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Abstract
Trust in a company's brand is essential for businesses that rely on repeat business from customers. In light of this, this study 
aims to investigate the key factors that drive customer trust in airline brands within the Latin American context. In order to 
accomplish this goal, an augmented version of AIRQUAL was utilized to evaluate Colombian native customers' perceptions 
of the customer experience (CX) provided by Avianca, a well-known and highly regarded airline active in Latin America. 
AIRQUAL is a model used to evaluate the quality of airline service proposed by Nadiri et al. (2008). It consists of five 
dimensions: airline tangibles, terminal tangibles, personnel services, empathy, and image. These dimensions were expanded 
to capture additional touchpoints identified in the literature. They represent internal and external touchpoints that make up 
the airline customer experience, resulting in a more robust research model. The additional dimensions, namely the impact of 
perceptions associated with other customers and the process of the purchase experience, were incorporated to account for a 
more holistic assessment of the experience provided. They also help capture the three stages of the experience provided by 
the airline as proposed by Namukasa (2013) before, during, and after the flight. The examined drivers of brand trust in the 
proposed model were the dimensions of the augmented AIRQUAL model and a measure of CX. Results indicate that while 
most dimensions impact brand trust, CX was identified as the key driver of brand trust and acted as a mediator of the dimen-
sions of the augmented AIRQUAL and brand trust. According to the findings of this research, all three aspects of service 
quality—pre-flight service quality, in-flight service quality, and post-flight service quality—are of comparable significance 
and have a significant bearing on how customers evaluate their experiences.
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Introduction

The airline industry is presently facing increased risks 
associated with radical environmental and societal changes. 
Broader externalities now more than ever impact airline 
operations and consequently its ability to deliver experiences 

to passengers the way they were designed (Verhoef et al. 
2009). Extreme weather (e.g., Hurricane Dorian) is being 
experienced worldwide as a result of climate change, and 
outbreaks such as the Covid-19 pandemic are creating more 
frequent disruptions in airline operations. Technological 
challenges have also created significant disruptions to the 
industry (e.g., the grounding of the Boeing 737 Max), as 
has political (e.g., protests in Hong Kong) and geopoliti-
cal (e.g., Venezuelan embargo, the war in Ukraine) unrest. 
While these factors are external to the industry, mergers and 
acquisitions continue in most regions as well, thus creat-
ing further oligopolistic competition. Importantly, due to 
the instability and inequality of the Latin American market, 
major Latin American airline companies may be facing the 
most significant risks on the continent. As a result, repeat 
business and customer loyalty should become more impor-
tant than ever under these circumstances.
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Nevertheless, how can these two goals be achieved by 
airlines in an increasingly competitive and uncertain envi-
ronment? While customer loyalty programs may be helpful 
tools in this regard, they could prove to be a 'double-edged 
sword' due to increased customer expectations and entitle-
ments (Ma et al. 2018). We argue that as a consequence 
of the current state of the airline industry, brand trust has 
become an increasingly important deciding factor for airline 
passengers. Verhoef et al. (2002) found that when it comes to 
providing services, trust is linked to positive referrals from 
customers who have already used a service and liked it, so 
they started telling other people about it. According to the 
authors, customers recommend a service because they trust 
it. This is important for the development of a good relation-
ship between the customer and the service provider. Song 
et al. (2019) show that, particularly in the airline industry, 
the perceived quality of service has an essential effect on 
how the customer perceives the service. They argue that trust 
in the service provider grows when a customer experiences 
high quality. Han and Hwang (2015) say that trust helps 
solidify and promote a long-term relationship between the 
service provider and the service user, therefore improving 
the performance efficiency of resources used for market-
ing, communication, and research, which are all needed to 
acquire and keep customers. However, it is important to note 
that the trust placed on a brand is the product of a complex 
customer's assessment of both internal and external touch-
points that make up the customer experience provided by the 
airline. Service is a critical component of customer experi-
ence, and Hu et al. (2009) argue that high-quality services, in 
particular, can lead to a greater sense of value and customer 
satisfaction. This directly affects the company's brand image 
and increases customer loyalty. When addressing service 
experience, in particular, Bezerra and Gomes (2019) say 
that passengers' expectations and satisfaction are connected 
to a good brand image. Song et al. (2019) further highlighted 
the importance of the brand by arguing that a company's 
corporate image is tied not only to customer retention but 
also to customer perception of the company as a whole and 
whether or not the appreciation of the experience received 
was strong enough to use the same airline again.

Therefore, holding brand trust as a critical element of 
the creation of customer loyalty for service industries, the 
purpose of this research is to examine the drivers of brand 
trust in a Latin American airline. In order to accomplish this 
goal, an augmented version of the AIRQUAL model was 
proposed, along with the introduction of a measure of CX. 
The model evaluated both the direct impact of the dimen-
sions of AIRQUAL on brand trust, how CX impacted brand 
trust directly, and how it mediated the relationship between 
the dimensions of AIRQUAL and brand trust. The study was 
conducted with passengers of Avianca, a well-known and 
respected brand in Latin America. CX was assessed using a 

measure proposed by Kim and Choi (2013) and Brady and 
Cronin (2001). AIRQUAL is a model proposed by Nadiri 
et al. (2008) for assessing the quality of airline service con-
sisting of five dimensions: airline tangibles, terminal tangi-
bles, personnel services, empathy, and image. The original 
dimensions were expanded with two additional touchpoints 
identified in the literature to represent both internal and 
external touchpoints that make up the customer experience 
resulting in a more robust research model. The additional 
dimensions, namely, the impact of perceptions associated 
with other customers and the process of the purchase expe-
rience, were incorporated to account for a more holistic 
assessment of the provided experience and account for the 
three stages of the quality of airline service proposed by 
Namukasa (2013): before the flight, during the flight, and 
after the flight. The results of this study suggest that all three 
areas—pre-flight service quality, in-flight service quality, 
and post-flight service quality—are equally important and 
significantly impact customer perception of quality.

Literature review

Customer experience (CX)

CX is a multidimensional notion that results from a cus-
tomer's brand-related stimuli response (Lemon and Verhoef 
2016) and is hypothesized to have cognitive, emotional, 
behavioral, sensory, and social dimensions (Verhulst et al. 
2020), meaning that the focal experience object determines 
CX's dimensions, ranging from macro to micro level objects 
(Vargo and Lusch 2017). The challenge associated with suc-
cessfully implementing an experience is that it is a concept 
defined so broadly that hardly anything is excluded, and 
anything that explains customer dissatisfaction or delight 
is considered part of an experience. It has been argued that 
the experience should be built from the bottom up, focus-
ing on individual elements rather than holistically, allowing 
for the development of a systematic and sustainable change 
program (Maklan et al. 2017). Some studies argue that CX 
can be developed and delivered to customers (Hamilton and 
Wagner 2014). In contrast, others posit that CX emerges in 
customers' lives and cannot be managed directly (Helkkula 
and Kelleher 2010). In a more reconciling view, Becker and 
Jaakkola (2020) propose that the two research traditions can 
be bridged by relying on their common denominator that 
CX results from responses to varied stimuli. As corpora-
tions cannot directly control consumer responses, they can-
not control CX in its totality. That leaves them the option to 
control customer stimuli to attempt to influence consumer 
responses.

Voorhees et al. (2017) underlined that CX occurs across 
several interactions pertinent to a core service offering, 
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including multiple "moments of truth" in the form of touch-
points that impact customer outcomes. Touchpoints repre-
sent individual connection events between the brand/firm 
and customers during the customer journey, such as informa-
tion gathering, payment, delivery, and consumption (Hom-
burg et al. 2017). Touchpoints can be analyzed in terms of 
control, nature, and customer journey stage. Touchpoint 
control identifies who controls customer–brand interac-
tions. Store environment, layout, advertising, and employ-
ees are some of the touchpoints that can be controlled by 
the organization, whereas customer behavior, influencers, 
or other brands or firms are typically considered uncon-
trollable touchpoints (Kranzbühler et al. 2019). While the 
CX literature is predominantly focused on firm-controlled 
touchpoints, non-firm-controlled touchpoints are increas-
ingly attracting the attention of researchers, particularly 
the role of other customers (Gao et al. 2019; Siqueira et al. 
2019). CX researchers acknowledge the uncontrollable trait 
of CX by a single brand/firm, supporting the notion of the 
complexity of customer journeys and the various actors that 
can impact it. However, even though some actors cannot be 
fully controlled, in the case of customers, they can be influ-
enced by the experience provided to take up active roles as 
brand ambassadors, influencers, or promoters through offline 
and online Word Of Mouth (WOM) (De Keyser et al. 2019; 
Siqueira et al. 2019). Touchpoint nature reflects brand/firm 
representation. According to De Keyser et al. (2019), the 
nature of touchpoints can be human, digital, physical, or a 
combination. These authors argue that the touchpoint jour-
ney stage represents the location of touchpoints along the 
customer journey and can be identified as pre-purchase, pur-
chase, and post-purchase. Pre-purchase refers to processes 
(need recognition or information search, for example) that 
occur before the purchase decision (Puccinelli et al. 2009). 
The purchase stage represents the intermediary point of the 
customer journey where purchase decisions and actions 
occur. Lastly, post-purchase touchpoints represent the after-
math of the purchase and usually refer to product usage, 
brand communities (Carù and Cova 2015), or product-return 
points (Lemon and Verhoef 2016).

Brand trust

Brand trust, considered the core of brand value (Kotler et al. 
2010), is a concept strongly connected to expectations about 
brand reliability (Munuera-Aleman et al. 2003) and, moreo-
ver, generates brand loyalty (Atulkar 2020; Chaudhuri and 
Holbrook 2001; Laroche et al. 2012). Brand trust involves 
all the knowledge and experience—favorable or not—about 
a brand. Accordingly, firms need to develop strong relation-
ships with consumers (in particular, Chaudhuri and Hol-
brook 2001 highlight that trust is related to consumers’ 
willingness to rely on the capacity of the brand to perform 

its function) from a perspective of loyalty and brand equity 
(Husain et al. 2022) also because it positively contributes 
to brand performance, given its influence on brand com-
mitment (Delgado‐Ballester and Luis Munuera‐Alemán 
2001). Lantieri and Chiagouris (2009) studied how a mis-
trust climate can affect brand trust, revealing eight themes 
that generate mistrust: the emergence of more cynical con-
sumers, frequent consumer recalls, emphasis on the needs 
of business owners over the needs of consumers, company 
structure, uneven quality advances, service quality declines, 
too many undifferentiated choices, and pseudo relationships.

