
175

Market Forces
College of Management Sciences

Volume 19, Issue 2, December 2024
https://doi.org/10.51153/mf.v19i2.686

Home Page: https://kiet.edu.pk/marketforces/index.php/marketforces

DOI: https://doi.org/10.51153/mf.v19i2.686

Title: Factors Affecting Passenger Attitudes towards Low-Cost Carriers

Affiliation:
Abdul Salam, International Society of Air Safety Investigators (Pakistan Chapter), Karachi, 
Pakistan.
Muhammad Khalid, Federal Investigation Agency, Karachi, Pakistan.
Ifrah Ul Islam, Free Lance IT Expert, Karachi, Pakistan.
   
Manuscript Information: Retrieved: August 10, 2024.  Revised: November 30, 2024. 
Accepted: December 18, 2024. Available online:  December 28, 2024.     

Citation: 
Salam, A., Khalid, M. Islam, I., U., (2024). Factors affecting passenger attitudes towards 
low-cost carriers. Market Forces, 19(2), 175-204.  

Copyright: 
This article is open access and is distributed under the terms of Creative Commons 
Attribution 4.0 International License.
1.	�� Copyright of all the submissions to the Market Forces will remain to the contributors.
2.	� Anyone can distribute, remix, tweak, and build upon his/her work, even  commercially, 

as long as it is credited/cited to the original contributors of the Market Forces.

Conflict of Interest 
The author (s) declared no conflict of interest and have not received any funds for the 
project.

Market Forces
Volume 19, Issue 2

ISSN: 1816-8434(Print), 2309-8660 (Online)



176

Market Forces
College of Management Sciences

Volume 19, Issue 2
December 2024

Factors Affecting Passenger 
Attitudes towards Low-Cost 

Carriers

Abstract
LCCs have a positive impact on the economies.  For example, it includes generating 

employment, stimulating depressed economies, and contributing toward GDP. Extant 
literature also highlights that the LCC's business model increased productivity and 
efficiency, forcing others in the industry to adopt this model. Moreover, many researchers 
noted that because of this innovative model, airlines could connect to nonviable 
destinations. Furthermore, due to this innovative model, LCCs share has increased 
significantly. Researchers believe it will increase more profoundly. The study has 
proposed and tested six direct and six mediating hypotheses. We collected the data from 
local Pakistani travelers.  We found that “low prices, access of passengers, technological  
self-efficacy, passenger loyalty, and airline reputation positively affect attitude towards 
LCCs.” The “study highlighted that airline safety insignificantly affects LCCs. We also 
“examined the mediating role of passenger satisfaction between the above antecedents 
and attitude towards” LCCs. The study accepted all the mediating relationships except 
Hypothesis 12: “Passenger satisfaction mediates airline safety and LCCs.”  

Keywords:  Prices, access of passengers, technological efficacy, passenger loyalty, airline 
reputation, and airline safety on low-cost carriers.

Introduction 
In the prevailing competitive era, airline costs worldwide have increased significantly. 
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As a result, a large segment cannot afford to travel by air (Koharudin & Simarmata, 2024). 
To make air travel more affordable for a wider audience, the aviation industry recently 
launched low-cost carriers (LCCs) (Efthymiou & Christidis, 2023). As a result, the demand 
for the segment that could not travel due to high airline fares has increased (Herjanto 
et al., 2022).  Moreover, it has forced traditional carriers to innovate their products 
and services (Kanrak et al., 2024). Additionally, LCCs have positively affected the 
economies (Efthymiou & Christidis, 2023). For example, it has generated employment, 
stimulated depressed economies, and contributed toward GDP (Maulana et al., 2024). 
Extant literature also highlights that the LCCs business model increased productivity 
and efficiency, forcing others in the industry to adopt this model (Zou et al., 2022). 
Moreover, many researchers noted that because of this innovative model, airlines could 
now connect to destinations that were not financially viable (Shrago, 2024). Thus, we 
argue that this LCC model has become an essential component of the aviation industry 
(Efthymiou & Christidis, 2023). 

The aviation industry in Pakistan has also adopted this model (Shahid, 2022). Thus, 
air travel in Pakistan is now more affordable and accessible (Rana & Ameen, 2023).  PIA, 
Pakistan's national carrier, traditionally offered high-priced fares and had little focus on 
services (Zulqurnain et al., 2023). However, due to the LCCs, PIA now offers competitive 
fares and better services (Ali & Iqbal, 2024).  Moreover, due to the entry of private airlines 
such as Air Blue and Fly Dubai, local passengers now have more travel options (Farooq 
et al., 2023).  Furthermore, LCCs in Pakistan have increased employment opportunities, 
stimulated depressed local economies, and attracted foreign investment (Watandar et 
al., 2023). The study has extended the “Customer Value Theory” and examined:

1. The impact of “prices, access of passengers, technological efficacy, passenger 
loyalty, airline reputation, and airline safety on attitude towards LCCs. 

