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Abstract

Purpose: The study examined the effect of airport marketing attributes on word of mouth
communication at the Sam Mbakwe Airport, Owerri, Imo State, Nigeria.

Design/Methodology: The descriptive survey research had a dataset of 150 domestic
passengers found at the Sam Mbakwe Airport, Owerri during the study period in November,
2019. A well structured questionnaire containing 14 items in addition to 4 demographic
items was used to elicit data from the respondents. With the help of SPSS, the data gathered
was utilised to validate the model developed for the study empirically through statistical tests.

Findings: The inferential statistical analysis revealed that airport terminal facilities and
airport security and safety had significant effect on passengers’ word of mouth
communication.

Originality: The recognition of airport terminal facilities and airport security and safety as
marketing attributes having effect on passengers’ behavioural intentions constitute a novel
contribution in the context of Nigerian tourism industry.

Practical Implications: The provision of airport facilities, safety and security measures
which are part of the total tourism product could overwhelm governmental budgetary
allocations. The appropriate level of government could seek and establish Public-Private
Partnership (PPP) arrangement with suitable local and international venture partners with a
view to building and maintaining competitive airport infrastructure and security apparatus
with the aim of enhancing air passengers’ satisfaction which is capable of promoting
passengers’ word of mouth communication.

Keywords: Airport infrastructural facilities, Airport security and safety, Venture partners,
Word of Mouth Communication
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Introduction

Air transportation is one of the components of the tourism product which is available at both
the tourism generating region and tourism destination region. Like other tourism industries,
air transportation is service oriented (Adeniran & Fadare, 2018) and is driven by advanced
technological processes and safety measures (Appelbaum & Fewster, 2003). As a service
oriented industry, great emphasis is placed on customer satisfaction as a condition for
survival for the civil aviation industry.

The quest for enhancement of customer satisfaction places a demand for managers of airports
and airlines to seek and have a better understanding of their respective target markets’
perception of the quality of service deliverable by the service providers in the civil aviation
industry. This in necessitated by the high level competitiveness, high passenger volumes,
forces of globalisation and other changes in the air transportation business that characterise
the civil aviation industry (Bezerra & Gomes, 2015).

Empirical evidence suggest, that service quality is studied in the industry through the prism
of two settings: the airport and in flight service settings (Chen & Chang, 2005). The first
setting describes the quality of service rendered by the airport management, while the latter
describes the quality of service which the various domestic and foreign airlines render to their
passengers who constitute the bulk of their customers.

Within the context of an airport as a physical evidence of air operations, several scholars
(such as Adeniran, & Fadare, 2018; Moon, Yoon, & Han, 2016) have examined the effect of
airport service quality and physical environment on passengers’ behavioural intentions. On
the other hand, within the context of in flight service, several empirical studies (such as
Oluyisola, George-Kayode, & Ajayi, 2019; Wong & Musa, 2011) have also studied the effect
of service quality on passengers’ behavioural responses to airlines’ service delivery. For this
current study, the research setting is the airport which serves as a physical evidence.

Previous studies had examined the effect of certain airport attributes on passengers’
behavioural intentions in various market and behavoural contexts. Few examples include:
airport operations efficiency in Nigeria (Barros, Wanke, Nwaogbe & Azad, 2017; Nwaogbe,
Ogwude & Ibe (2017); service quality and passengers’ satisfaction in Nigeria (Adeniran &
Fadare, 2018), airport security and passenger satisfaction in Turkey (Giires ,Y1lmaz, Arslan,
Durmuscelebi, Yiiksel, & Unsal, 2017), airport security and safety and passenger
satisfaction in Kenya (Njoroge & Iraki, 2017).

To our knowledge, there is no empirical evidence to show how airport terminal facilities and
security and safety influence passengers’ word of mouth communication in the air
transportation market segment of the tourism sector in Nigeria. The focus of this current
empirical study is to contributeto knowledge by filling this apparent gap. In the light of the
foregoing, the objective of the study was to investigate the effect of airport marketing
attributes on passengers’ word of mouth communication at the Sam Mbakwe airport, Owerri,
South-East, Nigeria.
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Conceptual Review and Research Model
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Figure 1: Airport Marketing Attributes and Word of Mouth Communication Model

The research model demonstrates that airport terminal facilities and airport security and
safety are the two dimensions used in investigating the effect of airport marketing attributes
on domestic passengers’ word of mouth communication at Sam Mbakwe Airport, Owerri.

