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Abstract:
Introduction:
This study analyzes the impact of online word-of-mouth for airlines on the behavioral intention of airline customers through
information acceptance and satisfaction.
Methods:
A survey is carried out with customers who use airline social media and websites. A total of 270 questionnaires is analyzed via
structural equation modeling.
Results:
The results indicate that online word-of-mouth has a significant impact on acceptance and satisfaction, and satisfaction has a
significant impact on behavioral intention.
Conclusion:
This research has practical implications in that it can provide the basic data necessary to establish an efficient online communication
strategy for airline online word-of-mouth. It also has academic implications in that it examines the impact of airline online word-ofmouth on customer behavior.
Keywords: Online word-of mouth, Information acceptance, Satisfaction, Behavioral intention, Online platforms, Purchasing
behavior.

1. INTRODUCTION
At present, most consumers go online to obtain information on products and services and share their personal
experiences and feelings. Online platforms are an important means of communication for businesses and consumers,
and they play a significant role in consumer decision making processes. Product evaluations such as purchase reviews
can be carried out immediately online, and this can directly affect a company’s sales and image. As such, online
reviews provide important information and purchase cues to potential customers [1]. When purchasing products online,
79% of consumers refer to online reviews. The credibility of online reviews is fairly high at 71.3% and, when these
reviews are negative, seven out of 10 consumers avoid purchasing the product [2].
The importance of online word-of-mouth about airlines has been continuously emphasized. With the diversification
of information sharing routes among consumers via a range of communication channels on the internet, the influence of
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such information seminated by online word-of-mouth has brought about dramatic changes. In the same vein, to be
responsive to the changing behavior of passengers choosing airlines by referring to online word-of-mouth, customer
relationship management is definitely needed, in the sense that the customer-oriented marketing fundamentally enables
strategic responses leading to the increase in the management performance of airlines. Despite the importance of online
word-of-mouth in the airline industry as part of the service sector, online word-of-mouth per se about airline services
and the effects of online word-of-mouth conducive to understanding and predicting the behavior of passengers, in
particular, have not been well-documented. With the rapid growth of air transport market, and the low-cost airlines
adding to the already tough competition, passengers have enhanced their relationships with airlines by gaining
information through online word-of-mouth and clarified their needs, which provide airlines with opportunities for
service improvement, cost savings and profit creation by means of linked products [3].
Although the importance of online word-of-mouth has continued to increase, existing studies on the subject focus
primarily on purchasing behavior toward internet shopping malls for clothing and fashion [4]. Also, previous studies on
online word-of-mouth mostly focused on the effects of corporate images and consumer attitudes on word-of-mouth or
emphasized the importance of images and attitudes [5]. Customer word-of-mouth can also play an important role for
airlines when establishing strategies, but systematic research on its impact is still lacking. Despite the practical worth of
online word-of-mouth from airline customers, empirical research on airline online reviews and word-of-mouth has not
been implemented to any appreciable degree. Yet, research on the effects of online word-of-mouth on behavior
intention by the medium of information reception and satisfaction has not been conducted. Accordingly, the present
study examines the impact that online word-of-mouth for airlines has on the behavioral intention of airline customers
through information acceptance and satisfaction.
2. THEORETICAL BACKGROUND
2.1. Online Word-of-Mouth
Social media marketing, which is an indispensable component of the business in the 21st century, is used as an
effective communication strategy across the board. Social media marketing is a medium of creating value for
stakeholders in order to achieve the strategic organizational goals [6]. Online word-of-mouth, which refers to word-ofmouth communication that exists on the internet and social media marketing, denotes all positive and negative
statements made by multitudes of people, including both potential customers and actual customers. Hence, the
expression of diverse experiences via online reviews and comments has an important impact on purchase decisions
because these experiences complement the direct experiences of those seeking this online content. Whereas off-line
word-of-mouth content is delivered verbally, online word-of-mouth content exists in text form, which can be easily
processed and stored. As such, this text-based information is more easily propagated via the internet, providing ordinary
customers with easier, faster access to a more diverse array of word-of-mouth content [7]. Because the characteristics of
delivery facilitate convenience, a greater number of people can access useful online word-of-mouth information with
greater ease. Furthermore, the internet now makes it possible to deliver personalized word-of-mouth information, both
in terms of quantity and quality [7]. As a result of this approach, online consumers now tend to exhibit more efficient
decision making [8].
Chatterjee [9] claimed that online word-of-mouth information promoted the purchase intention of consumers
because it had a large impact on consumer purchases. In addition, she asserted that online word-of-mouth information
had a greater impact than traditional off-line word-of-mouth information because it approached innumerable
information accommodators simultaneously. Lee [10] confirmed that the characteristics of online word-of-mouth used
when purchasing products from an internet shopping mall affected the benefits sought from sales promotions. These
