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The Influence of Service Quality Factors on Reuse Intention
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Abstract

Purpose - This study's aims are to examine the effects of airline service quality on brand image, brand attitude and reuse
intention and the mediating roles of brand image and brand attitude in the relationship between airline service quality and

reuse intention.

Research design, data and methodology - A total of 500 questionnaire copies were distributed and 474 were used for the
empirical study after excluding some empirical inappropriate or unusable ones. To analyze the collected data, the SPSS/WIN

22.0 statistical package was used.

Results - The result of analysis showed that all the intangible, tangible and human elements of the airline service quality
positively influenced on brand image and brand attitude and did not directly influence on reuse intention. However, brand
image and brand attitude played mediating roles in the relationship between all the service quality elements and reuse

intention.

Conclusions - This means that airlines need to develop service quality, which is differentiated and provides special feelings
for customers and work out improvement strategies for positive brand images and attitudes, since customers choose and
reuse airlines, based on brand images and attitudes, which are perceived and formed through the experience of airline

service quality and word of mouth.

Keywords: Airline Service Quality, Brand Image, Brand Attitude, Reuse Intention, Mediating Effect.
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<Table 1> Questionnaire Configuration

Variable Number Advance Research

Servi Tangible Factor 6 K (2012)
ervice - ang
Quality Intangible Factor 9 Choi (2012)
Human Factor 10
Barich & Kotler(1991)
Brand Image 6 Park (2012)
Lee (2005)
Chaudhuri &
. Holbrook (2001)

Brand Attitude 3 Kim (2009)
Park (2012)

Cronin, Brady &
Reuse Intention 3 Hult(2000)
Park (2012)

Demographic Factor 7 -
Iltem Number 44
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<Table 2> Respondent Characteristics
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<Table 3> Confirmatory Factor Analysis and Reliability analysis

Category (%) Category (%)
Male 57.8 Tour 57.8
Gender -
Female 422 ] Business 30.0
Available FSC 549 | Arcraft VFR 8.9
Airline Utilization -
LCC 451 Purpose Education 25
30s 36.3
Others 0.8
20s 354
Age -
40s 21.9 Officer 86.1
50s 6.3 Self-
34
1~2 40.9 Employment
Nl,JAr‘nberftOf 34 36.3 o i Student 25
ircra ccupation
Year Use 5~6 114 P Public Officer| 2.1
7 or over 11.4 Housewife 1.7
International | 62.9
Access - Others 4.2
Route Domestic 37.1
42, EFEHN 9 MR|E BN

74 AZ=0| A, Cronbach’s 02 ELC{2 HEX|Q| LHHY
2HdE Bt Mo el 2F 2ME HAISIALE 2T

gl QQIZATp ME|E
EFtC.

2 7o EPRHES| Mte= J|EX 0 & O/X= &=X&
2 HO[7|z oLt HMEE o2 Holsh X8 HOols A2
2 LIEPSHCHX(df)=1266.958(61), normed-x*=2.188, RMR=.052,
GFI=.824, AGFI=.790, NFI=.887, TLI=.902, CFI=.910, RMSEA=
.066). o 377) 5= HED ROISSEE SAXHS
Z [folsla 06 oMo Z =A LtEtLtD QO Fornell and
Larcker (1981)2| &E Eid HI/HHHO| £z RS
ZHAVE)DL 7§E AME|Z(CCR)E ZAlSE Zof, AVE>0.5,

=4 Zif= <Table 3>1t Z0| Lt

Factors Measurement Iltem [Loadings[Std. Err[ C.R.
Intangible Factor (Cronbach’s 0=.918,
AVE=.500, CCR=.899)
Rapidity of Handling of goods 0.745 | 0.137 | 9.800
Rapidity of Boarding Procedure | 0.758 | 0.130 | 9.937
Schedule Diversity 0.678 | 0.150 | 9.060
Convenience of Reservation &
Ticketing 0.666 } j
Convenience of Seat Assignment| 0.742 | 0.154 | 9.770
Convenience of Connecting flight| ( s>7 0.136 | 8.471
Reservation
Tangible (Cron%’a\g&i&i)m& AVE=.577, 0.064 |11.168
The latest model 0.686 | 0.069 |13.311
In-flight facilities 0.790 | 0.077 |14.339
In-flight Comfort 0.836 | 0.078 |12.756
Airline F&B Satisfaction 0.790 | 0.079 |13.925
Service Entertainment 0.764 | 0.074 |10.852
Quality Duty Free Satisfaction 0.818 | 0.073 |11.631
Meal Satisfaction 0.670
Internet Use & Access 0.709 ) )
Luggage Storage 0.753 | 0.083 |12.118
Human Factors (Cronbach’'s 0=.943,
AVE=.521, CCR=.812)
Appearance 0.856 0.083 |14.022
Initiative Response 0.776 0.083 |12.491
Professional Knowledge 0.753 - -
Consideration/Attention 0.814 0.079 |13.212
Instantly Response 0.802 | 0.087 |12.980
Politeness 0.815 | 0.083 |13.232
Announcement 0.804 | 0.079 |13.026
Foreign Language Ability 0.775 | 0.085 |12.480
Safety Performance 0.715 | 0.082 |11.380
Appointment Observance 0.796 0.082 |12.858
Brand Image (Cronbach’s o=.930,
AVE=.626, CCR=.944)
Reliable 0.752 - -
Brand Honest 0.843 | 0.091 |13.633
Image Good Impression 0.819 | 0.095 |13.183
Competitive 0.793 0.096 |12.709
Professionalism 0.839 | 0.084 |13.570
Reputable 0.816 | 0.092 |13.129
Brand Attitude (Cronbach’s o=.868,
AVE=.818, CCR=.931)
A‘?{iﬁ?ge Favorite 0.880 - -
Pleasant 0.920 | 0.054 |21.241
Attractive 0.913 | 0.053 |20.876
Reuse Intention (Cronbach’s a=.952,
AVE=.687, CCR=.868)
euse. Reuse 0.838 - -
Preferential Consideration 0.871 0.067 |16.271
Recommend Intention 0.775 0.070 |13.732

