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Abstract

This thesis explores the private aviation brokerage industry, focusing on customer
experience, perceived value, and personalization. It examines the role of brokers in
providing bespoke air travel services to high-net-worth individuals, emphasizing the
importance of tailored customer experiences in enhancing service value. The study
employs a mixed-methods approach, combining quantitative and qualitative research
to investigate the relationships between customer experience, social context, and
perceived value. Findings suggest that high-quality, personalized services
significantly enhance perceived value and customer loyalty. This research contributes
to both academic discourse and practical applications, offering insights for improving
service standards in the private aviation sector.

Keywords: Private Aviation Brokerage, Customer Experience, Perceived Value,
Personalization, High-Net-Worth Individuals (HNWIs), Service Quality, Customer
Loyalty, Bespoke Air Travel, Luxury Services, Client Satisfaction, Tailored
Experiences
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The private aviation brokerage industry represents a unique and fascinating sector of
the broader aviation market. This thesis was conceived out of a keen interest in
understanding the dynamics that drive customer satisfaction and loyalty within this
niche yet significant industry. Over the course of my postgraduate studies, | have had
the opportunity to delve deeply into the intricacies of private aviation services,
examining how personalized and exclusive experiences can significantly enhance
perceived value.

This work would not have been possible without the support and guidance of many
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invaluable insights, encouragement, and constructive feedback throughout the
research process. | would also like to extend my heartfelt thanks to the industry
professionals who participated in this study, providing essential data and perspectives
that enriched the research findings.

I hope this thesis will contribute to both academic discourse and practical applications
within the private aviation brokerage industry, offering insights that can help redefine
service standards and client experiences in this high-end market. It is my sincere wish
that the findings presented herein will aid industry professionals in their efforts to
meet and exceed the evolving expectations of their discerning clientele.
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Chapter 1: Introduction

The private aviation brokerage industry represents a niche yet significant sector
within the broader aviation market, distinguished by its focus on providing tailored air
travel services to high-net-worth individuals (HNWI), corporations, and other entities
that value privacy, flexibility, and efficiency (Kumar et al., 2022). This industry's
foundation rests on the ability to offer personalized and exclusive experiences that
commercial airlines typically cannot provide.

In private aviation brokerage, the customer experience is paramount. Brokers
prioritize understanding and fulfilling the unique preferences and requirements of
each client. This includes everything from arranging bespoke in-flight amenities to
ensuring rapid, hassle-free boarding processes. The industry thrives on its ability to
deliver a seamless, luxurious, and stress-free travel experience, which is a key factor
in client retention and word-of-mouth referrals, a crucial source of business in this
sector.

The value proposition in private aviation is not just about the luxury of the aircraft or
the convenience of travel. It extends to the intangible benefits such as privacy, time
savings, and the prestige associated with private jet travel. Clients are willing to pay a
premium for these services, not solely for the physical comfort but for the overall
value these services add to their lives, be it through saved time, increased
productivity, or enhanced status.

Personalization is the cornerstone of private aviation brokerage (Lukanova & llieva,
2019). Brokers strive to understand and anticipate client needs, often going above and
beyond to provide customized experiences. This can range from arranging specific in-
flight catering to accommodating last-minute itinerary changes. The industry's ability
to tailor every aspect of the flight experience - from the choice of aircraft to the
onboard amenities - sets it apart from commercial aviation.

In conclusion, the private aviation brokerage industry stands as a testament to the
importance of customer experience, perceived value, and personalization in high-end
service sectors. Its success hinges on delivering unparalleled, tailored experiences that
resonate with the exclusive needs and preferences of its clientele. This industry not
only exemplifies the pinnacle of customer-centric service but also continuously
evolves to meet the ever-changing demands of its discerning customer base.



As of June 2022 (Holmagvist et al., 2020), (Arrigo, 2018), the staggering wealth
concentration within the HNW population, especially the UHNWI segment,
highlights the exigent need for personalized and high-quality service offerings in the
private aviation sector (Shin & Jeong, 2022). This thesis delves into the nuanced
dynamics of private aviation brokerage, a market where quality signals and service
excellence are paramount in mitigating customer uncertainty and fostering positive
purchase inclinations.

Amidst intensifying competition and evolving client expectations, this research aims
to dissect and understand the intricate fabric of client-broker relationships in private
aviation. The thesis is anchored on three pivotal hypotheses, each unraveling a layer
of complexity in the brokerage industry:

1. Hypothesis 1: In private aviation brokerage, the quality of customer
experiences significantly enhances the perceived value of the service.

2. Hypothesis 2: The perceived value of private aviation brokerage services is
significantly influenced by the specific social context of the customer.

3. Hypothesis 3: Personalization of services in private aviation brokerage has a
direct positive effect on customer loyalty.

These hypotheses are designed to investigate the multifaceted nature of client
experiences, the impact of social context on perceived service value, and the potent
role of personalization in cultivating customer loyalty. The study recognizes the
digital transformation within the industry and explores how digital tools and social
media participation can augment the value delivered by brokers. Moreover, it seeks to
uncover the motivations behind customer loyalty, a critical aspect in an industry
where repeat business signifies the pinnacle of service success.

This thesis is structured to provide a comprehensive exploration of these themes.
Following this introduction, Chapter 2 reviews relevant literature, setting the
foundation for the theoretical framework discussed in Chapter 3. Chapter 4 outlines
the research methodology, leading to an in-depth analysis and discussion of the
findings in Chapters 5 and 6. Finally, the thesis concludes with a synthesis of the
insights gained, practical implications for the industry, and recommendations for
private aviation brokers.

In navigating through these chapters, the thesis endeavors to contribute not only to
academic discourse but also to practical applications within the private aviation
brokerage industry. It aspires to offer insights that can redefine service standards and
client experiences, aligning them with the evolving expectations of a discerning
clientele.



Chapter 2: Literature Review

2.1 Overview of the Private Aviation Brokerage Industry

. Introduction

The Private Aviation Brokerage industry serves as a critical nexus between elite
clients and bespoke air travel solutions (Mitchell, 2022). Characterized by its
commitment to luxury, exclusivity, and tailored services, this industry caters to a
discerning clientele, predominantly comprising ultra-high-net-worth individuals.
Brokers in this domain play a pivotal role, orchestrating intricate details of travel
arrangements to ensure seamless, personalized experiences. This industry not only
epitomizes the pinnacle of luxury travel but also continuously evolves to meet the
sophisticated demands of its exclusive market, navigating complex market dynamics
and technological advancements.

Il. Nature and Scope of the Industry

Many different types of brokerage roles exist within this sector, and each one requires
specialized knowledge and skills. Aircraft sales brokers help with sales, charter
brokers arrange flights, and buyer brokers represent people looking to buy an aircraft.
When it comes to private aviation, these roles are crucial for guiding clients through
the complex process and meeting their needs with care and precision.

Private aviation brokers come in many shapes and sizes, and many of them focus on
specific areas of the industry. Some examples of this type of brokers include those
who help executive clients arrange their private flights, those who deal with the
purchase and sale of an aircraft, those who handle a group charter flight like music
bands or sports teams, those who handle cargo deliveries of various products from
perishable goods to livestock and high-value loads and those who handle
emergency/ambulance flights.

Understanding the needs of both clients and operators is crucial for a successful
broker. Focusing on operator selection and relationship management is essential for
providing the best quotes and quick service.

1. Market Dynamics

The market dynamics of private aviation brokerage are shaped by factors such as
economic conditions, technological advancements, and evolving client preferences.
Also, this market is intricately tied to the fluctuations of the global ultra-high-net-
worth (UHNW) population. In 2023, the industry faced a pivotal shift with a noted
decrease in the UHNW population, significantly impacting demand for private
aviation services. Regional wealth trends, particularly in key areas like North
America, Asia, and Europe, showed varying degrees of wealth concentration,



influencing market strategies in these regions. The report by Altrata (Goldberg, 2023)
highlights the dominant sectors of UHNW individuals, such as banking and finance,
shaping the service demands in private aviation. Future projections suggest a
resurgence in UHNW population and wealth, indicating potential growth for the
industry. Notably, the evolving gender distribution within the UHNW segment
presents new challenges and opportunities for service personalization in private
aviation.

The industry has witnessed increased demand, particularly in the U.S. domestic
market, influenced by factors like the COVID-19 pandemic and its impact on travel
behavior (Fitzgerald, 2023).

IV. Role and Responsibilities of Brokers

Brokers in this industry must possess a wide range of services and expertise, primarily
aimed at delivering personalized and high-quality experiences to clients. Brokers are
responsible for understanding and anticipating the unique needs of each client (Huang
& Rust, 2022), including preferences for aircraft types, in-flight amenities, and
scheduling flexibility. They leverage their extensive network of contacts to offer the
best options, often negotiating terms to ensure cost-effectiveness without
compromising on quality. Furthermore, brokers must ensure compliance with aviation
regulations and safety standards, providing a seamless and secure travel experience.
Their role extends beyond mere transactional interactions, involving relationship
management, continuous market analysis, and staying abreast of evolving trends to
offer relevant and timely solutions to their clientele.

V. Current Trends and Future Outlook

The Private Aviation Brokerage Industry is undergoing significant changes, shaped by
current trends and future prospects. A notable trend is the influx of first-time private
flyers, many transitioning into jet ownership, influenced by the pandemic and
evolving travel preferences. Additionally, sustainability is becoming a key focus, with
industry players exploring green initiatives and environmentally friendly practices.

Looking ahead, the industry is poised for steady growth. Analysts anticipate an
increase in demand for charter operations and a continued shift towards sustainable
aviation solutions. The introduction of new aircraft into the market and advancements
in urban air mobility, such as electric and eco-friendly aircraft, are expected to further
influence the industry's trajectory.

Overall, the Private Aviation Brokerage Industry is expected to adapt and evolve,
meeting the changing needs of consumers while embracing technological
advancements and sustainability (Varley, 2023), (Reisch, 2022).



V1. Challenges and Opportunities

The Private Aviation Brokerage Industry faces several challenges, including the need
to address availability issues and understaffing, especially during periods of
heightened demand. Additionally, the industry is grappling with the imperative to
adopt sustainable practices and reduce its carbon footprint.

These challenges, however, present significant opportunities for growth and
innovation. The increased demand for private aviation services has opened up new
markets, while the focus on sustainability is driving advancements in eco-friendly
technologies and practices. By embracing collaboration and technological innovation,
the industry can overcome these challenges, catering to evolving consumer
preferences and reinforcing its position in the global aviation sector (Varley, 2023).

VIIl. Conclusion

The Private Aviation Brokerage Industry is dynamic, facing various challenges while
adapting to changing market conditions and client demands. Its future growth and
sustainability depend on the industry's ability to innovate and diversify its services.

2.2 Customer Experience in Service Industries

General Overview of Customer Experience

The book "The New Luxury Experience: Creating the Ultimate Customer Experience"
authored by Wided Batat (Batat, 2019) offers a thorough examination of customer
experience within the luxury industry. This analysis explores the transformation of
luxury consumption, shifting from a product-centric approach to an experience-centric
approach. It emphasizes the significance of emotional, sensory, and symbolic
elements in the consumption of luxury goods. The book provides a comprehensive
analysis of techniques for crafting extraordinary luxury experiences, taking into
account consumer values, experiential branding, setting design, staff training, and
consumer induction into the world of luxury. Additionally, it examines the influence
of millennials and post-millennials on the luxury market and the incorporation of
corporate social responsibility (CSR) into luxury experiences. By adopting this
comprehensive perspective, businesses can gain valuable practical knowledge to
improve their luxury customer experiences.

The concept of customer experience (CX) encompasses the entirety of a customer's
interactions with a brand or service provider, from initial awareness through to post-



purchase engagement. In today’s market, CX stands as a critical differentiator, often
outweighing price and product quality in consumer decision-making processes.

Customer experience (CX) has evolved from a focus on brand content to experiential
branding, particularly in the luxury sector. This shift is driven by consumers' desire to
have meaningful experiences with brands, necessitating a strategy that incorporates
consumer cultures and anticipates avant-garde consumption and social trends.

Customer Experience in Service Industries

Customer experience (CX) in service industries is multifaceted, emphasizing the
importance of both digital and traditional touchpoints to meet evolving customer
needs and preferences.

Digital customer experience has become a significant factor in customer satisfaction
and loyalty. Companies offering a greater number of digital services tend to achieve
higher customer satisfaction ratings. Digital interactions, ranging from email and web
to mobile devices, are increasing across various sectors, including those traditionally
seen as less digitally mature like health insurance. However, traditional channels like
telephone, branch visits, and regular mail continue to play a crucial role. For example,
in the health insurance sector, over 80% of customers still prefer to call their insurer
for queries or issues. This underscores the need for an integrated experience that is
channel agnostic, offering both digital and analog touchpoints to cater to diverse
customer preferences (Breuer et al., 2020) .

A comprehensive approach to CX in the service industry includes ensuring consistent
brand experiences across all touchpoints. This consistency is crucial as customers
expect the same level of service whether they are making a purchase or interacting
with customer service. Personalization, proactive service, guiding the customer
efficiently, providing consistent information across all touchpoints, keeping customers
informed, and effectively utilizing data for insights are key factors in enhancing CX.
It is noted that it takes multiple positive experiences to recover from one negative
experience, highlighting the importance of consistency and quality in every
interaction (Allison & Allison, 2020).

In terms of customer care’s role in CX, it's essential for customer care to be involved
in designing customer journeys, as it touches all aspects of service, including
branches, field service, and contact centers. Effective customer care can help
organizations understand customer needs, identify pain points, and implement
improvements. For instance, a major European telecom company reorganized its
customer service to focus on segments defined by different customer journeys,
placing customer care at the forefront of managing the end-to-end customer
experience. This approach emphasizes the importance of owning customer journeys,
implementing improvement measures, and catalyzing performance improvements
(Lotz et al., 2018).



Overall, the key to successful customer experience in service industries lies in
understanding and integrating the various channels and touchpoints customers use,
while maintaining a focus on personalized, proactive, and consistent service across all
interactions.

Customer Experience in the Private Aviation Brokerage Industry

In the private aviation brokerage industry, customer experience (CX) is heavily
influenced by the unique demands and expectations of ultra-high-net-worth
individuals (UHNWIs). A study that explored the luxury service experiences of
UHNWI clients in private aviation found that customer experience and motivations
differ significantly between business and leisure use, with a shift from functional to
experiential value focus. This study highlighted the importance of time as a new
luxury value dimension in the private aviation customer experience. It also
emphasized that clients look for different experiences in terms of business versus
leisure use, with key drivers and expectations shifting from functional factors (such as
price, availability, flexibility) to experiential factors (like comfort, onboard
experience, and relationships with crew and pilot) (Huang et al., 2021).

Private aviation takes customer service to an unprecedented level, offering
unparalleled tailor-made services. Clients have control over various aspects of their
travel, including departure points, take-off times, destinations, aircraft selection,
onboard menus, travel companions, and associated services. This level of
customization and flexibility is a significant driver of client satisfaction and loyalty in
the private aviation industry (Reisch, 2017) .

Digital customer experiences and automation are also shaping the aviation industry.
The pandemic accelerated the adoption of digital transformation and Al-powered
technologies, leading to new expectations of convenience, speed, and efficiency.
Chatbots and other Al solutions have become essential in providing streamlined
customer experiences, handling first-level support queries efficiently, and allowing
staff to focus on more complex issues. Despite this digital shift, maintaining a human
element in customer services is crucial to provide a balanced 'High-Tech, High-Touch’
approach, catering to customers who value human interaction in certain scenarios
(Kapoor, 2023).

Choosing a private jet broker involves considering factors like industry reputation,
safety standards, access to a diverse range of aircraft, industry expertise, transparency,
personalized service, operational support, and price advantages. These elements
ensure that clients receive a service that not only meets but exceeds their expectations.

Finally, the private aviation industry has seen a rise in demand post-pandemic, as
travelers seek safer and more personalized travel options. This surge in demand is
accompanied by an increased focus on green initiatives and digital technology to
improve efficiency and customer experience. The industry is also exploring the



potential of biometric passports for travel screenings and the adoption of more
environmentally friendly practices (2022) .

These insights reveal the emphasis on personalized, efficient, and high-quality
customer experiences in private aviation brokerage, driven by the unique needs and
preferences of UHNWI clients.

Understanding Ultra-High-Net-Worth Individuals (UHNWIS)

Understanding Ultra-High-Net-Worth Individuals (UHNWIs) involves exploring the
characteristics, behaviors, and preferences of this unique group whose net worth
exceeds $30 million. These individuals form a distinct segment within the global
economy, known for their vast financial resources, global presence, and influential
market behaviors.

UHNWISs typically accumulate their wealth through various means, including
entrepreneurship, lucrative investments, inheritance, or a combination of these. They
are often involved in philanthropy and contribute significantly to social and
environmental initiatives, using their wealth to impact society positively. These
individuals frequently maintain multiple residences worldwide and exhibit a desire for
international diversification of their assets and behaviors.

