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ABSTRACT

The ultimate aim of this research is to analyze the effects of on-line word of mouth (WOM)
regarding airlines on behavior intention of airline passengers through information accommodation,
attitude and trust. For the purpose, we have carried out a questionnaire survey with passengers
who have used airline social media and websites as target, and analyzed a total of 362 copies of the
questionnaire using structural equation. As a result of analysis, on-line WOM turned out to have a
significant effect on accommodation, and the accommodation turned out to have significant effects
on attitude and trust. Also, attitude turned out to have a significant effect on trust, and the trust
turned out to have a significant effect on behavior intention. This research has significance in that
it can help establish a WOM marketing strategy of airlines through grasping the actual situation of
on-line WOM of airlines and present a possibility of WOM marketing utilizing social media as an
appropriate marketing for aviation industry. At the same time, it also has an academic significance
in that it predicted actual behavior intention of passengers who have used on-line WOM on
airlines.

Key words : Online World of Mouth(22FQ] #£4), Information Acceptance(‘§ & &), Attitude(Ej =),
Trust(41F]), Behavioural Intention(352] =)
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Table 2. Respondent’s Profile
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BN 3743 99 27.3
s 53] o] 121 33.4
g557] 19 5.2

éiib%%/ 76 21.0

saa TS ATAEA 20 5.5
b F5d 7H4 159 43.9
71 4] 5 1.4

571 71% 3 0.8

n&olg 80 22.1

iiias 140 38.7

ofAofLt 56 15.5

e AH|-& FFA 82 22.7
gz A= HB FEA 27 7.5

Q
BE 5 52 14.4
5 3EA &+ 362 100




44 AEs, TS Vol.25 No.2. June 2017
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