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A Study on the Effect Between Cabin Service Quality,
Customer Value and Relationship Retention Intention in Airline
-Focus on the upper—class seats customers-—

Alod*
LS,

40

Sun—Young Yoon

ok
i) =

=99 9T BAE FRHTA 5 2FAT} Q1H A
2FAL0T ARIAGL TAMNE WANFE F5UF BARAY =S ABAAL ehie 7R
Yo A7HES ARG BAES, §87) FAFAS BA AN2FAAA% O AuSFLL BF
DAZMSE BARAL S % H(+)S] JFS AL R0 UEor] JAHs Au2EL U
229 e BAFAGEA ()9 o8 JFE VAE Aoz eht Y FBAS A5 DA
FAT P50 £ A0 Uehdth oleid AR s 337 FAFANLE olgshe FeuAY 2
Qe Fus EE S sjofstel Dol SUFS A s AMzAge] Bas PR 259 )
2HA TAREFY AREEL Ao $TA AzmE] R4 GHo] aTHL

The purpose this study is to find out how cabin service quality influences customer value and relationship
retention intention focus on upper-class seats customer in airline.

In the result of the hypothesis verification, this study hypotheses concerning the effect relations between
cabin service quality, customer value and relationship retention intention. Therefore this study needs to be
studied the quality of cabin service of upper-class and service value. Based on the research findings airline
cabin service department have to examine various customer needs with the development of items and services.

Key words : Upper- class, Cabin service quality, Customer value, Relationship retention intention
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Fig. 1. Research Model of the Study
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Table 6. The results of regression analysis on the impact
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Table 7. The results of regression analysis on the impact
which human service quality have on customer value
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Table 9. The results of regression analysis on the
impact which human service quality have on
relationship retention intention
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