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Background: Public opinion about experience and expectation on services that
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Findings demonstrated that AirAsia had received more negative sentiments than positive
sentiments, indicating a lower level of satisfaction across all dimensions of customer
satisfaction. Conclusions: This research provides the airline industry, especially AirAsia,
with an opportunity to better understand the sentiments and preferences of its
customers. AirAsia can use the findings of this research to evaluate the quality of their
services, especially in terms of service quality, to improve customer satisfaction, gain
customer loyalty, and enhance customer experience.

Keywords: Twitter, sentiment analysis, AirAsia, airline industry, service quality, customer
satisfaction

JEL classification: M1
Paper type: Research article

Received: Dec 12, 2022
Accepted: Sep 16, 2023

Citation: Md Saad, N.H., Sa, C.W., Yaacob, Z. (2023). Twitter Sentiment Analysis of the
Low-Cost Airline Services After COVID-19 Outbreak: The Case of AirAsia. Business
Systems Research, 14(2), 1-23.

DOI: https://doi.org/10.2478/bbsrj-2023-0009



Business Systems Research | Vol. 14 No. 2 |2023

Infroduction

Air transport is the fastest mode of public fransport, providing worldwide unbroken
journeys over land and sea. It shrunk the world by connecting people from different
countries for business and leisure. According to The World Bank, from 2009 to 2019,
global air passenger traffic grew from 2.2 billion to 4.5 billion, but the COVID-19
pandemic caused this number to drop by more than half in 2020, with 1.8 billion
passengers carried (The World Bank, 2021). Malaysian Airlines was affected as well.
Malaysia's air passenger fraffic fell from 109.2 million in 2019 to 26.7 million in 2020
(Muller, 2021), as the Malaysian Aviation Commission (MAVCOM) forecast. The decline
was about 72.8% to 75.7% per year, and the number of passengers carried is between
26.6 million and 29.7 million (MAVCOM, 2020). This phenomenon mirrors Sadi and
Henderson's (2000) observations that the air transport industry is sensitive to stresses
such as pandemics, economic downturns, political instability, and natural disasters.

The decline in air passenger traffic has greatly affected the economy. Evidence
supports an interdependent relationship between the usage of airlines and economic
activity, especially tourism (Hansman and Ishutkina, 2009). According to the Aviation
Benefits Beyond Borders report on September 2020 (Aviation Benefits, 2020), before
COVID-19, the airline industry supported a total of 87.7 million jobs, of which 44.8 million
were tourism-related. The total global GDP supported by the airline industry is 4.1%,
totalling USD 3.5 frillion. In turn, around 58% of all tourists fly to their destinations,
increasing airline usage. This linkage between airline usage and economic activity
helps stimulate the economic development of the places that air fravel connects
(Niewiadomski, 2017). According to an International Air Transport Association (IATA,
2019) report, in 2018, 450 thousand jobs were supported by the airline industry,
including tourism-related jobs, accounting for 3.5% of the Malaysian GDP, with a total
of USD 10.3 billion.

In general, airlines can be divided into two types: full-service airlines (FSAs) and low-
cost airlines (LCAs), which are also as known as budget airlines. An FSA provides a
comfortable or luxurious full-board flight experience. The key passengers of FSAs are
business passengers who often seek frequent scheduling, inflight flexibility, and ground
service linkages, emphasising reliability, quality, connectivity, flight schedules, frequent
flyer programmes, and comfort (Berrittella et al., 2009). Conversely, LCAs focus on cost
minimisation, providing flights with low-cost tickets and limited in-flight service. LCAs
initially attracted many young and leisure fravellers who were sensitive to fare costs
and then captured a significant proportion of small and medium-sized enterprise
(SME) business travellers after the global financial crisis (Rajaguru, 2016). According to
a report from MAVCOM (2020), in 2017, Malaysia's passenger traffic was dominated
by LCAs, namely AirAsia, which has a domestic and international passenger share of
56.3% and 27.6%, respectively. Over the next few years, AirAsia continued to be the
leader of Malaysia's airlines.

As the COVID-19 pandemic spread around the globe, the global airline industry
paid a heavy toll, and so did AirAsia. On 12 November 2021, as Air Asia faced a cash
crunch due to the pandemic, it planned to undertake debt restructuring with full
support from Class A and C creditors and support from 97.6% of Class B creditors,
enabling AirAsia to stay solvent and avoid delisting from Bursa Malaysia (Burgos, 2021).
To speed up its recovery, AirAsia needs to understand the opinions and behaviours of
its passengers better in order to develop a more robust and resilient marketing strategy
to strengthen its position.

The main aim of this research is to identify the sentiment of AirAsia's customer
satisfaction within service quality and digital service quality dimensions related to the
COVID-19 pandemic. This research analyses Twitter sentiments about the service

2



Business Systems Research | Vol. 14 No. 2 |2023

quality of AirAsia to better understand their preferences and the competitiveness of
AirAsia service offerings and to indirectly benefit the airline industry. The research
objectives are (i) RQ1: To identify the topic discussion on customer satisfaction and
identify the sentiments that emerge from Twitter communications among Twitter users
with respect to AirAsia, and (i) RQ2: To explore the textual patterns and identify the
sentiments that emerge from Twitter communications among Twitter users with respect
to AirAsia.

Literature Review

Customer Satisfaction

Customers are the people who make purchases from an organisation, whether those
purchases be of the goods or the services that the business offers. Customers, in other
words, are parficipants of the business since they are the ones who pay money in
return for the offer that is presented to them by the organisation with the intention of
satisfying a need and bringing about the highest satisfaction (Masorgo, et al. 2022).
Customer satisfaction based on the experience concept has spread across the
service industry at arate that has never been seen before, and the body of academic
research is coming to a consensus on what is and is not (Becker and Jaakkola, 2020;
De Keyser et al., 2020). Satisfaction is determined by whether the customer has a
positive or negative opinion regarding the result of the consumption. This concept is
generally accepted in both academic literature and corporate practice because it
is favourably related to a wide variety of critical outcomes such as brand or company
recognition, customer loyalty and retention, and customer value.

In the context of transportation, the degree to which passengers are content with
the quality of the services being offered has a critical influence on whether or not a
particular carrier will remain in business over the long run. As a result of the poor service
delivered, disgruntled customers may lose faith in the airlines and be less likely to
choose that carrier for future travel. It is critically necessary for airlines to guarantee
that consumers will get the level of service quality that they demand. Hence, some
companies analyse their customers' satisfaction through social media platforms to
assess and improve their product or service quality. Park et al. (2019) stated that
customer satisfaction is a core factor of success in a competitive market.

This research adopted the customer satisfaction model developed by Wilson et
al. (2016), in which customer satisfaction depends on the perception of service quality,
product quality, price, situational factors, and personal factors. In this model, the
perception of service quality is measured with the SERVQUAL model developed by
Parasuraman et al. in 1988. They proposed five service quality dimensions: tangibles,
reliability, responsiveness, assurance, and empathy (Parasuraman et al., 1988).
However, the understanding of service quality has changed with the widespread use
of digital technologies. BUyUkdzkan et al. (2020) suggested that the main dimensions
of the SERVQUAL model and the evaluation criteria need to be updated to reflect
digital transformation, proposed a new digital service quality (DSQ) model to measure
the changed perception of service quality due to digital transformation, and
validated it with a real case in the Turkish airline industry. The DSQ model consists of
five primary dimensions: digital tangibles, reliability, digital interaction, digital trust, and
customer-centricity. This research adopted the customer satisfaction model and DSQ
model as a framework for a more comprehensive understanding of passengers'
sentiments from multiple dimensions. This intfegrated framework consists of six essential
perceptions: product quality, price, situational factors, personal factors, service
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quality, and digital service quality, as depicted in Figure 1. This framework describes
the various evaluation criteria for researching customer satisfaction connotations.

Figure 1
Customer Satisfaction Model

CUSTOMER SATISFACTION MODEL
|

PRODUCT PRICE SITUATIONAL PERSONAL SERVICE DIGITAL SERVICE
QUALITY FACTORS FACTORS QUALITY QUALITY
—| TANGIBLE | —1 DIGITAL TANGIBLES ‘
-| RELIABILITY -| DIGITAL RELIABILITY ‘
—| RESPOMNSIVENESS | —| DIGITAL INTERACTION ‘
—| ASSURANCE | —| DIGITAL TRUST ‘
_l EMPHATY | —| CUSTOMER CENTRICITY ‘

Source: Authors'illustration

Elements of the above customer satisfaction model will be elaborated on in the rest
of the chapter.

Product Quality

This research focuses on a quality meftric directly connected to the product's tfravel
convenience in terms of the itinerary's directness (measured by the flight distance
between the passengers' origin and destination) (Gayle and Thomas, 2015). In the
airline industry, product quality refers to routing quality (Chen and Gayle, 2019). It
describes the convenience of the air travel itinerary. The higher the value of the routing
quality measure, the closer the flight distance of the airlines' route is to the direct route
and the more desirable the travel itinerary is for passengers(Chen and Gayle, 2015).