2. The mediating roles of customer satisfaction between the above variables and 
attitudes toward LCCs.

Literature Review 

Customer Value Theory
Customer Value Theory (CVT) suggests that purchasing decisions significantly depend 

on the expected value proposition of goods and services (Sharma et al., 2024). In the 
context of LCCs in Pakistan, the CVT postulates that Pakistani travelers expect affordable 
fares, convenient schedules, and efficient airline service (Islam et al., 2023). Erturgut and 
Gürler (2023) assert that LCCs provide affordable transportation from one destination 
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to another (Ismat et al., 2023). However, while traveling, customers expect a safe, 
reliable, and comfortable flight experience (Akram et al., 2022).  Besides providing these 
basic needs, LCCs can increase customer satisfaction by providing additional services, 
including priority check-in, food, and beverages (Ali & Iqbal, 2024). Mandasari et al. 
(2022) assert that LCCs can create customer value by focusing on functional, emotional, 
and social values. Functional values include “efficient services, convenient schedules, 
and affordable fares.” Social values include “opportunities for social interactions” (Arul & 
Tahir, 2023). Economic values include “competitive pricing, discounts, and promotions” 
(Ashiq & Hussain, 2024). Thus, by understanding these values, LCCs in Pakistan can 
develop a value proposition that addresses customer needs and increases customer 
satisfaction (Nizam et al., 2022). This new proposition may give LCCs an edge, resulting 
in sustainable growth and profitability (Ali et al., 2024).   

Conceptual Framework 
By extending the “Customer Value Theory,” we proposed a new model depicted in 

Figure 1, “with six direct and six mediating hypotheses.”   
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Hypothesis Development 

Price and LCCs
Many studies highlighted that “air travel prices positively affect attitudes toward LCCs” 

(Nurhidayat et al., 2023). Passengers in developing countries like Pakistan are highly 
price-sensitive (Du et al., 2024). If an airline's fares change slightly, they will switch to 
other carriers (Syahailatua et al., 2022). On the contrary, researchers believe that before 
making buying decisions, passengers compare the prices with the quality of services, 
amenities, and flexibility. If they feel the price gives them more value for the money, they 
will buy the ticket irrespective of the price (Karaağaoğlu & Gündüz, 2023). Moreover, 
consumers' perceptions of value for money are not the same. They vary from consumer 
to consumer (Karaağaoğlu et al., 2022). For example, the value-for-money perception of 
a carrier of one customer may be high (Kaffash & Khezrimotlagh, 2023). The same value 
for money perception for another customer would be low (Kanrak et al., 2024). 

H1: Prices “positively affect attitude towards LCCs.”

Access of Passenger and LCCs
Researchers argue that passengers' attitudes toward carriers profoundly depend 

on many factors, including “convenient access to airports, transportation options, and 
booking processes” (Nurhidayat et al., 2023). Moreover, travelers choose LCCs that are 
easily accessible, as this saves time (Gualini, 2024). Furthermore, travelers are more 
attracted to an airline whose booking system is user-friendly (Herjanto et al., 2022). 
Besides the above-discussed facilities, technology, and online booking systems positively 
affect passengers' attitudes toward LCCs (Nurhidayat et al., 2023).  However, it varies 
from customer to customer (Efthymiou & Christidis, 2023). Passengers comfortable using 
technology have positive attitudes toward LCCs (Du et al., 2022). In contrast, passengers 
who are uncomfortable using technology will have a negative attitude toward LCCs 
(Kaffash& Khezrimotlagh, 2023).

H2: Access of passenger “positively affects attitude towards LCCs.”

Technological Self-Efficacy and Attitude towards LCCs
Technology self-efficacy refers to individuals’ ability to use digital technology 

(Capistrano et al., 2023). Thus, passengers with high technological self-efficacy would 
have a positive attitude toward LCCs (Chow et al., 2022). Padmaningrum et al. (2024) 
noted that LCCs could reduce costs by digitally offering online facilities such as 
booking, check-in, and other travel arrangements (Islam, 2023). However, researchers 
believe that passengers who are comfortable using technology appreciate these online 
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facilities (Ogegbo et al., 2024).  On the other hand, passengers with low technological 
self-efficacy prefer personalized services (Nyman et al., 2022). Therefore, their attitudes 
toward technology self–efficacy would be low (Wachukwu et al., 2023).  

 
H3: Technology self-efficacy “positively affects attitude towards LCCs.”

Passenger Loyalty and Attitude towards LCCs
Maulana et al.  (2024) noted that consumers with a pleasant experience with an LCC 

are more loyal to it (Karaağaoğlu & Gündüz, 2023). Moreover, LCCs that offer rewards 
and frequent flyer benefits increase passengers' loyalty (Erdağ et al., 2024). Furthermore, 
passengers' perception of belonging to an LCC increased their loyalty (Herjanto et al., 
2022). Additionally, passengers' loyalty toward an LCC depends on “price, convenience, 
and service quality.” (Kethüda et al., 2023). These aspects individually and collectively 
positively affect passenger attitudes towards LCCs. Kanchanaet et al. (2024) believe that 
passengers' overall loyalty toward LCCs positively affects their attitudes toward LCCs 
(Lin, 2022).

H4: Passenger loyalty “positively affects attitude towards LCCs.”