Airport Marketing Attributes

Page (2009) recognised transportation as one of the most important components that
contribute to the success of the tourism industry at a global scale. Air transportation is one of
the segments that make up the transportation system with the airport serving as its takeoff and
landing point. In marketing literature, the airport is regarded as the service environment in
addition to the airline itself. The target market for air transportation, consist of people in the
high echelon of the society, with unique lifestyle and expectations.

Taking cognizance of technology advancements, contemporary air travelers are very
demanding in every way imaginable. In addition to the quest for maximum value for their
money, both domestic and international air passengers also evaluate airport service attributes
and airport environment. The marketing response of airport management in this regard is to
seek ways to enhance the service quality level through airport modernization investment and
terminal renovations (Bogicevic, Yang, Cobanoglu, Bilgihan, & Bujisic, 2016). It is on this
note, that national governments are engaging in concessionary arrangement as a strategic
imperative aimed at enhancing the marketing capabilities of airports. In Nigeria, the Murtala
Muhammed International Airport (MMAZ2), is the only concessioned airport terminal
(Adeniran & Fadare, 2018) in the country.

It is based on the foregoing that, Gee (as cited in Bogicevic, et al., 2016, p.122) noted that a
new trend in airport management is to "treat passengers as customers” and to design and
develop the airport environment in such a way that its atmosphere offers “a sense of place”.
This understanding necessitate the concept of airport marketing attributes which defines
those airport attributes that are capable of eliciting passengers’ emotions and behavioural
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intentions. This current study considers two of such marketing attributes: airport terminal
facilities and airport security and safety.

Airport Terminal Facilities: Airport terminal facilities connote the physical environment
where a typical airport renders services to its customers. The following facilities are usually
provided at an airport: tourist information, car parks, entertainment (shops, including duty-
free, restaurants, cafes, bars), Passenger Information on; land-based travel, waiting rooms,
children rooms, rooms for mothers and children, provision for disabled passengers, lost-but-
found service, luggage office, medicine service, post service, banks, ATM, etc. At
destinations of international repute, airports facilities are designed to cater for a mix of
passengers: leisure, business, long haul, and short haul, full cost, low cost, domestic, and
international. The needs of the passengers, workers, and visitors are the factors that constrain
the design of airport terminals (Edwards, 2005).

Adequate and relevant facilities at an airport will among other things make the waiting time
of the passengers at the airport to be very comfortable. The foregoing suggest that, the
provision of terminal facilities that are appealing to the passengers is a critical and reasonable
and economic objective to be taken seriously by the operators of an airport. Extant literature
reveals that the impact of the physical environment on consumers especially in service
settings has elicited much attention from scholars (Lin & Liang, 2011; Bitner, 1990; Ha &
Jang, 2010; Hul, Dube, & Chebat, 1997; Ryu & Han, 2011; Baker, 1987; Ryu & Jang, 2007;
Turley & Milliman, 2000; Wakefield & Blodgett, 1996), possibly as a result of its effect on
passengers’ behavioural intentions, customer emotions and positive responses in various
facets of tourism and hospitality industry.

Airport Security and Safety: The deadly attacks on the United States of America (USA) of
September 11, 2001, raised the consciousness of air travel stakeholders towards airport
security and safety. Just like any other business premises, an airport needs the protection of
normal security services such as traffic control, crime prevention and fire extinguishments.
Edwards (2005) noted that three main ways by which airport maintain security are space
syntax, surveillance, and territoriality. Other security and safety measures common with
airports include; trained, practiced personnel, proven equipment, well-thought out document
procedures, etc.

Positive Word of Mouth (WOM) Communication

Word of mouth communication connotes “talking about products and services between
people apart from companies’ advertisement for products or services. These talks can be
mutual conversations or unilateral advices and suggestions” (Maisam & Mahsa, 2016,
p.20).As noted by Odor, and Ekeke (2019, p.25) word of mouth has “gained reputation and
recognition as a veritable source of communication. It is regarded as a source of information
that is free of commercial value to the customer and does not cost the benefiting firm any
financial costs”. Sen & Lerman (2007, p.77) defined WOM as “a face-to-face conversation
between consumers about a product or service experience”. The essential characteristic of
WOM s that its source is independent from the benefiting organization and therefore does
not have any commercial interest in providing the information or knowledge shared during
the interaction. This explains why it is common among family, friends, neighbours and
acquaintances (Bansal & Voyer 2000). It is on the basis of the foregoing that the
communication process is considered more credible than firm-generated information (Arndt,
as cited in Lo’ pez & Sicilia 2013).
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Empirical Review and Hypotheses Development

