessed: 13 April 2026).
Taherdoost, H. (2022) ‘What are different research approaches? Comprehensive review of qualitative, quantitative, and mixed method research, their applications, types, and limitations’, Journal of Management Science and Engineering Research, 5(1), pp. 53–63. Available at: https://doi.org/10.30564/jmser.v5i1.4538 (Accessed: 26 April 2026).
Tay, A. (2023) ‘The impact of airline responses to service failure towards customer satisfaction and loyalty in the airline industry’, International Journal of Current Science Research and Review, 6(7), pp. 4753–4762.
Wirtz, J. and Lovelock, C. (2021) Services Marketing: People, Technology, Strategy. 9th edn. Singapore: World Scientific Publishing.
Xie, C., Zhang, J. and Morrison, A.M. (2020) ‘Developing a model of passenger experience and loyalty in the airline industry’, Journal of Air Transport Management, 83, 101760.
Zeithaml, V.A., Bitner, M.J. and Gremler, D.D. (2020) Services Marketing: Integrating Customer Focus Across the Firm. 7th edn. New York: McGraw-Hill.

[bookmark: _Toc1059274548]Appendix 1 Ethical form 
[image: ]

[image: ]
[image: ]
[image: ]

[image: ]
[image: ]
[image: ]

[image: ]
[image: ]
[image: ]
[image: ]

























	
	
	



image3.png
Search Strategy and Selection Criteria

Element Description

Databases Used Google Scholar, UWTSD Library Repository, and academic journal databases

Keywords ‘customer experience’, ‘customer satisfaction’, ‘customer loyalty’, ‘passenger loyalty’,
‘service quality’, ‘airline industry’, ‘Turkish Airlines’

Search Combinations Keywords were combined using terms such as ‘analysing’, ‘evaluating, ‘examining’, and ‘impact’
to refine results

Time Frame Publications from 2016 to 2026 were included to ensure relevance and currency

Inclusion Criteria Peer-reviewed journal articles, academic textbooks, doctoral theses, and credible industry reports
relevant to customer experience and loyalty

Exclusion Criteria Non-academic sources, outdated publications, and studies not directly related to customer
experience or loyalty

Selection Process Sources were screened based on relevance, credibility, and methodological quality before inclusion
in the study

Type of Data Secondary data from published academic and industry sources




image4.png
)

TURKISH
AIRLINES

Evaluating the Impact of Customer Experience
of Passenger Loyalty: A Case Study of Turkish Airlines _£

& 1.INTRODUCTION #% 4. KEY FINDINGS ©) 6. DISCUSSION

In today's highly competitive airline industry, customer
experience (CX) plays a critical role in shaping passenger
loyalty. This study evaluates how different dimensions
of customer experience influence passenger loyalty
with specific reference to Turkish Airlines.

(=)
©

£} 2. METHODOLOGY @

@  Research Approach

The study aims to identify the key factors
that enhance passenger satisfaction and
encourage repeat travel and long-term
loyalty.

;ol

Qualitative (Secondary Research)

Research Type Conceptual Q
& DataSources Peer-reviewed journals, industry reports,
books, airline websites, and credible
online sources
|t Data Analysis ‘Thematic Analysis
Q¢ Rationale To explore in-depth insights and

establish relationships between customer

HEMATIC MODEL OF CUSTOMER EXPERIENCE IMPACT

. Customer Experience Dimensions ..

Communication

Service Quality
High service quality, including in-flight services, comfort, and
punctuality, significantly enhances passenger satisfaction and loyalty.

The findings indicate that customer experience is a multi-dimensional
concept that directly influences passenger satisfaction and loyalty.
Among all factors, service quality and staff behaviour have the
strongest impact, as they shape the overall perception of the airlne.
Price perception and service recovery also play a crucial role in
retaining customers, especially when expectations are not met.

Staff Behaviour
Polite, helpful, and professional staff create a positive emotional
connection, increasing the likelihood of repeat travel.

Price Perception
Passengers feel more loyal when they perceive the service as
worth the price paid, especially when value matches expectations.

Turkish Airlines' ability to deliver consistent experiences
across all touchpoints is key to maintaining a competitive
advantage and building long-term loyalty.

#° 7. IMPLICATIONS

@ Invest in continuous staff training and empowerment.

Service Recovery
Effective handling of complaints and disruptions improves trust
and can turn negative experiences into positive outcomes.

Communication
Clear, timely, and consistent communication builds confidence

and reduces uncertainty, strengthening loyalty.
@ Maintain high service standards across all customer touchpoints.