characteristics were important factors that led to purchase satisfaction, re-purchase intention and word-of-mouth
intention. Kim [11] investigated the expectations derived from word-of-mouth communication. He divided the primary
effects (i.e. information accommodation) from the secondary effects (i.e. word-of-mouth activities) and concluded that
certain causal relationships existed between these variables. In other words, through word-of-mouth accommodation,
the process accelerated when the existing information receivers began playing the role of new information deliverers.
Online reviews override any other types of online word-of-mouth as the source of information, referring to informing
other consumers of positive or negative experiences related to companies, products or services [12]. Reviews that the
consumers perceive as helpful before they purchase goods or services, play critical roles. Chen et al. [13] reported that
online reviews communities regarded as helpful catalyzed the purchase, while McKnight et al. [14] shed light on the
reliability of information as an important element influencing the adoption of the information in online reviews. To
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sustain and grow a successful online business, it is important to provide reviews that sound helpful to those who search
reviews. Many researchers demonstrated that online reviews exerted significant effects on sales growth [15]. Senecal
and Nantel (2004) [16] reported that consumers tend to be influenced by others’ reviews online when making decisions,
and that their acceptance of word-of-mouth changed their attitudes towards goods and services, emphasizing the
importance of encouraging consumers to engage in word-of-mouth activities as the senders of word-of-mouth. The
foregoing previous findings underlie the following hypothesis on the acceptance in online word-of-mouth.
H1. Online word-of-mouth will have a positive effect on acceptance.
Satisfaction is the pleasure or disappointment a person feels when comparing the performance that he or she
perceives on a product in relation to expectation, whereas the level of satisfaction refers to the function of difference
between performance and expectation [17]. Customer satisfaction is very important in a market where corporate profit
should be generated because it is a major determinant of repeat sales, the attraction of loyal customers, effective wordof-mouth marketing and customer preference [18]. In a study surveying the tourists visiting Mallorca in Spain, Kozak
[19] confirmed the fact that tourists satisfied with tour activities are highly likely to return and engage in positive wordof-mouth. These previous findings lay the foundation for the following hypothesis on the satisfaction in online word-ofmouth.
H2. Online word-of-mouth will have a positive effect on satisfaction.
In that information passed from person to person through word-of-mouth is perceived as highly reliable, word-ofmouth was reported to have strong effects on corporate reputation and on people’s decision to purchase goods or
services [20, 21]. Chevalier and Mayzlin [22] empirically proved the online book reviews posted by consumers on
Amazon and Barnes & Noble impacted upon their book sales. Positive reviews effectively promoted books to potential
buyers and influenced consumers’ purchase activities. Thus, based on the aforementioned findings, the following
hypothesis was set up concerning the behavioral intention in online word-of-mouth.
H3. Online word-of-mouth will have a significant effect on behavioral intention.
2.2. Information Acceptance and Customer Satisfaction
Acceptance denotes ‘the degree to which consumers accept a particular opinion or attitude’, and information
acceptance denotes a behavior type that consumers assume as they access information [23]. Acceptance in this research
denotes the acceptance of information by passengers and their assumption of a positive attitude toward an airline.
Harrison-Walker [24] defined word-of-mouth acceptance as the formation of a favorable attitude toward word-of-mouth
information and purchase intention. Chatterijee [9] suggested that the acceptance of online word-of-mouth delivered via
social media outlets such as websites, blogs, bulletin boards and reviews impacted consumer behavior, including
purchase decisions. She also noted that this acceptance affected corporate image. Word-of-mouth acceptance can
become an important variable of measurement to grasp consumer attitudes toward online word-of-mouth [25]. Based on
the findings of preceding studies regarding acceptance, the following hypothesis is derived.
H4. Acceptance will have a positive effect on behavioral intention.
Customer satisfaction can be defined as “a value judgment that customers recognize for an airline before they use it,
while they are using, after they use it and as a continuing response” [26]. Anderson & Sullivan [27] stated that, if
satisfied with the product purchased, consumers would continue purchasing that product, and there was a good
possibility that they would share their positive product preference with others. On the other hand, when not satisfied
with a product purchased, consumers would shift to another product, manufacturer or retailer, or they would complain
about the product to other consumers. Dwyer et al. [28] supposed that the final goal of a company was to elicit
repurchases through customer satisfaction, thereby generating profit. In their study, they clarified the positive
relationship between customer satisfaction and repurchase intention. Kim and Lim [29] established the satisfaction of
users on hotel websites exerted significant effects on their recommendation to others and actual offline visits. The
authors demonstrated that customer satisfaction was dependent on information provision, design and communication
among the quality components of hotel websites, led to the behavioral intention and had significant effects on word-ofmouth and actual visits. Based on the findings of preceding studies related to satisfaction, the following hypothesis is
derived.
H5. Satisfaction will have a significant effect on behavioral intention.
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2.3. Research Model
This study investigates the effect that online word-of-mouth for airlines has on information acceptance, satisfaction
and behavioral intention. To implement this objective, a research model is developed based on preceding studies, as
shown in Fig. 1.