Airport Terminal Facilities and Passengers’ Word of Mouth Communication

At the Jomo Kenyatta International Airport, Kenya, Njoroge and Iraki (2017) investigated the
effect of service quality on customer satisfaction. The study used integrated elements of the
22 item SERVQUAL scale developed by Parasuraman et al. (1988) to conduct the
quantitative research. The population of interest were 280 departing international travellers
found at the airport on the days the questionnaires were administered. The findings show that,
atmosphere, state of being safe, ease of way finding, facilities for people with reduced
mobility and the availability of leisure rooms, were considered the most significant elements
in the passengers’ positive experience while at the airport.

In Nigeria, Adeniran and Fadare (2018) utilised SERVQUAL mode to examine passengers’
satisfaction and service quality in the domestic terminal of Murtala Muhammed Airport
(MMA?2), Lagos. The study which sampled 120 domestic passengers through purposeful
sampling technique showed that the respondents were only satisfied with only the reliability
attribute.

The physical environment of a service brand such as an airport is capable of enhancing the
customers' and employees' internal responses such as cognition and emotion as well as
external behavioural responses such as brand loyalty and re-patronage. The important issue is
that all the measurable physical factors are such that the service firm can control (Bitner,
1990; Moon, et al., 2016). This implies that in the case of an airport, the owners/managers are
expected to understand and provide the type of physical environment that is capable of
enhancing positive behavioural responses from their customers such as word of mouth
communication. We can therefore hypothesize that;

H1: Airport terminal facilities have significant effect on passengers’ word of mouth
communication in Owerri, Imo State.

Airport Safety and Security and Passengers’ Word of Mouth Communication

In Turkey, Giires, et al. (2017) investigated the effect of security practices at airports on
European passengers’ satisfaction. The results showed a meaningful relationship between the
evaluations of the passengers towards security services at the airports and their satisfaction
level. Another result showed that evaluations of the passengers towards security services at
the airports and their satisfaction level differ according to the flight frequency.

At an international European airport, Ceccato and Masci (2017) studied patterns of
passenger's satisfaction with their safety based on a 2014-2015 airline passenger survey on
safety. The result showed that passengers were not satisfied with their perceived safety, while
they were less satisfied with the following facilities and services: airport entrances, security
checkpoints, boarding areas, toilets, and restaurants.

Airport security and safety measures are expected to protect all stakeholders (passengers,
airport and airline employees, the public) from hijackings, armed attacks and bombing(Flynn
& Koosatka, 2005). As argued by the Australian Bureau of Transport Safety (ABTS, 2009),
organisations operating in the aviation industry are enhancing their competitive advantage
through the creation of favaourable brand image in the minds of their various publics and
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customers by portraying themselves as firms that care for their safety. Air passengers will
prefer to travel through airports that they perceive to be safe from harm. The fact that security
and safety perception of the airport peoples’ choices and behaviours (Kinnaird, 1996) makes
it a very important attribute that should not be ignored by airport owners and managers.

From the foregoing, we can hypothesize that,

H2: Airport security and safety have significant effect on passengers’ word of mouth
communication in Owerri, Imo State.

Research Methodology

Research design: Descriptive research design was adopted for the empirical study. The
survey method is the appropriate design because the research requires collection of data that
deal with attitude, preference, behaviour and perception of domestic airline passengers with a
focus on the factors that determine word of mouth communication. Also, the research design
allows the researcher to hypothesise several variables in measurable relationships.

Sample and data collection: The target population for the study were domestic airline
passengers travelling through the Sam Mbakwe Airport Owerri on the days the questionnaires
were administered at the airport. The total population was unknown and therefore
necessitated the use of Freund and William’s formula for sample size determination from
unknown population. A sample size of 150 was determined from the process. A well-
structured questionnaire was used to generate data from the respondents. The intercept survey
method was used with the advantage of speed and cost effectiveness, while the sampling
method adopted was the judgmental sampling technique. Out of a total of 150 questionnaires
distributed, 129 were retrieved and they all proved useable and were subjected to data
analysis.