Their investment patterns are diverse, with a substantial portion of their wealth
allocated to primary and secondary homes, often held outside their country of
residence. The average UHNW!I owns multiple homes globally, demonstrating a
strong interest in residential property as a key investment. UHNWIs in the Middle
East and Asia, in particular, show a high global footprint and a great appetite for
owning multiple homes. Additionally, they are increasingly investing in various asset
classes, including commercial property, both directly and indirectly.

UHNWIs often establish family offices to manage their substantial wealth. These
offices provide comprehensive wealth management services, including investment
strategies, tax planning, estate planning, and legacy management. The complexity of
managing significant wealth necessitates a sophisticated approach to financial
management, covering everything from asset protection to generational wealth
transfer.

The economic impact of UHNWIs is substantial. Their investment activities stimulate
multiple industries, generate employment opportunities, and contribute to society's
overall prosperity. Their consumption patterns influence luxury markets, high-end real
estate, and exclusive lifestyle services.

When it comes to market trends and opportunities, UHNWIs are trendsetters,
affecting industries such as fashion, art, hospitality, and travel. Their preferences and



consumption patterns can offer valuable insights for businesses and investors aiming
to attract this exclusive clientele.

In summary, understanding UHNWIs is crucial for businesses, investors, and
individuals looking to engage with this exclusive segment of the global economy.
Their wealth creation, global presence, philanthropic efforts, and complex financial
management needs represent key areas for consideration by those providing services
to this group (Lukanova & llieva, 2019), (Klaus, 2021).

Strategies for Enhancing CX for UHNWIs in Private Aviation

Enhancing the customer experience (CX) for Ultra-High-Net-Worth Individuals
(UHNWISs) in private aviation involves understanding their unique needs and
preferences, and tailoring services accordingly. Based on the findings from recent
studies and industry insights, several strategies can be employed to improve CX for
UHNWIs:

1. Understanding Different Needs for Business vs. Leisure Travel: Research
has shown that UHNWIs' expectations and motivations differ significantly
when flying for business compared to leisure. For business, functional aspects
like price, availability, and flexibility are crucial, whereas leisure travel
focuses more on experiential factors like comfort, onboard experience, and the
relationship with the crew and pilot. Recognizing and addressing these distinct
needs is key to enhancing CX (Huang et al., 2021) .

2. Integrating Private Aviation Services with Overall Financial Planning:
Effective management of private aviation services for UHNW clients goes
beyond just providing luxurious travel options. It should be integrated into a
comprehensive financial plan that considers all aspects of the client's wealth.
This includes not only the costs associated with private aviation but also
compliance with regulations, risk management, and aligning with the client’s
broader life goals and financial strategies (Chavagnon, 2014).

3. Tailoring Aircraft Access and Operational Structures: Offering customized
solutions for aircraft access and operations is essential. This involves
considering various factors like FAA regulations, tax implications, liability,
risk, and the client's specific travel patterns and needs. The right wealth
advisor or aviation specialist can provide invaluable guidance in this area,
ensuring a seamless and efficient private flying experience that aligns with the
client's overall financial and lifestyle objectives (Chavagnon, 2014).

4. Implementing Best Practices in Aviation Management: Certain best
practices should be adopted to manage private aviation effectively. This
includes ensuring the correct operating structure for aircraft, setting clear



usage policies, and understanding the regulatory and tax implications of
different types of travel. A well-defined usage policy, along with procedures
that align with financial and legal considerations, is crucial for avoiding
complications and ensuring a smooth travel experience (Chavagnon, 2014).

By focusing on these areas, private aviation service providers can significantly
enhance the CX for UHNWIs, ensuring that their unique needs and preferences are
met in a manner that aligns with their overall lifestyle and financial goals.

Conclusion

The future of customer experience in service industries, particularly in realms
servicing UHNWIs like private aviation brokerage, relies on a deep understanding of
customer needs and preferences. It demands a shift from a product-centric to an
experience-centric approach, where every interaction is curated to deliver exceptional
and memorable experiences.

2.3 Conceptualizing Perceived Value in Aviation Services

Introduction to Perceived Value

Perceived value, especially in service industries like aviation, is a complex and
multifaceted concept. It extends beyond the objective value or cost of a service,
focusing instead on the customer's subjective assessment of the service's utility based
on what they receive versus what they give (cost, effort, time). Unlike objective value,
which can be quantified in terms of actual costs or market prices, perceived value
encompasses the customer's overall appraisal of a product or service, including both
its tangible and intangible benefits.

Perceived value in the service industry, such as aviation services, can be influenced by
various factors. These include the quality of the service, the brand's reputation, the
emotional connection customers feel towards the service, and the convenience it
offers. For instance, in the context of aviation, a customer might perceive high value
in a flight service not just because of its competitive pricing, but also due to the
comfort of the seats, the quality of in-flight meals, the efficiency of the service, or
even the brand's environmental policies.

This perceived value is critically important in shaping customer decisions and loyalty.
For example, a customer might choose a particular airline over another, not just
because of lower prices, but because they perceive better value in terms of service
quality, comfort, or brand reputation. This is a key area where service industries can
differentiate themselves, especially in highly competitive markets.



The concept of perceived value is essential for marketers and service providers as it
helps them understand what aspects of their service are most valued by customers and
where improvements can be made. It's a strategic tool for enhancing customer
satisfaction, loyalty, and ultimately, business success (Boksberger & Melsen, 2011).

Components of Perceived Value in Private Aviation Services:

1. Service Quality: The concept of service quality in private aviation is
multifaceted, encompassing safety, comfort, and reliability. These elements are
crucial for creating a positive perception among clients, particularly in the high-
end market. Quality service is not just about meeting basic expectations but
exceeding them through attentiveness, customization, and a deep understanding
of client needs. This approach creates a sense of exclusivity and personal care,
which is highly valued by ultra-high-net-worth individuals. High service quality
leads to enhanced customer satisfaction and loyalty, as it directly impacts the
overall experience. In the private aviation sector, where choices abound, service
quality becomes a distinguishing factor that can set a service provider apart from
its competitors. (Klaus, 2021)

2. Cost and Pricing: In private aviation, cost and pricing strategies play a
significant role in shaping the perceived value. This involves balancing the
financial aspects with the quality and exclusivity of the service offered.
Transparent and strategic pricing that reflects the quality and uniqueness of the
aviation experience can influence customer perception positively. High-net-
worth individuals are often willing to pay a premium for services that offer
superior quality, exclusivity, and personalized experiences. However, it is
crucial for service providers to justify the premium pricing with exceptional
service quality, ensuring that clients feel they are receiving commensurate value
for their expenditure. Thus, pricing strategies in private aviation must be
carefully crafted to align with the expectations and perceptions of a discerning
clientele. (Yang & Mattila, 2016)

3. Convenience and Accessibility: The convenience and accessibility of private
aviation services are key components of perceived value for clients. This
includes aspects like scheduling flexibility, ease of access to airports, and time
efficiency. For high-net-worth individuals, time is an extremely valuable
commodity, and private aviation services that offer time savings and
convenience are highly prized. Scheduling flexibility allows clients to travel
according to their own timelines, making private aviation an attractive option
for those with busy schedules or urgent travel needs. Ease of access to airports
and the ability to avoid the hassles of commercial air travel further enhance the
attractiveness of private aviation. Service providers that excel in delivering
convenient and accessible services are likely to be perceived as offering higher
value, fostering customer loyalty and repeat business. (McKinsey & Company,
2016)



4. Personalization and Customization: Personalization and customization are
critical in enhancing the perceived value of private aviation services. High-net-
worth individuals seek experiences that are tailored to their unique preferences
and needs. This could include customized in-flight services, bespoke travel
itineraries, or personalized onboard amenities. The ability of a service provider
to understand and cater to individual preferences not only enhances the travel
experience but also creates a deeper emotional connection with the brand.
Personalized experiences make clients feel valued and understood, which is
crucial in building long-term relationships. Service providers that excel in
delivering personalized and customized experiences are more likely to create a
loyal customer base and differentiate themselves in a competitive market.
(Lukanova & llieva, 2019)

5. Emotional and Psychological Factors: The emotional and psychological
factors associated with private aviation play a significant role in perceived
value. This includes the prestige associated with exclusive brands, the quality
of customer service interactions, and the overall emotional engagement with the
service. High-net-worth individuals often seek experiences that reflect their
status and lifestyle, and private aviation services that offer a sense of exclusivity
and prestige are highly valued. Positive customer service interactions that make
clients feel respected, valued, and understood contribute significantly to the
overall satisfaction and perceived value. Emotional engagement, such as the
feeling of comfort and security while traveling, also enhances the perceived
value. Service providers that are able to create an emotionally engaging and
psychologically satisfying experience are more likely to build a strong and loyal
customer base. (Michaelidou et al., 2021)

6. Access to Exclusive Resources: Providing access to exclusive resources is a
key component of perceived value in private aviation services. This includes
access to exclusive airports, private lounges, and bespoke aircraft options. For
high-net-worth individuals, exclusivity is a significant factor in the perception
of luxury and value. Access to private airports and lounges offers a level of
privacy and convenience that is not available in commercial aviation, enhancing
the overall travel experience. Bespoke aircraft options that cater to individual
preferences and needs also contribute to the sense of exclusivity and luxury.
Service providers that offer access to exclusive resources are more likely to be
perceived as offering a higher value, appealing to the desire for exclusivity and
luxury among high-net-worth individuals.

7. Time Savings: Time savings is a crucial component of perceived value in
private aviation. For high-net-worth individuals, time is an extremely valuable
commodity, and any service that saves time is highly valued. Private aviation
offers significant time savings compared to commercial air travel, with faster
check-ins, shorter wait times, and direct flights to desired destinations. This
efficiency in travel is particularly appealing to business travelers and individuals
with demanding schedules. The ability of private aviation services to offer time-
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11.

efficient travel options enhances their perceived value, making them an
attractive option for clients who value their time highly. Service providers that
focus on delivering time-efficient travel experiences are more likely to attract
and retain a discerning clientele. (Lukanova & llieva, 2019)

Trust and Reputation: Trust and reputation play a pivotal role in the perceived
value of private aviation services. For ultra-high-net-worth individuals, the
reputation of the brokerage firm is not just a matter of reliability but also a
reflection of their status and lifestyle choices. As discussed in the UHNWI
studies, these individuals place high value on brands and services that align with
their identity and stature. Trust is built through consistent, high-quality service
delivery, discretion, and ensuring safety and privacy. A brokerage firm's
reputation is enhanced by its ability to meet and exceed client expectations,
maintain client confidentiality, and offer bespoke services that resonate with the
elite status of their clientele. This trust and reputation, once established, lead to
long-term loyalty and referrals, which are crucial in the luxury service industry.
(Lukanova & llieva, 2019)

Communication and Transparency: In the luxury aviation service industry,
communication and transparency are essential for building and maintaining trust
with clients. As indicated by McKinsey's insights, effective communication
entails more than just sharing information; it involves a two- way dialogue
where client feedback is actively sought and valued. Transparency in the booking
process, pricing, and flight details is critical, ensuring clients feel informed and
in control. This openness not only builds trust but also helps in aligning the
service with the client's expectations, leading to a more personalized and
satisfactory experience. Moreover, clear communication about safety protocols,
especially in today's context, can significantly enhance the perceived value of
the service. (McKinsey & Company, 2016)

Customer Service and Support: Exceptional customer service and support are
fundamental in shaping the perceived value of private aviation services. The
UHNWI studies emphasize the importance of meticulous attention to detail and
a deep understanding of client preferences. High-quality customer service in
private aviation encompasses personalized experiences, prompt responses to
inquiries, flexibility in accommodating special requests, and proactive problem-
solving. The ability to provide a seamless, stress-free experience from booking
to landing significantly impacts client satisfaction and loyalty. Exceptional
customer service, especially in handling any unforeseen issues, can transform a
standard flight experience into an extraordinary one, reinforcing the value
perceived by the clients. (Lukanova & llieva, 2019)

Environmental Considerations: The increasing awareness and concern for
environmental sustainability are influencing the perceived value in the private
aviation sector. Clients, especially those aware of their carbon footprint, are
looking for services that offer sustainable options like carbon offsetting. The
environmental policies of a private aviation company can significantly impact



the perceived value of their services. Companies that proactively engage in
environmental sustainability practices, such as using fuel-efficient aircraft or
supporting environmental initiatives, can enhance their appeal to
environmentally conscious clients. This not only reflects a commitment to
global sustainability but also aligns with the values of clients who prioritize
environmental responsibility. (Okafor, 2023)

12. Brand Image and Identity: The brand image and identity of a private aviation
company are critical in shaping its perceived value. As seen in the UHNWI
studies, clients often use luxury services as a means of self-expression and status
signaling. A strong, exclusive brand image resonates with these clients, offering
them a sense of belonging to an elite group. The brand identity should reflect
qualities such as exclusivity, prestige, and excellence in service. A well-crafted
brand image that aligns with the aspirational lifestyles of UHNWIs can
significantly enhance the perceived value, making the service not just a means
of travel but a statement of personal identity and status.

Measuring Perceived Value

To effectively measure perceived value in private aviation services, a combination of
qualitative and quantitative methods can be employed. These methods will help a
private jet broker assess the value of the services they provide to their clients.

1. Qualitative Methods: These include in-depth interviews, focus groups, and
customer observations. Such methods are vital in private aviation, as they
provide detailed insights into clients' perceptions, experiences, and attitudes
toward the service. For instance, in-depth interviews can reveal how customers
perceive different aspects of the service, such as luxury, privacy, and comfort,
while focus groups can provide feedback on specific features or aspects of the
service, such as catering or cabin design.

2. Quantitative Methods: These methods include surveys, questionnaires, and
experiments. Surveys and questionnaires can be particularly effective in
gathering data on customer satisfaction, loyalty, and their willingness to pay,
which are direct indicators of perceived value. Additionally, experiments can
be used to test different service elements, such as pricing strategies or new
service offerings, and assess their impact on perceived value.

3. Customer Effort Score (CES): This is another metric that can be particularly
useful. It measures the effort customers have to exert to get their needs met. A
lower effort score generally indicates a higher perceived value as it reflects
ease and convenience of service.

4. Net Promoter Score (NPS): This widely-used metric quantifies customer
loyalty based on their likelihood to recommend the service to others. A high



NPS is often indicative of high perceived value, as it reflects overall customer
satisfaction and the likelihood of repeat business.

5. Perceived Value Score (PVS): This involves calculating a ratio that considers
the cost against the expectations and experiences of the customer. For
example, the perceived value of a service can be quantified by comparing the
actual cost of the service to the customer's perceived benefits (in terms of
luxury, convenience, time saved, etc.).

Implementing these methods allows a private jet broker to gain a comprehensive
understanding of how their services are valued by clients. This information can then
be used to tailor services more effectively, address any areas of concern, and enhance
overall customer satisfaction and loyalty. (Grimes, 2020), (Hermans, 2023)

Case Studies and Examples

1. Air Partner Group has enhanced perceived value for its clients through a range
of specialized services. They have incorporated companies like Baines
Simmons, Redline Assured Security, and Kenyon International to offer
comprehensive solutions in aviation safety management, security, emergency
planning, and response. These services include training, consulting, and
managed services tailored to aviation and transport sectors. This integrated
approach addresses risk and vulnerabilities, ensuring safety and compliance
with regulatory standards, thereby significantly enhancing the perceived value
of their services for clients. (Air Partner Group, n.d.)

2. Air Charter Service Ltd stands out for its highly personalized approach to
private jet chartering. Each client is assigned a dedicated account manager,
offering not just a one-off service but a consistently tailored experience. These
managers are seasoned experts in various aircraft types, enabling them to meet
diverse and specific travel requirements effectively. Moreover, the company's
commitment to availability and responsiveness is evident in its 24/7 service,
ensuring that clients have access to support and updates at all times. This
includes monitoring each charter closely for updates on aircraft status and
weather conditions, providing a sense of reliability and safety. Their focus on
post-flight reporting also highlights their dedication to continuous
improvement and client satisfaction, as they actively seek feedback to uphold
and enhance their high standards. (Air Charter Service, n.d.)

3. Bookajet Aviation Services Ltd distinguishes itself with its bespoke private jet
hire and helicopter charter services. Their approach is tailored to individual
client needs, offering on-demand private jets for single trips and multi-leg
itineraries. The flexibility is further enhanced by their JetBlack card, which
provides clients with block hours, guaranteed aircraft availability, and flexible



cancellation terms. Beyond charter services, Bookajet excels in aircraft
management and sales, showcasing their comprehensive capabilities in the
aviation sector. They also offer access to an extensive network of over 5,000
aircraft globally, ensuring wide-ranging options for their clients. The
company's dedication to creating exceptional travel experiences is also evident
in their lifestyle services, where they collaborate with exclusive brands to offer
unique travel and lifestyle experiences. Moreover, their commitment to
sustainability is highlighted by their carbon offsetting options, allowing clients
to make environmentally responsible choices for their travels. (Bookajet,
2023)

These companies not only prioritize luxury and convenience in their offerings but also
demonstrate a strong commitment to safety, flexibility, and client-specific needs,
ensuring a premium and bespoke flying experience.

