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Abstract 

Purpose: This research aims to explore the effects of airline’s pricing and service quality through service distribution process on 

repurchasing intention of the air passengers with meditations of passenger satisfaction and airline brand. Research design, data and 

methodology: This paper particularly focused on employing the moderating effect with two different market segmentations, namely 

leisure and corporate purpose travelers, in the Korean market. The total sample size of this research is 363 respondents of the general 

public in Korea. For the methodology of this research, structural equation modeling (SEM) was utilized for the statistical analysis. 

Results: It figured out that passenger satisfaction is ultimately the most important among variables of price, service quality and 

repurchase intention for both groups. On the contrary, the relationships, between price and airline brand in both groups, and between 

airline brand and repurchase intention in the leisure travel only, were not noted as beneficial effects. Conclusions: More noteworthy 

was that airline brand had a positive influence on repurchase intention in the corporate travel group. Based on this research, the 

results will deliver the contributions to the commercial airlines in the future. 
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1. Introduction12 

 

Traditionally, airlines have kept improving their 

competitiveness by enhancing market share for the routes 

operated and reducing costs while maximizing revenue. 

However, the global aviation-tourism industry has been 

suffering unprecedented aftereffects by the COVID-19 

pandemic. According to the International Air Transport 

Association (IATA), the airline industry will be able to 
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fully recover its profits and expect overall traveler 

numbers to reach 4.0 billion in 2024, exceeding pre-

COVID-19 levels (103% of the 2019 total) and 

announced 2022 year to date (YTD) result that air 

passengers in the year of 2022 have substantially 

recovered 68.5% of 2019 revenue passenger-kilometers 

(RPKs) (IATA, 2022). Given the forecast of a return to 

2019 levels, at a time when travel demand is rebounding 

with travel vengeance and more seat capacity or extra 

available seat kilometers per passenger (ASKs) is added, 
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the enormous growth of both leisure and corporate travels 

is expected to take place. 

Today, the airline industry is becoming more 

competitive and harder to survive among many 

competitors, especially with the advent of low cost 

carriers (LCCs) in the market. Particularly, with market 

penetrations of domestic and foreign LCCs into Korean 

aviation industry, and in the fiercer competition 

environment such as the recent mergers and acquisitions 

(M&As) application between Korean Air and Asiana 

Airlines and strategic partnerships like Value Alliance 

among LCCs in the Asia-Pacific region, the airline 

industry has been through a market test bed for improving 

service quality, seamless service distribution and 

customer satisfaction to meet local passengers’ changed 

and difficult appetite.  

Park et al. (2004) identified the following individual 

factors - service value, passenger satisfaction, and airline 

image as having a direct effect on passengers’ behavioral 

intentions. Furthermore, numerous studies have also shed 

light on a subject that customer satisfaction in the 

aviation industry is a very critical requisite, for ensuring 

an airline business sustainability and long-term 

relationship with frequent flyer clients through their 

customer retention measures (Ali et al., 2015; Archana & 

Subha, 2012; Wu & Cheng, 2013).  

To sum up, airline service providers or similar 

tourism organizations should contemplate sales and 

marketing tactics to apply more price elastic, improve 

service quality, make customer-centered service 

distribution, escalating passenger satisfaction, and 

maintain behavioral loyalty, which may result in greater 

profits, such as increasing market share to keep 

consolidating passenger loyalty (Bowen & Chen, 2001; 

Dolnicar et al., 2011; Seiders et al., 2005). 

Although there have been many previous studies on 

the aforesaid reciprocal relations in market segments - 

leisure and/or corporate travel sales, respectively - and 

similar ones in other industries, the number of papers 

dealing with the subject is still inadequate. To the best our 

knowledge and belief, no same research question hitherto 

has been studied with respect to analyzing passenger’s 

decision-making process through structural equation 

modeling’s (SEM’s) moderating effect for leisure and 

corporate travel purpose in the Korean air transportation 

industry. Previous scholars were putting the accent on the 

aviation industry and ascertained the distinguished 

passenger groups by travel objective solely explaining 

invariance regarding airline’s type whether it is LCC or 

full service carrier (FSC) (Lee et al., 2018; Leong et al., 

2015) and Chonsalasin et al. (2022) also ascertained a 

parameter-type model invariance of passenger groups by 

trip objective in the Thai aviation industry. 

Despite the characteristics of passenger travel 

purpose-derived differences, their research conducted on 

the subject has showed some similarities and differences 

as compared with the authors’ study herewith. To fill this 
gap, our paper establishes the significance of direct or 

indirect effects of airline’s pricing and service quality on 

customer behavioral loyalty expressed as passenger’s 

repurchase intention through the mediations, passenger 

satisfaction and airline brand. Further, by categorizing 

two distinguished market segments, leisure and corporate 

travel purpose, experiencing an air service distribution 

channel selection and a comparative analysis between the 

foregoing groups utilizing an analytical method of 

moderating effect to see if there are any clear disparities 

in Korean aviation-tourism market.    

This makes appreciation of the differences of leisure 

and corporate travel groups, one of the main determinant 

attributes of passenger’s decision-making processes, 

exceptionally indispensable. Therefore, the purpose of 

this paper is to examine the effects of airline’s pricing and 

service quality through service distribution process on 

repurchasing intention of the air passengers with 

meditations of passenger satisfaction and airline brand. 