Measurement Instrument and Questionnaire design

The questionnaire was the major instrument for data collection. Extant literature provided the
sources of items used. However, in order to conform to the current study’s research purpose
and context. The two dimensions of airport marketing attributes were measured using items
adapted from sources as follows; airport terminal facilities (Adeniran & Fadare 2018) and
airport security and safety (Carr 2001; George, 2003). The four items used for word of mouth
communication were adapted from Bansal, and Voyer, (2000).All the measurement items
were measured on a five-point Likert-type scale anchored by: Strongly Disagree [SD](1),
Disagree [D](2), Agree [A](3), Agree fairly strongly(4) and Strongly Agree [SA](5) to
express the degree of agreement with the items or otherwise.
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Research Results

Reliability Analysis

Table 1 Reliability Statistics

Cronbach's N of Items
Alpha

.991 14

Table 1 above shows that Cronbach Alpha was used to ascertain the reliability of the 14-item
research instrument. The value of the Cronbach Alpha is .991. This value is above the
threshold value of .7 suggested by Nunnally and Bernstein (1994). With this result, the
internal consistency of the instrument was confirmed and therefore helpful and applicable in
measuring opinions of domestic airline passengers towards word of mouth communication in
the context of marketing attributes of an airport in Nigeria.

Discriminant Validity

Table 2 Correlation Matrix

ATF ASS WOM
ATF 1.000
Correlation ~ ASS .846 1.000
WOM .935 .897 1.000

Table 2 above represents the correlation matrix which is used to determine the discriminant
validity of the study instrument. Hair Jr, Black, Babin, and Anderson, (2010, p.126) defined
discriminant validity as “the degree to which two conceptually similar concepts are distinct”.
Fornell and Larker (1981) are of the view that the descriminant validity occurs if the diagonal
elements are higher than all the off-diagonal elements in their columns and rows. This
requirement is ascertained in Table 2, thus confirming the discriminant validity.

Sampling Adequacy

Table 3 KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 732
Approx. Chi-Square 468.033
Bartlett's Test of Sphericity Df 3
Sig. .000
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Table 3 shows the Exploratory factor analysis performed on 14 exploratory items of airport
marketing attributes and passengers’ word of mouth communication as specified in the
conceptual model in Figure 1 for the conduct of theKMO and Bartlett’s Test. Bartlett’s test
of sphericity is significant at pv=.000 and KMO measure of sampling adequacy is .732
which is far greater than 0.5 that has been suggested as a minimum level by Kasser (as cited
in Wong & Musa, 2010, p. 3417).

Data Analyses

To ascertain the effect of the study dimensions on passengers’ word of mouth
communication, the hypothesized relationships were subjected to statistical analysis using
Multiple regression analysis.

Table 4: Multiple Regression analysis showing the effect of airport terminal facilities and
airport security and safety on passengers’ word of mouth communication.

Table 4 Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .956° 914 .913 .28867

a. Predictors: (Constant), Airport Security and Safety, Airport terminal

facilities

Table 5 ANOVA?

Model Sum of Squares df Mean Square F Sig.
Regression 111.748 2 55.874 670.491 .000"
1 Residual 10.500 126 .083
Total 122.248 128

a. Dependent Variable: Word of Mouth

b. Predictors: (Constant), Airport Security and Safety, Airport terminal facilities
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Table 6 Coefficients?

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) -.351 .082 -4.269 .000
Airport terminal 750 059 618| 12.640|  .000
1 facilities
Airport Security and 398 052 375|  7.663|  .000
Safety

a. Dependent Variable: Word of Mouth communication

Multiple Regression Analysis

Tables 5 and 6 show the multiple regression analysis which discloses that un-standardized beta
(B) of airport terminal facilities and airport security and safety were: (B = 0.750) and (B = 0.398)
respectively, while value of R square = 0.914, F = 670.491&p=.000< 0.05. This specifies that
airport terminal facilities and airport security and safety explain 91.4% variation in word of
mouth communication by domestic airline passengers in Nigeria.

The result of the regression analysis shows that the two marketing attributes of the airport in
influencing airline passengers’ behavioural intentions made significant contribution to explaining
the dependent variable (see Table 5). The two significant factors are: airport terminal facilities (B
= 0.750, p=0.000 < 0.05), airport security and safety (B = 0.398, p=0.000 < 0.05) considering
their respective degree of contribution.