Information
Acceptance
H1

Online
Word Of Mouth

H3

Behavioral
Intention

H5

H4

H2

Satisfaction

Fig. (1). Research model.

3. METHODOLOGY
The questionnaire used in this research was prepared after implementing a preliminary survey with modifications
and supplementation based on the findings of existing studies. The questionnaire consisted of questions on online wordof-mouth, acceptance, satisfaction and behavioral intention. A scale for the questionnaire was prepared using a 7-point
Likert scale, in which 7 points were given to ‘Very much so’ and 1 point was given to ‘Not at all’. The measurement
questions used in this research are shown in Table 1.
Table 1. Measurement items.
Measures

Variablesa

Online word-of-mouth I often read online reviews to determine which airline makes a good impression on
passengers.
I often utilize online reviews to check whether the airline I selected is appropriate.
I often refer to online reviews to choose an attractive airline.
I collect information using online reviews before choosing an airline.
I feel more at ease if information is obtained from an online site when choosing an
airline.
Information obtained from an online site is very important to me when choosing an
airline.
Acceptance

Online reviews are helpful when I evaluate this airline.
I tend to accept online reviews rather easily.
I tend to be affected by online reviews.

Satisfaction

I am satisfied overall with this airline.
I am satisfied with the airline from which I obtained online reviews.

Behavioral intention Given an opportunity, I am willing to use this airline.
There is a greater possibility that I will use this airline rather than other airlines.
I will recommend this airline to other people.
I will speak of this airline positively.
Note: a = Cronbach’ α

Preceding Studies
Bambauer and
Mangold (2011) [30]
Jalilv and Samiei
(2012) [31]
Bearden et al.
(1989) [32]
Thoumrungroje (2014) [33]

Wathen and Burkell (2002) [34]
Teng et al. (2015) [35]
Choi (2014) [36]
Mohammed & MustafaIlkan (2015) [37]
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The questionnaire was given to Koreans who had accessed online word-of-mouth through an airline social media
platform or website during the past year. The survey was conducted from December. 12, to 24, 2016. 300 copies of the
questionnaire were distributed, and 292 copies were recovered. Excluding 18 copies that contained insincere or
inappropriate answers, a total of 270 copies were used for the final analysis. The socio-demographic characteristics and
general characteristics are shown in Table 2. In terms of gender distribution, 75.6% (204 persons) were female, and
24.4% (66 persons) were male. This matched the results of preceding studies that indicated that more women sought
online reviews when using airlines than men. In terms of age, the number of airline users in their 40s was the highest at
104 (38.5%), followed by users in their 30s at 63 (23.3%), users in their 50s at 61 (22.6%), users in their 20s at 29
(10.7%), and users in their 60s at 13 (4.8%). In terms of online sources, airline websites accounted for the highest total
at 142 persons (52.6%), followed by blogs at 71 persons (26.3%), ‘use all’ at 23 persons (8.6%), online communities at
15 persons (5.6%), SNSes at 14 persons (5.2%), and photo-share apps at 5 persons (1.9%)
Table 2. Socio-demographic characteristics of respondents.
Division
Gender

