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Abstract: The study attempts to check the mediating effect of Value For Money and Flight Service Encounters towards Service 

Standards and airline affinity.  Further, the study aimed to measure the serial mediation of Value For Money and Flight Service 

Encounters with regard to passenger affinity toward the Airline.  The study is performed with 679 passengers across the state of 

Telangana.  A purposive sampling technique is used to select sample passengers.  A causal research design is taken for investigation.  

Findings showed that precursors have an effect on Service Standards, Value For Money, Flight Service Encounter, and Affinity toward 

the Airline.  A significant direct effect has been observed between each and every research variable.  There is a partial mediating 

effect found in Value For Money between Service Standards and Affinity toward the Airline.  Likewise, there is a partial mediating 

effect found in Flight Service Encounters between Service Standards and Affinity toward the Airline.  Ultimately, Value For Money 

and Flight Service Encounters have serial mediation between Service Standards and Affinity toward the Airline. 

 

Index Terms: Airline, Passengers, Service Standard, Value For Money, Flight Service Encounter, Affinity Toward Airline. 

 

1.  Introduction 

 

The airline sector is one of the most important contributors to the economy of the nation.  Whether domestically or internationally, it 

is essential in the movement of people and goods, particularly when great distances are involved.  The achievement of a successful 

airline relies on the level of services it offers to its passengers and fulfills the wishes of Value For Money paid (Rajaguru, 2016).  

Airline operators place a premium on providing high-quality passenger service since doing so helps them maintain their market share 

and passenger base, which eventually boosts their bottom line.  In the airline industry, passenger feedback may really provide a 

measure of Service Excellence (Thapa et al., 2020).  Value For Money, also known as the Perceived Value of an airline, refers to the 

total advantages that passengers perceive from a variety of airline services relative to the cost they pay in terms of their time, effort, 

and financial investment in obtaining those services (Pappachan, 2021).  Positive word-of-mouth can be anticipated if passengers 

believe that the advantages outweigh the costs and effort involved.  Passengers are happy with the role of the Perceived Value because 

it can predict word-of-mouth behavior more accurately than passenger satisfaction and service excellence (Jeelani and Bhat, 2021).  

 

Passengers’ assessment of the quality of the service has a direct, beneficial influence on both their intent to use and their desire to 

refer its services to others.  Passenger happiness and word-of-mouth are always significantly influenced by price and the impression 

of its value (Mikulic and Darko, 2011).  Airline services are experiencing a remarkable change and is facing numerous challenges, 

such as high fixed operating costs, growing and nurturing demand, and preserving high standards of superiority (David, 2013).  

Positive passenger experiences may play a deciding role in passengers’ level of loyalty to a given airline.  The practice of consumer 

sovereignty is fundamentally dependent on passenger affinity (Shadiyar et al., 2020).  Due to the rapidly changing corporate 

environment, passenger affinity has recently received significant attention across the world.  A determination of passenger affinity 

can be made based on a particular service experience.  Passengers may be highly satisfied while remaining loyal to the airline operator 

(Chopra and Chanda, 2019).  To allocate online marketing efforts between passenger affinity initiatives and behavioral intention 

programs, businesses need to better understand the relationship between passenger affinity and behavioral intention in the online 

environment (Jusoh et al., 2021).  

 

2.  Statement of the Problem 

 

Determination of Passenger Affinity is depended on their expectation from the airline services.  The management of the airline 

operator believes that they are providing the level of service that the passenger needs and wants, but this belief is based on technical 

and internal perspectives, and not necessarily those of the passenger.  From the passenger’s perspective, the service provider could 

actually fall short (Tanomsin and Chen, 2018).  In the highly competitive market of today, Passenger Affinity is one of the biggest 

assets for an Airline.  There are a variety of items that can assist an Airline in increasing its clientele, and the success of the overall 
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enterprise can often be determined by the level of service and satisfaction provided to passengers (Hamid et al., 2021).  In the airline 

industry, a number of studies have been conducted on theories and methodologies related to Service Quality.  However, a majority of 

the earlier studies on airline services have primarily relied on measures of passenger satisfaction and service quality to describe how 

passengers rate the services they receive and have focused on the impact of airline services and their quality at the level of aggregate 

concepts (El-Adly, 2019).  The influences of a particular magnitude of service quality have not been thoroughly explored in prior 

airline service research, despite the potential benefit for the management of airlines in understanding these effects.  As a result, the 

present study made an effort to assess mediating effect of Value For Money and Service Encounter between Service Standards and 

Affinity on airline services (Paek and Lee, 2018).  Therefore, Service Standards can be a means to establish Passenger Affinity through 

Value For Money and Service Encounters of passengers on airline services. 