This implies that all the variables made significant unique contribution to the equation.
Therefore the model can be written as:
Word of Mouth communication = 0.750(ATF) + .453(ASS) -.350

The model suggests that by associating any of the two airport marketing attributes with the airport
brand, the empirical model can increase the level of word of mouth communication when other
things remain constant. Accordingly therefore, changes in airport terminal facilities at the airport
can have the biggest influence on level of domestic airline passengers’ word of mouth
communication as its beta co-efficient B = 0.750, p=0.000 < 0.05); is the highest and significant,
followed by airport security and safety, (p = 0.398).
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Testing of hypotheses 1 and 2
Decision Rule

If PV <0.05 Hypothesis is supported

PV >0.05 Hypothesis is not supported
Hypothesis one: The outcome of analysis show that airport terminal facilities had significant
effect on passengers’ word of mouth communication ( = 0.750, p=0.000 < 0.05).

Hypothesis two: The result of analysis show that airport security and safety had significant
effect on passengers’ word of mouth communication ( = 0.465, p=0.000 < 0.05).

The results showed that the two hypotheses were all supported.

Discussion of Results

The results shown in Table 6, provide support for the two hypotheses (H1 & H2) conceived
for the study. Hypothesis 1 showed a significant effect of airport terminal facilities on
passengers’ word of mouth communication ( = 0.750, p=0.000 < 0.05). Therefore, H1 is
supported. This finding is consistent with the findings of Adeniran and Fadare (2018) and
Njoroge and Iraki, (2017).

Hypothesis 2 posited a significant effect of airport security and safety on passengers’ word of
mouth communication. With (B = 0.398, p=0.000 < 0.05), the effect is significant. This result
is consistent with the prediction of H2 and is therefore supported. Thus, a higher level of
airport security and safety provisions by the airport is associated with a high propensity by
airline passengers to recommend the airport to family and friends. This finding is consistent
with the finding of Giires, et al. (2017).

Conclusion and recommendations

The study investigated the effect of marketing attributes (airport terminal facilities and airport
security and safety) on airline passengers’ word of mouth communication. Specifically, two
hypotheses were postulated. To test the hypotheses, data were collected from airline
passengers at Sam Mbakwe airport, Owerri, South East Nigeria. The empirical results
supported all the posited research hypotheses significantly.

An important finding of the study is the fact that airport terminal facilities have stronger
effects on passengers’ word of mouth communication (0.750) than airport security and safety
(0.398). Perhaps this could be due to the fact that passengers come in contact with the
terminal facilities and make use of them more than they do with security and safety measures
which may be hidden from their sight.

In conclusion therefore, the outcome of the research indicates that airport terminal facilities
and security and safety measures at an airport constitute important determinants of
customers’ behavioural intentions, especially passengers’ word of mouth communication. It
is very important for stakeholders in the aviation industry to provide appropriate terminal
facilities and robust security and safety measures at the airport. By and large, the findings of
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this empirical study are expected to have provided purposeful and fruitful implications to
both academicians and practitioners.

Study Implications

On the academic side, this study makes a significant contribution to the tourism marketing
attributes of its composite products marketing literature by systematically testing a
conceptual model of marketing attributes of an airport and how it affects passengers’
behavioural intentions in the Nigerian context. Overall, the current study findings provide
tentative support to the proposition that airport terminal facilities and security and safety
should be recognized as significant antecedents for gaining and sustaining the airport brand
through positive behavioural intentions of the passengers.

On the practitioners’ side, the important influence of the marketing attributes of an airport on
passengers’ behavioural intentions (word of mouth communication) is highlighted. This study
therefore argues that marketers can benefit from the implications of these findings. For
instance, given the robust relationship between the marketing attributes and passengers’ word
of mouth communication g = 0.750, and (p = 0.398) respectively, marketers ought to pay
attention to the provision of airport terminal facilities and security and safety measures in
such a manner that it will appeal to the passengers. For example, by improving the quality of
an airport’s terminal facilities, passengers who are the customers are likely to be satisfied and
perceive much value in the process. Eventually, the passengers will become attached to a
brand that satisfies their needs and they perceive to be trustworthy

However, the provision of airport facilities, safety and security measures which are part of the
total tourism product could overwhelm governmental budgetary allocations especially in
developing countries like Nigeria. The appropriate level of government could seek and
establish Public-Private Partnership (PPP) arrangement with suitable local and international
venture partners with a view to building and maintaining competitive airport infrastructure
with the aim of enhancing air passengers’ perceived value and satisfaction which is capable
of promoting passengers’ word of mouth communication.

Limitations and Future Research

The fact that the sample unit for this study was limited to domestic airline passengers at one
out of the total number of airports in Nigeria, will definitely make it difficult to generalize the
findings. Further research should involve both domestic and foreign airline passengers in all
the domestic and international airports in Nigeria.
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