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ABSTRACT 

 

Title of Dissertation  A causal model of Passenger Service Quality Factors 

At Suvarnabhumi Airport  

Author   Miss Chomchanai Bunluesintu 

Degree Doctor of Philosophy (Communication Arts and 

Innovation) 

Year    2015 

 

 

This research on a casual model of passenger service quality factors at 

Suvarnabhumi Airport aimed 1) to study integrated marketing communications, 

service quality, passenger satisfaction, and passenger loyalty, 2) to analyze both direct 

and indirect factors of service quality, and 3) to develop a casual model of passenger 

service quality management factors.The hypothesized model was based on the service 

quality, satisfaction, and loyalty. The results will be beneficial to airport management 

for planning and marketing communications. Both quantitative and qualitative 

methods were used. Data were collected during 2014 untill mid 2015. Firstly, in-

depth interviews were conducted with the Director of Public Relations Division, the 

Director of Planning and Statistics Division, the Senior Officer Terminal Service, the 

Senior Officer Building Maintenance, the Executive Officer Suvarnabhumi Airport 

one stop service, the Corporate Communications Officer, and non-participant 

observations were made at Suvarnabhumi Airport. Documents were analyzed from 

newspapers, related news, articles, books, and magazines. Secondly, a survey was 

conducted among 900 samples, selected from Suvarnabhumi Airport passengers. The 

respondents were over 16 years old, both Thais and foreigners, who had visited the 

airport at least once during 2014 untill mid 2015.  

Results showed that the model fitted well with the empirical data (χ
2
/df= 4.98  

CFI = .99; RMR = .03; RMSEA = .06; GFI = 0=.95; NFI = .98; AGFI = .86). Service 

quality had a positive direct effect on passenger satisfaction. Integrated marketing 
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communications had a positive direct effect on passenger satisfaction. Overall 

passenger satisfaction had a positive direct effect on passenger loyalty. The 

respondents perceived marketing communications at medium levels, with high levels 

for service quality, passenger satisfaction, and passenger loyalty. The findings 

indicated that passenger satisfaction and passenger loyalty should be significantly 

established focusing on service quality and integrated marketing communications. 
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CHAPTER 1 

 

INTRODUCTION 

 

The reliability of air travel remains the safest means of transportation in the 

world.  A report issued by the International Air Transport Association: IATA (2014) 

revealed that the number of air travelers in 2014 was 3,300 million, an increaseof 

5.9% compared to 2013, and the largest growth experienced by global aviation in the 

last decade. Most of these passengers were served by new commercial airlines in the 

Asia Pacific region (AFP, 2015). Mastercard Global Destination Cities Index (2014) 

found that Bangkok, Thailand was the top city destination in 2013, followed by 

London, Paris, Singapore, and New York. This has led to an enormous expansion of 

air transportation in Thailand. The World Economic Forum (2013) graded the 

competency of tourism in Thailandand revealed that the country is ranked 9
th

 in the 

Asia Pacific region and 43
rd

 in the world. Furthermore, the passenger increase of 15 

million in 2010 and 26 million in 2013 resulted in income growth from 547,781 

million to 1,171,651 million baht (Tourism Authority of Thailand, 2014). These 

numbers reflect the popularity of Thailand as a tourist destination, andmost of the 

country‟s tourists are from abroad and arrive by plane. Tourism is very important for 

Thailandand has a profound effect onits economy, society and culture, as it generates 

substantial foreign exchange income. Thus, increase in tourists, ornumber of air 

travelers,has a direct impact on internal airport management. If an airport does not 

provide international quality service, this will havea negativeeffect on the tourism 

industry. Tourist‟s first impressions of a country are at the airport; therefore, service 

quality is paramount. For Thailand, theaura of the culture, traditions, and 

characteristicarchitecture starts at the airport, extending from the first day to the last 

day of the trip. If the airport provides good service quality, this will enhance and 

promote the image of Thailand in a positive direction. 
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Every year, Thai airportsare evaluated based on an international ranking scale. 

A higher ranking can boost the popularity of Thailand. The Airport Council 

International (ACI) ranks member airports regarding their air traffic rate, number of 

passengers, and airport service quality. The ACI ranking is accepted as standards of 

reliability. For the numberof arrival/departure passengers in September 2014, ACI 

ranked Suvarnabhumi Airport, the main airport in Thailand and a symbol for Bangkok 

16
th

 with 2,756,300 foreign visitors. Within Asia, Bangkok, Thailand was ranked 5
th

, 

behind Hong Kong, Singapore, South Korea, and Taiwan. 

 

Table 1.1 Numbers of arrival/departure passengers around the world 2014 

 

Rank Airport 
Amount of 

passenger 
Percentage 

1. LONDON, GB (LHR) 6,095,225 1.3 

2. DUBAI, AE (DXB) 5,893,428 10.1 

3. FRANKFURT, DE (FRA) 5,199,030 6.0 

4. AMSTERDAM, NL (AMS) 5,185,505 5.9 

5. HONG KONG, HK (HKG) 5,007,000 5.3 

6. PARIS, FR (CDG) 4,575,661 (10.5) 

7. SINGAPORE, SG (SIN) 4,187,000 (0.4) 

8. INCHEON, KR (ICN) 3,688,603 9.4 

9. ISTANBUL, TR (IST) 3,527,313 13.3 

10. LONDON, GB (LGW) 3,514,469 9.1 

11. ANTALYA, TR (AYT) 3,118,167 3.9 

12. MUNICH, DE (MUC) 2,965,638 6.1 

13. BARCELONA, ES (BCN) 2,836,300 8.1 

14. TAIPEI, TW (TPE) 2,800,774 5.0 

15. MADRID, ES (MAD) 

BANGKOK, TH (BKK) 

2,765,617 9.7 

16. 2,756,300 (13.2) 

17. ROME, IT (FCO) 2,727,221 8.8 

18. KUALA LUMPUR, MY (KUL) 2,673,623 (1.3) 
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Table 1.1 (Continued) 

 

Rank Airport 
Amount of 

passenger 
Percentage 

19. PALMA DE MALLORCA, ES (PMI) 2,600,165 0.7 

20. NEW YORK, US (JFK) 2,446,975 6.1 

 

Source:  Airport Council International, 2015 

 

 The table above does not only present the number of passengers using airport 

serviceat airports around the world but also representsairport management potential of 

countries in the ASEAN region. ASEAN includes 10 countries: Brunei, Cambodia, 

Malaysia, Myanmar, Indonesia, Laos, the Philippines, Vietnam, Singapore, and 

Thailand. Despite the fact that Suvarnabhumi Airport is one of the region‟s busiest 

airports by passenger traffic, a result from having only one passenger terminal and 

two runaways, Thailandenjoys the advantages of location and an abundance of natural 

tourist attractions. However, according to airport ranking, Suvarnabhumi Airport is 

still inferior to Singapore‟s Changi Airport in airport management and service quality 

management strategy. Hence, Changi Airport consistently ranked first or second 

annuallyNow Changi Airport is in the process of building four more passenger 

terminals to support theirgrowing number of passengers. Moreover, this airport is 

continuously improving its service quality by introducing such attractions as its 

Butterfly Garden to impress travelling passengers. It also offers other recreational 

facilities such as a movie theater in all three of its current passenger terminals. It is for 

these reasons that customers are impressed with Changi‟s beyond expected service 

quality.  

If Thailand still doesn‟t begin to improve Suvarnabhumi Airport or its other 

international airports, Malaysia‟s Kuala Lumpur International Airport may overtake 

Suvarnabhumi‟s position. Not only is the government continuously developing this 

airport, but it is also developing convenient links with other transportation systems, 

like rail service, to improve services. When the ASEAN Economic Community is 

fully integrated in the near future, the ASEAN open skies policy will be introduced, 
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which will lead to even more air traffic. Suvarnabhumi airport therefore must be  

expandedto meet the increasingdemands, which means building more terminals and 

runways and improving service quality to respond the growing number of air 

passengers and score a higher rank.  

A Suvarnabhumi Airport flight statistic report by Airport of Thailand Public 

Company Limited (2015) found that the number of flights, passengers, cargo, and 

parcel postfrom 2011-2014 continuously increased until 2013. Then, when Thailand 

faced political issues, many flight were cancelledwhich dramatically reduced 

passenger numbers, cargo and parcel post.Numbers and volume did return to normal 

oncethe situation was resolved.   

 

Table 1.2Flights, Passengers, Cargo and Parcel Post at Suvarnabhumi Airport  

 

Year Flight Passenger Cargos Parcel 

2011 299,558 47,910,904 1,347,533,716 1,770,115 

2012 314,213 53,002,328 1,377,999,119 1,835,606 

2013 297,614 51,363,232 1,278,096,231 1,379,296 

2014 289,568 46,422,889 1,281,753,066 1,081,837 

 

Source:Airport of Thailand Public Company Limited, 2015 

 

The Airports of Thailand Public Company Limited (AOT) manages 

Thailand‟s six international airports and is keen to develop Suvarnabhumi Airport to 

be the hub for air travel and airfreight in Asia. The proactive tourism policy of the 

Tourism Authority of Thailand (TAT) encourages all public services to welcome and 

provide a good experience for passengers using Suvarnabhumi Airport services to 

raise its global ranking. All services are ready to support the increase in passengers, 

including cooperation with Immigration Division 2, which has installed 16 automatic 

passport-checking machines at the airport. 
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Systrom (2012) releasedits list of the top ten most photographed locations on 

its service in 2012 and found that Suvarnabhumi Airport, Thailand was 1
st
followed by 

Siam Paragon shopping mall, which serves asproof that Suvarnabhumi Airport has 

becomeiconic landmark for the Kingdom.  

