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Abstract The service quality customers perceived has positive relationships with trust,
image, and satisfaction toward airline companies. Providing personal and non-personal
services could be factors that build up not only overall impressions but positive and negative
emotions and could be connected to customer behavioral intention. Thus, this research
divided service encounter quality into personal and non-personal encounter quality and
investigated effects of two types of service encounter quality on airline image, perceived
value and customer loyalty. The result shows that personal service encounter quality has a
positive effect on airline image and a negative effect on perceived value. Non-personal
service encounter quality has an influence on airline image and a negative influence on
perceived value. Personal service encounter quality does not have a significant effect on
customer loyalty but non-personal service encounter quality has an effect on customer
loyalty. Airline image does not affect perceived vlaue significantly however, do affect
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customer loyalty. Finally, perceived value does not have a significant effect on customer
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loyalty.
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<Fig. 1> Research Model
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3.1 ATy &

w des AHls HA F-8ol a5 Hizel v
A GEFEE Aoyl flste] 2 1d ol @
TARE olgel # Adol e Ae 75 F nAEE
em 20139 9ol o 357 e AAst
Atk F 3% HAEAE wEsta dgE ALA
7Rl SHel s AY ASAT B AEAE
Al 39152 Al dste] HFRHE dAst
Ak EES] 54 <Table 1>3 #o] ¥ AF,
A, A5FES AANT F vk AE2 oA 169
3(43.2%), ‘Hdo] 2229 (56.8%) % TEEHJoH, A

< 10th7F 178(0.3%), 20t17F 378(9.5%), 30th7F 168
3(4.3%), 40th7F 120%(30.7), 50th7F 609 (15.3%), 60
g o]do] 5W(1.3%) o= FEH AT

AEAo]  32W(B82%), HHel 173%
(44.2%), Adel 35%(9%), AHF2e] 81%(20.7%),
Mujz=gio] 208 (5.1%), 71EH7E 509 (12.8%) 2 T3+ 5
ALE A5FES 1007 wRko] 987 (25.1%), 100-

A4 e

=TT

2009+ m]who] 1427(36.3%), 200-300%+¢ m] o]

<Table 1> sample

n percentage
gender female 169 43.2
male 222 56.8
age teenage 1 0.3
twenties 37 9.5
thirties 168 43
forties 120 30.7
fifties 60 15.3
sixties 5 1.3
work professional 32 8.2
public 173 442
private 35 9
office 81 20.7
service 20 5.1
others 50 12.8
income less 100 98 25.1
100-200 142 36.3
200-300 100 25.6
300-400 31 79
400 more 20 5.1
total 391 100
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<Table 3> Results of Exploratory Factor Analysis
and Reliability Test(non—personal
service encounter quality)

comfortable cabin food
Construct
(a= .934) (a= .920)
comfortableb 0.875
comfortable2 0.851
comfortablel 0.813
comfortable6 0.788
comfortable3 0.739
comfortable4 0.710
cabin food21 0.828
cabin foodl 0.810
cabin food5 0.807
cabin food4 0.796
cabin food3 0.789
Eigenvalue 4.357 3.974
Extracted Variance 39.608 36.123
Cumulative Variance 39.608 75.731
o, ARG BEA oluA, A27EA, LA
ol digh A 9RIEAlS AAgH A¥ <Table
gooh ol ANT F AT FEAL oluAE 394,
A, BEAY P aaR FRE 5 Qon, &
A& A= Ak N wFor mEHl, 4
qge gsHe, FuHY 2} Bgoz £EHY
ovl, SEAe NEHel, AR ) FFOE B&

5% HAE ATgel g 2
A wdel EEHgon], a4 dEne e FEA
G Hugs o o A5F, FAAEEANA FHE ¢
ko] &, tharlol® o] 83 ool glFo uigk 3
N Tge] EEE A
AR ek &7 Qi S T EEH
Hasd oigt Agd AFE $Iske] Cronbach’s
alphaAl5E A Bt} HEE O3t 7k R AES
TAS=E w5 alphaZlg7t 080145 A3lshe]
ye dAAS mowy AlFgae] FnE Zow
Urepydo}
<Table 4> Results of Exploratory Factor Analysis
and Reliability Test(loyalty, airline
image)
loyelty perceive " uniquen fan)Iabi
Construct (@9) d value (@5 ess lity
0= 0=
(0=823) (a=8%) (a=8%)
loyaltyl 0.857
loyalty2 0.851
loyalty3 0.818
perceived
value2 0.880
perceived 0.855
valuel
strength? 0.830
strengthl 0.828
uniquenessl 0.810
uniqueness2 0.779
favorability1 0.865
favorability2 0.726
Eigenvalue
Extracted 2.646 1.810 1.747 1.705 1672
Variance 24.051 16.456 15.882 15499  15.203
Cumulative 91051 40507 56389  71.888  87.090
Variance
tgoz B4 2ARAe Balod AAE 24w
FE0 Bl RAES A7 B
(summated scale)ste] 214 QWA (CFA)S A

adth. 1 A3 <Table 5> 2t}
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<Table 5> Results of Confirmatory Factor Analysis,
Validity, and Reliability Test(CFA)

Non-Stand | Standar
Construct | cdle| ardized | dized o p )t op ) op
Items | Factor Factor value
Loading | Loading
personal x1 | 088 088 | 0043|2048
service
x2 0.73 0.73 10.046 | 1581 | 062 | 0.83
encounter
quality x4 0.75 0.75 | 0.046 | 16.32
non-personal | o | ges | g8 | 0044 | 1997
er?zz:tir 071 083
. x6 0.80 080 0045|1762
quality
- vl 0.79 079 10044 | 17.84
airne v2 | 073 | 073 [om6|1583] 061 | 082
image
y3 082 082 |0.044 | 1866
. v4 0.86 0.86 ]0.048|18.08
perceived value 0.70 | 0.82
\G) 0.81 0.81 ]0.046 | 1698
v6 0.89 089 10.040 | 22.11
customer loyalty| y7 093 093 ]0.039|24.02(0.82 093
v8 0.90 090 10.040| 2259
w3k A FANEE ol & FARY Y FAAY
X2=124.33(df=55, p=.000), GFI=.95, AGFI=92, CFI=.99,
NFI=.98 RMR=.030, RMSEA=06124 A% XS
of AWHY s1FE 2HEHL Ut AT ehy
o} 57 AN B tE 2 5 E8dy
Sl (standardized loadings)= E5F Aoz e}
WHHA 1681 HTEHEACl S Felsid
[33].
<Table 6> Correlation (¢ matrix)
personal | non-personal
service service airline | perceived | customer
Socae encounter | encounter | image value | loyalty
quality quality
personal service
encounter 1.00
quality
non-personal
SEVICE 063004 | 100
encounter
quality
airline image | 0.80(0.03) | 0.72(0.04) 1.00
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