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Abstract

:

This study applied a service performance (SERVPERF) model to measure service quality and used a quantitative method for testing four research hypotheses. This research aims to examine the impacts of foreign flight attendants’ service quality on behavioral intention toward their home country. As a result, the service touch of foreign flight attendants was influenced by curiosity, image, and behavioral intention toward their home country. Thus, this is an important finding that flight attendants conduct a crucial role not only for the airline but also for tourism in their home country. And empathy was found to be the most important dimension of service quality when a flight attendant offered a service to foreigners. This dimension was related to individual attention and communication skills. However, the limitation of this study is that the respondents were passengers of only one nationality; further research should, therefore, include a more diverse range of nationalities.
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1. Introduction


The international airline industry has acted as a great contributor about economic growth. It helped more convenient displacement of passengers and enlargement the leisure and tourism choices as well as international trade activities [1]. In 2016, scheduled airlines carried more than 3.8 billion passengers and industry-wide revenue per passenger kilometers (RPKs) grew by 7.1%. IATA’s director general and CEO Alexandre de Juniac stated, “Over the next 20 years, we expect to see a near doubling of passengers from the approximately four billion who traveled in 2017.” [2] The tourism industry is regarded the international airline as significant and sustainable industry. A lot of airlines tried to provide a better service quality to passengers because they recognized the importance of passengers to keep their businesses [3]. Therefore, to provide better quality of experiences and services, airlines need to read passengers’ mind [3]. Most passengers perhaps pass almost all their time on flight, so airlines should take note of improving their in-flight service quality [4]. Flight attendants are the point of contact and front-line service employees who shape the experience of airline passengers through providing the quality of service during the flight service process [5].



The majority of the previous studies on flight attendants’ service quality (SQ) have focused on the impact of SQ on customer satisfaction and loyalty and/or behavioral intention (BI) toward the airline industry [6]. However, there is a death of literature that examine the impact of foreign flight attendants’ service quality on BI toward their home country. Thus, the objective of this research is to examine the impacts of foreign flight attendants’ SQ on BI toward their home country.




2. Literature Review


2.1. Service Quality (SQ)


Services and goods are eventually different. Merchandises are concrete, can make use of the real thing, and their performances are determined by their shapes and forms [7]. On the contrary, services are classified to merchandises as ways of providing, consuming, and evaluating. First, services are basically invisible and accordingly correlated to customer contact [8]. Whyte’s (1946) essay [9] “When workers and customers meet” was the fundamental view of customer contact as a part of SQ. Then later, customer contact has come to a core differentiation between services and goods [10,11,12,13,14,15]. Second, when front-line employees, for instance, bank tellers, flight attendants, and insurance agents provide a service to customers, it can be hard to standardize SQ in the same way as the quality of goods from manufacturers can be standardized [16]. Third, the services of providing and spending can happen co-instantaneously and estimation of SQ often happens the moment the front-line employees provide services to the customer [16].



Thus, SQ requires to have other method of measurement to merchandise quality. First, customers determine more difficult to evaluate SQ than merchandises quality. Second, SQ is impossible to be separately estimated based on the outcome of the service. Third, the customers measure the SQ by their anticipation of quality level, thus the criteria of SQ is defined by customers’ individual estimation [16].



2.1.1. The SERVQUAL Model


Parasurman, et al. (1985) cultivated the service quality (SERVQUAL) model, which tried to find out the gap between the service anticipation and perception of the actual service by the employee at a contact moment [16]. The research in 1988, the ten acknowledged dimensions (tangibility, reliability, responsiveness, competence, courtesy, credibility, security, access, communication, and understanding the customer) were decreased to five dimensions. The five dimensions of SQ contained tangibility, reliability, responsiveness, assurance, and empathy. As the final outcome, the authors created five dimensions included a 22-item questionnaire as the PZB SERVQUAL model [17].



On the airline industry, the first study of the SERVQUAL model were published in 1988 [18] and the direct application of the model to customers’ evaluation appeared in 1991 [19]. Since then, diverse fields such as telecommunication [20], retail stores [21], financial services [22], health care [23], hotels [24], and public sector [25] made use of this gap model. However, Cabello and Chirinos (2012) expressed criticism of the model for complexity as applying both the expectation and perception [26]. Al-Ibrahim (2014) judged that this gap model was very complexed to become a diagnostic instrument for measuring SQ, too [27].