Suvarnabhumi International Airport is now focusing on improving service 

quality and readiness to provide all passengers with the finest, most comprehensive 

services. The Airports Council International (ACI) provides data for worldwide 

“Airport Service Quality” (ASQ) with a satisfaction survey of 400,000 airport 

passengers and customersthat asks their opinions of airport accessibility, luggage 

check procedure, check-in procedure, signage, airport staff, atmosphere, and 

cleanness four times a year. The overall score determines each airport‟s service 

quality ranking each year. Suvarnabhumi Airport was ranked 6
th 

in Best Airports 

Worldwide (40 million passengers category) in the 2012 ranking among 199 airports. 

First through fifth were Singapore‟s Changi Airport, China's Beijing Capital 

International Airport, Hong Kong International Airport, China's Shanghai Pudong 

International Airport, and China's Guangzhou International Airport. Nevertheless, 

Suvarnabhumi Airport aim to become one of the best five airports worldwide and so 

is working to improve service quality as well as customer satisfaction and impression.  

An airport is considered to be a service enterprise, and thus a key factor to its 

success is service quality, which leads to building customer satisfaction and loyalty. 

The literature and related research reviews show that to achieve the highest customer 

satisfaction and build long-term loyalty, Suvarnabhumi Airport needs to maintain the 

highest service quality. Furthermore, service quality is relatedtopromotion, an 

important component of marketing mix and therefore successful airport service 

quality management. Thus service performance is an integral part of the promotional 

component of marketing communication, which is used to reach target stakeholders 

the same as public relations, advertising and special events. Moreover,as competition 

grows fiercer, focusing on promotion is not enough anymore. Marketing experts and 

strategists have to consider physical evidence as one element to build customer 

satisfaction and loyalty to gain service advantage. Physical evidence is a service scape 

that customers can perceive through atmosphere, designand placement of various 
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components such as signs and symbols. For this reason, it is possible that marketing 

communication also comprises service scape, as this sense of quality has an effect on 

customer satisfaction and loyalty.  

This research about Suvarnabhumi Airport was hampered by limitations of 

data resources. Other researchers, during 2010-2015, examined the impact of noise 

levels and public relations. These are not covered by this study, which is concerned 

about the guidelines for the service quality management with passengers the main 

variable that leads to a world-class ranking. As mentioned above, this research aims to 

study the causal relationship model of factors of service quality for passengers at 

Suvarnabhumi Airport and establish guidelines for managing the development and 

arrangement of the airport in the future. It is hope the results will increase 

understanding of service quality management and assist in planning and marketing 

communications for Suvarnabhumi Airport to improve its efficiency. 

 

1.1 Objectives 

 

1) To study marketing communications, service quality, passenger 

satisfaction, and passenger loyalty at Suvarnabhumi Airport  

2) To analyze direct and indirect factors of service quality   

3) To develop a casual model of passenger service qualitymanagement 

factors. 

 

1.2 Research Questions  

 

1) How does Suvarnabhumi Airport plan its Marketing Communications 

2) What factorshave a direct or indirect effect on service quality,and 

thus influence passenger satisfaction and passenger loyalty. 

3) How can the casual model of passenger service quality management 

assistin improving airport services? 
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1.3 Study Area 

 

 This research studied Thai and foreign passengers at Suvarnabhumi 

Airport who were over 16 years old. The respondents had used the airport at least 

once during 2014 until mid 2015. 

 

1.4 Benefits of the Study 

 

1) The directors of Suvarnabhumi Airport and entrepreneurs can 

improve their management structures and plan ahead for businesses related to the 

airport. The data and results from the research can be applied in planning. 

2) The research will provide new understanding and ideas to promote 

quality management guidelinesand increase customersatisfaction and loyalty. 

3) A causal model of passenger service quality factors at Suvarnabhumi 

Airport will be presented. 

4) The government, private sectors, and organizations concerned with 

marketing communication and service quality management in the application of the 

causal model of passenger service quality factors will benefit from the increase in 

customer satisfaction and loyalty toward the airport.  

 

1.5 Hypotheses  

 

1) Service Quality has a direct effect on Passenger Satisfaction. 

2) Passenger Perceptions of Integrated Marketing Communication 

have a direct effect on Passenger Satisfaction.  

3) Passenger Satisfaction has a direct effect on Passenger Loyalty. 

4.  The Structural Equation Model fit well with the Empirical Data. 
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1.6 Operational Definitions 

Service Qualityis the positive emotional state reached through 

passenger experienceofSuvarnabhumi Airport service, which can be divided into six 

important dimensions: (1) Tangible - Appearance of physical facility, equipment, 

personnel, and written materials. (2) Reliability - ability to perform the promised 

service dependably and accurately. (3) Responsiveness - willingness to help 

customers and provide prompt service.  (4) Assurance - knowledge and courtesy of 

employees and their ability to convey trust and confidence.  (5) Empathy - caring, 

easy access, good/communication, customer understanding, and individualized 

attention given to customers. (6) Servicescape - Ambient conditions, spatial layout, 

and functionality, signs, symbols and artifacts. 

Passengerisaperson who has used Suvarnabhumi Airport services at 

least once during 2013-2014. 

PassengerSatisfaction is the positive emotional state reached through 

passenger experience of overall Suvarnabhumi Airport service quality and perception 

of Suvarnabhumi Airport‟s integrated marketing communications. 

Passenger Loyalty is a passenger‟s feeling that directs their behavior 

towards Suvarnabhumi Airport. Passenger Loyalty can be divided into 4 dimensions:  

(1) Purchase Intension, (2) Price Sensitivity, (3) Word of Mouth, and (4) Complaint 

Behavior.  

Integrated Marketing Communications is the application of 

consisten brand messaging across both traditional and non-traditional marketing 

channels.In this research, it is divided into three components: Public Relations, 

Advertising, and Events. 
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CHAPTER 2 

 

LITERATURE REVIEW  

 

The research on "Model of causal factor regarding quality of service provided 

to passengers at Suvarnabhumi Airport", will attempt to determine guidelines for 

management from experience of passengers in Suvarnabhumi Airport. It will examine 

relevant concepts and theoriesas well as related research, focusing on service business 

and service quality, integrated marketing communication, customer satisfaction and 

brand loyalty to determine a research concept framework and hypotheses. 

 

2.1 Service Business and Service Quality 

 

2.1.1  Definition of Service 

Service Business plays important roles in every country in the world because it 

can contribute to economic prosperity. Service business includes hotels, restaurants, 

cafes, hospitals, and delivery services. Since the 1980s, service business has played an 

important role alongside the production sector in developingcountries as the service 

sectors become much more competitive. Entrepreneurs and businesspersons must seek 

new strategies to keep their organizations abreast with business advancements,which 

include creating memorable experiencesfor their customers. 

There are several scholars who have offered different definitions forservice 

business.For example, service is an action creating value and giving benefits to 

customers. Those actions will be presented at the appropriate time and place and make 

service receivers feel satisfied. Serviceis not tangible and cannot be touched, unlike 

products because ownership of a service cannot be transferred from one person to 

another  
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Payne (1993) said that service was deemed as a product of a service business 

as it covered the product that was prepared to support customers. Customers do not 

want only a product, but they require several things, for example, benefit and value 

obtained from the purchase and use of the Service Business. 

Kotler (2000) said that service is an action or behavior that a person presents 

to another person, and it is usually considered intangible. Service usually does not 

affect ownership the same way as buying an item, but it does affect a product itself 

such as through warranty service. It affects a product if it is defective as it can be 

repaired, but it does not affect ownership. 

Lovelock and Wright (2002) said that the service is an economic activity that 

creates value and gives benefit to consumers at the time and place that are 

appropriate. Consumers will receive benefit from a service or through the use of a 

product. 

 

2.1.2  Specifications of service business 

Siriwan Sereerat (2003) when describing specifications of service business, 

divided it into four aspects, as follows:  

1) Intangible, which means the service is an intangible product. 

Consumers cannot experience it through the 5 senses as they cannot try the product 

before making their purchase decision.  Therefore, customers must use different 

methods to determineservice quality and value. Customers will make contact with 

service providers so they can decide more quickly whether they will buy the service 

or not. 

(1)  Place means the service channel that can demonstrate 

confidence and reliability of services. It is the source for designing flexibility and 

convenience to enable customers easy access to service. 

(2)  People include service officials who must have a good 

image and personality. They must dress appropriately and use properlanguage.They 

are there to solve problems and provide advice to customers to build confidence anda 

good impression. 
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(3)Equipment includes devices used to perform required 

activities. Equipment may feature modern technology that will enhance the 

effectiveness and speed of the serviceto customers. 

(4) Communication Material includes the tools used to 

communicate and create awareness such as advertising in different formatsthat is 

consistent with the nature of service and type of business operation.  

(5)  Symbol includes all symbol that represent the service brand 

so that customers can recognize or identify the service business correctly and 

instantly. 

(6)  Price determines the cost-effective value of the service 

suitable for quality of service customers receive. 

2)Inseparability of production and consumption,which means that a 

service provider will only serve a customer during a specific time because each 

provider has unique characteristics that competitors cannot provide. 

3) Perishability means giving of services with products that cannot be 

stored, due to continual changes. Thus, the service cannot be scheduled, or 

determined, with certainty, for example, hotel rooms.If the booking is early, the room 

price may be cheaper than booking guestrooms at the last minute. 

4) Variability means the service is uncertain and depends on the 

situation.The service provider will have to determine where, when and how to provide 

their service, according what is appropriate.  

