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A Study on the Effects of Airline Corporate Trust and Selection

Attributes on Satisfaction

Jung Hee Kim', So Young Lee"

ABSTRACT

This study aims to clarify the influence of airlines’ corporate trust and selection attributes on
customer satisfaction. Through this, we aim to provide useful measures for airlines to establish
customer-centered marketing strategies and improve customer satisfaction. To achieve the
purpose of this study, data was collected by conducting a questionnaire on passengers who
used airlines in the past two years and analyzing the results. The airline selection attributes
promoted the formation of trust in the company, and it was confirmed that corporate trust had
a direct and significant effect on consumer satisfaction. This suggests that the more customers
trust the airline, the more positively they evaluate the service experience, which increases
satisfaction. It shows that the airline selection attribute can act as an independent factor in

forming satisfaction.
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7194 = 7193t 14 Atole] et it Uas
BT EN A&H 0= ot FYFALE o8 4 U=
2 95gk £ Qe 30 Q919 & 4 UKo et al.
2024).

FBAE AElof] qlo] F2o] Wrl= 7]) Al=le §
83t 891 F SIU=E ol AHAY] A A4 F
IgS gt ol Bl 71 AFE 5k &
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AL HEIF A AR AdolA 3371
S o= gt FFAL A& 8%lo] 1A
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g U)X ACE YERHITHChoi, 2019).
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2 ATE P HdEo] 7Y JFL
v, 7| GAeE e o] Anla wEEe] o
FL OAEA} G 20 BEE] oA
W PEAS Bolr g Fek B AL BA P
£ Fof YBAE0] 14 S vHY Wk Y
SHI AUl AEES FYS Ao BRT 38%
S AZIIA Fc
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2.1 O|2H HHZE
2.1.1 71g4E

A (trusthe GAAGT ool EAcks Bt
AL A4 HoflA Z1det 7iQ1 2, 719 719 7L
Q1 A1 7ke] 51 glo] A el Felel o
o QJEsP7|& sk YRR Aot 71 74 7
7ro] BARIA A ] Fsol gt Q&2 =
gog FAFEHMoorman et al, 1993).

Goldsmith et al.(2000)2 7199 A&gt HE4Y
< Uehi= 71941Ee B AH|R; o]l -2l
P HAY B =g FAots A9 Yol
2ol SIQrh Folls AH|R}; 4lFof e A7t
=1 AR A, R 25 Bol A=
FEZ HFeE melslEe Ak X SlY
(Yang, 2024).

Yoon(2023) 7|1941== 1A40] 7ML Q= 7]
49| f&olgof et L3 ATk JET AHlA
of thet 2t AEd= B9l 71l gt <]
TE = 19 ATE 2A5teE FXIstEE nHA
B9 83k g%lojztar & 4= Qlrh Choi(2023)= &
TAR 4 e 7G4l JFE AT
71941871 R|Hol&ojko] FAAR Bk HA=
AL AFsiat. B A7x upA" - FFAE
149 7| QA=E skt gt

HEjS e An|arSo] Aol AE AHA] 71
o] H 3oz A WA FAA, PR,

Wt Fa%, 7 F W T 1k
¥ gAg Bo) +1E QRS uasher A8dr

(Jeon and Lee, 2010).

Aeid A2 o] AEA A RESER o]ojd 5=
U= WA FEhE T, sk IHolA 23
A JFE A= AR 9 B AP e Hamol
g o d9E B9 F83% WHEE 83T
(Kitsawad and Guinard, 2014).

FIAL AEiE/go] gt ook ML FAERE
N8t sl 7P 71840]1 F83%F So|thLee
and Yoo, 2007). E3t, FBAF AEi&dS moleh=
AL FTA vHA" Ao wie- F83%F HeE
Z2hgS 5= Qlom, IR M ofu|sh= v}
AtHLee, 2023). Ahn(2020)2 F5ALS] AlEi4Ao]
o] &owel AFAA TG H|A = FF AFolA A
H549] sh9laclE ZIUAElA, P, AH|A, 27
AH| A, AP R] o€, ook 71, At o]m] X
2 stk

2.1.3 &L

TSolgt ofd AlFolut AHIAE AH|SHAL HHRE
Axo] tiste] 117o] FHH0E 591 F7FE She
Ho|tOh, 2012).