Ultimately, the result of this research can be used as a 

reference for the airline’s management and the air travel 

organizations in order to establish effective and practical 

application to customized sales and marketing strategies 

and positive passenger experiences locally targeted 

toward segmented groups organized on the basis of trip 

objectives. 

 

 

2. Literature Review 
 

2.1. Leisure and Corporate Travel 
 

In a broader classification of travel purpose by air, it 

can be divided into either a leisure travel or corporate 

travel market segment. Holloway (2008) asserted that 

consumers’ disposition to air travel would grow as their 

incomes rise, and there is a robust correlation between per 

capita gross domestic product (GDP) and airline trips per 

capita. As previous scholars also defined leisure travel as 

a fundamental disparity between leisure and corporate 

travelers, relates to their price elasticity of demand and 

income-elasticity calculations in leisure markets are 

rather complicated (Dresner, 2006; Holloway, 2008). 

Furthermore, Doganis (2019) interpreted leisure travel 

having a different socio-economic characteristic that 

assists in targeting specific marketing efforts at its sub-

segment, such as visiting friends and relatives (VFR), as 

well. In general, the leisure passengers by air tends to be 

more price-sensitive than corporate or business 
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passengers. Thanks to Korean LCCs’ rapid leaps ever in 

the pre-pandemic level (+63.0% up from 2015 to 2019) 

by accommodating this category of passengers, it has 

ushered the international market expansion by home 

market air carriers and by foreign air carriers operating 

to/from Korea market to +53.3% and +35.7% growth 

from 2015 to 2019, respectively, and it can be also 

noticeable an upwards curve of trends in overseas cad 

usage by Koreans, before an abrupt nosedive due to the 

global pandemic as shown Figure 1 and 2 (KCA, 2023). 

In terms of the corporate travel segment, former 

researchers analyzed the intrinsic attributes elaborating 

on the replacement income-elastic calculations to a 

measure of trade-elasticity, and came to the conclusion 

that trade causes more influence on corporate travel, and 

is more dependent upon corporate profits than GDP 

(Holloway, 2008). Moreover, Taneja (2017) also 

identified the typical framework of corporate travel as 

travel managers at corporations that negotiated favorable 

rates with air suppliers providing various discount level 

tiers based on the value of the travel undertaken and 

regarding the corporate travel motivation as it impacts not 

only the frequency of travel but also the time period of 

the air trip. On average, corporate travelers catch flights 

more often, they also make business trips with relatively 

shorter trip period and that may be linked to the reason 

why travel managers at corporations emphasize the 

importance of high frequencies for corporate travelers.  

 

 

Figure 1: Air passengers traffic trend as compared with pre-pandemic years (2015-2019) year-on-year (YoY) in Korea market 

[Source: Korea Civil Aviation Association (KCA) (2023)] 
 

 
Figure 2: Trends in overseas card usage by Koreans 

(Quarterly basis of 2005-2023) [Source: Bank of Korea 
(BOK) (2023)] 

2.2. Price between Passenger Satisfaction and 

Airline Brand 
 

Airline products are differentiated by a number of 

essential elements, which can have leverage on pricing 

decisions. Commonly, scholars explored that price 

recognition by the consumers can be described as 

monetary price and behavioral price to look for products 

and services, ease of use and values evolution (Petrick, 

2004). Consumer’s decision-making in the purchasing 

process is based on what they perceived that prices 

should be and what prices actually are (Kotler & Keller, 

2016). In addition, Choi et al. (2021) predicted that post 

COVID-19 would change consumption trends as price-

oriented which is based on consumer’s economic 

potential and strengthening of value-oriented 
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consumption trend. 

LCCs normally derived customers’ demand from the 

affordable price of air tickets compared to FSCs. Hence, 

the price of air tickets is one of the important factors that 

passengers take into consideration when making their 

airline selection (Vlachos & Lin, 2014) and the following 

scholars also showed their insights that ticket price 

exhibits a significant effect on passenger satisfaction in 

the new LCC market in China (Pan & Truong, 2018) and 

fast-growing LCC markets in the Southeast Asia region 

(Boey et al., 2012). In a similar context, affordable and 

attractive prices are the satisfying factor for passengers of 

both LCCs and FSCs (Mikulić & Prebežac, 2011) and 

Kim et al. (2022) anticipates the appearance of a new 

cherry-sumers referring strategist customers who 

consume as frugally as possible to maximize limited 

resources right after stepping into the endemic in their 

research.  

Furthermore, if consumers recognize the brand as 

having a higher price but being of similar quality to the 

competing rival brands, all other things being equal, they 

should be less willing to purchase the expensive brand 

and more willing to purchase the affordable brand (Winit 

et al., 2014). On the other hand, one reason the airline 

invests money in its brand image and frequent flyer 

program (FFP) is to strengthen the relationship of 

customer loyalty and switch the demand from the high 

value customers dampening the price-elasticity 

(Holloway 2008). From the above points of view from 

the previous studies, the following hypotheses are 

proposed: 

 

H1: Price has a positive impact on passenger satisfaction. 