 Gronross (2000) compared the characteristics of product and service 

as shown in Table 2.1. 
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Table 2.1  Product and Services 

 

Product Service 

1. Tangible 1. Intangible 

2. Homogeneous 2. Heterogeneous 

3. Production and distribution  

separated from consumption 

3. Production, distribution, and 

consumption simultaneous 

4. Nonperishable, can be kept in stock 4. Perishable, cannot be kept stock 

5. A thing 5. An Activity or process 

6. Core value produced at a factory 
6. Core value produced in provider 

customer interaction 

7. Customer does not normally 

participate in the production process 
7. Customer participates in production 

8.Transfer of ownership 8.Not transfer of ownership 

 

Source:   Gronross, 2000 

 

Lovelock and Wright (2002) described criteria for classification of service 

business as target groups and the nature of services, which they divided into four 

categories, as follows:  

Category 1; services offering what is tangible; the aim is emphasizing the 

People Process, meaning business that gives service with a target that is related to the 

consumer‟s body, for example, aviation, fitness center, beauty salon andrestaurant or 

food shops. Employees will have contact with customers at a high level. This kind of 

service has a high risk in decision making..  

Category 2; services offering what is tangible; the aim is emphasizing 

Possession Processing, which means a business that gives service to tangible things or 

property of the consumers, but not consumers directly such as cargo transport, 

maintenance, product sales, and housekeeping service. These types of services have 

high risk in decision-making and depend on the level of involvement of the services 

with consumers. 
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Category 3; services offering what is tangible, focusing onthe Mental Stimulus 

Process, which means business service with targets relatedto mind, or brain, such as 

advertising,public relations, education, theaters and entertainment. 

Category 4; service offering what is intangible; the service is aimed at 

something intangible such as Information Processing, which means businesses 

providing a service for intangible property of consumers, often face-to-face contact 

with customers such as banking, insurance, and finance. This type of service produces 

resultsthat cannot be seen. 

The development of the design starts from the view that marketers must 

respond to customer satisfaction. However, the services they provide must be 

developed parallelto the development of the organization,which is important in 

determining a business strategy. Previously, the 4P was used to drive products. 

Service also uses these four elements in marketing: Product, Price, Place, and 

Promotion, but now these are not enough to succeed in a service business as a service 

provider will have interaction with service receivers, directly and indirectly. 

Therefore, service business requires three additional P to complement which include: 

People, Process and Physical Evidence that employed by the service business to 

attract different consumers by showing that the service business can respond to 

consumer needs and achieve its marketing objectives. 

Kotler (2000) has explained the concept of the 7P Mix for service business, as 

follows: 

1) Product refers to what was put into the market, or offered, to meet 

consumer needs. This may be tangible or intangible asthe product consists a service, 

place, organization,and/or individual. Product must have utility and value in the eyes 

of customers so that product or goods can be sold. 

2) Price refers to what people pay for a service, which is valued in 

money. The different characteristics of the product and its ability to meet customer 

satisfaction determineproduct value upon which consumers will make their purchase 

decision 
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3) Distribution (Place) means providing products for buyers in the 

correct quantity through channels of movement of products and services from 

organization to target market.. Distribution includesplacement (availability), 

transportation, warehouse and inventory. 

4) Promotion refers marketing communication to promote products, 

services and ideas as well as individuals to persuade, or influence the targets‟ feelings, 

beliefs and buying behavior as well as communication information between sellers 

and buyers to establish attitudes and influence buying behavior. Communications may 

use employees to communicate with and sell directly toconsumers or other Integrated 

Marketing Communication (IMC) tactics consideredappropriate for customers, 

products, and services. 

5) People are an important component in the production of and 

providing services. Currently,as the markets become more competitive, personnel 

serve as an important factor in differentiating a business, by adding value to their 

products, which results in a competitive advantage. Service quality requires the staff 

selection, training, and motivation to achieve customer satisfaction. Therefore, 

employees must have knowledge and expertise in their work areas as well asa good 

personality and good appearance. These build credibility. Good human relations will 

create a positive impression for customers and this will be reciprocated in the way the 

customers treat their service provider. Personnel must respond and try to solve 

customers‟ problems. Their initiative will create value for their organization. 

6) Process is another step in delivering impressive, quality service to 

customers quickly. They will judge the providerbased on Complexity and Divergence. 

Complexity considersthe steps,suitability, and continuity of the work process, for 

example, convenience and speed in purchasing an insurance policy. Diversity 

considers independence and flexibility, for example, how easy it is to change the steps 

or sequence of work to make the process quicker. 

7) Physical Evidence means image or things consumers can easily 

notice. Overall quality creates value for customers who use the service when itcomes 

to convenience, speed, and image of the service provider, including the structure and 

environment, design,décor, division of service space, type and placement of 

equipment, cleanliness and hygiene., 
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Figure 2.1  7P Marketing Mix 

 

 2.1.3  Servicescapes 

 Bitner (1992) proposed “The Servicescape Theory”, which is an important 

framework or concept to analyze the influence of physical evidence on people‟s 

behavior. The main components of this theory can be divided into three sections, as 

follows: 

1)  Physical Environmental Dimensions are divided into three sub-

themes below: 

(1)  Ambient ConditionsThe atmosphere of a service venue refers 

to the general and fundamental nature of the environment of the service facilities, 

including air quality, lighting, sound, music, smell, and temperature. Generally, 

atmospheric conditions of the facility will have an impact on a person's five 

senses.Past research found that at service sites that play music, customers feel that 

they take less time to shop and wait in a queue. In some cases, they actually spend 

more time and money to buy goods.Another research report found that pleasant scents 

attract customers into the store and encourage customers to spend a longer time in the 

store. Color can affect the mood and feeling of individuals as well. Generally it was 

found that warm colors such as red, yellow and orange help make customers feel 

more comfortable andless formal. Lighter and bright colors help make a room feel 

more spacious 

(2)  Space / FunctionThe arrangement of Space and Function 

refers to the placement of equipment, machines, and decoration, along with the items‟, 

size, shape and arrangement., The more pleasing and appropriate will make customers  
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feel that the quality of the service is better. This is particularly true when customers 

have to serve themselves such as by using an automatic teller machine (ATM) 

  (3)  Signs, Symbols and ArtifactsSigns, symbols and other 

artifacts such as uniforms and employees‟ dress play an important function as 

communication tools directly and indirectly as it contributes to first impressions, can 

differentiate services as well as help communicate new services.  

 2) Internal Responses comprise both customers and company 

employees of receiving recognition and responding to the physical, holistic 

environment of the facility, which is called Perceived Servicescape.Typically there 

are three types of response: Cognitive, Emotional and Physiological.  

 (1)  Cognitive Response refers to how the physical environment 

affects the beliefs or attitudes of individuals towards the place, people and products 

found in the venue. Research found that in a law firm, the condition of furnishings 

and office equipment and the manner of dress would affect the trust of clients whether 

the lawyer was professionally successful or not. Another study found that in a travel 

agency, a neat, professional environment, wouldcause customers to have a better 

impression and thus attitude compared to an office that doesn‟t present this image.  

  (2) Emotional Response studies by environmental 

psychologists found that the physical environment of the place, whether it is natural or 

man-made, has a direct impact on the emotions and feelings of all people. One study 

found that the sounds and smells often found in dental clinics contributed to a sense of 

fear and anxiety. Another study found that the color blue makes people feel calm. Any 

physical environment has an effect on people‟s emotions in two important 

dimensions, sense of "satisfactory or unsatisfactory" and feeling "awake (alert) or 

“drowsy (lethargic)" which will affect four different and important emotions:  

"excited” (satisfactory and alert)"relaxed" (satisfactory and lethargic) "disturbed" 

(unsatisfactory and awake) "depressed" (unsatisfactory and lethargic)  

 (3) Physiological Response to the physical environment of 

service facilities affects the human body as well, for example, bad air inside a 

building may cause a personto faint; similarly bright light and loud sound can 

causephysical discomfort. 
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 3)BehaviorResearch byenvironmental psychologists has found that 

people‟sbehaviorcan be the result of the effects of a physical environment. The 

behavior can be classified as , "Approach" or "Avoidance". 

 (1) Approach means positive behavior that makes people want 

to live or work in a place longer or perform activities in such places until they 

arecompleted or return to the place again. 

  (2) Avoidance refers to negative behaviors that are contrary to 

such approach environmentalbehavior. It causes individualsto not want to spend time 

in a place or work there or return again. Not only will the physical environment of the 

facility have an impact on the behavior of individuals as mentioned above, but the 

physical environment will also affect social interactions, for example, the arrangement 

of chairs close to each other on a cruise shipcan result in passengers sitting next to 

each otherconversing.  

 

 2.1.4  Customer perceptionof service quality  

Ziethaml, Parasuraman and Berry (1990) developed a means to measure 

service quality called SERVQUAL. They started by considering the factors that 

influence service quality evaluation by customers and recognized 10 factors that 

customers use as criteria to judge the quality of service, as follows:  

1) Tangibles are the appearance of various facilities, equipment, staff 

and communication materials for a business to communicate with customers 

frequently (High-Contact Service). 

2) Reliability is the ability to provide accurate and timely service as 

promised to customers.  

3) Responsiveness is the ability to handle the demands of customers 

immediately.  

4) Competence is what customers receive from the services of skilled 

and knowledgeable employees. 

5) Courtesy is politeness, respect, caring, and friendly manner that staff 

offer customers. 

6) Credibility is the ability to build trustworthiness, reliability and 

honesty, which affect the reputation of the service provider. 
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7) Security is free from the risk of danger and distrust. 

8) Access is the ability to reach customers  

9) Communication is to provide information to customers continuously 

using appropriate methods. 

10) Understanding is the ability to understand the requirements of 

customers, especially specific requests.  