Airline Reputation and LCCs
Researchers believe a “reliable, trustworthy” LCC increases its reputation (Chand et 

al., 2024).  Consequently, passengers develop a positive attitude towards such a LCC 
(Herjanto et al., 2022). Moreover, researchers assert that passengers develop a positive 
attitude towards LCCs with a strong reputation for “customer service and overall quality” 
(Chang & Ku, 2023). In contrast, passengers would have negative attitudes toward LCCs 
with poor reputations despite offering lower prices than competitors (Kim & Hwang, 
2023). Moreover, passengers tolerate any shortcomings of a reputed LCC (Shrago, 2024). 
Furthermore, LCCs' online reviews on social media increase their reputation, making 
them more attractive to passengers (Lee et al., 2022).

H5: Airline reputation “positively affects attitude towards LCCs.”

Airline Safety and LCCs 
Many antecedents affect passengers' attitudes toward LCCs. However, studies have 

noted that airline safety is the most important antecedent (Koharudin & Simarmata, 
2024). Moreover, LCCs with a strong safety reputation increase passengers' confidence, 
leading to positive attitudes toward them (Thongkruer & Wanarat, 2023). On the other 
hand, safety concerns adversely affect passengers' attitudes toward LCCs, even if they 
offer lower fares than competitors (Herjanto et al., 2022). Researchers noted that airlines 
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that compromise on safety to reduce costs would promote negative attitudes (Chand et 
al., 2024). Moreover, safety certifications and transparent communication about safety 
measures enhance LCCS's reputation, leading to passengers' positive attitudes towards 
such LCCs (Reginio & Kankaew, 2023). Furthermore, researchers believe that passengers 
may compromise on other aspects but not on safety (Ra, 2024).

 H6: Airline safety “positively affects attitude towards LCCs.”

Price, Passenger Satisfaction, and Attitude towards LCCs
Koharudin and Simarmata (2024) assert that passengers’ perception of the price 

of LCCs being reasonable and fair positively affects their satisfaction (Karaağaoğlu & 
Gündüz, 2023). As a result, this satisfaction enhances passengers' attitudes towards 
LCCs (Chand et al., 2024). On the other hand, if passengers believe that the prices of 
LCCs are too high, it will reduce their satisfaction, leading to negative attitudes towards 
LCCs (Du, 2024). Thus, we argue that price indirectly (through passenger satisfaction) 
affects attitudes toward LCCs (Bagwell & Kellerman, 2023).

H7: Passenger satisfaction “mediates price and attitudes towards LCCs.”   

Access of Passenger, Satisfaction, and Attitude towards LCCs
Researchers believe that enhancing passengers' access to LCCs can increase their 

satisfaction (Erdağ et al., 2024). Passenger access includes “ease of booking, convenient 
flight schedules, and affordable fares.” All of these factors individually and collectively 
affect passengers' satisfaction (Karaağaoğlu & Gündüz, 2023). Thus, when passengers 
experience high access levels, their satisfaction increases (Xue & Ylagan, 2024). As a 
result, their attitudes towards LCCs increase positively (Bagwell & Kellerman, 2023). 
On the other hand, limited access reduces passengers’ satisfaction levels, leading to 
negative attitudes toward LCCs (Lin, 2022). 

H8: Passenger satisfaction “mediates access of passengers and attitudes toward LCCs.”

Technological Self-Efficacy, Passenger Satisfaction, and Attitude towards LCCs
Technological self-efficacy refers to individuals’ ability to use digital technology 

(Brents Jr et al., 2024). Thus, passengers with high technological self-efficacy would 
be more satisfied, leading to a positive attitude towards LCCs (Aamir et al., 2023). In 
contrast, Kim and Cho (2024) assert that passengers with low technological efficacy 
would be less satisfied, leading to negative attitude towards LCCs (Fuyane, 2021). 
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H9: Passenger satisfaction “mediates technological self-efficacy and attitude towards 
LCCs.”

Loyalty, Passenger, and Attitude towards LCCs
Airline passengers with positive experiences with LCCS are loyal to them (Angulo-

Cabanillas, 2024). Thus, researchers believe this satisfaction enhances passenger loyalty 
and increases their attitudes toward LCCs (Pan & Truong, 2021). On the other hand, 
passengers with low loyalty toward LCCs are often not satisfied (Aamir et al., 2023). As 
a result, they develop low attitudes toward LCCs (Wungrotjanarut, 2020). Many past 
studies noted that loyalty, directly and indirectly (through satisfaction), affects attitudes 
toward LCCs (Kim & Cho, 2024). 

H10: Passenger satisfaction “mediates passenger loyalty and attitude towards LCCs.”

Airline Reputation, Passenger Satisfaction, and Attitude towards LCCs
Researchers assert that passengers are satisfied with highly reputed LCCs (Koharudin & 

Simarmata, 2024). This satisfaction leads to positive attitudes toward LCCs (Karaağaoğlu 
& Gündüz, 2023). In contrast, passengers are dissatisfied with poorly reputed LCCs (Dike 
et al., 2024), resulting in negative attitudes toward LCCs (Bagwell & Kellerman, 2023). 
Many studies noted that loyalty indirectly (through satisfaction) affects attitudes toward 
LCCs (Maulana et al., 2024). 

H11: Passenger satisfaction “mediates airline reputation and attitude towards LCCs.”

