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ABSTRACT 

The purpose of this study is to investigate the social dimension as a factor which affects service workers’ job satisfac-
tion and the relationship between their job satisfaction and positive affectivity. This study surveyed 450 flight attendants 
of a major global airline. The results suggest that job satisfaction of flight attendants consists of four main factors: job 
itself (job motivation, job characteristic, authority, and responsibility), job environment (working condition, supervision, 
and coworkers), organizational characteristics (wage and employment stability, promotion, and organizational policy), 
and social dimension (occupational prestige, organizational reputation, and corporate social responsibility). The results 
also show that flight attendants’ job satisfaction significantly affects their positive affectivity. These results imply that 
the service organizations such as airline companies need to pay close attention to the social dimension as a factor of job 
satisfaction to improve service performance. 
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1. Introduction 

Since the deregulation, the airline industry has become 
one of the most fiercely competitive industries [1]. To 
develop competitive advantage, airline companies have 
tried to improve their service performance by increasing 
service quality to customers. In the service organizations 
such as airline companies, the role of service workers is 
critical because the quality of service depends on the per- 
formance of service workers [2]. For airline companies, 
in-flight service by flight attendants is the key factor which 
determines passengers’ satisfaction and thereby loyalty [3]. 
Because the service quality can be influenced by the ser-
vice workers’ attitude and affectivity which are outcomes 
of their job satisfaction, it is important to investigate 
workers’ job satisfaction to improve service perform-
ance. 

Job satisfaction of service workers has been one of the 
central topics in organization research due to its impact 
on the organizational productivity and effectiveness. Much 
research has been done to evaluate the importance of job 
satisfaction [4-13]. However, much of this research has 
used a limited number of variables that are subjective and 
cognitive. Thus, these studies have some limitations in 
reflecting what service workers really consider important 
in doing their job. Previous studies which deal with job 

satisfaction have generally employed three dimensions: 
job itself, job environment, and organizational character- 
istics, focusing on the internal part of the organization. 

To adequately evaluate the value and attitude of ser-
vice workers, job satisfaction should be considered from 
the perspective of not only internal characteristics of the 
organization where service workers work, but also fac-
tors related to the job external of the organization such as 
evaluation of the job by other people. The idea that all 
occupations are equally valuable is a nice cliche, but the 
reality seems to be quite different. People tend to evalu-
ate a person by the organization where he or she works at, 
rather than the person per se. People are curious about a 
person’s occupation and estimate the influence, income, 
and social status based on the occupation. That is, the 
occupation provides not only the information about what 
kind of work the person does, but entails an implicit 
evaluation of a person’s social status and capability. 
Therefore, the occupation that people especially consider 
to provide a higher income and better working conditions 
would provide a better reputation for the person than 
other jobs. A service worker who has an occupation with 
a good reputation would be proud of the job and may 
have a higher level of job satisfaction. Thus, in evaluat-
ing job satisfaction, the social dimension such as organ-
izational reputation might be a critical factor which af-  *Corresponding author. 
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fects service workers’ job satisfaction. 
There is a paucity of research on the social dimension 

of service workers’ job satisfaction. Airline companies 
are one of the representative service organizations which 
have relatively high organizational reputations. The flight 
attendant job is a popular occupation for college gradu-
ates in many Asian countries, especially in South Korea. 
Thus, this paper investigates the social dimension of job 
satisfaction by surveying flight attendants of the biggest 
airline company in South Korea, along the other tradi-
tional job satisfaction factors (job itself, job environment, 
and organizational characteristics). 

The paper is organized as follows: In the next section, 
a brief literature review is presented on job satisfaction, 
the social dimension as a factor affecting job satisfaction, 
and the relationship between job satisfaction and work 
performance. Then, a theoretical model is developed based 
on the previous research to examine the social dimension 
as a job satisfaction factor and the impact of job satisfac- 
tion on job affectivity. The data collection process from 
flight attendants of one of the major international airline 
firms is presented. Data analysis results are presented and 
finally, we conclude the paper with a discussion of im- 
plications of the results, limitations of the study, and fu- 
ture research needs. 