@ Ensure pricing strategies reflect perceived value.
@ strengthen service recovery systems for quick response.

@ Improve communication through digital and traditional channels.

recovery, and clear communication, Turkish Airlines can enhance e

experience factors and passenger loyalty. | e iy
i Staff Behaviour ~
ONCEPTUAL FRAMEWORK | p— e . 8. CONCLUSION
ice Perception o

| Satisfaction Loyalty This study concludes that customer experience has a strong and
Customer i : ; o ;
oy Passenger Passenger || sevice Recovery positive impact on passenger loyalty in Turkish Ailines. By focusing
Do Satisfaction Loyalty i on service quality, staff behaviour, price faitess, effective service

Positive customer experiences enhance satisfaction,
‘which in turn leads to greater loyalty.

passenger satisfaction and encourage long-term loyalty.  TURKISH

AIRLINES

;.‘ Enhancing customer experience is not just about meeting expectations, but about creating memorable journeys that turn passengers into loyal advocates.





image6.jpg
Prifysgol Cymru

Y Drindod Dewi Sant

University of Wales PG2/E1 FORM

Trinity Saint David

APPLICATION FOR ETHICAL APPROVAL

RESEARCH STUDENTS

This form is to be completed by the student within SIX months for full-time students and TWELVE months
for part time students, after the commencement of the research degree or following progression to Part
Two of your course.

Once complete, submit this form via the MyTSD Doctoral College Portal at (https:/mytsd.uwtsd.ac.uk).

This document is also available in Welsh.

RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to
paresearch@uwtsd.ac.uk , with the title ‘Ethical Approval followed by your name.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisor/module leader.

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A
researcher may not be covered by the University’s insurance if ethical approval has not been obtained
prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken
on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and
society, and the use of this stock of knowledge to devise new applications”. As such this covers activities
undertaken by members of staff, postgraduate research students, and both taught postgraduate and
undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing
within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see
CheckKlist for details of process for different categories of application.

SECTION A: About You (Principal Researcher)

1 Full Name: Lika Keinasvili
2 Tick all boxes that apply: Member of staff: O fl—éﬁg‘?vr:ary S O
Uncerrecat sucent | 1 | TP | g posomiite g
3 In_stit_ut_e/Academic licL
Discipline/Centre:
4 Campus: London
5 E-mail address: 2123648@student.uwtsd.ac.uk
6 Contact Telephone Number: 07425981304
For students:
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7 Student Number: 2123648
8 Programme of Study: BA (Hons) Leadership and Management in the Workplace
9 Director of Studies/Supervisor: | Dr Rameses Manalang

SECTION B: Approval for Research Activity

1

Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate

approval process for different levels of research by different QES = RO o
categories of individual)
Date

2 If Yes, please indicate source of Research Degrees Committee o
approval (and date where known):
Approval in principle must be | |nstitute Research Committee O
obtained from the relevant source ———
prior to seeking ethical approval Other (write in) X

SECTION C: Internal and External Ethical Guidance Materials

Please list the core ethical guidance documents that have been referred to during the completion of
this form (including any discipline-specific codes of research ethics, location-specific codes of
research ethics, and also any specific ethical guidance relating to the proposed methodology).
Please tick to confirm that your research proposal adheres to these codes and guidelines. You may
add rows to this table if needed.

1 UWTSD Research Ethics & Integrity Code of Practice X

2 UWTSD Research Data Management Policy X

3 [List any other relevant documents here] O

SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their
personal data with the university. If there are no external collaborators then leave this section blank and
continue to section E.