The role of brand trust in airline services has attracted 
academic attention lately. The role of trust is deepened, in 
fact, by Erkmen and Hancer (2015) by analyzing 523 flight 
attendants of an airline company. Specifically, they found 
that brand trust positively influences the brand commitment 
of employees. Moreover, brand trust is positively connected 
with the brand citizenship behaviors of employees (Kim 
et al. 2018). Jamuary et al. (2015) studied, in Malaysia, those 
factors which contribute to airline brand trust, finding that 
WOM, security/privacy, perceived risk, good online expe-
rience/brand reputation, and perceived quality of informa-
tion contribute to brand trust for airline services in online 
environments (Ha 2004). Additionally, Lin and Ryan (2016) 
studied the role of branding, which involved 518 passen-
gers in Taiwan. They found a positive association between 
airlines' mission statements and passengers' perceptions of 
brand trust. In particular, they noticed that brand trust acts 
as a mediator between brand equity and passengers' percep-
tion. Particularly relevant is also the relationship between 
global airline alliances and brand strategies. From this point 
of view, Wang (2014) explored the influence of alliances 
on purchase intentions in Taiwan, showing that there is a 
positive relationship between global alliances, brand equity, 
brand preferences, and purchase intentions and that there is 
a significant impact of alliances on brand equity and brand 
preferences on purchase intentions in case of highly involved 
passengers. Han et al. (2019) focused on airline passengers' 
repurchase decision-making process when investigating 
purchase intention. They found that in-flight core-product 
and service-encounter quality, brand attitude, brand image, 
brand trust, and brand love positively affect repurchase 
intention. Han et al. (2019) also identified a significant dif-
ference between low-cost and full-service airlines in brand 
attitude, brand image, brand trust, and brand love. According 
to Koklic et al. (2017), service staff quality, more present in 
full-service airlines, is more essential than tangibles when 
assessing passengers' happiness with airline services. Law 
et al. (2022) studied Laos passengers and found a positive 
association between repurchase intention, service quality 
(influenced by brand credibility, product originality, and 
loyalty programs), and customer happiness. Service quality 
and trust are also critical factors for airline brand equity as 
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they drive repurchase, according to Saleem et al. (2017). 
Law et al. (2022) recently emphasized the need to focus on 
brand equity, starting with product differentiation to impress 
consumers and increase repurchasing. While all brand com-
ponents affect the sense of value, and brand image affects 
service quality and company image, brand trust impacts ser-
vice quality more than consumer value. Sirdeshmukh et al. 
(2002) link the latter to airline loyalty.

AirQual model

The first tool to measure the quality perception of airline 
passengers was proposed by Parasuraman et al. (1985), 
whose model, named SERVQUAL, consisted of specific 
dimensions, such as tangibles, reliability, responsive-
ness, assurance, and empathy. However, as also explored 
by (Robledo 2001), this model is not necessarily the most 
appropriate scale to assess service quality. In fact, with the 
aim to measure service quality rather than expectations (Ali 
et al. 2021), SERVPERF was introduced (Rodrigues et al. 
2011), which was proposed by Cronin and Taylor (1992). 
The latter model, however, was criticized for being too gen-
eral (Shen and Yahya 2021). Once the limits of the past 
models were ascertained, Ekiz et al. (2006) proposed a new 
one to measure airline service quality, named AIRQUAL, 
consisting of five dimensions, namely airline tangibles, ter-
minal tangibles, personnel services, empathy, and, finally, 
image (Farooq et al. 2018). This model was validated by 
Nadiri et al. (2008). Below, Table 1 briefly compares the 
three models’ dimensions (Hasan et al. 2019).

Airline tangibles

Airline tangibles are cues connected with service quality, 
including interior and exterior types of equipment, catering 
services, seats, and the cleanliness of toilets and air condi-
tioning (Shen and Yahya 2021; Suki 2014). Research showed 
that these are among the most critical elements to consider 
in terms of quality. Alsini (2017) reported them as the most 
influential factor in generating satisfaction in airline custom-
ers. Nadiri et al. (2008), for instance, found that tangibles 
not only influence customer satisfaction but also affect repur-
chase intention. Similarly, Kim and Lee (2011) observed that 
tangibles and responsiveness are the most relevant predictors 

of customer satisfaction and retention for low-cost carriers. 
In contrast, note that Suki (2014) argues that airline tangi-
bles do not significantly impact customer satisfaction.

Terminal tangibles

Terminal tangibles include those services more connected to 
the airport sign boards, security, control system, air condi-
tioning on the terminal, shops, parking services, the size of 
the airport, effectiveness of signage, availability of trolleys, 
information counters, and the comfort level of waiting in the 
hall of the airport (Abdel Rady 2018; Farooq et al. 2018). 
Terminal tangibles are one of the most visible dimensions 
(Farooq et al. 2018). According to Ekiz et al. (2006), ter-
minal tangibles positively affect perceived service quality. 
Similar to airline tangibles, research has shown that terminal 
tangibles influence customer satisfaction (Wattanacharoen-
sil et al. 2016) (Wattanacharoensil et al. 2016). According 
to Suki (2014), however, parking spaces, airport capacity, 
number of shops, availability of trolleys, conformable wait-
ing halls, air conditioning, and reliable security controls may 
not be so relevant when assessing the influence on customer 
satisfaction.

Personnel services

This dimension is strictly connected to airline staff and 
flight attendants (Farooq et al. 2018). The role of personnel 
services is fundamental for passenger satisfaction. Babbar 
and Koufteros (2008) highlight that higher satisfaction lev-
els require individual attention, helpfulness, courtesy, and 
promptness. The latter means points to the necessity of pay-
ing attention to human resources management to motivate 
employees to facilitate their customer approach. This has 
also been placed in evidence by Ringle et al. (2011), who 
found that perceived safety influences travelers' perceived 
pleasure, with positive consequences on customer loyalty. 
Recently, regarding low-cost and full-service airlines, the 
influence of personnel quality on satisfaction has also been 
confirmed by Koklic et al. (2017), particularly concerning 
customer satisfaction and behavioral intentions.

Table 1   Comparison of SERVQUAL, SEVRPREF, and AIRQUAL models across their corresponding dimensions

The aforementioned five dimensions of the AIRQUAL model will be further explored in the following paragraphs

Model Dimensions

SERVQUAL (Parasuraman et al. 1988) Tangibles, reliability, responsiveness, assurance, empathy
SERVPERF (Cronin  and  Taylor 1992) Reliability, assurance, tangibility, empathy, and responsiveness
AIRQUAL (Ekiz et al. 2006) Airline tangibles, terminal tangibles, personnel, empathy, and image
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Empathy

Empathy in this study's context relates to luggage handling, 
ticketing services, and compensations in case of loss. Empa-
thy is recognized as an indicator of quality in business com-
munication (Fuller et al. 2021), which triggers customer 
loyalty and repeat buying behaviors (Bahadur et al. 2018; 
Chang and Yeh 2002). On the other hand, the role of empa-
thy has also been acknowledged in the literature as twofold. 
In particular, Wieseke et al. (2012) saw that customer satis-
faction is strengthened not only by employee empathy but 
also by the customers. Meanwhile, Moslehpour et al. (2018), 
Humphrey (2013), and Cardon et al. (2012) highlighted how 
empathy and emotional intelligence benefit general entrepre-
neurship. Interestingly, An and Noh (2009) studied the dif-
ferences between customer seat classes, revealing that empa-
thy is a predictor of quality, both in the prestige class (along 
with alcoholic and non-alcoholic beverages, responsiveness, 
reliability, assurance, the presentation style of food, and food 
quality), as well as in the economy one (along with respon-
siveness, food quality, alcoholic beverage, non-alcoholic 
beverage, and reliability).

Image

As in any business, image plays a crucial role. Hence, devel-
oping a good brand reputation is fundamental to improving 
customer satisfaction (Shen and Yahya 2021). Image is, in 
fact, one of the most critical factors in evaluating a company 
and understanding customers’ choices (Fombrun 1995). 
Farooq et al. (2018) argued that it might be necessary to 
associate airline image with frequent flyer programs and pro-
motional offers to maintain a good image. Ekiz et al. (2006) 
also showed that image affects the customers’ perceived ser-
vice quality, involving value for money, promotional offers, 
and goodwill. The relevance of corporate image has also 
been reported by Song et al. (2019). Their study revealed 
that responsiveness, and reliability, had a significant effect 
on corporate image and customer trust, and, in addition, it 
encourages a positive assessment of the enterprise by the 
customers.

Purchase experience

Purchase decision-making is a process that involves different 
choices by consumers, and where different psychological 
processes are involved when it occurs (e.g., which kinds of 
needs does the purchase satisfy? Are there social factors 
that influence consumer choices?). Kotler et al. (2009) suc-
cinctly explained the whole process across five main stages: 
(1) problem recognition; (2) information search; (3) evalu-
ation of alternatives; (4) purchase decision; and (5) post-
purchase behavior.

Indeed, the role of the purchase decision process in the 
airline CX context is of great interest. For instance, Tarkang 
et al. (2022) evaluated Turkish Airlines consumers' purchas-
ing intentions using electronic WOM (i.e., free advertising 
that reinvigorates a brand and boosts sales by increasing 
purchase rates; Kietzmann and Canhoto 2013), where airline 
tickets are increasingly being purchased online (Gupta et al. 
2004). The main findings relate to having a user-friendly and 
attractive website as critical to repeat internet purchases and 
referrals. Habit, price savings, performance expectancy, and 
facilitating factors also influence internet purchases (Esco-
bar-Rodrguez and Carvajal-Trujillo 2013). The cultural envi-
ronment has also been found to affect internet shopping in 
European customers (Ruiz-Mafe et al. 2013).

A brand's strategic role in decision-making is also cru-
cial (Jara and Cliquet 2012; Kumar and Hansted Blomqvist 
2004; Smith and Brynjolfsson 2001), and in the aviation 
industry, this is no exception (Cervera-Taulet et al. 2013; 
Dirsehan and Kurtuluş 2018; Hwang and Hyun 2017). For 
instance, airline brand credibility increases purchase inten-
tion by facilitating decision-making and boosting emotional 
commitment (Jeng 2016). A favorable association between 
global airline alliances, brand equity, and brand choice for 
highly involved travelers can increase purchase intention 
(Wang 2014). Price perception can also differ between LCC 
and TA, where the price tends to be the most significant fac-
tor only for LCC passengers (Mikulić and Prebezac 2011).

Other customer perception

Global changes are constantly affecting the airline busi-
ness (Nelms 1991) along with the consumer perceptions 
of airlines. Passengers have higher expectations and are 
becoming more sophisticated (Kaynak et al. 1994). The 
views of other customers can also affect service enjoyment 
and expectations (Brocato et al. 2012; Klaus and Maklan 
2013; Siqueira et al. 2019). Studying the role of airline 
travelers’ interactions has actually led to the development 
of a passenger anger scale (Ye et al. 2022). Brochado et al. 
(2019), for instance, explored how internet airline reviews 
are linked to money ratings. Here, the conduct of custom-
ers seated together during a flight was found to affect air-
line experience reviews. In fact, interactions constitute the 
center of a consumer's social experience (Bolton et al. 2018), 
where active customer service is a hallmark of air travel. 
In general, the presence of others can affect an individual 
in specific ways (Lerner and Tetlock 1999). Therefore, a 
customer's total experience should include all touchpoints, 
regardless of service provider control (Palmer 2010). In this 
sense, we propose that passenger engagement may satisfy 
Lemon and Verhoef's (2016) criterion of a social, external, 
and independent touchpoint, prompting a favorable connec-
tion with CX. Other consumer views can further influence 
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passenger behavior since emotions affect personal pleasure 
(Xu et al. 2018), whereas customer-to-customer interactions 
affect passenger behavior (Martin 1996). In brief, appropri-
ate interpersonal attitudes can promote pleasantness, while 
violent and filthy acts do not.

Demographics may also play a distinctive role in the air-
line CX. Kaynak et al. (1994) found that younger passengers 
valued in-flight entertainment, flight attendant service, meal 
quality, alcoholic beverages, and frequent flyer programs. 
20–30-year-olds prefer on-time flights, luggage handling, 
and cheap pricing. Aghabayk et al. (2021) recently noted 
that passenger behavior and biosecurity precautions might 
be more important than before as travelers are more worried, 
fearful, and susceptible owing to the epidemic (Lamb et al. 
2021). Hence, well-informed passengers will tend to trust 
their flight experience.

Theoretical model

The proposed theoretical model was based on the use of 
the AIRQUAL model augmented with a CX metric. AIR-
QUAL was enhanced with two service literature dimensions: 
other customer perceptions and the purchase experience. The 
inclusion of the CX measure was based on the work pre-
viously conducted by Kim and Choi (2013) and Siqueira 
et al. (2019). It is also noteworthy to highlight the fact that 
although CS/CX/BX seem similar in concept, the litera-
ture distinguishes between them, as presented in Table 2. 
Therefore, the following hypothesis is posited based on the 
literature review:

H1  Customer experience mediates the relationship between 
the dimensions of service quality and brand trust.