2. Literature Review 

2.1. Job Satisfaction 

Job satisfaction generally refers to the affectivity of em- 
ployees who work to produce products or services re- 
garding their job. Many scholars have presented a variety 
of definitions for job satisfaction. Hoppock [7] stated that 
job satisfaction is the synthesis of mental, psychological, 
and environmental situations which affect employees’ 
satisfaction from their work. According to Quinn and 
Magine [10], job satisfaction is the quantified degree of 
improvement based on the employees’ satisfaction with 
compensation, safety, and control regarding a particular 
work. Smith [12] referred job satisfaction as a series of 
attitudes emerging from the emotional status regarding 
job experiences. Locke [9] stated that job satisfaction is 
the employees’ positive or negative affectivity from the 
evaluation of job experiences. 

From these previous studies, common characteristics 
about job satisfaction can be derived. First, job satisfac-
tion is the emotional response to job experiences. There-
fore, it can be understood only from the self-observation. 
Job satisfaction cannot be observed in the flesh, but can 
be felt from employees’ activity and linguistic expression. 
Second, job satisfaction can be seen as a gap between ex-
pectation and reality regarding job experiences, as done by 
previous research. Overall, job satisfaction is somewhat a 
subjective concept. In this light, Salancik and Pfeffer [11] 

emphasized that job satisfaction should be estimated 
through observing other employees working in a similar 
job rather than only the information about the job per se. 

Herzberg et al. [6] stated, in his dual factor theory, that 
a factor affecting employees’ satisfaction is different 
from a factor for dissatisfaction. He focused on the fact 
that employees’ dissatisfaction is related to job environ- 
ment, while satisfaction is related to job contents. The 
factor of dissatisfaction, called the hygiene factor, in- 
cludes the firm’s policy, control and monitoring, work 
condition, relationship with peer workers, wage and com- 
pensation, etc. On the other hand, the factors of satisfac-
tion, called a motivation factor, includes achievement, 
recognition, job itself, obligation, improvement, self-re- 
alization and so on. 

Weiss et al. [13] classified job satisfaction factors as 
intrinsic, extrinsic and overall factors by using such con-
cepts as achievement, job activity, authority, creativity, 
independence, moral value, obligation, stability, social 
responsibility, social status, diversity, control, peer work- 
ers, firms’ policy, wage, promotion, work condition, 
work environment, and so on. Locke [9] suggested that 
the job satisfaction factor consists of job factors and hu-
man factors. Job factors include job itself, wage, promo-
tion, recognition, and work condition, while human fac-
tors include such personal factors as a set of value and 
ability, an external human factor related to senior work-
ers and peer workers inside the organization, and an ex-
ternal human factor related to customers and stakeholders 
outside the organization. Jurgenson [8] proposed ten fac-
tors affecting job satisfaction such as wage, additional 
compensation, promotion opportunity, work time, peer 
workers, control, stability and safety, work condition, 
and organization. Porter et al. [14] classified job satisfac-
tion factors as organization (wage, promotion opportu-
nity, and policy and process), work environment (control, 
participation, and peer relationship), work contents (span 
of work, role ambiguity, and role conflict), and personal 
characteristics. 

The previous research has generally dealt with job sat- 
isfaction as a combination of job contents, job environ- 
ment, and organizational characteristics without careful 
attention to the social dimension such as organizational 
reputation and social recognition about the occupation. 
Only a limited number of studies, such as Weiss et al. 
[13], partly dealt with the social dimension by using 
variables such as moral value and corporate social re- 
sponsibility. However, the social dimension outside the 
organization actually plays an important role in job se- 
lection as much as internal factors of the organization. 

2.2. Social Dimension as a Factor of Job  
Satisfaction 

Sociologists have investigated social assets that most 
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people generally hope to attain such as occupational 
prestige [15,16] and social status [17]. Weber [18] pro- 
vided the insight that occupations can be evaluated in 
terms of their associated social status. Social status is 
determined by reputation, authority, importance, and 
value given in the society [18]. From then on, scholars 
have further elaborated the concepts of social prestige 
and status, developing occupational prestige scores and 
socio-economic index, and concluded that good occupa- 
tions could be determined by social status [16,19-22]. 
Yoo [23] stated that the occupational prestige is a subjec- 
tive criterion compared to income, but there exists a con-
siderable degree of consensus about the relative status of 
different type of occupations. 