1 Institution
2 Contact person name
3 Contact person e-mail address
4 Is your research externally funded? YES O NO O
5 Are you in receipt of a KESS scholarship? YES O NO O
6 Are you specifically employed to Voluntary YES O NO O
7 undertake this research in either a Emploved
paid or voluntary capacity? mploye YES =] NO [m]
8 Is the research being undertaken If YES then the
within an existing UWTSD Athrofa permission question YES o NO o
Professional Learning Partnership below does not need
(APLP)? to be answered.
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Objectives of Research Activity
To examine the relationship between customer experience and satisfaction
To analyse how satisfaction influences passenger loyalty
6 To identify the most important factors affecting loyalty
To provide recommendations for improving customer experience
(this box should expand as you type)
Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear
what specific techniques may be used. If methods other than those listed in this section are deemed
appropriate later, additional ethical approval for those methods will be needed. You do not need to
justify the methods here, but should instead describe how you intend to collect the data necessary
for you to complete your project.
This study will adopt a qualitative research approach based on secondary data.
The research will rely on secondary data collected from academic journal articles, books, industry
reports, and publicly available sources related to customer experience and passenger loyalty in the
airline industry. These sources will be used to examine key themes such as service quality,
7 customer satisfaction, and loyalty within Turkish Airlines.
The data will be analysed using thematic analysis to identify patterns and relationships between
customer experience and passenger loyalty.
(this box should expand as you type)
Location of research activity
Identify all locations where research activity will take place.
The research will be conducted online using secondary data sources such as academic databases
8 and publicly available reports.
(this box should expand as you type)
Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Specify any local
guidelines (e.g. from local professional associations/learned societies/universities) that exist and
whether these involve any ethical stipulations beyond those usual in the UK (provide details of any
licenses or permissions required). Also specify whether there are any specific ethical issues raised
by the local context in which the research activity is taking place, for example, particular cultural
and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do
the research then please state this.
No primary data will be collected outside the UK. All data used in this research will be obtained from
9 publicly available secondary sources.
(this box should expand as you type)
Use of documentation not in the public domain: Are any documents NOT NO X
10 | publicly available? VES g
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If Yes, please provide details here of how you will gain access to specific documentation that is not

in the public domain and that this is in accordance with the current data protection law of the
" country in question and that of England and Wales.

(this box should expand as you type)

Does your research relate to one or more of the seven aims of the Well-being

of Future Generations (Wales) Act 2015? YES NO
12 | A prosperous Wales O X
13 | Aresilient Wales O X
14 | A healthier Wales O X
15 | A more equal Wales O X
16 | A Wales of cohesive communities O X
17 | A Wales of vibrant culture and thriving Welsh language O X
18 | A globally responsible Wales O X
19 | If YES to any of the above, please give details:

(this box should expand as you type)

SECTION F: Scope of Research Activity

Will the research activity include: YES NO
1 Use of a questionnaire or similar research instrument? O X
2 Use of interviews? O X
&) Use of focus groups? O X
4 Use of participant diaries? O X
5 Use of video or audio recording? O X
6 Use of computer-generated log files? O X
7 Participant observation with their knowledge? O X
8 Participant observation without their knowledge? O X
9 ?gﬁ::ﬁtgo personal or confidential information without the participants’ specific o =
10 Admir_]istration of any questions, test stimuli,_ presentation that may_be o =

experienced as physically, mentally or emotionally harmful / offensive?
11 | Performance of any acts which may cause embarrassment or affect self-esteem? O X
12 | Investigation of participants involved in illegal activities? O X
13 | Use of procedures that involve deception? O X
14 | Administration of any substance, agent or placebo? O X
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15 | Working with live vertebrate animals? O X

16 | Procedures that may have a negative impact on the environment? O X

Other primary data collection methods. Please indicate the type of data collection
method(s) below.
Details of any other primary data collection method:

17

(this box should expand as you type)
If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the
following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been
obtained.

SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.

Who are the intended participants:
YES NO
1 | Students or staff at the University? O O
2 | Adults (over the age of 18 and competent to give consent)? O O
3 | Vulnerable adults? O O
4 Children and Young People under the age of 18? (Consent from Parent, Carer or o o
Guardian will be required)
5 | Prisoners? O [m]
6 | Young offenders? O O
7 Those who could be considered to have a particularly dependent relationship with o o
the investigator or a gatekeeper?
8 | People engaged in illegal activities? O O
Others. Please indicate the participants below, and specifically any group who
9 | may be unable to give consent.
Details of any other participant groups: O O
(this box should expand as you type)

Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and
how will they be recruited?

How many participants are
10 | expected?

n/a
(this box should expand as you type)

11 Who will the participants be? n/a

(this box should expand as you type)
How will you identify the n/a
participants?

12
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(this box should expand as you type)
Information for participants:
YES NO N/A
13 Will you describe the main research procedures to participants in o o =
advance, so that they are informed about what to expect?
14 | Willyou tell participants that their participation is voluntary? O O X
15 | Willyou obtain written consent for participation? O O X
16 Will you explain to participants that refusal to participate in the o o =
research will not affect their treatment or education (if relevant)?
17 If the research is observational, will you ask participants for their o o =
consent to being observed?
18 Will you tell participants that they may withdraw from the research at o o =
any time and for any reason?
19 With questionnaires, will you give participants the option of omitting o o =
questions they do not want to answer?
20 Will you tell participants that their data will be treated with full o o =
confidentiality and that, if published, it will not be identifiable as theirs?
21 Will you debrief participants at the end of their participation, in a way o o =
appropriate to the type of research undertaken?
22 | If NO to any of above questions, please give an explanation
(this box should expand as you type)
Information for participants: YES NO N/A
24 | Will participants be paid? O O X
25 | Is specialist electrical or other equipment to be used with participants? O O X
26 Are there any financial or other interests to the investigator or o o =
University arising from this study?
27 Will the research activity involve deliberately misleading participants in o o =
any way, or the partial or full concealment of the specific study aims?
28 | If YES to any question, please provide full details
(this box should expand as you type)

SECTION H: Anticipated Risks

Outline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external
research collaborator) you may append that to this form.