 

3.  Review of Literature 

 

Passengers are increasingly demanding the existence of higher-quality services from businesses, and this is an important trend.  

Providing high-quality service results in lower costs, better profitability, a larger market share, and loyal passengers (Shah et al., 

2020).  Passengers must receive high-quality service in order for the Airline to survive and become more competitive.  The degree to 

which the delivery of service, associated processes, and airlines can meet the passenger expectation is referred to as Service Quality 

(Malyadri and Satyanarayana, 2014).  A passenger’s overall perception of an organization’s and its services’ relative superiority or 

deficiency is referred to as Service Quality (Tsafarakis et al., 2018).  Passenger behavior intentions, such as, plan to replicate purchase 

decision, word-of-mouth, and response, are positively associated with both dimensions, and Service Quality is a strong predictor of 

passenger satisfaction (Hassan and Salem, 2022).  The timetable, tangibles, flight crew, and ground staff are among other important 

Service Quality components.  A number of physical and behavioral qualities possessed by Airlines may help them draw in new 

passengers and build a positive reputation (Susilo et al., 2022).  

 

Passengers who have positive sentiments toward an Airline, prefer to reuse their service, and suggest services to other passengers, are 

said to have high levels of loyalty (Moon et al., 2017).  One of the elements supporting the passenger experience toward using an 

airline’s services is the Quality of Service offered to its passengers, which serves as a primary standard for them to assess Service 

Quality (Habibi and Rasoolimanesh, 2020).  Passenger grievances are a significant indicator of deprived airline Service Quality, a 

response to poor airline service from passengers, and a significant yardstick for measuring Service Quality (Li et al., 2022).  Low 

levels of Perceived Service or Value For Money will lead to dissatisfaction or lack of Affinity among passengers toward the services 

offered by the Airline (Bhuvaneswaran et al., 2018).  The customers observe whether the Service Quality of an airline matches their 

expectations, which ultimately influences their Affinity towards repeatedly using its services, and recommending others to use its 

services as well (Chao et al., 2013).  

 

4.  Objectives 

 

The present study has the following objectives. 

 

1. To measure the demographic profile of passengers using airline services in Telangana. 

2. To examine the effect of antecedents on Service Standards, Value For Money, Service Encounters, and Affinity towards 

airline services. 

3. To explore the mediating effect of Value For Money and Service Encounters between Service Standards and Affinity 

towards airline services.  

 

5.  Research Methodology 

 

The present study intended to study the mediating effect of Value For Money and Service Encounters towards Service Standards and 

Airline Affinity.  The study is conducted with 679 passengers seeking to travel on airlines from the state of Telangana, and more 

specifically from the city of Hyderabad.  The selection of the sample is guided by two basic principles – a selected passenger must 

have traveled a minimum of two times in a month, and must have traveled in two or more airlines.  The sample selection is administered 

through the use of purposive sampling method.  In this way, the study used a causal research design to examine the influence of 

Service Standards, Service Encounters, and Value For Money with regard to Passenger Affinity on airlines.  In this method, Structural 

Equation Modeling has been used to assess the causal link among Service Standards, Value For Money, Service Encounters, and 

Passenger Affinity for airline services.  Furthermore, the study endeavored to assess the serial mediation among Value For Money, 

and Service Encounters among passengers with regard to Passenger Affinity.  Therefore, the requisite conceptual framework is 

prepared and presented in Figure 1. 
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Figure 1: Conceptual Framework 

 

6.  Results and Discussions 

6.1.  Analysis of Passengers Profile  

 

 The demographic profile of the passengers surveyed is presented for analysis as given in Table 1. 