2.1.2. The SERVPERF Model


Cronin and Taylor (1992, 1994) proposed the service performance (SERVPERF) model, which only concentrated on the estimation of the perception of actual service [28,29]. The SERVPERF did not contain customers’ anticipations, so it became easier, more timesaving, and more functional [30]. For this tool, SERVPERF made use of the aforementioned 22-item questionnaire about the perception of the service performance but did not include expectations [31].



Tangibility. In realistic experience, we notice that service is often connected to tangible or physical elements [32]. Tangible features contain the appearance of physical installations, equipment, employees, and communication materials to which the consumer reacts, as well as other products that promote activity of or interaction with the service [33]. In the airline industry, tangibility is evaluated through in-flight physical circumstances such like safe seats, the installed equipment and installation, clean aircraft interiors, flight attendant’s appearance, the provision of food and beverages, or entertainment materials provided during the flight [34]. If these tangible dimensions are ineffective, low quality or unmaintained, it is reasonable that customers would be unsatisfied with the quality of airline service [35]. A tangible element such as the flight attendant’s appearance is perceived as more important in measuring in-flight SQ than measuring ground SQ [3]. A flight attendant’s appearance could be a core concern in improving customers’ impression of an airline’s innovativeness because this reflects the airline’s ability in-flight services [3]. Thus, tangibility can be measured through the flight attendants’ visual attractiveness, appearance, uniform and so on.



Reliability. Service reliability is defined as “the ability to perform the promised service accurately and dependably in an environment” [16]. The service reliability mainly comprises two dimensions: “promises” and “doing it right” [36]. The reliability is focused on an intangible service that has a significant impact on SQ [36]. In the airline service industry, reliability may be estimated through flight schedule punctuality, accurate and up-to-date flight information, luggage safety, personal security, emergency procedures, and so on [33]. In addition, flight attendants’ reliability may be measured through promised service time, problem solving ability, various service offerings, and so on.



Responsiveness. Responsiveness is defined as the ability to react to a customer’s needs and wants in a timely manner [37]. It also refers to the ability to react to a customer’s demand immediately [6]. In the service industry, service responsiveness is defined as helpfulness to customers and prompt service [16]. In airline services, it is important to provide assistance and helpful service via immediate reaction [33]. Thus, a flight attendant’s responsiveness can be measured through willingness to assist passengers, sincere concern in passengers’ needs, providing immediate service, and so on.



Assurance. Assurance is defined as the ability to deliver faith and confidence [16]. In the airline service industry, the dimension of assurance is correlated to basic characteristics such as trustworthiness among flight attendants, knowledge and confidence to keep the trustful service from the online experience to the real flight experience, and the standard of politeness among flight attendants [38]. Assurance can be measured through politeness, kindness, and reputation of flight attendants, capability to answer passengers’ questions, and so on.



Empathy. Empathy is defined as ministering and customized attention to its customers [16]. And it is considered a crucial element of in-flight service as offering customized attention and comprehend concrete customer needs. Leong et al. (2015) also argue that flight attendants should have the capability to recognize customers’ emotions, requests, or complaints [6]. Flight attendants’ empathy may be measured through customized attention to passengers; figuring out concrete needs; realizing membership passengers; special service for the elderly, disabled, or children; paying attention to listen to passengers, and so on.





2.2. Personal Touch


Babbar and Koufteros (2008) indicate human- or people-related components that the factor of “personal touch” in the service by contact employees. The personal touch identifies their role as a decision factor of customer satisfaction in the airline [39].



Customer satisfaction can be defined as the general estimation concentrated on the total expense and purchase experience concerning goods or services [40]. McDougall and Levesque (2000) suggested that SQ is an antecedent and predictor of customer satisfaction [41]. As airline passengers stay most of their time airborne, thus the in-flight services should especially pay more attention to keep the high quality of services [3]. Flight attendants’ SQ is the most significant factor while in-flight service proceeds [5]. Specifically, the MOT (Moment of Truth) during in-flight service may be the key factor to satisfy passengers because the decisive moment on a direct facial interaction between flight attendants and passengers can lead to individual customer satisfaction [42]. Jan Carzon, in charge of turning Scandinavian Air System (SAS) into a customer-driven company, first introduced the fundamental notion of MOT [43]. Carton defined the MOT as a point of which a customer comes into contact with any aspect of the company, and thereby has an opportunity to form an impression of SQ [44]. By being satisfied by the MOT, passengers’ perspective of a flight experience may be transformed from flying “in an airplane” to flying “with people,” thus the utilization of the MOT can grow up the shape of SQ and progressively induce to customer satisfaction [5].