Price

Price is the actual amount customers pay in exchange for a product or service
(Lovelock and Wirtz, 2007). In the airline industry, price refers to the fare. As the air travel
market is an oligopoly, airlines are constantly reacting to competitors' actions,
monitoring their prices and frying to price fares accordingly. In the airline industry,
pricing is intfended to maximise profit by targeting different market segments, but it also
leads to price differentiation (Suhartanto and Noor, 2012).In general, the level of
satisfaction established with the perceived price, as well as the overall process, is
proportional to both the perceived price and the degree of compromise made. The
lower the perceived price and the greater the degree of compromise, the greater the
level of satisfaction established (Parasuraman et al., 1988).

Situational Factors

Situational factors usually involve external factors beyond service providers' control
that affect customers' perceptions at a specific time and place within the context of
the service delivery environment (Kalaiarasan et al., 2018). In general, the situational
factor influences how customers come into contact with and engage with a product
or service, which in turn shapes the consumer's view at that precise instant in time. For
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example, in the airline industry, boarding location, events, weather, health or
economic condifions can be situational factors (DeCelles and Norton, 2016;
Parasuraman et al., 1988).

Personal Factors

According to the research that has been conducted, personal factors refer to
personal characteristics such as age, occupation, education level, income or salary,
lifestyle, personality, and self-concept that have been identified as having a
substantial effect on the aspects of customer satisfaction (Hapsari et al., 2017;
Oyewole, 2001). According to Oyewole (2001), passengers' satisfaction with airline
service is affected by various personal factors. The findings discovered that the level
of customer satisfaction with various services offered by the airline passengers flew
with was significantly influenced by the passengers' occupation, marital status,
gender, and level of education.

Service Quality

Many research adopt the SERVQUAL method to evaluate airline service quality (Erdil

and Yildiz, 2011; Jahmani, 2017; Young et al., 1994). In the airline industry, service

quality is related to an airline's ability to transport passengers to their desired
destinations while providing a high standard of service (Jahmani, 2017). According to

Jahmani (2017), the five dimensions of service quality in airline service delivery are

defined as:

o Tangibles or the physical appearance of employees, facilities, equipment,
personnel, and communication material used to provide airline service.

o Reliability, or the ability to perform the promised service dependably under routine
and unexpected conditions, which includes punctuality, check-in efficiency, and
ticketing accuracy.

o Responsiveness or the willingness to quickly and properly solve service problems
such as flight cancellations, luggage loss, emergency response, and luggage
delivery.

o Assurance of employees' knowledge and courtesy and their ability to display trust
and confidence when addressing customers, for instance, politeness, respect, and
general interest for passengers.

o Empathy or providing reliable, valuing, individualised attention to passengers, for
instance, offering them preferred seating or a frequent flyer program.

Digital Service Quality

In the airline industry, digital service quality is related to the efficiency and reliability

of digital services, as well as the latest fechnologies used (Low et al., 2020). The same

dimensions appear in this model from a different perspective. Hence, they are

differentiated by the addition of "digital" to distinguish the two models. According to

BUyUkdzkan et al. (2020), the five dimensions of digital service quality are:

o Digital tangibles, digitalised equipment, facilities, and their digital properties can
be wirelessly networked or linked to various digital representations.

o Digital reliability is the ability o manage digital processing and fulfil the promised
digital services effectively.

o Digital interaction, or the digital communication networks established between
passengers and airlines through digital platforms.

o Digital trust, or the acquisition and retention of passengers and shareholder value
through confidence in digital services and channels.
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o Customer-centricity or prioritising passengers and fulfilling their emotional needs
through innovative service delivery experiences.

Company Background

AirAsia Group Berhad (called AirAsia) is a Malaysian multinational LCA that was
established in 1993 and is headquartered in Kuala Lumpur, Malaysia. A government-
owned group initially formed AirAsia, but in its early years, it was heavily indebted,
which led to its acquisition by Tony Fernandez in 2001 for MYR 1 and the agreement to
take on millions of dollars in debt (QUARTZ, 2015). AirAsia initially provided airline
services and then launched into offering digital business services. During the last two
decades, AirAsia's operation has improved, and it has become a leading LCA.
According to the Daily Express (2021), AirAsia was named the World's Best Low-Cost
Airline at the Skytrax 2021 World Airline Awards; this is the 12th consecutive year the
airline has won the award.

As AirAsia focuses on offering lower fares without a plethora of other amenities, it
makes air fravel more affordable and lives up to its famous slogan, "Now Everyone
Can Fly". In addition, AirAsia has developed several subsidiaries in Asia, utilising the
AirAsia brand and adopting identical low-cost business models, including Indonesia
AirAsia, Philippines AirAsia, Thai AirAsia, and AirAsia India. The company has also
developed its long-haul airline brand, the AirAsia X Group, which includes AirAsia X
and Thai AirAsia X. To cope with its substantial route networks, AirAsia currently has
101 aircraft. All but one are from the A320 family, and that is an A330-300
(Planespotters, 2021). With subsidiaries located across the continent, AirAsia will grow
even stronger in the future.

According to the Skytrax 2021 World Airline Awards, AirAsia received the fitle of
"World's Best Low-Cost Airline" for a record-breaking twelve years, which comes after
it was given another outstanding award for business innovation at Flight Global's 2021
Airline Strategy Awards (AirAsia Group Berhad, 2021a). In addition, at the 28th annual
World Travel Awards 2021, AirAsia was recognised as having Asia's Leading Low-Cost
Airline Cabin Crew for the sixth yearin arow and was granted the title of Asia's Leading
Low-Cost Airline for the fifth year in a row. AirAsia came out on top in this category
after receiving the most votes from customers, industry professionals, and other
industry participants from all over the area (AirAsia Group Berhad, 2021b).

AirAsia Group Berhad has changed the name of its listed holding company to
'‘Capital A" effective on 28 January 2022 (Burgos, 2022). The new name reflects the
group's new core business strategy as an investment holding company with a
portfolio of synergistic travel and lifestyle businesses, including logistics, aircraft
engineering, venture capital, education and mobile applications (CNA, 2022). However,
the airline still operates under the AirAsia brand name. These businesses have rapidly
transformed the AirAsia brand into more than just an airline, and the name change
reflects this change in overall business strategy (Hospitality-on.com, 2022).

Problem Statement

Due to growing competition, providing high-quality service has become a marketing
need for the airline industry. The airline industry began concentrating on how service
quality improvements impact revenue and whether perceived service quality is a
crucial factor in customer happiness and loyalty. Service quality is the most heavily
stressed airline industry's competitive variable, such as rates, frequency, equipment,
service quality, market access, and advertising. Customer service standards set an
airline apart from itsrivals, determine market share, and eventually decide profitability
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(Martin-Domingo et al., 2019). Most significant conventional airlines have adopted
this strategy. Airlines must be aware of passengers' requirements and expectations to
provide better services, as consumers' expectations serve as a benchmark by which
businesses are measured.

As the airline industry faced decreasing passenger traffic due to the COVID-19
pandemic, the competition among airlines increased. As a result, airlines have sought
ways to understand passengers' needs and desires to improve their marketing
strategies and attract more passengers while increasing customer satisfaction.
Nowadays, social media has become an integral part of people's daily routines. It not
only offers personal communication but also serves in business operations. More and
more people use social media platforms such as Facebook and Twitter to review and
share opinions on specific products and services, which is valid for airline passengers.
Passenger reviews and opinions from social media can be ftransformed into
meaningful information about airlines, helping them better understand the topics of
discussion about their brands (Gensler et al., 2015). This analysis of brand-specific
opinions is called sentiment analysis. There has been much research on sentiment
classification in the field of airline service (Rane and Kumar, 2018; Sreeja et al., 2020;
Anitsal et al., 2019), but few studies use sentiment analysis based on Twitter about
specific airline brands, particularly Malaysian airlines.

Although it is evident that the COVID-19 epidemic influenced airlines' traffic and
financial performance, the effect on customers' perceptions of airlines is not as
evident. AirAsia and its subsidiary AirAsia X (AAX) grounded hundreds of flights in 2020
and 2021 due to the Malaysian government's decision to close state and international
borders to prevent the spread of COVID-19 (AirAsia Group Berhad, 2021c). Since
commercial and international fravel has begun to resume and vaccination rates have
risen from September 2021, the number of passengers flying each day across a wide
range of countries, including Malaysia, is quickly approaching the levels seen before
the epidemic began (AirAsia Group Berhad, 2021d). Because of this inflow, airlines
and airports have had difficulty accommodating passengers, leading to longer wait
times at customer service counters, considerable flight delays, and unexpected
cancellations.

On 21 October, AirAsia started to reactivate everyone aboard after the
government announced the return of interstate tfravel and tourist operations. AirAsia
had the most excellent quarterly load rate of 80%, with a 3.4 million capacity in Q4 of
2021 after introducing quarantine-free travel bubbles for Malaysia and the loosening
of travel restrictions. (AirAsia Group Berhad, 2021e). Nevertheless, months after the
low-cost airline started flights after the October removal of interstate and international
border restrictions for Malaysians, hundreds of passengers took to social media fo
complain about poor customer care and lengthy refund wait times (Daniele, 2022).
For the airline industry, this means a sudden increase in demand, new expectations,
and complex operational and service challenges, not to mention regaining the
competitive advantage via service quality.