Yes [m]
No X

1 Full risk assessment completed and appended?

2 | Risks to participants
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For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm,
transfer of personal data, sensitive organisational information

Risk to participants: There are no risks to How you will mitigate the risk to participants: .
participants. As the study does not involve any No applicable as. No participants are involved in
human participants or primary data collection. this research.

(this box should expand as you type) (this box should expand as you type)

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,
drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give
details of the procedures to deal with these issues, including any support/advice (e.g. helpline
numbers) to be offered to participants. Note that where applicable, consent procedures should
make it clear that if something potentially or actually illegal is discovered in the course of a project,
it may need to be disclosed to the proper authorities

This research does not involve any sensitive. Personal. Or potentially distressing topics, all data will

(this box should expand as you type)

be obtained from publicly available secondary sources.

Risks to the investigator

4 | For example: personal health & safety, physical harm, emotional distress, risk of accusation of

harm/impropriety, conflict of interest

Risk to the investigator: Minimal risk, limited to How you will mitigate the risk to the investigator:
general academic workload or potential bias in
interpreting secondary data. The researcher will ensure objective analysis by
using credible and reliable sources and
following academic guidelines to minimise bias.
(this box should expand as you type) (this box should expand as you type)
5 University/institutional risks
For example: adverse publicity, financial loss, data protection
Risk to the University: Minimal risk related to How you will mitigate the risk to the University:
improper use or misinterpretation of data. All data will be sourced from credible and
publicly available materials and used in
accordance with ethical standards and
academic integrity policies.
(this box should expand as you type) (this box should expand as you type)
6 Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems
Risk to the environment: There are no How you will mitigate the risk to environment:
environmental risks associated with this
research
(this box should expand as you type)
(this box should expand as you type)
Disclosure and Barring Service
If the research activity involves children or vulnerable adults, a Disclosure
and Barring Service (DBS) certificate must be obtained before any YES NO N/A
contact with such participants.
7 | Does your research require you to hold a current DBS Certificate? O X O

If YES, please give the certificate number. If the certificate number is not
8 | available please write “Pending”; in this case any ethical approval will be
subject to providing the appropriate certificate number.

SECTION I: Feedback, Consent and Confidentiality
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1 Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?

Not applicable, as this research does not involve any participants. The study is based entirely on
secondary data obtained from publicly available sources.

(this box should expand as you type)

2 Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is
involved in participating. Describe the arrangements for participants to provide full consent before
data collection begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevailing data protection legislation.

Not applicable, as no primary data is collected and no participants are involved in this research. All
data used will be obtained from publicly available academic and industry sources.

(this box should expand as you type)

3 Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If
anonymity is not being offered, explain why this is the case.

All data used in this research will be sourced from publicly available materials such as academic
journals, books, and industry reports. No personal or identifiable data will be collected. Therefore,
issues of confidentiality and anonymity do not apply. All sources will be properly referenced in
accordance with academic standards.

(this box should expand as you type)

SECTION J: Data Protection and Storage

Does the research activity involve personal data (as defined by the General
Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 YES NO
“DPA")?

“Personal data” means any information relating to an identified or identifiable
natural person (‘data subject’). An identifiable natural person is one who can
be identified, directly or indirectly, in particular by reference to an identifier

1 | such as a name, an identification number, location data, an online identifier or O X
to one or more factors specific to the physical, physiological, genetic, mental,
economic, cultural or social identity of that natural person. Any video or audio
recordings of participants is considered to be personal data.

