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

Cronbach's « =0.722

item Revised item-related | Item deletion of Cronbach's «
1. Airline operations, financial is superb 0505 0.687
2. High visibility 0.404 0.698
3, Ambitious goals for the future, and actively expand 0558 0675
routes
4. The use of new aircraft, and regular maintenance 0.559 0,672
5. Flight Technology trustworthy 0.586 0.666
6.t offers comfortable seating, gourmet dining and 0.180 0.822
amenities on the plane
7. Excellent staff service quality 0516 0.685
8. The company's flight voyage arrangements in place and 0485 0,687
take off and land on time

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 “21~307,
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

TABLE II. GENDER AND AGE FREQUENCY

Variable Item 1:::“ Percent Valid Percent Cumulative Percent
Male 122 460 46.0 46.0
Gender Female 143 540 540 1000
Total 265 100.0 100.0
20 17 6.4 64 64
21-30 135 509 509 574
31-40 66 249 149 823
Age 41-50 28 106 106 92.8
51-60 16 6.0 6.0 98.9
60 above 3 1.1 11 1000
Total 265 100.0 100.0

“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 Il EDUCATION AND OCCUPATION FREQUENCY

Cumulative
Variable Ttem Frequency | Percent Valid Percent
Percent

Junior High School 2 8 8 8

High School 31 11.7 1.7 12.5
Education

CollegeUniversity 171 645 645 77.0

Graduste School 61 230 23.0 100.0

Agriculture 3 11 11 11

Industry/ Commesce 27 79 79 51

Servics Industry 69 260 26.0 351

Studen 57 15 215 56.6
Occupation Military/PublicTeac

68 7 2 823

hing Personnel

Housekeep 7 26 2.6 549

Freelance 12 45 4.5 894

Others 28 106 10.6 100.0

Customer satisfaction analysis

TABLE IV. GENDER AND CUSTOMER SATISFACTION DIFFERENCE ANALYSIS

Leven'e s test for equality T-test for equality of means
of variances
Item
F Sig. Sig. Mean Difference Std. Error Difference
I prefer this aviation .
company when I .617 433 .041 219 107
need to buy a ticket
© 2015. The authors - Published by Atlantis Press 136
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TABLE V. BRAND IMAGE FACTOR ANALYSIS

The aviation company arranges schedules properly 847 172

w

The a ompany offers falr prices for its fickets 763 070
668 320

A. Gender and Customer Satisfaction Difference Analysis

The result of the independent t-test analysis shows no
statistical significance on the two dimensions of brand
image and service quality. However, on the dimension of
customer satisfaction, it shows statistical significance in
different gender in the item of “I prefer this aviation
company when I need to buy a ticket”. More males than
females agree to this statement. Thus, as shown inTable.4, it
can be concluded that men and women hold different
opinions on this matter.

TABLE VI. BRAND IMAGE FACTOR DATA ANALYSIS

Cumulative % | KMO Measure
Factar
Factors and Variables of  Varfance | of  Sampling
Loading

Sub-Dimensions

Explained Adequacy

B. The sviafion compemy amunges schednles properly
wifh o fight deley

Euterprise Operafica 16117
i 9, The av:aticn ecnpany affers & prices for i tidkes {763

M7

7. The av-atcn caupany's siff provides fne servlees | 668

2. The avficn contpanty is viry well knowa 838 T

1, This s # large, well-finseel, aoed woprmonch evinicn
Eterprise Seale | conpany 63.443

3. The svivion company exprads jis & s acively
nd bolds graad vidiaus for ifs fowe

617

B. Brand Image Factor Analysis

9 items were originally designed for the brand image
dimension of the questionnaire. 3 items that doesn’t meet
the factor selection standard were later deleted through
factor analysis. Table.5 shows the analysis result of
qualified items in the brand image dimension. As shown
inTable.6, the brand image dimension in this study is further
divided into two sub-dimensions, named “Enterprise
Operation” and “Enterprise Scale” respectively. The
“Enterprise Operation” sub-dimension consists of three
items. Its eigenvalue is 2.769, and cumulative variance
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explained 46.147%. The “Enterprise Scale” sub-dimension
consists of three items: “2. The aviation company is very
well known”, “1.This is a large, well-defined, and top-notch
aviation company”, “3.The aviation Company expands its
air routes actively and holds grand visions for its future”. Its
eigenvalue is 1.050, and cumulative variance explained
63.645%.