Using data collected from Twitter towards AirAsia, this study contributes to the big
data analysis, text mining and sentiment analysis literature on customer satisfaction
and service quality. This research is practical and contributes to existing airline service
operations literature by suggesting a procedure for the analysis of the textual content
of Twitter of customer satisfaction and service quality. Most research papers have
collected airline service operations data using quantitative techniques such as
surveys, qualitative techniques, or, in general, in-depth interviews to elicit customer
satisfaction and service quality. However, the wide availability of consumer opinions
on social media platforms, together with the increasing number of computer tools for
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the analysis of unstructured data, this study has shifted attention to the study of
customer satisfaction and service quality using text mining and sentiment analysis via
social media platforms. In addition, this research integrates the customer satisfaction
model and digital service quality dimension as a framework for a more comprehensive
understanding of passengers' sentiments from multiple dimensions that are important
for all service providers, especially in the airline industry.

The rest of this article is structured as follows: first, we provide a brief literature and
theory background on text mining, sentiment analysis, and customer satisfaction
model, then develop arelevant theoretical model. Next, in the research methodology
section, we explain data collection and analysis procedures. After that, the findings
and discussion section present the interpretation of the analytics results. Lastly, the
conclusion section discusses some of the limitations of the current study and the future
scope of work.

Methodology
Text Mining

Text mining can be considered as a process of editing, organising, analysing and
interpreting unstructured text into structured format (Berezina et al.,2016; Fan et al.,
2006). The main purpose of text mining is to find relevant patterns in a prepared
document and discover the hidden information embedded within the documents
(Tian et al., 2020). Text mining has become more practical, using automated
computer algorithms and natural language processing techniques to analyse and
interpret a large amount of unstructured text (Fan et al., 2006). Text mining has been
extensively used in analysing user-generated content produced by users of social
media platforms that are available publicly (He et al., 2017). These types of content
include opinions, comments, views, expressions, and inferactions between users and
brands.

The analysis of consumers' thoughts and comments on brand-related tweets yields
valuable information that has a direct impact on changing brand perceptions. The
inclusion of user-generated material pertaining to brands allows consumers tfo
articulate their opinions and perspectives on items and services, therefore
empowering businesses to transform this data into valuable insights info customers'
preferences and requirements (Pejic Bach et al., 2019). Numerous scholarly
investigations have used sentiment analysis as a key component in their examination
of Twitter data, with a particular emphasis on a wide range of sectors such as retail
(lorahim & Wang, 2019), banking (Krsti¢ et al., 2019; Peji¢ Bach et al., 2019), and airlines
(Kwon et al., 2021; Yee Liau and Pei Tan, 2014).

In the context of airline services, text mining and sentiment analysis are essential
because they enable managers to generate meaningful insights into passengers'
opinions, which, in turn, may help refine strategic responses or become the basis for
furtherresearch (Zaki and McColl-Kennedy, 2020). Several studies in the airlines' service
literature provide an alternative customer satisfaction and service quality analysis
using customer review content for hearing the voice of their customers by using text
mining fechniques (Dwesar and Sahoo, 2022; Tian et al., 2020; Sezgen et al., 2019).
Airline companies can improve their ability to manage their service recovery efforts
and strategies for the prioritisation of service quality elements by better-understanding
passengers' experiences and expectations (Sezgen et al., 2019).
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Sentiment Analysis

The field of research known as sentiment analysis, which is also known as opinion
mining, examines people's opinions, attitudes, and emotions concerning entities such
as products, services, organisations, individuals, issues, events, topics, and their
characteristics. Because consumers are expressing their opinions more freely using
social media than ever before, sentiment analysis is becoming an essential tool for
understanding the emotions of consumers and becomes vital for businesses, as it
allows them to understand better customers' opinions, reactions, experiences, and
perceptions of a phenomenon. Hence, airlines should consider passengers' sentiments
as online opinions will continue to influence service companies' reputations and brand
images (Devedi et al., 2017) and other customers' decision-making (Gensler et al.,
2015). At a deeper level, online reviews or opinions suggest customers' requirements
for products and services (Chen et al., 2020). Sentiment analysis involves developing
automatic learning models that detect whether customers' sentiments are positive,
negative, or neutral, as well as their degree of intensity (Melville et al., 2009).

This research examines content from Twitter for sentiments about AirAsia in
Malaysia. The field of airline services includes much sentiment analysis research, most
of which analyses Twitter data extracted about the airline industry. Twitter data is a
reliable data source as users tweet their genuine feelings and feedback, making it
suitable for investigation (Rane and Kumar, 2018). Since Twitter launched in 2006, it has
become one of the most preferred information-sharing platforms for tfravellers. Millions
of travellers travel with airlines and share their views on Twitter in the form of text,
photos, videos, and website links. Users' posts on Twitter are limited to 280 characters
and are called "tweets" (Boot et al., 2019). In 2020, there were over 500 million daily
tweets and 187 million active Twitter users globally (Sayce, 2020).

Research process

A sequence of steps was designed to demonstrate the research process, including

the seven main steps depicted in Figure 2:

o Step 1: This research uses NCapture to capture the consumer sentiment formed
concerning the keywords "AirAsia" on Twitter. NCapture is a browser add-on
designed for NVivo to capture web content that can be analysed on NVivo.
NCapture is a browser extension built for NVivo to capture online information for
NVivo analysis. Only recent tweets written in English were used in this research. The
data were extracted on 17 November 2021 and consisted of 4,591 tweets from 8
November to 17 November, including original tweets and retweets.

o Step 2: Tweets extracted from Twitter were imported into NVivo 12 Plus as a dataset
for further analysis.

o Step 3:In this step, the auto code function in NVivo 12 Plus was used to identify the
sentiment in tweets automatically. The tweets were coded according to sentences.
After auto-coding, a total of 2,193 results were automatically categorised into four
main groups by sentiment: very negative, moderately negative, moderately
positive, and very positive.

o Step 4: Manual coding using Nvivo's node function was used to perform a theme
analysis of the comments. The textual content was coded based on the dimensions
of the customer satisfaction model. The thematic analysis consisted of carefully
analysing each remark, locating patterns, deciding on appropriate codes, and
developing themes and sub-themes based on the accumulated data (Bonello and
Meehan, 2019). The coding process was done manually with pre-constructed
coding schemes where the nodes are first created from the six dimensions of the
customer satisfaction model (digital tangibles, reliability, digital interaction, digital
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trust, and customer-centricity), including the five sub-dimensions of service quality
(tangibles, reliability, responsiveness, assurance, empathy) and five sub-dimensions
of digital service quality (digital tfangibles, digital reliability, digital interaction, digital
trust, customer-centricity ). In order to achieve maximum analytical rigour, the data
were independently analysed and coded by three coders. The codes were
examined, contfrasted, and debated to find a consensus.

Step 5: Before assessing word frequency, text preprocessing was required to
ensure efficient and accurate text analysis. In this research, stop words that do not
provide meaningful information, such as "http", will be omitted. Mamgain et al.
(2016) define stop words as common words that do not confribute to sentence
sentiment and should be removed, which allows the researcher to focus on the
important words. Stemming is also applied in this step. Srividhya and Anitha (2010)
describe stemming as the process of removing the suffixes from words and
extracting the root or stem. In this research, words will be grouped with their stems;
for instance, "reimbursed" and "reimbursement"” is stemmed to "reimburse" and
grouped. Filtering tokens by length is another of the text preprocessing steps. It
involves removing tokens that are shorter or longer than a specified character
length; in this research, the minimum character length is 3, as many common
words are shorter than three characters and offer little information, such as "in",
"am", and "is".

o Step 6: The top 25 most frequent words were used in the word cloud for further

investigation.

o Step 7:The final step was to interpret the results

Figure 2
Flowchart of Research Process

T

Research Processes Toolz

Step 1: Data Extraction from Twitter

| Search Query: " AirAsia” |
1 [ NCapture
| Extroct dota: 4591 datasets |

1 —

step 2: Import Twitter Dataset to Nvivo | —

Step 3: Sentiment Classification

2,193 datasets

Step 4: Thematic Analysis

Manual coding using Mode I—. 2,193 datasets

!

step 5: Text Preprocessing [—  NVivo 12 Plus

Filter stop words

| Filter tokens by length |

}

Step &: Word Frequency |

! _

Step 7: Results |

Source: Authors' illustration
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Findings

Sentiment Analysis

Table 1 shows the overall distribution of sentiments in tweets related to the keyword
"AirAsia”. Out of 2,193 results, 125 were coded as very negative, 1,312 as moderately
negative, 693 as moderately positive, and 63 as very positive. Moderately negative
sentiments predominated, accounting for 59.83% of all sentiments, while very positive
sentiments were least common at 2.87%. Overall, 65% of the sentiments were negative.