Challenges and Opportunities

In the realm of private jet brokerage, optimizing perceived value encompasses a
unique blend of challenges and opportunities, pivotal to standing out in an industry
synonymous with luxury and exclusivity. A primary challenge is the customization of
services to meet the high standards and diverse preferences of an elite clientele.
Clients in this sector not only expect impeccable service but also demand a level of
personalization that reflects their status and lifestyle. This necessitates a deep
understanding of individual client profiles and a capacity for tailoring experiences that
resonate on a personal level. However, therein lies the opportunity to create truly
unique and memorable experiences. By leveraging detailed client data and employing
sophisticated CRM systems, private jet brokers can craft bespoke travel experiences
that exceed expectations, enhancing client loyalty and brand prestige.

Another significant challenge is maintaining the highest standards of safety and
reliability, crucial in an industry where clients entrust their lives to the service
provider. Ensuring the safety and upkeep of aircraft, alongside providing highly
trained and professional crew, requires substantial investment and rigorous quality
control. Yet, consistently delivering on these aspects offers an opportunity to build a
reputation for trustworthiness and dependability, essential for long-term client
retention in this high-stakes industry.

Additionally, integrating advanced technology presents both challenges and
opportunities. The cost and complexity of incorporating cutting-edge solutions, from
real-time flight tracking to seamless booking systems, can be daunting. However,
embracing technology can significantly elevate the client experience. For instance,
implementing Al for personalized service suggestions or VR for virtual aircraft tours
can differentiate a broker in a market where innovation is increasingly valued.



In conclusion, optimizing perceived value for private jet brokers involves balancing
the intricacies of bespoke service delivery with the operational demands of safety and
technological integration. The ability to adaptively navigate these challenges, while
seizing the opportunities to craft exceptional and personalized experiences, is key to
enhancing perceived value and securing a competitive edge in the luxury aviation
market.

Conclusion:

In conclusion, the chapter underscores the vital role of perceived value in the private
aviation brokerage industry. This concept, which extends beyond mere cost to include
qualitative aspects like service quality, personalization, and brand reputation, is
fundamental in shaping customer decisions and fostering loyalty. Excelling in these
areas not only enhances customer satisfaction but also paves the way for sustainable
business success. By aligning services with the expectations of high-net-worth
individuals, private aviation brokers can cultivate long-term client relationships and
establish a strong market presence. This strategic focus on perceived value is thus a
cornerstone for thriving in the competitive landscape of luxury aviation services.

2.4 The Role of Social Context in Service Perception

Understanding the role of social context in service perception is pivotal for industries
where customer experience is paramount, such as private aviation brokerage. The
interplay of social factors and individual experiences shapes customer perceptions in
profound ways, influencing their decision-making and loyalty.

Contextual Influences on Perception

Patrick Blackburn, in "Modeling and Using Context", provides a foundational
understanding of how context influences perception and decision-making. Blackburn
argues that context is not merely a backdrop for human experiences but an active and
dynamic component that shapes and is shaped by those experiences (Blackburn et al.,
2003). In the realm of service perception, this implies that customers' interactions
with a service are deeply embedded in their social and environmental contexts. For
instance, in private aviation, the context might include the social status associated
with the service, the setting in which the service is discussed or experienced, and the
prevailing attitudes and expectations within the customer's social circle.

Visual Perception and Social Categorization



Building on the concept of context, B. Freeman and K. L. Johnson in "More Than
Meets the Eye: Split-Second Social™ delve into the nuances of how visual and social
perceptions intertwine. They suggest that our perception of social categories is not
only based on observable features but is also significantly influenced by higher-order
cognitive processes such as stereotypes and attitudes (Freeman & Johnson, 2016).
This aspect is particularly relevant in luxury service industries like private aviation,
where customers' perceptions are often influenced by the visual cues associated with
the brand, such as the design of the aircraft or the attire of the staff, as well as by the
social connotations of luxury and exclusivity.

Experiential Value in Services

Anu Helkkula, Carol Kelleher, and Minna Pihlstrom, in their article "Characterizing
Value as an Experience", shift the focus to the experiential aspect of service
perception. They propose that value in service experiences is an ongoing, iterative
process of individual and collective sense-making, extending beyond isolated service
encounters (Helkkula et al., 2012). This perspective is crucial for understanding how
customers in private aviation perceive value not just in the tangible aspects of the
service but in the entire experience, encompassing pre-flight, in-flight, and post-flight
interactions. The authors' emphasis on both lived and imaginary experiences
highlights how past experiences, as well as expectations and aspirations, play a
significant role in shaping current perceptions of value.

Social Context in Private Aviation Services

In private aviation services, the social context encompasses a range of factors
including societal norms, peer influences, and the prestige associated with the service.
The customer's perception of value is intricately linked to how they believe the
service positions them socially. For instance, the choice of a private jet may be
influenced by the perceived status it confers, the exclusivity it symbolizes, and the
personalization it offers, aligning with the customer's self-image and social identity.

Moreover, the social context in which customers discuss and experience private
aviation services — such as conversations with peers, experiences shared on social
media, or exposure to luxury lifestyle content — can significantly influence their
perception of the service. This aligns with Blackburn's view of context as a dynamic
element in experience formation (Blackburn et al., 2003) and Freeman and Johnson's
emphasis on the impact of social categorization on perception (Freeman & Johnson,
2016).



Implications for Service Management

For private aviation brokers, these insights underscore the importance of
understanding and leveraging the social context in which their services are perceived
and discussed. This involves not only ensuring excellence in the tangible aspects of
the service but also actively managing the intangible elements such as brand image,
customer communication, and the portrayal of the service in various media.

Conclusion

In conclusion, the role of social context in service perception is multifaceted and
significant, especially in luxury service industries like private aviation. Understanding
how contextual factors, visual and social perceptions, and experiential value interplay
can provide valuable insights for enhancing customer experience and loyalty. As the
private aviation industry continues to evolve, recognizing and strategically leveraging
these aspects of social context will be crucial for maintaining a competitive edge and
ensuring customer satisfaction.

2.5 Personalization and Its Impact on Customer Loyalty

Introduction

In the contemporary service industry, personalization has emerged as a key driver of
customer loyalty. This relationship is particularly evident in sectors where customer
experience and individualized attention are paramount, such as private aviation
services. The literature on this subject offers valuable insights into how personalized
services foster customer loyalty and how this can be applied in the context of private
aviation.

Service Personalization and Customer Loyalty

Service personalization refers to the customization of services to meet individual
customer preferences and needs. Canon Tong, S. Wong, and Ken Pui-Hing Lui, in
their research on Internet banking, found a significant positive effect of service
personalization on customer satisfaction and e-loyalty (Tong et al., 2012). This
finding is crucial as it underscores the direct impact of personalization on loyalty,
suggesting that customers who perceive services as tailored to their needs are more
likely to develop a sense of loyalty.

Similarly, Dwayne A. Ball and P. Coelho investigated the psychological dynamics of
service personalization and its effect on loyalty. They concluded that personalization
influences loyalty indirectly by improving service satisfaction and trust (Ball et al.,



2006). This insight is particularly relevant for private aviation, where trust and
satisfaction are critical for customer retention.

Customer Value Co-Creation in Hospitality and Tourism

Pedro Carvalho and Helena Alves conducted a systematic literature review on
customer value co-creation in the hospitality and tourism industry, which can be
extrapolated to private aviation services. Their study highlights the importance of
engaging customers in the service creation process, thereby enhancing the perceived
value and fostering loyalty (Carvalho & Alves, 2022). In private aviation, this could
involve customers in decisions related to flight scheduling, catering preferences, and
other personalized service aspects.

Application in Private Aviation Services

In the context of private aviation, personalization takes on a unique significance.
Clients of private aviation services often seek more than just transportation; they look
for an experience that is tailored to their specific preferences and lifestyle. This could
range from customized in-flight services to personalized ground transportation
arrangements. By focusing on these personalized aspects, private aviation companies
can enhance customer satisfaction, thereby fostering loyalty.

Moreover, the luxury nature of private aviation services means that customers expect
a high level of personalization as part of their experience. This expectation aligns with
the findings of Ball and Coelho, where personalization is seen as a pathway to
building trust and satisfaction, leading to loyalty.

Conclusion

The literature clearly indicates a strong link between service personalization and
customer loyalty. In the realm of private aviation, this link is even more pronounced
due to the high expectations and unique needs of the clientele. By focusing on
personalized services and engaging customers in the co-creation of value, private
aviation companies can not only meet but exceed customer expectations, leading to
enhanced loyalty and sustained business success.

2.6 Synthesis of Literature and ldentification of Research Gaps

Introduction

The review of literature in the domain of private aviation brokerage reveals a rich
tapestry of research focusing on customer experience, service personalization, and the
role of social context in service perception. However, despite the extensive studies,



certain gaps remain unaddressed, particularly in the context of private aviation
services. This subchapter synthesizes the existing literature and identifies these
research gaps, justifying the need for further study in this area.

Synthesis of Existing Literature

The existing literature extensively covers various aspects of customer experience in
service industries, with a significant focus on personalization, value perception, and
the influence of social context. Studies like those by Blackburn (Blackburn et al.,
2003) and Freeman & Johnson (Freeman & Johnson, 2016) provide insights into how
social context and visual perception shape customer experiences. Similarly, works by
Helkkula, Kelleher, & Pihlstrom (Helkkula et al., 2012) and Ball & Coelho (Ball et
al., 2006) delve into the realms of experiential value and the impact of service
personalization on customer loyalty.

Identification of Research Gaps

Despite the comprehensive nature of existing research, several gaps can be identified,
particularly in the context of private aviation brokerage:

1. Limited Focus on High-End Service Industries: Much of the current
literature is generalized across service industries, with limited focus on high-
end service sectors like private aviation. This gap highlights the need for
research specifically tailored to understanding the unique dynamics of luxury
service experiences.

2. Integration of Personalization and Social Context: While studies have
separately explored service personalization and the influence of social context,
there is a lack of research integrating these two aspects, especially in the
context of private aviation services where both play a critical role.

3. Customer Experience in Private Aviation: The literature on customer
experience in private aviation is sparse. More research is needed to understand
how the specific attributes of private aviation services, such as exclusivity,
privacy, and luxury, contribute to overall customer experience and loyalty.

4. Impact of Technological Advancements: The evolving role of technology in
enhancing customer experience and personalization in private aviation
services is underexplored. There is a need to understand how technological
advancements can be leveraged to enhance customer satisfaction and loyalty
in this sector.

5. Cultural and Regional Variations: The existing literature largely overlooks
the impact of cultural and regional differences on customer perceptions in the
private aviation industry. This gap is significant, considering the global nature
of the industry.

Connection with Private Aviation Services



The identified research gaps are particularly pertinent in the context of private
aviation services. This industry, characterized by its high-end clientele and emphasis
on luxury and personalization, presents unique challenges and opportunities that are
not fully addressed in the existing literature. The synthesis of current research and the
identification of these gaps underscore the need for this study, which aims to fill these
voids by providing a deeper understanding of customer experience, personalization,
and the role of social context specifically in private aviation brokerage.

Conclusion

In conclusion, while the existing body of literature provides valuable insights into
customer experience and service perception, there remains a need for more focused
research in the context of private aviation services. This study aims to bridge these
gaps, offering new perspectives on how personalization, social context, and
technological advancements can enhance customer loyalty and satisfaction in the
private aviation industry.

Chapter 3: Research Framework & Hypothesis Development
Introduction

In exploring the nuances of private aviation brokerage, this chapter delves into the
theoretical underpinnings that inform our understanding of customer experience,
perceived value, and personalization. These concepts are pivotal in shaping customer
loyalty and satisfaction in high-end service industries. The chapter articulates the
theoretical frameworks and develops hypotheses that guide the empirical investigation
of these phenomena in the context of private aviation brokerage.

3.1 Theoretical Foundations of Customer Experience

Customer experience in luxury service industries, such as private aviation brokerage,
is a complex construct influenced by multiple factors. Drawing from Helkkula,
Kelleher, and Pihlstrom (Helkkula et al., 2012), customer experience is
conceptualized as an amalgamation of interactions and perceptions shaped by the
service delivery process. This approach aligns with Pine and Gilmore's (Pine et al.,
1999) experiential marketing theory, which posits that memorable and engaging
experiences are crucial in adding value to services.

In private aviation, the customer experience extends beyond the functional aspects of
the service to include emotional and psychological elements. The ambiance of the
aircraft, the demeanor of the staff, and the efficiency of the service all contribute to
the overall experience. This holistic view of customer experience is essential in
understanding how private aviation brokers can enhance perceived value and
differentiate themselves in a competitive market.



Hypothesis 1 Development: Hypothesis 1 is grounded in the premise that exceptional
customer experiences significantly enhance the perceived value of private aviation
services. This hypothesis will be empirically tested by examining the relationship
between various dimensions of customer experience and their impact on perceived
value.

3.2 Social Context and Perceived Value

The influence of social context on service perception and value is a critical aspect of
consumer behavior, especially in luxury markets. Helkkula, Kelleher, and Pihlstrom
(Helkkula et al., 2012) emphasize the role of social and cultural factors in shaping
how services are perceived and valued. This perspective is supported by social
identity theory (Tajfel et al., 1979), which suggests that individuals' self-concepts and
social statuses influence their preferences and behaviors.

In the realm of private aviation, the social context includes the prestige associated
with the service, the exclusivity of the experience, and the social circles of the
clientele. Understanding these social dynamics is crucial for private aviation brokers
as they tailor their services to meet the expectations and enhance the perceived value
for their high-end clientele.

Hypothesis 2 Development: Hypothesis 2 explores the impact of social context on
the perceived value of private aviation brokerage services. This hypothesis will
investigate how factors such as social status, lifestyle, and cultural background
influence customers' perceptions of value in private aviation.

3.3 Personalization and Customer Loyalty

Personalization in service delivery is increasingly recognized as a key driver of
customer loyalty, particularly in services characterized by high customer expectations
and individualized needs. Carvalho and Alves (Carvalho & Alves, 2022) highlight the
significance of personalization in creating value and fostering customer loyalty in the
hospitality and tourism industry. This concept is closely linked to relationship
marketing theory (Berry, 2002), which focuses on building long-term relationships
with customers through personalized interactions and understanding their individual
preferences.

In private aviation brokerage, personalization can range from customized flight
schedules to tailored in-flight services. By personalizing the service experience,
brokers can create a sense of exclusivity and recognition, which are highly valued by
their clientele. This approach not only enhances customer satisfaction but also fosters
loyalty and repeat business.

Hypothesis 3 Development: Hypothesis 3 posits that personalization of services in
private aviation brokerage has a direct and positive impact on customer loyalty. This
hypothesis will be tested by assessing the effectiveness of personalized services in
fostering long-term customer relationships and loyalty.



Conclusion

The theoretical frameworks discussed in this chapter provide a comprehensive
backdrop for understanding the intricate dynamics of customer experience, perceived
value, and personalization in private aviation brokerage. The hypotheses developed
from these theories will guide the subsequent research, offering a structured approach
to exploring these concepts in the context of the private aviation industry.

Chapter 4: Methodology
4.1 Research Design

This study adopts a mixed-methods approach, combining quantitative and qualitative
research methods. This design is chosen for its ability to provide a comprehensive
understanding of the phenomena under study — customer experience, perceived value,
and personalization in private aviation brokerage. The quantitative component
involves the use of structured questionnaires to gather measurable data, while the
qualitative aspect includes open-ended questions to capture deeper insights (Saunders,
Lewis & Thornhill, 2009).

4.2 Data Collection Methods

Data will be collected primarily through an online survey distributed to professionals
in the private aviation brokerage industry. The survey includes both closed-ended
questions for quantitative analysis and open-ended questions for qualitative insights.
This method is effective for reaching a wide audience and collecting a substantial
amount of data within a limited timeframe (Saunders, Lewis & Thornhill, 2009).

A linear regression model was applied to investigate the impact of professionals’ years
of experience on their opinions on customer experience & perceived value, social
context & perceived value and personalization & customer loyalty. The
questionnaire’s internal consistency was tested using Cronbach's alpha estimator,
which ranges from 0 to 1. Values above 0.7 indicate good reliability.

Statistical analyses were performed using IBM SPSS Statistics 25.0. All the
aforementioned statistical tests were two-sided and were performed at a 0.05

significance level.

4.3 Questionnaire Design and Justification



The questionnaire is designed based on the scales and methodologies adapted from
relevant literature. The customer experience measurement scale is adapted from Klaus
and Tarquini-Poli [20], focusing on the UHNW!I segment in private aviation. The
perceived value scale is based on Helkkula et al. (Helkkula et al., 2012) and
Thielemann et al (Thielemann et al., 2018), emphasizing experiential value in luxury
services. Personalization and its impact on customer loyalty are measured using scales
adapted from Carvalho and Alves (Carvalho & Alves, 2022) and Nyohardi (Nyohardi,
2016), highlighting the importance of co-creation in luxury service industries. The
questionnaire design incorporates the soft laddering technique to capture the
underlying values and motivations of respondents, providing richer data for analysis
[20].

