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Abstract The purpose of this study is to analyze the effects of brand evidence on brand value, brand trust,
brand attitude and word of mouth intention. To achieve the purpose of the study, a research model and
hypothesis were established based on previous studies, and survey was conducted on 222 passengers who
had used the airline. As a result of the analysis, sub-factors of airline brand evidence had a positive impact
on brand value. Except for employee services, perceived prices, core services, brand names, and brand logo
had a positive impact on brand value. Brand value had a significant positive effect on brand trust and
brand attitude. It was also found that brand trust had a significant influence on brand attitude. This study
examined the extended range by adding the brand logo as a sub-factor of brand evidence, and it is
considered necessary to study including brand emotion in next study.
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Table 1. Hypothesis

Path Hypothesis

H1 Brand Evidence — Brand Value(+)
H1-1 Perceived Price — Brand Value(+)
H1-2 Core Services — Brand Value(+)
H1-3 Brand Name — Brand Value(+)
H1-4 Brand Logo — Brand Value(+)
H1-5 Employee Service — Brand Value(+)
H2 Brand Value — Brand Attitude(+)
H3 Brand Value — Brand Trust(+)
H4 Brand Trust — Brand Attitude(+)
H5 Brand Attitude — Word-of-Mouth Intention(+)
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Table 2. Measurement ltem

(9]

IE

—ré“.:

Variable

Measurement

Brand
Evidence
[20]

BE1 Reasonable fares for distance

BE2 Reasonable price

BE3 worth both time and money.

BE4 Economical.

BE5 Convenient, fast and accurate.

BE6 Accurate and safe.

BE7 Aircraft is usually a newer model, making air
travel more comfortable.

BE8 Better on time than other airlines.

BE9 Tells me what service it offers.

BE10 Gives a message about the airline's image.
BE11 Feels reliable and secure.

BE12 Reminds me a good travel experience.
BE13 Friendly.

BE14 Has meaning.

BE15 Communicates the brand's identity.

BE16 Helps remember the airline.

BE17 Make me trust

BE18 Polite and kind.

BE19 Actively provide services from the
customer's point of view.

BE20 Have a wealth of business knowledge and
excellent customer service.

BV1 Compared to other airlines, this airline is
worth buying even if you pay a higher price.
BV2 This airline satisfies my needs.

\B/:SS BV3 This airline gives me addit?o.nal benefits.
(6] BV4 | know exactly what the airline offers.
BV5 The price is appropriate for the services of
this airline.
BV6 Using this airline is a good decision.
BT1 In line with my expectations.
Brand BT2 Does not disappoint me.
Trust BT3 anest and.true to me.
6] BT4 Tries to satisfy me.

BT5 Sure about this airline.
BT6 Believe in this airline.
BAT | think this airline is very good.
Brand BA2 | think this is a good airline.
Attitude BA3 | think this airline is very attractive.
[5] BA4 | like this airline.
BA5 | think it is good to use this airline.
WI1 Continue to purchase this airline next time.

Word-of- | WI2 Recommend this airline to others.
Mouth WI3 Tell others about the goodness of this
Intention airline.
[4] WI4 Recommend a friend or acquaintance to
use this airline.
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Table 3. Confirmatory Factor Analysis

B9l AR AYEE Frleke 18 HAReE BF
LE519itt 190 A0 A S Sl A
Beie Z719] Beeo] BE9, Helle 27119] BE14E 5
7o & AAsI BRARE ATE AWEH 4
& GFI, AGFI, NFI9] A7} duba|el Al 421 0.952
t} ooy}, Joreskog & Sorbom (1984)2} Gerbing &
Anderson(1993)9] AollA AXEE 0.8~0.99] A&
FEo0E Aehta wAstIcH271(28]. ESE, NFI9
73 Bagozzi & Dholakia(2002)0] #1738t 0.8 o|i39] 4=
A& el qlomz B BAS 95t efd/dS EHoIH
& HoFQItH29]. SR P BFHE B dik=
Table 49} Zt}. E3E M7IIE9] B 442 9l 8
ol /Y A== (Construct Reliability: CR) 32 245}
ok AF BHPE gRlspr] fiet g AlEE g
0.778~0.9189] +A1& HolH 2= 4 7ido] 0.7 o
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Larker(1981)0] AXZE HotE4 F2(AVE)E &3 wd
EFAS A7gosion, silafuAet BRET BIlE 7}
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SIHCH30). SaAu|AL HHER(0.702~0.878%1), B
A 7ixIeh 4 9=(0.677~0.82521)71] A AE
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Table 59} Ztt.

I oH,

Ol

Variable | lem | smc | cm | Standerd o Variable | ltem | smc | cg. | Stendard o
Estimate Estimate
BET | 0423 - 0.650 BV1 | 0485 - 0.674
p | _BE2 | 0610 | 8488 0.781 0.769 Brand BV2 | 0539 | 9.006 0.734 -
BE3 | 0403 | 7519 0.634 Value BV | 0450 | 8620 0.671 :
BES | 0424 - 0.651 BV6 | 0446 | 8.361 0.668
s | _BE6 | 0609 | 8499 0.780 0717 BT1 | 0473 - 0.687
BE7 | 0401 | 7523 0.634 Brand B2 | 0513 | 8933 0716 0.806
BE9 0.516 9.214 0.719 Trust BT4 0516 8.951 0.718 '
BE10 | 0580 | 9.662 0.762 BT5 | 0539 | 9.102 0.734
N [TBE11 | 0616 | 9884 0.785 0.822 BAT | 0603 - 0.777
ABE BE12 | 0452 - 0673 BA2 | 0580 | 11.491 0.762
Brand 0.868
BE13 | 0602 | 10.100 0776 Attitude BA3 | 0616 | 11.872 0.785 :
BE14 | 0562 | 9.811 0.749 BA4 | 0544 | 11.077 0.737
L [ BE15 | 0615 | 10812 0.784 0.837 BA5 | 0512 | 10.703 0.715
BE16 | 0483 - 0.695 Word-of- | WM1 | 0442 - 0.665
BE17 | 0606 | 10470 0779 | “t/"’“tt_h WM3 | 0603 | 9278 0.776 0.789
BE18 | 0476 | 9.37/6 0.690 menton - \wma | 0653 | 9.466 0.808
E [ BE19 | 0507 | 10.979 0.827 0.838
BE20 | 0.602 - 0712




Table 4. Measurement Model Fit

Absolute Suitability Index Relative Suitability Index
Division
CMIN p CMlFN/D SRMR GFl AGFI RMSEA CFI IFI NFI
Model 603.971 0.000 1.521 0.060 0.807 0.846 0.049 0.936 0.937 0.836
Table 5. Validity Analysis
Variable 1 2 3 4 5 6 7 8 9
P 1
S .007 1
ABE N .009 .624* 1
L .009 .356 .606 1
E .020 467 .504 .390 1
Brand 036 316 559 398 316 1
Value
?ra”d 065 369 373 272 369 512 1
rust
Brand
Attitude .082 .305 516 404 .305 .505 .662 1
Word-of-
Mouth 128 .304 .380 .300 304 .564* 484 579 1
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AVE .738 554 621 629 672 540 .670 .692 .640
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