2.3. Curiosity


Curiosity generally reflects an awareness, pursue, and intimate need to explore novel, challenging and unclear information [45]. Past studies have classified four distinct sorts of curiosity: epistemic, sensory, perceptional, and interpersonal (IPC) [46]. Interpersonal curiosity or social curiosity [47] is the desire for other personal information and is essential to social interaction and human relations [48]. The purpose of IPC is generally to know information about other people (i.e., public or private behavior, experiences, thoughts, and feelings). These types of information are referred to as “people information” [48]. People information” has a valuable role in finding various specials and studying social-perceived phenomena such as cultural transmission and language development [49]. In the airline industry, when passengers are satisfied with the SQ via MOT on interacting with foreign flight attendants during the in-flight service process, customers may emerge IPC for foreign flight attendants, which is linked to being curious about “people (foreign flight attendants) information.” Thus, passengers’ IPC may lead to curiosity about a flight attendant’s culture, home country, and so on.




2.4. Country Image (CI)


There has been continuous concern in concept of image among a lot of disciplines including marketing [50], consumer behavior [51], international business research [52], communication [53], and political science [54]. The research on country image can be dated back to the 1930s and 1940s [55,56]. From the mid-1960s, scholars began paying greater attention to the concept of country of origin and it became a popular topic of international marketing research. Unfortunately, from a review of the recent literature on country image, there is no clear and universal definition of the concept [57]. Country image (CI) [58], country-of-origin image [59], and product-country image (PCI) [60] are terms of appearing to be closely associated [57]. From these various sorts, this research selected the first one, country image, according to the recommendation of Kotler et al. (1993). CI is generally defined as “the total of all descriptive, inferential, and informational beliefs about a particular country” [52]. The generic conceptualization and constructs of county image can be associated with different image elements including celebrities, politics, culture, tradition, history, economy, international business, and technology [61], all of which can influence on the whole CI [62]. Recently, study has started to consider how CI impacts on prospective tourists’ visit intention [63].




2.5. Behavioral Intention (BI)


BI has been recognized as the extent of individual plans to conduct or not conduct some concrete behavior in the foreseeable future [64]. Oliver (1997) defined BI as the stated likelihood of engaging in a particular behavior [65]. With this regard, only recently, the studies begin to identify that revisiting intention in particular has been associated with CI. The revisiting intention is considered as those who intend to revisit within a year and their willingness to travel to the destination often [66]. Also, revisiting intensions can be considered as tourists’ tendency to prefer the equal product, brand, location, or destination in the future [67].




2.6. Research Model and Hypotheses


A theoretical model (Figure 1) was developed based on the conceptual background discussed above. The conceptual model describes the hypothesized relationships among service quality, personal touch, curiosity, image, and BI toward the flight attendant’s home country. The model contained a total of four research hypotheses.

Hypothesis 1:

A foreign flight attendant’s service quality (SQ) has a positive impact on personal touch.




	
Hypothesis 1a: A foreign flight attendant’s appearance has a positive impact on personal touch.



	
Hypothesis 1b: A foreign flight attendant’s reliability has a positive impact on personal touch.



	
Hypothesis 1c: A foreign flight attendant’s responsiveness has a positive impact on personal touch.



	
Hypothesis 1d: A foreign flight attendant’s assurance has a positive impact on personal touch.



	
Hypothesis 1e: A foreign flight attendant’s empathy has a positive impact on personal touch.










Hypothesis 2:

Personal touch has a positive impact on curiosity regarding a foreign flight attendant’s home country.





Hypothesis 3:

Country curiosity has a positive impact on country image (CI).





Hypothesis 4:

Country Image (CI) has a positive impact on behavioral intention (BI).









3. Methodology


3.1. Measurement


Questionnaire items were developed based on a multiple-item measurement scale that has been validated in previous studies. Table A1 in the Appendix presents specific measurement items used in this study.




