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Abstract

This study aims to examine how international airport visitors perceived value effects on their

satisfaction, revisit and recommendation intention. To archive the research goal 288 questionnaires

were collected from Incheon international airport and was analyzed a frequency analysis, reliability

analysis, exploratory factor analysis and correlation coefficient analysis from SPSS 21, a hypothesis

through out confirmatory factor analysis and structural equation modeling from AMOS 7.0.

As a result of the analyses, it was found that the models was appropriate in proving the

hypotheses on interrelationships among perceived value, satisfaction and revisit & recommendation

intention. First, perceived value is factorized as acquisition value, emotion value, monetary value and

social value. Second, all factor of perceived value turned out to have affirmative effects on

international airport visitors' satisfaction. Third, international airport visitors satisfaction turned out to

have affirmative effects on revisit and recommendation intention. Overall, finding of this study

enhance the theoretical progress on the experiential concept in international airport and offer

important implication for international airport industry.
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[1l. Research Method
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3. Study sample and data collection
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V. Results

1. Verification of reliability and validity
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Table 1. Construct Measurements

Factors Questions
Q1.The service as whole is correct
Q2.The quality has been maintained all of the
o time
Ac?/wlsmon Q3.The level of quality s acceptable in
alue comparison with other entities
Q4.The results of the service received were as
expected
Q5.1 feel relaxed
Emotion Q6.The personnel give me positive feelings
Value Q7.The personnel don't hassle me
Q8.In general | feel at ease
Q9.1t was a good purchased for the price paid
Q10.The service is good for the expense it
Monetary causes me‘ . _
Value Q11‘T.he price was the main criterion for the
decision
Q12.The total cost that it causes me s
reasonable
Q13.1t is very well considered at a social level
Social Q14.The fact that | come here looks good to
Value the people | Know

Q15.People who visit here obtain social approval

Q16.1 am satisfied with my decision to use this
airport as service provider

Q17.My choice to choose this airport
service provider was a wise one

Q18.1 think | did the right thing when | chose to
stay at this airport

Q19.1 feel that my experience with this airport
has been enjoyable

Q20.1 would like to revisit this airport next time

as a

Satisfaction

Revisit

. Q21.1 consider this airport as my first choice

intention )
compared to other airports
Q22.1 would recommend other to visit this

Recommen )

. airport
“dation  =ao3 1 would tell other | itive thin
intention . ou ell other people positive gs

ablut this airport

Table 2. Results of Verification of Reliability and Validity

Factor Eigen Variance Cronbac
Factors Mean . Explanato }
loading value h's a
ry power
Acquisition
Value
Q1 3.47 .851
Q2 3.86 .839
Q3 3,90 781 2.801 54.5 .903
Q4 3.34 778
Emotion Value
Q5 3.11 .863
Q6 3.59 .786
2.672 5.4 .891
Q7 3.47 .748
Q8 3.30 .698
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Table 6. Results of Hypothesis

Path—
Structural path coeffi S.D. t-value Results
cient
Acquisition Value 0.157 | 0.048 | 7.876xx | Accept
—Satisfaction
Emotional Value
; . 0.418 | 0.032 | 13.287~* Accept
a1 —Satisfaction
Monetary Value 0.229 | 0.045 | 10.916% | Accept
—Satisfaction
Social Value 0.384 | 0.039 | 11.591+ | Accept
—Satisfaction
H2 satisfaction 0.726 | 0.031 | 17.537+ | Accept
—Revisit Intention
Satisfaction
H3 —Recommendation 0.518 | 0.033 | 15.386+* Accept
Intention
*p<0.01, »*p<0.001

V. Conclusions
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