Airline Safety Passenger Satisfaction and Attitude towards LCCs
Koharudin and Simarmata (2024) assert that customers are highly satisfied with the 

LCCs with a reputation for safety (Bagwell & Kellerman, 2023).  As a result, this positively 
affects their attitudes toward LCCs (Erdağ et al., 2024). On the contrary, passengers are 
unsatisfied with the LCC’s poor safety record (Herjanto et al., 2022). This dissatisfaction 
leads to negative attitudes toward LCCs (Bagwell & Kellerman, 2023). Many studies 
highlight that LCCs’ safety indirectly (through Satisfaction) affects attitudes toward LCCS 
(Eshaghi et al., 2024). 

H12: Passenger satisfaction mediates “airline safety and attitude towards LCCs.”
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Methodology 

Research Design 
If a researcher plans and executes a research design, it will help achieve research 

objectives and improve the quality of the research. A research design includes types 
of study, target population, sampling techniques, scales and measures, and statistical 
analysis (Cooper & Schindler, 2020). This study empirically tested the hypotheses (Sekaran 
& Bougie, 2020). Moreover, its approach is deductive since we build the hypotheses 
based on the past literature and empirically test them based on data collected through 
close-ended questionnaires (Zikmund et al., 2020).

Population and Sample Size
Cooper and Schindler (2020) assert that defining the target population is important. 

Researchers can focus on a specific group and develop an appropriate sampling 
technique in a well-defined target population (Creswell, 2019).  In addition, it improves 
generalizability, reduces bias, and enhances accuracy (Saunders et al., 2019). The study’s 
target population is local passengers who traveled locally or internationally in 2021. 
According to estimates, their size in 2021 was 4.93 million (The Global Economy, 2021). 
The minimum sample size for this population using Rao Soft comes to 387. However, we 
intercepted 500 passengers and received 480 questionnaires. 

Scale and Measures 
Zikmund et al. (2020) assert that scales and measures are important determinants of 

research. They allow researchers to ensure that the collected data are accurate, reliable, 
and valid (Sekaran & Bougie, 2020). We measured the respondents’ responses on the 
5-point Likert Scale.  “One shows a low agreement, and five suggest a high agreement.” 
Table 1 summarizes the data related to the adopted questionnaire. 

Table 1: Scale and Measures
Constructs	 Sources	 Internal Consistency	 Items 
		  in Past Studies
Low-Cost Carrier 	 Singh and Kapoor (2017)	 0.783  to 0.780	 5
Price 	 Özdemir and Şimşek (2017)	 0.774 to 0.795	 5
Access of Passengers 	 Singh and Kapoor (2017)	 0.766 to 0.832	 7
Technological Efficacy 	 Venkatesh and Davis (2000)	 0.770 to 0.801	 6
Passenger Loyalty 	 Chen and Chen (2017)	 0.779 to 0.886	 7
Airline Reputation	 Kim and Lee (2022)	 0.713 to 0. 856	 6
Airline Safety 	 Bravo and  Vieira (2019)	 0.786 to 0. 832	 6
Passenger Satisfaction	 Chen & Chen, 2022)	 0.801 to  0.888	 6
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Statistical Analysis 
We have used Smart PLS for statistical analysis. Researchers prefer this software to 

others due to its unique combination and benefits (Radomir & Ringle, 2022). Moreover, 
Smart PLS can handle large data sets and analyze multiple-group data (Ringle & 
Sarstedt, 2022). Furthermore, it offers extensive reporting options and facilitates a clear 
and concise presentation of results (Hair et al., 2022).

Results 

Respondent Profile 
Table 2 depicts the respondents’ profile in terms of “gender, marital status, age, 

educational level, and income level.”

Table 2:  Demographics 
Demographic 	 Category	 Percentage
Gender	 Male 	 57%
	 Female	 44%
Marital Status 	 Single 	 43%
	 Married 	 54%
	 Divorced 	 10%
Age	 Up to 20 Years	 37%
	 21 to 30  Years 	 33%
	 31 to 40 Years	 20%
	 41 to 50 Years	 10%
	 51 Plus Years 	
Education level	 Martic 	 12%
	 Inter 	 35%
	 Diploma 	
	 Bachelors 	 45%
	 Master 	 8%
Income 	 Up to Rs.50,000	 7%
	 Rs.51,000 to Rs.100,000	 18%
	 Rs.101,000 to Rs.150,000	 39%
	 Rs.151,000 to Rs.200,000	 19%
	 Rs.200,000 Plus	 17%

Measurement Model
A measurement model operationalizes the constructs and ensures they accurately 

capture the underlying concepts (Hair et al., 2022). It also generates results related 
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to the “reliability and validity of the indicators, individual item loadings, composite 
reliability, and average variance extracted (AVE)” (Kock, 2022). It lays the foundation for 
the structural model, leading to a meaningful conclusion (Sarstedt et al., 2022). Figure 2 
depicts the measurement model.

Figure 2: Measurement Model

Convergent Validity
Table 3 shows results related to the convergent validity. It shows loadings of indicator 

variables, the AVE values and composite reliability of the constructs.