4.4 Data Analysis Techniques

Quantitative data from the survey will be analyzed using statistical methods, including
descriptive statistics, correlation analysis, and regression analysis, to test the
hypotheses. Qualitative data from open-ended responses will be analyzed using
thematic analysis to identify patterns and themes related to customer experiences and
perceptions in private aviation brokerage. This mixed-methods data analysis approach
allows for a comprehensive understanding of the research questions (Creswell &
Creswell, 2017).

Cronbach’s alpha was used to assess the reliability of each mean scale (Customer
Experience & Perceived Value, Social Contex & Perceived Value and Personalization
& Customer Loyalty). Cronbach’s alpha coefficient for Customer Experience &
Perceived Value and Personalization & Customer Loyalty scales were 0.770 and 0.732,
respectively, which were considered as reliable scores. The reliability analysis of
Customer Experience & Perceived Value scale did not yield a satisfactory Cronbach's
Alpha coefficient (Table 1). The reliability analysis of the Customer Experience &
Perceived Value scale indicates a need for further refinement.

Table 1. Cronbach’s alpha for items of mean scores

N of Items Cronbach's Alpha
Customer Experience & Perceived Value 3 -0.138
Social Contex & Perceived Value 8 0.770
Personalization & Customer Loyalty 8 0.732

A linear regression analysis was conducted to examine the effect of years of experience
of private aviation professionals on their opinion about the impact of customer
experience quality on the perceived value of their services. The results are summarized
in Table 2. The overall test for this model was not statistically significant [F, 109) =
1.502, p = 0.207]. R? was found equal to 0.018, indicating that the independent variable



explains 1.8% of the variability of the dependent variable. The findings revealed that
there was no significant association between years of experience and professionals'

views on the impact of customer experience quality on the perceived value (p > 0.05).

Table 2. Linear regression analysis with dependent variable the mean score of Customer
Experience & Perceived Value

B SE t p 95%ClI
Intercept 4.667 0.069 67.724 0.000 4.530,4.803
Less than 1 year 9.118E-15 0.133 0.000 <0.999 -0.265,0.265
1-3 years -0.008 0.085 -0.095 0.924 -0.177,0.161
4-6 years -0.159 0.096 -1.654 0.101 -0.351,0.032
7-10 years -0.167 0.106 -1.569 0.120 -0.377,0.044
More than 10 years Ref.category

Cl: Confidence Interval

A linear regression was performed to examine the impact of years of experience in
private aviation on professionals’ view on the significance of understanding a client's
lifestyle for tailoring their service offerings. Table 3 illustrates the results of the
analysis. The overall model fit was found to be statistically significant [F, 1009) = 5.913,
p < 0.001]. R? was found to be equal to 0.153, suggesting that the independent variable
explains only 15.3% of the variation of the dependent variable. The results showed that
brokers with less than 1 year of experience consider a deeper insight into clients’
lifestyle to be less significant than those with more than 10 years of experience (b = -
1.216, p < 0.001). Similarly, brokers with 4-6 years of experience considered their
clients’ lifestyle less significant than brokers with more than 10 years of experience (b
=-0.558, p = 0.006).

Table 3. Linear regression analysis with dependent variable the mean score of Social Contex

& Perceived Value

B SE t p 95%Cl
Intercept 3.841 0.143 26.907 0.000 3.558,4.124
Less than 1 year -1.216 0.276  -4.399 <0.001 -1.764,-0.668
1-3 years -0.204 0.177 -1.151 0.252  -0.555,0.147
4-6 years -0.558 0.200 -2.796 0.006 -0.954,-0.162
7-10 years -0.403 0220 -1.834 0.070 -0.840,0.033

More than 10 years Ref.category




Cl: Confidence Interval

Table 4 shows the results of linear regression model in terms of years of experience in
private aviation and professionals’ view on the effectiveness of personalized services
in fostering long-term customer relationships. The overall model fit was statistically
significant [Fa, 100) = 4.673, p = 0.002]. R? was 0.119, suggesting that the independent
variable explains only 11.9% of the variation of the dependent variable. More
analytically, brokers with less than 1 year of experience consider personalized services
less important to maintain long-term relationships than brokers with more than 10 years
of experience (b = -0.869, p < 0.001). Similarly, brokers with 1-3 years of experience
(b =-0.336, p =0.017) and those with 7-10 years of experience (b =-0.401, p = 0.022)
underestimated the importance of personalized services in promoting long-term

partnerships with clients than brokers with more than 10 years of experience.

Table 4. Linear regression analysis with dependent variable the mean score of Personalization
& Customer Loyalty

B SE t p 95%Cl
Intercept 4.369 0.112 39.148 0.000 4.148,4.591
Less than 1 year -0.869 0.216 -4.022 <0.001 -1.298,-0.441
1-3 years -0.336 0.138 -2.427 0.017 -0.610,-0.061
4-6 years -0.174 0.156 -1.112 0.269 -0.483,0.136
7-10 years -0.401 0.172 -2329 0.022 -0.742,-0.060
More than 10 years Ref.category

ClI: Confidence Interval

45 Ethical Considerations

The research will adhere to ethical standards, including informed consent,
confidentiality, and data protection. Participants will be informed about the purpose of
the study, and their consent will be obtained before data collection. Personal data will
be anonymized, and all information will be used solely for academic purposes. The
study will comply with the ethical guidelines outlined by the University of West
Attica, ensuring that all research activities are conducted with integrity and respect for
the participants.



Chapter 5: Data Analysis and Findings

5.1 Characteristics of sample

After taking the necessary steps to clean the questionnaires that we obtained, we
ended up in a sample target of 110 individuals, which will be described below in
Table 1. The sample for our study on private aviation brokerage comprises a richly
detailed demographic and professional landscape.

With a strong male dominance (73.6%) and a focus on the 25-34 age group (40.9%),
our sample reflects a youthful and predominantly male industry perspective. The
educational background reveals a highly educated cohort, with a significant portion
holding Bachelor's degrees (36.4%), indicating a well-educated participant base.
Professionally, the data points towards a young professional demographic,
particularly with brokers (44.5%) who have 1-3 years of experience (37.3%),
suggesting a dynamic, evolving workforce. The geographic focus is notably European
(78.2%), offering insights into the private aviation market within this region. The
company size, with a substantial number having 1-10 employees (35.5%), alongside a
customer base primarily composed of individuals (73.6%), underscores the
personalized and boutique nature of the service offerings within the industry.

This detailed profile serves as a valuable foundation for exploring the nuances of
customer experience and value perception in the private aviation brokerage sector.

Table 1: Sample characteristics

Characteristics N N %
Gender Female 29 26,4%
Male 81 73,6%
18-24 8 7,3%
Age 25-34 45 40,9%
35-44 33 30,0%
45-54 24 21,8%
Bachelor's Degree 40 36,4%
High School or equivalent 34 30,9%
Master's Degree 20 18,2%

Education level Vocational/Technical
Degree (e.g., Pilot training, 16 14,5%

aviation management

certificate)

NET monthly income in €1,000 - €2,000 19 17,3%
local equivalent €2,001 - €5,000 28 25,5%

€5,001 - €10,000 22 20,0%



Less than €1,000 4 3,6%

More than €10,000 17 15,5%

Prefer not to disclose 20 18,2%

Broker 49 44.5%

Business Development 2 1,8%

Executive (e.g., CEO, 16 14,5%

Professional Title CFO, CO0)

Operations Manager 4 3,6%

Prefer not to disclose 9 8,2%

Sales Manager 30 27,3%

1-3 years 41 37,3%

4-6 years 23 20,9%

Experience 7-10 years 16 14,5%
Less than 1 year 8 7,3%

More than 10 years 22 20,0%

Asia 4 3,6%

Region Europe 86 78,2%
Global 16 14,5%

North America 4 3,6%

1-10 39 35,5%

11-50 37 33,6%

Nr. of employees 201-500 10 9,1%
501+ 16 14,5%

51-200 8 7,3%

1-5 12 10,9%

16-30 11 10,0%

Nr. of Bookings/Month 31-50 4 3,6%
51-100 27 24,5%

6-15 30 27,3%
More than 100 26 23,6%
Customer base Corporations 29 26,4%
Individuals 81 73,6%

5.2 Descriptive Statistics




B.1) On a scale of 1 to 5, how would you rate the impact of customer experience
quality on the perceived value of your services?

Crosstab
On ascale of 1 to 5, how would you Total
rate the impact of customer
experience quality on the perceived
value of your services?
Moderate | Significant | Extremely
Impact Impact High
Impact
Broker | Count 2 7 40 49
Expected Count 1,8 8,9 38,3 49,0
% within 4,1% 14,3% 81,6% 100,0%
prof _title recoded
% within On a 50,0% 35,0% 46,5% 44,5%
scaleof1to5(...)
% of Total 1,8% 6,4% 36,4% 44,5%
Other Count 2 13 46 61
Expected Count 2,2 111 47,7 61,0
% within 3,3% 21,3% 75,4% 100,0%
prof _title recoded
% within On a 50,0% 65,0% 53,5% 55,5%
scaleof1to5(...)
% of Total 1,8% 11,8% 41,8% 55,5%
Total Count 4 20 86 110
Expected Count 4,0 20,0 86,0 110,0
% within 3,6% 18,2% 78,2% 100,0%
prof _title recoded
% within On a 100,0% 100,0% 100,0% 100,0%
scaleof1to5(...)
% of Total 3,6% 18,2% 78,2% 100,0%
Chi-Square Tests
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square ,9202 2 631




Likelihood Ratio ,935 2 ,626
Linear-by-Linear ,301 1 583
Association

N of Valid Cases 110

a. 2 cells (33,3%) have expected count less than 5. The minimum expected count
is1,78.

Crosstabulation Table Analysis

Impact of Customer Experience Quality on Perceived Value
Observations:

Impact Ratings: This section evaluates professionals' views on the impact of customer
experience quality on the perceived value of their services, with options ranging from
moderate impact, significant impact, to extremely high impact.

Brokers' Perspective: Among brokers, a substantial majority (81.6%) rate the impact
of customer experience quality as extremely high, emphasizing the critical importance
they place on customer experience in enhancing service value. A smaller percentage
sees it as significant (14.3%), with a very minimal number (4.1%) rating it as
moderate.

Other Category Insights: Similar to brokers, the "Other" category significantly values
customer experience, with 75.4% rating its impact as extremely high. A higher
percentage compared to brokers see the impact as significant (21.3%), indicating a
broad but slightly varied appreciation for the role of customer experience.

Overall Industry View: Combining the responses, the data shows a strong industry-
wide consensus on the high impact of customer experience quality on service value,
with 78.2% of total respondents rating it as extremely high. This underlines the
universal recognition of customer experience as a pivotal factor in perceived value
creation.

Chi-Square Tests:

Statistical Significance: The chi-square tests indicate no statistically significant
difference in how the impact of customer experience quality on perceived value is
rated among different respondent groups. With a Pearson Chi-Square value of .920 (p
=.631), Likelihood Ratio of .935 (p =.626), and a Linear-by-Linear Association of
.301 (p = .583), the variations in ratings between brokers and others do not
significantly diverge.

General Conclusion:




The analysis clearly highlights the importance of customer experience quality in the
private aviation sector, with an overwhelming majority across both brokers and others
recognizing its critical role in enhancing the perceived value of services. The lack of
significant statistical differences between the groups reinforces the notion that high-
quality customer experience is universally valued across the industry, transcending
specific roles or perspectives.

This consensus underscores the strategic priority of investing in and continuously
improving the customer experience as a means to not only satisfy but also add
significant value for clients, reinforcing the linkage between exceptional service
delivery and long-term value creation.

B.3) How do you gather feedback from your clients regarding their experience
with your service?

Crosstab
How do you gather feedback from your Total
clients regarding their experience with
your service?
Follow- | Post- Informal | No
up calls | service | feedback | formal
or surveys | during process
emails service for
gathering
feedback
Broker | Count 31 5 13 0 49
Expected Count 28,1 49 14,3 18 49,0

% within prof_title | 63,3% | 10,2% 26,5% 0,0% 100,0%
recoded

% within How do 49,2% | 455% | 40,6% 0,0% 44,5%
you gather (...)

% of Total 28,2% | 4,5% 11,8% 0,0% 44.5%
Other | Count 32 6 19 4 61
Expected Count 34,9 6,1 17,7 2,2 61,0

% within prof title | 52,5% | 9,8% 31,1% 6,6% 100,0%
recoded




% within How do 50,8% |54,5% | 59,4% 100,0% | 55,5%
you gather (...)

% of Total 29,1% | 55% 17,3% 3,6% 55,5%
Total | Count 63 11 32 4 110
Expected Count 63,0 11,0 32,0 4,0 110,0

% within prof_title | 57,3% | 10,0% 29,1% 3,6% 100,0%
recoded

% within How do 100,0% | 100,0% | 100,0% | 100,0% | 100,0%
you gather (...)

% of Total 57,3% | 10,0% | 29,1% 3,6% 100,0%

Chi-Square Tests

Value df Asymptotic
Significance (2-
sided)
Pearson Chi-Square 3,970? 3 ,265
Likelihood Ratio 5,472 3 ,140
Linear-by-Linear Association 2,272 1 ,132
N of Valid Cases 110

a. 3 cells (37,5%) have expected count less than 5. The minimum expected count is
1,78.

Crosstabulation Table Analysis

Feedback Gathering Methods from Clients

Observations:

Feedback Gathering Practices: This analysis focuses on how professionals in the
private aviation industry collect feedback from their clients regarding their service
experience, spanning methods such as follow-up calls or emails, post-service surveys,
informal feedback during service, and the absence of a formal feedback process.

Broker Preferences: A significant majority of brokers (63.3%) primarily use follow-up
calls or emails to gather client feedback, demonstrating a preference for direct and
personal communication methods. Informal feedback during service is also a notable




method (26.5%), while a smaller portion relies on post-service surveys (10.2%).
Interestingly, none of the brokers report having no formal process for feedback
collection.

Other Category Insights: Similarly, professionals in the "Other" category show a
reliance on follow-up calls or emails (52.5%) and informal feedback during service
(31.1%), with a slight increase in the use of post-service surveys (9.8%) compared to
brokers. Additionally, a small percentage (6.6%) indicates the absence of a formal
feedback process, suggesting a varied approach to understanding client experiences.

Overall Industry Trends: Across the board, the use of follow-up calls or emails
dominates (57.3%) as the primary method for gathering feedback, underscoring the
industry's emphasis on direct client engagement. Informal feedback mechanisms are
also widely utilized (29.1%), reflecting the value placed on spontaneous and in-the-
moment insights.

Chi-Square Tests:

Statistical Significance: The chi-square tests yield a Pearson Chi-Square value of
3.970 (p = .265), and a Likelihood Ratio of 5.472 (p = .140), suggesting no
statistically significant differences in feedback gathering methods between brokers
and others within the industry.

General Conclusion:

The analysis reveals a strong preference within the private aviation sector for direct
and personalized methods of feedback collection, notably through follow-up calls or
emails and informal interactions during service. This approach highlights the
industry’'s commitment to maintaining close client relationships and ensuring high
service quality through real-time insights and personal communication.

The absence of significant differences in feedback gathering practices between
brokers and others reflects a consistent industry-wide emphasis on personalized client
engagement strategies. While formal feedback mechanisms like post-service surveys
are used to a lesser extent, their role complements the more prevalent direct and
informal methods, contributing to a comprehensive understanding of client
satisfaction and service experience.

This emphasis on personalized feedback collection methods aligns with the broader
industry focus on customizing service offerings and enhancing client satisfaction,
underpinning the private aviation sector's dedication to delivering exceptional and
tailored client experiences.



B.4) In your opinion, which aspects of customer experience have the greatest
impact on perceived value?

Crosstab
In your opinion, which aspects of customer experience have the Total
greatest impact on perceived value?
Personalization Quality of in- Responsiven Efficiency
of the travel flight services ess to client and
experience inquiries and convenience
requests of booking
process
Broker Count 14 11 15 9 49
Expected 12,5 12,5 17,8 6,2 49,0
Count
% within 28,6% 22,4% 30,6% 18,4% 100,0%
prof _title
recoded
% within 50,0% 39,3% 37,5% 64,3% 44,5%
In your
opinion
(..)
% of 12,7% 10,0% 13,6% 8,2% 44,5%
Total
Other Count 14 17 25 5 61
Expected 15,5 15,5 22,2 7,8 61,0
Count
% within 23,0% 27,9% 41,0% 8,2% 100,0%
prof_title
recoded




% within 50,0% 60,7% 62,5% 35,7% 55,5%
In your
opinion
(...)
% of 12,7% 15,5% 22,7% 4,5% 55,5%
Total
Total Count 28 28 40 14 110
Expected 28,0 28,0 40,0 14,0 110,0
Count
% within 25,5% 25,5% 36,4% 12,7% 100,0%
prof title
recoded
% within 100,0% 100,0% 100,0% 100,0% 100,0%
In your
opinion
(-.)
% of 25,5% 25,5% 36,4% 12,7% 100,0%
Total
Chi-Square Tests
Value df Asymptotic
Significance (2-
sided)
Pearson Chi-Square 3,663% 3 ,300
Likelihood Ratio 3,670 3 299
Linear-by-Linear Association ,051 1 ,821
N of Valid Cases 110

6,24.

a. 0 cells (,0%) have expected count less than 5. The minimum expected count is

Crosstabulation Table Analysis

Aspects of Customer Experience Impacting Perceived Value

Observations:

Key Aspects of Customer Experience: This analysis identifies which aspects of

customer experience professionals believe have the greatest impact on the perceived
value of services. The aspects considered include personalization of the travel




experience, quality of in-flight services, responsiveness to client inquiries and
requests, and efficiency and convenience of the booking process.