None of these 10 factors can be separated from the others. Together thy can be 

to evaluate service for a wide range of businesses. Later, Parasuraman et al. designed 

97 questions to evaluate the 10 factors that they tested with a sample group of 200 

persons to develop an appropriate questionnaire to measureservice quality. At the end 

of this study they had cut the number of questions to just 22 , which form five criteria 

for measuring service quality, as follows:  

 1) Reliability is to keep promises. Good experience will occur when a 

customer receives the correct response according to quantity, quality, and time. 

Customers will not do business with a company that is reluctant, does not take 

responsibility nor keep their word.  Therefore, a promise and performing according to 

a promise  are tools to ensure a  good experience for customers. 

 2) Responsiveness can mean eagerness to deal with a customer‟s 

questions, complaints, and problems. Good response is measured according to the 

time a customer has to wait to be served. The response will also be considered good 

when the business has the same view as the customer. A business should not push its 

own view. The speed of a response depends on a customer‟s impression only, not 

from the standpoint of the business. A business must understand their customers‟ 

needs and measure and calibrate (Benchmark) their response and the response of 

competitors to determine whether their response is better or worse than their 

competitors. 

 3) Assurance will create a satisfying experience for customers. It will 

make them feel at ease to do business in the future, particularly in certain at-risk 

activities such as banks, medical services, legal services and insurance. Credibility is 

based on two criteria, Competence and Character. Competence concerns how well 

employees provide service, their knowledge and ability to communicate and guide 

customers, which means they need to learn customer requirements thoroughly.A 
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company‟s capability and expertisewill be gainedfrom experience, awards, 

certification from professional institutes, or membership in organizations that have 

been recognized in the industry. These will all build trust in the eyes of customers. In 

addition to their capabilities, personnel must also be able to interact with customers to 

bring them peace of mind, which means presenting a proper impression through their 

actions, speech,  dress and behavior. 

 4) Empathy means understanding a customer's needs.  Customers want 

to be treated as if they are very important persons and will be satisfied if they have 

beenwell taken care of. Small business that know the names of every customer, their 

likes or dislikes will be better able to develop long-term relationships. 

 5) Tangibles affectcustomer experience. This includes cleanliness and 

tidiness of the place, furnishings, tools and equipment, staff and facilities, and 

communication materials, for example, signage, lighting, sound, color, furnishings 

and smell, or in summary, the five senses.  

The questionnaire employs a seven-point scale and is divided into two parts: 

customers‟ expectation, consisting of 22 questions and customer recognition 

consisting of 22 questions. If the value of recognition of service quality is higher than 

the value of expectation, this shows the service is quality (Zeithaml, et al., 1996) 

 

 2.1.5  Benefit to receive from good quality service 

 1) To build customer satisfaction and loyalty,quality service results in 

customer satisfaction and a desire to return to service later, which build loyalty. In 

addition, the good service also helps reduce errors in service. As a result, customers 

will feel less dissatisfaction (Oliver, 1994; Naumann & Giel, 1995; Cronin & Taylor, 

1992; Gronroos, 2000; Newman, Cowling & Leigh, 1998; Zenthaml, Parasuraman & 

Berry, 1990; Lee,Lee& Yoo, 2000) . 

 2)To build a good image for a business, Zairi (2000) found that service 

quality helps customers appreciate the business, and they will convey this to others, 

which then further contributes to the business‟ positive image.  

 3)A decision to use a service can have a dramatic effect on the quality 

of service. Customers consider the value and cost effectiveness of the service when 
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making their purchase decision where value is determined by service quality  

(Lim &Tang, 2000; Yousself, Nel & Bovaird, 1996).  

 4) A replacement strategy for marketing mix, which comprises 

product, price, distribution channel, marketing promotion, will not be permanent.At 

times, it may be copied by competitors, for example, those with a similar product or 

services, like  credit cards or hospitals. What will differentiate these services is the 

quality of service that customers receive, which arises from the employees who 

deliver the service(Wong & Perry, 1996; Coskun And Frohlich, 1992; Lockwood, 

1995; Levesque & McDougall, 1996; Lim &Tang, 2000; Sargeant & Asif, 2000). 

In conclusion, good quality service is the foundation of customer satisfaction 

and loyalty. It also creates a business advantage, so businesses should pay attention at 

all touch points between employees (providers) and clients (clients). Staff should try 

to satisfy customers and create a positive customer experiences under the five 

dimensions of service quality as mentioned above, through all customer touch points,  

to create the best experience for customers, which will maintain their loyalty. 

 

2.2 Integrated Marketing Communication 

 

Integrated marketing communication,or IMC, is an approach that has been 

widely used becauseit is extremely efficient in the use of various communication and 

media channels. The priority is to inform the target audience, or consumer,as to what 

the senders want to communicate. Various scholars define marketing communication 

as follows: 

The American Association of Advertising Agencies (as cited in Kotler, 2008) 

said that integrated marketing is the concept of marketing communications planning 

that takes into account the value of the plan by assessing the proactive role of 

marketing communications when used together in various ways, including 

advertising, direct marketing and promotional public relations, to create a clear line of 

communication and consistent informationthat will have an impact.Shimp(2003) 

defined Integrated Marketing Communication as the process of developing and 
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implementing various forms of communications applications according to the target 

and objective to establish a direct impact on consumer behavior. 

Schultz (1998) had a different definition. He suggested that the 

communication would have an impact on media receivers and stakeholders who 

include: consumers, manufacturers and service providers. 

 

 2.2.1  Factors that make Integrated Marketing Communication popular 

Shimp (2000) describes five factors that affect the popularity of IMC, as 

follows:  

1) Trust in the media. It is reduceddue to the current media, i.e. radio, 

television, newspapers andmagazines charging very high prices based on market 

mechanisms. At the same time, their effectiveness in reaching target audiences and 

attracting their attention has decreased, partially because of increasing Media Clutter 

ascompetition increases among manufacturers and service providers. 

2)Client companiesrequiring more effective Return on Investment 

(RoI)Presently, advertising companies are modifying their servicescomprise 

integrated marketing communications components: public relations, direct marketing, 

promotion, personal selling and interactive activities. 

3) Technological advances.These include more comprehensive 

customer databases and the Internet, particularly social media. 

4)Growing power of retailers.This hasmade quick responsesto 

consumer demands more important, whether it is a beautiful store-front design, media 

placement, point of sale communication and other marketing activities that retailers 

use to motivate consumers to buy more goods. 

5)Evolving advertising agency company organizations. While some 

companies are combining services to offer one-stop shopping, others are doing the 

same thing, but by splitting their companies up into smaller, specialized entities that 

can appear independent while the integrate services and campaigns. 

 

2.2.2  Important Integrated Marketing Communication tools 

Lovelock and Wright (2002) said there are several types of marketing 

communication tools to choose from to find the most appropriate to meet business 
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objectives. These fall under the classifications ofpersonal selling, advertising, public 

relations, promotion, interactive media and corporate identity such as a logo, colors, 

location designs and uniforms. 

Nathakrit Wantamail (2012) said that IMCcomprises bringing several forms of 

communication together to create maximum impact on the target consumer. There are 

five importantcommunication formats, including advertising, public relations, 

promotion, direct marketing and personal selling, as shown in Figure 2.2. 

 

 

 

 

 

 

 

 

 

 

Figure 2.2 Important IMC tools 

Source: Nathakrit Wantamail,2012. 

 

2.2.3  Advertising 

The American Marketing Association(as cited in Kotler, 2012) has provided a 

definition for advertisement, saying it is a form of offer. Payment must be made in 

person or through the media. It is to promote the dissemination of opinions and 

information on products or services.  

Gardener and Trivedi (1998) said that advertising has the ability to reach a 

large number of consumers effectively.  They create brand familiarity among 

consumers by building awareness, communicating core benefits, promoting trial and 

supportinga purchase decision.  

Schultz and Schultz (2004) compared advertisingto a form of Brand Contact 

between manufacturers and consumers, which can be exploited in four ways:  

Marketing Communications Tools 

Advertising Direct Marketing Sales Promotions 

Personal Selling Public Relations 



24 
 

  

1)Differentiation. Advertising can be used differentiate products and 

services quickly. It can reach large numbers of consumers and make them aware of 

the advantages of a product or service in a very short time. 

2)Brand Positioning. Advertising can be used to effectively communicate 

the preeminence of brand. 

3)Impact. Advertising can make agreat impression on consumers  

as well. 

4)Remind. Advertising can be used to stimulate consumer recall and 

keep the brand, product or service at top of mind of consumers. 

Shimp (2000) has said that advertising is an important communication tool 

that can contribute to a business‟ success for the following reasons: 

1)Informing. Advertising provides information about the brand so that 

consumers will know and have knowledge about the brand. It also helps to increase 

the sales of the brand‟s products and and services. 

2)Persuading. Advertising can convince consumers to make purchases 

3)Reminding. Advertising reminds consumers of a brand‟s name and 

its attributes. 

4)Adding Value.Advertising can help make goods appear to benew, 

modern andof high quality. This can lead to an increase in market shareand, thus 

profits for a business. 

5)Assisting other company efforts. Advertising can be combined with 

other marketing communications tools that can add to the effectiveness of each other. 

 

2.2.4  Public Relations 

Fill (1999) has said that public relations is intended to create a good image for 

an organization, publicize its reputation and reflect the personality and credibility of 

the organization,  rather than focus on product sales. 

Shimp (2000) defined public relationsas the element of marketing 

communications that promotes good understanding and relations between the 

company and stakeholders, including consumers, employees, distributors, 

shareholders, government agencies, the general public, laborers and social 

movements. 
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Kotler (2000) defines public relations as a plan set up to promote and protect a 

company's image, organization and products. 

