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Abstract In the last period we are witnessing numerous limited activities of the flights of various air transport companies or even resounding 

bankruptcies. This is due mainly to the fall in the number of passengers, caused by a combination of factors, including lack of 
confidence in certain air transport companies and poor quality of services provided. In order to cope with the competition resulting 
from the air transport market, companies in this field should retain and multiply the price of capital and particularly their customer 
(the passenger).To this end, the air transportation company must be aware at all times of their expectations and also how satisfied 
are the passengers of the primates. 
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1. Introduction 

In order for an organization in general, and air transport, in particular, to have success in this globalized market, it should 
always understand the customers’ expectations, both current and prospective, and meet their requests and even try to 
exceed their expectations. Thus, the Organization must identify the various methods and tools for assessing the degree of 
customer satisfaction (Păunescu, 2006). 

In a broad sense, the term "customer satisfaction" means the extent to which particular products or services provided by 
various organizations achieve or exceed the expectations of their customers (Farris et al., 2010). We can say that 
"satisfaction" means a person, feeling the result by comparing perceived performance (results) of a product with the 
expectations of the people (Pascu, 2011). From the point of view of Quality Management, customer satisfaction is the 
extent to which its requirements have been met (Avram, 2005). We cannot speak of customer satisfaction in the absence of 
their expectations from that product or service (Pascu, 2011). 

2. Literature review 

About services in general and air transport services in particular, we cannot speak of quality without passengers, this being 
due to particularities of these services. Thus, when we speak of the satisfaction of passengers, air transport must take into 
account the expectations of that service, as well as previously planned experiences; this is generally due to the fact that 
passengers not having sufficient tangible parts within this service compare the service received to prior experiences and to 
their expectations with respect to that service.  

Passenger satisfaction depends on the spread between reality and expectations of the service received and is evaluated by 
the level and quality of services offered. Thus, we can affirm that the degree of customer satisfaction is measured almost 
every time individually for each passenger, but it always should be reported at aggregate level. 

3. Methodology of research 

The evaluation of the degree of satisfaction of passengers of an air transport company may be made on the basis of 
information in a marketing research by means of a mathematical model. In what follows below, I propose a mathematical 
model of measuring the satisfaction of passengers. In this mathematical model will be given a number of absolute and 
relative indicators that allow the econometric analysis and processing of the phenomena observed. The qualitative aspects 
of complexity on passenger satisfaction make necessary a numerical measurement to be able to generate statistics 
indicators (Dragut, 2013). 

Thus, I propose a mathematical model by which I measure the passengers’ degree of satisfaction, taking into account those 
characteristics that highlight its determination, the absolute and relative indicators being present in matrix form. Using 
statistical methods and techniques of training, I have developed the following set of indicators that allow me to measure the 
degree of satisfaction concerning the professionalism of company personnel on the staff and on the types of features. 
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Table 1. Measuring the passengers’ satisfaction degree on the professionalism of company personnel on the staff and on 
the types of features (Dragut, 2013) 
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Note: Quantifying the degree of satisfaction of passengers is carried out on a numeric scale of 1-5 where: 1– total 
dissatisfaction and 5- total satisfaction. 

Thus, overall, the average level of satisfaction regarding the professionalism of the company personnel on the staff and on 
the types of features is determined according to the relationship  
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  minmax iip ppA
           (2) 

In which: 

na

ip
 -  scalar level valued by the passenger on professionalism flight crew on the “i” (preparation, courtesy, experience etc.) 

ne

jp
 - scalar level valued by the customer on professionalism non-flight staff on “j”  (punctuality; empathy; kindness;  

experience etc.) 

in
 - number of customers who have appreciated the professionalism satisfaction concerning crew-number 

jn
 -- number of customers who have appreciated the professionalism satisfaction concerning non-flight staff 

 

On the basis of quantities described above we can present a number of other indicators such as: 

relative Amplitude of variations for level of satisfaction:   
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Deepening analysis may determine: dispersion, square average deviation. 
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Mathematical model of variation 

