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Fierce competition has raised standards leading customers to expect higher standards
of service, and customers are i1deal for appraising how well employees have
provided quality service because they mteract directly with the employees. Quality
of service in the airline also depends greatly on the quality of the employees. as
dissatisfied employees would not perform a service at the requured level, and this

would affect the service delivery

This study examined the customers’ perceptions and expectations of service quality,
and the service-performance gap that measures the employees’ job satisfaction m
Singapore Airlines (SIA) and Malaysia Airlines (MAS), to 1eveal the status of the
level of service quality as perceived by thewr customeis (customets” satistaction). s

well as the level of employees job satisfaction in each company

The SERVQUAL questionnaire comprising of five major service quality dimensions

(tangibility, reliability, responsiveness, assurance, and empathy) was used to



measure the customers’ perceptions of service quality, and a total ol 200 customers
from each airline company were approached. The employces’ perceptions ot 1oh
satisfaction were measured through a service quality questionnairc dcvceloped by
Parasuraman et al., (1998), that addresses the seven key contributing fuctors
(teamwork, employee job-fit, technology job-fit, perceived control, supervisory
control systems, role conflict, and role ambiguity) that affects the job performance.
The total population of the employees of SIA (60 employees), and 83 employees

from MAS answered the job satisfaction questionnaires.

The findings revealed that the customers’ perceptions of service quality in SIA, in
the responsiveness dimension match their expectations, indicating that the level of
quality in this particular dimension is excellent. However, SIA and MAS had
exceeded their customers’ expectations in the tangibility dimension. In SIA,
responsiveness dimension was found to be the most important factor intluencing
customers’ satisfaction, followed by empathy and tangibility. In MAS, cmpathy was
found to influence the customers’ perceptions, followed bv assurance.
responsiveness, and reliability. By measuring the employees’ performance gap, rolc
conflict was found to affect the employees’ job satisfaction in SIA. while role
conflict and role ambiguity were found to affect the employees job saustaction in
MAS, indicating a need to reduce the occurrence of these tactors in order to increase

the employees’ job satisfaction.

This study suggests that the management of both the airline companies work

towards improving their services in all the dimensions of servicc quality. and
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monttor the employces’ work development, as it 1s vital for anv company to
continually monitor then peiformance m order to cxcel m a4 compenine
environment. Even though both companies are recognized for their excellent scr icc.
there will always be room for improvement, as the environmental changc does attect

the perforimance of a company.
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Persaingan hebat dalam industri pengangkutan udara telah meningkatkan ekspektasi
para pelanggan, dan para pelanggan adalah ideal dalam menilar perkhidmatan yang
diberikan oleh kakitangan sesebuah syarikat penerbangan kerana mereka
berinteraksi secara langsung dengan kakitangan tersebut. Kualiti sesebuah svarikat
penerbangan juga bergantung kepada kualiti kakitangan mereka. Ini adalah kerana
kakitangan yang tidak puas hati dengan kerja mereka, tidak akan menjalankan tugas
mereka pada tahap yang dunginkan, dan mi akan menjejaskan kualiti pertkhidmatan

syarikat tersebut.

Kajian mi telah menyehidik ekspektasi dan persepsi para pelanggan teihadap
perkhidmatan yang diberikan, serta perspesi kakitangan tentang kepuasan pcherjaan
mereka di Singapore Aurlines (SIA) dan Malaysia Airlines (MAS), untuk
menunjukkan status kuahti perkhidmatan dar1 sudut kepuasan pelanggan. scrta tahap

kepuasan kakitangan kedua-dua buah syarikat tersebut.
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Kajian soal selidik SERVQUAL yang mengkap hma dimens: wama wuaiit
perkhidmatan telah digunakan untuk menyoal seramair 200 para pelanggan dain SIA
dan MAS masing-masing. Persepsi kakitangan tentang kepuasan vang dinthmati
dalam pekerjaan mereka telah dikaji menggunakan soal sehdik yang dircka khas
oleh Parasuraman et «l..(1998) untuk menilai kepuasan kakitangan sesebuah
syarikat. Seramai 60 kakitangan SIA, dan 83 kakitangan MAS telah dirujuk untuk

menjawab soal selidik tersebut.