 

Table 1: Demographic Profile of Passengers 

Profile Classification Number % 

Gender 
Male 521 76.73 

Female 158 23.27 

Age 

Below 30 years 126 18.56 

30 – 50 years 372 54.79 

Above 50 years 181 26.65 

Education 

School Education/ Diploma 195 28.72 

Under Graduate 375 55.23 

Post Graduate 109 16.05 

Occupation 

Salaried 252 37.11 

Business/Profession 359 52.88 

Others 68 10.01 

Annual Income 

Below Rs.5,00,000 133 19.59 

Rs.5,00,001 – 10,00,000 289 42.56 

Above Rs.10,00,000 257 37.85 

Source: Primary Data 

 

Table 1 above indicates the demographic profile of the passengers surveyed.  

 

 

6.2.  Effect of Precursors on Research Variables 

 

The observed and endogenous variables are described as follows: SS1, SS2, SS3, SS4, SS5, VM1, VM2, VM3, VM4, VM5, FSE1, 

FSE2, FSE3, FSE4, FSE5, ATA1, ATA2, ATA3, and ATA4. The unobserved and endogenous variables are described as follows, 

Value For Money (VM), Flight Service Encounter (FSE), and Affinity Toward Airline (ATA).  The unobserved and exogenous 

variables are described as follows, Service Standard (SS), and from e1 to e22. 

 

The total variable count includes that total variables in the model is 45.  Observed variables 19, unobserved variables 26, exogenous 

variables 23, and endogenous variables 22.  The structural equation model is illustrated in figure 2.  The relevant path relationship is 

furnished in Table 2.  

  

Flight Service 

Encounter 

Service 

Standard 
Affinity 

toward Airline 

Value for 

Money 
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Table 2: Path Analysis 

Path Value S.E. C.R. p 

SS5 <--- Service Standard 1.000    

SS4 <--- Service Standard 1.057 .046 23.032 *** 

SS3 <--- Service Standard 1.124 .044 25.482 *** 

SS2 <--- Service Standard 1.158 .052 22.311 *** 

SS1 <--- Service Standard 1.030 .051 20.202 *** 

VM1 <--- Value For Money 1.000    

VM2 <--- Value For Money 1.086 .054 20.155 *** 

VM3 <--- Value For Money 1.021 .063 16.273 *** 

VM4 <--- Value For Money 1.120 .068 16.580 *** 

VM5 <--- Value For Money 1.187 .072 16.400 *** 

FSE1 <--- Flight Service Encounter 1.000    

FSE2 <--- Flight Service Encounter 1.021 .054 18.929 *** 

FSE3 <--- Flight Service Encounter .938 .055 17.077 *** 

FSE4 <--- Flight Service Encounter 1.053 .056 18.670 *** 

FSE5 <--- Flight Service Encounter 1.058 .061 17.341 *** 

ATA1 <--- Affinity Toward Airline 1.000    

ATA2 <--- Affinity Toward Airline 1.037 .039 26.666 *** 

ATA3 <--- Affinity Toward Airline .963 .044 21.713 *** 

ATA4 <--- Affinity Toward Airline .938 .040 23.212 *** 

Value For Money <--- Service Standard .622 .047 13.259 *** 

Flight Service Encounter <--- Value For Money .327 .053 6.179 *** 

Flight Service Encounter <--- Service Standard .380 .050 7.588 *** 

Affinity Toward Airline <--- Flight Service Encounter .427 .055 7.725 *** 

Affinity Toward Airline <--- Service Standard .306 .052 5.897 *** 

Affinity Toward Airline <--- Value For Money .219 .053 4.089 *** 

Source: Primary Data        *** p significant at p<0.001 

 

 
Figure 2: Structural Equation Model 
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Table 3: Summary of Model Fit Indices 

Model Fit Indices Ascertained Values Acceptable Level 

CMIN/df 3.133 3 - 5 

GFI 0.940 >0.9 

AGFI 0.916 >0.9 

CFI 0.964 >0.9 

 NFI 0.948 >0.9 

RFI 0.935 >0.9 

IFI 0.964 >0.9 

TLI 0.955 >0.9 

RMSEA 0.056 <0.06 

Source: Primary Data 

 

