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Convergence study of the in-flight meal quality on customer
satisfaction, brand image and brand loyalty in airlines
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RUSEEE The purpose of this study is to analyze the effects of the convergence of the in—flight meal
quality, the customer satisfaction, the brand image and brand loyalty. A total of 170 questionnaires were
finally used for the ‘analysis of factors, analysis of reliance, analysis of corelation and multiple regression
analysis.” We found out that the in—flight meal quality came up with the food factor, service factor and
cleanliness factor. The results of the study are as follows; First, only the food factor and the service factor
positively affected the customer satisfaction. Second, the food factor and the service factor positively
affected the brand image. Third, the customer satisfaction positively affected the brand image and the
brand loyalty. Lastly, the brand image positively affected the brand loyalty.
According to this study, the in—flight meal quality, customer satisfaction, brand image and brand lo oyalty
in the airline service are very important factors for a successful marketing strategy.
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<Table 1> Characteristic of the Participants (N=170)
Variables ltems Frequency %
Male 30 176
Gender Female 140 824
20s 12 71
Ade 30s 115 67.6
9 40s 4 24.1
over 50 2 1.2
Korean Air 79 46.4
Airline Asiana 74 436
Foreign Airline 17 10
high school 36 94
) Junior college 45 26.4
E
ducation Senior college 7 57.1
post—-graduate 12 71
Less than 20 million won 31 18.2
20740 million won 34 20
Incorme 40760 million won 65 38.2
60780 million won 33 194
807100 million won 6 35
over 1000 million won 1 06
student 25 14.7
house—keeper 10 59
public official 23 135
Occupation company employee 44 259
self-employed 30 176
specialized job 26 15.3
others 12 71
N 170 100.0
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<Table 4> Factor analysis of Brand Image

% of
Variance

Factor [Eigenval

Questionnaire Item )
Loading | ue

Variables Reliability

safe .8%6
kind 8%
offers good images 869
prospective company 829
reliable 6%
provides great services 686

Brand
Image

3997 | 66620 | .895

KMO: 857, Bartlett’s test: 690.159, p-value=0.000

<Table 2> Factor analysis of In—flight Meal Quality
Variab Factor Questionnaire Item Facltor Figeny % of Reliability]
les oading| alue |Variance
favorite meals served 812
look delicious .805
good quality maintained | .769
nutritions balanced 703
Food | colds and hots 65 | 4569 | 20085 | 873
Factor | separated
proper quantity served | .675
good materials used 650
freshness .649
varieties of menus 615
customers’ needs &7
recognized
quick service 835
Service politeness T8
crews well trained 3857 | 18283 | .882
Factor ] 762
and much experienced
problems solved quickly| .748
In-flight special
demands satisfied 743
crew's neat uniforms 930
good facilities 919
Clean -
Factor clean containers 869 | 3580 | 17.901 877
great atmosphere 802
clean restroom .551
Total Cumulative: 60.169%, KMO: .826,
Bartlett's test: 1940.257, p-value=0.000

<Table 3> Factor analysis of Customer Satisfaction

Variables Questionnaire Item Factp r [Figenva /t.) of Reliability
Loadingl lue |Variance

satisfied with services 865

Customer satisfied with atmosphere | .833
) | feel happy to use services .832 | 2718 | 62938 | .790

Satisfaction |- R

think that this airline is a

! 763
good choice

KMO: 812 Bartlett’s test: 347.954, p-value=0.000
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<Table 5> Factor analysis of Brand Royalty

Factor
Loading
use this airline again 865
keep using this airling

in the future

positively notify this to
friends or coworkers
recommend this to
friends or coworkers
KMO: .803, Bartlett’'s test: 306.906, p-value=0.000x+

Eigen| 9% of

ltems )
value | Variance

Variable Reliability

858

Brand

Foyally 2825

819 70.616 856
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<Table 6> Correlations of In—flight Meal Quality, Customer
Satisfaction, Brand Image

1 2 3 4 5 6

1.Food Factor 1
2.Service Factor -035 1
3.Clean Factor .09 216%+ 1
4.Customer
Satisfaction 352 173 101 f
5.Brand Image 51 | 183« 112 568+ 1
6.Brand Royalty 17 010 024 489+ | 397+ | 1
F) wp< 001, =p< 01, *p< .05
4.3 7449 AE
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<Table 7> Regression Models testing Effects of Service
Quality, In—flight meal and Customer Satisfaction

7P2E FEAE H oA

<Table 8> Regression Models testing Effects of Brand
Image and Service Quality In—flight meal

Non-
Standard Collinearity
Dependent flicient Stang grd
i Independent | COEMICIENT | coefficient | p
Variable Variable B
B | sE Tolera VIF
nce
(constant) | .454 | .374 1.213|.227
Food | esal 75| 551 |a678| 000w | 987 |1.013
Factor
Band | SV | 79| 056 | 207|397 002 | 950 |1.053
Factor
Image
Cean | ool osa| 012 | 188 |est | o2 |1og
Factor
R’= 340 Adj R= .329 F=28567
p-value=0.000++ Durbin-Watson= 1.992
) wp< 001, »p< .01, *p< .05
4.3.3 7V43 A=
713 AT BHAso|nz] ke JIBAE
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<Table 9> Regression Models testing Effects of Customer
Satisfaction and Brand Image

Non- Stand
Ili i
Dependent | Independent Stanq grd ard“ Colinearity
] ) coefficient |coeffici| t p
Variable Variable ent o
B | SE ol g
B nce
(constant) | 1.203 | .443 2.718 |.007
Food | 13 | oso | 356 | 4968 | 000~ | 987 |1.013
Factor
Customer | M | yea | 066 | 180 | 2468|015 | 950 |1.053
) ] Factor
Satisfaction 0
e o3 | oea| 027 | 384|717 | 942 [1.082
Factor
R= 159 Adj R*= .144 F=10483
p-value=0.000+++ Durbin-Watson= 1.906

Z) «sp< 001, »p< 01, *p< .05
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Non-
Dependent | Independent | Standard Staf?q ard
variable Variable coefficient | ©0€ éClent ! P
B SE
(constant) | 1.800 | .223 8082 | .000
Customer
Brand Satistaction 538 | .061 563 8834 000w
Image
R’= 317 Ad R*= 313 F=78.043
p-value= .000++ Durbin-Watson= 1.884

F) #p< 001, #p< .01, *p< .05
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<Table 10> Regression Models testing Effects of Customer
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