Table 1
Distribution of Sentiment Analysis
Sentiment Very Negative Moderately Moderately Very Positive
Negative Positive
Frequency 125 1,312 693 63
Percentage 5.70 59.83 31.60 2.87

Note: n =2,193; Source: Authors’' work

Sentiment Analysis of Customer Satisfaction

Table 2 summarises the sentiment analysis by nodes. For all types of sentiment,
passengers primarily discuss service quality. It dominates all sentiment related to AirAsia
on Twitter at 85.57%, followed by situational factors at 6.02%, digital service quality
factors at 5.45%, personal factors at 2.05%, price factors at 0.60%, and product quality
factors at 0.31%. As mentioned earlier, moderately negative sentiments predominated,
and when people discuss AirAsia on Twitter, moderately negative sentiments are the
most common regarding all factors except for price and digital service quality. Price
received more moderately positive sentiments, while digital service quality received
mostly very negative sentiments. Interestingly, none of the tweets discussing price
indicated moderately negative sentiments. Meanwhile, none of the tweets discussed
product quality and situational factors with very positive sentiments.

Table 2
Summary Sentiment Analysis of Customer Satisfaction Model
Product Price Situational Personal Service Digital Service
Quality Factors Factors Quality Quality
F % F % F % F % F % F %
VN 1 0.04 5 0.23 19 0.87 12 0.55 46 2.10 42 1.93
MN 4 0.18 0 0.00 69 3.15 20 091 1,184 54.00 35 1.56
MP 2 0.09 6 0.28 44  2.00 6 0.27 610 2783 25 1.14
VP 0 0.00 2 0.09 0 0.00 7 0.32 36 1.64 18 0.82
T 5 031 13 060 132 6.02 45 205 1,876 85.57 120 5.45

Note: VN = Very Negative Sentiment; MN = Moderately Negative Sentiment; MP = Moderately
Positive Sentiment; VP = Very Positive Sentiment; T = Total; F = Frequency; % = Percentfage; n=
2,193; Source: Authors’ work

Sentiment Analysis of Service Quality

Table 3 summarises the sentiment analysis of service quality factors. Around 65% of
tweets conveyed negative sentiments. Responsiveness dominates with 93.29% of
tweets, followed by reliability at 3.25%, empathy at 1.97%, assurance at 1.07%, and
tangibles at 0.42%.
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Table 3
Summary Sentiment Analysis of Service Quality
Tangibles Reliability Responsiveness  Assurance Empathy
F 7o F Y4 F % F % F %
VN 1 0.05 14 0.75 14 0.75 3 0.27 12 0.63
MN 5 027 33 1.76 1,124 59.91 5 0.27 17 0.91
MP 1 0.05 7 0.37 589 31.40 7 0.37 6 0.32
VP 1 0.05 7 0.37 23 1.23 3 0.16 2 0.11
T 8 0.42 48 3.25 1,750  93.29 20 1.07 37 1.97

Note: VN = Very Negative Sentiment; MN = Moderately Negative Senfiment; MP = Moderately
Positive Sentiment; VP = Very Positive Sentiment; T = Total; F = Frequency; % = Percentage; n=
1,876; Source: Authors’ work

Sentiment Analysis of Digital Service Quality

Table 4 presents the sentiment analysis of digital service quality factors. Around 60% of
tweets about digital service quality conveyed negative sentiments. Digital tangibles
feature in 50% of tweets, followed by customer-centricity at 22.5%, digital reliability at
18.33%, and digital trust at 9.17%. Interestingly, no tweets discussed digital interaction,
and very positive sentiments appear only for digital tangibles.

Table 4
Summary Sentiment Analysis of Digital Service Quality
Digital Digital Digital Digital Trust Customer-
Tangibles Reliability Interaction centricity
F % F % F % F % F %o
VN 8 6.67 10 8.33 0 0.00 8 6.67 16 13.34
MN 15 12.50 10 8.33 0 0.00 3 2.50 7 5.83
MP 19 15.83 2 1.67 0 0.00 0 0.00 4 3.33
VP 18 15.00 0 0.00 0 0.00 0 0.00 0 0.00
T 60 50.00 22 18.33 0 0.00 11 9.17 27 22.50

Note: VN = Very Negative Sentiment; MN = Moderately Negative Senfiment; MP = Moderately
Positive Sentiment; VP = Very Positive Sentiment; T = Total; F = Frequency; % = Percentage; n
= 120; Source: Authors’ work

Word Frequency

A word cloud is a visualisation for text analytics. Word clouds were used to visualise the
25 most frequent words in the dataset and sentiment analyses. The stop words "http,"
"Imao," "duhhhh," and "amp" were omitted in favour of other words that could offer
more meaningful insights.

Figure 3 shows the words frequently used in tweets related to AirAsia. Among all
AirAsia-related tweets, the most frequently used term is "AirAsia", followed by
"customers", "taking", "MAVCOM", and "ticket".

Figure 4 shows "AirAsia" as the most frequent word used in negative-sentiment
tweets, followed by "MAVCOM', "ticket", "take", and "fails".

For positive-sentiment tweets, shown in Figure 5, "AirAsia" was again the most
frequently used word, followed by "refunding”, "customers", "money", and "taking".

Some organisations and target groups repeatedly appear in word clouds for
different datasets, such as "AirAsia", "customers”, and "MAVCOM'". Naturally, "AirAsia" is
used most frequently as it is the brand name and the keyword for this research, so the
tweets used in the research dataset must contain it. Twitter users use hashtags (#) or
mentions (@) of AirAsia to categorise tweets and link to other tweets with the same
hashtags or mentions, as well as to connect with a specific topic. "Customers" and
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"customers" also appear frequently in all three-word clouds. Customers are important
in business; in the airline industry, they are passengers, and "customers" refers to
passengers' belongings. "MAVCOM'" is the name of an organisation in Malaysia, the
Malaysian Aviation Commission.

Verbs also appear repeatedly in the three word clouds, including "taking" and its
stem word, "take". "Take" means "use orready to use". If "take" is combined with "action”,
it means to do something for a particular result. Some goods or items are also listed in
the word clouds, such as "ticket" and "money". In the airline industry, a ticket is a proof
that a passenger is entitled to a seat on a flight, and it can be paper or electronic.
"Money" is a medium of exchange that allows people to obtain what they need or
want. Word clouds visually represent passengers' thoughts. The most popular topic of
discussion among AirAsia passengers was the refund issues due to flight cancellations
during the COVID-19 pandemic. During the pandemic, AirAsia cancelled all flights but
did not refund customers' tickets. After a few months or a year, passengers hoped
MAVCOM would act against AirAsia to return their money.

Figure 3
Word Cloud Analysis for AirAsia
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By comparing the above three figures, we can see that there are more similarities
between Figures 3 and Figure 4 than between Figures 3 and Figure 5. Because
passengers' discussions of popular topics featured more tweets with negative
sentiment labels than positive sentiment labels, it is unsurprising that the common words
in Figure 3 are similar to the most frequently used words overall.

Discussion

One of the significant challenges of the airlines is keeping pace with customers'
changing perceptions and requirements of service quality and other aspects of user
experiences. With the development of information and communication technologies
(ICTs), sentiment analysis permits understanding and exploring customers' attitudes
towards airline services from their posts on various social media platforms. Various
studies have been conducted to explore and understand the different polarities of
customers' perceptions by utilising sentiment analysis or data mining approach to
interpret customer satisfaction (Kumar and Zymbler, 2019), user experience (Song et
al., 2020), and service quality (Martin-Domingo et al., 2019). In this research, sentiment
analysis was performed on 2,193 tweets to understand the passengers' sentiments
towards AirAsia and other popular topics related to the airline industry and services.
The data analysis includes sentiment analysis, sentiment analysis by nodes, word
frequency, and word maps related to AirAsia.

The first research objective was to identify the topic discussion on customer
safisfaction and identify the sentiments that emerge from Twitter communications
among Twitter users with respect to AirAsia. The dominant themes were categorised
by nodes that identified the factors determining passengers' sentiments towards
AirAsia. Service quality appeared to be the most common factor that AirAsia
passengers cited, and most of the tweets were negatively coded. Service quality is a
multidimensional construct described by various forms of interaction between
customers and service providers. The SERVQUAL model proposed by Parasuraman et
al. (1988) contains ten dimensions for service quality: tangibles, reliability,
responsiveness, competence, courtesy, credibility, security, access, communication,
and understanding of the customer.

Like other transportation industries, service quality is crifical in the airline industry. The
success and growth of the industry depend on users' perceptions of the value,
comfort, and quality of user experiences. Passengers always have high expectations
of the quality of services provided by airline carriers, which must be effective, efficient,
regularly available, safe and secure, adequate, and comfortable at a reasonable
cost (Adisasmitha et al., 2020). Increasing numbers of airline passengers have
increased the demand for service quality from airline carriers (Oghojafor Ben et al.,
2016). Numerous studies have observed a significant relationship between service
quality and customer satisfaction in airline industries worldwide (Ashraf, 2017; Hapsari
et al., 2017; Giao et al., 2021). For example, Hapsari et al. (2017) identified the
significant positive effect of service quality on Indonesian airline passengers'
satisfaction, which was also mediated by perceived value.