Methodology

Sampling

The population studied were travelers based in Bogota 
(Colombia) who had flown with Avianca (a major Latin 
American airline serving most of the American continent, 
as well as strategic European destinations) as tourists in 
the past three months. Data were collected using snow-
ball sampling; the instrument was created in Google forms 
and initially e-mailed to MBA students who, in turn, asked 
friends and colleagues to participate and share the survey 
with others through social media. Data were collected from 
July 22–25, 2019.

Measuring instrument

Nadiri et al. (2008) validated the AIRQUAL instrument to 
measure service quality in the airline industry. It comprises 
five dimensions: airline tangibles, terminal tangibles, per-
sonnel services, empathy, and image. A modified version of 
this instrument was used to measure service quality (Farooq 
et al. 2018). In order to emphasize the purchase experience, 
five questions from the Dabholkar et al. (1996) instrument 
were added. CX was measured using the three questions 
from the Kim and Choi (2013) instrument and two from the 
Brady and Cronin (2001) instrument. Perceptions of other 
customers were measured using the Brocato et al. (2012) 
instrument. Brand trust was measured using the Chaudhuri 
and Holbrook (2001) instrument. Respondents were asked 
to rate all questions on a five-point Likert scale. Questions 
were presented in randomized order. The questionnaire is 
presented in the Appendix.

Procedure

Method of analysis

The hypotheses were tested using PLS path modeling 
(XLSTAT version 2019.1.2). The PLS algorithm was used 

Table 2   Summary of literature review

SQ service quality, CS customer satisfaction, CX customer experi-
ence, BX brand experience, BT brand trust

References Service industry Brand loyalty—
LOY—exam-
ined

SQ affects CS/CX/BX
Nadiri et al. (2008) Airline Yes
Namukasa (2013) Airline Yes
Jüttner et al. (2013) Restaurant No
Kim and Choi (2013) General Yes
Rajaguru (2016) Airline No
Priporas et al. (2017) Airbnb No
Farooq et al. (2018) Airline No
Kumar and Kumar (2019) Airline No
Ribeiro and Prayag (2019) Restaurant No
SQ affects BT
Esmaeilpour et al. (2017) Banking No
Han et al. (2019) Airline Yes
SQ affects BT through CS/CX/

BX
Walter et al. (2010) Restaurant No
So et al. (2016) Airline Yes
Şahin et al. (2017) Automobile Yes
Simarmata et al. (2017) Airline Yes
Erkman and Hancer (2019) Restaurant Yes
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to estimate inner model path coefficients to avoid problems 
of multicollinearity resulting from OLS (Tenenhaus and 
Vinzi 2005).

Results

Based on the procedure, a total of 406 usable responses were 
obtained. The demographic profile of respondents is pre-
sented in Table 3.

A principal component factor analysis of the items in 
the questionnaire does not yield factors supporting the 
AIRQUAL dimensions of service quality. Empathy and 
Image did not emerge as dimensions of service qual-
ity as anticipated. Only one of the Empathy questions 
(EMP1"Departures and arrivals are usually on time") had a 
significant loading in the factor analysis and loaded together 
with Customer Experience variables. This makes logical 
sense as punctuality is an important component of Customer 
Experience for airlines. Two of the Image questions (IMG1 
"Availability of seats and promotional offers are very much 
appealing to me" and IMG2 "Ticket prices are worth the ser-
vices I received"), both pertaining to the fairness of prices, 
loaded onto a new factor which relates to Value for Money 
(VFM). The emergence of VFM as a dimension is sup-
ported by previous empirical studies of the airline industry 
(Rajaguru 2016; So et al. 2014). The third Image question 
(IMG3 "The airline bears a good brand image") pertains to 
customers' perception of the airline brand and not surpris-
ingly loads together with Customer Experience variables. 
In-Flight Quality (IFQ), On-Ground Quality (OGQ), and 

Reservation Quality (RQ) emerged as factors. The Person-
nel Services did not emerge as a factor, but the questions 
from AIRQUAL split across IFQ, OGQ, and RQ, providing 
a human element to each of these constructs. Details of the 
factor structure for the sample are presented in Table 4. It 
is interesting to note that questions EMP1 (punctuality) and 
IMG3 (brand image) load onto customer experience (CX). 
Other customer perceptions (OCP) and brand trust (BT) fac-
tored as anticipated.

The Harman test indicates that 43.0% of covariance is 
accounted for by a single factor, indicating that any com-
mon method variance present is unlikely to create any bias 
(Fuller et al. 2016).

Table 3   Demographics profile of respondents from usable responses

*COP Pesos colombianos
**1 US dollar (USD) was approximately 4,480 COP in September 
2022.

Sex % Employment %
Male 38.9 Unemployed 3.7
Female 61.1 Student 7.1

Self-employed 34.0
Age % Employed 55.2
18–24 7.1
25–34 33.3 Income %
35–54 30.3 Up to COP*$3 million** 24.9
55 and older 29.2 COP$3–6 million 33.0

COP$6–11 million 22.7
Where purchased % COP$11 million or more 19.5
Airline website 58.6
Travel search engine 14.3 Flying Frequency %
Travel website 21.7 Once per year or less 11.3
Sub-total online 94.6 Twice per year 59.9
Not online 5.4 Thrice or more per year 28.8

Table 4   Evaluation of measurement model

CR composite reliability, AVE average variance extracted

Construct Item Loading CR AVE

In-flight quality (IFQ) AT1 0.702 0.923 0.600
AT2 0.792
AT3 0.715
AT4 0.793
AT5 0.797
AT6 0.785
PS5 0.790
PS6 0.815

On-ground quality (OGQ) TT2 0.721 0.915 0.604
TT3 0.697
TT4 0.801
TT5 0.809
PS1 0789
PS2 0.816
PS4 0.813

Reservation quality (RQ) PS3 0.799 0.865 0.671
PX4 0.842
PX5 0.835

Value for money (VFM) IMG1 0.874 0.867 0.757
IMG2 0.874

Other customer perception (OCP) OC1
OC2
OC3
OC4

0.839
0.889
0.939
0.937

0.946 0.813

Customer experience (CX) EMP1 0.775 0.952 0.738
IMG3 0.813
CX1 0.913
CX2 0.849
CX3 0.895
CX4 0.907
CX5 0.852

Brand trust (BT) BT1 0.939 0.946 0.815
BT2 0.954
BT3 0.879
BT4 0.833
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The absolute and relative goodness of fit indices are 0.623 
and 0.940, respectively, and both are suggestive of a good 
model. Composite reliability for all constructs in the model 
exceeds 0.85 (refer to Table 4), indicating internal reliability. 
All factors have an AVE greater than 0.5, and all but one of 
the variable loadings exceeded 0.7 (0.697 reported, refer to 
Table 4), indicating convergent validity. Discriminant valid-
ity is illustrated in Table 5.

Neither OGQ nor RQ significantly influences either CX 
or BT. In the case of OGQ, this is probably because most 
of the questions relate to the airport itself rather than the 
airline. In the case of RQ, 41.4% of the sample did not make 
their reservation using the airline website and thus interacted 
with other parties. OCP has a significant influence on CX 
but none on BT. Because CX has a significant influence on 
BT, implying that the relationship between OCP and BT 
is fully mediated by CX. IFQ and VFM have a significant 
effect on both CX and BT, and CX has a strong effect on 
BT. This implies that CX partially mediates the relationship 
between these two dimensions of service quality and BT. As 
IFQ and VFM are the only dimensions of service relevant to 
the brand, H1 is thus supported.

Squared correlations are reported in the matrix. For all 
constructs, AVE > squared correlations with other constructs 
implying discriminant validity.

The path coefficients for the model are presented in 
Table 6.

Based on the path coefficients presented in Table 6, 
Hypothesis 1 is partially supported. CX partially mediates 
the relationship between in-flight quality, value for money, 
and brand trust. On-ground quality and reservation quality 
have no significant relationship to either CX or brand trust. 
CX fully mediates the relationship between other customer 
perceptions and brand trust.

Discussion

This research aimed to examine the drivers of brand trust in 
the Latin American airline industry. An augmented model of 
AIRQUAL with the inclusion of a measure of CX was used 

to assess the quality perception of the airline service of Avi-
anca and its impact on brand trust. AIRQUAL was updated 
with two dimensions identified in the service literature: the 
impact of perceptions associated with other customers and 
the process of the purchase experience. The dimensions of 
the updated AIRQUAL model were used to evaluate CX 
as previously done by Kim and Choi (2013) and Siqueira 
et al. (2019), where CX is not the result of a second-order 
model as proposed by Klaus and Maklan (2013) but rather 
an objective measure of the construct. The individual impact 
exerted on brand trust by CX and of each of the dimensions 
of AIRQUAL produced in a CFA was analyzed. The results 
presented in this article provide a rare glimpse of service 
encounters in a developing country in Latin America and 
address the emerging question of how Latin American air-
lines can achieve repeat business and customer loyalty in 
increasingly competitive and uncertain environments. The 
results suggest that specific key drivers of airline perceived 
service quality in the augmented AIRQUAL model will sig-
nificantly affect CX, which mediates the relationship with 
brand trust.

The inclusion of the CX construct in the AIRQUAL 
model yielded promising results. Beyond examining service 

Table 5   Discriminant validity IFQ OGQ RQ VFM OCP CX BT AVE

IFQ 1 0.600
OGQ 0.454 1 0.604
RQ 0.229 0.399 1 0.671
VFM 0.139 0.153 0.120 1 0.757
OCP 0.378 0.279 0.170 0.101 1 0.813
CX 0.351 0.253 0.190 0.329 0.337 1 0.738
BT 0.285 0.226 0.203 0.197 0.218 0.552 1 0.815
AVE 0.600 0.604 0.671 0.757 0.813 0.738 0.815

Table 6   Path coefficients

***, **, *Significant at the 1%, 
5%, and 10% levels, respec-
tively.

Path Path coefficient

IFQ → CX 0.210*** 
OGQ → CX 0.045 
RQ → CX 0.067 
VFM → CX 0.376*** 
OCP → CX 0.279*** 
IFQ → BT 0.092** 
OGQ → BT − 0.017 
RQ → BT 0.089 
VFM → BT 0.118* 
OCP → BT 0.050 
CX → BT 0.551** 
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quality exclusively in the air travel industry, CX helps pro-
vide a more holistic evaluation of the experience lived by 
customers with legacy dimensions of the AIRQUAL model 
and the inclusion of the dimensions of other customers 
and the process of the purchase experience. The principal 
component factor analysis of the items in the AIRQUAL 
instrument did not yield factors supporting the AIRQUAL 
dimensions of service quality. The resulting dimensions still 
produced a robust model that can effectively assess the air 
travel CX. It captures the essential aspect of the three cate-
gories into which services are commonly divided: before the 
flight (when procedures such as flight booking and check-in 
procedure occur) as represented by (RQ) and (OGQ), during 
the flight (when buyers get to experience airplane features 
such as seat comfort and cabin cleanliness) represented by 
(IFQ), and after the flight (when dealing with landing proce-
dures and luggage delivery) represented by terminal services 
as well as (VFM) (Bellizzi et al. 2020).