C. Service Quality Factor Analysis

In the service quality dimension, 46 items were
originally designed. 20 items that did not meet the factor
selection standard were later deleted through factor analysis.
Table.7 shows the analysis result of qualified items in the
service quality dimension. The service quality dimension in
this study is further divided into four sub-dimensions,
named “Related Information”, “Flight Attendants’ Serving
Attitude”, “Baggage Delivery”, and “Booking Service”
respectively. The “Related Information” sub-dimension
consists seven items: “32.Introductions of various
travel-related products are provided”, “31.Information of
various product promotions is provided”, “44.Customized
information is provided in accordance to my preference”,
“43.Latest news of member-exclusive discounts is
provided”, “33.Online purchase of travel-related products is
provided”, “34. Time-saving searching functionality is
provided”, and “38. Links to related traveling websites are
provided”. Its eigenvalue is 9.076, and cumulative variance
explained 43.219%.As shown in Table.8, the “Flight
Attendants’ Serving Attitude” sub-dimension consists of
seven items: “9. Flight attendants interact and communicate
with passengers well”, “8. Flight attendants offer services
efficiently”, “10. Flight attendants offer services in an
amiable, caring, and active manner”, “12.Flight attendants
handle all problems properly”, “11. Flight attendants
understand customers’ need”, “27. My opinion of the
company’s visual presentation (hardware in the counters,
decoration, uniform, vigor, etc)’, and “5. Boarding
announcements are accurate and clear”. Its eigenvalue is
1.954, cumulative variance explained 52.521%, and KMO
value 0.912. The “Baggage Delivery” sub-dimension
consists of four items: “16. The baggage claiming process is
efficient”, “17. The information platform for baggage
delivery is superb”, “15. Staff provides active assistance
when checking in baggage”, and “14. The check-in staff is
kind and cautious”. Its eigenvalue is 1.212, and cumulative
variance explained 58.295%. The “Booking Service”
sub-dimension consists of three items: “39. Online flight
booking is available”, “40. A wide variety of payment
methods are available”, and “35. An inquiry system for
transaction information is available”. Its eigenvalue is 1.066,
cumulative variance explained 63.373%, and KMO value
0.912%.
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TABLE VII. SERVICE QUALITY FACTOR ANALYSIS