Furthermore, passengers' sentiments fowards service quality were described by five
core aspects of customer service quality: responsiveness, reliability, empathy,
assurance, and tangibles. Of these five dimensions, responsiveness was most often
highlighted by passengers in describing their frustration and negative feelings towards
the airline service. Responsiveness refers to service providers' willingness to help or assist
their customers and provide the prompt services expected (Pizam, 2010).
Conceptuadlly, it is a dimension of service performance in which customers' demands
are met through market solutions (Lagat and Uyoga, 2019). In this research, issues of
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ticket refunds due to communication failures with the bot, as well as the lack of in-
person support, were highlighted. This issue became especially critical during the
COVID-19 pandemic when many passengers needed to cancel and reschedule their
flights due to travel restrictions. Other studies similarly emphasised issues related to
responsiveness in the airline industry (Riantama et al., 2021; Zhu, 2017; Lagat and
Uyoga, 2019). Riantama et al. (2021) found that responsiveness was the most
important attribute of airline passengers' satisfaction after the pandemic.

Digital service quality was also identified as one of the factors determining
passengers’ senfiments towards AirAsia, although Twitter users did not highly
emphasise it. Nowadays, digital technology bridges passengers' satisfaction and is the
key method for airline carriers to promote their services and improve their overall
efficiency. Digital service quality can affect the tfrend of air fravel globally, aside from
changing demographics and customer behaviour (Revfine, 2021). In this research, the
most highlighted aspect of digital service quality was digital tangibles, followed by
customer-centricity, digital reliability, and digital trust. While there was a balance of
positive and negative sentiments for digital tangibles, more negative sentiments were
recorded for all other aspects. This finding generally aligns with the digital service
quality model for the airline industry by BUyUkodzkan et al. (2020), where digital frust,
proactive customer service, cybersecurity, and customer insights were reported as the
most important dimensions. Issues of digital service quality for airline passengers'
satisfaction were also noted in other studies, such as a poor complaint management
system (Rizki et al., 2021) and problems with the ticket reservation system (Abisoye et
al., 2017).

Apart from the service-quality-related factors, other factors were identified as
situational factors, personal factors, price factors, and product quality. However, these
factors occurred with less than 10% frequency, suggesting that they were not highly
emphasised by passengers reviewing AirAsia services. Other recent studies discussed
these factors, which affect passengers' perceptions and satisfaction with their airline
travel experiences. For example, an aspectrelated to airline product quality is the lack
of destination variety (Rizki et al., 2021), and personal factors influencing airline
passengers' satisfaction include gender, income, and education (Jiang and Zhang,
2016). Additionally, situational factors affecting airline passengers' satisfaction include
lavatory cleanliness and odour control (Hamid et al., 2021).

The second research objective was to explore the textual patterns and identify the
senfiments that emerge from Twitter communications among Twitter users with respect
to AirAsia. Based on the word cloud diagrams, the most frequent word in AirAsia-
related tweets is "AirAsia", followed by "customers", "taking", "MAVCOM", and "ticket".
"AirAsia" was the most frequent word in both the negative- and positive-sentiment
clouds. Other frequent positive-sentiment words are "refunding”, "customers", "money",
and "taking", while frequent negative-sentiment words include "MAVCOM", "ticket",
"take", and "fails". These results suggest that "AirAsia" is a hot topic with mixed
senfiments among Twitter users. The popularly discussed aspects on Twitter include the
Malaysian Aviation Commission (MAVCOM), as well as ticketing and refunding issues.
Although the airline industry has been severely affected by the COVID-19 pandemic,
AirAsia still ranked the highest among all other airlines in the ASEAN region, occupying
20th place among the world's most valuable airline brands (TTR Weekly, 2021). AirAsia
is also striving to become a leading e-commerce platform through AirAsia.com for
one-stop fravel and lifestyle in this region (AirAsia Group Berhad, 2020f). Meanwhile,
AirAsia India, which has been a joint venture between Tata Sons and Malaysia-based
AirAsia Berhad since 2014, retained its leadership position with 90.8% on-time
performance (OTP) in April 2022 (ETTravelWorld, 2022).
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Overall, the research findings from the sentiment analysis of the tweets related to
AirAsia showed that the passengers' sentiments were generally negative rather than
positive. More than half of the sentiments were negative, and these were typically
moderate, which suggests that the airline carrier should investigate emerging
concerns among its passengers to improve the quality of its services and products. This
finding concurs with many recent studies, which also revealed negative customer
perceptions and sentiments regarding their air fravel experiences (Hoang, 2020;
Herjanto et al., 2022; Sulu et al., 2021; Song et al., 2020). For example, Hoang (2020)
revealed negative emotions like anger, regret, and frustration towards airline services,
which have led to complaining, switching travel intentions, and spreading negative
word-of-mouth among Vietnam's airline passengers. Similarly, Herjanto et al. (2022)
generated 17 different negative emotions based on the online reviews of LCA
passengers, including shock, disappointment, and surprise due to the failures of the
airline services.

In addition, respondents' negative sentiments towards airline services could be
influenced by travel restrictions and other pandemic-related challenges. As
Monmousseau et al. (2020) stated, travel restriction measures due to COVID-19 cases
have caused major disruptions and unprecedented impacts on airlines globally.
AirAsia has faced backlash and a wave of complaints from passengers who have
taken to social media to express their dissatisfaction with its customer service and
delays in refunding due to the pandemic (Daniele, 2022). Piccinelli et al. (2021)
revealed the relationship between the rising numbers of COVID-19 and air travellers'
negative sentiments based on online comments about airline cancellations,
compensation, and customer service. They further explained that the pandemic has
led to financial difficulties for users, who then complain heavily about refund issues
from airline service providers. Similarly, Sulu et al. (2021) found that the COVID-19
pandemic is a dominant theme describing the airline passengers' perceptions of
service quality, in which their dissatisfactory airline experience was linked to airline
cancellations and refund processes due to COVID-19 and airport services.

Another interesting finding from this research is that there were fewer negative than
positive sentiments about price compared to the other five factors. Most AirAsia
passengers do not consider price the main hurdle in determining their travels. Rather,
LCA passengers' satisfaction is more likely to be determined by other non-price-related
factors, particularly the service quality dimensions discussed previously, which is
similarly noted in several studies, which found that price was not the main decisive
factor affecting passengers' fravel preferences among LCAs (Akamavi et al., 2015;
Calisir et al., 2016). However, Jiang and Zhang (2016) found that the impact of ticket
pricing differs by the type of passengers; while it strengthens leisure fravellers'
safisfaction and loyalty, no significant impact was observed among business
passengers.

Conclusion

The airline industry is one of the fastest-growing major players in the public
transportation market in many countries. This research provides some helpful insights
for the key players and policymakers in the airline industry. The findings have also
enriched the existing literature, particularly on the use of social media for insightful
real-time insight into how passengers perceive airline services and the possible factors
influencing airline travellers' changing preferences and behaviours. The airline industry
will recover once it has a better understanding of customer expectations, increased
service quality management, and expanded digitalisation across the ecosystem,
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which will ensure that the industry emerges from the pandemic with greater financial

sustainability, responsiveness and agility than it has ever had before.

In summary, the research findings reinforce the following key points:

o Passenger-first approach: Airline services need to focus on their customers by
emphasising the five dimensions of service quality, especially responsiveness. This
will also be useful in attracting more loyal passengers who will recommend their
services to others.

o The use of digital and social media: Airline carriers' ability to adapt to rapid
technological and digital progress will determine their competitiveness and
sustainability in the airline industry. Social media is also instrumental for airline
carriers not only to maintain effective engagement with passengers but also to
monitor and understand their sentiments towards the services provided.

o Varying marketing strategies: Customers' satisfaction is subjective and varies across
individuals. Thus, different customer segments may have different preferences
regarding airfare and service quality. Lower prices do not imply that the quality of
airline service is expected to be low as well. Therefore, other non-price-related
marketing strategies can be designed to improve the airline industry's sustainability
in a post-pandemic setting.

Although the research makes some contributions to both theoretical and empirical
literature, it still has some limitations. The study is limited to satisfaction factors and
service quality dimensions of only one LCC airline, AirAsia passengers. Our sample
might not represent all LCC airlines in Malaysia and the rest of the world.
Consequently, the findings may not be generalisable to the general population of
airline companies. Future research may address these concerns by replicating this
research on different airlines in Malaysia and outside of Malaysia. This will enable us to
investigate whether the factors of passenger response satisfaction and service quality
dimensions of airline passengers are similar across different airlines and national
boundaries. Another limitation arises from the use of single-source data collection on
the Twitter platform. It would be beneficial to cover other social media platforms, such
as Facebook and Instagram:; this can be incorporated into future work.