Festinger [24], in his social comparison theory, stated 
that a person selects a similar other person to evaluate 
himself when there is no objective criterion for evalua- 
tion. By comparing oneself with others, a person may feel 
satisfaction and self-confidence or experience disap-
pointment and frustration. Social comparison consists of 
upward comparison which is the comparison with people 
in better conditions, and downward comparison which is 
the comparison with people in worse situations. People 
develop the self-enhancement desire as well as self- 
evaluation desire, and then use both upward and down-
ward comparisons [25-27]. Maslow [28], in his theory of 
needs hierarchy, also articulated about esteem needs to 
expect respect from others. When this need is satisfied, 
people can feel self-respect, value, and the feeling that he 
or she is a necessary person in society. Weber [18] fo- 
cused on the process where social reputation and prestige 
are distributed through other criteria rather than eco- 
nomic reasons. In this light, Honneth [29] stated that so- 
cial recognition plays a more important role in social con- 
flict than economic distribution in the modern society. 

2.3. Job Satisfaction and Performance 

Employee job satisfaction is important in terms of or-
ganizational performance because employees’ positive or 
negative affectivity directly affects organizational effec-
tiveness and performance. Using dual factor theory, 
Herzberg et al. [6] stated that once a motivation factor is 
satisfied, then it positively affects organizational per-
formance. Schneider [30] and Locke and Latham [31] 
also found a significant positive relationship between job 
satisfaction and job performance. However, there are 
studies which showed different results such as Laf- 
faldano and Muchinsky’s [32] study that showed a weak 
relationship between job satisfaction and performance. 
Brayfield and Crockett [33] found no relationship be- 
tween job satisfaction and performance, while Babin and 
Boles [4] found diverse relationships depending on the 
situation. 

Fishbein and Ajzen [34], in theory of reasoned action, 

stated that the factors affecting personal behaviors can be 
classified as attitude about behavior and subjective norm. 
In this theory, attitude is personal affectivity about per-
forming a certain behavior and subjective norm is per-
sonal recognition about the environmental pressure given 
by society where a person is in. Fishbein and Ajzen [34] 
stated that the better result a person expects from a cer-
tain behavior and the more other people support the be-
havior, the more it is probable that the person performs 
the behavior. Eagly and Chaiken [35] suggested that 
people who are positive about a certain behavior tend to 
promote and support the behavior, and people negatively 
estimating the outcome of a behavior tend to oppose and 
interrupt the behavior. Barnard [36], in social exchange 
theory, elaborated that the willingness of employees to 
spontaneously contribute to the organization is different 
according to individuals and the degree of willingness 
reflects satisfaction or dissatisfaction with the organiza-
tion. That is, if employees are satisfied with their job, 
they tend to positively act for the organization and im-
prove performance. 

In the service industry, Hartline and Ferrell [5] found 
that service workers’ job satisfaction is related with the 
customers’ perception of service quality in the hotel in-
dustry. Previous studies found that satisfied service 
workers with their job tend to voluntarily help their cus-
tomers and improve service quality [31,37]. Schneider 
[30] found that job satisfaction is the main factor for de-
livering quality service. Based on the previous research, 
it is expected that job satisfaction affects job perform-
ance as job satisfaction influences service workers’ atti-
tudes and efforts for their job. 

Service workers do emotional labor which is their ef-
forts to control their emotions and behave in the expected 
way even when what they actually feel is different on the 
job [38]. In the service organization where service work- 
ers provide services to customers in person, the emotion 
and affectivity of service workers can be very important 
factors affecting job performance [39]. The service 
workers’ affectivity not only influences personal per- 
formance but also organizational performance [40]. Thus, 
service organizations enact display rules which regulate 
particular expressions of emotions in a particular situa-
tion [41]. In most service organizations, the display rules 
generally emphasize the expression of positive affectivity 
such as happiness, warmth, and passion [42-44]. The 
display rules are the tools to achieve organizational goals 
[42]. Thus, the service workers’ expression of positive 
affectivity can be a positive factor of job performance. 

3. Research Model 

3.1. Hypotheses Development 

Based on previous studies, the social dimension might be 
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one of the critical factors of job satisfaction. One of the 
purposes of this study is to investigate the social dimen- 
sion as a factor of job satisfaction among service workers. 
This study investigated an international airline firm in 
South Korea, because flight attendants enjoy a relatively 
high social status compared to other occupations and one 
of service-oriented occupations where service workers’ 
job satisfaction is critical for organizational performance. 
This study examines the occupational prestige, organiza- 
tional reputation, and corporate social responsibility as 
three factors of the social dimension of the occupation. 