H2: Price has a positive impact on airline brand 

 

2.3. Service Quality between Passenger Satisfaction 

and Airline Brand 
 

Airlines kept adapting their service standards to suit 

the dynamic market demands. Service quality can be 

interpreted as a consumer’s overall impression of the 

relative efficiency of the organization and its services 

(Park et al., 2004). Further, an almost innumerable 

amount of research has been conducted to define different 

angles in terms of definitions related to service quality, 

and various methods and dimensions of service quality to 

verify service providers’ strengths and weaknesses (Bhat, 

2012). 

Previous research highlighted the importance of the 

relationships between airline service quality, passenger 

satisfaction, airline brand and behavioral intentions 

(Chen, 2008; Chou et al., 2014; Park et al., 2004; Sultan 

& Simpson, 2000).  

In the fierce service industry, therefore, customers 

play a pivot role in determining the service quality that 

they experienced and, as for the service quality of a 

company, the more competitive the environment, the 

more useful it is as a strategy to continuously provide 

high quality services rather than price competition 

(Chang & Yeh, 2002; Chaniago & Mudjiardjo, 2021; 

Nunkoo et al., 2020). It was also found that the 

passenger's perception of service quality is positive for 

the passenger's behavioral loyalty expressed for 

repurchase intention, and passenger satisfaction is seen as 

a key to business success (Chonsalasin et al., 2022). 

Moreover, some previous researchers have argued that in 

a highly competitive market environment, service quality 

could exsert intended positive outcomes and found that 

when consumers experienced quality service, this may 

result in influencing their behavioral intentions because 

of the positive awareness and image of the brand (Nadiri 

et al., 2008; Wu et al., 2011). As such, Chen et al. (2018) 

developed and examined their empirical model of service 

quality related to China airline passengers’ repurchase 

intentions by perceived value and brand awareness of the 

airline’s service. On the basis of the previous studies, 

therefore, the following hypotheses are proposed: 

 

H3: Service quality has a positive relationship with 

passenger satisfaction. 

H4: Service quality has a positive relationship with airline 

brand 

 

2.4. Air Service Distribution 
 

With the arrival of the digital revolution era, the so-

called Fourth Industrial Revolution (or Industry 4.0), 

digital transformation and innovation have been 

accelerating through industries, and technological 

advancement in commodity production and sales is being 

established. In other words, digitalization endeavors are 

being made to closely identify customer needs and create 

new business models while inducing technological 

changes in interfaces, communication, and distribution 

channels between service providers and consumers, 

focusing on digital technology bases (Hagberg & 

Kjellberg, 2020; Mele et al., 2021).  

Through the convergence of information and 

communications technology (ICT), cooperation and 

coordination among aviation-tourism industry 

stakeholders for effective air service distribution 

channels, such as online travel agencies, global 

distribution systems, direct channels, and travel 

management companies, by exchanging flight seat 

availability and passenger information, etc. become 

important. In particular, in the aviation industry, as the 
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pricing structure of airfare becomes transparent and 

dynamic due to the dissemination of the internet and 

changes in the web-based distribution market, the market 

price declines, resulting in deterioration in airline 

profitability and fixed costs based on its high structural 

properties (Taneja, 2016). 

Therefore, airlines shall provide differentiated 

customer experience and value by exposing various 

aviation products to customers through the new 

distribution capability (NDC) technology launched by 

IATA recently, which will turn into a major channel in the 

future aviation-tourism product sales distribution process, 

while minimizing costs and providing profitable 

management (IATA, 2020). Subsequently, air service 

distribution would make a substantial impact on 
passenger repurchase intention, as it can affect the overall 

customer experience and satisfaction with an airline as 

well. 

 

2.5. Passenger Satisfaction and Repurchase Intention 
 

The customer satisfaction defined by Park et al. (2004) 

described as a judgement made on the basis of a specific 

service encounter, and other scholars also clarified that it 

is the evaluation of the difference between the service 

anticipated and the actual value after purchasing the 

products and/or services through distribution channels 

(Batouei et al., 2020; Monoarfa et al., 2020). In addition, 

Chonsalasin et al. (2022) underlined that passenger 

satisfaction is the level of passenger’s favorable empathy 

regarding products and services offered, evaluated by the 

appropriateness of the products and service offered. 

Hence, when passengers experience the actual service 

quality as surpassing their expectations, these satisfied 

passengers tend to have repurchase intentions (Nyadzayo 

et al., 2016). Furthermore, customer satisfaction crucially 

affects customer trust and product repurchases 

(Gustafsson et al., 1999). Therefore, passenger 

satisfaction may have a positive effect on the customer 

behavioral loyalty represented passenger’s repurchase 

intention, and they are regarded as major decision-

making factors. 

Various studies have also found the fact that customer 

satisfaction in the aviation industry is a very critical 

element, for ensuring an airline business sustainability 

and long-term relationship with frequent flyers through 

their customer retention measures (Ali et al., 2015; 

Archana & Subha, 2012; Wu & Cheng, 2013). In the 

highly competitive aviation industry, attracting new 

customers requires a higher-level of marketing related 

costs to keep the existing customers in active. 

Additionally, Taneja (2017) stressed out that three major 

reasons for an airline to redesign its services around its 

customers’ satisfaction experience would be passenger 

trends, big data and analytics, and platform-based 

collaboration. Such a digital analysis requires the smart 

and experientially-based services on a personalized and 

customized basis.  