Factor
Item
1 2 3 I TABLE IX. CUSTOMER SATISFACTIONFACTOR ANALYSIS
Inroductions of various ravel-ralated products 057
781 235 -215 ~
ars provided. e Companent
Inform sdon of various product promotionsis ~ 1 7
3 a1 533 H =
provided T s
1 WOl TOTONINSnN LS dVialion COMmpany (0 miy COUCAZULs il OURT MESWIR. | ¢, 2
Customized information iz provided in 223 ’ 4 < 00 202
683 175 094
arcardance o my prafarancs
Latest news of m ember-exclusive discounts is 202 1 prefer this aviation company when I nead tobuy a ticket. . .
ss8 217 113 163 1
provided.
Online purchase of avel related producea ia 652 153 220 =27 This aviation company satisfies me more than any ofhier aviation companies. -1 12
provided. BERA) P
T = i func 11als 261 .
ime-saving searching tionality is 545 203 287 with hath the vala 1
P ovided. £ - .
Links o relatad traveling websites ars 485 Hi -
520 126 198
provided.
Flizht amendants interact and communicace BEE GCCEPT 15 SETVICE dEspile 1n¢
116 jes 222 soa
with passengers well. LY 1w
Flight amendants offer services afficiendy. 107 766 178 LY
Flight attendamnts offer services in an amiatile 220
0ss 765 195 £2 1M
caring_ and aceive manmer i 3
Flight amendanss handle ell problems propedy. 180 741 232 as2
Flight attendamnts understand custom ers’ need. 291 722 -199 119 {_"j- 5&']
My opinion of the company” = vizual .400 563 -053 137
presentation. (hardware in the counters S Will 10 pally [ave aiways Decl pieasait. A6 135
decoration, uniform, vigor, etc) ki
Boaerding ammouncem ents are accurace and 232 530 172 125 5 ..v.:[‘"“ a . .
clear & 379 4,
The bagzege cleiming process is efficient 296 195 776 . . P —
The information platform for baggage delivery 304 260 723 177 FTOMISES MA0s 10 e aVIalon company were Iumlied. &l
iz supert. £ o £ o .
Staff provides active mssistance when checking 222 208 500 267 a3 36
inbagzage.
1'ne cneck-in stare 18 kana ana cavaous. amw 2us o8 s1s 378 k]
Online flight booking is available. 210 252 181 785
- - Tohs ara dona risht withent = sanand tr 116 -an
A wide variety of paym ent methods are 229 200 151 F51 JUUS Qi UGG LISIR WILRUGL G Wi Ly A0 U
svailable. Qeaf¥ nnccarsas tha ramirad avnartica far neshlam colving
Staff possesses the required sxpertise for problem solving. aeo s
An inquiry system for transaction information 484 108 220 s02 255 N
iz available.

TABLE VIII. SERVICE QUALITY FACTOR DARA ANALYSIS . - .
Q D. Customer Satisfaction Factor Analysis

e e - In the customer satisfaction dimension, 14 questions
Sub-dimension e i Facior . of | Sampling Adequacy L. ) B > q N
. S Loading | Variance were originally designed, all items met the factor selection
- _ e standard, therefore, no item was deleted. The result of the
32 Introductions of vanoas wavel-related products are provided 781 . . .
1. Tnformmon of variows prodocs promotions s provided. | 753 analysis is shown in Table.9.
44.C d mf 1s provided m to
683
my preference . . .
e | | A As shown in Table.10, the “Customer Satisfaction”
T ——————p—————— dimension in this study was further divided into two
34 THk?- sy sciching Sncrioimey S iovited s £ sub-dimensions, named ‘“Impressions on the Aviation
38. Links to related traveling websates are provided 521 :
39. Flight anrendants wteract and :cmm.u:\:.a(r with 13: Company,, and “Impréssllons On the Staff" The
passengers well = “Impressions on the Aviation Company” sub-dimension
o e [ consists of nine items: “8. I would recommend this aviation
10. Flight attendants offer services in an amiable, canng. o . .
e & company to my colleagues and others likewise”, 7. I prefer
12. Flight tiendants handle al problesss properly | this aviation company when I need to buy a ticket”, “4. This
S b aviation company satisfies me more than any other aviation
= 7 :
27. My opinion of the company’s visual presentation. . v e ] N . A .
i i e, 6o, RSO Vight o) company”’, “6. I’'m satisfied with both the price I paid and
5. Bording announcements are accurate zod clear | s the tangible/intangible value I received”, “9. I would buy
e “"‘:{”“’;hm: { e from this aviation company and accept its service despite
| ! 73 the promotional deals from its competitors”, “3. I wish all
2238 uper | 58295 .. . . .
Delivery [ 15 Staff provides active assstance when checking i - ) the aviation companies were like this one”, “I am very
Seantge . satisfied with this aviation company”, “Interactions with
14. The check-m s1aff 15 kind and caunous 673 . . . 99
B this aviation company have always been pleasant”, and
- - 785 . . . . .
“Overall, I'm satisfied with this aviation company’s
el | i 31| eam performance”. Its eigenvalue is 7.488, and cumulative
Py Py ———————— U I variance explained 53.484%. The “Impressions on the Staft”
502 . . . . .
vailable sub-dimension consists of five items: “12. Promises made

to this aviation company were fulfilled”, “13. The staff
gains the trust of the customers with good performance”,
“11. The ground personnel fulfill their service within
designated time frame”, and “Jobs are done right without a
second try”. Its eigenvalue is 1.258, and cumulative
variance explained 62.475%.
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TABLE X. CUSTOMER SATISFACTION FACTOR DATA ANALYSIS