22(df)=1266.958(61), normed- %*=2.188, RMR=.052, GFI=.824,
IAGFI=.790, NFI=.887, TLI=.902, CFI=.910, RMSEA=.066.

5+ 5e 001.




<Table 4> Correlation Analysis for the constructs
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Variable Average gt:v?:;g?] Inlt::;rggt:'le Tg;g;g:e Human Factor| Brand Image |Brand Attitude I:t{:rlﬁsn
Intangible Factor 3.430 .633 .500a .386b .163b 416b .286b .339%b
Tangible Factor 3.050 739 .621 .577a .327b .0420b .339b .348b
Human Factor 3.655 .661 404 572 521a .574b .716b .523b

Brand Image 3.588 .667 .645 .648 .653 .626a 442b .408b
Brand Attitude 3.453 79 535 .582 .533 .869 .818a .392b
Reuse Intention 3.460 779 .582 .590 .688 .618 .684 .687a

a AVE, b: R

2 7o sHEHo Mt J|EX|0| & 0[X|s =X
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<Figure 2>Q} Z'0| LIEFGCE BE e K&t y(dh=
1438.583(615), normed-x2=2.339, RMR=.058, GFI=.844,
AGF|=.808, NFI=.861, TLI=.921, CFI=.931, RMSEA=.065 2|
HZS AAJBH ZIte <Figure 2>9F Z40| LIEFLLE.
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Reuse
Intention

<Figure 2> The Result of Structural Equation Model
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<Itd 2:2>Q LA ME|AEES RYY 247 BHHE
E=0f OXl= ol HdEA+$= 135 CR zt2 2505
(p<.05)2 LIEILL SAHL2Z Folot Febs O/Xs A= Lt
EPRICE. MEtA g8 MH[AZE & R 247t MR
=0f Relojet el e HA 2 AotrEte <ot
2-2>= X{EHZ|QACE.

<7td 2-3>Q SSAF MH|AFZE Bleledl & oY Q4
7t HHEER|ZOf| DX Feke| #ESt Z27+= 676, CR
U2 9.857 (p<.05)2 LIEIL} SAX2=Z Folot Fobs Ol
= A2= LIEtHD Mt gEA AHAFES| o1 24
7t E-ME EHEOf RelOjet g(+)2 s A E Ao|tret
= <7t 2-3>2 XHEE|RACE

<7t 3-1>0 oZAL MHIAEZES RN 2471 H0|&
o|=0| OXl& el EES d=27+£ 100, CR g2
1432 (p>.05)2 LEIL} SAX2=Z Rofpt Fobs A Y=
A= LIEfRCE MEtN SSAF MHIAZE & 738 22
7t TOIE o=0f Felbfet F(+)2 g A
= <72 3-1>2 7|4EACt

<7td 3-2>0 SJA MHIAEES REH 22471 H0|&
o|=0| DXl= el mEES d=27+E 035 CR g2

o o —
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641 (p>.05)2 LIEIL} SAEC=Z |opt FeFs O[X|X| Y=
HO 2 LIEFGICE [M2tA ‘SHEAF AH|A =
7t THo|& 2|xof Folojst H(+)2| Fet
£ <It4 3-2>= 7|ZE|QUCE

<I7td 3-3>01 TZA MH[AFEO| Q1™ 9471 X0|E 9
20| OXl= ¥&e| HFED 424+~ 018, CR 2 .859
(p>.05)2 LIEIL} SHXMCZ Folpt P2 OX|X| &= A2
2 LIEHRCE M2t g3 MHAZEQ| o1F 2471 X{o|&
o|=0f |olOpt H(+)9| g2 A = ZAHo|Cfet=s <Itd
3-3>2 7|ZE|ALCt

<7td 4>Q1 EEO|O|X|7t gEAL Xfo|& 2|=0f OJX|=
dsko| HFEt AR H 4= 175, CR 42 1.965 (p<.05)Z2 L}
EfLt SHMECZ [opt P2 O|X|= A2 LIEFGICE et
A EEHEO|OIX|Qt XHO|E o= 7+ SHAQ AT S A
O|CFEh= <7t 4>= KHEHE|RACE