Hence, customer service retention programs should 

be focused on maintaining the relationship with 

customers and satisfying them (Thompson, 2005). As 

such, on the basis of the previous studies, the following 

hypothesis is proposed: 

 

H5: Passenger satisfaction has a positive impact on 

repurchase intention. 

 

2.6. Airline Brand and Repurchase Intention 
 

According to Akin (2011), a brand’s identity has 

various aspects that directly or indirectly affect the 

customer’s purchase intention. In addition, other scholars 

identified that brand image is defined as a positive or 

negative feeling that a consumer possesses about a brand, 

confidence in the brand, or a psychological framework of 

the consumer, and is also interpreted as a suit of beliefs 

that the consumer has about the brand (Armstrong et al., 

2014). Low and Lamb (2000) asserted that brand image 

is a belief about the function and symbol of a brand and 

is composed of a symbolic, social, and psychological 

image. 

Thus, brand image is important because it can 

influence customer behavior, preference, and loyalty, 

which increases airline profit opportunities through 

purchase intention (Dash & Chakraborty, 2021).  

In the same manner, previous studies related to the 

airline industry have verified that there is a significant 

influence between airline brand and repurchase intention, 

which can be related to airline loyalty (Wang & Lee, 2018; 

Dash et al., 2021). In addition, Jeng (2016) stressed the 

importance of airline brand credibility influencing 

consumer purchase intention by raising consumers' 

decision convenience and enhancing affective 

commitment. Therefore, airlines also have to be very 

conscious about their image, goodwill, and brand 

recognition value (Nadiri et al., 2008; Radovic-Markovic 

et al., 2017). To maintain a good brand image, airlines 

should bring various promotional offers and FFPs 

(Gudmundsson et al., 2002; Radovic-Markovic et al., 

2017). Additionally, according to Ekiz et al. (2006), an 

airline's image comprises of its overall perception, value 

for money, promotional offers and goodwill which may 

be explained that repurchase behavior occurs when the 

customers form a positive attitude toward the product or 

service that they recognized and purchased. These 

customers especially those with a high degree of 
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satisfaction are also likely to turn into loyal customers, 

and they are likely to spend more and unlikely to change 

air supplier in future purchases (Ranaweera, 2007; 

Sohaib & Rehman, 2016). As such, on the basis of the 

previous studies, the following hypothesis is proposed:  

 

H6: Airline brand has a notable influence on repurchase 

intention. 

 

 

3. Research Methodology 
 

3.1. Survey Design 
 

Based on the research model shown in Figure 2, 

nineteen survey items were crafted for a quantitative 

approach (Saunders et al., 2009). This was achieved by 

revising and complementing items from previous studies 

spanning various industries related to the price, service 

quality, passenger satisfaction, airline brand and 

repurchase intention as shown in Table 1. All 

questionnaires were revised to fit the purpose of this 

study using the 5-point Likert scale and translated into the 

Korean language with support from two professional 

translators to clearly articulate the questions for the 

survey participants. The process of this translation was 

conducted as per references to ensure that cultural and 

linguistic equivalency was applied to the scales (Ruvio & 

Shoham, 2007). A convenient sampling method (Hair et 

al., 2006), which was based on the non-probabilistic and 

self-participation sampling method, was applied under 

the guidelines provided by Tarhini et al. (2016). As such, 

non-probability sampling method was selected and 

employed herewith due to its comparable advantages 

highlighting a quick and efficient data collection, cost 

saving and obtaining insights into a population of interest. 

Furthermore, the authors tried to take appropriate 

measures to minimize the likelihood of common method 

biases for the improved validity of research findings by 

adopting careful sample selection, the use of shorter 

survey questions and scales, and the use of statistical 

methods to control for theses probable common method 

biases.  

Three pilot tests were carried out by nine volunteers, 

and an unspecified majority was used to modify the 

survey questionnaires. 

 

 

Figure 3: The Research Model 

 
Table1: Questionnaire Items 

Constructs Descriptions Sources 

Price 

PR1 The price of "this airline" is reasonable for me. 
Truong et al. 
(2020) 

PR2 The price of "this airline" meets my needs. 

PR3 I am satisfied with the price of "this airline". 

Service Quality 

SQ1 Aircrafts were equipped with the latest and modern technology. 

Farooq et al. 
(2018) 

SQ2 Seats were comfortable. 

SQ3 Workers were well aware of their duties. 

SQ4 Flight attendants were well behaved and had a good attitude. 

SQ5 Departures and arrivals are usually on time. 

SQ6 The number of flights is enough to satisfy passengers’ demands. 

Passenger 
Satisfaction 

PS1 I am very happy to use “this airline". 

Chonsalasin et 
al. (2022) 

PS2 I think that I did the right thing when I decided to use "this airline". 

PS3 Overall, I am satisfied with the services of “this airline.” 

PS4 The quality of service is higher than my expectation. 
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Constructs Descriptions Sources 

Airline Brand 

AB1 I think that "this airline" has an excellent brand reputation. 

Chung et al. 
(2022) 

AB2 
The general public in Korea thinks that the brand reputations of "this airline" is 
excellent. 