Table 3 shows that the GFI is 0.940 and that the AGFI is 0.916, representing a sensibly good fit.  Values for the CFI is (0.964), NFI 

is (0.948), RFI is (0.935), IFI is (0.964), and TLI is (0.955), these values are reasonably well fitted.  Additionally, RMSEA is 0.056; 

a lower value indicates a better model.  The CMIN/df value of 3.133 is comfortably below the cut-off value.  The Expected Cross 

Validation Index (ECVI) value of 0.788 shows a better model fit and is within acceptable limits. 

 

Effect of Precursors on Service Standard 

 

The effect of precursors on Service Standard is analysed by proposing the below hypotheses. 

 

H1.1: Precursors have an affirmative effect on Service Standard. 

H0.1: Precursors do not have an affirmative effect on Service Standard. 

 

Accordingly, it is analysed and outcomes are furnished in Table 4. 

 

 

Table 4: Effect on Service Standard 

Path Value SE t p 

SS5 <--- Service Standard 1.000    

SS4 <--- Service Standard 1.057 .046 23.032 *** 

SS3 <--- Service Standard 1.124 .044 25.482 *** 

SS2 <--- Service Standard 1.158 .052 22.311 *** 

SS1 <--- Service Standard 1.030 .051 20.202 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 4 shows the outcomes of coefficient of Service Standard is 1.000 for SS5 assuming other factors as persistent.  Similarly, 

coefficient of SS4 is 1.057, SS3 is 1.124, SS2 is and 1.158, and SS1 is 1.030 assuming other factors as persistent.  The indication of 

coefficient values in positive entails that for each 1.000-unit rise in SS5; 1.057-unit rise in SS4; 1.124-unit rise in SS3; 1.158-unit rise 

in SS2; and 1.030-unit rise in SS1, lead to rise 1-unit in Service Standard.  The computed p-values for all path links are significant at 

0.1% and null hypothesis (H0.1) is not supported.  Therefore, precursors have an affirmative effect on Service Standard. 

 

Effect of Precursors on Value For Money 

 

The effect of precursors on Value For Money is analysed by proposing the below hypotheses. 

 

H1.2: Precursors have an affirmative effect on Value For Money. 

H0.2: Precursors do not have an affirmative effect on Value For Money. 

 

Accordingly, it is analysed and outcomes are furnished in Table 5. 

 

 

 

Table 5: Effect on Value For Money 

Path Value SE t p 

VM1 <--- Value For Money 1.000    

VM2 <--- Value For Money 1.086 .054 20.155 *** 

VM3 <--- Value For Money 1.021 .063 16.273 *** 

VM4 <--- Value For Money 1.120 .068 16.580 *** 

VM5 <--- Value For Money 1.187 .072 16.400 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 5 shows the outcomes of coefficient of Value For Money is 1.000 for VM1 assuming other factors as persistent.  Similarly, 

coefficient of VM2 is 1.086, VM3 is 1.021, VM4 is and 1.120, and VM5 is 1.187 assuming other factors as persistent.  The indication 
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of coefficient values in positive entails that for each 1.000-unit rise in VM1; 1.086-unit rise in VM2; 1.021-unit rise in VM3; 1.120-

unit rise in VM4; and 1.187-unit rise in VM5, lead to rise 1-unit in Value For Money.  The computed p-values for all path links are 

significant at 0.1% and null hypothesis (H0.2) is not supported.  Therefore, precursors have an affirmative effect on Value For Money. 

 

Effect of Precursors on Flight Service Encounter 

 

The effect of precursors on Flight Service Encounter is analysed by proposing the below hypotheses. 

 

H1.3: Precursors have an affirmative effect on Flight Service Encounter. 

H0.3: Precursors do not have an affirmative effect on Flight Service Encounter. 

 

Accordingly, it is analysed and outcomes are furnished in Table 6. 

