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Abstract This study investigates customer satisfaction with full service carriers (FSC) and low cost carriers
(LCC) using social media sentiment evaluation. From 2008 to 2016, a total of 77,591 tweets about two FSC
and six LCC were aggregated and classified as per airline choice factors. Sentiment evaluation was employed
to assess customer satisfaction by three appraisers. The results showed that customer satisfaction with LCC was
significantly higher (p<0.001) compared to FSC. Furthermore, overall customer satisfaction with both FSC and
LCC has been facing a consistent downward trend since the last seven years. The results also highlighted low
customer satisfaction with respect to booking and flight operation factors, and a steep decline in customer
satisfaction across booking, onboard services, and marketing factors for FSC. The results of this study have
practical implications for the airline industry, which can use this quantitative data to improve customer
satisfaction with FSC and LCC.
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R -1
AR GEA, FYBA 5 O Ropl 2R G
AE7FE] QRS EUE =58 3L A8 EA4[5)]

<Table 1> Airline Choice Factors [5]

Factors Item
Convenient flight schedules

Booking Easy and convenient booking & cancelation
Helpful and friendly staff
S Airfare
Ticketing Payment method(cash, card, on-line)
Check-in procedures
Check-in Helpful and friendly staff
Comfortable departure lounge
Excess baggage rates
Luggage Lost luggage returning and compensation
Cabin interior
Cabin In-flight supplies

Seat comfort
Meals and beverage service
In-flight entertainment(movie, music, game)
Cabin Crew's customer service

On-board services

Rate of cancellation and flight delay

Flight . .
e Proper service in case of delay or cancellations
Frequent flyer program/Mileage program
Marketing The airline advertising and public relations

Affiliated hotel and rent-a—car
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<Table 2> Number of Carriers and Tweets

Categories FSC LCC Sum
Carriers 2 6 8
Tweets collected 39,632 37,959 77,591
Tweets tested 10,714 10,396 | 21,110
Tweets related to choice factors 3,451 3,445 6,396

1400 4
- @ Sum

1200 4 —o—F5C
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400 | B
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[Fig. 1] Number of tweets related to choice factors
by year
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<Table 3> Number of Positive/Negative Tweets(ratio)
and The Results of Pearson's x° Test

Categories Positive Negative Sum
FSC 1,836(53.6%) 1,590(46.4%) 3,426(100%6)
LCC 2,017(59.3%) 1,382(40.7%) 3,399(100%6)

=212 df=1 p-value=1.87e-06
80% -
-C~FSC 2~ CC
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[Fig. 2] Ratio of positive tweets by year
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[Fig. 3] The Number of Tweets and Positive/Negative Ratio with Airline Choice Factors
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[Fig. 4] Tweets with Booking Factor by Year
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[Fig. 5] Tweets with Ticketing Factor by Year
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[Fig. 6] Tweets with On—board Services Factor by Year
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[Fig. 7] Tweets with Flight Operation Factor by Year
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