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o] Y| 7}A] 7}x](Hollebeek, 2011; Mollen & Wilson,
2010; Vivek et al., 2012)9] 22} @9l & A3}l 1
e A AEshad sl

4, S8

4.1, SHE=F g

AR, ATEA aelel ARY £

ole] Z}zte] BEe Likert 78 A= (1-015 134
otk 7-u$ agthe AAshact wa Waehy
o] Fug 918 AReATolA AT eralol

A2E B 2stel B Aol AgsH 44 2
1 g31elet. w40l

>3} 2.

2217 3o U BARAL <E

Knowledge Management Research. Jun. 2023 195



Z7L, 52

(H 1) HpO| ZAN Ho| 5 HHAZH
oS =3y 5] iz
AIF[O10] S0l QMAS IFHOIM LIEtLE=: S38A SR8 B, 0|4, Birdwhistell (1952)
e =2 = 08, XM, MAK, =2 wet & =9 28 Sundaram and Webster (2000)
Z71900] SABAL SFE S 7F S AL /R, S22 7L AHIA Hall (1959)
Hlotof v Burgoon et al. (1990)
ARLAOK| o s2mel SNAS THHOIN SeiLis SEA 828 0iF, 27, Argyle (1963)
OJAIAN] HS 2ag alE E Olojol= HE2 AIRE= 910 Burgoon (1979)
= e === eT= = Sundaram and Webster (2000)
AR 9ok SHE H2|AERY, HMAME] RUE 28 U oA S mSIsH 8lZAH  Burgoon and Buller (1996)
B S JHel1o| oX EX Sundaram and Webster (2000)
gy 07Ho| SZAR| MIZn MHIAZ DRSS X|&Xo2 TfElzs
EiE
Ikl S |EliE SZAE 7IR0ILE X[QlofiA| FHEleE 10| 9| ZIM0F S (2016)
CIAIO|XHE o151 | SEEALO]| CHSH CHEE ARSO|A| Ol0f7[SHHLE SZ2At0l CHaH OHES Prentice et al. (2019)
ST 3w xp M2l EBMe) HEE
KAl BA| ME0t Mu|A JHMS ISt MOt m|=4H
- o= S osias Batra et al. (2012)
< SIEAIRIO| AI7|ZF T SX|2 E5t StZAl BHIE=0| oSt XI&5tH
e Rzt ;orot el 271 Al =X SSAH SRRSO et 2= Wang and lee (2020)

Thorbj@rnsen et al. (2002)

ARk 20239 49 10U E 49 17U AP F8 KE S F A0l 1S8H(GSA%), ool 1277
Aol AH HEAS hzto] % 590G FFHHO MO OR LEht de) vlgol o E Ao
v o] % gho] BAUSAL e MEAE A2l ERgon], 200)35.8%)2 S £ SH(54.0%)S 7
3 2855380000 TiSto] B BAIS AABIITE & 7 SEHY ulRo] ¥ HOR vebyth E3, of
ejol ME AsgoE AW uet faSA e & FBAH HAVRE58%)9) HEo] b BT
ol i ZAete] M AR BAgol Ytk F ANl SHER AHY WHELA%S) SRt )
A 559 velold ARUAlY, 12 Aol gl Fby wrk
AHE, BAE AU 274 el A=yt ey
& PFel] gIetol SPSS 28 TS olgste] 52 EHDHO| QOITLE, EfTHY U ARl A
HIERA, 1B, BAH agRy W AlFE B
o 3199 om AMOS 26 4 Z& 1S o]Lale] 3 o] dFtollA= FFAF SO HAolATUA |
QY QelEATt T By Bag Axsigry A8 &M AU 2070 B, A el EES]
47kA) 89l W 187 9, el HaE AUk
17b4) 8.0l W 5744 o] m% STt Adoz
5. =4 X = A GEA slolsh) 9istel H1H REAY
B3 2yuye] st A4S AFatac 4
5.1. #28 &4 F A o) <& 3} gik WA ST wyo)
Atr e BE AR 7| Z22)E (o = 509.825, df = 303
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s Mi=st= M= | HIg%) | T Mi=st= Hle HIS(%)
e Rt 158 55.4 EXt oY 82 288
°° Ofx} 127 44.6 71E/EIR| 116 40.7