The occupational prestige is about the status of an oc-
cupation in the occupational structure [22]. That is, the 
occupational prestige is the status based on the subjective 
reputation or recognition about the occupation. In general, 
employees working in high-ranked occupations in terms 
of occupational prestige show a higher level of job satis-
faction and lower turnover rate [45]. In South Korea, the 
flight attendant job has been considered a good job 
among college graduates in terms of wage and additional 
benefits such as discount flight tickets and traveling op-
portunities. In addition, the flight attendant is generally 
expected to be a beautiful lady or a handsome gentleman 
with self-confidence about her/his appearance. Thus, as 
an occupation, the flight attendant has been a popular and 
preferred job among young Koreans. Flight attendants in 
general might have self-respect and confidence about 
their occupation and this feeling might affect their job 
satisfaction. In this light, this study investigates the oc-
cupational prestige as one factor of social dimension. 

Organizational reputation can be another factor of the 
social dimension. Organizational reputation is the overall 
long-term evaluation about the organization by its stake- 
holders [46]. Organizational reputation is different from 
organizational image in that the reputation is the stake- 
holders’ recognition over a long time period, while the 
image is the short-term recognition at a given time [46]. 
Dowling [47] stated that organizational reputation is the 
comprehensive evaluation reflecting the degree to which 
people consider if a certain organization is good or bad. 
The good reputation may create esteem, respect, trust, 
and confidence about the organization, but the bad repu- 
tation cannot create them. Organizational reputation may 
work as a non-monetary compensation for employees 
and increase employee engagement, thereby improving 
organizational performance. 

Recently, corporate social responsibility has been paid 
attention because it affects a firm’s profitability and com- 
petence. Corporate social performance can increase the 
firm’s profitability through forming a positive company 
image to customers [48]. Barnett and Salomon [49] state 
that corporate social efforts can improve corporate im- 
pression perceived by society, thereby attracting valuable 
resources for improving organizational performance such 

as attracting better qualified workers and opportunities to 
expand the market base. Corporate social performance 
can be a standard by which future employees select their 
jobs [50]. Weiss et al. [13] also employed the items 
dealing with corporate social responsibility, even though 
their model did not include other social factors such as 
occupational prestige and organizational reputation. In 
this light, corporate social responsibility may increase 
job satisfaction and employee engagement. 

Based on the literature reviewed above, the social di- 
mension such as occupational prestige, organizational 
reputation, and corporate social responsibility may be the 
factors that affect flight attendants’ job satisfaction. Thus, 
the following hypothesis is proposed. 

H1: The social dimension, including occupational 
prestige, organizational reputation, and corporate social 
responsibility, is one of the factors which affect job sat- 
isfaction of flight attendants. 

Traditional studies about job satisfaction have gener- 
ally dealt with job satisfaction as a combination of job 
content, job environment, and organizational characteris- 
tics as presented in the literature review. This study also 
investigates these factors of job satisfaction by using the 
sample of flight attendants. Therefore, the following hy-
potheses are proposed. 

H2: Job itself positively affects job satisfaction of 
flight attendants. 

H3: Job environment positively affects job satisfaction 
of flight attendants. 

H4: Organizational characteristics positively affects 
job satisfaction of flight attendants. 

From the literature, job satisfaction is expected to af-
fect service workers’ positive affectivity, which in turn 
contributes to improving job performance. Aselage and 
Eisenberger [51] stated that employees’ behaviors and at- 
titudes toward the organization might be different de- 
pending on the material and social compensation given 
by the organization. The following hypothesis is sug- 
gested. Overall, Figure 1 shows the research model. 

H5: Job satisfaction positively affects positive affec- 
tivity of flight attendants. 

3.2. Sample and Data Collection 

This study surveyed 45 teams (one team consists of 10 
flight attendants) in the biggest airline company in South 
Korea. The pilot test was conducted by surveying 80 
flight attendants and then the defects of questionnaire 
were supplemented. Then, this study surveyed 450 flight 
attendants and used 419 usable questionnaires for the 
analysis removing 31 questionnaires which were incom-
pletely answered. The questions in the questionnaire used 
to measure variables were based on the seven point 
Likert scale. Table 1 shows the demographics of the 
sample. 
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Figure 1. Research model. 
 

Table 1. Sample demographics of flight attendants. 