TABLE XI. BRAND IMAGE CORRELATION ANALYSIS

The avaion | Tas avabion
company compamy

T & a Brps, | Tbe aviaion | The  avistion | Tke
well-financed

ad  wpreh aenges offrs R
aviation schedales prices for its
comnpeny. prperly fickets
wi  me
S2Visas. iz celav.
T & a brge, well Pramsom 1 170 4280 305(%) | 313(*%) | 2350

finznced. and wp-zotch Comsiation
aviation compamy.

The aviztion company is  Pearson S17(**) 1 331(**) 273(+¥) Z60{FF) 183(**)
very wel ksowm. Corrzlation

The avistion compmy Fearsom
expads s @il Toulss Comriaion
actively anc holds grind

wisions for &s finre

A28[FF) ESTe] AE) | 20607y | 321009

The aviation coxpery's Pearson T05°%) ERER] FErTe) T = | 0

saff provides fne Comeiation
senvices.

The avictios compzy Feamson 33(7) 260(77) S060) S40) [ SO0
arenges  schedwks Comeiation
propedy with oo flight

celar.

The avistion compamy Pearsom S00[**) 1
offers fair peicss for its  Comiafion

tickets.

236(%%) 189(%*) 324(%%) 2550%%)

TABLE XII. RELATED INFORMATION CORRELATION ANALYSIS

TInformati | Introduct | Online Time- Limks to | Latest Customized
on  of|ions of|purchese |saving  |related  |mews of | informaticn
varioes | vericos | of travel | searching | traveling | member- |is provided
product | travel- related fonctioma | websites | exclisie | in
promotio | related products | lity is| are discounts | accordance
ns  is| prodecs | is provided. | provided. | is 1o my
provided | are provided provided | preference.
provided.
Information of DPearson 1 T55(%%) | 478(*%) | 522(**) | 450(*%) S08(*%) AD4(**)
various product Correlation
promotions is
provided
Introductions of Pearson T55(%%) 1 S48(*%) | SLO(*%) | 466(*%) | S65(*%) | A02(*%)
various travel-related Correlation
products are provided.
Online purchase of Pearson ATE(*Y) | 548(*%) 1 BOL(*) | 415(*%) 491(*%) 511(*%)
travel related products  Correlation
Pearson S12(**) | 5100**) | 662(**) 1 402(*%) S02(*%) ABO(*¥)
Correlation
is
Links to related Pearsom A50(*%) | 465(*%) | 415(*%) | 492(*%) 1 443(*%) | S1a{*%)
traveling websites are Correlation
provided
Latest mews of Pearsom 508(**) | 565(*%) | 491(*%) | S02(**) 1 S63(*%)
member-exclusive Correlation
discounts is provided.
Customized Pearson A04(*%) | 452(%%) | S11(*%) | 489(**) | S14(**) | 563(*%) 1
information is Correlation
provided in
accordance  to my
Sig. (2-tailed) 000 _000 000 000 000 000
N 265 165 265 2635 263 263 263