Broker Perspectives: Brokers view responsiveness to client inquiries and requests as
the most impactful (30.6%), closely followed by personalization of the travel
experience (28.6%). The quality of in-flight services and the efficiency of the booking
process are also considered important but to a slightly lesser extent.

Other Category Insights: Professionals in the "Other" category rate responsiveness to
client inquiries and requests as having the greatest impact (41.0%), indicating a higher
valuation of this aspect compared to brokers. Quality of in-flight services is also rated
highly (27.9%), suggesting an emphasis on service quality and responsiveness.

Overall Industry Trends: Combining responses from both groups, responsiveness to
client inquiries and requests emerges as the top factor (36.4%) influencing perceived
value, followed by personalization of the travel experience (25.5%) and quality of in-
flight services (25.5%). Efficiency and convenience of the booking process are
viewed as less impactful.

Chi-Square Tests:

Statistical Significance: The chi-square tests show no statistically significant
differences in opinions between brokers and others regarding which customer
experience aspects most influence perceived value, with Pearson Chi-Square at 3.663
(p =.300) and Likelihood Ratio at 3.670 (p = .299).

General Conclusion:

The findings highlight the private aviation industry's emphasis on responsiveness to
client inquiries and requests and personalization of the travel experience as key
drivers of perceived value. This consensus across both brokers and others underscores
a broad recognition of the importance of addressing client needs promptly and
tailoring the travel experience to individual preferences.

While all identified aspects of customer experience are valued for their contribution to
perceived service value, the industry places a particular premium on direct
interactions and personalized service features. The absence of significant statistical
differences between respondent groups suggests a shared understanding of these
priorities across the industry.

This emphasis on responsiveness and personalization aligns with broader trends in
service delivery, where exceptional customer care and tailored experiences are
increasingly recognized as critical components of value creation in the competitive
private aviation sector.



B.5) Have you implemented any changes based on customer feedback that
resulted in an increase in perceived service value?

Crosstab
Have you implemented any Total
changes based on customer
feedback that resulted in an
increase in perceived service
value?
Yes, Yes, but No,
several only never
times occasionall had to
y
Broker Count 31 16 2 49
Expected Count 24,1 21,4 3,6 49,0
% within prof _title 63,3% 32,7% 4,1% 100,0%
recoded
% within Have you 57,4% 33,3% 25,0% 44 5%
implemented (...)
% of Total 28,2% 14,5% 1,8% 44,5%
Other Count 23 32 6 61
Expected Count 29,9 26,6 44 61,0
% within prof _title 37,7% 52,5% 9,8% 100,0%
recoded
% within Have you 42,6% 66,7% 75,0% 55,5%
implemented (...)
% of Total 20,9% 29,1% 5,5% 55,5%
Total Count 54 48 8 110
Expected Count 54,0 48,0 8,0 110,0
% within prof_title 49,1% 43,6% 7,3% 100,0%
recoded
% within Have you 100,0% 100,0% 100,0% | 100,0%
implemented (...)
% of Total 49,1% 43,6% 7,3% 100,0%




Chi-Square Tests

Value df Asymptotic Significance (2-

sided)
Pearson Chi-Square 7,296° 2 ,026
Likelihood Ratio 7,408 2 ,025
Linear-by-Linear 6,792 1 ,009
Association
N of Valid Cases 110

a. 2 cells (33,3%) have expected count less than 5. The minimum expected count
is 3,56.

Crosstabulation Table Analysis

Impact of Customer Feedback on Service Value Enhancement

Observations:

Feedback Implementation: This section examines whether professionals have made
changes based on customer feedback that resulted in an increase in perceived service
value, with options ranging from "Yes, several times" to "No, never had to."

Broker Actions: A majority of brokers (63.3%) report having implemented changes
based on customer feedback several times, demonstrating a proactive approach to
enhancing service value through client insights. A significant portion (32.7%)
acknowledges doing so only occasionally, while a minimal number (4.1%) have never
had to make such changes.

Other Category Insights: The "Other" category shows a different distribution, with a
higher proportion (52.5%) stating they've made changes based on feedback
occasionally. Additionally, a greater percentage (9.8%) indicate they've never needed
to implement feedback-based changes compared to brokers.

Overall Industry Trends: The collective data underscores a strong inclination towards
utilizing customer feedback to improve service offerings, with the majority across
both groups engaging in feedback-driven enhancements either several times (49.1%)
or occasionally (43.6%).




Chi-Square Tests:

Statistical Significance: The chi-square tests reveal statistically significant differences
in the frequency of implementing changes based on customer feedback between
brokers and others, with Pearson Chi-Square at 7.296 (p = .026) and Likelihood Ratio
at 7.408 (p = .025), indicating meaningful variations in response to client feedback
across different respondent groups.

General Conclusion:

The analysis highlights a broad commitment within the private aviation industry to
leveraging customer feedback as a critical tool for service improvement and value
enhancement. The significant majority of both brokers and others indicate that
customer feedback has directly informed service modifications, reinforcing the
sector's focus on responsiveness and adaptability to client needs.

The observed statistical differences suggest varying degrees of reliance on customer
feedback for service adjustments, potentially reflecting differences in operational
practices, client engagement strategies, or the nature of the feedback received.
Nonetheless, the overarching trend underscores the importance placed on customer
insights as a valuable resource for continuous service improvement and the pursuit of
excellence in client experience.

This commitment to feedback-driven service development aligns with the industry's
broader goals of ensuring high client satisfaction, fostering loyalty, and enhancing the
overall value proposition of private aviation services.



B.6) On a scale of 1 to 5, to what extent do you believe that the overall ambiance
and comfort of the aircraft influence the perceived value of your services?

Crosstab
On ascale of 1 to 5, to what extent do you | Total
believe that the overall ambiance and
comfort of the aircraft influence the
perceived value of your services?
Toa Toa To a To a
small moderate | large very
extent | extent extent large
extent
Broker Count 0 8 25 16 49
Expected Count 18 7,1 22,3 17,8 49,0
% within 0,0% 16,3% 51,0% 32,7% | 100,0%
prof_title recoded
% within On a 0,0% 50,0% 50,0% 40,0% | 44,5%
scaleof1to5
(...)
% of Total 0,0% 7,3% 22,7% 145% | 44,5%
Other Count 4 8 25 24 61
Expected Count 2,2 8,9 27,7 22,2 61,0
% within 6,6% 13,1% 41,0% 39,3% | 100,0%
prof _title recoded
% within On a 100,0 50,0% 50,0% 60,0% | 55,5%
scaleof 1t0 5 %
(...)
% of Total 3,6% 7,3% 22,7% 21,8% | 55,5%
Total Count 4 16 50 40 110
Expected Count 4,0 16,0 50,0 40,0 110,0
% within 3,6% 14,5% 45,5% 36,4% | 100,0%
prof _title recoded
% within On a 100,0 100,0% 100,0% | 100,0 100,0%
scaleof 1to 5 % %
(...
% of Total 3,6% 14,5% 45,5% 36,4% | 100,0%




Chi-Square Tests

Value | df Asymptotic Significance (2-sided)
Pearson Chi-Square 4,343 | 3 227
Likelihood Ratio 5844 | 3 ,119
Linear-by-Linear ,044 1 834
Association
N of Valid Cases 110

a. 2 cells (25,0%) have expected count less than 5. The minimum expected count
is 1,78.

Crosstabulation Table Analysis

Influence of Aircraft Ambiance and Comfort

Observations:

Influence Levels: This analysis assesses the extent to which professionals believe the
overall ambiance and comfort of the aircraft influence the perceived value of their
services, with the scale ranging from "To a small extent" to "To a very large extent."

Broker Perspectives: Brokers unanimously recognize the importance, with none
rating the influence as small. A significant number see it influencing to a large extent
(51.0%), and a substantial portion believes in a very large extent of influence (32.7%),
underscoring the critical role of ambiance and comfort in service valuation.

Other Category Insights: The "Other" category shows a similar trend but includes a
small percentage (6.6%) that believes ambiance and comfort influence to a small
extent. The majority still aligns closely with brokers in the valuation of large (41.0%)
and very large extents (39.3%).

Overall Industry View: Combining responses, a clear majority within the industry
view the ambiance and comfort of the aircraft as significantly influencing perceived
service value, either to a large extent (45.5%) or to a very large extent (36.4%).

Chi-Square Tests:

Statistical Significance: The tests indicate no statistically significant differences in
opinions on the influence of ambiance and comfort among respondent groups, with a
Pearson Chi-Square value of 4.343 (p = .227) and a Likelihood Ratio of 5.844 (p =
119).




Linear Trend: The Linear-by-Linear Association test yields a value of .044 (p = .834),
suggesting no significant linear trend across the scale, highlighting a general
consensus across different roles regarding the importance of these factors.

General Conclusion:

The analysis reveals a strong consensus among private aviation professionals on the
significant impact of aircraft ambiance and comfort on the perceived value of
services. This aligns with an industry-wide understanding that superior comfort and
an appealing ambiance are not merely aesthetic considerations but are integral to
enhancing the overall customer experience and, by extension, the value clients attach
to the service.

The lack of significant statistical differences between groups reinforces this as a
universal belief across different professional roles within the industry. The emphasis
placed on these aspects suggests that investments in enhancing the physical
environment of the aircraft can be seen as direct investments in perceived service
quality and customer satisfaction.



B.7) On a scale of 1 to 5, how important is timely and effective communication
with clients in enhancing their overall experience and perceived value of your

services?
Crosstab
On ascale of 1 to 5, how important Total
is timely and effective
communication with clients in
enhancing their overall experience
and perceived value of your
services?
Moderately Extremely
important important
Broker Count 0 49 49
Expected Count 18 47,2 49,0
% within 0,0% 100,0% 100,0%
prof_title recoded
% within On a 0,0% 46,2% 44.5%
scaleof1to5
(...)
% of Total 0,0% 44,5% 44,5%
Other Count 4 57 61
Expected Count 2,2 58,8 61,0
% within 6,6% 93,4% 100,0%
prof _title recoded
% within On a 100,0% 53,8% 55,5%
scaleof1to5
(...)
% of Total 3,6% 51,8% 55,5%
Total Count 4 106 110
Expected Count 4,0 106,0 110,0
% within 3,6% 96,4% 100,0%
prof_title recoded
% within On a 100,0% 100,0% 100,0%
scaleof 1to 5
(...)
% of Total 3,6% 96,4% 100,0%




Chi-Square Tests

Value df Asymptotic Exact Exact
Significance | Sig. (2- Sig. (1-
(2-sided) sided) sided)
Pearson Chi-Square 3,3342 1 ,068
Continuity Correction® 1,726 1 ,189
Likelihood Ratio 4,838 1 ,028
Fisher's Exact Test 127 ,090
Linear-by-Linear 3,304 1 ,069
Association
N of Valid Cases 110

a. 2 cells (50,0%) have expected count less than 5. The minimum expected count
is 1,78.

b. Computed only for a 2x2 table

Crosstabulation Table Analysis

Importance of Timely and Effective Communication

Observations:

Unanimous Agreement Among Brokers: All brokers (100%) rated timely and effective
communication with clients as extremely important in enhancing their overall
experience and perceived value of services. This unanimous agreement underscores
the critical value placed on communication within service delivery.

High Importance Across the Board: Among the "Other" category, a vast majority
(93.4%) also consider timely and effective communication extremely important, with
a small fraction (6.6%) marking it as moderately important. This indicates a near-
universal recognition of the importance of communication in the industry.

Overall Industry Perspective: Combining responses from both groups, an
overwhelming 96.4% of all respondents believe that timely and effective
communication is crucial for enhancing client experience and service value,
highlighting the essential role of communication in service provision.

Chi-Square Tests:

Pearson Chi-Square and Likelihood Ratio: The Pearson Chi-Square test shows a
value of 3.334 with a significance level of .068, suggesting a trend towards
significance in the variation of responses between brokers and others. The Likelihood




Ratio, with a value of 4.838 and a significance level of .028, indicates that there are
statistically significant differences in how the importance of communication is rated,
with a slightly more unanimous view among brokers.

Continuity Correction: Applied for a 2x2 table, shows a value of 1.726 with a
significance level of .189, indicating no significant difference when applying this
more conservative test.

Fisher's Exact Test: Offers significance levels of .127 (two-sided) and .090 (one-
sided), providing further insight into the distribution of responses, especially in tables
with small expected counts.

General Conclusion:

The analysis reveals an industry-wide consensus on the critical importance of timely
and effective communication with clients as a means to enhance the overall client
experience and the perceived value of services. This consensus is particularly strong
among brokers, who unanimously agree on its extreme importance, with a significant
majority across the board sharing this view.

The chi-square tests indicate a notable difference in response distribution, particularly
highlighted by the Likelihood Ratio, suggesting that while there is near-universal
agreement on the importance of communication, brokers are slightly more unanimous
in their views compared to others. This finding reinforces the notion that effective
communication is viewed as a foundational element of service quality and client
satisfaction, crucial for differentiating services and enhancing value in the competitive
private aviation sector.



C.1) On ascale of 1 to 5, how significant is understanding a client’s lifestyle and
social activities in tailoring your service offerings?

On a scale of 1 to 5, how significant is Total
understanding a client's lifestyle and social
activities in tailoring your service offerings?
Slightly | Moderate Very Extrem
Signific ly Signific ely
ant Significa ant Signific
nt ant
Broker Count 6 2 14 27 49
Expected 6,2 5,8 16,9 20,0 49,0
Count
% within 12,2% 4,1% 28,6% 55,1% 100,0%
prof_title_rec
oded
% within On 42,9% 15,4% 36,8% 60,0% 44,5%
ascale of 1 to
5(..)
% of Total 5,5% 1,8% 12,7% 24,5% 44,5%
Other Count 8 11 24 18 61
Expected 7.8 7,2 21,1 25,0 61,0
Count
% within 13,1% 18,0% 39,3% 29,5% 100,0%
prof title rec
oded
% within On 57,1% 84,6% 63,2% 40,0% 55,5%
ascale of 1 to
5(..)
% of Total 7,3% 10,0% 21,8% 16,4% 55,5%
Total Count 14 13 38 45 110
Expected 14,0 13,0 38,0 45,0 110,0
Count
% within 12,7% 11,8% 34,5% 40,9% 100,0%
prof_title_rec
oded
% within On 100,0% 100,0% 100,0% | 100,0% 100,0%
ascaleof 1 to
5(..)
% of Total 12,7% 11,8% 34,5% 40,9% 100,0%




Chi-Square Tests

Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 9,755? 3 ,021
Likelihood Ratio 10,309 3 ,016
Linear-by-Linear 4,434 1 ,035
Association
N of Valid Cases 110
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is
5,79.

Crosstabulation Table Analysis

Significance of Understanding a Client's Lifestyle

Observations:

Significance Levels: The analysis evaluates how service providers rate the
significance of understanding a client's lifestyle and social activities in tailoring their
service offerings. The options include slightly significant, moderately significant, very
significant, and extremely significant.

Brokers' Perspective: A majority of brokers (55.1%) consider understanding a client's
lifestyle and social activities as extremely significant in tailoring services, followed by
28.6% rating it very significant. This demonstrates a strong belief among brokers in
the value of deep client insights for personalized service delivery.

Other Category Insights: Within the "Other" category, there's a more balanced
distribution, with 39.3% considering it very significant and 29.5% rating it as
extremely significant. Notably, this group also shows a broader acknowledgment of
the moderate levels of significance (18%).

Overall Industry View: Combining responses, a substantial portion of the industry
views understanding a client's lifestyle as either very significant (34.5%) or extremely
significant (40.9%), highlighting the widespread recognition of its importance in
service customization.




Chi-Square Tests:

Pearson Chi-Square and Likelihood Ratio: The Pearson Chi-Square test value of
9.755 with a significance level of .021 and the Likelihood Ratio of 10.309 with a
significance level of .016 indicate statistically significant differences in how the
importance of understanding a client's lifestyle and social activities is rated among
respondent groups.

Linear-by-Linear Association: The value of 4.434 with a significance of .035 suggests
a significant linear trend in the data, possibly indicating varying degrees of emphasis
on client lifestyle understanding across different professional roles.