 

2.2.5  Sales Promotion 

Gronroos (2000) said that salespromotion as a marketing activity adds value to 

a product or service for a limited time. Itcan have a direct effect on the motivation of 

consumers to make the purchase decision immediately.  

Kotler (2012) explained that sales promotion is a tool designed to persuade, or 

stimulate buying of goods and service within a short period or in large quantities. 

Belch andBelch (2004) said that promotion symbolized an important tool in 

the integrated marketing communications mix due to several factors: 

1)There is a change of power from manufacturers to retailers, creating 

communication that encourages consumersto respond quickly. 

2)Today's consumers are less loyal to a brand. 

3)Consumer respond to sales promotional programs better. 

4)New brands are continually entering the market. 

5)Sales promotion can generate short-term profits. 

6)Market segmentationscan be more defined. 

7)Proposals to promote new forms of sales are more prevalent. 

 

2.2.6  Types of promotion 

Shimp (2000) divided promotion into three categories:  

1) Consumer - Oriented Promotion. Sales promotion emphasizes the 

consumer. It is important because it is used to convince consumers to buy the 

products directly. Also called Pull Strategy, is used to draw consumers intostores to 

make purchases. There are many techniques, including distribution of product 

samples, coupons, sweepstakes and contests, discounts, special packaging, added 

guarantees, rebates and special events.  

2) Trade - Oriented Promotion.This form of promotion is also called a 

Push Strategy.It attempts to push stores to increase, increase their sales. Itencourages 

merchants to place special orders or displays, by proposing a return to the sellers such 
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as discounted products, premiums, competitive sales, Shop Front displays, sales 

promotion devices and rewards for meeting sales quotas. 

3) Sales - Forced Promotion.The aim is to give special rewards to sales 

staff so they will promote specific products or services. There are several techniques, 

for example, special rewards, sales competitions, sales equipment support, sales 

conferences and training. 

 

2.2.7  Direct Marketing  

Kotler (2012) said that direct marketing meant marketing operations 

thatencourage movement of goods and services from manufacturer to consumers 

without intermediaries.  

Belch and Belch (2004) explained that direct marketing includes activities that 

a seller performsresulting in exchange of goods and service with the buyer. The seller 

aims at a target group passing mass media, and instead uses letters andtelemarketing 

to achieve a response from the consumer immediately, whether they are new or 

regular customers.  

The Direct Marketing Association (as cited in Kotler, 2012) explained that 

direct marketing is a marketing system that can respond after using one or more 

advertising media to aim at creating an immediate consumer response, which can be 

measured through sales volume.  

Roberts and Berger (1989)listed important elements of direct marketing, as 

follows:  

 1)  Interactive direct marketing through effective two-way 

communication. 

 2)  Response direct marketing in which consumers are encouraged to 

immediately respond to a message. 

 3)  Location direct marketing that occurson site. 

 4)  Quantifiable direct marketing  measurement.    

 

2.2.8  Personal Selling  

Shimp (2000) said that selling by salespersons is a form of two-way 

communication betweena salesperson and consumers. What is important isthat 
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communication should have a direct impact on the consumer‟s decision-making 

process on whether or not to buy the product or service .  

Pickton and Broderick (2005) explained that personal selling is direct 

communication between salespersons who function as the product owner‟ssource for 

communicating information to consumersto persuade, or influence, their decision 

making.  

Kotler (2012) defined personal selling an action in which the seller makes 

contact with one or more buyers with purpose of proposing selling goods or 

servicesas well as answering questions push the purchase process through to 

completion.  

 

2.2.9  Selling process      

Kotler (2012) described the selling process from start to finish, which includes 

seven stages:  

1) Qualification. In this first step, salespersons shall search for 

prospective customers and consider their qualificationsas to whether or not they fit the 

specified target group.  

2) Pre-approach. When a salesperson obtains a name list of 

prospective customers, they can prepare themself to approach these prospective 

customers to propose the sale of goods or services. The salesperson should study the 

customers‟ qualifications and determine the meeting objectives, venues and methods 

they will employ to promote their sale.  

3) Approach. In the initial approach, it is important to create  a good 

first impression. Salespersons should be polite, use, good language, listen well and 

dress appropriately. 

4) Presentation. In this step, salespersons will present information and 

the manufacturer‟s message about their goods or service to prospective customers. It 

is important to usethe right manner and persuasive techniquesthat will motivate the 

customer to make the purchase. The salesperson may need different presentation tools 

to make the presentation more attractive and convincing.  

5) Overcoming objections. Often, when making a presentation to 

promote the sales of goods or services, salespersons will encounter some objections 
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from the customers. When this occurs, the salesperson should not show resistance or 

dissatisfaction. They should try to provide further details and reasons toremove the 

objections and encourage their sale. 

6) Closing. Once objections are answered, a salesperson should try to 

close the sale in one of several ways, for example,asking directly if the customer now 

wants to make the purchase, summarizing issues of the sales proposal, asking about a 

need for specific product models, colors or servicesand, finally pointing out whythe 

customer should make the purchase at this time. 

7) Post-sale follow-up. This last step is when the salesperson will 

follow-up  post sale, ask about the customer‟s satisfaction towards the products by 

showingsincere concern. Thus, the sale is not the end of the process.The relationship 

between the seller and buyer must be continued to develop loyalty and repurchase 

behavior. 

 

2.3 Customer satisfaction 

 

 Customer‟s satisfaction generally comprises two areas of study:job satisfaction 

and service satisfaction. This research only focuses on service satisfaction. 

Satisfaction has been defined in a number of ways: 

  

 2.3.1  Definition of satisfaction  

Wolman (1973) felt that satisfaction means to feel happy once a task has been 

accomplished, requirements have been fulfilled or incentives rewarded.  

Many scholars have also offered different views on the nature of satisfaction, 

as follows: 

Vroom (1964) gave the opinion that everyone has needs and expectations, and 

satisfaction is achieved byusing methods to satisfy needs or expectations.  

Tiffin and McCormick (1965) said that satisfaction is the motivation of 

humansto meet basic needs and is associated closely with achievement as well as 

avoidanceof things that are not needed. 
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Shelly (1975) concluded that satisfaction can be experienced as either a 

positive or and negative feeling. Satisfaction will come when there is a positive rather 

than negative feeling and is the result of resources and stimuli Thus, satisfaction 

analysis is the study of what resources, or incentives,produce satisfaction and 

happiness.  

Purachai Piamsomboon (1988) said that satisfaction is an attitude that must 

pass through an individual‟s process of perception and interpretation that leads to 

evaluation determined by what they likes or does not like, wants or does not want, is 

satisfying or not satisfying. 

Hill and Alexander (1997) said that customer satisfaction is when an 

individualrecognizes that goods or services complyor exceed with their expectations.  

Kotler (2008) said that customer satisfaction is determined bythe individual 

comparing the product‟s or service‟s features or performance with their expectations. 

Quality service is service that meets the customer‟s needs. It is the ability to 

meet a customer‟s treatment requirements, and satisfaction is determined after the 

servicehas been provided. 

Quality is the most important criteria to differentiate serviceproviders. If more 

than one provider meets customer expectations, it will be service quality that will 

determine which achieves the higher customer satisfaction (Terry, 1998). 

 

2.3.2  Customer expectations 

Satisfaction means feeling that each person expresses joy from use of products 

or consumption of goods when the value or benefit received is equal or exceeds 

expectations. On the other hand, if the result of using the product or service is below 

expectation, that person will feel dissatisfied.  

Customer expectation is determined by several factors, including past 

experience, recommendations of friends, family and other sources and even the 

promised made by the provider.. Some organizations have created high expectation 

for customers. This can cause disappointment. On the other hand, if the business sets 

anexpectation low, it cannot generate customer interest to purchase the provider‟s 

goods or services (Gunthalee Ruenrom, 2004). 
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Expectation is the belief customers have in a service. This will determinethe 

quality standard or measurement they will apply to any business. If customers believe 

they will receive a certain level of service and their expectations are fulfilledthey will 

feelsatisfied. If they receive service beyond their expectation, this will impress them 

more, and It will be even harder to forget. On the other hand, if the service was below 

expectations, they customer will feel a disappointment and thus, dissatisfaction 

(Withaya Danthamrongkul& Pipop Udorn, 2004). 

Christopher, Payne and Ballantyne (1994) discussed howcustomer 

expectationsmust always be considered in developing marketing 

communications.Salespersons and service staff must then also pay attention to 

managing customer relations,and this contributes to meeting expectations and thus 

developing loyally. 

1) When customers require service, they expect to their requests to be 

satisfiedby the service provider. 

2) When a customer needs a product or service, they will always 

expect to have access to or receive enough information so they feel they can make a 

well-informed purchase decision. 

3) When customers contact employees providing a service, even if it is 

not the same person, customers expect to receive the same level of service.  

4) Customers often expect friendly service, not just business 

transaction. 

5) When customer faces with problems, the customer expects that past 

relationship with the company will help so that the company can solve problems for 

him/her. 

6) Customers who are loyal to the brand or service always expect to 

have good relationships with the company more than customers who are not loyal to 

such goods or services. 

For a hotel, before customers check in, they slready have expectations, which 

vary according information gained through marketing communication channels, 

including word of mouth . Zeithaml, et al. (1996) dividedcustomer expectation into 

two types:  
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1) Expected service. The expectations meet expected standards and the 

service is satisfactory. 

2)  Better service than expected. New expectatons can be set for future 

experiences. 

 

2.3.3  Expectation Model 

A modeling of customer expectations has been developed by Zeithaml, 

Parasuraman and Berry (as cited in Somwong Pongstaporn, 2003) who say that the 

expectations of each customer are different on two levels based on three elements: 

1)Desired Service. The expectation that customers expect to receive is 

what a customer wants and believes is possible . 