Demographic characteristics Frequency Percent (%)

Male 34 8.1 
Gender  

Female 385 91.9 

Single 267 63.7 
Marital status 

Married 152 36.3 

Under 25 38 9.1 

25 - 30 159 37.9 

30 - 35 134 32.0 
Age 

Over 35 88 21.0 

Under 2 55 13.1 

2 - 4 109 26.0 

4 - 8 70 16.7 

Work experience  
(yrs)  

Over 8 185 44.2 

Flight Attendant 247 58.9 

Assistant purser 115 27.5 

Purser 42 10.0 

Senior purser 7 1.7 

Position 

Chief purser 8 1.9 

Total   419 100.0 

3.3. Definition of Variables 

As for the critical variables which constitute job satisfac- 
tion, this study adopted the variables in the previous 
studies on job satisfaction such as job itself, job envi- 
ronment, and organizational characteristic [6,8,9,13,14]. 

In addition, considering the lack of the previous research, 
this study developed the social dimension as one of the 
variables of job satisfaction. The social dimension con- 
sists of three factors such as occupational prestige, or- 
ganizational reputation, and corporate social responsibil- 
ity. 

In order to evaluate social dimension as a critical fac-
tor of job satisfaction, this model is compared to that of 
MSQ (Minnesota Satisfaction Questionnaire) model [13] 
which has the items measuring factors of job satisfaction. 
This study used the same variables as MSQ model for 
traditional factors of job satisfaction such as job itself, 
job environment, and organizational characteristics. MSQ 
model also has the items dealing with the social dimen-
sion including moral value, corporate social responsibil- 
ity and social status, even though it does not include 
other social factors such as occupational prestige and 
organizational reputation. By comparing to MSQ model, 
this study better shows the clear role of social dimension 
as a factor of job satisfaction in the service industry. The 
variables in this study are defined as below: 

3.3.1. Job Itself 
Job itself consists of authority and responsibility, creativ- 
ity, recognition, ability utilization, sense of achievement, 
autonomy, and diversity. 

1) Authority and responsibility: Chances to influence, 
instruct or order other people and obligations following a 
certain role in the organization. 

2) Creativity: A characteristic of job creates new prod- 
ucts, design, processes, and ideas which are valuable and 
creative. 

3) Recognition: The degree to which service workers 
are recognized as good performers by their supervisors. 

4) Ability utilization: The degree to which service 
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workers can utilize their abilities and skills to conduct 
various duties. 

5) Sense of achievement: The feeling of accomplish- 
ment when fulfilling job responsibilities successfully. 

6) Autonomy: The degree of discretion in planning 
and conducting work. 

7) Diversity: Opportunities to conduct a variety of 
works. 

3.3.2. Job Environment 
The job environment consists of working conditions, 
supervision, and coworkers. 

1) Working conditions: Situational variables in con- 
ducting work such as temperature, humidity, illumination, 
on-duty hours, break time, etc. 

2) Supervision: The relationship with service workers’ 
supervisors. 

3) Coworkers: The relationship with peer workers. 

3.3.3. Organizational Characteristics 
Organizational characteristics consist of employment 
stability, wage, promotion, and organizational policy. 

1) Employment stability: The degree to which service 
workers’ employment is guaranteed. 

2) Wage: Economical compensation and payment. 
3) Promotion: Vertical upward movement in the organ- 

izational hierarchy. 
4) Organizational policy: Management policy and 

working procedures. 

3.3.4. Social dimension 
The social dimension is composed of occupational pres- 
tige, organizational reputation, and corporate social re- 
sponsibility. 

1) Occupational prestige: Evaluation of a certain oc- 
cupation in terms of its status in the occupational struc- 
ture. 

2) Organizational reputation: The comprehensive long- 
term evaluation about the organization by its stakehold- 
ers. 

3) Corporate social responsibility: Organizational ac- 
tivities to improve societal welfare without expecting 
reciprocal compensation. 

3.4. Analysis of Data 

A variety of statistical tools were employed to investigate 
the social dimension as a factor of flight attendants’ job 
satisfaction. First, frequency analysis was used to get 
demographic information of the sample. Second, reliabil- 
ity analysis and exploratory factor analysis were used to 
assess the data reliability and the factors affecting vari- 
ables. Third, with the result of the exploratory factor 
analysis, confirmatory factor analysis was employed to 

investigate the appropriateness of factors. Finally, path 
analysis was used to verify relationships in the research 
model. SPSS WIN 16.0 and AMOS 7.0 were used for 
statistical analysis. 