General Conclusion:

The data highlights a strong consensus within the private aviation industry on the
critical importance of understanding a client's lifestyle and social activities for
tailoring service offerings. Most professionals, regardless of category, place high to
extremely high significance on this aspect, recognizing it as foundational for
achieving personalized and highly valued service experiences.

The statistically significant differences and the linear trend identified suggest
variability in the degree of importance placed on this understanding across different
roles, possibly reflecting diverse operational focuses or client engagement strategies.
Nonetheless, the overall industry stance is clear, with a majority acknowledging that
deep insights into a client's lifestyle significantly enhance the ability to provide
customized, and therefore more valuable, services.



C.2) Rate the importance of the following elements of social context in
influencing service customization (rate each element):

Crosstab
Rate the importance of the following elements of social context in Total
influencing service customization (rate each element) [Client's
cultural background]
Not Not Slightly Neutral Slightly Importa Extrem
Importa Importa not Importa nt ely
nt at all nt Importa nt Importa
nt nt
Broker Count 4 4 5 20 6 6 4 49
Expected 3,6 4,5 12,5 10,7 3,6 4,5 9,8 49,0
Count
% within 8,2% 8,2% 10,2% | 40,8% | 12,2% | 12,2% 8,2% 100,0
prof_title %
recoded
% within 50,0% | 40,0% | 17,9% | 83,3% | 75,0% | 60,0% | 18,2% | 44,5%
Rate the
importance
(...)[Client's
cultural
background]
% of Total 3,6% 3,6% 4,5% 18,2% 5,5% 5,5% 3,6% | 44,5%
Other Count 4 6 23 4 2 4 18 61
Expected 4,4 55 15,5 13,3 4.4 55 12,2 61,0
Count
% within 6,6% 9,8% 37,7% 6,6% 3,3% 6,6% 29,5% | 100,0
prof _title %
recoded
% within 50,0% | 60,0% | 82,1% | 16,7% | 25,0% | 40,0% | 81,8% | 555%
Rate the
importance
(...)[Client's
cultural
background]
% of Total 3,6% 5,5% 20,9% 3,6% 1,8% 3,6% 16,4% | 55,5%
Total Count 8 10 28 24 8 10 22 110
Expected 8,0 10,0 28,0 24,0 8,0 10,0 22,0 110,0
Count




is 3,56.

a. 6 cells (42,9%) have expected count less than 5. The minimum expected count

Crosstabulation Table Analysis

Importance of Client's Cultural Background in Service Customization

Observations:

Varied Views on Cultural Importance: This analysis explores the perceived

importance of a client's cultural background in influencing service customization,
with responses ranging from "Not Important at all" to "Extremely Important.”

Broker Perspectives: Brokers show a broad distribution of views, with a notable
concentration (40.8%) rating the importance as neutral. This suggests a cautious or
varied understanding of cultural influence among brokers. Additionally, segments of
brokers find cultural background to be from slightly to extremely important, reflecting
a recognition of its relevance in tailoring services.

% within 7,3% 91% | 255% | 21,8% | 7,3% 91% | 20,0% | 100,0

prof title %

recoded

% within 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0

Rate the % % % % % % % %

importance

(...)[Client's

cultural

background]

% of Total 7,3% 91% | 255% | 21,8% | 7,3% 91% | 20,0% | 100,0
%

Chi-Square Tests

Value df Asymptotic Significance (2-sided)

Pearson Chi-Square 33,0317 6 <,001

Likelihood Ratio 35,407 6 <,001

Linear-by-Linear 242 1 ,623

Association

N of Valid Cases 110




Other Category Insights: In contrast, the "Other" category leans more towards
acknowledging the importance of cultural background, with 37.7% deeming it slightly
not important but a significant 29.5% rating it as extremely important. This indicates a
stronger belief in the impact of cultural understanding on service personalization
among this group.

Overall Industry Perspective: Combining all responses, there is a notable divergence
in how cultural background's influence is rated, with a significant portion viewing it
as having a variable impact, from neutral to extremely important.

Chi-Square Tests:

Statistical Significance: The Pearson Chi-Square test value of 33.031 (p <.001) and
Likelihood Ratio of 35.407 (p <.001) indicate statistically significant differences in
how the importance of a client's cultural background is perceived among different
respondent groups.

Linear Trend: The Linear-by-Linear Association presents a value of .242 with a
significance of .623, suggesting no significant linear trend across the categories,
indicating that while views on the importance of cultural background vary, they do not
necessarily increase or decrease linearly.

General Conclusion:

The findings highlight a complex perspective within the private aviation industry
regarding the role of a client's cultural background in service customization. While
there is no uniform consensus, with brokers showing a tendency towards a neutral
stance and others more decisively recognizing its importance, the overall data reflects
an understanding that cultural background can significantly influence service
personalization to varying degrees.

The significant statistical differences observed suggest that experiences, operational
contexts, and perhaps personal beliefs may influence perceptions of cultural
importance in service delivery. This underscores the need for nuanced approaches to
service customization, where understanding and integrating cultural nuances can
enhance the personalization and perceived value of services, aligning with broader
industry trends towards more client-centered offerings.



C.2) Rate the importance of the following elements of social context in

influencing service customization (rate each element):

Crosstab
Rate the importance of the following elements of social context in Total
influencing service customization (rate each element) [Client's
professional status or occupation]
Not Not Slightl | Neutr | Slightly | Impor Extre
Impo Impo y not al Importa tant mely
rtant rtant Impor nt Import
at all tant ant
Brok | Count 4 6 1 22 6 6 4 49
er Expected Count 1,8 4,5 8,5 14,3 7,6 5,3 7,1 49,0
% within prof _title 8,2% 12,2 2,0% | 44,9% 12,2% 122% | 82% 100,0%
recoded %
% within Rate the 100,0 60,0 53% | 68,8% | 353% | 50,0% | 25,0% | 44,5%
importance % %
(...)[Client's
professional status
or occupation]
% of Total 3,6% | 55% 0,9% | 20,0% 5,5% 5,5% 3,6% 44,5%
Othe | Count 0 4 18 10 11 6 12 61
r Expected Count 2,2 55 10,5 17,7 9,4 6,7 8,9 61,0
% within prof _title 0,0% | 6,6% | 295% | 16,4% 18,0% 98% | 19,7% | 100,0%
recoded
% within Rate the 0,0% 400 | 94,7% | 31,3% 64,7% | 50,0% | 75,0% | 55,5%
importance %
(...)[Client's
professional status
or occupation]
% of Total 00% | 3,6% | 16,4% | 9,1% 10,0% 55% | 10,9% | 55,5%
Tota | Count 4 10 19 32 17 12 16 110
I Expected Count 4,0 10,0 19,0 32,0 17,0 12,0 16,0 110,0
% within prof _title 36% | 91% | 17,3% | 29,1% 15,5% 10,9% | 14,5% | 100,0%
recoded
% within Rate the 100,0 | 100,0 | 100,0 100,0 | 100,0% | 100,0 100,0 | 100,0%
importance % % % % % %
(...)[Client's
professional status
or occupation]
% of Total 36% | 91% | 17,3% | 29,1% 15,5% 10,9% | 14,5% | 100,0%




Chi-Square Tests

Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 28,613 6 <,001
a
Likelihood Ratio 33,431 6 <,001
Linear-by-Linear 1,962 1 ,161
Association
N of Valid Cases 110

a. 3 cells (21,4%) have expected count less than 5. The minimum expected count
is 1,78.

Crosstabulation Table Analysis

Importance of Client's Professional Status in Service Customization

Observations:

Views on Professional Status: The analysis examines the importance attributed to a
client's professional status or occupation in tailoring service offerings, with a range
from "Not Important at all" to "Extremely Important."

Broker Responses: Brokers exhibit a spread of opinions, with a notable portion
(44.9%) opting for a neutral stance regarding the importance of professional status in
service customization. This indicates a cautious or varied perception of its relevance.
However, there are segments within brokers who find professional status ranging
from slightly to extremely important, reflecting some degree of acknowledgment of
its impact.

Other Category Insights: The "Other" category shows a stronger inclination towards
recognizing the significance of professional status, with 29.5% rating it as slightly not
important, and a notable 19.7% considering it extremely important. This suggests a
more pronounced belief in the influence of professional status among this group
compared to brokers.

Overall Industry Perspective: Combining all responses, there's a notable distribution
across the spectrum of importance, indicating a recognition of professional status's
role in service customization but with varying degrees of emphasis.




Chi-Square Tests:

Statistical Significance: The tests indicate statistically significant differences in
perceptions regarding the importance of a client's professional status, with Pearson
Chi-Square at 28.613 (p < .001) and Likelihood Ratio at 33.431 (p <.001), pointing to
strong evidence of differing viewpoints.

Linear Trend: The Linear-by-Linear Association presents a value of 1.962 with a
significance of .161, suggesting no significant linear trend across the categories,
highlighting a general agreement but not a uniform increase or decrease in perceived
importance.

General Conclusion:

The findings highlight nuanced views within the private aviation industry regarding
the role of a client's professional status in influencing service customization. While
there is an overall acknowledgment of its relevance, opinions vary widely, from
neutral to extremely important, indicating that the consideration of professional status
in tailoring services is recognized but applied differently across the industry.

The significant statistical differences observed suggest that personal beliefs,
operational contexts, and possibly the nature of client interactions may influence how
much weight is given to professional status in service customization efforts. This
diversity likely reflects the complex nature of service personalization, where multiple
factors, including professional status, are considered to varying extents to enhance the
customer experience and meet individual client needs effectively.



C.2) Rate the importance of the following elements of social context in

influencing service customization (rate each element):

Crosstab
Rate the importance of the following elements of social context in influencing Total
service customization (rate each element) [Client's social interests and hobbies]
Not Not Slightly | Neutra | Slightly Important Extremely
Import | Import not I Importa Important
ant at ant Importa nt
all nt
Bro | Count 6 15 4 8 14 2 0 49
ker | Expected 4,5 9,4 12,0 8,9 8,9 3,6 18 49,0
Count
% within 12,2% | 30,6% 8,2% 16,3% 28,6% 4,1% 0,0% 100,0%
prof_title
recoded
% within 60,0% | 71,4% 14,8% 40,0% 70,0% 25,0% 0,0% 44,5%
Rate the
importance
(...)[Client
's social
interests
and
hobbies]
% of Total 5,5% 13,6% 3,6% 7,3% 12,7% 1,8% 0,0% 44,5%
Oth | Count 4 6 23 12 6 6 4 61
er Expected 55 11,6 15,0 111 111 4,4 2,2 61,0
Count
% within 6,6% 9,8% 37,7% 19,7% 9,8% 9,8% 6,6% 100,0%
prof_title
recoded
% within 40,0% | 28,6% | 85,22% 60,0% 30,0% 75,0% 100,0% 55,5%
Rate the
importance
(...)[Client
's social
interests
and
hobbies]
% of Total 3,6% 5,5% 20,9% 10,9% 5,5% 5,5% 3,6% 55,5%
Count 10 21 27 20 20 8 4 110




Tot | Expected 10,0 21,0 27,0 20,0 20,0 8,0 4,0 110,0
al Count
% within 9,1% 19,1% 24,5 18,2% 18,2% 7,3% 3,6% 100,0%
prof title %
recoded
% within 100,0 100,0% 100,0 | 100,0 100,0% 100,0% 100,0% 100,0%
Rate the % % %
importance
(...)[Client
's social
interests
and
hobbies]
% of Total 9,1% 19,1% 24,5 18,2% 18,2% 7,3% 3,6% 100,0%
%
Chi-Square Tests
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 26,635° 6 <,001
Likelihood Ratio 29,589 6 <,001
Linear-by-Linear 1,924 1 ,165
Association
N of Valid Cases 110

is1,78.

a. 5 cells (35,7%) have expected count less than 5. The minimum expected count

Crosstabulation Table Analysis

Importance of Client's Social Interests and Hobbies

Observations:

Significance of Social Interests: This analysis delves into how the social interests and

hobbies of clients are valued in the context of service customization, ranging from
"Not Important at all" to "Extremely Important.”

Broker Insights: A notable proportion of brokers find social interests and hobbies not
important (30.6%) or only slightly not important (8.2%), with another significant




segment (28.6%) considering them slightly important. This distribution indicates a
mixed perception among brokers regarding the relevance of these elements in
tailoring services.

Other Category Insights: The "Other" category exhibits a broader appreciation for the
importance of social interests, with 37.7% rating them as slightly not important but
also a tangible portion (9.8%) seeing them as important or extremely important. This
suggests a more varied understanding of the role these elements play in service
personalization.

Overall Industry View: The collective responses indicate a recognition of the value of
understanding clients' social interests and hobbies, albeit with significant variability in
how this understanding is applied to service customization.

Chi-Square Tests:

Statistical Significance: The tests reveal statistically significant differences in
opinions regarding the importance of clients’ social interests and hobbies, with
Pearson Chi-Square at 26.635 (p < .001) and Likelihood Ratio at 29.589 (p < .001),
indicating strong evidence of differing viewpoints among respondent groups.

Linear Trend: The Linear-by-Linear Association presents a value of 1.924 with a
significance of .165, suggesting no significant linear trend across the categories,
emphasizing the complex and varied views on the impact of social interests in service
personalization.

General Conclusion:

The findings highlight a nuanced perspective within the private aviation industry on
incorporating clients' social interests and hobbies into service customization. While
there's an overall acknowledgment of their potential value, the degree of importance
attributed varies widely, from seeing them as not important to extremely important.

The significant statistical differences observed suggest diverse strategies or
philosophies in how personalization is approached, possibly influenced by different
experiences or client expectations. This underscores the complexity of effectively
leveraging personalization in service delivery, where understanding and integrating
clients’, social contexts can enhance the customization and perceived value of
services, though opinions on its criticality differ across the industry.



C.2) Rate the importance of the following elements of social context in
influencing service customization (rate each element):

Crosstab
Rate the importance of the following elements of social context in Total
influencing service customization (rate each element) [Client's travel
preferences and habits]
Not Slightly Neutral | Slightly Important Extremely
Importa not Importa Important
nt Important nt
Broker Count 4 6 19 0 6 14 49
Expected 18 31 15,6 3,6 8,9 16,0 49,0
Count
% within 8,2% 12,2% 38,8% 0,0% 12,2% 28,6% 100,0%
prof_title
recoded
% within 100,0% 85,7% 54,3% 0,0% 30,0% 38,9% 44.5%
Rate the
importance
(...)[Client
's travel
preference
s and
habits]
% of Total 3,6% 5,5% 17,3% 0,0% 5,5% 12,7% 44,5%
Other Count 0 1 16 8 14 22 61
Expected 2,2 3,9 19,4 4,4 111 20,0 61,0
Count
% within 0,0% 1,6% 26,2% 13,1% 23,0% 36,1% 100,0%
prof_title
recoded
% within 0,0% 14,3% 45,7% 100,0% 70,0% 61,1% 55,5%
Rate the
importance
(...)[Client
's travel
preference
s and
habits]
% of Total 0,0% 0,9% 14,5% 7,3% 12,7% 20,0% 55,5%




Total Count 4 7 35 8 20 36 110
Expected 4,0 7,0 35,0 8,0 20,0 36,0 110,0
Count
% within 3,6% 6,4% 31,8% 7,3% 18,2% 32,7% 100,0%
prof title
recoded
% within 100,0% 100,0% 100,0% | 100,0% 100,0% 100,0% 100,0%
Rate the
importance
(...)[Client
's travel
preference
s and
habits]

% of Total 3,6% 6,4% 31,8% 7,3% 18,2% 32,7% 100,0%

Chi-Square Tests

Value df Asymptotic

Significance (2-
sided)

Pearson Chi-Square 19,7322 5 ,001
Likelihood Ratio 24,628 5 <,001
Linear-by-Linear Association 8,208 1 ,004
N of Valid Cases 110
a. 6 cells (50,0%) have expected count less than 5. The minimum expected count
is 1,78.

Crosstabulation Table Analysis

Importance of Client's Travel Preferences and Habits

Observations:

Significance of Travel Preferences: This analysis investigates how the travel
preferences and habits of clients are rated in terms of their importance for service
customization, spanning from "Not Important” to "Extremely Important.”

Broker Perspectives: Among brokers, there's a notable spread in opinions, with a
plurality (38.8%) adopting a neutral stance on the importance of travel preferences




and habits. However, a significant portion also recognizes their high importance, with
28.6% rating it as extremely important, suggesting a recognition of their relevance in
enhancing service customization.

Other Category Insights: The "Other" category shows a stronger inclination towards
the importance of these elements, with 36.1% rating travel preferences and habits as
extremely important and 23% as important. This indicates a more pronounced belief
in the significance of understanding clients' travel behaviors.

Overall Industry View: Across all respondents, there's a recognition of the importance
of clients' travel preferences and habits in service customization, with a tendency
towards viewing them as important or extremely important, reflecting the industry's
emphasis on tailoring services to individual client needs.

Chi-Square Tests:

Statistical Significance: The tests indicate statistically significant differences in
perceptions regarding the importance of travel preferences and habits, with Pearson
Chi-Square at 19.732 (p = .001) and Likelihood Ratio at 24.628 (p <.001), pointing to
strong evidence of differing viewpoints among respondent groups.