	
SERVPERF was measured using 15 items developed from Kumar, et al. (2010) [68] and Parasuraman, et al. (1991) [69];



	
Personal touch was measured using three items cited in Olorunniwo and Hsu (2006) [70] and Parasuraman et al. (1991) [69];



	
Curiosity was measured using three items cited in Jani and Hwang (2016) [71];



	
Country image was measured with six items developed from Parameswaran and Yaprak (1987) [72] and Dongdae and Gopala (1999) [73];



	
Visiting and revisiting intention was measured using two items from Ryu, et al. (2012) [74];



	
Respondents were asked to rate all of the items using a 7-point Likert type scale (1 = very low; 7 = very high).









3.2. Data Analysis


Statistical analyses of the primary data collected were performed using the SPSS WIN program. The demographic background was examined via descriptive statistics and frequency analysis. Multiple and simple linear regressions were carrying were conducted to test the research hypothesis; AMOS verified the overall research model by performing path analysis.




3.3. Respondents’ Profile and Demographic Characteristics


The survey questionnaire comprised of the aforementioned measurement items, a research description, and questions regarding personal characteristics. The questionnaire was pre-tested with faculty members and graduate students whose major is Tourism, and it was modified accordingly based on their feedback. The questionnaire was finalized using academic experts’ reviews and their feedback. Next, data were distributed to travelers at Inchon airport in Korea. More than 300 questionnaires were distributed by hand and we obtained valid 218 responses that are usable for data analysis.




3.4. Sample Characteristics


Table 1 shows the demographic profile of the survey participants. Among the participants, 50.7% were female travelers, and 48.4% were male travelers. In terms of age, about 30.0% were aged between 20–29 years old, 26.3% were 30–39 years old, about 16.1% were 50–59 years old, and about 12% were 40–49 years old. A total of 54.4% of respondents were single and 44.7% were married. In terms of education level, about 38.7% reported that they are university graduates, 28.6% were 2-year college graduates, 22.6% were high school graduates or less, and 8.3% were graduate degree holders. In terms of occupation, about 33.2% were company employees, 22.6% were students, followed by Housewife (9.7%), Businessman (7.8%), sales/service man (7.8%), unemployed (4.1%), retired (2.3%). About 27.6% reported that their household income is less than $30,000, 21.7% reported it as $30,000–$50,000, 19.8% indicated it was $50,000–$70,000, 12.0% reported it as $70,000–$90,000, and 12% reported a household income of more than $90,000. Regarding travel purpose, tourism accounted for 56.7%, official business was 23.5%, and visiting friends/relatives was 14.7%. Regarding participants’ frequency of overseas trip within a year, 43.8% indicated they traveled overseas once a year, 30.4% reported two or three times a year, 10.1%indicated four or five times a year, and 13.8% reported more than six times a year.





4. Results


4.1. Regression Analysis


Respondents were asked to rate the SQ of 15 attributes presented on seven-point Likert scales and these attributes were reduced to the following five factors: (1)—appearance, (2)—reliability, (3)—responsiveness, (4)—assurance, (5)—empathy. Table 2 presents the results of the regression analysis, which indicated that only three SQ factors (responsiveness, assurance, empathy) had a positive impact on personal touch. R2 of 0.672 indicates that 67.2% of the personal touch was explained by the three SQ factors. Further examination of the t-value revealed that (3) responsiveness (t = 2.085, p < 0.05), (4) assurance (t = 4.133, p < 0.001), and (5) empathy (t = 7.022, p < 0.001) were statistically significant.



Respondents were asked to rate personal touch in terms of three attributes presented on seven-point Likert scales. Table 3 presents the results of the regression analysis, which indicated that personal touch had a positive impact on curiosity regarding the foreign flight attendant. R2 of 0.262 indicates that 26.2% of the curiosity was explained by personal touch attributes. Further examination of the t-value revealed that personal touch (t = 8.732, p < 0.001) was statistically significant.



Respondents were asked to rate curiosity in terms of three attributes presented on seven-point Likert scales. Table 4 presents the results of the regression analysis, which indicated that curiosity had a positive impact on CI. R2 of 0.371 indicates that 37.1% of the curiosity was explained by the CI attributes. Further examination of the t-value revealed that curiosity (t = 11.263, p < 0.001) was statistically significant.



Respondents were asked to rate the CI in terms of six attributes presented on seven-point Likert scales. Table 5 presents the results of the regression analysis, which indicated that CI had a positive impact on BI. R2 of 0.403 indicates that 40.3% of the CI was explained by the BI attributes. Further examination of the t-value revealed that CI (t = 12.039, p < 0.001) was statistically significant.