Age

Frequency of online search

Online source

Number of airline information searches

Frequency (Persons) Rate (%)
Male

66

24.4

Female

204

75.6

20s

29

10.7

30s

63

23.3

40s

104

38.5

50s

61

22.6

60s or older

13

4.8

Search every time

51

18.9

Search occasionally

134

49.6

Almost no search

76

28.1

No search at all

9

3.3

Online community

15

5.6

Blog

71

26.3

Airline website

142

52.6

SNS

14

5.2

Photo-share app

5

1.9

Use all

23

8.6

1~2 times

85

31.5

3~4 times

80

29,6

5 times or more

105

38.9

A confirmatory factor analysis was carried to verify the validity of the research hypotheses. The results are shown in
Table 3. The standardized regression coefficient of each measurement variable was 0.7 or higher, securing convergent
validity. The overall model fitness provided values of χ2=219.395, df=81, CMIN/DF=2.709, p=0.000, GFI=0.905,
NFI=0.945, IFI=0.965, CFI=0.965, RMR=0.144, and RMSEA=0.08. Although the GFI did not achieve acceptance level
fitness, the remaining indices were fit, thus satisfying the overall acceptance level. In addition, as a result of calculating
each latent variable of the measurement model, the AVE values of constructs other than the AVE values of online
word-of-mouth were 0.5 or higher, proving that convergent validity existed among the measurement variables used in
this study.
Table 3. Confirmatory factor analysis.
Construct

Online word-of-mouth

Measurement variable SMC

Regression Coefficient
(C.R.)

Standardized Regression Coefficient

WOM1

0.627

1.064 (13.026)

0.792

WOM2

0.806

1.254 (14.964)

0.898

WOM3

0.812

1.233 (15.031)

0.901

WOM4

0.827

1.219 (15.177)

0.909

WOM5

0.601

1.024 (17.949)

0.775

WOM6

0.535

1.000 (Fix)

0.732

Reliability a

0.936

86 The Open Transportation Journal, 2017, Volume 11

Kim and Park

(Table 3) contd.....

Construct

Acceptance

Satisfaction

Behavioral intention

Measurement variable SMC

Regression Coefficient
(C.R.)

Standardized Regression Coefficient

A1

0.741

0.908 (21.127)

0.861

A2

0.849

0.963 (24.624)

0.921

A3

0.849

1.000 (Fix)

0.921

S1

0.921

1.000 (Fix))

0.959

S2

0.548

0.79 (15.065)

0.74

B1

0.784

1.000 (Fix)

0.885

B2

0.611

0.943 (20.187)

0.782

B3

0.794

1.056 (21.638)

0.891

B4

0.912

1.13 (25.256)

0.955

Reliability a

0.927

0.830

0.936

Note: a = Cronbach’ α

To verify the research hypotheses, a structural equation model analysis was carried out. The fitness index values of
the model were χ2=219.395 df=81 p <0.001, GFI=0.905, AGFI=0.859, RMR=0.144, CFI=0.965, TLI=0.954, and
RMSEA=0.08, satisfying the required fitness acceptance level. Accordingly, the structural model presented in this
research can be judged as fitting. The results of the hypothes is verification are shown in Fig. 2.

Information
Acceptance
0.762***

Online
Word Of Mouth

0.063

Behavioral
Intention

-0.066

0.205*

0.903***

Satisfaction

Fig. (2). The testing results of the hypothetical model.