S8t Y olst 25 838 — pal 29 10.2
o CHSHER =Bt 60 21.1 - 7t/ 45 47 16.5
o AER/ RS EY 154 54.0 AEsE 11 39
St £ ol4 46 16.1 7|Et 0 0.0
20A OJ2k 13 4.6 ARFSE O)A 39 137
20—29M| 102 35.8 Mula | SRRt MHIA S| 97 34.0
oi2y 30-39A| 91 31.9 —?—1_1—1#_5.’— RIEISEE aby| 118 a4
40-49M| 61 214 - IS =2E 12 42
50-59A| 17 6.0 7|Et 19 6.7
BOM| oY 1 A4 ShAH 60 21 1
tetes 102 358 AR 2] 65 228
OAOILIEEE 57 20.0 THOY AMH|AX] a2 14.7
P B 42 14.7 & 7IsH 19 6.7
o2 Tloflof 23 8.1 9] Che DXl 2 7
SHIAl Oflof 4t 10 35 2% 43 15.1
OloiME 4 14 pRe:Lea! 12 42
ElI0[&tS 22 7.7 = T) 13 46
oloj=aj|ojo} 11 39 EXT] 16 5.6
P 14 49 7|Et 13 46
0171, I3, JHHEIt 214 75.1 1002+ o2t 47 16.5
27, EIX| g2 31 109 1002002+ ojgt 22 7.7
RE|, 2 4 R 0 0 A 200-3002+H¢ 0|2t 77 27.0
ol =x Al E= 2 85 21 7.4 300-4002+ 0|2t 47 16.5
Zu Y 2 3 1.1 400-5002+H2! 0|2t 22 7.7
ugoEmaTM A 5) 7 2.5 5002 o4 70 246
AZl 0 0.0 — 7|§ <y 32.3
7|Et 9 3.2 ojg 193 67.7
2%l 285 100

(X* / df=1.683), GFI=.893, AGFI=.856, RMSR=.044,
RMSEA=.049, NFI=.935, IFI=.972, TLI=.965, CFI=.972)
o8 5§ 7FE BE FEAE A0 eyt &
W QA BN 2% HHE 24 RS =
g2 FRua mge olgd Beld aoliHs
A A8 ul, AVE(Average Variance extracted: 34
227H% 05 o)A}, CR(Composite Reliability: 34341
) g 0.7 oo FA7F A EIL(Fomell &

>
A F_r‘

FE3, AAA AA)AA
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AiRlol  [S2HS ole) HE AWE SHEIRICE 0880 | 0691 | 0899
5982 Bos 049 BYOR AHIAE MBS 0819
871 eI B2 BRIFE0 & E0f i 0785
B7i0101  [Liol ZS SiH0 Al SIS SIS 2L 08% | 06 | 0883
8137 |1 SRRl E9Ple IR 0807
5982 SEae AsR s 0750
s98S U8 SoI%| 9T Bas ¥SOR USRIt 08%
uipo| 67 547 &1 i SEA 0912 | o721 | 0w
s9S e 252 HEER: 0882
S5 Bar AL A G 0819
gy |BTES D58 S0LAER o 25t 0866
o [oone wme suEs 38 e s 082 | o762 | 0955
s980| 0|22 eIt 0854
e |LieHO] SBAE KietagA eiislo] gickn LR 085"
ol |HE 0l EBAel A gofds Lo 0925 | 0783 | 0855
i 01 S} Qs Lot 0367
i 717k DleHol 0] BiZAlel HE/MHIAR 7 SeE 0L | 08v2
St 5 =
o|71|o;|7u(H|D-|E 2: :_.:_AE ;‘:EH/;;:OLDJ(;iEE- Z40| si=5iC) 83:232 0.822 0.918
2l HE Sk = 235t= 20| ai=s .
O HEAIS| HE/MHIAS TSR Lf2) 7[0hE BB 0874
e o HBAE S8 24 alet 20l 7150/t ARS0 FA
=3 2ol 0.985
eiOIIEIS (o] GBS OIBSIE B UEIR: L BT S e el el
Lol 71257} 2125017 0l BBA SRES ArfEIC -
) _|LK= 0] BfmAo| Aoz ooz STt SERAR} HEE ZS0|| Cis
%%:Eio?iﬁg ll}’“’“l—% OIgF?lIé d0Ick. e B SEA | om0 0.775 0.721
POPIE 10 o1 eraiion et w2 ove sixim o 0921
(e L= Sl A e Siel A/ TIEE NEE 0901
oiiopcie |1 OF SBA] AINHE/ASIAO Ciet HEYLISHE REB2ic 0976 | o0ss4 | 0865
i ol BB Aol ANE/AHIA S Sist MoyTIEsS MZsich | 0042