References

1. Abisoye, B. O., Abubakar, U., & Abisoye, O. A. (2017). Challenges of airline reservation system
and possible solutions (A case study of Overland airways). International Journal of
Information Technology and Computer Science, (1). 34-45.
httpd://doi.org/10.5815/ijitcs.2017.01.05

2. Adisasmitha, S. A., Yatmar, H., Rauf, S., & Hustim, M. (2020). The Airport Development due to
the Demand of Passengers (Case: Mutiara Palu, Indonesia). In IOP Conference Series:
Materials Science and Engineering. IOP Publishing, 875(1). 012028.
httpd://doi.org/10.1088/1757-899X/875/1/012028

3. AirAsia Group Berhad. (2020f). AirAsia.com to be ASEAN's fastest growing one-stop tfravel
and lifestyle platform. https://newsroom.airasia.com/stories/airasiacom-to-be-aseans-
fastest-growing-one-stop-travel-and-lifestyle-platform

4. AirAsia Group Berhad. (2021a). AirAsia wins World's Best Low-Cost Airline for 12th
Consecutive Year at Skytrax 2021 World Airline Awards.
https://newsroom.airasia.com/news/airasia-wins-worlds-best-low-cost-airline-at-skytrax-
2021-ph

5. AirAsia Group Berhad. (2021b). AirAsia awarded Asia's Leading Low-Cost Airline 2021 &
Asia'sLeading Low-Cost Airline Cabin Crew 2021 at 28th World Travel Awards.
https://newsroom.airasia.com/news/airasia-world-travel-awards-asia-2021

6. AirAsia Group Berhad. (2021c). AirAsia Group Berhad Fourth Quarter and Full Year 2020
Financial Results. https://newsroom.airasia.com/news/airasia-group-berhad-4g2020-full-
year-financial-results

17



Business Systems Research | Vol. 14 No. 2 |2023

7. AirAsia Group Berhad. (2021d). AirAsia confident of interstate and international travel
revival in the near future. https://newsroom.airasia.com/news/2021/9/23/airasia-confident-
of-interstate-and-international-travel-revival-in-the-near-future

8. AirAsia Group Berhad. (2021€). AirAsia invites everyone to Go Away as interstate fravel
resumes. https://newsroom.airasia.com/news/2021/10/10/airasia-invites-everyone-to-go-
away-as-interstate-travel-resumes.

9. Akamavi, R. K., Mohamed, E., Pellmann, K., & Xu, Y. (2015). Key determinants of passenger
loyalty in  the low-cost airline business. Tourism Management, 46, 528-545.
https://doi.org/10.1016/j.tourman.2014.07.010

10.Anitsal, M., Anitsal, I., & Anitsal, S. (2019). Is your business sustainable? A sentiment analysisof
air passengers of top 10 US-based airlines. Journal of Global Scholars of Marketing Science,
29(1). 25-41.

11.Ashraf, J. (2017). The effect of Royal Jordanian Airline service quality on passengers'
satisfaction. International Journal of Business and Society, 18(83). 19-530.

12.Aviation Benefits .(2020). Beyond Borders Global Report 2020. Air Transport Action Group.
https://aviationbenefits.org/downloads/aviation-benefits-beyond-borders-2020/.

13.Becker, L., & Jaakkola, E. (2020). Customer Experience: Fundamental Premises and
Implications for Research, Journal of the Academy of Marketing Science, 48, 630-648.
https://doi.org/10.1007/s11747-019-00718-x

14.Berezing, K., Bilgihan, A., Cobanoglu, C., & Okumus, F. (2016). Understanding satisfied and
dissafisfied hotel customers: text mining of online hotel reviews. Journal of Hospitality
Marketing and Management, 25(1). 1-24. https://doi.org/10.1080/19368623.2015.983631

15.Berrittella, M., La Franca, L., & Zito, P. (2009). An analytic hierarchy process for ranking
operating costs of low cost and full service airlines. Journal of Air Transport Management,
15(5). 249-255. https://doi.org/10.1016/].jairtraman.2008.11.006

16.Bonello, M., & Meehan, B. (2019). Transparency and coherence in a doctoral study case
analysis: Reflecting on the use of NVivo within a framework approach, The Qualitative
Report, 24(3). 483-498. https://doi.org/10.46743/2160-3715/2019.3823

17.Boot, A., Tjong Kim Sang, E., Diikstra, K., & Zwaan, R. (2019). How character limit affects
language usage in tweets. Palgrave Communications, 5(1). https://doi.org/10.1057/s41599-
019-0280-3

18.Burgos, J. (2021). Malaysian Tycoon Tony Fernandes' AirAsia X Creditors Approve Debt
Restructuring Plan, Forbes,
https://www.forbes.com/sites/jonathanburgos/2021/11/14/malaysian-tycoon-tony-
fernandes-airasia-x-creditors-approve-debt-restructuring-plan/

19.Burgos, J. (2022). Tycoon Tony Fernandes' AirAsia Renamed' Capital A' As Loss-Making Airline
Pivots To Digital Businesses, Forbes.
https://www.forbes.com/sites/jonathanburgos/2022/01/31/tycoon-tony-fernandes-airasio-
renamed-capital-a-as-loss-making-airline-pivots-to-digital-businesses/

20.BUyUkdzkan, G., Havle, C., & Feyzioglu, O. (2020). A new digital service quality model and
its strategic analysis in aviation industry using interval-valued intuitionistic fuzzy AHP.Journal of
Air Transport Management, 86, 101817. https://doi.org/10.1016/j.jairtraman.2020.101817

21.Calisir, N., Basak, E., & Calisir, F. (2016). Key drivers of passenger loyalty: A case of Frankfurt-
Istanbul flights, Journal  of  Air  Transport ~ Management, 53, 211-217.
https://doi.org/10.1016/j.jairframan.2016.03.002

22.CAN. 2022. Channel News Asia, AirAsia renamed Capital A to show it's more than an airline.
https://www.channelnewsasia.com/asia/airasia-renamed-capital-show-more-airline-
2465916.

23.Chen, K., Jin, J., Zhao, Z., & Ji, P. (2020). Understanding customer regional differences from
online opinions: a hierarchical Bayesian approach. Electronic Commerce Research, 22,
377-403). https://doi.org/10.1007/s10660-020-09420-5

24.Chen, Y., & Gayle, P. Y. (2015). Mergers and Product Quality: Evidence from the Airline
Industry, Manuscript, Kansas State University.

25.Chen, Y., & Gayle, P. (2019). Mergers and product quality: Evidence from the airline industry.
International Journal Of Industrial Organization, 62, 96-135.
https://doi.org/10.1016/].iindorg.2018.02.006

18


http://www.forbes.com/sites/jonathanburgos/2021/11/14/malaysian-tycoon-tony-
http://www.forbes.com/sites/jonathanburgos/2021/11/14/malaysian-tycoon-tony-

Business Systems Research | Vol. 14 No. 2 |2023

26.Daily Express. (2021). AirAsia Grab Asia's Leading Low-Cost Airline, Cabin Crew Awards.
https://www.dailyexpress.com.my/news/180168/airasia-grab-asia-s-leading-low-cost-
airline-cabin-crew-awards/.

27.Daniele, U. (2022). AirAsia faces backlash over pandemic refunds [news]. The Asean Post.
https://theaseanpost.com/markets/2022/may/23/airasia-faces-backlash-over-pandemic-
refunds.

28.De Keyser, A., Verleye, K., Lemon, K. N., Keiningham, T. L., & Klaus, P. (2020). Moving the
customer experience field forward: infroducing the touchpoints, context, qualities (TCQ)
nomenclature. Journal of Service Research, 23(4). 433-455.
https://doi.org/10.1177/10946705209283

29.DeCelles, K., & Norton, M. (2016). Physical and situational inequality on airplanes predicts air
rage. Proceedings of The Natfional Academy of Sciences, (113). 20, 5588-5591.
https://doi.org/10.1073/pNnas. 1521727113

30.Devedi, P., Sujatha, R., & Pathak, R. (2017). A study on parameters of online reviews content
that influence consumers buying behaviour-an Indian perspective. Journal of Business and
Retail Management Research, 11(4). 12-24.
https://doi.org/10.24052/JBRMR/V111S04/ASOPOORCTICCBBAAP/PD/RS/RP

31.Dwesar, R., & Sahoo, D. (2022). Does service failure criticality affect global travellers' service
evaluations? An empirical analysis of online reviews, Management Decision, 60(2). 426-448.
https://doi.org/10.1108/MD-01-2020-0107

32.Erdil, S., & Yildiz, O. (2011). Measuring service quality and a comparative analysis in the
passenger carriage of airline industry. Procedia - Social And Behavioral Sciences, 124, 1232-
1242. https://doi.org/10.1016/].sbspro.2011.09.117

33.ETTravelWorld. (2022). AirAsia India retains leadership position in on Time Performance:
DGCA Report.
https://travel.economictimes.indiatimes.com/news/aviation/domestic/airasia-india-
retains-leadership-position-in-on-time-performance-dgca-report/92444188.

34.Fan, W., Wallace, L., Rich, S., & Zhang, Z.(2006).Tapping the power of text
mining. Communications of the ACM, 49(9). 76-82. https://doi.org/10.1145/1151030.1151032

35.Gayle, P. G., & Thomas, T. (2015). Product quality effects of international airline alliances,
anfitrust immunity, and domestic mergers. Review of Network Economics, 14(1). 45-74.
https://doi.org/10.1515/rne-2015-0026

36.Gensler, S., Volckner, F., Egger, M., Fischbach, K., & Schoder, D. (2015). Listen to Your
Customers: Insights info Brand Image Using Online Consumer-Generated Product Reviews.
International Journal of Electronic Commerce, 20(1). 112-141.
https://doi.org/10.1080/10864415.2016.1061792

37.Gioo, H. N. K., Vuong, B. N., & Tushar, H. (2021). The impact of service quality on passenger
loyalty through the mediating roles of relationship quality: Evidence from domestic flights of
Vietnamese low-cost  airlines.  Transporfation Research  Procedia, 56, 88-95.
https://doi.org/10.1016/].trpro.2021.09.011

38.Hamid, M. S. B. S., Baxter, G., & Wild, G. (2021). Passenger Perceptions towards Service
Quality of Airlines Based in Singapore. Intfernational Review of Management and
Marketing, 11(1). 78-91. https://doi.org/10.32479/irmm.9096

39.Hansman, R., & Ishutkina, M. (2009). Analysis of the Interaction Between Air Transportation
and Economic Activity: A Worldwide Perspective.
https://dspace.mit.edu/handle/1721.1/44957.