AB3 
In my opinion, the brand reputations of "this airline" is better than other Korea 
or foreign carriers. 

Repurchase 
Intention 

RI1 I plan to travel with “this airline” on my next trip. 

Park et al. (2004) RI2 If the price and service quality are maintained, I will always use “this airline.” 

RI3 Would you recommend "this airline" to other people? 

 

3.2. Data Analysis and Results 
 

The format of the main survey was constructed using 

a Google survey program. The survey link was strictly 

released to the general public via a mostly using Korean 

social network service (SNS) channel. In four weeks (28 

days), 363 completed responses were collected. We used 

SPSS version 25 for conducting various analyses, 

including descriptive statistics and internal reliability 

(Cronbach alpha), and used AMOS version 23 for 

conducting analyses of confirmatory factor analysis 

(CFA), including convergent reliability, discriminant 

reliability, model fit analysis, and SEM path analysis, and 

to validate the hypotheses (Hair et al., 2011; Leontitsis & 

Pagge, 2007). A correlation analysis was also carried out 

to assess the multi-collinearity of the independent 

variables among the factors and confirm that they were 

suitable for the SEM analysis (Yamamoto & Onodera, 

1999), which was conducted using AMOS version 23. 

 

3.2.1. Descriptive Statistics 

Table 2 presents the demographic profile of the 363 

survey participating individuals, of which 41.3% were 

female and 58.7% were male. By age dispersion, the 

identical portion of 30.6% was found in each of the 40s 

and 50s age brackets followed by 22.9% from those in 

their 30s, 12.4% from participants in their 20s and 3.6% 

from those in their 60s and above, respectively. Among 

the survey respondents, those who were in their 30s-50s 

accounted for 84.1% and had a majority of the travel 

experiences. With regard to academic background, it 

shows their final education level of 83.8% with a diploma 

or bachelor’s degree or higher. In terms of annual travel 

frequencies, single air travel per year was the largest 

share at 65.8%, 2-4 times air travel per year at 25.1%, 5-

7 times air travel per year at 5.2%, over 10 times air travel 

per year at 3.3% and 8-10 times a year air travel at 0.6%. 

In terms of travel purpose, the leisure travel with 87.1% 

surpassed the business travel at 12.9%. In addition to the 

airlines type of use, the airline usage ratio between FSCs 

were 58.1% and LCCs were 41.9% accordingly. 

Remarkably, due to extraordinary market positioning of 

ten LCCs in Korea market, it is abundantly evident that 

this situation has been causing excessive competition 

among them and the result showed a comparatively high 

ratio of 35.2% of domestic LCCs’ share in a short-answer 

type question about name(s) of main airlines in use for 

the participations of this survey. 

Table 2: Demographic profile [N: 363] 

Item n % 

Gender 
 Male 213 58.7  

 Female 150 41.3  

Age 

 20-30 years old 45 12.4  

 31-40 years old 83 22.9  

 41-50 years old 111 30.6  

 51-60 years old 111 30.6  

 61 years old and more 13 3.6  

Education 

 High school 57 15.7  

 College 63 17.4  

 University 196 54.0  

 Graduate school 45 12.4  

 Other 2 0.6  

Occupation 

 Self-employment 42 11.6  

 Technical & Research Profession 42 11.6  

 Sales/Marketing & Service worker 55 15.2  
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Item n % 

 Office worker (Company/Bank, etc.) 81 22.3  

 Public official 28 7.7  

 Student 15 4.1  

 Freelancer 24 6.6  

 Housewife 24 6.6  

 Other 52 14.3  

Monthly income 

 Less than KRW2.0 million 54 14.9  

 KRW2.01-3.0 million 86 23.7  

 KRW3.01-4.0 million 93 25.6  

 KRW4.01-5.0 million 48 13.2  

 KRW5.01-6.0 million 36 9.9  

 More than KRW6.0 million 46 12.7  

Frequency of Trip per year 

 Under 2 times 239 65.8  

 2-4 times 91 25.1  

 5-7 times  19 5.2  

 8-10 times 2 0.6  

 11 times and more 12 3.3  

Purpose of trip 
 Leisure/Sightseeing/Vacation 316 87.1  

 Business/Official/Mission 47 12.9  

Type of airline in use 
 FSC (Full Service Carrier) 211 58.1  

 LCC (Low Cost Carrier) 152 41.9  

Name(s) of main airlines  
in use 

 KE (Korean Air) 157 39.0  

OZ (Asiana Airlines) 73 18.1  

Domestic Low Cost Carriers (LCCs) 142 35.2  

Foreign Air Carriers (incl. foreign LCCs) 31 7.7  

3.2.2. Confirmatory Factor Analysis (CFA) 

Before testing the hypotheses, the measurement 

model was validated via CFA. For squared multiple 

correlation (SMC) value screening each questionnaire 

item, all of the questionnaire items have produced the 

minimum satisfaction levels of SMC at 0.4 and above 

which retains the reliability of each questionnaire. To 

satisfy other internal consistency concerns and maintain 

reliability, Cronbach’s alpha analysis was also conducted 

(Cronbach, 1951). As results, all the questionnaire items 

for Cronbach alpha value were exceeded the 

recommended level of 0.7 (Santos, 1999), as shown in 

Table 3. 
 