The impact of human interactions during an experience 
was also captured through the personnel service questions 
from AIRQUAL split across IFQ, OGQ, and RQ. In contrast, 
online interaction was captured by the split between online 
versus in-person ticket purchases. Even though neither OGQ 
nor RQ was found to influence either CX or BT significantly, 
it is important to assess air travel holistically by examining 
services provided by the airline and the ensuing association 
with services provided by air terminals to passengers. In the 
case of RQ, 41.4% of the sample opted to bypass the airline 
website and interact with other parties instead. While IFQ 
and VFM had a significant effect on both CX and BT, it is 
important to highlight the strength of the effect CX has on 
BT. The implication that CX partially mediates the relation-
ship between these two dimensions of service quality and 
BT is profound and shows remarkable promise for the inclu-
sion of CX in the evaluation of airline experience.

The mediation of the relationship between OCP and BT 
by CX was another relevant result that further supported 
the proposed research model. The addition of CX to the 
AIRQUAL model helps capture different touchpoints not 
previously captured that can better explain how CX can help 
engender BT. This is important because brand trust can be 
influenced by different variables (Portal et al. 2019); captur-
ing different touchpoints through CX and the service dimen-
sions examined becomes extremely valuable.

Theoretical implications

According to the marketing literature, improved service 
quality is widely accepted as a critical success factor in this 
day of intense competition (Tsoukatos and Mastrojianni 
2010). Due to the nature of services, service quality evalu-
ation has been the topic of countless studies, and due to its 

conceptual and empirical link to customer satisfaction, ser-
vice quality has become a central marketing strategy. This 
study shows that the use of AIRQUAL when measuring ser-
vice quality relative to customers' experience of the brand 
or their trust in the brand may be challenging. Customers 
generally experience many touchpoints when undertaking 
a flight, which creates their total experience of the event. 
However, not all of these relate to their experience of the 
airline brand itself (e.g., making a reservation using a travel 
agent or travel website, conditions at and convenience of the 
airport, airport security, and baggage handling). Hence, it 
becomes essential to distinguish between the overall experi-
ence to the more specific brand experience. This makes the 
inclusion of CX and additional dimensions to the AIRQUAL 
model a valuable contribution to the Air travel marketing 
literature.

Practical implications

It is essential to highlight that even though the overall travel 
experience and the experience of the airline brand differ, 
they remain closely connected as complementary services 
that should be examined as a holistic experience. This 
research demonstrates that the key drivers of airline CX and 
brand trust are

•	 the physical aspects of the flight;
•	 interaction with the flight crew;
•	 perception of the flight representing good value for 

money.

Furthermore, the perception of the behavioral aspects of 
other passengers affects customers' experience and, indi-
rectly, brand trust.

These variables can contribute to the improvement of 
the experience provided by airlines in Latin America. This 
is important because a high-quality experience perception 
can impact customers' value assessment when evaluating 
money, time, and energy expenditure relative to the quality 
of service received and leading to the retention of high per-
ceived value service providers and high satisfaction with the 
experience (Hapsari et al. 2016; Howat and Assaker 2013). 
Another obstacle to offering high-quality services is fail-
ing to grasp clients' genuine needs and desires (Izogo and 
Ogba 2015). The current competitive market environment 
has prompted airlines to prioritize cost reduction in order 
to achieve effective company operations, yet doing so fre-
quently comes at the expense of service quality and cus-
tomer pleasure (Boetsch et al. 2011). The proposed model 
provides a unique map that can help managers direct their 
efforts to areas that can most significantly impact the experi-
ence provided to their customers.
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A brand represents one of the most valuable intangible 
assets that firms own (Keller and Lehmann 2006), capable 
of influencing consumers' choices (Degeratu et al. 2000; 
Yeung and Wyer 2005) as it is a critical element of market-
ing strategy (Zeren and Kara 2021). The role of the brand is, 
moreover, relevant to developing long-lasting relationships 
with consumers in particular. Tuškej et al. (2013) found that 
they can also contribute to building consumers' identity, 
especially in the case of congruity between consumers and 
brand values, with implications on consumer behavior. With 
regard to the impact of brand trust on future purchases, Esch 
et al. (2006) highlight that brand knowledge does not affect 
them. However, it is necessary in order to build a strong 
relationship between consumers and a familiar brand with 
a positive image. In addition, this study also revealed that 
brand satisfaction and brand trust are critical antecedents of 
current and future purchases. Brand trust is also connected 
to brand reputation, which is, in turn, linked to brand reli-
ability (Afzal et al. 2010) and, consequently, to the possibil-
ity of repeating a purchase. For instance, Han et al. (2015) 
studied this relationship in the food sector, revealing that 
food and service quality, brand affect, brand awareness, and 
brand association positively influence brand trust, while self-
congruence is actually negatively connected to trust.

In this region of radical environmental, social, and tech-
nological challenges, airline management must ensure that 
the actual flight experience is safe, comfortable, and pleasant 
for all passengers. When a disruption occurs, how the airline 
deals with the aforementioned key drivers will most likely 
be determinant concerning the perceptions of the experience 
and trust of the brand.

Limitations and future research

First, using an online survey to collect data with the instruc-
tion that participants should respond based on a recent air-
line experience meant that some participants might not be 
able to produce accurate evaluations of the airline experi-
ence after using them. This issue was discussed by Cutler 
et al. (1996), who noted that people's memories fade when 
they talk about the past. Second, this study had a relatively 
small sample size compared to the target group, air travelers 
in Latin America. In order to obtain a more representative 
sample, methods other than convenience sampling should 
be utilized. Additional research with other companies in the 
same industry should be done to make comparisons and gain 
additional insights.

In terms of future areas of study, the impact of self-ser-
vice technologies offers a promising avenue to help expand 
the understanding of the impact of technology on the air-
line travel experience. The ramifications that result from 
the characteristics of self-service technologies require 

further study. The market now revolves entirely around 
technology. Customers are being offered the opportunity to 
employ self-service technologies, altering how they con-
nect with businesses to improve service results and give 
them more leisure time while flying (Ku and Chen 2013; 
Meuter et al. 2000). Airports keep implementing cutting-
edge self-service technologies, like mobile check-in, self-
check-in kiosks, baggage drop, security, and immigration 
inspections. Self-increasing service significance is funda-
mentally altering the way in which services are provided 
at airports. In order to properly comprehend the context of 
airline CX, future studies should take into account the pur-
pose of the journey, the traveler's income, their country, 
the ownership of the airport, and the level of regulation.

Appendix A

Construct/ Question Reference Code

AIRQUAL
Airline Tangibles
Aircraft was equipped with 

latest and modern technol-
ogy

Quality of catering service 
was good

Quality of air conditioning in 
the planes was good

Interior of aircraft was well 
maintained

Seats were clean and com-
fortable

Cleanliness of the plane toi-
lets was well maintained

(Farooq et al. 2018) AT1
AT2
AT3
AT4
AT5
AT6

Personnel Services
Airline staff was well dressed
Workers were well aware of 

their duties
Ticketing and reservation 

service was error free
Whenever I required airline 

personnel answered my 
questions

Flight attendants were pro-
viding equal personal care 
to everyone

Workers were willing to 
extend their help to every-
one on plane

(Farooq et al. 2018) PS1
PS2
PS3
PS4
PS5
PS6

Terminal tangibles
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Construct/ Question Reference Code

Quality of air conditioning 
on airport terminals

Information counter was 
readily available to assist 
me

Number of shops were 
adequate for my needs

Airport had effective sign 
boards

Security and control system 
were friendly and reliable

Adequate number of trolleys 
were available on airport

Cleanliness of the airport 
toilets was well maintained

(Farooq et al. 2018) TT1
TT2
TT3
TT4
TT5
TT6
TT7

Image
Availability of seats and 

promotional offers are very 
much appealing to me

Ticket prices are worth the 
services I received

The airline bears a good 
brand image

(Farooq et al. 2018) IMG1
IMG2
IMG3

Purchase Experience
Airline makes it easier for 

customers to find what they 
need

Airline provides its services 
at the time it promises to 
do so

Airline has what customers 
need available when the 
customers want it

Customers feel safe in their 
transactions with the airline

Airline accepts all major 
credit cards

Airline makes it easier for 
customers to find what they 
need

(Dabholkar et al. 1996) PX1
PX2
PX3
PX4
PX5
PX6

Other Customer Perception
The behavior of the other 

customers was appropriate 
for the setting

Other passengers were 
friendly toward me

I found that the other pas-
sengers behaved well

Other passengers’’ behavior 
was pleasant

(Brocato et al. 2012) OC1
OC2
OC3
OC4

Customer Experience

Construct/ Question Reference Code

I would say that the experi-
ence with the airline is 
excellent

I believe that we get superior 
experience with this airline

I think that total experience 
procedure with this airline 
is excellent

When I leave this airline, 
I usually feel that I had a 
good experience

I believe this airline knows 
the type of experience its 
customers want

(Brady  and  Cronin 2001)
(Lemke et al. 2011)

CX1
CX2
CX3
CX4
CX5

Brand Trust
I trust this airline brand
This airline brand is reliable
This is an honest airline 

brand
This airline brand is safe

(Chaudhuri  and  Holbrook 
2001)

BT1
BT2
BT3
BT4

Funding  Open Access funding provided by Colombia Consortium.

Data Availability  Data will be made available upon request.

Open Access  This article is licensed under a Creative Commons Attri-
bution 4.0 International License, which permits use, sharing, adapta-
tion, distribution and reproduction in any medium or format, as long 
as you give appropriate credit to the original author(s) and the source, 
provide a link to the Creative Commons licence, and indicate if changes 
were made. The images or other third party material in this article are 
included in the article's Creative Commons licence, unless indicated 
otherwise in a credit line to the material. If material is not included in 
the article's Creative Commons licence and your intended use is not 
permitted by statutory regulation or exceeds the permitted use, you will 
need to obtain permission directly from the copyright holder. To view a 
copy of this licence, visit http://​creat​iveco​mmons.​org/​licen​ses/​by/4.​0/.

References

Abdel Rady, H. 2018. Measuring airline service quality using AIR-
QUAL model: A study applied to Egyptair. International Journal 
of Heritage, Tourism and Hospitality 12 (1): 271–290.

Afzal, H., M.A. Khan, K. urRehman, I. Ali, and S. Wajahat. 2010. 
Consumer’s trust in the brand: Can it be built through brand repu-
tation, brand competence and brand predictability. International 
Business Research 3 (1): 43.

Aghabayk, K., J. Esmailpour, and N. Shiwakoti. 2021. Effects of 
COVID-19 on rail passengers’ crowding perceptions. Trans-
portation Research Part A: Policy and Practice 154: 186–202. 
https://​doi.​org/​10.​1016/j.​tra.​2021.​10.​011.

Ali, J., A. Jusoh, A. Qasim, and M.A. Abro. 2021. Service quality and 
its impact on customer satisfaction and loyalty in airline industry: 
Partial least square (PLS)-structural equation modelling (SEM) 
approach. Journal of Contemporary Issues in Business and Gov-
ernment 27 (3): 2213.

Alsini, I. 2017. Investigating effects of perceived service quality on 
overall service quality and customer satisfaction: Case of Saudi 

http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1016/j.tra.2021.10.011


197Key drivers of brand trust in a Latin American airline: the impact of Colombia’s Avianca customer…

Airlines. Journal of Spatial and Organizational Dynamics 5 (4): 
463–470.

An, M., and Y. Noh. 2009. Airline customer satisfaction and loyalty: 
Impact of in-flight service quality. Service Business 3 (3): 293–
307. https://​doi.​org/​10.​1007/​s11628-​009-​0068-4.

Atulkar, S. 2020. Brand trust and brand loyalty in mall shoppers. Mar-
keting Intelligence & Planning 38 (5): 559–572. https://​doi.​org/​
10.​1108/​MIP-​02-​2019-​0095.