This mathematical model can be extrapolated to all the characteristics that highlight the formation of company's image 
among the passengers, which results in obtaining information on the degree of satisfaction of the passengers, thus 
calculating the overall passenger satisfaction, as follows: 
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The mathematical model of measuring passenger satisfaction can be extrapolated across all characteristics that highlight 
the formation of the image of the service, such as identifying the degree of satisfaction of the passengers; the results may 
be based on quality growth of air transport services by the airline, leading finally to the improvement of the passengers’ 
degree of satisfaction. Only horizontal lines should be used within a table, to distinguish the column headings from the body 
of the table. Tables must be embedded into the text and not supplied separately. All tables should be numbered with Arabic 
numerals. Headings should be placed above tables, underlined and centred. Leave one line space between the heading 
and the table. Only horizontal lines should be used within a table, to distinguish the column headings from the body of the 
table. Tables must be embedded into the text and not supplied separately. 

4. Data analysis 

Following the results of a survey carried out among the passengers of an air transport company in our country on a sample 
of 385 respondents and the theoretical mathematical model elaborated the results obtained using the mathematical model, 
replacing the values resulted in the following: 

Table 2. Measuring the passengers’ satisfaction degree on the professionalism of company personnel on the staff and on 
the types of features (Dragut, 2013) 
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The above table shows that "The average level of satisfaction with the professionalism of the company's shipping 
personnel" is determined by the relationship 

%23,88
5

25,4
100

5

19,4
100

5

3,4
100

5

62,4
100

5

62,4
100

5

49,4
pnaG

 

and "The average level of satisfaction with the professionalism of the company's unskilled staff" is determined by the 
relationship 
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Thus, the overall average satisfaction level for the company's staff is: 
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Also, the average level of passenger satisfaction for the company's staff is: 
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Based on the dimensions presented above, we can determine a number of other indicators such as: 

Relative Amplitude of Satisfaction Variation 
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5. Conclusions 

In order to remain competitive in the globalised market, air transport companies in this field must adopt another approach, 
namely, orientation to the customer. In so doing, these companies must increase the degree of satisfaction of the 
passengers; this can only be possible through knowledge of the expectations of passengers from air transport service. 

Assessment of the degree of satisfaction of passengers should represent for the air transport company a long-term 
objective, because only so one can appreciate the behavior of passengers in consumption and at the same time one can 
identify their needs and expectations. Customer satisfaction results from the positive experiences of it (Kim et al., 2008). 

Only by knowing the expectations and the degree of satisfaction of the passengers, a company in the field of air transport 
can survive in this market without knowing borders, globalized and it can obtain benefits. 

A dissatisfied passenger, aside from the fact that he will no longer call at the air transport company, he will also drive away 
other customers through negative recommendations, while a satisfied customer will bring other passengers by positive 
recommendations. 

We can say that in the field of air transport, and not only, the passenger represents the most important capital, thus, the 
capital shall be kept and multiplied, this being possible by increasing the satisfaction degree of the passengers’ 
expectations , and also by exceeding their expectations. 

 

 



Academic Journal of Economic Studies 

Vol. 4 (3), pp. 70–75, © 2018 AJES 

 

75 

References 

Avram, C. s.a.( 2005). Enciclopedia calităţii, Ed. Oficiul de Informare Documentară pentru Industrie, Cercetare, Management, Bucureşti, 
p. 406; 
Drăguţ, B. (2013). Implementarea sistemului de management al calităţii în transporturile aeriene din România, Ed. Universitară, 
Bucureşti, pp. 211-225. 
Farris, Paul W.; Neil T. Bendle; Phillip E. Pfeifer; David J. Reibstein (2010). Marketing Metrics: The Definitive Guide to Measuring 
Marketing Performance. Upper Saddle River, New Jersey: Pearson Education, Inc. ISBN 0137058292; 
Kim, K. H., Kim, K. S., Kim, D. Y., Kim, J. H., Kang, S. H., (2008). Brand Equity in Hospital Marketing, Journal of Business Research 61: 
75–82; 
Pascu, E. (2011). Notiuni teoretice si teste grila pemtru managementul relatiilor cu clientii, Ed Universitara, Bucureşti, p. 31; 
Păunescu, C. (2006). Model de evaluare a satisfacţiei clienţilor pentru întreprinderile mici şi mijlocii, Amfiteatrul economic, nr. 20, 
Bucureţi, p. 112. 