Online word-of-mouth turned out to have a significant effect on acceptance (β = 0.762, p < 0.001) and
(β = 0.205, p < 0.05). This means that online word-of-mouth played a very important role in the passengers’
acceptance of word-of-mouth and airline satisfaction because it had an effect on the overall evaluation of the airline. In
addition, satisfaction had a positive effect on behavioral intention (β = 0.903, p < 0.001). Thus, it was possible to know
that online word-of-mouth had an effect on behavioral intention through satisfaction. This means that positive online
word-of-mouth for an airline enhanced airline satisfaction. At the same time, it enhanced the intention of passengers to
use and recommend an airline. On the other hand, information acceptance did not have a significant effect on behavioral
intention (β = 0.063, p > 0.05). As a result of the research hypothesis verification, hypotheses H1, H2 and H4 were
adopted whereas hypotheses H3 and H5 were rejected.
4. DISCUSSION
The foregoing analysis results have the following implications. First, this research has academic implications in that
it approached the effect of online word-of-mouth on passenger behavior with an emphasis on acceptance and
satisfaction. This enhanced the explanatory power of airline online word-of-mouth marketing. This research content has
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not been dealt with in existing studies. Second, previous studies on online word-of-mouth mostly focused on the effects
of corporate images and consumer attitudes on word-of-mouth or emphasized the importance of images and attitudes,
whereas the present study highlighted the effects of passengers’ reception of online word-of-mouth about airlines and
their satisfaction on their behavior intention. Third, research on airline marketing was mostly concerned with loyalty,
with some recent studies exploring the characteristics of their SNS, whilst it is hard to find research on online word-ofmouth about airlines. This is the first study that shed light on the effects of online word-of-mouth about airlines and
delved into the effects of the reception of online word-of-mouth and satisfaction on potential passengers. Notably, the
present findings indicate the importance of voluntary word-of-mouth of potential passengers and the effects of online
word-of-mouth. Fourth, given the consensus on the fast-paced responsiveness of airline services to the ever diversifying
needs and demands of knowledgeable passengers, this study notably suggested the importance of online word-of-mouth
in tandem with the need for customer-centered marketing approaches taking into account the characteristics of
individual passengers. Fifth, this research has practical implications in that through this type of empirical analysis, basic
data can be mined and used to establish an efficient online communication strategy for airline online word-of-mouth. If
passengers promote an airline voluntarily online, that airline can reduce its advertisement costs and improve its
marketing activities by adopting an online communication strategy to communicate with customers. Finally, the present
findings on the factors relevant to the effects of online word-of-mouth about airlines on passengers’ purchase behavior
provide some practical reference data conducive to developing clear marketing strategies focused on such factors.
Taken together, airlines can increase passengers’ satisfaction and use intention by analyzing the attributes of online
word-of-mouth and reinforcing their specialties.
The limitations and future research tasks of this research can be stated as follows. Although it would have been
more desirable to collect samples without considering the nationality of airline users, this study targeted only Koreans
due to time, cost and data collection considerations. This caused undue limitations regarding generalization. This
problem could be resolved by implementing questionnaire surveys that include non-Koreans in the future. Moreover, in
this study, behavioral intention was viewed from the perspective of use intention, recommendation intention and wordof-mouth intention. However, if diverse variables that affected behavioral intention were taken into consideration, it
would be possible to grasp the effect that online word-of-mouth had on the diverse behavioral intentions of passengers.
In future research, therefore, to overcome the limitations suggested above, it is necessary to increase the survey time
and carry out more systematic and refined analyses.
CONCLUSION
This study analyzed the effect of online word-of-mouth behavior on the behavioral intention of passengers through
acceptance and satisfaction. The results of the empirical analysis can be summarized as follows. First, online word-ofmouth had a significant effect on acceptance, but it did not have a significant effect on behavioral intention through
acceptance. Thus, although passengers accepted information through online word-of-mouth, the accepted information
ultimately did not have an effect on behavioral intention. Second, online word-of-mouth had significant effects on
satisfaction. Also, the effects of online word-of-mouth on information reception outstripped those on satisfaction. Yet,
online word-of-mouth had indirect effects on passengers’ behavior intention by the medium of satisfaction. That is,
online word-of-mouth about airlines could contribute to increasing the satisfaction with airlines, which in turn increases
the intention to use and recommend those.
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