4. Results 

4.1. Reliability and Exploratory Factor Analysis 

As a result of the exploratory factor analysis for the 
variable of job itself, four factors (job motivation, job 
characteristic, authority, and responsibility) were extracted 
after removing items loaded on more than two factors. 
Three variables of recognition, ability utilization, and 
sense of achievement in the research model were grouped 
into the factor of job motivation, and other three vari- 
ables of creativity, autonomy, and diversity were resulted 
in the factor of job characteristic. The variables of au- 
thority and responsibility were resulted in two factors of 
authority and responsibility. The total accountability of 
these four factors was 60.05%, and the KMO (Kai-
ser-Meyer-Olkin Measure of Sampling Adequacy) value 
was 0.93. The result of Bartlett test of sphericity resulted 
in the p-value of 0.000. Table 2 shows the result of ex- 
ploratory factor analysis for the variable of job itself. 

As a result of the exploratory factor analysis for the 
variable of job environment, three factors (working con- 
dition, supervision, and coworkers) were derived. The 
total accountability of these three factors was 63.08%, 
and the result of Bartlett test of sphericity showed the 
p-value of 0.000 with the KMO value of 0.90. Table 3 
shows the result of the exploratory factor analysis for the 
variable of job environment. 

The result of the exploratory factor analysis for the 
variable of organizational characteristic is shown in Ta- 
ble 4. Three factors (wage and employment stability, 
 
Table 2. Result of exploratory factor analysis for job itself. 

Factors  
Job  

motivation
Job  

characteristic 
Authority Responsibility

Eigen value 2.155 8.049 1.301 1.107 

Accumulated  
accountability 

17.936% 35.934% 49.878% 60.053% 

KMO Bartlett test 0.927 (p = 0.000) 

 
Table 3. Result of exploratory factor analysis for job en- 
vironment. 

Factors 
Working  
condition 

Supervision Coworkers 

Eigen value 6.007 2.408 1.047 

Accumulated 
accountability 

23.234% 45.772% 63.078% 

KMO Bartlett test 0.901 (p = 0.000) 
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promotion, and organizational policy) were found and 
the total accountability of these three factors was 65.82%. 
The result of Bartlett test of sphericity showed the p- 
value of 0.000 with the KMO value of 0.94. 

In order to evaluate the social dimension in this study’s 
research model as a critical factor of service workers’ job 
satisfaction, the Minnesota Satisfaction Questionnaire 
(MSQ) model [13] was used together. This study made 
two alternatives for the MSQ model for the purpose of 
comparison. The first is the research model of this study 
suggested above where the social dimension consists of 
three factors of occupational prestige, organizational re- 
putation, and corporate social responsibility. The second 
alternative is the mixed model where the factors of oc- 
cupational prestige and organizational reputation are 
added to the MSQ model in which moral value, corporate 
social responsibility, and social status are considered as 
factors of social dimension. 

First, the exploratory factor analysis was conducted 
using the MSQ model, as shown in Table 5. As a result, 
moral value and corporate social responsibility resulted 
in one factor of corporate moral and social responsibility. 
Thus, two factors (corporate moral and social responsi- 
bility, and social status) were extracted and the total ac- 
countability was 55.35%. Because the accountability was 
under 60%, this study concluded that the MSQ model is 
not appropriate to evaluate the social dimension of flight 
attendants. 

Second, the exploratory factor analysis for the first al- 
ternative was conducted as presented in Table 6. Three 
factors (occupational prestige, organizational reputation, 
and corporate social responsibility) were derived and the 
total accountability was 63.64%. The value of KMO was 
 
Table 4. Result of exploratory factor analysis for organi- 
zational characteristic. 

Factors  
Wage and  

employment  
stability 

Promotion 
Organizational 

policy 

Eigen value 8.762 1.873 1.212 

Accumulated  
accountability 

25.134% 46.705% 65.821% 

KMO Bartlett  
test 

0.941 (p = 0.000) 

 
Table 5. Result of exploratory factor analysis for social di- 
mension of the MSQ model. 

Factors  
Corporate moral and  
social responsibility 

Social status 

Eigen value 5.646 1.550 

Accumulated  
accountability 

30.987% 55.349% 

KMO Bartlett test 0.919 (p = 0.000) 

0.915 and the result of Bartlett test of sphericity showed 
the p-value of 0.000. 