2)Adequate Service. Expectations or services at a lower level than 

expected. 

3)Acceptable Service. This falls between desired and adequate. 

 

2.3.4  Relationship between customer expectations and satisfaction  

Berkman, Lindquist and Sirgy (1996) said that when customers make a 

purchase or use goods, the results will be compared with tjeir expectations.Marketers 

need to know what to do to provide products or services that satisfy their customers‟ 

expectations that can be classified into three types:  

1) Conformation; goods or servicesthat meet expectations, which leads 

to satisfaction.  

2) Positive Disconformation; productsthat go beyond expectations and, 

thus, provide the user with a high level of satisfaction. 

3) Negative Disconformation; product is less effective than expected, 

causing dissatisfaction. 

 

2.3.5  Relationship between effectiveness and customer satisfaction 

Berkman et. al. (1996) discussed the relationship between effectiveness and 

customer satisfaction, which they divided into two categories:  
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1) Object Performance; This is dependent on the effectiveness that can 

satisfy expectations; for example,when considering a clock, it should be accurate and 

easy to read. 

2) Affective Performance; This is dependent on the mood of the 

service provider and receiver; for example, at a live concert whether the artist is in the 

mood to perform and whether the receiver is ready to watch and listen.  

When marketers understand the expectations of customers and the 

effectiveness of their product, they will be able to satisfy the customer or reduce the 

chance of dissatisfaction by closing the gap between expectations and performance 

that must, at least, satisfy customer needs. The presentation also affectsa customer's 

expectations. Product information and marketing communications must clearly 

conveyproduct use and benefits. 

 

2.3.6  Customer Satisfaction 

Satisfaction is an important concept for business organizations because it can 

help maintain customer loyalty, reducemarketing expenses and thus increase company 

profits. 

Gerson (1994) said that customer satisfaction means that the product or 

service can meet the expectations of customers and thus achieve satisfaction so when 

it is time to make a new purchase, the customer was repurchase the brand, and they 

will also tell others about their satisfaction. . 

Gunthalee Ruenrom (2004) explained that customer satisfaction is due to the 

recognition of qualifications or benefit of goods or services received, compared with 

the expectations of customers. 

Kotler (2008) said that customer satisfaction is the result of a comparison 

between product benefits, or function, with the customer's expectations. 

 

2.3.7 Factors that affect customer satisfaction 

 Gunthalee Ruenrom (2004) proposed the American Customer Satisfaction 

Index (ACSI) which was published in an annual report in 1996. It includedthe 

following factors that sffect customer satisfaction:  
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  1) Knowing the target customer, which means learning and 

understanding customer requirements by first identifying who they are, their needs 

and expectations. 

  2) Emphasizing internal marketing, which means management 

assigning staffto learn and understand their target, emphasizing in the importance 

their roles to enhance customer satisfaction through training programs and 

seminarsfor personnel to develop right attitudes, or service mindedness. 

  3) Total Quality Management: TQM to perform the company‟s 

mission and ensure customers are satisfied. 

 

2.3.8 Customer satisfaction measurement 

 Gerson (1994)mentioned seven basic reasons to evaluate customersatisfaction: 

1) To learn consumer perceptions because each customer is different; 

therefore, their perceptions are different even in the same situation. Thus, the most 

suitable quality or satisfaction evaluation should be performed from the perception of 

each customer. 

2) To determine consumer needs, wants, requirements and 

expectations.Customer satisfaction evaluation does not just look atcustomers‟ 

feelingsabout the goods or service received but also need to summarizetheir current 

and future requirements. 

3) To determine the gap between customer and service provider in 

order to reduce it. This compares the pereeption the company tries to communicate 

and the sutomer‟s real perception.  

4) To determine what is expected in order to improve service quality 

and consumer satisfaction.Is the required standard of service based on customer 

satisfaction and requirements? Does the company‟s communication inform staff 

customersabout the goods‟ or services‟ standards? 

5) To determine profit margins. Improved performance and thus 

product qualityshould lead to increased profits, but a business section might believe 

that quality development, while it results in higher customer satisfaction, it may cost 

too much money. 
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6) To determine what should be the next step.This may be the most 

important factor because after we know the gap between the customer and service 

provider, decisions must be made to to close the gap based on requirements, 

expectations and satisfaction. This data collection is required to determine future 

guidelines. 

7) To apply the process of continuous improvement.A business 

should be developed continuously because if service quality is not advanced, the 

customer may change to use the service of a competitor.  

 

 Berkman et al. (1996) said the indicatorsfor customer satisfaction are 

complicated to measure because: 

  1)  Satisfaction can have a different meaning for each customer, that is 

one customer may satisfied while another is not with the same level of performance 

depending on each customer‟s experiences.or vice versa over tine because a product 

or service evaluation takes time. 

  2)  Satisfaction may change due to changing customer requiremenst, 

for example a favorite item after a time may not be favored due to change in taste, 

lifestyle or needs. 

Mowen andMinor (1998) mentioned customer satisfaction should be 

determined using the  Likert scale scale to evaluate product or service factors.  

Peterson andWilson (1992 as cited in Mowen and Minor, 1998) studied 

negative statements to measure satisfaction by letting customers record their opinion 

level by agreeing or not agreeing with the sentence such as “I‟m not satisfied with the 

product.”  

 

2.3.9 Satisfaction evaluation process 

Boone and Kurtz (1998) described the satisfaction evaluation process asa 

study a firm or entrepreneur must always emphasize. This is because a company 

needs to be able to make adjustsments to satisfy their customersas customer 

satisfaction can change over the time because of both internal and external factors. 

Satisfaction evaluation is a crucial in process that involves tracking and work 

evaluation. It can be divided into the following 3 steps; 
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1)  Understanding consumer needs.This is the first step to achieving 

the highest satisfaction levels. To evaluate customer satisfaction, a company needs to 

realize the difference of quality between expected quality and real quality of 

theirproduct or service. Understanding customer requirements and expectation can 

result in high customer satisfaction. 

2)  Obtaining consumer feedback.This data collection from customers 

is the second step of the process and can be measuredtwo ways: 

(1)Reactive method such as providing a telephone number 

where customerscan complain or leave comments. 

(2)Direct contact with customer to attain their cooperation in 

service evaluation such as visiting a customer at their home, calling to ask for 

comments about their satisfaction or sending a questionnaire for the customer to 

complete. 

3)  Ongoing Measurement. is the last step after the firm understands 

customer requirements and their level of satsfactionfor the service. The firm should 

measure customer satisfaction icontinually to perceive changesin customer attitude 

and requirements. It can then plan accordingly to meet the new customer 

requirements.The satisfaction evaluation process is clearly shown in Diagram 2.3. 

 

 

 

 

 

 

 

 

 

 

Figure 2.3 Three steps to measure consumer satisfaction 

Source:Boone and Kurtz, 1998 
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 Oliver (1994) purposed a process to measure satisfaction called the 

Expectancy dDsconfirmation Model, considered the most acceptable scale to measure 

satisfaction. It examines the relationship between confirmation and expectation in 

based on three case types: 

   1) Confirmation – This is when a product or service responds to a 

customer‟s requirements at their levelat their level of expectation, for example when a 

customer orders food and it is delivered on time. 

   2)  Positive disconfirmation – This is when a product or service 

responds to a customer‟s requirements beyond their expectation, so they will feel 

highly satisfied, for example, when the ordered food is delivered before the expected 

time.  

   3)  Negative disconfirmation – This is when a product or service 

responds to a customer‟s requirementsbelow their expectation, so they feel 

dissatisfied, for example, whenthe ordered food is delivered late.  

The American Customer Satisfaction Index,or ACSI,was developed in 1994 as 

a micro level index to analyze the quality of foreign products and servicse sold sell in 

the US. The ASCI plays a crucial role in US economics as customer satisfaction will 

affect future business trendsas it determineslevels of a county‟scompetitiveness. 

Finally, the ASCI also helpsbusinesses measure customer brand loyalty, determine 

weak pointsthat cause dissatisfaction and compare quality standards between 

domestic and foreign imported products and services 

The calculation of a national satisfaction index based on the Multi-equation 

Econometric Model comprises  three main components: customer expectations, 

perceived quality and perceived value, to determine the factors that determine 

customer satisfaction.      

If customer satisfaction is positive, it will result in customer loyalty,but if it is 

negative, the result will be dissastisfation andcustomer complaints as shown  

in figure 2.4. 
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Figure 2.4 ACSI Model 

Source: The American Customer Satisfaction Index (as cited in Angelova  

  and Zekiri, 2011) 

 

Customer expectations usually occur from experience using a product or 

service as well as information gained through advertising and promotion.Perceived 

qualitycan be evaluated using three important questions that ask about quality, 

reliability/durability and meeting customer requirements. Arnould, Prince and 

Zinkhan (2002) stated that perceived quality is an important customer satisfaction 

factor as quality leads to satisfaction and intention to buy. They also felt that most 

firms face the same issues that are doubt in the criteria customers use to decide 

perceived quality.  They then develop and classify factors customers will use in their 

decision making, including features, performance, reliability, conformance, durability, 

serviceability, aesthetics and perceived quality, which together formthe SERVQUAL 

scale. 