Table 3: Confirmatory Factor Analysis (CFA)

Constructs S.E. Cronbach @ SMC AVE C.R. 

Price 

 ---> Price3 0.739 

0.866 

0.546 

0.691  0.870   ---> Price2 0.898 0.807  

 ---> Price1 0.849 0.721 

Repurchase 
Intention 

 ---> Repurchase3 0.784 

0.819 

0.614 

0.612  0.825   ---> Repurchase2 0.737 0.543 

 ---> Repurchase1 0.823 0.677 

Airline Brand 

 ---> Airline Brand3 0.633 

0.825 

0.401 

0.640  0.839   ---> Airline Brand2 0.873 0.761 

 ---> Airline Brand1 0.870 0.757 

Service Quality 
 ---> Service Quality3 0.863 

0.742 
0.745 

0.696  0.820  
 ---> Service Quality4 0.804 0.647  

Passenger 
Satisfaction 

 ---> Passenger Satisfaction1 0.817 

0.887 

0.667  

0.659  0.885  
 ---> Passenger Satisfaction2 0.814 0.662 

 ---> Passenger Satisfaction3 0.834 0.696 

 ---> Passenger Satisfaction4 0.781 0.610 
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To analyze correlations within given variables, 

average variance extracted (AVE) and composite 

reliability (CR) checks were carried out, as shown in 

Table 3, if they exceeded 0.5 and 0.7, respectively 

(Geldhof et al., 2014). The following CR and AVE value 

pairs were calculated: [0.870 (CR), 0.691 (AVE)] for 

price, [0.825 (CR), 0.612 (AVE)] for repurchase intention, 

[0.839 (CR), 0.640 (AVE)] for airline brand, [0.820 (CR), 

0.696 (AVE)] for service quality, [0.885 (CR), 0.659 

(AVE)] for passenger satisfaction. The values of CR and 

AVE for all of the variables in this research exceeded the 

minimum satisfaction level of 0.5 for AVE, 0.7 for CR. 

Moreover, a discriminant validity check was conducted 

as shown in Table 4, where a correlation between two 

specific factors had to be lower than the square root level 

of the AVE value (Cable & DeRue, 2002). 
 

Table 4: Discriminant Validity 

Constructs A B C D E 

Price 1     

Service Quality 0.259 1    

Passenger Satisfaction 0.346 0.780 1   

Airline Brand 0.106 0.555 0.808 1  

Repurchase intention 0.378 0.648 0.871 0.695 1 

3.2.3. Fit Indices 

Fit indices of this model were computed as presented 

in Table 5. It was found that most of the items of the fit 

indices for this model were at acceptable levels or close 

to the acceptable levels. Using CFA, the factors in the 

absolute fit index reached and exceeded the 

recommended thresholds with a result of x2 = 408.504, 

CMIN/DF = 2.623, RMR = 0.030, GFI = 0.935, AGFI = 

0.899, and RMSEA = 0.067. The factors in the 

incremental fit index reached acceptable levels, 

presenting NFI = 0.942 and CFI = 0.963. The results of 

the goodness of fit analysis via the CFA process were at 

acceptable levels with a high level of accuracy. These 

results indicated that no problems existed in terms of 

satisfying the acceptance levels of the goodness of fit for 

CFA. 

 
Table 5: Model Fit Results 

Division Result Recommendation or Closer Reference 

Absolute fit index 

CMIN/DF 2.623                          2 ≤ x2 /d f ≤ 3 

Schermelleh-Engel et al. 
(2003)  

RMR 0.030  0.05 ≤ SRMR ≤ 0.10 

GFI 0.935  0.90 ≤ GFI ≤ 0.95 

AGFI 0.899  0.85 ≤ AGFI ≤ 0.90 

RMSEA 0.067  0.05 ≤ RMSEA ≤ 0.08 

Incremental fit index 
NFI 0.942  0.90 ≤ NFI ≤ 0.95 

CFI 0.963  0.95 ≤ CFI ≤ 0.97 

 

3.2.4. Structural Equation Modelling (SEM) Analysis 

The figures of Table 6 and Table 7 present the 

summary of the proposed research model with the results 

from the path analysis. Although the hypothesis 

connecting price to airline brand(LH2), with the values 

of β = -0.030, SE = 0.043, CR = -0.587, and p = 0.557 (p 

> 0.05) and the hypothesis connecting airline brand to 

repurchase intention(LH6), with the values of β = 0.085, 

SE = 0.069, CR = 1.243, and p = 0.214 (p > 0.05) in the 

leisure travel segment and the hypothesis connecting 

price to airline brand(CH2), with the values of β = 0.105, 

SE = 0.106, CR = 0.694, and p = 0.487 (p > 0.05) in the 

corporate travel segment were not supported, the 

remaining hypotheses were all supported. This included 

the hypothesis connecting price to passenger satisfaction 

in both leisure and corporate travel, with values of β = 

0.200, SE = 0.034, CR = 4.530, p <0.001 and with values 

of β = 0.401, SE = 0.112, CR = 2.655, p < 0.05, 

respectively; the hypothesis connecting service quality to 

passenger satisfaction in both leisure and corporate travel, 

with values of β = 0.911, SE = 0.093, CR = 11.246, p < 

0.001 and with values of β = 0.623, SE = 0.144, CR = 

3.263, p = 0.001, respectively; the hypothesis connecting 

service quality to airline brand in both leisure and 

corporate travel, with values of β = 0.772, SE = 0.107, 

CR = 9.145, p < 0.001 and with values of β = 0.604, SE 

= 0.162, CR = 2.657, p < 0.05, respectively; the 

hypothesis connecting airline passenger satisfaction to 

repurchase intention in both leisure and corporate travel, 

with values of β = 0.787, SE = 0.093, CR = 9.258, p < 
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0.001 and β = 0.611, SE = 0.183, CR = 3.670, p < 0.001, 

