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Abstract—Despite the fact that the aviation market has been 
noticeably hit by the recession, there has been a sign of 
increase in the ratio of tourist coming to Taiwan. Up until now, 
most researches of brand marketing have been focusing on the 
relation between brand image and customer perception or 
customer service. Few have been focusing on the discussion of 
brand image, service quality, and customer satisfaction. For 
every aviation company, the question of how to improve the 
customers’ satisfaction and loyalty, and how to gain a broader 
customer in the existing market by various brand marketing 
methods, will prove to be a very important one. Thus, in this 
study, we discuss, in the point of view of the customers, the 
relation between customers’ willingness to take the flight and 
customer satisfaction, service quality, and the brand image of 
the aviation company. The research methods conducted in this 
study include literature review and questionnaire survey, in 
which experienced passengers in Taiwan were taken as 
research subjects, while the questions in the questionnaire 
were designed with the help of sorting through related 
literatures. Questionnaires were conducted in the way of 
convenience sampling, and they included three aspects: the 
brand image of the aviation company, service quality, and 
customer satisfaction. 310 copies were handed out, and 265 
valid copies were recovered. 

The result shows that brand image, service quality, and 
customer satisfaction have a positive impact on brand interest 
and perceived value, while brand interest has a positive impact 
on perceived value and brand relationship quality. Brand 
image has an indirect effect mostly on brand relationship 
quality. Although the aviation companies are able to bring 
positive impact on its perceived value with its brand interest, 
the effect brought by its brand image is more direct and 
positive. 

Keywords-brand image; service quality; customer 
satisfaction; China airline. 

I. INTRODUCTION 
Customers select products will be based on the higher 

brand awareness to purchase; aviation industry is in heaven 
flight carrying passengers or cargo to industries around, so 
feel at ease and comfortable in the air service to let 
passengers, so good service there is a good quality brand 
image and customer satisfaction. In other words, the 
customer will be based on brand image or the high-profile 
corporate companies to purchase consumption. 

 
 
 
 

II. RESEARCH DESIGN 

A. Questionnaire and Survey Analysis Methods developed 
operating variables 
Through brainstorming and sink the whole industry, 

government and expert advice to determine and correct the 
assessment factor should be whether the brand image, 
service quality and customer satisfaction, impact factor, and 
then according to their degree of importance given 1-5 
rating, using "Likert-type "scale form, as the way forward 
for points to 5 indicating" strongly agree ", 4 represents" 
agree "three represents" ordinary ", 2 represents" do not 
agree ", 1 represents" strongly disagree, "the difference 
between its high and low scores no good or bad, but the 
extent of reaction agree with the description of the subject. 
Projects are all equidistant from each issue of scale, 
respondents based on their professional background and 
relevant experience extreme option is checked pole agree 
not to consent. According to the proposed research 
framework, hereby will analyze the methods used are:. 1 (1) 
SWOT analysis (2) reliability analysis (3) correlation 
analysis number (4) single-factor analysis of variance (5) 
after the analysis, analysis tools to SPSS17.0 statistical 
analysis software packages will be analyzed questionnaires. 
This study used simple random sampling, during sampling 
in order to take over the China Airlines flight passengers for 
the study. In the sample matrix, each unit is called the same 
as the probability of the sample units. In the random 
sampling process, samples have been extracted will not be 
set back to the parent, it is assumed that the number of 
sampling architecture 1000, the probability of each person 
is extracted 1000, while 200 and pumped from not set back 
the chances of the mother is left to be extracted become 
1/800 people. 

B. Reliability Analysis 
Brand Scale reliability analysis, service quality and 

customer satisfaction Letter Scale Letter Scale Analysis of 
reliability of the results of the analysis based on scale 
Cronbach's α coefficient to determine the internal 
consistency of the questionnaire. In the overall brand image 
Cronbach's α coefficient of 0.722, within an acceptable 
range, as shown in Table 1. The service quality and 
customer satisfaction overall dimensions Cronbach's α 
coefficients was 0.968 and 0.93, reliability values were 
greater than 0.7. 
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TABLE I. BRAND IMAGE ANALYSIS 

 
 
 
 
 
 
 
 

 

 

 

 

III. FREQUENCY TABLE 
Gender-wise, the participants consist of 122 “female” 

and 143 “male”, which respectively take up 46.0% and 
54.0% of the total samples. The difference is minimal. 
Age-wise, the participants consists mostly of “21~30”, 
which counts 135 individuals and 50.9% of the total 
samples. It consists second-mostly of “31~40”, which 
counts 66 individuals and 24.9% of total samples, and 
third-mostly of “41~50”, which counts 28 individuals and 
10.6% of the total samples. As shown above and on Table.2, 
flight passengers consist mostly of people at the age if 

“21~30” and “31~40”. Education-wise, it consists mostly of 
“college and university”, which counts 177 individuals and 
64.5% of total samples. It consists second-mostly of 
“graduate school”, which counts 61 individuals and 23.0% 
of the total samples, and third-mostly of “high school”, 
which counts 31 individuals and 11.7% of the total samples. 
The least of which is “junior high school”, which counts 2 
individuals and 0.8% of total samples. As shown above, 
people who take China Airlines consists mostly of those 
with college or university education. Occupation-wise, it 
consists mostly of “service industry”, which counts 69 
individuals and 26% of the total samples. It consists 
second-mostly of “Military, public, and teaching personnel”, 
which counts 68 individuals and 25.7% of total samples. It 
otherwise consists of “students”, 57 individuals and 21.5% 
of the total samples; “others”, 28 individuals and 10.6% of 
the total samples; “industry and commerce”, 21 individuals 
and 7.9% of the total samples; “freelance”, 12 individuals 
and 4.5% of the total samples; “homemaker”, 7 individuals 
and 2.6% of the total samples; and the least of which, 
“agriculture”, 3 individuals and 1.1% of the total samples 
only. As shown above and on Table.3, China Airlines 
passengers consists mostly of those in the “service 
industry”, and slightly lesser than which are “military, 
public, and teaching personnel”, “student”, and “others”, 
which combine to 57.8% of the total samples, while “others” 
mostly consists of “manufacturing”.

TABLE II. GENDER AND AGE FREQUENCY 

 

TABLE III EDUCATION AND OCCUPATION FREQUENCY 

 

Customer satisfaction analysis 
 

TABLE IV. GENDER AND CUSTOMER SATISFACTION DIFFERENCE ANALYSIS 
 

Item 

Levene’s test for equality 
of variances T-test for equality of means 

F Sig. Sig. Mean Difference Std. Error Difference

I prefer this aviation 
company when I 
need to buy a ticket 

.617 .433 .041* .219 .107 
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