 

 

Table 6: Effect on Flight Service Encounter 

Path Value SE t p 

FSE1 <--- Flight Service Encounter 1.000    

FSE2 <--- Flight Service Encounter 1.021 .054 18.929 *** 

FSE3 <--- Flight Service Encounter .938 .055 17.077 *** 

FSE4 <--- Flight Service Encounter 1.053 .056 18.670 *** 

FSE5 <--- Flight Service Encounter 1.058 .061 17.341 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 6 shows the outcomes of coefficient of Flight Service Encounter is 1.000 for FSE1 assuming other factors as persistent.  

Similarly, coefficient of FSE2 is 1.021, FSE3 is 0.938, FSE4 is and 1.053, and FSE5 is 1.058 assuming other factors as persistent.  

The indication of coefficient values in positive entails that for each 1.000-unit rise in FSE1; 1.021-unit rise in FSE2; 0.938-unit rise 

in FSE3; 1.053-unit rise in FSE4; and 1.058-unit rise in FSE5, lead to rise 1-unit in service encounter in Airline.  The computed p-

values for all path links are significant at 0.1% and null hypothesis (H0.3) is not supported.  Therefore, precursors have an affirmative 

effect on Flight Service Encounter. 

 

Effect of Precursors on Affinity Toward Airline 

 

The effect of precursors on Affinity Toward Airline is analysed by proposing the below hypotheses. 

 

H1.4: Precursors have an affirmative effect on Affinity Toward Airline. 

H0.4: Precursors do not have an affirmative effect on Affinity Toward Airline. 

 

Accordingly, it is analysed and outcomes are furnished in Table 7. 
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Table 7: Effect on Affinity Toward Airline 

Path Value SE t p 

ATA1 <--- Affinity Toward Airline 1.000    

ATA2 <--- Affinity Toward Airline 1.037 .039 26.666 *** 

ATA3 <--- Affinity Toward Airline .963 .044 21.713 *** 

ATA4 <--- Affinity Toward Airline .938 .040 23.212 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 7 shows the outcomes of coefficient of Affinity Toward Airline is 1.000 for ATA1 assuming other factors as persistent.  

Similarly, coefficient of ATA2 is 1.037, ATA3 is 0.963, and ATA4 is and 0.938 assuming other factors as persistent.  The indication 

of coefficient values in positive entails that for each 1.000-unit rise in ATA1; 1.037-unit rise in ATA2; 0.963-unit rise in ATA3; and 

0.938-unit rise in ATA4, lead to rise 1-unit in Affinity Toward Airline.  The computed p-values for all path links are significant at 

0.1% and null hypothesis (H0.4) is not supported.  Therefore, precursors have an affirmative effect on Affinity Toward Airline. 

 

Effect of Service Standard on Value For Money 

 

The Service Standard effect on Value For Money is analysed by proposing the below hypotheses. 

 

H1.5: Service Standard has an affirmative effect on Value For Money. 

H0.5: Service Standard do not have an affirmative effect on Value For Money. 

 

Accordingly, it is analysed and outcomes are furnished in Table 8. 

 

Table 8: Effect of Service Standard on Value For Money 

Path Value SE t p 

Value For Money <--- Service Standard .622 .047 13.259 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 8 shows the outcomes of coefficient of Service Standard being 0.622 for Value For Money.  The positive values of coefficient 

entail that for each 0.622-unit rise in Service Standard lead to rise 1-unit in Value For Money.  The computed p-value is significant at 

0.1% and null hypothesis (H0.5) is not supported.  Therefore, Service Standard has an affirmative effect on Value For Money. 

 

Effect of Value For Money on Flight Service Eencounter 

 

The Value For Money effect on Flight Service Encounter is analysed by proposing the below hypotheses. 

 

H1.6: Value For Money has an affirmative effect on Flight Service Encounter. 

H0.6: Value For Money do not have an affirmative effect on Flight Service Encounter. 

 

Accordingly, it is analysed and outcomes are furnished in Table 9. 