4.2. Path Analysis


The path analysis model contained a relatively acceptable fit to the data (χ2 = 75.824, df = 6, p < 0.001, RMSEA = 0.232, CFI = 0.87, and TLI = 0.79). Squared multiple correlations were also generated; Personal touch (60%), curiosity (26%), CI (37%), and BI (40%). Further information should be added for clarity. As shown in Figure 2 and Table 6, the path coefficients of SQ on personal touch (β = 0.78, p < 0.001), personal touch on curiosity (β = 0.51, p < 0.001), curiosity on CI (β = 0.61, p < 0.001), and CI on BI (β = 0.63, p < 0.001) were significant. Therefore, our findings revealed that all hypotheses were supported.





5. Discussion


This study aims to measure the impact of a foreign flight attendant’s SQ of personal touch on curiosity, image, and BI regarding their home country. The path analysis confirmed that all hypotheses were supported. This indicates that the SQ of the foreign flight attendant impacted personal touch followed by curiosity, image, and BI toward their home country.



The results of multiple linear regression confirm that the five dimensions (tangibility, reliability, responsiveness, assurance, empathy) of SQ have a partially positively significant relationship with personal touch. Empathy, which had the highest regression coefficient (0.550), is the key driver of SQ, followed by assurance and responsiveness. Empathy measurement items relate to individual attention and communication skills, indicating that passengers may be more touched or satisfied when they communicate well with a foreign flight attendant, and when a foreign flight attendant can understand passengers’ various individual needs even though they have different national backgrounds. On the other hand, appearance(tangibility) measurement items were not found to be positively significant. This study shows passengers consider that customized services and communication skills are more important than the appearance of foreign flight attendants when passengers evaluate the SQ of them. As well, reliability was excluded because the allowable error reached the tolerance limit. Also, appearance (tangibility) measurement items were not found to be positively significant.




6. Implications


The findings provide presents both theoretical and practical implications for the tourism industry. First, this study extends the range of previous airline SQ studies by applying CI factors. The foreign flight attendant’s SQ may have an impact on BI toward their home country. This is an important finding that when flight attendants provide high quality of services to foreign passengers, they may conduct an important role not only for their airline but also for tourism in their home country. Thus, the findings provide suggestions to national tourism marketing organizations. Organization can make the passengers have an opportunity to experience the country promotion materials of flight attendants’ home country via in-flight service just before arriving the flight attendants’ home country. Second, the results for SQ show some information regarding more important dimensions of SQ when foreign flight attendants offer a service to passengers. The most important SQ dimension for foreign passengers’ personal touch was empathy, which is related to individual attention and communication skill. As well, appearance was not found to be positively significant. Thus, when foreign flight attendants provide services to passengers, they try to focus on individual attention and communication through understanding passengers’ diverse culture, languages, personal needs, and so on.




7. Limitation and Recommendation for Further Research


Even though this study presents valuable theoretical and practical implications, some limitations must be addressed. First, the fact that the research was conducted in one place Incheon airport in Korea and 218 survey respondents were only one Korean nationality. Therefore, that can be regarded as a limitation in terms of generalizability of research results, so further research should include a more diverse range of nationalities. Second, this study investigated the impacts on only foreign flight attendants’ SQ, thus future research recommends investigating the flight attendants’ SQ of same country with passengers as well as foreign flight attendants’ SQ. And third, the result of the RMSEA was weak, because it can be not easy to find previous studies that deeply involved between personal touch and curiosity, thus future studies should focus on find out the correlation between personal touch and curiosity.







Author Contributions


Supervision and Research Design—S.S.H.; Writing, Data Collection, Data Analysis, Revision—M.Y.




Funding


This research received no external funding.




Conflicts of Interest


The authors declare no conflict of interest.





Appendix A




[image: Table]





Table A1. Measurement Items.






Table A1. Measurement Items.









	Construct
	Items





	1. Service Quality
	



	1-1. Appearance: Tangibility (TA)
	▪ The foreign flight attendant being visually attractive.



	1-2. Reliability (RL)
	▪ The foreign flight attendant being handsome/pretty.



	1-3 Responsiveness (RP)
	▪ The foreign flight attendant being well dressed and having neat appearance.

▪ The foreign flight attendant provides services at the promised time.