Third, the exploratory factor analysis for the second 
alternative was conducted as presented in Table 7. Like 
the factor analysis on the MSQ model, moral value and 
corporate social responsibility resulted in one factor of 
corporate moral and social responsibility. As a result, 
four factors (corporate moral and social responsibility, 
occupational status, organizational reputation, and social 
status) were derived. The total accountability was 60.60% 
and the values of KMO and Bartlett test were 0.942 and 
the p-value of 0.000 respectively. 

4.2. Confirmatory Factor Analysis 

In order to confirm the structure of factors, this study 
employed the value of χ² (Chi-square), χ²/df, GFI (Good- 
ness-of-fit index), AGFI (Adjusted goodness-of-fit in- 
dex), NFI (non-normed fit index), RMR (Root mean 
square residual). Table 8 presents the results of confir- 
matory factor analysis on the variables of job itself, job 
environment, organizational characteristic, and social di- 
mension of three research models. The values of GFI, 
AGFI, and NFI were mostly over 0.9 and the values of 
RMR were under 0.05. As for the social dimension, the 
first alternative showed better values of GFI, AGFI, NFI, 
and RMR compared to the MSQ model and the second 
alternative. Therefore, the first alternative is the most ap- 
propriate as it has the best goodness of fit among the 
three models. 

The goodness of fit test for the first alternative was 
conducted as shown in Figure 2 and Table 9. The values 
of CR, RMR, GFI, NFI, and CFI satisfied the criteria for 
 
Table 6. Result of exploratory factor analysis for social di- 
mension of the first alternative. 

Factors  
Occupational 

prestige 
Organizational  

reputation 
Corporate social 

responsibility 

Eigen value 5.673 1.588 1.012 

Accumulated 
accountability

22.689% 43.515% 63.640% 

KMO Bartlett 
test 

0.915 (p = 0.000) 

 
Table 7. Result of exploratory factor analysis for social di- 
mension of the second alternative. 

Factors  
Corporate moral 

and social 
responsibility

Occupational 
prestige 

Organizational 
reputation 

Social 
status

Eigen value 8.460 2.096 1.147 1.022

Accumulated 
accountability

19.853% 35.011% 48.098% 60.595%

KMO 
Bartlett test 

0.942 (p = 0.000) 
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examine the relationship among job satisfaction factors, 
job satisfaction and positive affectivity of flight atten-
dants. Social dimension, job itself, job environment, and 
organizational characteristics positively affect job satis-
faction of flight attendants with the impacts of 0.782, 
0.779, 0.891, and 0.860, respectively. Thus, second, third, 
and fourth hypothesis that traditional factors of job satis-
faction (job itself, job environment, organizational char-
acteristics) positively affect job satisfaction of flight at-
tendants were supported. The regression coefficient in-
dicating the influence of job satisfaction on positive af-
fectivity was 0.419 with the p-value under 0.01. Therefore, 
the fifth hypothesis that job satisfaction positively affects 
positive affectivity of flight attendants was supported. 

the goodness of fit. But, the value of AGFI was under 
0.9. 

Even if the AGFI value of the first alternative was un-
der the criteria, it is close to the criteria. In addition, all 
other indexes satisfied the criteria. Thus, we can con-
clude that the first alternative is acceptable. Therefore, 
the first hypothesis that the social dimension such as oc-
cupational prestige, organizational reputation, and cor-
porate social responsibility is one of the factors which 
constitute job satisfaction of flight attendants was sup-
ported. Also, traditional factors of job satisfaction such 
as job itself, job environment, and organizational charac-
teristics are the factors of flight attendants’ job satisfac-
tion. 

5. Conclusions 4.3. Path Analysis 

Figure 3 and Table 10 show the result of path analysis to  The success of the airline company depends on attracting 
 

Table 8. Result of confirmatory factor analysis on the variables constituting job satisfaction. 