Heskett et al.(1994)2 43t AZolut AH|A0]
gk =St w2 AL 73 A BAE /A
Slo] & FAHEE 7HITAL SIGIHE Fornell(1992)2
9o o 149 =T oL 7199 o]
Hx]e} Hito] oplttal 3k

WEr= 10] AEZ gt olF At 34
L5 Hol= 35, & 149 HeE AqS5] At ¥
2 QAET JtHKim, 2014). #8l-&agAke] A
%, FATE, AMAEE, A2, = 1Ea A
T 9J=ete] JF AollA TR AREAQL AH|
AF A9 o Lyle A3 S5l Holsltt
(Kim, 2015). Kim(2022) 334t Aei&/g0] 5
o P4=Q 9} o-gHtFo] A= JIF Aol FFAE
AR TEE7F Aok 7F o8 WHEEf vX|= 9§
S B4 o]8 TERo 93t 9FE vX= A
o7 Y.
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Fig. 1. Research model

ol WA= = FEoke dl Al ol st A
PAT] o] 24 v v o R FEA AlEE, 7
A, Sl BEEg TSN 7 W 1te) 9
& PAS Telstauat Fig. 13 Zo] AFEFE T4

® a7 B3] ool o g AHae 4%
Shsict
Jo et al(2024)2 FBA HEiso] T2 o
P29 FFA Hel] JFE AL 8L Tl
AT, GBA HHEYS BT FFA 08T Al
BFS BATAL olo] £ ATolAE FFA M
ol 71AE FHIEE FFL F 202 Abget

of 73g et

HI. 34 Ad4e 7194le] &
S 013 Al

HI-1. 934 7[Aelas 719)
e B3 Aol

HI-2. 34} oJop il Aulat 7194le)o] £
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©
ot
o
*
e

Aol Folet
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of

H1-3. A QP2 7| 441=o] 3203t 9L 1]
Z Zolt}.

H1-4. F3A A AE 71941=0] G235t 9
T 1 Zolo

H1-5. F3AF 7HEL 714410 323t 9L 1]
Z Zol}.

Park, Lee(2009)= 7|0l thgt A== 7|Hol

3 ABAE L S 71900 that W7k vobrt nAg
25 340 394 FL T8 2o Jsie] o
AL, AT A3t 7149 Adks A o] &
HAEE Sl s Z19el R g FAAA,
DAREER ololdTiL SigiT. & AL 7Id
Ast wsme] Je 2 AR AMgslel e

A3t

H2. 7141 SISm0 o7t (9] 9T vl
A ol

Kim2022)& 33 off #2273 2903 FF4
He) AYR9L Toeky, YPTA Meisy WEEst
HETe §5 ofwo] VAL 3T WA W@ 1)
Aolg vlwste] Hefstint, & AL ey
o MEEC] JFL F R0 Hstel HES 43

shoict

H3. At A4S o] fofst A+
B 1Y Aol

H3-1. B84k 7IAHIAE S folt 9
2 o3 ol

H3-2. B34 ookl AHlAt Wz fofst
oL w3 Zolet,

H3-3. G4 QPAL wiEmo] Sof7t JFL v

Aolet,
H3-4. B84 LAHIAE BEE0] GOl 9o
2 m)3 Zojet,
H3-5. 93} 7HAS wEme] Solat 43e nd
Aolet,

H4. 7| QA= Aesaat s
97} e Aolet.
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2.2.2 ME4T U A