 

Table 9: Effect of Value For Money on Flight Service Encounter  

Path Value SE t p 

Flight Service Encounter <--- Value For Money .327 .053 6.179 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 9 shows the outcomes of coefficient of Value For Money being 0.327 for Flight Service Encounter.  The positive values of 

coefficient entail that for each 0.327-unit rise in Value For Money lead to rise 1-unit in service encounter in airline.  The computed p-

value is significant at 0.1% and null hypothesis (H0.6) is not supported.  Therefore, Value For Money has an affirmative effect on 

Flight Service Encounter. 

 

Effect of Service Standard on FSE 

 

The Service Standard effect on Flight Service Encounter is analysed by proposing the below hypotheses. 

 

H1.7: Service Standard has an affirmative effect on Flight Service Encounter. 

H0.7: Service Standard do not have an affirmative effect on Flight Service Encounter. 
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Accordingly, it is analysed and outcomes are furnished in Table 10. 

 

Table 10: Effect of Service Standard on FSE  

Path Value SE t p 

Flight Service Encounter <--- Service Standard .380 .050 7.588 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 10 displays the outcomes of coefficient of Service Standard being 0.380 for Flight Service Encounter.  The positive values of 

coefficient entail that for every 0.380-unit rise in Service Standard lead to rise 1-unit in service encounter in flight.  The computed p-

value is significant at 0.1% and null hypothesis (H0.7) is not supported.  Therefore, Service Standard has an affirmative effect on Flight 

Service Encounter. 

 

Effect of Service Sstandard, Value For Money and Flight Service Encounter on Affinity Towards Airline 

 

The Service Standard effect, Value For Money and Flight Service Encounter on Affinity Toward Airline is analysed by proposing the 

below hypotheses. 

 

H1.8: SS, VM and FSE have an affirmative effect on Affinity Toward Airline. 

H0.8: SS, VM and FSE do not have an affirmative effect on Affinity Toward Airline. 

 

Accordingly, it is analysed and outcomes are furnished in Table 11. 

 

Table 11: Effect of Service Standard, Value For Money and Flight Service Encounter on ATA 

Path Value SE t p 

Affinity Toward Airline <--- Flight Service Encounter .427 .055 7.725 *** 

Affinity Toward Airline <--- Service Standard .306 .052 5.897 *** 

Affinity Toward Airline <--- Value For Money .219 .053 4.089 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 11 displays the outcomes of coefficient of Flight Service Encounter being 0.427, Service Standard being 0.306 and Value For 

Money being 0.219 for Affinity Toward Airline.  The positive values of coefficient entail that for every 0.427-unit rise in Flight 

Service Encounter; for each 0.306-unit rise in Service Standard; and for every 0.219-unit rise in Value For Money lead to rise 1-unit 

in Affinity Toward Airline.  The computed p-values are significant at 0.1% and null hypothesis is not supported (H0.8).  Therefore, 

Service Standard, Value For Money and Flight Service Encounter have an affirmative effect on Affinity Toward Airline. 

 

Mediating Effect of Value For Money  

 

The mediating effect of Value For Money between Service Standard and Affinity Toward Airline is analysed by proposing the below 

hypotheses. 

 

H1.9: Value For Money mediates between Service Standard and Affinity Toward Airline. 

H0.9: Value For Money do not mediate between Service Standard and Affinity Toward Airline. 

 

Accordingly, it is analysed and outcomes are furnished in table 12. 

 

Table 12: Mediating Effect of Value For Money 

Nature Path Value SE p 

Indirect path A SS <--- VM .617 .046 *** 

Indirect path B VM <--- ATA .282 .054 *** 

Direct SS <--- ATA .306 .052 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 12 describes that the direct effect of Service Standard and Affinity Toward Airline is 0.306.  The indirect effect between Service 

Standard and Value For Money is 0.617; and between Value For Money and Affinity Toward Airline is 0.282.  Therefore, the observed 

indirect effect is 0.173994 and total effect is 0.479994.  The variance accounted for value is 0.3625.  It is greater than 0.2, hence, it 

denotes that there is partial mediation.  The null hypothesis (H0.9) is not supported.  Therefore, Value For Money mediates between 

Service Standard and Affinity Toward Airline. 
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Mediating Effect of Flight Service Encounter  

 

The mediating effect of Flight Service Encounter between Service Standard and Affinity Toward Airline is analysed by proposing the 

below hypotheses. 