Babbar, S., and X. Koufteros. 2008. The human element in airline 
service quality: Contact personnel and the customer. Interna-
tional Journal of Operations & Production Management 28 (9): 
804–830. https://​doi.​org/​10.​1108/​01443​57081​08952​67.

Bahadur, W., S. Aziz, and S. Zulfiqar. 2018. Effect of employee empa-
thy on customer satisfaction and loyalty during employee–cus-
tomer interactions: The mediating role of customer affective 
commitment and perceived service quality. Cogent Business & 
Management 5 (1): 1491780. https://​doi.​org/​10.​1080/​23311​975.​
2018.​14917​80.

Becker, L., and E. Jaakkola. 2020. Customer experience: Fundamental 
premises and implications for research. Journal of the Academy 
of Marketing Science 48 (4): 630–648. https://​doi.​org/​10.​1007/​
s11747-​019-​00718-x.

Bellizzi, M.G., L. Eboli, and G. Mazzulla. 2020. Air transport service 
quality factors: A systematic literature review. Transportation 
Research Procedia 45: 218–225. https://​doi.​org/​10.​1016/j.​trpro.​
2020.​03.​010.

Bezerra, G.C.L., and C.F. Gomes. 2019. Determinants of passenger 
loyalty in multi-airport regions: Implications for tourism destina-
tion. Tourism Management Perspectives 31: 145–158. https://​doi.​
org/​10.​1016/j.​tmp.​2019.​04.​003.

Boetsch, T., T. Bieger, and A. Wittmer. 2011. A customer-value frame-
work for analyzing airline services. Transportation Journal 50 
(3): 251–270. https://​doi.​org/​10.​5325/​trans​porta​tionj.​50.3.​0251.

Bolton, R.N., J.R. McColl-Kennedy, L. Cheung, A. Gallan, C. Orsin-
gher, L. Witell, and M. Zaki. 2018. Customer experience chal-
lenges: Bringing together digital, physical and social realms. 
Journal of Service Management 29 (5): 776–808. https://​doi.​
org/​10.​1108/​JOSM-​04-​2018-​0113.

Bond, C.F., and L.J. Titus. 1983. Social facilitation: A meta-analysis 
of 241 studies. Psychological Bulletin 94 (2): 265–292. https://​
doi.​org/​10.​1037/​0033-​2909.​94.2.​265.

Brady, M.K., and J.J. Cronin. 2001. Some new thoughts on conceptual-
izing perceived service quality: A hierarchical approach. Journal 
of Marketing 65 (3): 34–49. https://​doi.​org/​10.​1509/​jmkg.​65.3.​
34.​18334.

Brocato, E.D., C.M. Voorhees, and J. Baker. 2012. Understanding the 
influence of cues from other customers in the service experience: 
A scale development and validation. Journal of Retailing 88 (3): 
384–398. https://​doi.​org/​10.​1016/j.​jretai.​2012.​01.​006.

Brochado, A., P. Rita, C. Oliveira, and F. Oliveira. 2019. Airline 
passengers’ perceptions of service quality: Themes in online 
reviews. International Journal of Contemporary Hospital-
ity Management 31 (2): 855–873. https://​doi.​org/​10.​1108/​
IJCHM-​09-​2017-​0572.

Brodie, R.J., J.R.M. Whittome, and G.J. Brush. 2009. Investigating the 
service brand: A customer value perspective. Journal of Busi-
ness Research 62 (3): 345–355. https://​doi.​org/​10.​1016/j.​jbusr​
es.​2008.​06.​008.

Cardon, M.S., M.D. Foo, D. Shepherd, and J. Wiklund. 2012. Explor-
ing the heart: Entrepreneurial emotion is a hot topic. Entrepre-
neurship Theory and Practice 36 (1): 1–10. https://​doi.​org/​10.​
1111/j.​1540-​6520.​2011.​00501.x.

Carù, A., and B. Cova. 2015. Co-creating the collective service experi-
ence. Journal of Service Management 26 (2): 276–294. https://​
doi.​org/​10.​1108/​JOSM-​07-​2014-​0170.

Cervera-Taulet, A., M.W. Schlesinger, and M.J. Yagüe-Guillen. 2013. 
Influence of advertising on brand personality in the airline sec-
tor: the case of Spain. Journal of Travel & Tourism Marketing 30 
(5): 445–454. https://​doi.​org/​10.​1080/​10548​408.​2013.​803390.

Chang, Y.-H., and C.-H. Yeh. 2002. A survey analysis of service 
quality for domestic airlines. European Journal of Operational 
Research 139 (1): 166–177. https://​doi.​org/​10.​1016/​S0377-​
2217(01)​00148-5.

Chaudhuri, A., and M.B. Holbrook. 2001. The chain of effects from 
brand trust and brand affect to brand performance: The role of 
brand loyalty. Journal of Marketing 65 (2): 81–93. https://​doi.​
org/​10.​1509/​jmkg.​65.2.​81.​18255.

Cronin, J.J., and S.A. Taylor. 1992. Measuring service quality: A reex-
amination and extension. Journal of Marketing 56 (3): 55–68. 
https://​doi.​org/​10.​1177/​00222​42992​05600​304.

Cutler, S. E., Larson, R. J., & Bunce, S. C. (1996). Ropressive Coping 
Style and the Experience and Recall of Emotion: A Naturalistic 
Study of Daily Affect. Journal of Personality, 64(2), 379–405. 
https://​doi.​org/​10.​1111/j.​1467-​6494.​1996.​tb005​15.x

Dabholkar, P.A., D.I. Thorpe, and J.O. Rentz. 1996. A measure of ser-
vice quality for retail stores: Scale development and validation. 
Journal of the Academy of Marketing Science 24 (1): 3. https://​
doi.​org/​10.​1007/​BF028​93933.

De Keyser, A., S. Köcher, L. Alkire, C. Verbeeck, and J. Kandam-
pully. 2019. Frontline Service Technology infusion: Concep-
tual archetypes and future research directions. Journal of Ser-
vice Management 30 (1): 156–183. https://​doi.​org/​10.​1108/​
JOSM-​03-​2018-​0082.

Degeratu, A.M., A. Rangaswamy, and J. Wu. 2000. Consumer choice 
behavior in online and traditional supermarkets: The effects of 
brand name, price, and other search attributes. International 
Journal of Research in Marketing 17 (1): 55–78. https://​doi.​org/​
10.​1016/​S0167-​8116(00)​00005-7.

Delgado-Ballester, E., and J. Luis Munuera-Alemán. 2001. Brand trust 
in the context of consumer loyalty. European Journal of Mar-
keting 35 (11/12): 1238–1258. https://​doi.​org/​10.​1108/​EUM00​
00000​006475.

Dirsehan, T., and S. Kurtuluş. 2018. Measuring brand image using 
a cognitive approach: Representing brands as a network in the 
Turkish airline industry. Journal of Air Transport Management 
67: 85–93. https://​doi.​org/​10.​1016/j.​jairt​raman.​2017.​11.​010.

Ekiz, H., Hussain, K., & Bavik, A. (2006). Perceptions of service qual-
ity in North Cyprus national airline. Tourism and Hospitality 
Industry, 3(5).

Erkmen, E., and M. Hancer. 2015. Linking brand commitment and 
brand citizenship behaviors of airline employees: “The role of 
trust.” Journal of Air Transport Management 42: 47–54. https://​
doi.​org/​10.​1016/j.​jairt​raman.​2014.​08.​001.

Erkman, E., and M. Hancer. 2019. Building brand relationship for res-
taurants: An examination of other customers, brand image, trust, 
and restaurant attributes. International Journal of Contemporary 
Hospitality Management 31 (3): 1469–1487.

Esch, F.R., T. Langner, B.H. Schmitt, and P. Geus. 2006. Are brands 
forever? How brand knowledge and relationships affect current 
and future purchases. Journal of Product & Brand Management 
15 (2): 98–105. https://​doi.​org/​10.​1108/​10610​42061​06589​38.

Escobar-Rodríguez, T., and E. Carvajal-Trujillo. 2013. Online drivers 
of consumer purchase of website airline tickets. Journal of Air 
Transport Management 32: 58–64. https://​doi.​org/​10.​1016/j.​jairt​
raman.​2013.​06.​018.

Esmaeilpour, M., A. Sayadi, and M. Mirzaei. 2017. Investigating the 
impact of service quality dimensions on reputation and brand 
trust. International Journal of Business and Economic Scciences 
Applied Research 10 (3): 7–17.

Farooq, M.S., M. Salam, A. Fayolle, N. Jaafar, and K. Ayupp. 2018. 
Impact of service quality on customer satisfaction in Malaysia 

https://doi.org/10.1007/s11628-009-0068-4
https://doi.org/10.1108/MIP-02-2019-0095
https://doi.org/10.1108/MIP-02-2019-0095
https://doi.org/10.1108/01443570810895267
https://doi.org/10.1080/23311975.2018.1491780
https://doi.org/10.1080/23311975.2018.1491780
https://doi.org/10.1007/s11747-019-00718-x
https://doi.org/10.1007/s11747-019-00718-x
https://doi.org/10.1016/j.trpro.2020.03.010
https://doi.org/10.1016/j.trpro.2020.03.010
https://doi.org/10.1016/j.tmp.2019.04.003
https://doi.org/10.1016/j.tmp.2019.04.003
https://doi.org/10.5325/transportationj.50.3.0251
https://doi.org/10.1108/JOSM-04-2018-0113
https://doi.org/10.1108/JOSM-04-2018-0113
https://doi.org/10.1037/0033-2909.94.2.265
https://doi.org/10.1037/0033-2909.94.2.265
https://doi.org/10.1509/jmkg.65.3.34.18334
https://doi.org/10.1509/jmkg.65.3.34.18334
https://doi.org/10.1016/j.jretai.2012.01.006
https://doi.org/10.1108/IJCHM-09-2017-0572
https://doi.org/10.1108/IJCHM-09-2017-0572
https://doi.org/10.1016/j.jbusres.2008.06.008
https://doi.org/10.1016/j.jbusres.2008.06.008
https://doi.org/10.1111/j.1540-6520.2011.00501.x
https://doi.org/10.1111/j.1540-6520.2011.00501.x
https://doi.org/10.1108/JOSM-07-2014-0170
https://doi.org/10.1108/JOSM-07-2014-0170
https://doi.org/10.1080/10548408.2013.803390
https://doi.org/10.1016/S0377-2217(01)00148-5
https://doi.org/10.1016/S0377-2217(01)00148-5
https://doi.org/10.1509/jmkg.65.2.81.18255
https://doi.org/10.1509/jmkg.65.2.81.18255
https://doi.org/10.1177/002224299205600304
https://doi.org/10.1111/j.1467-6494.1996.tb00515.x
https://doi.org/10.1007/BF02893933
https://doi.org/10.1007/BF02893933
https://doi.org/10.1108/JOSM-03-2018-0082
https://doi.org/10.1108/JOSM-03-2018-0082
https://doi.org/10.1016/S0167-8116(00)00005-7
https://doi.org/10.1016/S0167-8116(00)00005-7
https://doi.org/10.1108/EUM0000000006475
https://doi.org/10.1108/EUM0000000006475
https://doi.org/10.1016/j.jairtraman.2017.11.010
https://doi.org/10.1016/j.jairtraman.2014.08.001
https://doi.org/10.1016/j.jairtraman.2014.08.001
https://doi.org/10.1108/10610420610658938
https://doi.org/10.1016/j.jairtraman.2013.06.018
https://doi.org/10.1016/j.jairtraman.2013.06.018


198	 J. R. Siqueira et al.

airlines: A PLS-SEM approach. Journal of Air Transport Man-
agement 67: 169–180. https://​doi.​org/​10.​1016/j.​jairt​raman.​2017.​
12.​008.