Note: x ? = 509.825, of = 303, p { 0.001, » ?/af = 1,683, RMSR = 0.44, CFl = 0.972, TLl = 0.965

th & o] o]&H W 1 WA HSS fd Aol w24 g 3t
Pearson o[ ¥ 1741 S A Ak BE R BlaE AAIEE B4
& 2 WA FASEEODS FEIE AM  ofe} AAelY]
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el 8 -2 5
Ao AE B2EA dotth UEEEA 1% o AVEgel 2 s 7k AR AlF ghect 37
of olol, 7t Wi4-0] AVEgto] 7} Wid 7 ARA A Ueht whehego] Shugick

198 XAZSAT M242 Hl22
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SAt SFH2| HI20f FHFLAH0[M0] 17 1A OXHE

o oEe Flz] okl Ha

(& 4) HEEIFE 2M 2ot
HIAFHFLIAHO|M e RIUZ 124 QIAOIX[HE
HaH NCK NCS NCP NCA Bl PE RE IVE KE
NCK 831
nes | 48T | ga
20 o
PARLAOKE | NCP | gy | (s0m) | 849
563 | 404 | 630%™
NCA | esa) | (a39) | (e79) | B
SRl 5 330" | 353" | 346%™ | .328%* 865
Rzt (432) | (457) | (484) | (399 )
PE 395™ | 458 | 444** | 368** 665™* %07
(243) | (339) | (.246) (.07) (.436) '
RE 226" | 300" | 226** A1 387 A61** 950
k. (279) | (332 (.37) (.327) (815) (.361) .
QIAIOIXIHE VE 308% | 340" | 375 | 337 718% 765% | .451*F 880
(169) | (182) | (114) | (132) (434) (393) | (562) '
KE A91% | 195%* 113 158 A7T9™* A21%% | 405% | Bat* 90
(334) | (343) | (384) | (371) (.702) (.31) (797) | (446) '
* .05, * {01, ** X001

Note 1: NCK=AIHI210{(Kinesics), NCS=2710{(Proxemics), NCP=CJA[210{(Paralanguage), NCA=AIXM|Z 2|2 Physical appearance),

B2 £
VE=SJ5t Ql=

OO ™1 ML—

2UZHBrand intimacy), PE=TH0H 2IA|0|X|HE(Purchases engagement), RE=3:%
7¥xX| IAOIXIHE(Influence value engagement), KE=XIA! 21A|0|X[HE(Knowledge engagement)

OIA|0|X|HE(Referrals engagement),

Note 2: a S8, b ZEA0IH, iz 2 HAIZ E KRXk= AVEQ| MiE2 2™

(& 5) 2x Q2ULUAOIXIHE) &4 Zut
z=2 BE Q018!
124 QAOIXIHE—ToH QIAo|KIIE 846
12 QAOIRIE—FH QlAo[RE AT
124 QAOIXIHE—E U= Tx| QAOIXIHE 564
124 QAOIXIHE—XA QIAoIRIPIE 978

Note: x * = 126.858, of =40 p { 0.001, + */af = 1.596, RMSR = 0.43, CFl = 0.965, TLl = 0.958

ofo]A] QIAOIAHE
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2} QeI RIE 7 240
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rr