2 A79 B4 ] e AuSage HE 3
d o|yf FFALE o83t SAES tdoR HEAE
2/t ﬁﬁé A% AR A7l o s
AASIYTE 21555 340191, o] FollA SHol
FASHAY §EY A=Ert Gojxnky wdE= A
£ 1085 AlQsta 205585 A0 AR8stgict. &
AFE FPok=tl oA 3T A=Y BAA=
tlojg] Fd(data coding)® ©lelE Ed(data
cleaning) I AA SPSS ver. 25.0 54 #7|X]
2 oA Aokt AR, AR A
Q] B4 otEY| ffoto] HIERAS AAISHA
ot B4, SHET9 B3E A5 sl 2
ﬁ‘ﬂv‘?ﬂ% *‘/\1'3}%‘%—‘1‘4, Al & 918l Cron-

ach's aAlFE AMEoIGirh A, 8 W59 #E
fﬁi}, ﬁé&% °P0}E7l Qoto] 71&BARSS AAlst
Rl 7 At AEIAE golEr] A A
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B2 AT WA, FEA AeiEAo] 71941

2 wEze] n|AE 9L Yohiy] 9o BEEAR
Mg At

J 997(48.3%), 94 1068(51.7%) 2% 1}
ERZA, A8 20~294] 698(33.7%), 30~39A4] 45
H(22.0%), 40~49A4] 4978(23.9%), 504 ol 42
(20.5%) 02 Yttt EsHEe 1E ost 7Y
(3.4%), AEHAZE 108(4.9%), HFL(AHE 1477
(71.7%), HSFAANZ 4178(20.0%) 0.2 LFERtom,
¥ B £52 3009 ¥ w9k 7798(37.6%), 300~
4999 ¥ 51%(24.9%), 500~699%F © 427
(20.5%), 7005 € ol 357(17.1%) 2= Uebtt.

FBAE 018 40 s Lobir] $isiA Wiy
& AAGH ATR= Table 29 2t} 2423 gixzo
2 ol gdole FBAR: RN 699%(33.7%), ©FAl
ortRE 468(22.4%), AFFE 238(11.2%), A

Table 1. Demographic characteristics

T HIE=(N) HAE (%)
. =g 99 48.3
o1 106 51.7
20~29A4 69 33.7
- 30~394] 45 22.0
40~494) 49 23.9
50A ol 42 20.5
1E ols} 7 3.4
ae | ARHEDE 10 49
= getaens 147 717
e )E 41 20.0
3007t ¢ w]gt 77 37.6
gmgz | 300~499% € 51 24.9
&5 | 500~699% ¢ ) 205
7008t ¥ ol 35 17.1
A 205 100.0

Table 2. Airline usage characteristics

T HIZE(N) | HAE®%)
ey 69 33.7
ORXJolRE 46 22.4
zz ojlgsl| AFTE 23 11.2
FEA Zo]lof 20 0.8
El oIz 18 8.8
71e 29 14.1
13] 35 17.1
LA .
o]%lggj_ 2-3? 93 45.4
(ﬂoﬁ e 4-53] 43 21.0
63] o 34 166
A 205 100.0

ool 20%5(9.8%). ‘EIUCIFF 187(8.8%) ©O= 1t
Eht F2 OES ol g3kt AoE B 5 9w, F
Ak olg S 18] 35%8(17.1%), 238 939
(45.4%9, *4~5%) 439(21.0%, ‘63] ol 347
(16.6%) 25 veht i 212 34 ol 2~33] 3
= YIS o837 Ao B 4 Urk

2.3.2 EfEd 2 MEE AZ

FTAL Aol digt & 1783e] 918 e 4
Al A3k, Table 30fl42t o] 4t 1 o13<l 5709
QQlo] =2EQlY, o5 Q910 HA| W=k 80.552%=
Yeldth 7} 519le0log Q91 1(22.376%) 7IUiAHIA
821 2(15.684%)= ook LA~ 891 3(14.714%)>
QFHRR1 4(13.969%)1= >3FAH|IA891 5(13.810%)1=
7VAo=z Wgsiyict ESE 570 8219 291 HRR=
0.40 olFo= /g9 /o] A=t & 5
olom, AT ESE 0.60 ooz EAV} gl Aoz
£ 4k

714410 gt F 4590 QRAEAS AR A
3} Table 401419} Zo] 1193k 1 oAl 1719 9l
o] Z&E9loH, olE 9219 HA| HIFS 81.498%=
Uebdth =, 291 1(81.498%)2 714A1E 2 grgs)
Fch E3SF 177 2919 291 AAAE 0.40 ofe=z
T37Ha9] o] ASEIT & 4= 9, AFE
TS 0.60 oMo E EAVL gl AeE & 4= Slth