Table3 Construct Reliability 
Constructs	 Items 	 Loading	 AVE	 C. Reliability
Price	 PR1	 0.913	 0.891	 0.919
	 PR2	 0.873		
	 PR4	 0.881		
	 PR5	 0.923		
Access to Passenger	 AP1	 0.772	 0.606	 0.885
	 AP2	 0.775		
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	 AP3	 0.799		
	 AP4	 0.772		
	 AP7	 0.773		
Technological Efficacy	 TE1	 0.740	 0.585	 0.894
	 TE2	 0.795		
	 TE3	 0.826		
	 TE5	 0.724		
	 TE6	 0.765		
Passenger Loyalty	 PL1	 0.765	 0.606	 0.915
	 PL2	 0.800		
	 PL4	 0.819		
	 PL5	 0.739		
	 PL6	 0.825		
	 PL7	 0.768		
Airline Reputation	 AR1	 0.847	 0.661	 0.921
	 AR2	 0.800		
	 AR3	 0.859		
	 AR5	 0.810		
Airline Safety	 ARS1	 0.848	 0.681	 0.895
	 ARS3	 0.822		
	 ARS4	 0.849		
	 ARS5	 0.779		
Passenger Satisfaction	 PS2	 0.837	 0.661	 0.907
	 PS3	 0.782		
	 PS4	 0.795		
	 PS5	 0.838		
	 PS6	 0.811		
Low-Cost Carrier 	 LCCs.1	 0.800	 0.741	 0.935
	 LCCs.2	 0.896		
	 LCCs,3	 0.882		
	 LCCs.4	 0.882		
	 LCCS.5	 0.842		

The results show that the factor loading of all indicator variables is at least 0.724 
(Cooper & Schindler, 2020).  The AVE values cross the threshold levels of 0.500, and the 
composite reliability values are greater than 0.885. Thus, we inferred “that the constructs 
fulfill the requirement of convergent validity” (Sekaran & Bougie, 2020). 
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Discriminant Validity 
Assessing the discriminant validity of the constructs is essential (Henseler et al., 2025). 

Otherwise, it may distort the results (Rönkkö & Cho, 2022). The discriminant validity 
based on Fornell and Larcker's (1981) Criteria has certain limitations. Therefore, we have 
assessed it using two methods: (i) Fornell and Larcker's (1981) criteria and (ii) HTMT ratio. 
Table 4 shows that “AVE square values exceed Pearson Correlation Values.” Table 5 shows 
“that HTMT values are less than 0.850” (Henseler et al., 2025). Thus, the results of both 
methods “confirm that the constructs are unique and different.”      

Table 4: Discriminant Validity (Fornell and Larcker, 1981 Criteria) 
Constructs	 AP	 AR	 ARS	 PR	 LCCS	 PL	 PS	 TE
Access to Passengers 	 0.778							     
Airline Reputation 	 0.739	 0.813						    
Airline Safety 	 0.620	 0.713	 0.825					   
Price 	 0.622	 0.597	 0.384	 0.890				  
Low-Cost Carrier 	 0.705	 0.745	 0.628	 0.575	 0.861			 
Passenger Loyalty 	 0.741	 0.736	 0.741	 0.615	 0.767	 0.779		
Passenger Satisfaction	 0.723	 0.761	 0.615	 0.597	 0.704	 0.784	 0.813	
Technological Efficacy 	 0.727	 0.753	 0.599	 0.629	 0.759	 0.743	 0.735	 0.765

Table 5: Discriminant Validity (HTMT Ratio)
Constructs 	 AP	 AR	 ARS	 PR	 LCCS	 PL	 PS	 TE
Access to Passengers 	 -							     
Airline Reputation 	 0.853							     
Airline Safety 	 0.727	 0.813						    
Price 	 0.727	 0.673	 0.433					   
Low-Cost Carrier 	 0.804	 0.903	 0.706	 0.642				  
Passenger Loyalty 	 0.854	 0.927	 0.853	 0.697	 0.845			 
Passenger Satisfaction	 0.845	 0.855	 0.698	 0.686	 0.901	 0.880		
Technological Efficacy 	 0.972	 0.852	 0.693	 0.722	 0.853	 0.840	 0.843	 -

R Square Value
The R² value indicates the predictive power of the Model. Table 6 shows that R square 

values for low-cost carrier and passenger satisfaction are 0.764 and 0.684, respectively, 
suggesting good predictive powers (Kock, 2022).
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Table 6: R Square Values 		
Dependent Variables 	 R-Square	 R-Square Adjusted
Low-Cost Carriers 	 0.768	 0.764
PS	 0.689	 0.684

Structural Model
A well-specified structural model is important as it validates the theoretical 

framework and identifies key outcomes (Radomir & Ringle, 2022). It also shows t-values 
and structural relationships (Kock, 2022). Figure 3 depicts the structural model.

   

Hypothesis Results
Table 7 shows the results of six direct Hypotheses and six mediating Hypotheses. It 

also shows the hypotheses' beta, t-values, and p-values. 