 

H1.10: Flight Service Encounter mediates between Service Standard and Affinity Toward Airline. 

H0.10: Flight Service Encounter do not mediate between Service Standard and Affinity Toward Airline. 

 

Accordingly, it is analysed and outcomes are furnished in Table 13. 

 

Table 13: Mediating Effect of Flight Service Encounter 

Nature Path Value SE p 

Indirect path A SS <--- FSE .223 .048 *** 

Indirect path B FSE <--- ATA .434 .051 *** 

Direct SS <--- ATA .306 .052 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 12 describes that the direct effect of Service Standard and Affinity Toward Airline is 0.306.  The indirect effect between Service 

Standard and Flight Service Encounter is 0.223; and between Flight Service Encounter and Affinity Toward Airline is 0.434.  

Therefore, the observed indirect effect is 0.096782 and total effect is 0.402782.  The variance accounted for value is 0.2403.  It is 

greater than 0.2, hence, it denotes that there is partial mediation.  The null hypothesis (H0.10) is not supported.  Therefore, Flight 

Service Encounter mediates between Service Standard and Affinity Toward Airline. 

 

Serial Mediation of Value For Money and Flight Service Encounter 

 

The serial mediation of Value For Money and Flight Service Encounter between Service Standard and Affinity Toward Airline is 

analysed by proposing the below hypotheses. 

 

H1.11: Value For Money and Flight Service Encounter have serial mediation between Service Standard and Affinity Toward 

Airline. 

H0.11: Value For Money and Flight Service Encounter have no serial mediation between Service Standard and Affinity 

Toward Airline. 

 

Accordingly, it is analysed and outcomes are furnished in Table 14. 

 

Table 14: Serial Mediation of Value For Money and Flight Service Encounter 

Nature Path Value SE p 

Indirect path A SS <--- VM .617 .046 *** 

Indirect path B VM <--- FSE .333 .049 *** 

Indirect path C FSE <--- ATA .434 .051 *** 

Direct SS <--- ATA .306 .052 *** 

Source: Primary Data        *** p significant at p<0.001 

 

Table 14 shows that the direct effect of Service Standard and Affinity Toward Airline is 0.306.  The indirect effect between Service 

Standard and Value For Money is 0.617; between Value For Money and Flight Service Encounter is 0.333; and between Flight Service 

Encounter and Affinity Toward Airline is 0.434.  Therefore, the observed indirect effect is 0.08917 and total effect is 0.39517.  The 

variance accounted for value is 0.2256.  It is greater than 0.2, hence, it denotes that there is partial serial mediation.  The null hypothesis 

(H0.11) is not supported.  Therefore, Value For Money and Flight Service Encounter have serial mediation between Service Standard 

and Affinity Toward Airline. 

 

 

7.  Conclusion 

 

Passengers with varied demographic profiles often travel in airlines.  While traveling thus, Value For Money and Flight Service 

Encounter influence Service Standard and Affinity Toward Airline.   

Consequently, findings revealed that precursors have an effect on Service Standard, Value For Money, Flight Service Encounter and 

Affinity Toward Airline.  Significant direct effect has been observed between Service Standard and Value For Money, between Service 

Standard and Flight Service Encounter, and between Service Standard and affinity towards airline.  Similarly, Value For Money has 

significant direct effect with Flight Service Encounter and Affinity Toward Airline.  Furthermore, Flight Service Encounter has 

significant direct effect with Affinity Toward Airline.   

There is partial mediating effect found in Value For Money between Service Standard and Affinity Toward Airline.  Likewise, there 

is partial mediating effect found in Flight Service Encounter between Service Standard and Affinity Toward Airline.  Ultimately, 

Value For Money and Flight Service Encounter have serial mediation between Service Standard and Affinity Toward Airline. 

Airlines can focus on improving Value for Money and the experience during the Flight Service Encounter to eventually improve the 

perceived Service Standard and increase the affinity towards the airlines to eventually enhance passenger loyalty. 
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