TS0 gt & 45330 Q1EAS AASE At

of



FEA 719419 AEigdo] wiEo] A= FF A 227

Table 3. Verification validity and reliability of
airline selection attribute

Table 5. Validation of the validity and reliability
of satisfaction

e e
99l
8911 | 8912 | 8913 | 8914 | 8915 =
858 | .166 | .139 | .145 | .123 919
gonp | 845 | 139 | .088 | .083 | .214 Qo] 914
7 | 805 | .127 | 242 | .096 | .042 plaa 914
A A
769 | 196 | 134 | 227 | 244 886
766 | 144 | 129 | 340 | .059 8%k 3.299
gopp | 158 | 870 | .193 | .205 | .095 BRI (%) 82.483
oferdkd| 245 | .856 | .201 | .182 | .109 LABAE(Y) 82.483
AalA
T 199 | 847 | 239 | .141 | .173 A5 929
a1 203 | 234 | 880 | .181 | .155 KMO=.851, Bartlett's test X*=654.241 (d<6, p=.000).
e | 173 | 224 [ e8| as2 | 38
231 | 224 | .680 | 350 | .104 Table 50049} Zo] Afgk 1 o3l 1719] QRlo]
o4 | 240 | 145 | 182 | .859 | -.042 EEEA, o5 8219 AA W2 82.483%%

e8| 222 | 296 | 218 | .763 | .090
AEA

202 | 143 | 332 | 634 | .287
202 | 049 | .090 | .137 | .877
b | 047 | 183 | 178 | -149 | 862
298 | 131 | .087 | 354 | .716
TG | 3.804 | 2.666 | 2.501 | 2.375 | 2.348

22.376 | 15.684 | 14.714 | 13.969 | 13.810

22.376 | 38.060 | 52.773 | 66.742 | 80.552

AFE | 915 925 .897 .830 .832

KMO=.877, Bartlett's test X2=2698.505 (d=136,
p=.000).

Table 4. Validation of validity and reliability of
corporate trust

g
71441

.932

Qo 928

7| 441= 879

.870

IRy 3.260
FAPIE(%) 81.498
R EAPEH(%) 81.498

A= .923

KMO=.848, Bartlett's test X2=639.963 (df6,
=.000).

BT &, 291 1(82.483%)2 WEE'E sl
o 3 171 219 211 AAAI= 0.40 oldez +
‘g7d e BFgAdel ASEAHAL & o oY, AlFE
TR 0.60 oVdezA EA gl Aoz & o Stk

2 A7 8 W] e A AEEAE 24
2= T

i B2 5H9la

Qbdol Bat 4.59%, ‘AflFHPAMIATL Bt
3174, AU L et 4.217, ZIHAEIAT Het
0274, 7H8o] ¥ 3.674 «o& Yehtal, 7|d41
Bt 4.208, TEE= B 421302 YER
thEo 2 A EA4 FFA A&/ of
AaQd ZAuA, oA, ook EA, S7GA
H|A, 7HAL 719418, T5eet BAK R fofu]gh
A9 ATIA7E = Aoz YeRFoH(p<.001),
71441 TSt BAIFoR fov|gt H(+)9] 4
A7} s 2eE VERTH(p<.001).

& g
X
N,
o
kY
i
s
i)
)
ook
®
r'>~

fr

23404 435

AL AEigAdo] 71gAlgo] mAls FRkE Yot
H7] st} thE3lAEAS AAIRE 3= Table 7
gt 4287 349 AEER)S 54.6%E U
ERET, RS 47.932(p<.00)E EAZHoR §ojn|
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Table 6. Descriptive statistics and correlation verification