Table 7: Hypotheses Results 
Hypothesis	 Beta	 t-value	 p-value	 Results
 Price  -> Low Cost Carriers (H1)	 0.214	 4.367	 0.969	 Accepted
Access of Passenger  -> Low-Cost Carriers (H2)	 0.314	 3.268	 0.343	 Accepted
Tech. Efficacy  -> Low-Cost Carriers (H3)	 0.215	 4.767	 0.000	 Accepted
P.  Loyalty -> Low Cost Carriers (H4)	 0.125	 3.678	 0.661	 Accepted
Airline Reputation -> Low Cost Carriers( H5)	 0.402	 4.240	 0.000	 Accepted
Airline Safety  -> Low-Cost Carriers (H6)	 0.008	 0.098	 0.922	 Rejected 
Price  -> P. Satisfaction -> Low-Cost Carriers (H7)	 0.118	 3.672	 0.098	 Accepted 
Access of Pas.-> P. Satisfaction -> Low-Cost Carriers (H8)	 0.043	 2.452	 0.014	 Accepted
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T. Efficacy -> P. Satisfaction -> Low-Cost Carriers (H9)	 0.202	 4.187	 0.001	 Accepted
P. Loyalty -> P. Satisfaction -> Low-Cost Carriers (H10)	 0.117	 3.541	 0.000	 Accepted
A. Reputation R -> P. Sat. -> Low-Cost Carriers (H11)	 0.071	 2.175	 0.030	 Accepted
A. Safety -> P. Sat. -> Low-Cost Carriers (H12)	 0.004	 0.122	 0.903	 Rejected

The results support five direct hypotheses (H1, H2, H3, H4, and H5), but they do not 
support Hypothesis 6. In the context of mediating, we found support for five Hypotheses 
(H7, H8, H9, H10, H11) but not for Hypothesis 12.

Discussion and Conclusion 

Discussion 
We “found that price positively affects attitude towards LCCs.” Many studies 

highlighted that “air travel prices positively affect attitudes toward LCCs” (Nurhidayat 
et al., 2023). Passengers in developing countries like Pakistan are highly price-sensitive 
(Du et al., 2024). If an airline's fares change slightly, they will switch to other carriers 
(Syahailatua et al., 2022). On the contrary, researchers believe that before making 
buying decisions, passengers compare the prices with the quality of services, amenities, 
and flexibility. If they feel the price gives them more value for the money, they will buy 
the ticket irrespective of the price (Karaağaoğlu & Gündüz, 2023). 

We “found access of passengers positively affects attitude towards LCCs.” Researchers 
argue that passengers' attitudes toward carriers profoundly depend on many factors, 
including “convenient access to airports, transportation options, and booking processes” 
(Nurhidayat et al., 2023). Moreover, travelers choose LCCs that are easily accessible, as 
they reduce and save time (Gualini, 2024). Furthermore, travelers are more attracted 
to an airline whose booking system is user-friendly (Herjanto et al., 2022). Besides the 
above-discussed facilities, technology and online booking systems positively affect 
passengers' attitudes toward LCCs (Nurhidayat et al., 2023).

We “found that technological self-efficacy positively affects attitude towards the 
LCCs. “Technological self-efficacy refers to individuals’ ability to use digital technology 
(Capistrano et al., 2023). Thus, passengers with high technological self-efficacy would 
have a positive attitude toward LCCs (Chow et al., 2022). Padmaningrum et al. (2024) 
noted that LCCs can reduce costs by digitally offering online facilities such as booking, 
check-in, and other travel arrangements (Islam, 2023). However, researchers believe that 
passengers who are comfortable using technology appreciate these online facilities 
(Ogegbo et al., 2024).  On the other hand, passengers with low technological self-
technology prefer personalized services (Nyman et al., 2022). Therefore, their attitudes 
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toward online facilities would be low (Wachukwu et al., 2023).  

We “found passenger loyalty positively affects attitude towards LCCs.” Maulana 
et al.  (2024) noted that consumers with a pleasant experience with LCCs are more 
loyal to them (Karaağaoğlu & Gündüz, 2023). Moreover, LCCs that offer rewards and 
frequent flyer benefits increase passengers' loyalty (Erdağ et al., 2024). Furthermore, 
passengers' perception of belonging to an LCC increased their loyalty (Herjanto et al., 
2022). Additionally, passengers' loyalty toward an LC depends on “price, convenience, 
and service quality.” (Kethüda et al., 2023). These aspects individually and collectively 
positively affect passenger attitudes towards LCCS.

We “found airline reputation positively affects attitude towards LCCs.” Researchers 
believe that “reliable and trustworthy” LCCs increase their reputation (Chand et al., 2024).  
Consequently, passengers develop a positive attitude towards such LCCs (Herjanto et al., 
2022). Moreover, researchers assert that passengers develop a positive attitude towards 
LCCs with a strong reputation for “customer service and overall quality” (Chang & Ku, 
2023). In contrast, passengers would have negative attitudes toward LCCs with poor 
reputations despite offering lower prices than competitors (Kim & Hwang, 2023). 

