Journal of Digital Convergence
Vol. 16. No. 8, pp. 99-107, 2018 https://doi.org/10.14400/JDC.2018.16.8.099

T AU STAL ST fF] e
AHIAA 7Fe] ASl AT

ISSN 1738-1916

SA ek g H] st

Analysis of Social Network between Consumption Emotion based on
the Uniform of Full-Service Carrier and Low-Cost Carrier Crews

Ran-Sug Seo

Associate professor, Department of airline services, Hoseo University

)
ol
)
i

ol
o
2
1o
ox,
o
=
ox
o
frtt
&
[t
[0}¢]
r
w
e,
—
=
ne,

. (] o T
dstol tNBGFAS AN SAFA ) Aztsz 2] gAo) BT JFIA Aelh gliz AE ALY WAT B3 T3
k. 3 AN§FTA s} ;o] Az A AT Bl A4S, B3 Solv, oleld Aske YT
ARl S ARE SO AV GHTAL AR AkE A FHAAT FTAE AL AV FRY FUBL
SISk, Bk olulA] wstel] s T8 o/l Y BTE A2 o, B ATdsb} o} dra 2

% gl

ZAlo] : Y FFAL ANEFFAL 20N, AR, FUE
Abstract
emotion of customers in regards to the appearance of the crew. The research method was conducted for 15 days
from March 11 to 25, 2018, and the number of valid samples was 289 in total. The results of the study showed
that customers differ in the influence of perceived consumption sentiment between full service carrier and low cost

carrier on uniform of flight attendant. Consumer sentiments perceived by low cost carriers are comfortable, familiar,

The purpose of the study compares the difference between the carriers’ reported large consumption

and lively, and these results have proven that they are distinguished from low cost carriers by being clean,
sophisticated, and large. The results of this study are significant when the airline has changed the crew uniform at
the right time and considered it to be a marketing tool that is important to the image change of the company.

Key Words : Full Service Carrier, Low-Cost Carrier, Consumption Emotion, Social Network Analysis, Uniform
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Table 1. General characteristics of the sample

, o6 | Content LCC(n=130) FSC(n=159)
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Fig. 2. Two—Mode Density Analysis of Consumption Sentiment between LCC and FSC
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Fig. 3. Two—Mode Eigenvector Centricity Analysis of Consumption Sentiment between LCC and FSC
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Table 2. ECV analysis of 2-—mode eigenvector
centrality for consumption sentiment
between LCC and FSC

ranki LCC FSC

ng item ECV item ECV
1 comfortable 729 neat 639
2 familiar 348 refined 5%
3 lively 293 luxurious 263
4 young 290 bright 240
5 neat 174 tidy 123
6 everyday 170 Business 119
7 bright 152 International 118
8 free 149 Clean 114
9 useful 136 matronly 104
10 simple 105 Service 074

ECV : Eigenvector Centrality Value
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