E. Brand Image and Service Quality Correlation Analysis

As shown inTable.11, the result of the brand image
dimension’s correlation analysis shows evident significance,
which means that the following items “This is a large,
well-financed, and top-notch aviation company”, “The
aviation company is very well known”, “The aviation
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company expands its air routes actively and holds grand
visions for its future”, The aviation company’s staff
provides fine services”, “The aviation company arranges
schedules properly with no flight delay”, and “The aviation
company offers fair prices for its tickets” have an impact on
China Airline’s brand image. As shown in Table.12, the
service quality correlation analysis shows evident
significance for all related information. The two items
“Introductions of various travel-related products are
provided”, and “Information of various product promotions
is provided” shows high significance in the correlation
analysis, which means that the two items share more
relevance between each other than other items in the related
information analysis.Table.13shows evident significance in
all the flight attendants’ attitude correlation analysis. Two
particular items “Flight attendants offer services in an
amiable, caring, and active manner”, and “Flight attendants
interact and communicate with passengers well” show high
significance in the correlation analysis, which means that
the two items share more relevance than other items in the
flight attendants’ attitude analysis. Table.14 shows evident
significance in all the baggage delivery correlation analysis.
Two particular items “The information platform for
baggage delivery is superb”, and “The baggage claiming
process is efficient” show high significance in the
correlation analysis, which means that the two items share
more relevance than other items in the baggage delivery
correlation analysis. Table.15shows evident significance in
all the booking service correlation analysis. Two particular
items “A wide variety of payment methods are available”,
and “Online flight booking is available” show high
significance in the correlation analysis, which means that
the two items share more relevance than other items in the
booking service correlation analysis. As shown in Table.16,
the combined correlation analysis of the service quality
sub-dimension shows evident significance, with particularly
high significance on “Related Information”, ‘“Baggage
Delivery”, and “Booking Service”. It can be concluded that
some information about baggage delivery and booking
service could be previously obtained on related information,
and related information is correlated with baggage delivery
and booking service, which poses an impact to service
quality.
TABLE XIII. RELATED INFORMATION CORRELATION ANALYSIS

Bowdng | Fight Tkt Fhah [Pk [P My ool
amouncem | atenduots | aterdants | attendunts | attendonts | atendants | the company's
e am | offer interact and | offer dersind | handle all | visual
sccunie | services | communien | services i | customen® | problems | presentaion
wdclesr. | officienly. [te  with | an amiable, | need properly. | Chardwase in
passengers | caring, nd the comin
e aive St
mamer. uniforn;
vigor, otc)
Bowding smomcemens Pewwon ; o oo T Ton Tom .
areaccuntsmd clear.__ Correlaion ! " ! ¢ e
FIght _aitendnts _offer Person
services efficienly Cormlaion ey [t ouse [ 350 | s | e | ety
Filgt_aftewdants ToieratPerson
wd  commusicite with Correlation wien [ osen |1 oy | soacrey | 2sseny | asoen)
prstenyers wall
Flight _atendats _offer  Pewson
senices In - amible, Correatio
e et atle, - Corelaton sosen) | sszem [ osen | soserny | 210y | 3mmeen
Tl r —
understmd  customers Corelation avaeny | sasees | soseen) | soscen 1) | azsen)
need
Flght atendants handle a1 Pewson N o T oo Tom
probiems property. Cormelaion o SO G B B e 100
Sig (ied) [ 12 060 0o 000 000 6
My opision of he Dewson
compary's vinal  Conslation
presentaton. (harchare in asseny | ssoen [ sy [ aween | assen | e '
ihe counters, decoraton
usiform, vigor,ete)
Sig_mied) | oo0 000 00 000 000 76
w Y 268 a8 o8 ) 5 )
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TABLE XIV. BAGGAGE DELIVERY CORRELATION ANALYSIS

anaiizbie.

The checim steff is 4nd and Peerson 1 B8 S04 3360771

cantigus,

Correiaiion
lec)

TABLE XV. BOOKING SERVICE CORRELATION ANALYSIS

An  inguiry | Onlfinz flight |A wide varety of
systzm  for | bocking s | pavment methods are
transaction | availablz available.
information
is available.
An inquiry system for transacton Pearson Correlation 1 A647%) S14(=%)
in‘ormation is available.
Sig (2-tailed) 000 000
Omline ligat bookirg is available. Pearson Correlation | 464{*%) 1 H06*¥)
Sig (2-tailed) 000 000
A wide variety of payment methods are Pearson Correlation 3140 B06%%) 1
availzhle.
Sig (2-tailed) 000 000
N 265 263 263