Perceived value can be evaluated by asking two things: Is the customer 

satisfied with the current price and quality?This is the important question for when a 

customer first buysa product or service. The model will define perceived value effects 

on customer satisfaction directly through repeated purchase.Customer complaints can 

be measured from the ratio of informants of a questionnaire that contains questions on 

complaints or dissatisfaction with a product or service.Customer loyalty can be 

validated through repeat purchasing of a product or service.To evaluatesatisfaction 

and loyalty in a business,Zeithaml, Gremler and Bitner (2013) developed a guideline 

of customer service perception and satisfaction as shown in figure 2.5 
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Figure 2.5 Guideline of customer service perception and satisfaction 

Source:  Zeithamal et al., 2013 

 

 Figure 2.5presents the various factors that lead to customer satisfaction, 

including product quality, price, situational factors, personal factorsand service 

quality, that can be divided into fiveclassifications: reliability, responsiveness, 

assurance, empathy and tangibles. When using the guideline to analyze service 

business satisfaction, for example for a sport club, ,the  researcher examine allfive 

dimensions mentioned above. Furthermore, product quality must be analyzedas well 

as price, including membership extension or membership application fee, personal 

factors and current conditions such as weather, service performance and motivation to 

reuse the sport club service (Zeithamal et al., 2013). 

 

 2.3.10 Relation between customer satisfaction and customer loyalty 

 Today, there is a lot of evidence that reveals the relationshipbetween customer 

satisfaction, loyalty and profitability. Many US companies in US use a satisfaction 

measurement program to determine trends, or “business outcome patterns” (figure 

2.6), whichhelp them predict the operation outcome of company based on their 
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customer satisfaction measurement. Some companieswill predict future trends by 

reexamining customer satisfaction levels as well  

 

 

 

 

Figure 2.6 Business operation outcome 

 

 Many companies found that customer satisfaction and customer loyalty will 

have a high level relationship when a customer feels highly satisfied (see figure 12). 

The data from AT&T, Rank, Xerox andThe Royal Bank of Scotland reveal that 95% 

of customers give a score of “very good” or “very satisfied” (highest score), and they 

also have a strong sense ofloyalty to their service provider. When 65% of the 

customers give a score of “good” or “satisfied”, the loyalty ratio will drop 

dramatically to 15%. Ifthey give a score of “intermediate” it will drop further and 

register just 2% for customers who give score a “poor” or “fairly dissatisfied”.Finally, 

loyalty will register at zero when a customer gives the lowest score possible. This 

information revales how many firms which use the satisfaction measurement program 

will only accept the highest score for an acceptable operation outcome. 

 In addition, the research of Shamsuddoha and Algamgir (2004) “Loyalty and 

Satisfaction Construct in Retail Bangking- An Empirical Study on Bank Customers”, 

surveyed customer satisfaction in banking service. They also pointed outthat 

satisfaction is an important factor that resultsin brand loyalty, while focusing on the 

relationship between satisfaction and loyalty by measuring customer satisfaction for 

service received and customer reaction by focusing on the respondents‟ discussions 

with other persons about the bank. The result found that with 66% of customers who 

had a high satisfaction level, they were happy to recommend other to use the bank.  At 

the same time, the 14% dissatisfied customers, were not interested in suggesting other 

persons use the bank‟s services.Thus, this research demonstrated the strong 

relationship between satisfaction and loyalty. 
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2.4 Customer Loyalty 

 

 Customer loyalty is important, and virtually all companies work to achieve  

brand loyalty as they know it is important for their firm‟s success. The higher the 

brand loyalty, the high the higher the brand value. When the customers feel a strong 

brand loyalty, this will lead to brand stability in the terms of sales, low cost 

management, higher profit and increased opportunity for market expansion. 

 

 2.4.1  Definition of Brand Loyalty 

 Jacoby and Kyner (1973) defined brand loyalty as a behavioral response and 

psychological process, stating that brand loyalty is a component of attitude and 

behavior. 

 Jacoby andChestnut (1987) defined loyalty as the pattern of repeat purchasing 

which affects market share establishment, share maintainance and brand protection to 

attain long-term profits. 

 Aaker (1996) mentioned that brand value establishment depends on 

consumers‟ brand awareness, perceived quality, brand connection and brand loyalty. 

 Oliver (1980) defined loyalty as a commitment that leads toproduct 

preference, repeat purchase, frequent use and continuous service after the 

originalpurchase. This can then be influenced by marketing and IMC such as a 

competitor‟s promotion. 

 Mowen andMinor (1998) said brand loyalty can be defined as a positive 

attitude towards a brand that is demonstrated through commitment and future 

purchase intention. Brand loyalty is influencedby product or service satisfaction or 

dissatisfaction after accumulated experience using the brand. 

 Panu Limmanon (2007) described loyalty as acontinued commitment 

continuously to use the product or service, withstanding situational influences and 

marketing activity aimed at changing the customer‟s attitudes and behavior. The 

customers who have real loyalty will build a strong customer for the company that 

cannot be broken by competitors. 
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2.4.2 Customer brand loyalty groups 

 Today, brand loyalty can be ranked at different levels, or groups, as Aaker 

(1996) did: 

  1) Non-customer. .This group uses a competitor‟s product or the 

company‟s product, but not as it has been promoted. wh 

  2)  Price-switcher.– This group‟s brand loyalty is determined by the 

lowest price. Price is the attractor when deciding which product or service to buy, and 

it prompts change to a competing brand once its price is more suitable, which could 

be less expensive or seems a better value for the money.For example, a consumer 

when switch petrol, depending on the price as each brand‟s product is the same 

  3)  Fence Sitter.If a brand or product does not stand out in the eyes of 

the consumer,mostwill stick with the two or three brandsthat satisfy them, changing 

back and forth. A good example for this case is cola soft drinks; some customerswill 

select wither Coca–Cola or Pepsi, depending on shelf placement and 

conveniencerather than brand loyalty 

  4) Committed Loyalty.T group is the most common asthey have 

developed a loyalty for one brand and feel like it is a close friend. When customers 

are committedto one brand, they will buy only that brand and repeat their purchasing. 

This can be especially true for electrical appliances, like Sony, when customerswill 

only buy this brand‟s products. It is not easy for a company to create brand loyalty; it 

takes time and continual effort.  

In addition toAaker‟s concept mentioned above, Mowen and Minor (1998) 

classified brand loyaltyinto 5 types, as follows: 
1)  Undivided loyalty – buying only one brand such as AAAAAA 

2) Occasional switch - alternately buyingcertain brands: 

AABAAACAADA 

3) Switch loyalty –buying behavior periodically alternates between 2 

brands: AAAABBBB  

4) Divided loyalty – alternating between buying 2 brands with no 

specific order: AAABBAABBB 

5) Brand indifference – customers cannot identify any differences 

andmix their buying of brands: ABCDCBACD 
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Furthermore, Mowen and Minor (1998) and Adul Jaturonkakul (2000)  

divided 4 pattenrs of loyalty: 

1) Hard core loyalty – the customer buys only one brand: AAAAA 

2) Split loyalty –the customer follows buying patterns of 2 brands: AA, 

BB, AB 

3) Shifting loyalty – the customer has a connected buying pattern:  

AAABBB 

4) Switchers – the customers follow a non-repeated pattern: ABCDE 

which canbe divided into 2parts: 

(1) Deal prone – buying low-priced product 

(2) Variety prone – buying according to different requirements 

 

 

Love  

Like 

Satisfy 

Doesn‟t know brand 

Doesn‟t have loyalty 

 

 

Figure 2.7 Pyramid of customer brand loyalty 

Source:  Kitti Siripullop, 2004 

 

At the most bottom, the customer has no favorite brand. In this situation, the 

customers can easily change to a higher level when one brand is satisfying and 

becomes familiar. The next level is very satisfied, when it is harder for customers to 

change to other brands,as they don‟t want to take the risk (Kitti Siripullop, 2004). 

However, there is the chance they will change to another brand if the new product 

promotes higher performance. The next level is “like”, when customers will flavor a 

product and think of it like a friend. There is then even less chance they will change to 

another brand. They have feeling and emotion on brand even the other brands can 

provide more aesthetic, the customers always buy, protect and await that product 
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when out of stock because they have very high loyalty on that brand (Kitti Siripullop, 

2004) 

 

 2.4.3  Advantages of Brand Loyalty 

 Aaker (1991) discussed four advantages of brand loyalty: 

1) Reduced marketing costs – If customers feel brand loyalty, they 

already prefer a specific brand. Therefore, the cost of marketing activities and public 

relations drop. 

2) Trade leverage – This is when rand loyalty is the result of the 

efforts of the middleman,wholesaler or retailer. 

3) Attracting new customers – One customer can attract new 

customers to use the brand‟s products or services. 

4) Competitors‟ threats – If competitors move more slowly than the 

brand the customer is loyal towards, they may consider trying one of them. 

 

 2.4.4  Factors that influence brand loyalty 

 Berkman et al. (1996) described customer buying experience satisfaction as 

consisting of 6 factors: 

1) Number of brands available – the less the competing brands,the 

higher the brand loyalty 

2) Frequency of purchase– the higher frequency will result in higher 

brand loyalty 

3) Perceived brnad differences– the bigger the differencesin brand 

perceptions,the higher the brand loyalty. However, some case do not follow this 

concept such as painkillers and shaving foam,as customers perceive less difference 

but will have high brand loyalty. Meanwhile, soft drinks and fast food are products 

customers perceive as highly different, but show low brand loyalty to any one brand. 

4) Level of involvement – Normally customers have higher brand 

loyalty towards products which have high involvement.  

5)  Level of perceived risk – Brand loyalty will be higher when the 

level of perceived risk relates to their choice. 
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6) Brand benefits – Brand benefitsare the highest concen and can act 

as thestrongest challenge for brand loyalty. 

