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Cronbach's
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*p<0.05, **p<0.01
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ABSTRACT

The Effect of Airline Brand Image on

the Customer Satisfaction and Loyalty

SHIN HA YEON
Department of Cultural Industry and Arts
Graduate School of

Sungshin University

The global aviation industry continues to grow rapidly with gradually
increased demand for overseas travel. As the competition in the aviation
market 1s getting heavier, it is essential for airlines to improve their
brand equity and customer satisfaction. Although many empirical studies
are usually focused on the brand equity of nation, city or corporation,
the roles of airline brand image in customer satisfaction and loyalty
remains poorly defined. Here, we report that brand image of an airline is
an important determinant of customer satisfaction and loyalty.

This research is organized as follows. First, we introduced hypotheses
and previous studies about these issues such as brand image, customer
satisfaction and customer loyalty. Next, we reported the results of

survey study and linear regression analysis.
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The survey was conducted from March 15 to April 15 in 2016 both
online and offline, and 260 questionnaires were examined for the final
raw data. Based on this survey, we investigated the effects of brand
image on customer satisfaction and loyalty, and also determined the
relationship between customer satisfaction and loyalty. In this study, the
brand images are separated by symbolic and technical Images, and also
the customer loyalty is divided attitudinal and behavioral loyalty.

We show that brand image(symbolic and technical) has significant
effects on customer satisfaction and loyalty, suggesting that airlines with
higher value of brand images are accompanied by favorable customer
satisfaction and loyalty. We also found that customer satisfaction can
affect both concepts of attitudinal and behavioral loyalty. These results
indicate that the high value of consumer satisfaction is especially helpful
to get loyalty from their present or potential customers.

Our studies verify the importance of brand equity in aviation industry
and suggest that the concept of brand equity, usually applied to nations,
cities and manufacturing corporations, may be employed to airlines. The
essentiality of brand image in customer satisfaction and loyalty may
have profound implications for the development of brand marketing

strategies of airlines.
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