	1-4. Assurance (AS)
	▪ When passengers have problems, the foreign flight attendant is able to solve problems and cooperate.

▪ Wide range of products and services provided.

▪ The foreign flight attendant is always willing to help.

▪ The foreign flight attendant provides prompt service to passengers.

▪ The foreign flight attendant checks with passengers from time to time if they need anything.



	1-5. Empathy (EM)
	▪ The foreign flight attendant is consistently courteous toward passengers.

▪ The foreign flight attendant doing his/her job with a smile.

▪ The foreign flight attendant appears to know what they are doing.

▪ The foreign flight attendant pays attention to what passengers say.

▪ The foreign flight attendant explains the service itself clearly.

▪ The foreign flight attendant understands what the specific needs of his/her passengers are.



	2. Personal touch
	▪ I am satisfied with services provided by this airline.

▪ I receive good value for money.

▪ Other things being the same, I would prefer to fly this airline.

▪ I enjoy exploring the foreign flight attendant’s home country.

▪ I find it fascinating to learn about the foreign flight attendant’s home country.

▪ I enjoy learning about issues in the foreign flight attendant’s home country that are unfamiliar to me.



	3. Curiosity
	▪ The people in the foreign flight attendant’s home country are well-educated.

▪ The people in the foreign flight attendant’s home country are hard-working.

▪ The people in the foreign flight attendant’s home country are friendly and likable.



	4. Country image(CI)
	▪ The foreign flight attendant’s home country actively participates in world affairs.

▪ The foreign flight attendant’s home country is an economically advanced country.

▪ The foreign flight attendant’s home country emphasizes technical/vocational training.



	5. Behavioral intention (BI)
	▪ I would choose to travel to the foreign flight attendant’s home country if I am going to travel another time.

▪ I would visit the foreign flight attendant’s home country again.
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Figure 1. The proposed model. 
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Figure 2. Path analysis model; * p < 0.05, ** p < 0.01, *** p < 0.001. Goodness-of-fit index: χ2 = 75.824, df = 6, p < 0.001, TLI = 0.79, RMSEA = 0.232, CFI = 0.87. 
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Table 1. Demographic Characteristics (N = 218).
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Variable

	
Frequency

	
%






	
Gender

	
Male

	
110

	
48.4




	
Female

	
105

	
50.7




	
Age

	
10–19

	
13

	
6.0




	
20–29

	
65

	
30.0




	
30–39

	
57

	
26.3




	
40–49

	
26

	
12.0




	
50–59

	
35

	
16.1




	
60–69

	
11

	
5.1




	
Marriage status

	
Marriage

	
97

	
44.7




	
Single

	
118

	
54.4




	
Education

	
High school graduate

	
49

	
22.6




	
College graduate

	
62

	
28.6




	
University graduate

	
84

	
38.7




	
Graduate school graduate

	
18

	
8.3




	
Occupation

	
Company employee

	
72

	
33.2




	
Businessman

	
17

	
7.8




	
Sales/service person

	
17

	
7.8




	
Student

	
49

	
22.6




	
Housewife

	
21

	
9.7




	
unemployed

	
9

	
4.1




	
Retired

	
5

	
2.3




	
Other

	
22

	
10.1




	
Household Income

	
under $30,000

	
60

	
27.6




	
$30,000–$50,000

	
47

	
21.7




	
$50,000–$70,000

	
43

	
19.8




	
$70,000–$90,000

	
26

	
12.0




	
$90,000 and over

	
26

	
12.0




	
Travel purpose

	
Tourism

	
123

	
56.7




	
Official business

	
51

	
23.5




	
Visiting friends/Relatives

	
32

	
14.7




	
The others

	
8

	
3.7




	
Number of overseas trips

	
Once a year

	
95

	
43.8




	
2–3 times a year

	
66

	
30.4




	
4–5 times a year

	
22

	
10.1




	
More than 6 times a year

	
30

	
13.8
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Table 2. Multilinear regression of SQ on personal touch.
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Unstandardized Coefficients

	
Standardized Coefficients

	
t




	
B

	
Std. Err

	
Beta






	
(constant)

	
−0.34

	
0.276

	

	
−1.231




	
appearance

	
−0.014

	
0.058

	
−0.012

	
−0.234




	
responsiveness

	
0.175

	
0.084

	
0.128

	
2.085 *




	
assurance

	
0.342

	
0.083

	
0.314

	
4.133 ***