1 #0209l AAgte] 24 045 23}
= UERAL, T PR B foleas
2 ZRIEUTE ofoj A, o] At A
= PR 7)1 2AE (7 = 126.858, df =40 (XYdf=1.596),
GFI=845, AGFI=803, RMSR=043, RMSEA=046, NFI=913,
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B7F AvE dehdch 290 At A BE HA
71RAE (7 = 744402, df = 335 (X¥ df=2.222),
GFI=.846, AGFI=.814, RMSR=.063, RMSEA=.066,
NFI=.905, IFI=.945, TLI=938, CFI=945)0.& 4= 7]
= BT T50he AoR Uyt 37 0)-2A
O] X THE(BI = 0.236, t-FF = 3.035, p < 0.01), JAFA
ol-QAIO| AHE(B2 = 0.334, t-FF = 2.304, p < 0.05)
2 QA0| A HE - AWUZHB3 = 0.751, t-FF = 9.130,
p <0001y 344 Aag Yepf otk B3 3%
A B 0.0014:

et
1o
A
oX,
i)
Ji
0
fo
Lo
P

o
U

B0 H R LA O]

0118

fijo

oA frofglom Batgkol s <14 Q2 91EA]
Fasto] 23k @91 o] tigh By A7} A4
61%121 et
HIZ Al R1oje} QIAIOIAHE It HA R %3
3} 7ﬂ§7ﬂﬂT 118, t3) -.803, pZk 422F 95% F-oj4Z
ol A F-olulgt F(+H)<] FAZF YEbA] Tt ot
A M 18 71Zbskelch H2s 7klolet Q1A o)X
HE 7} PAR B23} A2AS 236, tgF 3.035, pgt
0022 99% F-olollA Foulgt AHe] HA7}
Urebstth whebA 71 25 AEsheich H3-2 oAk

ok

N Faag =
T’S D}f‘“ )&l
ﬂuﬂoma@ MO\WE ol Aol Aol oA 0| AT E
0.564 0.978

/’/
S
LA olg )

0.846, AGFI
0.945. df, degree of freedom; GFI, goodness—of—fi t index; AGFI, adjusted goodness—of—fi t index; RMSR, root mean
square residual; NFI, normed fi t index; CFl, comparative fi t index.

* p {05, * p <01, ™ p {001

Note: » 2 =744,402 df = 335, p = 0.002, GFl =

—— Ty
S )

*P<0I05, ** P<001, *** P<Q001

= 0814, x ?/ar = 2,222, RMSR= 0.063, NFI = 0.905, CFl =

(32 2) dpEy Mz

<.‘H’. 6> 7|.A‘| 74 ﬂl.

| Thams z=y = at o2t M #E
Hi ey 118 803 422 7P
H2 SR —QIAOX[HE .236 3.035 .002** XHEH
H3 QIAIAO—CIAIO|X[HE .334 2.034 .042* XHEH
H4 AHERAU—IAO|X|HE 139 1.638 101 7z
HS QIAOIX|HE—~ZITZE 823 15.317 .000*** KHEH

* p (05, ** p (01, ™ p {001
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( Abstract )

Effects of Nonverbal Communication of Flight
Attendants on Customer Engagement and Brand
Intimacy

Yuna Choi*, Namho Chung**

The air travel industry, which had shrunk with COVID-19, is gaining wings again. Accordingly, this study investigated
whether non-verbal communication factors experienced through interaction with airline flight attendants for passengers who
have traveled abroad within the past year through domestic airlines affect customer engagement and brand intimacy. A total
of 285 samples were collected, and SPSS 28 and AMOS 26 programs were used to verify the reliability and validity of the
research tool, the suitability of the model, and hypotheses. As a result of the empirical study analysis, it was confirmed that
Paralanguage and Proxemics in non-verbal communication of flight attendants had a significant effect on customer
engagement. Although it is different from the results of previous studies following changes in perspective after COVID-19,
it once again confirmed the importance of airline crew communication in providing face-to-face services at the interface with
passengers. In order to induce customer engagement, which is a new customer satisfaction management index. In addition,
it was confirmed that customer engagement has a significant effect on brand intimacy. These results support the view that
it is necessary to establish new customer management indicators of emotion and relationship marketing in the existing
marketing centered on price reduction or securing loyalty. It was confirmed that interactions with flight attendants can
contribute to customer engagement, and these results have important implications for those working in the air transportation
industry.

Key words: Nonverbal communication, Customer engagement, Brand intimacy, Knowledge management

* KyungHee University, Smart Tourism Education Platform

*% KyungHee University, Smart Tourism Education Platform

Knowledge Management Research. Jun. 2023 209