Fombrun, C.J. 1995. Reputation: Realizing value from the corporate 
image. Boston: Harvard Business School Press.

Fuller, C.M., M.J. Simmering, G. Atinc, Y. Atinc, and B.J. Babin. 2016. 
Common methods variance detection in business research. Jour-
nal of Business Research 69 (8): 3192–3198. https://​doi.​org/​10.​
1016/j.​jbusr​es.​2015.​12.​008.

Fuller, M., E. Kamans, M. van Vuuren, M. Wolfensberger, and M.D.T. 
de Jong. 2021. Conceptualizing empathy competence: A pro-
fessional communication perspective. Journal of Business and 
Technical Communication 35 (3): 333–368. https://​doi.​org/​10.​
1177/​10506​51921​10011​25.

Gao, L., I. Melero-Polo, and F.J. Sese. 2019. Customer equity drivers, 
customer experience quality, and customer profitability in bank-
ing services: The moderating role of social influence. Journal 
of Service Research 23 (2): 174–193. https://​doi.​org/​10.​1177/​
10946​70519​856119.

Gupta, A., B.-C. Su, and Z. Walter. 2004. An empirical study of 
consumer switching from traditional to electronic channels: A 
purchase-decision process perspective. International Journal 
of Electronic Commerce 8 (3): 131–161. https://​doi.​org/​10.​
1080/​10864​415.​2004.​11044​302.

Ha, H.Y. 2004. Factors influencing consumer perceptions of brand 
trust online. Journal of Product & Brand Management 13 (5): 
329–342. https://​doi.​org/​10.​1108/​10610​42041​05544​12.

Hamilton, K., and B. Wagner. 2014. Commercialised nostalgia. 
European Journal of Marketing 48 (5/6): 813–832. https://​
doi.​org/​10.​1108/​EJM-​05-​2012-​0325.

Han, H., and J. Hwang. 2015. Quality of physical surroundings 
and service encounters, airfare, trust and intention during 
the flight. International Journal of Contemporary Hospital-
ity Management 27 (4): 585–607. https://​doi.​org/​10.​1108/​
IJCHM-​08-​2013-​0344.

Han, H., J. Yu, B.-L. Chua, S. Lee, and W. Kim. 2019. Impact of 
core-product and service-encounter quality, attitude, image, trust 
and love on repurchase. International Journal of Contemporary 
Hospitality Management 31 (4): 1588–1608. https://​doi.​org/​10.​
1108/​IJCHM-​05-​2018-​0376.

Han, S.H., B. Nguyen, and T.J. Lee. 2015. Consumer-based chain res-
taurant brand equity, brand reputation, and brand trust. Interna-
tional Journal of Hospitality Management 50: 84–93. https://​doi.​
org/​10.​1016/j.​ijhm.​2015.​06.​010.

Hasan, M., M.N. Khan, and R. Farooqi. 2019. Service quality and cus-
tomer satisfaction in low costairlines: A critical review of extant 
literature. Pacific Business Review International 11 (9): 77–92.

Hapsari, R., M. Clemes, and D. Dean. 2016. The mediating role of 
perceived value on the relationship between service quality and 
customer satisfaction: Evidence from Indonesian airline passen-
gers. Procedia Economics and Finance 35: 388–395. https://​doi.​
org/​10.​1016/​S2212-​5671(16)​00048-4.

Helkkula, A., and C. Kelleher. 2010. Circularity of customer service 
experience and customer perceived value. Journal of Customer 
Behaviour 9 (1): 37–53. https://​doi.​org/​10.​1362/​14753​9210X​
497611.

Homburg, C., D. Jozić, and C. Kuehnl. 2017. Customer experience 
management: Toward implementing an evolving marketing 
concept. Journal of the Academy of Marketing Science 45 (3): 
377–401. https://​doi.​org/​10.​1007/​s11747-​015-​0460-7.

Howat, G., and G. Assaker. 2013. The hierarchical effects of perceived 
quality on perceived value, satisfaction, and loyalty: Empirical 
results from public, outdoor aquatic centres in Australia. Sport 
Management Review 16 (3): 268–284. https://​doi.​org/​10.​1016/j.​
smr.​2012.​10.​001.

Hu, H.-H., J. Kandampully, and T.D. Juwaheer. 2009. Relationships 
and impacts of service quality, perceived value, customer satis-
faction, and image: An empirical study. The Service Industries 
Journal 29 (2): 111–125. https://​doi.​org/​10.​1080/​02642​06080​
22929​32.

Humphrey, R. 2013. The benefits of emotional intelligence and empa-
thy to entrepreneurship. Entrepreneurship Research Journal 3 
(3): 287–294. https://​doi.​org/​10.​1515/​erj-​2013-​0057.

Husain, R., J. Paul, and B. Koles. 2022. The role of brand experience, 
brand resonance and brand trust in luxury consumption. Journal 
of Retailing and Consumer Services 66: 102895. https://​doi.​org/​
10.​1016/j.​jretc​onser.​2021.​102895.

Hwang, J., and S.S. Hyun. 2017. First-class airline travellers’ percep-
tion of luxury goods and its effect on loyalty formation. Current 
Issues in Tourism 20 (5): 497–520. https://​doi.​org/​10.​1080/​13683​
500.​2014.​918941.

Izogo, E.E., and I.-E. Ogba. 2015. Service quality, customer satisfac-
tion and loyalty in automobile repair services sector. Interna-
tional Journal of Quality & Reliability Management 32 (3): 
250–269. https://​doi.​org/​10.​1108/​IJQRM-​05-​2013-​0075.

Jamuary, N.A., M.S. Md Ariff, H. Jamaludin, K. Ismail, N. Ishak, and 
M.S. Abong. 2015. Contributing factors of online brand trust in 
airline industry. Advanced Science Letters 21 (10): 3395–3398.

Jara, M., and G. Cliquet. 2012. Retail brand equity: Conceptualization 
and measurement. Journal of Retailing and Consumer Services 
19 (1): 140–149. https://​doi.​org/​10.​1016/j.​jretc​onser.​2011.​11.​
003.

Jeng, S.-P. 2016. The influences of airline brand credibility on con-
sumer purchase intentions. Journal of Air Transport Management 
55: 1–8. https://​doi.​org/​10.​1016/j.​jairt​raman.​2016.​04.​005.

Jüttner, U., D. Schaffner, K. Windler, and S. Maklan. 2013. Customer 
service experiences: Developing and applying a sequentialin-
cident laddering technique. European Journal of Marketing 47 
(5/6): 738–769. https://​doi.​org/​10.​1108/​03090​56131​13067​69.

Kaynak, E., O. Kucukemiroglu, and A. Kara. 1994. Consumers’ per-
ceptions of airlines: A correspondence analysis approach in a 
global airline industry. MIR Management International Review 
34 (3): 235–254.

Keller, K.L., and D.R. Lehmann. 2006. Brands and branding: 
Research findings and future priorities. Marketing Science 25 
(6): 740–759.

Kietzmann, J., and A. Canhoto. 2013. Bittersweet! Understanding and 
Managing Electronic Word of Mouth. Journal of Public Affairs 
13 (2): 146–159. https://​doi.​org/​10.​1002/​pa.​1470.

Kim, H., and B. Choi. 2013. The influence of customer experience 
quality on customers’ behavioral intentions. Services Marketing 
Quarterly 34 (4): 322–338. https://​doi.​org/​10.​1080/​15332​969.​
2013.​827068.

Kim, M.-S., D.-J. Shin, and D.-W. Koo. 2018. The influence of per-
ceived service fairness on brand trust, brand experience and 
brand citizenship behavior. International Journal of Contempo-
rary Hospitality Management 30 (7): 2603–2621. https://​doi.​org/​
10.​1108/​IJCHM-​06-​2017-​0355.

Kim, Y.K., and H.R. Lee. 2011. Customer satisfaction using low cost 
carriers. Tourism Management 32 (2): 235–243. https://​doi.​org/​
10.​1016/j.​tourm​an.​2009.​12.​008.

Klaus, P.P., and S. Maklan. 2013. Towards a better measure of customer 
experience. International Journal of Market Research 55 (2): 
227–246. https://​doi.​org/​10.​2501/​IJMR-​2013-​021.

Koklic, M., M. Kukar-Kinney, and S. Vegelj. 2017. An investigation 
of customer satisfaction with low-cost and full-service airline 
companies. Journal of Business Research 80: 188–196. https://​
doi.​org/​10.​1016/j.​jbusr​es.​2017.​05.​015.

Kotler, P., K.L. Keller, M. Brady, M. Goodman, and T. Hansen. 2009. 
Marketing management. Harlow: Pearson Education Limited.

https://doi.org/10.1016/j.jairtraman.2017.12.008
https://doi.org/10.1016/j.jairtraman.2017.12.008
https://doi.org/10.1016/j.jbusres.2015.12.008
https://doi.org/10.1016/j.jbusres.2015.12.008
https://doi.org/10.1177/10506519211001125
https://doi.org/10.1177/10506519211001125
https://doi.org/10.1177/1094670519856119
https://doi.org/10.1177/1094670519856119
https://doi.org/10.1080/10864415.2004.11044302
https://doi.org/10.1080/10864415.2004.11044302
https://doi.org/10.1108/10610420410554412
https://doi.org/10.1108/EJM-05-2012-0325
https://doi.org/10.1108/EJM-05-2012-0325
https://doi.org/10.1108/IJCHM-08-2013-0344
https://doi.org/10.1108/IJCHM-08-2013-0344
https://doi.org/10.1108/IJCHM-05-2018-0376
https://doi.org/10.1108/IJCHM-05-2018-0376
https://doi.org/10.1016/j.ijhm.2015.06.010
https://doi.org/10.1016/j.ijhm.2015.06.010
https://doi.org/10.1016/S2212-5671(16)00048-4
https://doi.org/10.1016/S2212-5671(16)00048-4
https://doi.org/10.1362/147539210X497611
https://doi.org/10.1362/147539210X497611
https://doi.org/10.1007/s11747-015-0460-7
https://doi.org/10.1016/j.smr.2012.10.001
https://doi.org/10.1016/j.smr.2012.10.001
https://doi.org/10.1080/02642060802292932
https://doi.org/10.1080/02642060802292932
https://doi.org/10.1515/erj-2013-0057
https://doi.org/10.1016/j.jretconser.2021.102895
https://doi.org/10.1016/j.jretconser.2021.102895
https://doi.org/10.1080/13683500.2014.918941
https://doi.org/10.1080/13683500.2014.918941
https://doi.org/10.1108/IJQRM-05-2013-0075
https://doi.org/10.1016/j.jretconser.2011.11.003
https://doi.org/10.1016/j.jretconser.2011.11.003
https://doi.org/10.1016/j.jairtraman.2016.04.005
https://doi.org/10.1108/03090561311306769
https://doi.org/10.1002/pa.1470
https://doi.org/10.1080/15332969.2013.827068
https://doi.org/10.1080/15332969.2013.827068
https://doi.org/10.1108/IJCHM-06-2017-0355
https://doi.org/10.1108/IJCHM-06-2017-0355
https://doi.org/10.1016/j.tourman.2009.12.008
https://doi.org/10.1016/j.tourman.2009.12.008
https://doi.org/10.2501/IJMR-2013-021
https://doi.org/10.1016/j.jbusres.2017.05.015
https://doi.org/10.1016/j.jbusres.2017.05.015


199Key drivers of brand trust in a Latin American airline: the impact of Colombia’s Avianca customer…

Kotler, P., W. Pfoertsch, and W.A. Pförtsch. 2010. Ingredient branding: 
Making the invisible visible. New York: Springer.