Variables # of items χ² df χ²/df GFI AGFI NFI RMR 

Job itself 21 405.26 184 2.202 0.916 0.894 0.899 0.029 

Job environment 15 264.07 87 3.035 0.921 0.891 0.911 0.038 

Organizational characteristic 18 367.86 132 2.787 0.906 0.878 0.923 0.029 

MSQ 13 121.648 63 1.931 0.957 0.938 0.945 0.025 

Alternative 1 13 106.27 62 1.714 0.961 0.943 0.954 0.026 Social dimension 

Alternative 2 21 328.641 183 1.796 0.930 0.911 0.920 0.028 

 

Job Itself

Job Satisfaction

Job 
Environment

Organizational 
Characteristic

Social 
Dimension

Job Motivation

Job Characteristic

Authority

Responsibility

Working Condition

Supervision

Coworkers

Wage and Employment Stability

Promotion

Organizational Policy

Occupational Prestige

Organizational Reputation

Corporate Social Responsibility
 

Figure 2. The first alternative. 



The Social Dimension of Service Workers’ Job Satisfaction: The Perspective of Flight Attendants 168 

Table 9. Result of goodness of fit test for the first alternative. 

DV IV Factor loading Standard factor loading CR p 

Job itself 1.000 0.766 - - 

Job environment 1.294 0.906 19.284 0.000 

Organizational characteristic 1.477 0.862 18.486 0.000 

Social dimension 1.097 0.740 15.528 0.000 

Job satisfaction 

χ² = 49.758, df = 2, p = 0.000, RMR = 0.011, GFI = 0.942, AGFI = 0.711, NFI = 0.952, CFI = 0.953 

 

Positive AffectivityJob Satisfaction

Job Itself

Job Environment

Organizational Characteristic

Social Dimension

Occupational Prestige

Organizational Reputation

Corporate Social 
Responsibility

.782

.779

.891

.860

.419

 

Figure 3. Relationship among job satisfaction factors, job satisfaction and positive affectivity. 

 
Table 10. Result of path analysis. 

χ² df GFI AGFI NFI CFI RMR

132.047 13 0.909 0.804 0.912 0.919 0.032

 
new customers as well as retaining existing customers 
[52]. Therefore, the airline companies have tried to im-
prove their service quality through purchasing new air-
planes, upgrading in-flight facilities, cost reduction, and 
improving service quality [53]. In service organizations 
such as airlines, the quality of services delivered by ser-
vice workers directly affects customers’ satisfaction and 
service workers’ affectivity significantly affects their job 
performance [2,54]. In-flight service delivered by flight 
attendants plays an important role in passengers’ satis-
faction and loyalty. Due to the fact that in-flight service 
quality can be influenced by the flight attendants’ affec-
tivity, it is important to investigate the factors affecting 
their job satisfaction and the relationship between job 
satisfaction and their positive affectivity. 

The result of this study shows that job satisfaction 
consists of four factors of job itself (job motivation, job 
characteristic, authority, and responsibility), job envi-  

ronment (working condition, supervision, and coworkers), 
organizational characteristic (wage and employment sta- 
bility, promotion, and organizational policy), and the 
social dimension (occupational prestige, organizational 
reputation, and corporate social responsibility). Whereas 
the previous research focused on the traditional factors of 
job satisfaction such as job itself, job environment, and 
organizational characteristic, this study found that the 
social dimension is also one of the critical factors consti- 
tuting job satisfaction. Further research on the social di- 
mension as a factor of job satisfaction would contribute 
to the development of job satisfaction research in the 
service industry. 

This study also presents that service workers’ job sat-
isfaction significantly influences the positive affectivity. 
This result is consistent with the previous research of 
Barnard (1938) that the willingness of employees to 
spontaneously contribute to the organization is different 
according to individuals and the degree of willingness 
reflects satisfaction or dissatisfaction with the organiza-
tion. Aselage and Eisenberger (2003) also pointed out 
that the employees’ behaviors and attitudes toward the 
organization become different depending on the material 
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and social compensation given by the organization. That 
is, the satisfied service workers with their job would have 
the positive affectivity and willingness to voluntarily 
contribute to their organization, and these efforts would 
lead to improved job performance. 

This study has limitations of external validity because 
the data were collected from only one airline company in 
South Korea. In addition, some of flight attendants might 
not have honestly answered the survey, since the ques- 
tionnaire dealt with some sensitive issues involving the 
company or their managers. However, this study tried to 
minimize the halo effects by ensuring confidentiality of 
individual identity. Second, this study confines the fac-
tors of the social dimension into occupational prestige, 
organizational reputation, and corporate social responsi- 
bility. However, there might exist other variables which 
can better explain the social dimension of flight atten- 
dants. Further research on the social dimension as a fac- 
tor of job satisfaction would provide better insights for 
the understanding of employee affectivity. 
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