SRS S
T M#SD 714 ofjek 23 14 T
e | T e gus |
7T A B A 4.02+.757 1
ord 4.59+.632 | 4777 1
ook AulA | 431+.766 | 4617 | 547 1
i L] Ea 4214714 | 5277 | 5937 5027 1
7H4 3.67+.868 | 408" | 374 3557 325" 1
71441 4.20+.687 | 5617 | 5507 .566™ 5397 | 5417 1
HEE 4214705 | 6287 | 5797 5877 5927 | 5827 | 834 1
Table 7 The impact of airline selection attribute on corporate trust
. B EES} AS F5} A R?
e B SE B ‘ g F (Adj. RY
(&) 494 259 1.909 .058
S L ES 179 .055 .198 3.260" .001
A 153 071 141 2171 031 546
ofokurg AHlA | 202 055 225 3.694™ .000 47932 (:535)
LA A 142 .062 147 2.290° .023
74 222 .043 .280 5.173" .000

S5 719403

p<.05, “p<.01, " p<.001.

gt it yepgth SEHsEEs 71 (8=.280,
p<.001), AFHEHAHIA(B=.225, p<.001), 7|HAl
H|A(B=.198, p<.01), SFAH|A(B=.147, p<.05),
QFH(B=.141, p<.05)°] 7|FAI=] BAH R {2
ujgt J(+)9] TS vX= AoRE Yepg wEhA
FBAL A& F 7H, AT, ZIAE]
SPAHNA, QFH0] #2248 7R ET] =0k
AoZ & & ot

7144187} RSO vXs P Dokir] o]
] D3] AEAS AAISE 3= Table 83 Aot &
43} 3l 419] AH(R)2 69.5%= UERLIL, Fat
2 462.479(p<.00)Z BAFCR Foulst AaE
Uebich SR 71948834, p<.001)=
BAFCR TS| |ou|gt A+ FFFE VA=

i[>

Do

Ao Uepgt), wets 7[QAE 225 E T
T 2o AoR & 4 Qi

GTAL AElgAdo] Tz nAlE JFS Gotr
7] oA thE3lHEAS AR ik Table 99
2. B4 3949 APER)L 63.5%= HE
W, PR 69.217(p<.001)2 SAHOR Goln|gt
Ans Uit SEEsEEs 7HEB=299,
p<.001), 7IHAHIA(B=.256, p<.001), oflF2rEA
H|A(B=.202, p<.001), &3 AH|A(B=.185, p<.01),
QPA(B=.125, p<.05)°] TEEZol| FAZHOZE {olu]
g A(H)9 FFE VA= AR et kA §
FAE AEEA FollAl 7HE, ZIWATE|A, ook kAl
H|A, SGAHA, b0l &4E UEEE #olX|=

¢

0o
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Table 8 The impact of corporate trust on satisfaction

. v EZ3} A5 Z3} A R2
& t F
B SE B ? (Adj. R?)
A=) .619 .169 3.661 .000 " 695
462.479
71g41# 855 .040 834 21.505 .000 (693)
TEHS L ISE
" p<.001.
Table 9. The impact of airline selection attribute on satisfaction
H|BE5; Al »E5E AL R2
= t F
B S.E B ’ (Adj. RY)
= 152 .238 .640 523
7 A E A 238 .051 .256 4.696™ .000
okd 139 .065 125 2.141° .033 635
69.217
ook A H] A .186 .050 202 3.710” .000 (.626)
S A A 182 .057 .185 3.197" .002
744 243 .039 .299 6.165™ .000

ok

p<.05, "p<.01, " p<.001.

A A
TEHS ST

K

v o s 7|GAIET FFAE AESd B
Atolol A w7l & mediating effect)?} Y= A AZ
517] $J5llA Sobel testE AAISHATE Sobel test=
EHZ(independent variable)2} Z4H4>(depen-
dent variable) 7te] A4 wi7fH4(mediator)7}
&3 Kindirect effect)E FolotAl AGs=AE
AR R HFS] A3k WHoloh ol wivla} &
AollA 1HHor FEE= HIHOE, Michael E.
Sobelo 9Jsf| ARt=| STt