respectively; the hypothesis connecting airline brand to 

repurchase intention in solely corporate travel segment, 

with values of β = 0.632, SE = 0.236, CR = 3.106, and p 

< 0.05. 

A probable portrait for the result of lower correlation 

between price and airline brand in leisure travel is that 

local passengers’ appreciation for a variety of airlines 

selection attributes mainly because of the development of 

LCCs. On the other hand, a possible depiction for another 

result of lower correlation between price and airline 

brand in corporate travel sector is largely attributable to 

the unique price inelasticity of business travelers and the 

bilateral corporate contracts and negotiated rates with the 

pre-determined air carrier(s) regardless of airline brand, 

respectively, as shown the survey data and path 

coefficients. 

 
Table 6: Path coefficients among variables and hypotheses results of moderating effects for leisure travel 

<Leisure travel in the Korean market>      

No Hypotheses 
Coefficient  

(Standardized) 
S.E.  C.R. P Results 

LH1 Price --> Passenger Satisfaction 0.200 0.034 4.530 *** Supported 

LH2 Price --> Airline Brand -0.030 0.043 -0.587 0.557 Not Supported 

LH3 Service Quality --> Passenger Satisfaction 0.911 0.093 11.246 *** Supported 

LH4 Service Quality --> Airline Brand 0.772 0.107 9.145 *** Supported 

LH5 Passenger Satisfaction --> Repurchase Intention 0.787 0.093 9.258 *** Supported 

LH6 Airline Brand --> Repurchase Intention 0.085 0.069 1.243 0.214 Not Supported 

(***p < 0.001, **p < 0.005, *p < 0.05) 

 
Table 7: Path coefficients among variables and hypotheses results of moderating effects for corporate travel 

<Corporate travel in the Korean market>      

No Hypotheses 
Coefficient  

(Standardized) 
S.E.  C.R. P Results 

CH1 Price --> Passenger Satisfaction 0.401 0.112 2.655 0.008* Supported 

CH2 Price --> Airline Brand 0.105 0.106 0.694 0.487 Not Supported 

CH3 Service Quality --> Passenger Satisfaction 0.623 0.144 3.263 0.001*** Supported 

CH4 Service Quality --> Airline Brand 0.604 0.162 2.657 0.008* Supported 

CH5 Passenger Satisfaction --> Repurchase Intention 0.611 0.183 3.670 *** Supported 

CH6 Airline Brand --> Repurchase Intention 0.632 0.236 3.106 0.002** Supported 

(***p < 0.001, **p < 0.005, *p < 0.05) 

 

3.2.5. Moderating Effects 

The primary purpose of this research is to determine 

if travel purpose differences exist in the repurchase 

intention behavior model for airliners’ passengers. Hence, 

moderating effect analysis was conducted to verify 

meaningful differences and correlation indices of the two 

travel purpose groups in the path coefficients of the 

research model. Based on the study results, the typical air 

travel groups had some similarities, while they showed 

clear disparity between the aforementioned two groups. 

When SEM was individually undertaken for each travel 

purpose group, therefore, both the leisure travel purpose 

group and the corporate travel purpose group met the 

prediction results of the research hypotheses, and the 

correlation among variables was verified and analyzed to 

structure the behavioral loyalty of airline customers that 

led to their repurchase intention. 

Notably, for the influence of airline brand, as a 

mediation, on passenger’s repurchase behavioral 

intention, there was a substantial difference between 

leisure and corporate travel. With path coefficients for 

leisure travel (β 0.085 and C.R. 1.243) and corporate 

travel (β 0.632 and C.R. 3.106), it was evident that 

corporate traveler group's prominent loyalty behavioral 

intention to result in the ultimate agreements of their 

preferred air carrier(s) was not only due to customer 

recognition of the higher quality in passenger service but 

also because of great importance of more amicable 

attitude and feedback free on the airline brand. 
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Note: (***p < 0.001, **p < 0.005, *p < 0.05) 

Figure 4: SEM analysis results and moderating effects - both leisure and corporate travel in Korea market 

 

4. Conclusion and Implications 
 

4.1. Conclusion 
 

This study investigated the moderating effect of 

leisure and corporate travel on relationships between 

price, service quality through service distribution and 

repurchase intention with the mediators of passenger 

satisfaction and airline brand. The model constancy was 

also verified by comparative analysis and moderating 

effect of two groups classified by leisure and corporate 

purpose traveler group samples. 

