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1. China Airlines is a brand leader as an
internationalairline.

2. Taking China Airlines is a social status symbol.
3. China Airlines has a stronger reputation
thananother airline.

4. China Airlines is recommended by famous
peoplewith whom I identify.
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Monetary price(Liu & Lee, 2016)

v The price strategy of budget airlines allow me to
distinguish different airlines from traditional airlines.
v If I think the price is reasonable, I will have a
higher willingness to buy.

v 1 will take a low-cost airline because the price is
reasonable. There are very many new lines of

products and services in terms of food and beverages.
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Behavior price(Liu & Lee, 2016)

v In arranging this trip, I spend a lot of time
collecting airline flight and fare information.

v In arranging a trip, I spend a lot of time ordering a
ticket.

v I spent a lot of time arranging this trip.

v In order to take this airline, I sacrificed time or
other trips.
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Electronic word of mouth (Reza, Samiei,& Dini,
Yaghoubi Manzari et al., 2012)

v 1 often read other tourists’ online travel reviews to
know what destinations make good impressions on
others.

v To make sure I choose the right destination (like
Iran), I often read other tourists’ online travel

#fr 2 (Reza, Samiei, & Dini,
Yaghoubi Manzari et al., 2012)
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reviews.

v 1 often consult other tourists’ online travel reviews
to help me choose an attractive destination(like Iran).
v/ I frequently gather information from tourists’
online travel reviews before I travel to a certain
destination(like Iran).

v If I don’t read tourists’ online travel reviews when
I travel to a destination (like Iran), I worry about my
decision.

v'When I travel to a destination (like Iran), tourists’
online travel reviews make me confident in traveling
to the destination.
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Brand as icon of local culture (Steenkamp, Batra, &
Alden, 2003)

VT associate this brand with things that are
(American/Korean)

v'To me, this brand represents what (America/
Korea) is all about

v To me, this brand is a very good symbol of
America

/‘fﬁ auv;juug”;w%ﬁﬁyﬁ w3 H mé_ﬁ_{ﬁ 242 38 04 A B
2 (B2F FHRRh)

VHERR 0 BRI HARK T ARQMITAY
(BE2H ~ AR A)

Brand Personality (Aaker, 1997)

Sincerity

1. Down-to-earth
2. Honest

3. Wholesome
4. Cheerful
Excitement

1. Daring

2. Spirited

3. Imaginative
4. Up-to-date
Competence

1. Reliable
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2. Intelligent
3. Successful

Sophistication
1.  Upper class
2. Charming
Ruggedness

1. Outdoorsy
2. Tough
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Perceived quality (Huang & Liu, 2020)
1. The China Airlines seating was comfort.

2. Convenience of reservation and ticketing with
China Airlines.

3. Promptness and accuracy of baggage delivery.
4. Convenience of reservation and ticketing.
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Brand awareness (Huang & Liu, 2020)

1. I am aware of China Airlines.
2. I can recognize China Airlines among other
competing brands.

3. I know what China Airlines looks like.

4. I can easily name a famous China Airlines
company.
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Brand loyalty (Huang & Liu, 2020)
1. I would consider flying on China Airlines again in

the future.

2. I would recommend China Airlines to other
people.

3. I consider myself to be loyal to China Airlines.
4. Overall, I have confidence in China Airlines.
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