Linear Trend: The Linear-by-Linear Association presents a value of 8.208 with a
significance of .004, suggesting a significant linear trend in the data, indicating an
increasing recognition of the importance of these elements across the rating scale.

General Conclusion:

The findings underscore the recognized value within the private aviation industry of
understanding and integrating clients' travel preferences and habits into service
customization. While brokers show a broader distribution of views, ranging from
neutral to extremely important, the "Other" category demonstrates a clearer consensus
on their critical importance.

The significant statistical differences observed suggest nuanced strategies or
philosophies in how personalization is approached across the industry, influenced by
operational contexts, client interaction experiences, or personal beliefs about service
delivery. This diversity highlights the complex nature of service personalization,
where multiple factors, including clients' travel behaviors, are considered to varying
extents to deliver tailored and value-added services effectively.



C.3) On ascale of 1 to 5, how often do you adjust your service offerings based on
a client’s reported or perceived social status?

Crosstab
Onascale of 1 to 5, how often do you adjust your service Total
offerings based on a client’s reported or perceived social
status?
Never Rarely Sometimes Often Always
Broker | Count 0 8 14 16 11 49
Expected 1,8 45 16,0 15,6 111 49,0
Count
% within 0,0% 16,3% 28,6% 32,7% 22,4% 100,0%
prof title
recoded
% within On a 0,0% 80,0% 38,9% 45,7% 44,0% 44,5%
scaleof1to5
(...)
% of Total 0,0% 7,3% 12,7% 14,5% 10,0% 44,5%
Other Count 4 2 22 19 14 61
Expected 2,2 55 20,0 19,4 13,9 61,0
Count
% within 6,6% 3,3% 36,1% 31,1% 23,0% 100,0%
prof_title
recoded
% withinOna | 100,0% 20,0% 61,1% 54,3% 56,0% 55,5%
scaleof1to5
(...)
% of Total 3,6% 1,8% 20,0% 17,3% 12,7% 55,5%
Total Count 4 10 36 35 25 110
Expected 4,0 10,0 36,0 35,0 25,0 110,0
Count
% within 3,6% 9,1% 32,7% 31,8% 22,7% 100,0%
prof _title
recoded
% withinOna | 100,0% 100,0% 100,0% 100,0% 100,0% 100,0%
scale of 1t0 5
(...)
% of Total 3,6% 9,1% 32,7% 31,8% 22,7% 100,0%




Chi-Square Tests

Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 8,790? 4 ,067
Likelihood Ratio 10,499 4 ,033
Linear-by-Linear ,001 1 977
Association
N of Valid Cases 110
a. 3 cells (30,0%) have expected count less than 5. The minimum expected count
is 1,78.

Crosstabulation Table Analysis

Adjusting Service Offerings Based on Social Status

Observations:

Adjustment Frequency: This analysis explores how frequently service providers in the
private aviation sector adjust their offerings based on a client's reported or perceived
social status, with options ranging from never to always.

Brokers' Responses: No brokers reported never adjusting their services for social
status, indicating a universal acknowledgment of its consideration. A significant
distribution across the rarely, sometimes, often, and always categories suggest a
nuanced approach to service customization based on social status, with the highest
frequency observed in the often category (32.7%).

Other Category Insights: In contrast, a small portion of the "Other" category reported
never adjusting services based on social status (6.6%), with the majority spreading
across sometimes (36.1%), often (31.1%), and always (23.0%), indicating a similar
but slightly more varied approach compared to brokers.

Overall Industry Trends: Combining responses, the industry leans more towards
frequently adjusting services based on social status, with sometimes (32.7%), often
(31.8%), and always (22.7%) being the most selected options. This highlights the
importance placed on social status in tailoring service offerings.




Chi-Square Tests:

Pearson Chi-Square and Likelihood Ratio: The Pearson Chi-Square test shows a
value of 8.790 with a significance level of .067, nearing statistical significance and
suggesting a trend in differences in how often services are adjusted for social status
among respondent groups. The Likelihood Ratio of 10.499 with a significance level of
.033 indicates a statistically significant difference, suggesting variability in the
frequency of adjustments based on social status across different professional roles.

Linear-by-Linear Association: A value of .001 with a significance of .977 indicates no
significant linear trend across the ordinal categories, suggesting that while there are
differences in adjustment frequencies, they do not follow a linear progression.

General Conclusion:

The findings demonstrate an industry-wide recognition of the importance of
considering a client’s social status in personalizing service offerings. Most
professionals, regardless of their role, engage in some level of service customization
based on social status, with a considerable number often or always making such
adjustments.

The significant chi-square values, especially the Likelihood Ratio, reveal differences
in the extent to which various professionals engage in this practice, reflecting a
diversity of strategies or priorities in service customization. This emphasizes the
perceived relevance of social status as a factor in shaping service offerings to meet
client expectations and enhance satisfaction within the private aviation sector.



C.4) On ascale of 1 to 5, to what extent do you believe that a client’s cultural
background affects their expectations and perceived value of your services?

Crosstab
On a scale of 1 to 5, to what extent do you | Total
believe that a client’s cultural background
affects their expectations and perceived
value of your services?
Toa Toa Toa To a
Small Moderate | Large Very
Extent Extent Extent Large
Extent
Broker | Count 0 6 34 9 49
Expected Count 3,6 12,0 24,9 8,5 49,0
% within prof _title 0,0% 12,2% 69,4% 18,4% 100,0%
recoded
% within On a scale 0,0% 22,2% 60,7% 47,4% 44,5%
of 1to5¢(...)
% of Total 0,0% 5,5% 30,9% 8,2% 44.5%
Other Count 8 21 22 10 61
Expected Count 4,4 15,0 31,1 10,5 61,0
% within prof _title 13,1% 34,4% 36,1% 16,4% 100,0%
recoded
% within On a scale 100,0% | 77,8% 39,3% 52,6% 55,5%
of 1to5¢(...)
% of Total 7,3% 19,1% 20,0% 9,1% 55,5%
Total Count 8 27 56 19 110
Expected Count 8,0 27,0 56,0 19,0 110,0
% within prof _title 7,3% 24,5% 50,9% 17,3% 100,0%
recoded
% within On a scale 100,0% | 100,0% 100,0% | 100,0% | 100,0%
of 1to5(...)
% of Total 7,3% 24,5% 50,9% 17,3% 100,0%




Chi-Square Tests

Value df Asymptotic Significance (2-sided)

Pearson Chi-Square 17,8612 | 3 <,001

Likelihood Ratio 21,249 3 <,001
Linear-by-Linear 10,333 1 ,001
Association

N of Valid Cases 110

a. 2 cells (25,0%) have expected count less than 5. The minimum expected count
is 3,56.

Crosstabulation Table Analysis

Impact of a Client’s Cultural Background on Service Perceptions

Observations:

Influence of Cultural Background: This section delves into how professionals
perceive the influence of a client's cultural background on their expectations and the
perceived value of services. Responses range from affecting "To a Small Extent" to
"To a Very Large Extent."

Broker Insights: No brokers believe cultural background influences expectations or
perceived value to a small extent. A majority (69.4%) feel it does so to a large extent,
while a significant minority (18.4%) rate the influence as very large. This indicates a
strong belief among brokers in the importance of cultural background in shaping
service perceptions.

Other Category Insights: In contrast, the "Other" category shows a broader
distribution of views, with some (13.1%) believing cultural background influences
only to a small extent. The majority still sees a significant influence, either to a
moderate extent (34.4%) or to a large extent (36.1%).

Overall Industry Perspective: Combining the responses, over half of the industry
(50.9%) believes that a client's cultural background affects their service expectations
and perceived value to a large extent, underscoring the recognized importance of
cultural sensitivity in service delivery.




Chi-Square Tests:

Statistical Significance: The Pearson Chi-Square test value of 17.861 with a p-value
of less than .001, alongside the Likelihood Ratio of 21.249 (p < .001), indicates
statistically significant differences in perceptions regarding the impact of cultural
background among respondent groups.

Linear Trend: The Linear-by-Linear Association of 10.333 (p = .001) suggests a
significant linear trend in the data, possibly indicating a progressive acknowledgment
of cultural background's influence as moving from less to more significant across the
scale.

General Conclusion:

The analysis reveals a significant acknowledgment within the private aviation
industry of the role a client's cultural background plays in shaping their expectations
and the perceived value of services offered. While there is a variance in the degree of
influence attributed, a clear majority across both brokers and others recognize a
substantial impact, particularly to a large or very large extent.

The statistically significant differences and linear trend observed suggest that while
there's broad agreement on the importance of cultural sensitivity, the extent of its
perceived impact varies, likely reflecting differences in personal experiences, client
interactions, or operational contexts. This underlines the critical need for cultural
awareness and adaptability in tailoring services to meet diverse client expectations
effectively, enhancing overall client satisfaction and loyalty.



C.5) On ascale of 1 to 5, how important is it to consider a client’s social network
(e.g., family, friends, business associates) when personalizing your services?

Crosstab
On a scale of 1 to 5, how important is it to consider a client’s Total
social network (e.g., family, friends, business associates) when
personalizing your services?
Not Slightly Moderately Very Extremely
Important | Important Important Important | Important
Broker | Count 0 6 6 25 12 49
Expected 1,8 2,7 14,3 18,7 11,6 49,0
Count
% within 0,0% 12,2% 12,2% 51,0% 24,5% 100,0%
prof title
recoded
% within 0,0% 100,0% 18,8% 59,5% 46,2% 44,5%
Onascale
of1to5
(...)
% of Total 0,0% 5,5% 5,5% 22,7% 10,9% 44,5%
Other Count 4 0 26 17 14 61
Expected 2,2 33 17,7 23,3 14,4 61,0
Count
% within 6,6% 0,0% 42,6% 27,9% 23,0% 100,0%
prof_title
recoded
% within 100,0% 0,0% 81,3% 40,5% 53,8% 55,5%
Onascale
of1to5
(...)
% of Total 3,6% 0,0% 23,6% 15,5% 12,7% 55,5%
Total | Count 4 6 32 42 26 110
Expected 4,0 6,0 32,0 42,0 26,0 110,0
Count
% within 3,6% 5,5% 29,1% 38,2% 23,6% 100,0%
prof _title
recoded
% within On 100,0% 100,0% 100,0% 100,0% 100,0% 100,0%
ascale of 1
t05¢(...)
% of Total 3,6% 5,5% 29,1% 38,2% 23,6% 100,0%




Chi-Square Tests
Value df Asymptotic Significance (2-

sided)

Pearson Chi-Square 23,1442 4 <,001

Likelihood Ratio 27,715 4 <,001

Linear-by-Linear 1,981 1 ,159

Association

N of Valid Cases 110

a. 4 cells (40,0%) have expected count less than 5. The minimum expected count

is 1,78.

Crosstabulation Table Analysis

Importance of Considering a Client’s Social Network

Observations:

Importance Levels: The analysis investigates how important professionals in the
private aviation sector believe it is to consider a client's social network (e.g., family,
friends, business associates) when personalizing services. The distribution of
responses indicates a significant emphasis on the very and extremely important
categories, particularly among brokers, where 51.0% rated it very important and
24.5% rated it extremely important.

Brokers vs. Others: No brokers considered it not important, indicating a unanimous
recognition of some level of importance. On the other hand, a small percentage of the
"Other" category (6.6%) viewed considering a client's social network as not
important. The most substantial divergence is seen in the moderately important
category, with a large portion of the "Other" respondents (42.6%) selecting this
option.

Overall Insights: The combined data underscores a strong industry inclination
towards valuing the client's social network in service personalization, with a notable
38.2% rating it as very important and 23.6% as extremely important across all
respondents.




Chi-Square Tests:

Statistical Significance: The Pearson Chi-Square test shows a value of 23.144 with 4
degrees of freedom and an asymptotic significance of less than .001, indicating a
statistically significant difference in the importance placed on considering a client's
social network for personalizing services. This suggests variability in how different
professionals perceive the role of social networks in service customization.

Likelihood Ratio: Similarly, the Likelihood Ratio of 27.715 with a significance level
of less than .001 supports the presence of significant differences in perspectives
across respondent groups.

Linear-by-Linear Association: However, the Linear-by-Linear Association shows a
value of 1.981 with a significance of .159, suggesting that while there is a significant
overall difference, the trend across the ordinal categories from not important to
extremely important may not be linear or may not significantly vary across
professional roles.

General Conclusion:

The findings indicate a strong recognition within the private aviation industry of the
importance of considering a client’s social network in personalizing services. The
significant chi-square values highlight differences in how this factor is weighted,
revealing variability in prioritization or implementation strategies among
professionals. Despite this variability, the collective data emphasizes a prevalent
industry belief in the value of integrating knowledge of a client's social connections
into the customization of services. This aligns with broader trends towards more
holistic, client-centered service offerings, where understanding and leveraging social
networks can enhance the personalization and perceived value of services.



D.1) On ascale of 1 to 5, how would you rate the effectiveness of personalized
services in fostering long-term relationships with clients?

Crosstab
On a scale of 1 to 5, how would you rate Total
the effectiveness of personalized services
in fostering long-term relationships with
clients?
Very Effective Extremely
Effective
Broker | Count 3 46 49
Expected Count 11,6 374 49,0
% within prof _title 6,1% 93,9% 100,0%
recoded
% within On a scale of 11,5% 54,8% 44 5%
1to5¢(...)
% of Total 2,7% 41,8% 44,5%
Other Count 23 38 61
Expected Count 14,4 46,6 61,0
% within prof _title 37,7% 62,3% 100,0%
recoded
% within On a scale of 88,5% 45,2% 55,5%
1t05¢(...)
% of Total 20,9% 34,5% 55,5%
Total Count 26 84 110
Expected Count 26,0 84,0 110,0
% within prof _title 23,6% 76,4% 100,0%
recoded
% within On a scale of 100,0% 100,0% 100,0%
1to5¢(..)
% of Total 23,6% 76,4% 100,0%




Chi-Square Tests

Value df Asymptotic Exact Sig. Exact Sig.
Significance (2-sided) (2-sided) (1-sided)
Pearson Chi-Square 15,016* | 1 <,001
Continuity Correction® | 13,317 | 1 <,001
Likelihood Ratio 16,898 1 <,001
Fisher's Exact Test <,001 <,001
Linear-by-Linear 14,880 1 <,001
Association
N of Valid Cases 110

a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 11,58.

b. Computed only for a 2x2 table

Crosstabulation Table Analysis

Effectiveness of Personalized Services in Fostering Long-Term Relationships

Observations:

Effectiveness Ratings: The analysis focuses on evaluating the effectiveness of
personalized services in fostering long-term relationships with clients. It distinguishes
between ratings of "Very Effective” and "Extremely Effective.”

Broker Responses: A vast majority of brokers (93.9%) consider personalized services
to be extremely effective in fostering long-term relationships, highlighting a strong
belief in the power of personalization. Only a small fraction (6.1%) rates it as very
effective.

Other Category Insights: The "Other" category shows a more distributed perspective,
with 62.3% rating personalized services as extremely effective and 37.7% as very
effective. This still indicates a strong belief in personalization's effectiveness but with
slightly more variance than among brokers.

Overall Industry View: Combining responses, a significant majority of the industry
(76.4%) views personalized services as extremely effective in building long-term
client relationships, demonstrating widespread consensus on the strategic value of
personalization.




Chi-Square Tests:

Statistical Significance: The tests reveal statistically significant differences in how
personalized services' effectiveness is rated between brokers and others. With Pearson
Chi-Square, Continuity Correction, Likelihood Ratio, and Linear-by-Linear
Association all showing p-values of less than .001, there's clear evidence of differing
perceptions on the effectiveness of personalized services in fostering long-term
relationships.

General Conclusion:

The findings underscore a strong industry-wide belief in the critical role of
personalized services in developing and maintaining long-term client relationships.
The overwhelming majority consider personalized services extremely effective in this
regard, though brokers show even greater unanimity in this belief than the "Other"
category.

The significant chi-square values indicate meaningful differences in the degree of
agreement between different groups, reflecting potentially varying experiences or
expectations related to personalization's impact. Nonetheless, the overarching
conclusion is that personalization is not just beneficial but is deemed essential for
sustaining long-term relationships with clients, affirming its place as a cornerstone of
service strategy in the private aviation sector.



D.2) On ascale of 1 to 5, how critical do you believe personalization is in

differentiating your services from competitors?