<Itd 5>Q1 HHMEE T} THO|8 2|=of = Pl EE
2} dEA 4= 648, CR 42 7.712 (p<.05)2 L|EfL} SHH
OS2 ROgt HEZ OX|= ASE LIEIRICE M2fA ‘BHE
Ef=7} Mol 2|=0of Felolst H(+)e| gz A & Ao
Ciates <7td 5>= XHEI | QUC
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44. BC 00X HfE HE

= AF0ME £ il Oi7ifax(EEHE O[0X|, EME EY
E)E o0 RSV W20 oivizar 43S flEl 44
o] biiRYE S HSS ASIACE HA EHME o|ofX|2|
07 &1t Z1= <Table 6>1F 20| LIEFRGICE.

<Table 5> Path Analysis

SEA MEIA FED TO|E 2|2 ABA N EEHE
o[O|x|e| Dj7H= o Cet A 2, SEA FEO
_1

X
ol
o

— g =2 =2 1 OO
otelgel & FEH Q49 MO|g 2lEol FAAM EUE
O[O|X| Di7i=nte| #ESH B2AE .238(p=.003)2 LtEILL
SAH2z RolOjgt ZutE E0FAL, FEH 2471 Mo
g =0 OXls HERME ROSH| @2 A= LiEfLH
FEH 2249 Mo|§ ol=o| FFEAAM HIME O|0|X|=
OGS St= A2 LIEHRICE Mty "FEN Q40
Mol oo A OM HME OO|X|E= DPfAZE S o
Ch'ete <7hd 6-1>2 MEEIRACE ED, SSAF MHAZE
o| ste40l Y Q49 X0|g o|E=o| A 2HE
O[O|X| DH7fZ=ate| #FESH BE2AE .091(p=.020)2 LtEILE
SAX2z RoOjst 20 E0FALD, FEH 2471 Mo
8 2=0| OXE HFERME ROASH| @2 A2 L{EtL
7SN 249 MO|§ oo FFEAAM HIE O|0|X|=
AT S Ste ZHOE LIEMRICH M2t EE 249
o8 oo A O|M HUME O0|X|= DPHAZE S o
Ch'el=s <7bd 6-2>= MEE|ACE DX 2 TEA MH[A
F2O| ot9ledl & 2H 249 Mo[& o|=o AN E
e Oo|0|X| Of7fz 1ol EFEDt HZ2A £ .356(p=.003)2=
LIEfL SAM22 [elbjet Zutg 200, 1N @47t
MO|E o=0f OjX|= HEYRIME ROISHK| H2 A= LIE
Lt 91 40t XO|& o2 FE2A MM HME O|0|X|=
AP S Ste A= LIEMRICH M2t 91F a4}
Molg olo| FFA oM HME Oo|ojX|E D7fGES o
Ch'2t= <7td 6-3>2 X{EE[UCE.

Path Est. Std. Err t-value
Intangible Factor — Brand Image 435 .039 7.108***

H1 Tangible Factor — Brand Image 163 .054 3.110*
Human Factor — Brand Image .660 .058 8.79**
Intangible Factor — Brand Attitude .287 .045 5.278***

H2 Tangible Factor — Brand Attitude 135 .072 2.505*
Human Factor — Brand Attitude .676 .070 9.857***

H3 Brand Image — Reuse Intention 175 123 1.965*
H4 Brand Attitude — Reuse Intention .684 .088 7.712%*
Intangible Factor — Reuse Intention .100 .058 1.432

H5 Tangible Facto — Reuse Intention .035 .072 0.641
Human Factor — Reuse Intention .018 101 0.178

2%(df)=1438.583(615), normed- %2=2.339, RMR=.058, GFI= .844, AGFI=.808, NFI=.861, TLI=.921, CF=.931, RMSEA=.065

<Table 6> Indirect effect of Service Quality through Brand Image

Direct Effect Est. Std. Err sig.(two-tailed)
Intangible Factor — Reuse Intention 120 .085 .198
Tangible Factor — Reuse Intention .067 .084 .382
Human Factor — Reuse Intention .204 113 .076
Indirect Effect Est. Std. Err sig.(two-tailed)
Intangible Factor— Brand Image — Reuse Intention .238 .069 .003
H6 Tangible Factor — Brand Image — Reuse Intention .091 .051 .020
Human Factor — Brand Image — Reuse Intention .356 .093 .003
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<Table 7> Indirect effect of Service Quality through Brand Attitude

Direct Effect Est. SE sig.(two-tailed)
Intangible Factor — Reuse Intention 155 .069 .033
Tangible Factor — Reuse Intention .055 .051 482
Human Factor — Reuse Intention .077 .093 .342
Indirect Effect Est. SE sig.(two-tailed)
Intangible Factor — Brand Attitude — Reuse Intention .204 .055 .002
H7 Tangible Factor — Brand Attitude — Reuse Intention .100 .057 .045
Human Factor — Brand Attitude — Reuse Intention .488 .072 .003
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