We “found air safety insignificantly affects attitude towards the LCCs.” Many 
antecedents affect passengers' attitudes toward LCCs. However, studies have noted 
that airline safety is the most important antecedent (Koharudin & Simarmata, 2024). 
Moreover, LCCs with a strong safety reputation increase passengers' confidence, leading 
to positive attitudes toward them (Thongkruer & Wanarat, 2023). On the other hand, 
safety concerns adversely affect passengers' attitudes toward LCCs, even if they offer 
lower fares than competitors (Herjanto et al., 2022). Researchers noted that airlines that 
compromise on safety to reduce costs would promote negative attitudes (Chand et al., 
2024).

We “found passenger satisfaction mediates price and attitude towards LCCs.” 
Koharudin and Simarmata (2024) assert that passengers’ perception of the price of LCCs 
being reasonable and fair positively affects their satisfaction (Karaağaoğlu & Gündüz, 
2023). As a result, this satisfaction enhances passengers' attitudes toward LCCs (Chand 
et al., 2024). On the other hand, if passengers believe that the prices of LCCs are too high, 
it will reduce their satisfaction, leading to negative attitudes toward LCCs (Du, 2024). 

We “found passenger satisfaction mediates access of passengers and attitude towards 
LCCs.” Researchers believe that enhancing passengers' access to LCCs can increase their 
satisfaction (Erdağ et al., 2024). Passenger access includes “ease of booking, convenient 
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flight schedules, and affordable fares.” All of these factors individually and collectively 
affect passenger satisfaction (Karaağaoğlu & Gündüz, 2023). Thus, when passengers 
experience high access levels, their satisfaction increases (Xue & Ylagan, 2024). As a 
result, their attitudes towards LCCs increase positively (Bagwell & Kellerman, 2023). 
On the other hand, limited access reduces passengers’ satisfaction levels, leading to 
negative attitudes toward LCCs (Lin, 2022).

We “found passenger satisfaction mediates technological self-efficacy and attitude 
towards LCCs.” Technological self-efficacy refers to individuals’ ability to use digital 
technology (Brents Jr et al., 2024). Thus, passengers with high technological self-efficacy 
would be more satisfied, leading to a positive attitude toward LCCs (Aamir et al., 2023). In 
contrast, Kim and Cho (2024) assert that passengers with low technological self-efficacy 
would be less satisfied, leading to negative attitudes towards LCCs (Fuyane, 2021). 

We “found passenger satisfaction mediates passenger loyalty and attitude towards 
LCCs.” Airline passengers with positive experiences with LCCS are loyal to them (Angulo-
Cabanillas, 2024). Thus, researchers believe this satisfaction enhances passenger loyalty 
and increases their attitudes toward LCCs (Pan & Truong, 2021). On the other hand, 
passengers with low loyalty toward LCCs are often not satisfied (Aamir et al., 2023). As 
a result, they develop low attitudes toward LCCs (Wungrotjanarut, 2020). Many past 
studies noted that loyalty, directly and indirectly (through satisfaction), affects attitudes 
toward LCCs (Kim & Cho, 2024). 

We “found passenger satisfaction mediates airline reputation and attitude towards 
LCCs.” Researchers assert that passengers are satisfied with highly reputed LCCs 
(Koharudin & Simarmata, 2024). This satisfaction leads to positive attitudes toward 
LCCs (Karaağaoğlu & Gündüz, 2023). In contrast, passengers are dissatisfied with poorly 
reputed LCCs (Dike et al., 2024), resulting in negative attitudes toward LCCs (Bagwell & 
Kellerman, 2023). 

We “found passenger satisfaction insignificantly mediates airline safety and attitude 
towards LCCs.” Koharudin and Simarmata (2024) assert that customers are highly 
satisfied with LCCs with a reputation for safety (Bagwell & Kellerman, 2023).  As a result, 
this positively affects their attitudes toward LCCs (Erdağ et al., 2024). On the contrary, 
passengers are unsatisfied with LCCs’ poor safety record (Herjanto et al., 2022). This 
dissatisfaction leads to a negative attitude toward LCCs (Bagwell & Kellerman, 2023).
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Conclusion
Airlines worldwide have launched LCCs to make traveling more affordable for those 

who cannot afford high travel costs. LCCs also increase airlines' viability, contribute 
significantly to economic development, and generate employment. This study has 
proposed and tested six direct and six mediating hypotheses. We collected the data from 
local Pakistani travelers. We found that “low prices, access of passengers, technological 
efficacy, passenger loyalty, and airline reputation positively affect attitudes toward 
LCCs.” The study highlighted that airline safety insignificantly affects attitudes toward 
LCCs. We also “examined the mediating role of passenger satisfaction between the 
above antecedents and attitudes towards” LCCS. The study accepted all the mediating 
relationships except Hypothesis 12: “Passenger satisfaction mediates airport safety and 
attitudes towards LCCs.”

Implications
The pricing strategy of low-cost carriers (LCCs) has disrupted the conventional 

aviation industry’s business model (Nurhidayat et al., 2023). LCCs offer significantly lower 
fares, attracting price-sensitive customers and stimulating demand (Du et al., 2024). The 
traditional carriers must reduce fares to remain competitive (Syahailatua et al., 2022). The 
increased access to passengers by LCCs has increased the demand for budget-conscious 
and leisure travelers (Karaağaoğlu & Gündüz, 2023). As a result, the LCCS market has 
increased significantly in recent years (Kanrak et al., 2024). The traditional airline has 
also adopted LCC’s business model to remain competitive by offering budget-friendly 
options and altering route networks to compete (Kaffash & Khezrimotlagh, 2023).