F. Customer Satisfaction Correlation Analysis

As shown in Table.17, the impressions on the aviation
company correlation analysis shows evident significance in
all items, which implies the possibility of the impressions
on the aviation company having an impact on customer
satisfaction. As shown in Table.18, the impressions on the
staff correlation analysis shows evident significance in all
items, which means that impressions on the staff and
customers’ satisfaction are correlated. It also shows the
possibility of impressions on the staff having an impact on
customers’ satisfaction. As shown in Table.19, the
combined correlation analysis of the customer satisfaction
sub-dimension shows evident significance in all items,
which means that “Impressions on the Aviation Company”
and “Impressions on the Staff” are correlated. It also shows
the possibility of it having an impact on customer
satisfaction.

TABLE XVI. THE COMBINED CORRELATION ANALYSIS OF THE SERVICES
QUALITY SUB-DIMENSION

Related ﬁglﬂ attendants’ | Baggage
information | attitude @\'&n Booking service
Related information ~ Pearson 1 555+ H32(%%) _664(*%)
Comelation
Sig. (2-tailed) 000 000 000
Flight  attendants’ Pearson 555(*%) 1 S06(*%) S34()
attitude Comelation
Sig. (2-tailed) 000 000 000
Baggage delivery Pearson 632 S96(*") 1 S48
Comelation
Sig. (2-tailed) 000 000 000
Booking service Pearson 664(*%) S340*Y) S48(*) 1
Comelation
Sig. (2-tailed) 000 000 000
N 268 263 265 265
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TABLE XVII. BRAND IMAGE CORRELATION ANALYSIS OF THE AVIATION

COMPANY

676(*") 150 [ 6410 | 5780 | 5360 | ss70) | ssoem 3T

1 s34k Ty

636(%%) 1 605(%) | AT2(%) | 643(°%) | .603(°%) 4347%)

53400 | sosr |1 ssaeey | s3a0emy | asapm 3870*)

S13(*%) | 47205 | 5920 |1 ST6(*%) | 542(%%) 459(%%)

SE) |64 | BHF) |50 |1 ST 3560%)
[T . ooy
s s |t o
265 65 265 264
ssaemy 1 ssapeny 1 gnacee 1
4580} | 560 | S080) H
%t = 3] T3]

TABLE XVIII. IMPRESSIONS ON THE STAFF CORRELATION ANALYSIS

Jobs are | Groued personne] | Promises Staff gains the | Staff possess the
done  right | fulfill their service | made to the [trust  of  the | required empertise
without  a |within designated | aviation customers  with | for problem
second try. | time frame. company | zood performance. | solvine.
were
Tulfilled.
Jobs are done right Pearson 1 B3 BT 536(%%) S5T(+*)
‘without a second ry.  Correlation
Sig. (2-taled) 000 000 000 000
Ground  personnel Pearson B23(**) 1 B2 S50(%¥) AT6(*F)
fulfill their service Correlation
within  desiznated
time frame.
Sig. (2-tdled) 000 000 000 000
Promises madz to the Pearson B27(**) BANF) 1 B13(*%) )
aviation  company Correlation
were fulfilled.
Sig. (2-tadled) 000 000 000 000
Staff gains the trust Pearson -336(%%) 3N BLI=) 1 BEUEE)
of the customers with  Corrclation
good performance.
000 000 000 000
Staff posscsscs the Dearson S5T(**) ASE**) S36(**) BB0{**) 1
required expertise for  Correlation
peablem solvine.
Sig (2-tailed) 000 000 000 000
N 263 263 263 263 263

TABLE XIX. CUSTOMER SATISFACTION SUB-DIMENSION CORRELATION

ANALYSIS
mpressions on
he avlation
company
compan
Irvgrassions on fae aviarion cormpany Pagrson !
Comelation
Sig. (24eiled) 0
Tumressions on e sl Peursu 73004 |
prsssions on (s sl Piurson 300 !
(rralation
Comglation
g [ tarlad) nn
Sig, (2-failed) 000
N 264 263
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G. One-way ANOVA and Multiple Comparison Analysis