Wi aTs dedog SHHS XUt wiivis M
= ol S5 Yol 92 vA= HHAEE=E 49
=, Sobel testi= °o]2|gt THdAIHa xb)7t BAH L.
2 FAE AT o714 as= X—M HE9 3
AAE bE MY A2 SAASE ulsit
Sobel test?] AL 7HH a0 HEQAE F75}0]
2-5AFE AEst, olE Sl Wilante] o
wdsls o Aok AHEEE 5719 sHRARIER +
Eo137] w2l 570 sHRE8RIEe TE 7194
WWAHEIE A7) AAGE Sobel-tests Bl EA45H3

o A, AgE4E Hcke 890 F 7IHARIA
oF P ApolojlA] 7| dAlF wiaTte] FolgtE
.0006(F=4%) # .0013(F5HH) 2= et 99%
AFrzolA e folet Aer EAEHFig. 2).

mediator
variable

(SEN (S, )~
independent | "~ | dependent
variable variable

A: |W‘O
B: |W|0
SEx: [0.055 |@©
SEs: [0.040  |@

Sobel test statistic: 3.21746401
One-tailed probability: 0.00064665
Two-tailed probability: 0.00129329

Fig. 2. Sobel test result of Cabin service
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u

=, AEE8s ok 8R0E F At vk
T AfoloflA Z|gAlE] wiZfaTe] ReOjgES 7t
0160(FE474) 2 .0032(FEA9E YERY 95%
Algjgo A mie- fogt A og BAEQItKFig. 3).
AR, Ae&dE Fdste 80 5 AoF Ay
20} BEEL AtoloflA 71PgAlE wiiaTe] fogE
2 .0001(F&E%) ¢ .0003(FEAH)e= Yeht
99% AlZgzolA mle Fofgt Aew FEAEUT
(Fig. 4).

A, AEEdS H5ks 89E 5 2dAHALt

3

mediator

variable
A B

TEE AoloflA 7144l miAate] fogtES 7t
ZF 0113(&=23%) 2 .0228(=EA)E  veht
95% AlZeFol|A uie- folgt AoE RAE|gic), vt
Auo g Ae&ds Aok 2AE 5 7HT B
T AlojoflA Z1FAlE miZiEe] RojgE2 .0000
(F=37) 2 .0000FEAA) = Yeht 99.9% 41
FezofA wf- ol Aoz EAEIHFig. 5).
4}7] Fig. 20145 Fig. 6714 AAgF Sobel test
4283 A4S 45k 571 SR RIECA
= A0 o W laIt Y Ao BAE

maediator
variable

(€ (SE, )=

variablo

variablo

8
SEA {SE. )=
independent \ g de pend:
variable variablo

A: |W|0
B: [WH}
SEx 0071 |©
SEe: 0040 |@©
| Calculate!

Sobel test statistic: 2.14406127
One-tailed probability: 0.01601399
Two-tailed probability: 0.03202798

Fig. 3. Sobel test result of safety

mediator
variablo

&
C (S

variable

A (0202 |@

B: (0855 |@©

variable

SEx: [0.055 @
sts: (0040 |@

Sobel test statistic: 3.61968341
One-tailed probability: 0.00014748
Two-tailed probability: 0.00029496

Fig. 4. Sobel test result of reservation and
check-in service

A: \F]Q
%oz J®
SEx: (0062 |@
SEs: [0.040 |©@

Calculate!

Sobel test statistic: 2.27728708
One-tailed probability: 0.01138454
Two-tailed probability: 0.02276909

Fig. 5. Sobel test result of flight operation

mediator

variablo
A &
(SEA) (SE,)»
independent ,| dependent
variable variable

A: 0222 |@©

B: | 0.855 ]9

SEx: [0.043  |@
SEs: [0.040 |@

Sobel test statistic: 5.01847978
One-tailed probability: 0.00000026
Two-tailed probability: 0.00000052

Fig. 6. Sobel test result of price
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Ak, TeEbA 7| GAERE A AEEAAT ST AL
ojoflA LA (full-mediating) I/} Y= A=
HYERT 7 HéE A=

B ATE PR Addiol /19 Al aulkt
sgigue. 2 7o) 7

=
I
H1
=2
=
WJ
of,
ool
1P
oy 4
o{)i J

el 71gAl=el folmst 3
(+)«l °E‘°J~— ﬂlxl“% A AEEA F 714, Gk
AL, AL, SFAHA, R o g 7]
HAFE Eole= 583 80U EUstoiet. of=et
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