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Fig 1. Service Profit Chain (Heskett et al., 1997)
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Fig 3. Theoretical Research Model
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Table 1. T-test Difference between Passenger and Airline Staff (p<.05)
H4 2 85 t=2t Fol&E | "okio|

Mu|A AAMEF (Service Strategy Offering for Passenger Value)

1 We provide our passengers with better service 6.788 .000 731
2 We provide our passengers with more reliable service 6.911 .000 716
3 We provide our passengers with service that meet the industry quality standard better 5.055 .000 570
4 We are more available for our passengers when they need information 7.505 .000 .798
5 We provide our passengers with more appropriate information 2.475 014 .281
6 We respond faster to our passengers when they need information 6.550 .000 722
7 We have a better relationship with our passengers 9.036 .000 .960
8 Our passengers can address their problems more easily with us 8.477 .000 .891
9 We give our passengers a greater feeling of being treated as important 8.442 .000 .929
10 | We provide our passengers more benefits in our relationship 6.024 .000 .657
We create more service value for our passengers when comparing all
11 costs and benefits in the relationship 6.516 000 121
12 | We provide our passengers more valuable relationship 8.371 .000 914
DXk (Customer Orientation)
1 | try to figure out what a passenger's needs are 9.831 .000 .975
2 | have the passenger's best interest in mind 10.593 .000 1.060
3 | take a problem-solving approach in selling services to passengers 14.072 .000 1.476
4 | recommend services that are best suited to solving problems 9.854 .000 974
5 | try to find out which kinds of services would be most helpful to passengers 9.618 .000 .979
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