Crosstab
On ascale of 1 to 5, how critical do Total
you believe personalization is in
differentiating your services from
competitors?
Moderately Very Extremely
Critical Critical Critical
Broker | Count 2 17 30 49
Expected Count 3,6 17,8 27,6 49,0
% within prof _title 4,1% 34,7% 61,2% 100,0%
recoded
% within On a scale of 1 to 25,0% 42,5% 48,4% 44 5%
5(..)
% of Total 1,8% 15,5% 27,3% 44,5%
Other Count 6 23 32 61
Expected Count 44 22,2 34,4 61,0
% within prof _title 9,8% 37,7% 52,5% 100,0%
recoded
% within On a scale of 1 to 75,0% 57,5% 51,6% 55,5%
5(...)
% of Total 5,5% 20,9% 29,1% 55,5%
Total Count 8 40 62 110
Expected Count 8,0 40,0 62,0 110,0
% within prof _title 7,3% 36,4% 56,4% 100,0%
recoded
% within On a scale of 1 to 100,0% 100,0% 100,0% 100,0%
5(..)
% of Total 7,3% 36,4% 56,4% 100,0%
Chi-Square Tests
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 1,675% 2 433
Likelihood Ratio 1,749 417
Linear-by-Linear 1,436 1 231
Association
N of Valid Cases 110

a. 2 cells (33,3%) have expected count less than 5. The minimum expected count
is 3,56.




Crosstabulation Table Analysis

Criticality of Personalization in Differentiating Services

Observations:

Perceived Criticality of Personalization: This analysis assesses how professionals rate
the criticality of personalization in differentiating their services from competitors,
with a scale ranging from "Moderately Critical” to "Extremely Critical."

Broker Perspectives: A significant majority of brokers (61.2%) believe
personalization is extremely critical for differentiating their services, indicating a
strong conviction in the value of tailored service offerings. A substantial portion
(34.7%) views it as very critical, with a minimal number (4.1%) considering it
moderately critical.

Other Category Insights: Similarly, the "Other" category reflects a high valuation of
personalization, with 52.5% rating it as extremely critical and 37.7% as very critical.
This suggests a broad consensus on the importance of personalization across different
roles within the industry.

Overall Industry Trends: Across all respondents, the criticality of personalization is
predominantly viewed as very (36.4%) to extremely (56.4%) critical, underscoring its
perceived importance in offering competitive and distinct services in the private
aviation market.

Chi-Square Tests:

Statistical Significance: The chi-square tests show no statistically significant
differences in views on the criticality of personalization between brokers and others,
with Pearson Chi-Square at 1.675 (p = .433) and Likelihood Ratio at 1.749 (p = .417).

General Conclusion:

The analysis reveals a strong industry-wide belief in the critical role of
personalization in distinguishing services from competitors. This emphasis on
customization reflects a strategic focus on delivering personalized experiences as a
key differentiator in the competitive landscape of private aviation services.

The absence of significant differences between brokers and other professionals
highlights a shared understanding of personalization's value across the sector. This
consensus points to the broader industry recognition that in a market where excellence
in service and customer satisfaction are paramount, personalization stands out as a



fundamental element in crafting unique and compelling service propositions that
resonate with clients' individual preferences and needs.

The findings affirm the industry's commitment to leveraging personalization not just
as a service enhancement tool but as a core business strategy to cultivate client
loyalty, reinforce brand identity, and sustain competitive advantage.

Chapter 6: Conclusions

Hypothesis 1 Analysis

Hypothesis 1 posits that exceptional customer experiences significantly enhance the
perceived value of private aviation services. This hypothesis rests on the foundational
premise of customer experience quality being a pivotal determinant in shaping
consumers' perceived value. In the realm of private aviation brokerage, where services
are inherently high-end and personalized, customer experience emerges not just as a
service attribute but as a core value proposition. The crosstabulation analysis
illustrates a stark majority of brokers (81.6%) and other professionals within the
industry (75.4%) rate the impact of customer experience quality as 'Extremely High'
on the perceived value of services. This overwhelming consensus underscores the
critical importance placed on customer experience across the board, highlighting its
role as an indispensable factor in enhancing service value.

The data supports Hypothesis 1, indicating a direct and significant correlation
between the quality of customer experience and the perceived value of private
aviation services. Given the industry's universal recognition of high-quality customer
experience as a critical component of perceived value, it's evident that exceptional
customer experiences do more than just meet the immediate needs of clients. They
serve to elevate the overall value proposition of private aviation services, creating a
differentiated offering that goes beyond mere transportation to deliver an unparalleled
service experience. This aligns with existing literature that situates customer
experience as a key driver of perceived value, particularly in service-oriented sectors
where expectations are high and personalized attention is valued. The statistical
insignificance observed in chi-square tests regarding differences among respondent
groups further reinforces the notion that the impact of customer experience on
perceived value is universally acknowledged across the private aviation sector,
transcending professional roles and perspectives.



Hypothesis 2 Analysis

Hypothesis 2 explores the impact of social context—comprising social status,
lifestyle, and cultural background—on the perceived value of private aviation
brokerage services. This hypothesis delves into the nuanced ways in which social
factors shape customer perceptions and value assessments. In the exclusive domain of
private aviation, where services are often tailored to the elite, the social context in
which these services are consumed plays a critical role. It's not merely the functional
attributes of the service that determine its value but also how well it aligns with the
social and cultural expectations of its clientele.

While direct data regarding the influence of social context on perceived value wasn't
provided, the emphasis on customer experience quality as a significant enhancer of
perceived value indirectly supports Hypothesis 2. Social context, particularly in
luxury service sectors like private aviation, often dictates the parameters of what
constitutes an exceptional customer experience. For instance, cultural nuances may
influence preferences for service personalization, discretion, or exclusivity—each a
facet of customer experience that, in turn, impacts perceived value. The
acknowledgment of customer experience quality as a paramount factor suggests that
services which adeptly navigate and align with the social context of their clientele are
likely to be perceived as more valuable.

This indirect evidence hints at the validity of Hypothesis 2, although further research
explicitly focusing on social context factors would provide a more definitive
conclusion. Analyzing how specific social context elements influence customer
expectations and perceptions could offer deeper insights into tailoring services to
meet and exceed the sophisticated demands of private aviation clients, thus enhancing
perceived value.

Hypothesis 3 Analysis

Hypothesis 3 posits that the personalization of services in private aviation brokerage
has a direct and positive impact on customer loyalty. This hypothesis underlines the
growing recognition of personalized service as a cornerstone of customer loyalty in
the service industry, especially within high-value sectors like private aviation.
Personalization, by its nature, entails tailoring service delivery to meet individual
customer preferences, expectations, and needs—thus fostering a sense of uniqueness
and value for the customer.



The data and analysis provided do not directly address the relationship between
personalization and customer loyalty. However, the significant emphasis on customer
experience quality as an enhancer of perceived value can be closely associated with
the principles of personalization. High ratings of customer experience quality likely
encompass elements of personalization, as personalized services are instrumental in
delivering exceptional customer experiences. The logic follows that if customer
experience quality, potentially enriched through personalization, significantly impacts
perceived value, then it also sets the stage for enhanced customer loyalty.
Personalized experiences create emotional connections and a sense of belonging
among customers, pivotal factors in developing loyalty.

Despite the lack of direct data linking personalization to customer loyalty in the
provided material, the integral role of customer experience quality in perceived value
indirectly supports Hypothesis 3. Exceptional, personalized customer experiences not
only elevate perceived value but are also likely to engender loyalty by differentiating
the service in a meaningful way. Future research explicitly exploring the relationship
between personalization efforts and loyalty metrics in private aviation could provide
concrete evidence supporting this hypothesis, underscoring the value of
personalization in cultivating long-term customer relationships.

Implications for the Private Aviation Brokerage Industry

The findings from this study underscore the pivotal role of customer experience in the
private aviation brokerage industry. Exceptional customer experiences significantly
enhance the perceived value of private aviation services, emphasizing the importance
of every customer interaction. The data supports the hypothesis that a positive
correlation exists between the quality of customer experience and the perceived value
of services. This insight is crucial for private aviation brokers as it highlights the
necessity of prioritizing customer experience as a strategic differentiator.

The impact of social context on the perceived value of services, although indirectly
supported, suggests that private aviation services are not merely transactions but are
deeply intertwined with the social fabric of the clientele. This understanding should
prompt private aviation brokers to pay closer attention to the social, cultural, and
lifestyle preferences of their clients. Tailoring services to align with these preferences
can significantly enhance perceived value, setting a service apart in a competitive
market.

Furthermore, the potential link between personalization and customer loyalty,
suggested by the importance of customer experience, indicates that personalized
services are likely a key driver of loyalty in the private aviation brokerage industry.



This finding suggests a shift from a transactional to a relational approach in client
interactions, focusing on building long-term relationships through personalized,
anticipatory service.

Future Research Directions

This study opens several avenues for future research that could provide deeper
insights into creating and delivering value in private aviation brokerage. First, there is
a need for empirical studies specifically exploring the impact of social context on
perceived value. Such research could help in understanding how different elements of
social context (e.g., social status, lifestyle preferences, cultural background) influence
clients' perceptions of value, potentially guiding more targeted service offerings.

Second, research focusing directly on the relationship between service personalization
and customer loyalty in private aviation could yield valuable insights. Longitudinal
studies tracking how personalization efforts influence loyalty over time would be
particularly beneficial. This research could validate the conceptual link suggested by
this study and provide actionable strategies for fostering loyalty through personalized
service.

Lastly, comparative studies assessing customer experience and perceived value across
different luxury service sectors could offer broader perspectives on best practices and
innovative approaches to customer experience management. Such studies could help
private aviation brokers benchmark their services against other luxury service
providers and identify unique opportunities for enhancement.

By addressing these areas, future research could significantly contribute to a more
nuanced understanding of the dynamics at play in the private aviation brokerage
industry, offering strategic insights for enhancing customer experience,
personalization, and ultimately, client loyalty.
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Chapter 8: Appendix

Appendix 1 - Questionnaire

Part 1 - Introduction

This survey is a key instrument for gathering data for a study on the various ways private
aviation brokers can add value to their services for their customers. This research is part of
Christos Oikonomopoulos's postgraduate studies for the Master in Business Administration
at the University of West Attica.

The information collected from this survey will be utilized solely for academic research
purposes and will be treated with the utmost confidentiality. All personal data and responses
will remain private and anonymous.

Completing the questionnaire should take approximately 25 minutes. When responding,
please select the options that most accurately reflect your perspective and practices. There
are no right or wrong answers.

Your contribution is crucial and will greatly assist in providing insights into the enhancement
of customer value within the private aviation brokerage industry.

Thank you very much for your valuable participation!

Part 2 - Personal & Background Information
Please complete the following information. All responses will be kept confidential and used
only for research purposes.

A.1) What is your gender?

e Male
e Female

e Prefer not to say


http://books.google.ie/books?id=335ZDwAAQBAJ&printsec=frontcover&dq

A.2) What is your Age?

o 18-24
o 2534
e 3544
e 4554
e 5564
e Over65

A.3) What is your education level?

e High School or equivalent

e Vocational/Technical Degree (e.g., Pilot training, aviation management certificate)
e Bachelor's Degree

e Master's Degree

e Doctorate or higher

e Other (Please specify):

A.4) What is your monthly income in Euro or local equivalent?

e Lessthan€ 1,000

e €1,000-€2,000

e €2,001 -€5,000

e £€5,001-€10,000

e More than €10,000

A.5) What is your Professional Title?

e Broker

e Sales Manager

e Operations Manager

e Executive (e.g., CEO, CFO, COO)
e Other (Please specify):

A.6) How many years of experience do you have in Private Aviation Brokerage?

e Lessthan1year

e 1-3years

e 4-6years

e 7-10vyears

e More than 10 years

A.7) What is your primary geographical region where you conduct most of your brokerage

activities?

e North America
e South America
e Europe

e Asia



e Africa
e (QOceania
e Global

A.8) How many employees work at your brokerage firm?

e 1-10(Small/Independent Brokerage)
e 11-50 (Small to Medium Sized Firm)

e 51-200 (Medium Sized Firm)

e 201-500 (Large Firm)

e 501+ (Very Large/Multi-National Firm)

A.9) How many bookings your firm completes per month on average?

e 15

e 6-15

e 16-30
e 31-50
e 51-100

e More than 100
A.10) What is your main customer base?

e Individuals

e Corporations

e Government Entities

e Other (Please specify):

Part 3 - Customer Experience and Perceived Value

B.1) On a scale of 1 to 5, how would you rate the impact of customer experience quality on

the perceived value of your services?

e 1-NolImpactatAll

e 2 -Slight Impact

e 3 -Moderate Impact

e 4 -Significant Impact

e 5 - Extremely High Impact

B.2) Can you provide examples of how enhanced customer experiences have translated into

higher perceived value in your services?

**0Open Box**



B.3) How do you gather feedback from your clients regarding their experience with your
service?

e Post-service surveys

e Informal feedback during service

e Follow-up calls or emails

e No formal process for gathering feedback
e Other (please specify)

B.4) In your opinion, which aspects of customer experience have the greatest impact on

perceived value?

e Quality of in-flight services

e Efficiency and convenience of booking process
e Personalization of the travel experience

e Responsiveness to client inquiries and requests
e Other (please specify)

B.5) Have you implemented any changes based on customer feedback that resulted in an
increase in perceived service value?

e Yes, several times

e Yes, but only occasionally
e No, never had to

e Not sure

B.6) On a scale of 1 to 5, to what extent do you believe that the overall ambiance and
comfort of the aircraft influence the perceived value of your services?

e 1-Notatall

e 2-Toasmall extent

e 3-Toamoderate extent
e 4-Toalarge extent

e 5-Toaverylarge extent

B.7) On a scale of 1 to 5, how important is timely and effective communication with clients in

enhancing their overall experience and perceived value of your services?

e 1-Notimportant

e 2 -Slightly important

e 3 -Moderately important
e 4 -Veryimportant

e 5-Extremely important

B.8) Can you provide an example where addressing a client's specific need or request
significantly enhanced their perception of the value of your services?



**Open Box**

Part 4- Social Context and Perceived Value

C.1) On ascale of 1 to 5, how significant is understanding a client's lifestyle and social

activities in tailoring your service offerings?

e 1 (Not Significant at All)

o 2 (Slightly Significant)

o 3 (Moderately Significant)
e 4 (Very Significant)

e 5 (Extremely Significant)

C.2) Rate the importance of the following elements of social context in influencing service

customization (rate each element):

Client's professional status or occupation

Client's cultural background

Client's social interests and hobbies

Client's travel preferences and habits

Not Important at all
Not Important
Slightly not Important
Neutral

Slightly Important
Important

Extremely Important

C.3) On ascale of 1 to 5, how often do you adjust your service offerings based on a client’s

reported or perceived social status?

e 1 (Never)

e 2 (Rarely)

e 3 (Sometimes)
e 4 (Often)

e 5 (Always)



C.4) On ascale of 1 to 5, to what extent do you believe that a client’s cultural background
affects their expectations and perceived value of your services?

e 1 (Not at All)

e 2 (ToaSmall Extent)

e 3 (ToaModerate Extent)
e 4 (To alarge Extent)

e 5(ToaVery Large Extent)

C.5) On ascale of 1to 5, how important is it to consider a client’s social network (e.g., family,
friends, business associates) when personalizing your services?

e 1 (Not Important)

2 (Slightly Important)

3 (Moderately Important)

4 (Very Important)

5 (Extremely Important)

C.6) How do you assess the social context of your clients, and how does it influence your
service offerings?

**Open Box**

Part 5- Personalization and Customer Loyalty

D.1) On ascale of 1 to 5, how would you rate the effectiveness of personalized services in

fostering long-term relationships with clients?

e 1 (Not Effective at All)

e 2 (Slightly Effective)

e 3 (Moderately Effective)
e 4 (Very Effective)

e 5 (Extremely Effective)

D.2) On ascale of 1to 5, how critical do you believe personalization is in differentiating your

services from competitors?

e 1 (Not Critical at All)

e 2 (Slightly Critical)

e 3 (Moderately Critical)
e 4 (Very Critical)

e 5 (Extremely Critical)

D.3) Rate the impact of personalization on the following aspects of customer loyalty (rate

each aspect):




Repeat business or frequent bookings

Referrals to new potential clients

Positive reviews or testimonials

Client willingness to pay premium prices

No impact at all
Slightly Impactful
Somewhat Impactful
Moderately Impactful
Impactful

Very Impactful

Extremely Impactful

D.4) On ascale of 1to 5, How often do personalized interactions result in clients expressing
higher satisfaction with your services?

e 1 (Never)

e 2 (Rarely)

e 3 (Sometimes)
e 4 (Often)

e 5 (Always)

D.5) On ascale of 1 to 5, to what extent do you believe that understanding and catering to
individual client preferences leads to stronger client loyalty?

e 1 (NotatAll)

e 2 (To aSmall Extent)

e 3 (ToaModerate Extent)
e 4 (Toalarge Extent)

e 5(ToaVery Large Extent)

D.6) Can you share an example where personalized service led to noticeable improvements
in client loyalty?

**0Open Box**



D.7) What methods do you use to tailor your services to individual client needs? (Please
select all that apply)

e C(Client questionnaires
e Past booking analysis
e Personal communication
e Other (Please specify)

Part 6- General Feedback
Please share any additional thoughts on how private aviation brokers can add value to their

services or improve client satisfaction.

*Open Text Box*

Closing Statement

Thank you for completing this survey. Your insights are invaluable in shaping the future of
private aviation brokerage services. We appreciate your time and thoughtful responses.
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