40.Hapsari, R., Clemes, M. D., Dean, D. (2017). The Impact of Service Quality, Customer
Engagement and Selected Marketing Constructs on Airline Passenger Loyalty. International
Journal of Quality and Service Sciences, 9(1). 21-40. https://doi.org/10.1108/1JQSS-07-2016-
0048

41.He, W., Tian, X., Tao, R., Zhang, W., Yan, G., & Akula, V. (2017). Application of social media
analytics: a case of analysing online hotel reviews, Online Information Review, 41(7). 921-
935. https://doi.org/10.1108/0OIR-07-2016-0201

42 Herjanto, H., Amin, M., Okumus, F., & Cobanoglu, C. (2022). Airline service: Low-cost-carriers
(LCCs) failure and passenger emotional experience. Tourism Review, 77(3), 945-963.
https://doi.org/10.1108/TR-01-2021-0025

19


http://www.dailyexpress.com.my/news/180168/airasia-grab-asia-s-leading-low-cost-
http://www.dailyexpress.com.my/news/180168/airasia-grab-asia-s-leading-low-cost-
https://www.emerald.com/insight/search?q=Rishi%20Dwesar
https://www.emerald.com/insight/search?q=Debajani%20Sahoo
https://www.emerald.com/insight/publication/issn/0025-1747
https://www.emerald.com/insight/search?q=Wu%20He
https://www.emerald.com/insight/search?q=Xin%20Tian
https://www.emerald.com/insight/search?q=Ran%20Tao
https://www.emerald.com/insight/search?q=Weidong%20Zhang
https://www.emerald.com/insight/search?q=Gongjun%20Yan
https://www.emerald.com/insight/search?q=Vasudeva%20Akula
https://www.emerald.com/insight/publication/issn/1468-4527

Business Systems Research | Vol. 14 No. 2 |2023

43.Hoang, C. C. (2020). Negative emotions and coping behaviors of passenger in the airline
industry, Vietnam. The Journal of Asian Finance, Economics and Business, 7(10). 865-874.
https://doi.org/10.13106/jafel.2020.vol7.n010.865

44 Hospitality-on.com. 2022. Operation: Southeast Asia's largest low-cost airline pivots through
the pandemic. https://hospitality-on.com/en/mobility/southeast-asias-largest-low-cost-airline-
pivots-through-pandemic.

45.IATA (2019). The Importance of Air Transport to Malaysia. hitps://www.iata.org/en/iata-
repository/publications/economic-reports/malaysia--value-of-aviation

46.1ATA. (2019). The Importance of Air Transport to Malaysia. hitps://www.iata.org/en/iata-
repository/publications/economic-reports/malaysia-- value-of-aviation/.

47.lbrahim, N. F., & Wang, X. (2019). A text analytics approach for online retailing service
improvement: Evidence from Twitter. Decision Support Systems, 121, 37-50.
https://doi.org/10.1016/j.dss.2019.03.002

48.Jahmani, A. (2017). The effect of Royal Jordanian airline service quality on
passengers'satisfaction. International Journal of Business & Society, 18(S3). 519-530.

49 Jiang, H., & Zhang, Y. (2016). An investigation of service quality, customer satisfaction and
loyalty in China's airline market. Journal of Air Transport Management, 57, 80-88.
https://doi.org/10.1016/j.jairframan.2016.07.008

50.Kalaiarasan, K., Govindan, S., & Nasaratnam, S. (2018). The Role of Situational Factor on
Buyer Characteristics and Purchase Decision among Malaysian Low-Cost Airline Travellers.
International Journal of Economics and Management, 12(1).

51.Krsti¢, 1., Seljan, S., & Zoroja, J. (2019). Visualisation of Big Data Text Analytics in Financial
Industry: A Case Study of Topic Extraction for Italian Banks, Proceedings of the ENTRENOVA
- ENTerprise REsearch InNOVAtion Conference, Rovinj, Croatia, 12-14 September 2019,
IRENET - Society for Advancing Innovation and Research in Economy, Zagreb, 67-75.

52.Kumar, S., & Zymbler, M. (2019). A machine learning approach to analyse customer
satisfaction from airline tweets. Journal  of  Big Data, 6(1). 1-16.
https://doi.org/10.1186/s40537-019-0224-1

53.Kwon, H. J., Ban, H. J., Jun, J. K., & Kim, H. S. (2021). Topic modeling and senfiment analysis
of online review for airlines. Information, 12(2). 78. https://doi.org/10.3390/info 12020078

54.Lagat, C., & Uyoga, D. (2019). Relationship between customer responsiveness, service
performance and satisfaction among airline passengers in Kenya. Journal of Emerging
Trends in Economics and Management Sciences, 10(2). 61-69.

55.Lovelock, C. H., & Wirtz, J. (2007). Services marketing: People, technology, strategy. Upper
Saddle River, N.J: Pearson/Prentice Hall.

56.Low, S., Ullah, F., Shirowzhan, S., Sepasgozar, S., & Lin Lee, C. (2020). Smart Digital Marketing
Capabilities for Sustainable Property Development: A Case of Malaysia. Sustainability,
12(13). 5402. https://doi.org/10.3390/su12135402

57.Mamgain, N., Mehtaq, E., Mittal, A., & Bhatt, G. (2016). Sentiment analysis of fop colleges in
India using Twitter data. 2016 International Conference on Computational Techniques in
Information and Communication Technologies (ICCTICT). New Delhi, India, 2016, 525-530,
http://doi.10.1109/ICCTICT.2016.7514636.

58.Martin-Domingo, L., Martin, J., & Mandsberg, G. (2019). Social media as a resource for
sentiment analysis of Airport Service Quality (ASQ). Journal of Air Transport Management,
78, 106-115. https://doi.org/10.1016/j.jairframan.2019.01.004

59.Masorgo, N., Mir, S., & Rossiter Hofer, A. (2022). Expectations vs Experience: Managing the
Adverse Effects of Service Failures on Customer Satisfaction in  the Airline
Industry. Transportation Journal, 61(3). 231-262.
https://doi.org/10.5325/transportation].61.3.0231

60.MAVCOM (2020). Long-term Recommendations for the Civil Aviation Industry in Malaysia.
https://www.mavcom.my/wp-content/uploads/2020/02/200212- MAVCOM%E2%80%99S-
Long-Term-Recommendations-for-the-Civil-Aviation- Industry-in-Malaysia-2021-%E2%80%9 3-
2030.pdf.

61.MAVCOM. (2020). Malaysian Aviation Industry Outlook. https://www.mavcom.my/wp-
content/uploads/2020/12/201208-MAVCOM-Waypoint-Report-December-2020.pdf.

20


http://www.iata.org/en/iata-repository/publications/economic-reports/malaysia--
http://www.iata.org/en/iata-repository/publications/economic-reports/malaysia--
http://www.iata.org/en/iata-repository/publications/economic-reports/malaysia--
http://www.mavcom.my/wp-content/uploads/2020/02/200212-
http://www.mavcom.my/wp-content/uploads/2020/02/200212-
http://www.mavcom.my/wp-content/uploads/2020/12/201208-MAVCOM-
http://www.mavcom.my/wp-content/uploads/2020/12/201208-MAVCOM-

Business Systems Research | Vol. 14 No. 2 |2023

62.Melville, P., Gryc, W., & Lawrence, R. (2009). Sentiment analysis of blogs by combining lexical
knowledge with text classification. Proceedings Of The 15Th ACM SIGKDD International
Conference On Knowledge Discovery And Data Mining - KDD '09. 1275-1284,
https://doi.org/10.1145/1557019.1557156

63.Monmousseau, P., Marzuoli, A., Feron, E., & Delahaye, D. (2020). Impact of Covid-19 on
passengers and airlines from passenger measurements: Managing customer satisfaction
while putting the US Air Transportation System fto sleep. Transporfation Research
Interdisciplinary Perspectives, 7, 100179. https://doi.org/10.1016/].trip.2020.100179

64.Muller, J. (2021). Malaysia: air passenger fraffic 2021.
https://www.statista.com/statistics/1047936/malaysia-air-passenger-traffic.

65.Niewiadomski, P. (2017). Global production networks in the passenger aviation industry.
Geoforum, 87, 1-14. https://doi.org/10.1016/j.geoforum.2017.09.013

66.0ghojafor Ben, A., Ladipo Patrick Kunle, A., & Rahim Ajao, G. (2016). Airline service quality
dimensions and customer loyalty: Empirical evidence from air passengers' in Lagos state.
Czech Journal of Tourism, 5(2). 155-171. https://doi.org/10.1515/cjot-2016-0009

67.0yewole, P. (2001). Consumer's Socio-Demographic Characteristics and Satisfaction with
Services in the Airline Industry. Services Marketing Quarterly, 23(2). 61-80.
https://doi.org/10.1300/J396v23n02_04

68.Parasuraman, A., Zeithaml, V. A., & Berry, L. (1988). SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality. Journal of Retailing, 64(1). 12-40.