   
The technological self-efficacy of  LCCs has streamlined processes, reduced costs, and 

increased customer engagement (Capistrano et al., 2023). Traditional carriers must also 
focus on technological self-efficacy to reduce costs and stay competitive (Chow et al., 
2022). By adopting passenger loyalty programs, LCCs have become highly competitive 
(Ogegbo et al., 2024). Their revenues have increased significantly and achieved long-
term sustainability (Nyman et al., 2022). Thus, traditional airlines must also improve their 
loyalty programs to attract and retain customers (Wachukwu et al., 2023).  

In recent years, LCCs have built a strong reputation for reliability and efficiency (Chand 
et al., 2024). As a result, they receive good reviews from the satisfied customers (Herjanto 
et al., 2022). Traditional airlines must improve their reputation to remain competitive 
(Chang & Ku, 2023).  Researchers believe a strong safety record reinforces passengers' 
confidence and increases loyalty (Kim & Hwang, 2023). Thus, while cost-cutting, airlines 
must not ignore safety protocols, crew training, and aircraft maintenance (Shrago, 
2024).  Past studies suggest that a single safety incident can tarnish airlines' reputations 



193

Market Forces
College of Management Sciences

Volume 19, Issue 2
December 2024

and trigger regulatory scrutiny (Lee et al., 2022).

Limitations and Future Research 
The study used six antecedents: “prices, access of passengers, technological efficacy, 

passenger loyalty, airline reputation, and airline safety.” Other studies may incorporate 
antecedents such as “Low fares, limited amenities, single-class seating, and point-to-
point routes in their studies.” We used “passenger satisfaction” as the mediator.” Other 
studies may use “airline management, crew scheduling, and revenue management as 
mediators.” We did not use any moderator; other studies may use “operation managers, 
customers’ services and quality control as moderates.” We focused on local passengers. 
We advise others to focus on international travelers. 
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Annexure 1
Constructs and Items Used in the Study
Low-Cost Carriers (LCCs) 
LCCs1. The ticket prices of LCCs are reasonable
LCCs2.  LCCs offer convenient flight schedules
LCCs3. The check-in process for LCCs is efficient.
LCCs4. The customer service of LCCs is responsive and helpful.
LCCs5. The overall experience with LCCs is satisfying
Price 
PR1. The ticket prices of LCCs are affordable.
PR2. LCCs offer competitive pricing compared to traditional airlines
PR3. The extra charges for services (e.g., baggage, food) on LCCs are reasonable.
PR4. I am willing to pay a premium for additional services on LCCs.
PR5. The price transparency of LCCs is satisfactory.
Access to Passenger 
AP1. LCCs provide easy access to booking and purchasing tickets online. 
AP2. The check-in process for LCCs is convenient and accessible.
AP3. LCCs offer accessible and affordable transportation to a wide range of destinations. 
AP4. The airport facilities and services provided by LCCs are accessible and convenient.
AP5. LCCs provide clear and accessible information about their services and policies. 
AP6.  LCCs offer accessible and convenient payment options.
AP7.  Overall, I find LCCs accessible and convenient for my travel needs.
Technological Efficacy
TE1. I am confident that by using technology, I can complete tasks efficiently.
TE2. I can quickly learn new technologies and adapt to changes.
TE3. I am effective in using technology to communicate with others.
TE4. I can troubleshoot technical issues and find solutions.
TE5. I am comfortable using technology to access and manage information.
TE6. Overall, I believe I am technologically proficient and effective.
Passenger Loyalty 
PL1. I am likely to choose this airline for my next flight.
PL2. I am satisfied with the overall service provided by this airline.
PL3. I feel a strong sense of loyalty to this airline.  
PL4. I will pay a premium to fly with this airline. 
PL5. I recommend this airline to friends and family. 
PL6. I am committed to continuing to use this airline's services. 
PL7. Overall, I am extremely loyal to this airline. 



195

Market Forces
College of Management Sciences

Volume 19, Issue 2
December 2024

Airline Reputation 
AR1. This airline has a strong reputation for safety.
AR2. I know his airline for its high-quality service. 
AR3. This airline is reliable and punctual. 
AR4. This airline has a good reputation for handling customer complaints. 
AR5. I perceive this airline as a leader in the industry.
AR6. Overall, this airline has a positive reputation.  
Airline Safety Bravo and  Vieira (2019)
ARS1. This airline prioritizes safety above all else.
ARS2. I feel safe when flying with this airline.
ARS3. This airline has a good safety record.
ARS4. This airline’s crew is well-trained and prepared for emergencies
ARS5. The aircraft is well-maintained and in good condition.
ARS6. Overall, I trust this airline to ensure my safety.
Passenger Satisfaction
PS1. I am satisfied with the overall service provided by this airline.
PS2.  The check-in process was efficient and convenient.
PS3. The flight attendants were friendly and attentive.
PS4. The aircraft was clean and well-maintained. 
PS5. The in-flight entertainment options were satisfactory. 
PS6. Overall, I am satisfied with my travel experience with this airline.
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