Hasil kajian ini menunjukkan bahdwa para pelanggan SIA amat berpuas hati dengan
perkhidmatan yang diberikan dalam dimensi ‘responsiveness. Satu kesamaan yang
dijjumpai adalah, para pelanggan SIA dan MAS amat berpuas hati dengan
perkhidmatan yang diberikan dalam dimensi ‘tangibility. Bagi SIA, dimensi yang
paling penting dalam mempengaruhi persepst para pelanggan adalah
‘responsiveness’, diikuti dengan ‘empathy’ dan ‘tangibility’. Bagi MAS pula,
dimensi ‘empathy’ merupakan faktor yang paling penting dalam mempengarulu
perspesi para pelanggan, diikuti dengan ‘assurance’, ‘responsiveness’. dan
‘reliability’. Kajian kepuasan kakitangan membuktikan bahawa faktor ‘role conflict’
mempengaruhi kepuasan kakitangan SIA, manakala ‘role conflict’ dan ‘role
ambiguity’ mempengaruhi kepuasan kakitangan MAS. Oleh kerana 1tu, kekerapan
kedua-dua faktor tersebut harus dikurangkan supaya kepuasan kakitangan dapat

ditingkatkan.

Kajian ini megesyorkan bahawa SIA dan MAS perlu meningkatkan perkhidmatan

mereka dalam semua dimensi, kerana adalah penting bagi sesebuah svaithat untuk
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mengawas! dan meningkatkan prestasi mereka untuk mencapar kecermetlangan
dalam sebuah undustri yang sermg bersaing. Walaupun SIA dan MAS terhenal
kerana kecermerlangan dalam perkhidmatan mereka, kajian mi mcembukukan

bahawa adanya peluang untuk meningkatkan perkhidmatan mereka.
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CHAPTER

INTRODUCTION

Background of Study

Quality has become the epitome of business people, government officials, and
business and economic scholars. Customers, employees as well as the management
of organizations have placed great emphasis on quality. Quality and quality control
measures have long existed for tangible goods, but there are only a few such
measures that have conventionally existed for services. This is because quality is
difficult to define, describe and measure in services. Quality is determined by
imprecise individual factors, such as perceptions, expectations and experiences of
customers. While almost everyone recognizes the prevalent effect of quality, they

are also at the same time having difficulties in grasping its dimensions.

The service sector has become an essential aspect of many countries. In many parts
of the world, up to 70 percent of the employees work is related to service
organizations. Net increases in the number of jobs in many economies stem mainly
from service organizations, both private businesses and governmental bodies
(Carlzon, I., 1991). The need to manage service quality is becoming more urgent as

links between service quality and business performance is becoming apparent.

The role of service quality is widely recognized as being a critical determinant for

the success of an organization in today's competitive environment. Any decline in



customer satisfaction due to poor service quality would be a matter ol concern.
Customers being more aware of rising standards in service, prompted by competitive
trends, have developed higher expectations. Service organizations now have to serve
an increasingly discerning public who are more eager than ever to complain and
transfer their allegiances to perceived providers of quality services (Palmer, 1998).
This fact, coupled with the increasingly hostile nature of the business environment
has forced many within this sector to invest in the delivery of higher levels of
service quality as a means of achieving competitive differentiation (McColl et

1998).

An integral part of any organization’s attempt to achieve competitive differentiation,
is a commitment to a process of sustained quality improvement. Inherent in any such
approach is the need to continually monitor internal and external performance so
that organizational efforts can be better directed at consistently satisfying customer

needs (Lee et al., 2000).

This requires the support of a systematic approach to quality measurement (FFord and
Bach, 1997). Ford et al., (1999) states that interest in the measurement of scrvice
quality has mounted and measuring the quality of the service experience is now an
integral part of most managers' responsibilities. Managing a service operation
requires the manager to understand the service concept, service delivery system, and
service levels. As the customer has a key role in the definition and evaluation ot all
three elements, it is imperative that service managers have a clear understanding of

customer expectations and perceptions.

o