1)ANOVA of age, marriage, and occupation on each
dimension of factor

As shown in Table.20, the ANOVA of age shows
significance in “Related Information” and “Booking
Service”, indicating that individuals in different ranges of
age hold different opinions, as people from different
generations think and feel differently. The ANOVA of
marriage shows significance in “Baggage Delivery”,
“Booking Service”, and “Impressions on the Staff”.
Individuals of different marriage status hold slightly
different opinions on the safety and integrity of the
valuables in their baggage, the accessibility of the booking
service, and their impressions on the staff. The ANOVA of
occupation shows significance in “Related Information”,
“Flight Attendants’ Attitude”, “Baggage Delivery”,
“Booking Service”, and “Impressions on the Staff”.
Individuals of different occupations hold different opinions
on flight attendants’ attitude, related information, booking
services, and their impressions on the staff, as each
individual experiences the service provided by China
Airline with the perspective of his/her own career.
TABLE XX. THE ANOVA OF AGE OCCUPATION ON EACH DIMENSION OF

significance between the factors of age, attendants’ attitude,
and baggage delivery, therefore, no comparison is needed.
As shown in Table.22, the result of the multiple comparison
anal result than military, public, and teaching personnel.
The mean is 11.601. There shows no statistical significance
between occupation and related information, flight
attendants’ attitude, and booking service, thus no
comparison is needed.

TABLE XXII. THE MULTIPLE COMPARISON ANALYSIS OF OCCUPATION
QUALITY

Dimension of Exxluating Fector | Qccopation F T Alultiple commparison

{1)Agricuinme
ZindsiryComme:

=

{Fervice industey
{Suden

Baggage Delivery {Sfiftry, pubfic, | 3.655 e

&l ieaching

pawme]

{EHmmdzey
{ T raslonca{Z)0xhe
o

GHO

FACTOR
Dimension of Factor Age Matriage Occupation
F Sig. F Sig F Sig
Enteprise Openiion 666 650 L1z 290 1098 363
Enterpriss Scale 939 A56 04 A02 1.033 A8
Related Information 3250 007 1.607 206 3.885 000
Attendants” Attitude 1.638 150 3.257 072 21714 37
Daggage Delivery L.764 121 4533 034 3.655 001
Dooking Serviee 4142 001 7.545 .006 2110 M3
Impressions on  the | 1279 m 3.556 060 1.884 072
Aviation Cornpany
Tpressions on the Staff | 1.786 116 4321 038 2.091 045

TABLE XXI. THE MULTIPLE COMPARISON ANALYSIS OF AGE AND SERVICE

QUALITY
Dimension of Evaluatng
Age F T Multiple companson
Factor
(1)20 and under(2)21-30
(2)=(6)
Related Information (3)31-40 (441-50 3250 007*

3)(6)
(5)51-60 (6)61 and above

(1)20 and under(2)21-30
2)>(6)
Booking Service (3)31-40 (441-50 4142 oo1*
(3)(6)

(5)51-60 (6)61and above

2)The multiple comparison analysis of age and service
quality

As shown in Table.21, the result of the multiple
comparison analysis shows statistical significance between
age and two factors of service quality, “Related
Information”, and “Booking Service”. Regarding the related
information, individuals in the age of 21~30 and 31~40 give
better results than those in the age of 51~60. Regarding the
booking service, individuals in the age of 21~30 and 31~40
give better results than those in the age of 51~60. The mean
is 11.698 and 11.698 respectively. There shows no statistical
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IV. CONCLUSION

1. Customers in the age of 21~30 should be the primary
targets in the aviation company’s marketing strategy, as
they take up to 50.9% of the aviation company’s total
customers.

2. The subjects of this questionnaire consist mostly of
individuals in the service industry, hence the high
proportion of individuals with college and university
educations and the overall result of above than average
educations.

3. The main customer base is those in the service
industry who take part in incentive travels. objective
perspective, China Airline should reinforce its strategic
promotions on customers in the service industry.

4. From the objective perspective, China Airline should
reinforce its strategic promotions on customers in the
service industry
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