Kranzbühler, A.-M., M.H.P. Kleijnen, and P.W.J. Verlegh. 2019. Out-
sourcing the pain, keeping the pleasure: Effects of outsourced 
touchpoints in the customer journey. Journal of the Academy 
of Marketing Science 47 (2): 308–327. https://​doi.​org/​10.​1007/​
s11747-​018-​0594-5.

Ku, E.C.S., and C.-D. Chen. 2013. Fitting facilities to self-service tech-
nology usage: Evidence from kiosks in Taiwan airport. Journal 
of Air Transport Management 32: 87–94. https://​doi.​org/​10.​
1016/j.​jairt​raman.​2013.​07.​001.

Kumar, A., and S. Kumar. 2019. Impact of perceived airlines service 
quality on passenger satisfaction: A study of low cost airlines 
operating in India. International Journal of Research and Ana-
lytical Reviews 6 (1): 674–681.

Kumar, S., and K. Hansted Blomqvist. 2004. Making brand equity a 
key factor in M&A decision-making. Strategy & Leadership 32 
(2): 20–27. https://​doi.​org/​10.​1108/​10878​57041​05250​98.

Lantieri, T., and L. Chiagouris. 2009. Brand trust in an age without 
trust: Expert opinions. Journal of Consumer Marketing 26 (2): 
78–86. https://​doi.​org/​10.​1108/​07363​76091​09404​47.

Lamb, T.L., K.J. Ruskin, S. Rice, L. Khorassani, S.R. Winter, and D. 
Truong. 2021. A qualitative analysis of social and emotional per-
spectives of airline passengers during the COVID-19 pandemic. 
Journal of Air Transport Management 94: 102079. https://​doi.​
org/​10.​1016/j.​jairt​raman.​2021.​102079.

Laroche, M., M.R. Habibi, M.-O. Richard, and R. Sankaranarayanan. 
2012. The effects of social media based brand communities on 
brand community markers, value creation practices, brand trust 
and brand loyalty. Computers in Human Behavior 28 (5): 1755–
1767. https://​doi.​org/​10.​1016/j.​chb.​2012.​04.​016.

Law, C.C.H., Y. Zhang, and J. Gow. 2022. Airline service quality, 
customer satisfaction, and repurchase Intention: Laotian air pas-
sengers’ perspective. Case Studies on Transport Policy 10 (2): 
741–750. https://​doi.​org/​10.​1016/j.​cstp.​2022.​02.​002.

Lemke, F., M. Clark, and H. Wilson. 2011. Customer experience 
quality: An exploration in business and consumer contexts 
using repertory grid technique. Journal of the Academy of 
Marketing Science 39 (6): 846–869. https://​doi.​org/​10.​1007/​
s11747-​010-​0219-0.

Lemon, K.N., and P.C. Verhoef. 2016. Understanding customer experi-
ence throughout the customer journey. Journal of Marketing 80 
(6): 69–96. https://​doi.​org/​10.​1509/​jm.​15.​0420.

Lerner, J.S., and P.E. Tetlock. 1999. Accounting for the effects of 
accountability. Psychological Bulletin 125 (2): 255.

Lin, Y., and C. Ryan. 2016. From mission statement to airline branding. 
Journal of Air Transport Management 53: 150–160. https://​doi.​
org/​10.​1016/j.​jairt​raman.​2016.​02.​013.

Ma, B., X. Li, and L. Zhang. 2018. The effects of loyalty programs in 
services—A double-edged sword? Journal of Services Market-
ing 32 (3): 300–310. https://​doi.​org/​10.​1108/​JSM-​06-​2016-​0227.

Maklan, S., P. Antonetti, and S. Whitty. 2017. A better way to manage 
customer experience: Lessons from the royal bank of Scotland. 
California Management Review 59 (2): 92–115. https://​doi.​org/​
10.​1177/​00081​25617​695285.

Martin, C.L. 1996. Consumer-to-consumer relationships: Satisfaction 
with other consumers’ public behavior. Journal of Consumer 
Affairs 30 (1): 146–169. https://​doi.​org/​10.​1111/j.​1745-​6606.​
1996.​tb007​29.x.

Meuter, M.L., A.L. Ostrom, R.I. Roundtree, and M.J. Bitner. 2000. 
Self-service technologies: Understanding customer satisfaction 
with technology-based service encounters. Journal of Market-
ing 64 (3): 50–64. https://​doi.​org/​10.​1509/​jmkg.​64.3.​50.​18024.

Mikulić, J., and D. Prebežac. 2011. What drives passenger loyalty 
to traditionaland low-cost airlines? A formative partialleast 

squares approach. Journal of Air Transport Management 17 (4): 
237–240.

Moslehpour, M., W.-K. Wong, Y.H. Lin, and T. Le Huyen Nguyen. 
2018. Top purchase intention priorities of Vietnamese low 
cost carrier passengers: Expectations and satisfaction. Eura-
sian Business Review 8 (4): 371–389. https://​doi.​org/​10.​1007/​
s40821-​017-​0093-5.

Munuera-Aleman, J.L., E. Delgado-Ballester, and M.J. Yague-Guillen. 
2003. Development and validation of a brand trust scale. Inter-
national Journal of Market Research 45 (1): 1–18. https://​doi.​
org/​10.​1177/​14707​85303​04500​103.

Nadiri, H., K. Hussain, E. Haktan Ekiz, and Ş Erdoğan. 2008. An 
investigation on the factors influencing passengers’ loyalty in 
the North Cyprus national airline. The TQM Journal 20 (3): 
265–280. https://​doi.​org/​10.​1108/​17542​73081​08672​72.

Namukasa, J. 2013. The influence of airline service quality on passen-
ger satisfaction and loyalty. The TQM Journal 25 (5): 520–532. 
https://​doi.​org/​10.​1108/​TQM-​11-​2012-​0092.

Nelms, D.W. 1991. Winning their hearts and minds. Air Transport 
World 28 (4): 27.

Palmer, A. 2010. Customer experience management: A critical review 
of an emerging idea. Journal of Services Marketing 24 (3): 196–
208. https://​doi.​org/​10.​1108/​08876​04101​10406​04.

Parasuraman, A., V. Zeithaml, and L. Berry. 1988. SERVQUAL: A 
Multiple-item scale for measuring consumer perceptions of ser-
vice quality. Journal of Retailing 64 (1): 12–40.

Parasuraman, A., V.A. Zeithaml, and L.L. Berry. 1985. A conceptual 
model of service quality and its implications for future research. 
Journal of Marketing 49 (4): 41–50. https://​doi.​org/​10.​1177/​
00222​42985​04900​403.

Portal, S., R. Abratt, and M. Bendixen. 2019. The role of brand authen-
ticity in developing brand trust. Journal of Strategic Marketing 
27 (8): 714–729. https://​doi.​org/​10.​1080/​09652​54X.​2018.​14668​
28.

Priporas, C.-V., N. Stylos, R. Rahimi, and L.N. Vedanthachari. 2017. 
Unraveling the diverse nature of service quality in a shar-
ing economy: A social exchange theory perspective of Airbnb 
accommodation. International Journal of Contemporary Hospi-
tality Management 29 (9): 2279–2301. https://​doi.​org/​10.​1108/​
IJCHM-​08-​2016-​0420.

Puccinelli, N.M., R.C. Goodstein, D. Grewal, R. Price, P. Raghubir, and 
D. Stewart. 2009. Customer experience management in retailing: 
Understanding the buying process. Journal of Retailing 85 (1): 
15–30. https://​doi.​org/​10.​1016/j.​jretai.​2008.​11.​003.

Rajaguru, R. 2016. Role of value for money and service quality on 
behavioural intention: A study of full service and low cost air-
lines. Journal of Air Transport Management 53: 114–122. https://​
doi.​org/​10.​1016/j.​jairt​raman.​2016.​02.​008.

Ribeiro, M.A., and G. Prayag. 2019. Perceived quality and service 
experience: Mediating effects of positive and negative emo-
tions. Journal of Hospitality Marketing and Management 28 
(3): 285–305.

Ringle, C.M., M. Sarstedt, and L. Zimmermann. 2011. Customer sat-
isfaction with commercial airlines: The role of perceived safety 
and purpose of travel. Journal of Marketing Theory and Practice 
19 (4): 459–472. https://​doi.​org/​10.​2753/​MTP10​69-​66791​90407.

Robledo, M.A. 2001. Measuring and managing service quality: Inte-
grating customer expectations. Managing Service Quality: An 
International Journal 11 (1): 22–31. https://​doi.​org/​10.​1108/​
09604​52011​03794​72.

Rodrigues, L.L.R., G. Barkur, K.V.M. Varambally, and F. Golrooy 
Motlagh. 2011. Comparison of SERVQUAL and SERVPERF 
metrics: An empirical study. The TQM Journal 23 (6): 629–643. 
https://​doi.​org/​10.​1108/​17542​73111​11752​48.

https://doi.org/10.1007/s11747-018-0594-5
https://doi.org/10.1007/s11747-018-0594-5
https://doi.org/10.1016/j.jairtraman.2013.07.001
https://doi.org/10.1016/j.jairtraman.2013.07.001
https://doi.org/10.1108/10878570410525098
https://doi.org/10.1108/07363760910940447
https://doi.org/10.1016/j.jairtraman.2021.102079
https://doi.org/10.1016/j.jairtraman.2021.102079
https://doi.org/10.1016/j.chb.2012.04.016
https://doi.org/10.1016/j.cstp.2022.02.002
https://doi.org/10.1007/s11747-010-0219-0
https://doi.org/10.1007/s11747-010-0219-0
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1016/j.jairtraman.2016.02.013
https://doi.org/10.1016/j.jairtraman.2016.02.013
https://doi.org/10.1108/JSM-06-2016-0227
https://doi.org/10.1177/0008125617695285
https://doi.org/10.1177/0008125617695285
https://doi.org/10.1111/j.1745-6606.1996.tb00729.x
https://doi.org/10.1111/j.1745-6606.1996.tb00729.x
https://doi.org/10.1509/jmkg.64.3.50.18024
https://doi.org/10.1007/s40821-017-0093-5
https://doi.org/10.1007/s40821-017-0093-5
https://doi.org/10.1177/147078530304500103
https://doi.org/10.1177/147078530304500103
https://doi.org/10.1108/17542730810867272
https://doi.org/10.1108/TQM-11-2012-0092
https://doi.org/10.1108/08876041011040604
https://doi.org/10.1177/002224298504900403
https://doi.org/10.1177/002224298504900403
https://doi.org/10.1080/0965254X.2018.1466828
https://doi.org/10.1080/0965254X.2018.1466828
https://doi.org/10.1108/IJCHM-08-2016-0420
https://doi.org/10.1108/IJCHM-08-2016-0420
https://doi.org/10.1016/j.jretai.2008.11.003
https://doi.org/10.1016/j.jairtraman.2016.02.008
https://doi.org/10.1016/j.jairtraman.2016.02.008
https://doi.org/10.2753/MTP1069-6679190407
https://doi.org/10.1108/09604520110379472
https://doi.org/10.1108/09604520110379472
https://doi.org/10.1108/17542731111175248


200	 J. R. Siqueira et al.

Ruiz-Mafe, C., S. Sanz-Blas, B. Hernandez-Ortega, and M. Brethou-
wer. 2013. Key drivers of consumer purchase of airline tickets: A 
cross-cultural analysis. Journal of Air Transport Management 27: 
11–14. https://​doi.​org/​10.​1016/j.​jairt​raman.​2012.​10.​010.

Şahin, A., H. Kitapçi, E. Altindağ, and M.S. Gök. 2017. Investigating 
the impacts of brand experience on service quality. International 
Journal of Market Research 59 (6): 707–724.