We sum up the following main points brought out in 

the result of this study. First, as a result of leisure travel 

segment of the research model, it was found two variables 

- price and service quality - affected passenger 

satisfaction which is a pivotal factor for the repurchase 

intention, while price had a negative effect on airline 

brand. Service quality showed a positive influence on 

both passenger satisfaction and airline brand. Moreover, 

passenger satisfaction had a comparatively high influence 

on the passenger behavioral intention, describing a 

directly proportional correlation between the two 

variables. As anticipated, the results obtained showed that 

price made no meaningful influence on airline brand with 

the price-sensitivity through market entry of LCCs, 

expanding online travel agency (OTA) and flight 

aggregator platforms, tour package deals and bundled 

offerings diagnosed in the previous studies.  

Similarly, airline brand which leisure passengers had 

been mulling over indicated that there was not affiliated 

with their behavioral loyalty discriminatively, especially 

during sluggish economic growth amid domestic 

trilemma, namely the highest household debt, higher 

commodity prices and exchange rates. On top of that, it 

is important to note that more contributing elements, e.g., 

availability of alternative options, changing traveler 

preferences, influence of online reviews and ratings, and 

tactical promotions and discounts, are based on the 

characteristic of leisure travelers and may vary in their 

impact depending upon the unique market conditions, 

customer behavior, strategies deployed by airlines.  

Second, as a result of the corporate travel segment of 

this research model, it was also found two variables - 

price and service quality - affected passenger satisfaction 

which is a primary element for the repurchase intention, 

whereas price had an insignificant effect on airline brand 

with a different reason unlike the result of leisure travel. 

A possible reason is likely due to the following elements, 

the price inelasticity of corporate travelers and the 

prevalence of global/local agreements between 

companies and airlines regardless of airline brand. 

Also, service quality showed a positive influence on 

both of passenger satisfaction and airline brand in the 

corporate travel industry. On top of that, unlike leisure 

travel, both mediations - passenger satisfaction and 

airline brand - had positive influences on the passenger 

behavioral intention, representing the importance of 

corporate clients’ selection criteria for the preferred air 

carrier through distinct service distribution of corporate’s 

travel manager and/or Travel Management Companies 

(TMCs). 

 

4.2. Implications 
 

Subsequently, there are some meaningful takeaways 

for both academic and managerial implications.  

In terms of academic implication, it provided a 

contribution towards redefining the major factors of the 

air passenger decision-making process affecting air 

traveler’s repurchase behavior model from the 

perspective of integrated FSCs and LCCs of Korean 

aviation-tourism industry by comparing leisure and 

corporate travel segments accordingly. This field of 

research has not been sufficiently studied for the Korean 

airline industry yet. However, Chonsalasin et al. (2022) 

had a similar comparative point of view reflecting upon 
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the Thai aviation market, it can be demonstrated to fill the 

research gaps of precedent research in our different 

approach by identifying correlations among price, service 

quality and repurchase intention through the mediations 

of passenger satisfaction and airline brand in a situation 

related to decision process of two specific target groups. 

Second, in terms of managerial implications, this 

study conveys significant characteristics of future growth 

to be considered by airlines management in the new 

normal. As airline’s products and services via air service 

distribution, price and service quality have a positive 

effect on passenger satisfaction and ultimately have a 

great influence on customer repurchase behavior 

intention, airlines’ executives should have a different and 

a second look at their strategy that prioritizes price 

differentiation policy such as fare branding package, 

service quality improvement and invigorating customer 

satisfaction through defined market segments. 

Accordingly, the airline’s business performance even the 

commercial viability of airline depends upon how well 

the management and marketing processes are conducted 

based on understanding the right market size and 

segmentation.  

Third, service quality has a direct and meaningful 

effect on the airline brand for both leisure and corporate 

travel groups, airliners’ decision-makers also need to 

develop a differentiated customization service strategy. 

For instances, value-added services and digitally 

modernized service distribution sales channels especially 

targeting for premium leisure - e.g. including new sub-

segments of the Millennials and Generation Z (MZ) 

young travelers and active silver travelers - and corporate 

travelers as well. More importantly, the difference 

between leisure and corporate travel is clearly revealed in 

relation to customer repurchase intention through the 

enhancement of airline brand awareness, airline 

marketers should establish their own brand credibility 

related sales and marketing strategy via IATA’s 

distribution standard new distribution capability (NDC), 

as a B2B/C service distribution channel, effectively and 

efficiently with more focus on both customer 

diversification and personalization by travel purpose. By 

doing so, airlines can enhance customer satisfaction, 

loyalty, and ultimately, profitability. 

In summary, the new normal would be set by who is 

well prepared for the demands and hidden motives of air 

travelers. 
 

4.3. Limitations and Future Research 
 

This research had several notable limitations. First, 

this study was conducted on only the general public who 

had domestic and foreign travel experiences in Korea. In 

the future, to generalize the sample, we believe that it will 

be necessary to include non-Koreans residing in Korea 

and transit passengers. Second, in order to anticipate 

customer repurchase behavior intention, more various 

variables should be contemplated. Above all, it is 

expected that considering and adding individual air travel 

consumption tendency in the endemic era would be of 

great help in developing a customer repurchase behavior 

intention model.     

Third, a total of 363 survey respondents were used, 

but the number of survey respondents for corporate travel 

was not relatively large enough. Future studies will be 

required to investigate extended research with more 

respondents from corporate travelers. 
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