69.Park, E., Jang, Y., Kim, J., Jeong, N., Bae, K., & del Pobil, A. (2019). Determinants of customer
satisfaction with airline services: An analysis of customer feedback big data. Journal of
Retailing and Consumer Services, 51, 86-190. https://doi.org/10.1016/].jretconser.2019.06.009

70.Peji¢ Bach, M., Krsti¢, M.. Seljan, S. (2019). Text Mining for Big Data Analysis in Financial Sector:
A Literature Review, Sustainability, 11(5). 1277. https://doi.org/10.3390/su11051277

71.Piccinelli, S., Moro, S., & Rita, P. (2021). Air-travelers' concerns emerging from online
comments during the COVID-19 outbreak. Tourism Management, 85, 104313.
https://doi.org/10.1016/j.tourman.2021.104313

72.Pizam, A. (2010). International encyclopedia of hospitality management (2nd ed.). Oxford:
Butterworth-Heinemann.

73.Planespotters. (2021). AirAsia Fleet Details and History.
https://www.planespotters.net/airline/AirAsia.

74.QUARTZ. (2015). Here's how Tony Fernandes built a thriving airline with less than a dollar.
https://gz.com/539184/heres-how-tony-fernandes-built-a-thriving-airline-with-less-than-a-
dollar.

75.Rajaguru, R. (2016). Role of value for money and service quality on behavioural intention: A
study of full service and low cost airlines. Journal of Air Transport Management, 53, 114-122.
https://doi.org/10.1016/].jairtraman.2016.02.008

76.Rane, A., & Kumar, A. (2018). Sentiment Classification System of Twitter Data for US Airline
Service Analysis. 2018 IEEE 42Nd Annual Computer Software And Applications Conference
(COMPSAC). 42, 769-773.

77 .Revfine. (2021). Airline industry: All you need fto know about the airline sector [blog].
https://www.revfine.com/airline-industry.

78.Riantama, D., Tsai, A. L., Lin, S. F., & Lin, H. T. (2021, July). Evaluating airline passengers’
satisfaction during the COVID-19 pandemic: a text mining approach. In Proceedings of the
ICTeSSH 2021 conference. PubPub. http://doi.10.21428/7a45813f.d5497ab0

79.Rizki, A. N., Prabowo, A. P. P., Sefiawan, E. B., & Tasran, C. (2021). Comparison of the role of
digital e-ticketing in improving the quality of service and customer satisfaction. Advances
in Transportation and Logistics Research, 4, 259-269.

80.Sadi, M., & Henderson, J. (2000). The Asian economic crisis and the aviation industry: Impacts
and response strategies. Transport Reviews, 20(3). 347-367.
https://doi.org/10.1080/014416400412841

81.Sayce, D. (2020). The Number of tweefs per day in 2020 - David Sayce.
https://www.dsayce.com/social-media/tweets-day/.

21


http://www.statista.com/statistics/1047936/malaysia-air-
http://www.planespotters.net/airline/AirAsia
http://www.dsayce.com/social-media/tweets-day/
http://www.dsayce.com/social-media/tweets-day/

Business Systems Research | Vol. 14 No. 2 |2023

82.Sezgen, E., Mason, K. J., & R. Mayer (2019). Voice of Airline Passenger: A Text Mining
Approach to Understand Customer Satisfaction. Journal of Air Transport Management, 77,
65-74. hittps://doi.org/10.1016/].jairframan.2019.04.001

83.Song, C., Guo, J., & Zhuang, J. (2020). Analysing passengers' emotions following flight delays-
a 2011-2019 case study on SKYTRAX comments. Journal of Air Transport Management, 89,
101903. https://doi.org/10.1016/].jairtraman.2020.101903

84.Sreeja, I., Sunny, J., & Jatian, L. (2020). Twitter Sentiment Analysis on Airline Tweetsin IndiaUsing
R Language. Journal of  Physics:  Conference  Series, 1427(1).  012003.
https://doi.org/10.1088/1742-6596/1427/1/012003

85.5rividhya, V., & Anitha, R. (2010). Evaluating preprocessing techniques in text categorisation.
International journal of computer science and application, 47(11). 49-51.

86.Suhartanto, D., & Noor, A. A. (2012). Customer satisfaction in the airline industry: The role of
service quality and price. In Asia Tourism Forum Conference, 6, 1-12.

87.Sulu, D., Arasli, H., & Saydam, M. B. (2021). Air-travelers' perceptions of service quality during

the COVID-19 pandemic: Evidence from Tripadvisor sites. Sustainability, 14(1). 435.
https://doi.org/10.3390/su14010435
88.The World Bank. (2021). Air Transport, Passengers Carried.

https://data.worldbank.org/indicator/IS.AIR.PSGR2end=2020&start=2009.

89.Tian, X., He, W., Tang, C., Li, L., Xu, H., & Selover, D. (2020). A new approach of social media
analytics to predict service quality: evidence from the airline industry, Journal of Enterprise
Information Management, 33(1). 51-70. https://doi.org/10.1108/JEIM-03-2019-0086

90.TTR Weekly. (2021). AirAsia brand excels in Southeast Asia.
https://www.tttrweekly.com/site/2021/07 /airasia-brand-excels-in-southeast-asia/

921.Wilson, A., Zeithaml, V., Bitner, M. J., & Gremler, D. (2016). Services marketing: Integrating
customer focus across the firm (No. 3rd Eu). McGraw Hill.

92.Yee liau, B., & Pei Tan, P. (2014). Gaining customer knowledge in low cost airlines through
text  mining, Industrial  Management &  Data  Systems, 114(9). 1344-1359.
https://doi.org/10.1108/IMDS-07-2014-0225

93.Young, C., Cunningham, L., & Lee, M. (1994). Assessing service quality as an effective
management tool: The case of the airline industry. Journal of Marketing Theory and
Practice, 2(2). 76-97. https://doi.org/10.1080/10696679.1994.11501652

94.Zaki, M., & McColl-Kennedy, J.R. (2020). Text mining analysis roadmap (TMAR) for service
research, Journal of Services Marketing, 34(1). 30-47. https://doi.org/10.1108/JSM-02-2019-
0074

95.Zhu, J. (2017). Airline service quality performance: a comparison of Air China and Hainan
airlines, [Unpublished master's thesis]. Collins College of Hospitality Management.

22


https://www.emerald.com/insight/search?q=Xin%20Tian
https://www.emerald.com/insight/search?q=Wu%20He
https://www.emerald.com/insight/search?q=Chuanyi%20Tang
https://www.emerald.com/insight/search?q=Ling%20Li
https://www.emerald.com/insight/search?q=Hangjun%20Xu
https://www.emerald.com/insight/search?q=David%20Selover
https://www.emerald.com/insight/publication/issn/1741-0398
https://www.emerald.com/insight/publication/issn/1741-0398
https://www.emerald.com/insight/search?q=Bee%20Yee%20Liau
https://www.emerald.com/insight/search?q=Pei%20Pei%20Tan
https://www.emerald.com/insight/publication/issn/0263-5577

Business Systems Research | Vol. 14 No. 2 |2023

About the authors

Nor Hasliza Md. Saad is a senior lecturer in the Business Analytics and Operations
Management Sections of the School of Management (SOM) at the Universiti Sains
Malaysia (USM). She received her BA in Computer Information Systems from Temple
University, USA and M. Sc in Information Technology from Universiti Sains Malaysia,
Malaysia. She received her Doctor of Philosophy in Computer Science from Universiti
Teknologi Malaysia, Malaysia. Her academic background is reflected in her main
research interests, which include information systems, business analytics, text mining,
social media analytics and knowledge management systems. She is the Strategic
Engagement, Quality and Alumni (SEQUAL) manager in SOM, which manages the
school's social media and website, including supporting branding, alums, and
stakeholder engagement. The author can be contacted at norhasliza@usm.my

Chin Wei San received her Bachelor's Degree in Management from the School of
Management, Universiti Sains Malaysia, Malaysia, majoring in Business Analytics and
minoring in Psychology. She has made the dean's list award for two semesters during
her university years. She developed an interest in the research on the practical
implementation of data analytics in social media analytics and sentiment analysis to
improve operations and decision-making processes. The author can be contacted at
stellachin336@gmail.com

Zulnaidi Yaacob is an Associate Professor of accounting at the School of Distance
Education, Universiti Sains Malaysia. He has been appointed as a visiting researcher at
universities in Indonesia, China and Indonesia. He received a PhD in Accounting from
Universiti Utara Malaysia. He has published research articles in various management
accounting, quality management and entrepreneurship journals. His publications
have appeared in the International Journal of Quality Research, International Journal
of Business and Society and International Journal of Economics and Management. He
has also authored eight books on accounting and management. The author can be
contacted at zulnaidi@usm.my

23