If YES, provide a description of the data and explain why this data needs to be collected:

(this box should expand as you type)

Does it involve special category data (as defined by the GDPR)? YES NO

“Special category data” means sensitive personal data consisting of information as
to the data subjects’ —

(a) racial or ethnic origin,

(b) political opinions,

(c ) religious beliefs or other beliefs of a similar nature,

3 | (d) membership of a trade union (within the meaning of the Trade Union and Labour m] X
Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

April 2022°9PG2 Ethical Approval Form
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If YES, provide a description of the special category data and explain why this data needs to be
collected:
4
(this box should expand as you type)
Will data from the research activity (collected data, drafts of the thesis, or | YES NO
materials for publication) be stored in any of the following ways?
5 | Manual files (i.e. in paper form)? o X
6 | University computers? X O
7 | Private company computers? o X
8 | Home or other personal computers? X ]
9 | Laptop computers/ CDs/ Portable disk-drives/ memory sticks? m] X
10 | “Cloud” storage or websites? X ]
11 Other — specify: o =
For all stored data, explain the measures in place to ensure the security of the data collected, data
12 | confidentiality, including details of backup procedures, password protection, encryption,
anonymisation and pseudonymisation:
All data used in this research will be obtained from publicly available sources and stored securely
on password-protected devices. Access to the data will be restricted to the researcher only. Proper
referencing will be used to ensure academic integrity
(this box should expand as you type)
Data Protection
Will the research activity involve any of the following activities: YES NO
13 | Electronic transfer of data in any form? O X
14 Sharing of data with others at the University outside of the immediate research o =
team?
15 | Sharing of data with other organisations? O X
16 | Export of data outside the UK or importing of data from outside the UK? O X
17 | Use of personal addresses, postcodes, faxes, emails or telephone numbers? m] X
18 | Publication of data that might allow identification of individuals? O X
19 | Use of data management system? O X
20 | Data archiving? O X
If YES to any question, please provide full details, explaining how this will be conducted in
21 | accordance with the GDPR and Data Protection Act (2018) (and any interational equivalents,
where appropriate):
(this box should expand as you type)
22 | List all who will have access to the data generated by the research activity:
The researcher only
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(this box should expand as you type)

23

List who will have control of, and act as custodian(s) for, data generated by the research activity:

The researcher

(this box should expand as you type)

24

Give details of data storage arrangements, including security measures in place to protect the data,
where data will be stored, how long for, and in what form. Will data be archived — if so how and if
not why not.

Data will be stored on a password-protected personal computer and, where applicable, secure
university systems. As the data is publicly available, no sensitive data will be stored. Data will be

retained only for the duration of the research project.
(this box should expand as you type)

25

Please indicate if your data will be stored in the UWTSD Research Data Repository (see
https:/researchdata.uwtsd.ac.uk/ ). If so please explain. (Most relevant to academic staff)

n/a

(this box should expand as you type)

26

Confirm that you have read the UWTSD guidance on data management (see
https://www.uwtsd.ac.uk/library/research-data-management/) YES

27

Confirm that you are aware that you need to keep all data until after your

research has completed or the end of your funding YES
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SECTION K: Declaration

The information which | have provided is correct and complete to the best of my knowledge. | have
attempted to identify any risks and issues related to the research activity and acknowledge my
obligations and the rights of the participants.

In submitting this application | hereby confirm that | undertake to ensure that the above named
research activity will meet the University’s Research Ethics and Integrity Code of Practice which is
published on the website: https:/www.uwtsd.ac.uk/research/research-ethics/

Date:
1 | Signature of applicant: L. Keinasvili
18.03.2026
For STUDENT Submissions:
Director of Date:
2 | studies/Supervisor: Rameses Manalang 21.03.2026
3 Signature: R M 9
For STAFF Submissions:
4 Academic Director/ Assistant Date:
Dean:
5 Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according to the
guidelines and attached any required documentation:

| have read the guidance notes supplied before completing the form.

| have completed ALL RELEVANT sections of the form in full.

| confirm that the research activity has received approval in principle

O|o|o|d

| have attached a copy of final/interim approval from external organisation (where appropriate)

| have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE
ATTACHED A FULL RISK ASSESSMENT

(m]

| understand that it is my responsibility to ensure that the above named research activity will meet
the University's Research Ethics and Integrity Code of Practice.

| understand that before commencing data collection all documents aimed at respondents
O | (including information sheets, consent forms, questionnaires, interview schedules etc.) must be
confirmed by the DoS/Supervisor, module tutor or Academic Director.

RESEARCH STUDENTS ONLY
Once complete, submit this form via the MyTSD Doctoral College Portal at (https:/mytsd.uwtsd.ac.uk).

RESEARCH STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to
pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisor/module leader.
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Conceptual Framework

(Customer Experience and Passenger Loyalty within Turkish Airlines)
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Note: The framework proposes that customer experience influences passenger loyalty both directly

and indirectly through customer satisfaction.





image5.jpg
Prifysgol Cymru
N ¥ Drindod Dew Sant

2" University of Wales
Tt Rart Dl