Saleem, M.A., S. Zahra, and A. Yaseen. 2017. Impact of service quality 
and trust on repurchase intentions—The case of Pakistan airline 
industry. Asia Pacific Journal of Marketing and Logistics 29 (5): 
1136–1159. https://​doi.​org/​10.​1108/​APJML-​10-​2016-​0192.

Shen, C., and Y. Yahya. 2021. The impact of service quality and price 
on passengers’ loyalty towards low-cost airlines: The Southeast 
Asia perspective. Journal of Air Transport Management 91: 
101966. https://​doi.​org/​10.​1016/j.​jairt​raman.​2020.​101966.

Simarmata, J., Y. Keke, Veronica, S.A. Silalahi, & E. Benková. 2017. 
How to establish customer trust and retention in a highly com-
petitive airline business. Polish Journal of Management Studies, 
16(1): 202–214.

Siqueira, J.R., N.G. Peña, E. ter Horst, and G. Molina. 2019. Spreading 
the word: how customer experience in a traditional retail setting 
influences consumer traditional and electronic word-of-mouth 
intention. Electronic Commerce Research and Applications 37: 
870. https://​doi.​org/​10.​1016/j.​elerap.​2019.​100870.

Sirdeshmukh, D., J. Singh, and B. Sabol. 2002. Consumer trust, value, 
and loyalty in relational exchanges. Journal of Marketing 66 (1): 
15–37. https://​doi.​org/​10.​1509/​jmkg.​66.1.​15.​18449.

Smith, M.D., and E. Brynjolfsson. 2001. Consumer decision-making at 
an internet shopbot: Brand still matters. The Journal of Industrial 
Economics 49 (4): 541–558. https://​doi.​org/​10.​1111/​1467-​6451.​
00162.

So, K.K.F., C. King, B.A. Sparks, and Y. Wang. 2014. The role of 
customer engagement in building consumer loyalty to tourism 
brands. Journal of Travel Research 55 (1): 64–78. https://​doi.​
org/​10.​1177/​00472​87514​541008.

Song, H., W. Ruan, and Y. Park. 2019. Effects of service quality, cor-
porate image, and customer trust on the corporate reputation of 
airlines. Sustainability. https://​doi.​org/​10.​3390/​su111​23302.

Suki, N.M. 2014. Passenger satisfaction with airline service quality in 
Malaysia: A structural equation modeling approach. Research in 
Transportation Business & Management 10: 26–32. https://​doi.​
org/​10.​1016/j.​rtbm.​2014.​04.​001.

Tarkang, M.E., U.V. Alola, R.Y. Nange, and A. Ozturen. 2022. Investi-
gating the factors that trigger airline industry purchase intention. 
Current Psychology 41 (4): 1716–1727. https://​doi.​org/​10.​1007/​
s12144-​020-​00815-z.

Tenenhaus, M., and V.E. Vinzi. 2005. PLS regression, PLS path mod-
eling and generalized Procrustean analysis: a combined approach 
for multiblock analysis. Journal of Chemometrics 19 (3): 145–
153. https://​doi.​org/​10.​1002/​cem.​917.

Tsoukatos, E., and E. Mastrojianni. 2010. Key determinants of service 
quality in retail banking. EuroMed Journal of Business 5 (1): 
85–100. https://​doi.​org/​10.​1108/​14502​19101​10431​70.

Tuškej, U., U. Golob, and K. Podnar. 2013. The role of consumer–
brand identification in building brand relationships. Journal of 
Business Research 66 (1): 53–59. https://​doi.​org/​10.​1016/j.​jbusr​
es.​2011.​07.​022.

Vargo, S.L., and R.F. Lusch. 2017. Service-dominant logic 2025. Inter-
national Journal of Research in Marketing 34 (1): 46–67. https://​
doi.​org/​10.​1016/j.​ijres​mar.​2016.​11.​001.

Verhoef, P.C., P.H. Franses, and J.C. Hoekstra. 2002. The effect of rela-
tional constructs on customer referrals and number of services 
purchased from a multiservice provider: Does age of relationship 
matter? Journal of the Academy of Marketing Science 30 (3): 
202–216. https://​doi.​org/​10.​1177/​00920​70302​303002.

Verhoef, P.C., K.N. Lemon, A. Parasuraman, A. Roggeveen, M. Tsiros, 
and L.A. Schlesinger. 2009. Customer experience creation: deter-
minants, dynamics and management strategies. Journal of Retail-
ing 85 (1): 31–41. https://​doi.​org/​10.​1016/j.​jretai.​2008.​11.​001.

Verhulst, N., I. Vermeir, H. Slabbinck, B. Larivière, M. Mauri, and V. 
Russo. 2020. A neurophysiological exploration of the dynamic 
nature of emotions during the customer experience. Journal of 
Retailing and Consumer Services 57: 2217. https://​doi.​org/​10.​
1016/j.​jretc​onser.​2020.​102217.

Voorhees, C.M., P.W. Fombelle, Y. Gregoire, S. Bone, A. Gustafsson, 
R. Sousa, and T. Walkowiak. 2017. Service encounters, experi-
ences and the customer journey: Defining the field and a call 
to expand our lens. Journal of Business Research 79: 269–280. 
https://​doi.​org/​10.​1016/j.​jbusr​es.​2017.​04.​014.

Walter, U., B. Edvardsson, and Å. Öström. 2010. Drivers of customers’ 
service experiences: As study in the restaurant industry. Manag-
ing Service Quality 20 (3): 236–258.

Wang, S.W. 2014. Do global airline alliances influence the passenger’s 
purchase decision? Journal of Air Transport Management 37: 
53–59. https://​doi.​org/​10.​1016/j.​jairt​raman.​2014.​02.​003.

Wattanacharoensil, W., M. Schuckert, and A. Graham. 2016. An air-
port experience framework from a tourism perspective. Trans-
port Reviews 36 (3): 318–340. https://​doi.​org/​10.​1080/​01441​647.​
2015.​10772​87.

Wieseke, J., A. Geigenmüller, and F. Kraus. 2012. On the role of 
empathy in customer-employee interactions. Journal of Service 
Research 15 (3): 316–331. https://​doi.​org/​10.​1177/​10946​70512​
439743.

Xu, X., W. Liu, and D. Gursoy. 2018. The impacts of service failure and 
recovery efforts on airline customers’ emotions and satisfaction. 
Journal of Travel Research 58 (6): 1034–1051. https://​doi.​org/​
10.​1177/​00472​87518​789285.

Ye, S., Q. Chen, and Y. Tang. 2022. Anger between bus drivers and 
passengers or among passengers: Development of a bus passen-
ger anger scale (BPAS) and a bus driver anger scale (BDAS). 
Available at SSRN 4137924. https://​doi.​org/​10.​2139/​ssrn.​41379​
24

Yeung, C.W.M., and R.S. Wyer. 2005. Does loving a brand mean loving 
its products? The role of brand-elicited affect in brand extension 
evaluations. Journal of Marketing Research 42 (4): 495–506. 
https://​doi.​org/​10.​1509/​jmkr.​2005.​42.4.​495.

Publisher's Note  Springer Nature remains neutral with regard to 
jurisdictional claims in published maps and institutional affiliations.

Jose Ribamar Siqueira Jr  holds a doctorate in business administration 
with an emphasis in marketing from Nova Southeastern University 
in Florida, USA, and is currently an Assistant Professor of Market-
ing at Pontificia Universidad Javeriana in Bogota, Colombia. He has 
extensive marketing experience working at companies such as Xerox, 
NCC Media, and Comcast Corporation in the USA. He is a Member of 
the American Marketing Association, Academy of International Busi-
ness, and Academy of Marketing Science, and his research interests are 
retail internationalization in emerging countries, international brand-
ing, internal marketing, employee branding, and customer experience.

Michael Bendixen  is a research associate at the Gordon Institute of 
Business Science, University of Pretoria. He gained his doctoral degree 
from Wits Business School, Johannesburg, South Africa. He has taught 
methodology, quantitative methods, and marketing at the masters and 
doctoral level at Wits Business School and at the Huizenga College of 
Business and Entrepreneurship, Nova Southeastern University, Fort 
Lauderdale, USA.

https://doi.org/10.1016/j.jairtraman.2012.10.010
https://doi.org/10.1108/APJML-10-2016-0192
https://doi.org/10.1016/j.jairtraman.2020.101966
https://doi.org/10.1016/j.elerap.2019.100870
https://doi.org/10.1509/jmkg.66.1.15.18449
https://doi.org/10.1111/1467-6451.00162
https://doi.org/10.1111/1467-6451.00162
https://doi.org/10.1177/0047287514541008
https://doi.org/10.1177/0047287514541008
https://doi.org/10.3390/su11123302
https://doi.org/10.1016/j.rtbm.2014.04.001
https://doi.org/10.1016/j.rtbm.2014.04.001
https://doi.org/10.1007/s12144-020-00815-z
https://doi.org/10.1007/s12144-020-00815-z
https://doi.org/10.1002/cem.917
https://doi.org/10.1108/14502191011043170
https://doi.org/10.1016/j.jbusres.2011.07.022
https://doi.org/10.1016/j.jbusres.2011.07.022
https://doi.org/10.1016/j.ijresmar.2016.11.001
https://doi.org/10.1016/j.ijresmar.2016.11.001
https://doi.org/10.1177/0092070302303002
https://doi.org/10.1016/j.jretai.2008.11.001
https://doi.org/10.1016/j.jretconser.2020.102217
https://doi.org/10.1016/j.jretconser.2020.102217
https://doi.org/10.1016/j.jbusres.2017.04.014
https://doi.org/10.1016/j.jairtraman.2014.02.003
https://doi.org/10.1080/01441647.2015.1077287
https://doi.org/10.1080/01441647.2015.1077287
https://doi.org/10.1177/1094670512439743
https://doi.org/10.1177/1094670512439743
https://doi.org/10.1177/0047287518789285
https://doi.org/10.1177/0047287518789285
https://doi.org/10.2139/ssrn.4137924
https://doi.org/10.2139/ssrn.4137924
https://doi.org/10.1509/jmkr.2005.42.4.495


201Key drivers of brand trust in a Latin American airline: the impact of Colombia’s Avianca customer…

Felipe Reinoso‑Carvalho (@percepcionysentidos)  is associate pro-
fessor at Universidad de los Andes School of Management, a triple 
crown school located in Bogotá, Colombia. He holds a joint-PhD 
degree in engineering (Vrije Universiteit Brussels), and psychology 
(KU Leuven). His research focuses on rethinking experiences by com-
bining methods from sensory marketing and multisensory perception. 
Besides scientific publication, his work has also been covered by the 
international press, such as The Guardian, The Washington Post, Psy-
chology Today, BBC Science Focus, and Vice.

Raffaele Campo  is Assistant Professor of Management and Marketing 
at University of Bari (Italy) where he has taught Food Marketing and 
currently teaches International Marketing. His main research interests 
are Food and Sensory Marketing, Marketing to Kids and Consumer 
Behavior. He published, with scholars from Europe, America and Asia, 
in journals like Corporate Social Responsibility and Environmental 
Management, Business Horizons and British Food Journal.


	Key drivers of brand trust in a Latin American airline: the impact of Colombia’s Avianca customer experience
	Abstract
	Introduction
	Literature review
	Customer experience (CX)
	Brand trust
	AirQual model
	Airline tangibles
	Terminal tangibles
	Personnel services
	Empathy
	Image

	Purchase experience
	Other customer perception
	Theoretical model

	Methodology
	Sampling
	Measuring instrument
	Procedure
	Method of analysis


	Results
	Discussion
	Theoretical implications
	Practical implications
	Limitations and future research
	Appendix A
	References