Theabove factors can be focused on independently or combinedto achieve 

brand loyalty, and there is no guarantee that a brand can maintain this relartionship as 

conditions are contuously changing 

 

2.4.5  Reasonsfor lack of brand loyalty  

 Jacoby and Chestnut (1987) concluded that customer satisfaction can lead to a 

positive attitude, stronger purchasing intention, repeat purchases and finally, brand 

loyalty. This is why manufacturerswork to establish customer satisfaction by 

providing a good purchasing experience and reinforce repeat purchases. On the other 

hand, if customers are dissatisfied, they will develop a negative attitude, negative 

word of mouth, lower purchase intention, customer complaints and finally,trying a 

different brand. 

 Hanna (2001) talked about two types of  purchasing behaviors that affect 

brand loyalty: (1)reversion, when customers return to their original brand and  

(2) conversion, when customers change productsdepending different factors of 

satisfaction. 

 Schiffman andKanuk (2003) said that the reason customers change brands is 

they become bored or dissatisfied with the old brand, while competitng brands 

provide newoffers. The price increase of existing brand and purposive production for 

a niche market can also cause customers to try another brand. Promotion can still raise 

market shares, especially in the short term, 

 Schultz (1998) said that real loyalty is basedon brand commitment, not just 

purchasing, is based on four main components: 

1) Needs satisfaction 

2) Categoy involvement 

3) Alternatives‟ attributes 

4) Intensity of ambivalence to change to alternatives 
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2.4.6  Establishing brand loyalty  

 Kitti Siripullop (2004) said that customer brand loyalty can established 

through different concepts:  

1) Treat the customer right – A customer will remain faithful to a 

product that is faithful to them. Therefore, the seller needs to provide quality products 

or services. that meet market standards and wnsure no negative experience that will 

motivate the customer to change brnads. 

2) Stay close to the customer – A good provider must stay close to 

their customers as this will also keep them informed of any attitude changes through  

(1) Tracking product use, 

(2) Accepting customer complaints and suggestions, 

(3) Coordinating with relevant departments to act on the 

complaints and suggestions, 

(4) Following up and informing the customer on actions taken 

after receving their complaint or suggestion, and 

(5) Developing a marketing strategy tactics to maintain a good 

relationship. By staying close, customers will remain loyal and find it hard to change 

to other products or services. 

3)Measure customer satisfaction – A marketing director should 

perform ongoing, systematic market research to know customer opinions to evaluate 

customer satisfaction.  The research will depend on the business category and 

required data(Aaker, 1991). 

4)Create competitive cost – This can always affect brand loyalty, 

though it might not be the first concern 

5)Provide more – A provider should offer current and prospective 

customersincentives aspeople naturally like to receive something extra and will then 

feel greater loyalty towards them. 

 

 

 

 

 



46 
 

  

2.4.7 Brand loyalty measurement 

 Jacoby andChestnut (1987) divided brand loyalty measurement into three 

indices: behavioral , attitudinal and composite: 

1) Behavioral indices can be classified as either proportion of 

purchase or sequence of purchase measure. The measurement criteria of purchasing 

include exclusive brand purchase (Copeland, 1923; Churchill, 1942; Brown, 1952 as 

cited in Jacoby &Chestnut, 1987). Then Cunningham (1956 as cited in Jacoby 

&Chestnut, 1987) proposed the concept of market-share, or percentage of total 

purchase of the same product, and most frequent purchases over 50% of total 

purchase.At the same time, the concept of hard-core criterion which increases the 

percentage of single brand purchase at 75% was proposed (Lipstein, 1959 as cited in 

Jacoby& Chestnut, 1987) beforeCharlton andEhrenberg (1976 as cited in Jacoby & 

Chestnut, 1987) proposed the concept of two-third criterion  based on 4 purchases of  

the same product within 6 weeks, while Cunningham (1956 as cited in Jacoby & 

Chestnut, 1987) suggested dual brand loyalty and triple brand loyalty whenthe 

percentage of total purchase is dependent on purcahses between 2 or 3 brands. 

Sequence of purchase measurement was suggested by Tucker and Mcconnell (1968 as 

cited in Jacoby and Chestnut, 1987) who includedThree-in-a-Row criterion as 

aloyalty measurement. Jacobyand Chestnut (1987) mentioned that loyalty criteria and 

sequence of purchase measurement have limitations because they have no evident 

scale of measurement and so resultscan be inaccurate. The loyalty measurement based 

on behavior only and thus skips factors that can have an impact on behavior. 

Furthermore, this criteria also overlooks customers who are loyal to more than one 

brand. This corresponds with what Assael (1998) said about brand loyalty being a 

measurement of purchase behavior. 

2) Attitudinal indicescan describe motivating factors for change of 

brand loyalty behavior.Guest (1942 as cited in Jacoby & Chestnut, 1987) said that 

brand preference is a customer‟s favorite brand. Then, in 1955, heproposed constancy 

of preference as brand loyalty.Jacoby (1971 as cited in Jacoby & Chestnut, 1987) 

suggested the continuous measurements of the accepted brand, neutral brand and 

rejected brand can describe brand loyalty. The greater the distance between 

acceptance and rejection represents greater loyalty.Jacoby andOlson (1970 as cited in 
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Jacoby & Chestnut, 1987) also proposeda relative range, or distance between highest 

and lowest values of brands within the same category can provide a value level 

percentage. Jacoby (1971 as cited in Jacoby & Chestnut, 1987) expanded on 

proportion of brand loyalty as a range between acceptance and rejection. If there is 

more than one brand, this presents multi-brand loyalty over unibrand loyalty. The 

more brands rejected refers to a higher brand loyalty at the other end of the 

spectrum.Jacoby &Chestnut (1987) said that brand loyalty measurement looks at 

attitude limitation which describes sensitivity rather a behavioral measurement. 

3) Composite Indicesshow the development of loyalty measurement 

that combines the above conceptsof Copeland (1923 as cited in Jacoby & Chestnut, 

1987) that explainsthat customers will only buy other brands when the brand they are 

loyal to is out of stock. Cunningham (1967 as cited in Jacoby &Chestnut, 1987) 

describedstated brand commitment as the allowance for customers to imaginethe 

functions of the brand they are loyal to being satisfied by a competitor when the other 

is not available.Bellenger, Steinberg andStaton (1976 as cited in Jacoby & Chestnut, 

1987) proposed a three-step measurement, called composite store loyalty, that 

estimates the percentage of purchasing a product asa behavioral measurement 

determined by using a questionnaire to rank the attitude of a customer toward a 

product category, distance and time. Finally,a Five-point Scale for the opinion 

measurement is employed by asking about selected shops or brands and then 

comparing the results with the earlier attitudinal measurement.Jacoby &Chestnut 

(1987) concluded that brand loyalty measurement determined by behavioral and 

attitudinal measurementsfor a brand still still faciesdefinition issues for value 

interpretation,but should be studied for further. 

Aaker (1991) said that brand loyalty can be measured in two ways:  

1) Behavioral measurement – This is a direct brand loyalty 

measurement, especially habitual behavior, that examines real purchase data found by 

measuring repurchase rates, percent of purchase and product class. The customers 

may have different brand loyalties depending on product class and competitor brand 

and product features. 

2) Attitudinal measurement –This is a brand loyalty measurement that 

examines feelings and emotions using four components: 
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(1) Switching cost – Consumers may hesitate because of a risk in 

finding the new brand is of lower quality.  

(2) Satisfaction measurement – This is a crucial component to 

determine the level of brand loyalty and dissatisfaction that may make the 

consumerchange toanother brand. 

(3) Connection measurement – This is an emotional measurement that 

shows how strongly the consumerfeel the brand is a familiar friend and will not turn 

to a competitor.Thus, the consumer is more attached to a brand feeling than 

itstangible attribute. The measurement examinesliking, repect, friendship and trust. 

(4) Commitment measurement – This examinesthe emotional 

attachment and consumer‟s dependence on a brand by considering indicators such as 

number of times the customer contacts or interacts with the manufacturer or 

brand.The customer who has the highest commitment to repurchase the brand  

because of the status as well as functional satisfaction they will feel towards the 

brand. 

Zeithaml et al. (1990)concluded that there are four factors used in 

brand loyalty measurement; 

1) Word-of-mouth-communications – The customer will tell others 

about service, recommend it and invite othersto try it. 

2) Purchase intention – The customer tends to always select the 

product or service they feel loyalty toward. 

3) Price sensitivity – The customers have no problem in case of if the 

service providerraises prices as long as they remain satisfied. 

4)  Complaining behavior – This reflects product and service quality. 

If the customer is dissarisfed and complains, this measurement looks at the brand‟s 

problem response. 

Pong and Yee (2001) proposed factors for measuring service loyalty as 

behavior, attitude and cognitive attributeswhich are identifiedusing eight indicators: 

1) Repeat purchase behavior – This stands for customer commitment 

to the service provider. 
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2) Word of mouth – This is a value indicator of loyalty based on 

effectiveness (Pong & Yee, 2001)as well as the recommendations the loyal customer 

will provide for the service provider. 

3) Period of usage – This is the indicator for continuity in service use 

and can be determined by, for example, how many times the service is used in a 

month and the level of long-term loyalty is measurement periods are longer 

(Kendrick,1998 as cited in Pong & Yee, 2001). 

4) Price tolerance - Even when a brand changes to a higher price, 

customers who are loyal willcontinueto choose the same service as they prefer to pay 

in higher price to avoid the risk of change (Ruyter et al., 1999 as cited in  

Pong &Yee, 2001).  

5) Repeat purchase intention – This indicates how the customer 

continues to select the same service and.the frequency of this behavior. 

6) Preference – Customers who who feel brand loyalty will 

accumulate preferences (Zeithaml et al., 1996 as cited in Pong & Yee, 2001) 

7) Choice reduction behavior – Customers who feel brand loyalty will 

look for information less often(Dick and Basu, 1994 as cited in Pong and Yee, 2001). 

Sheth and Parvatiya (1995 as cited in Pong & Yee, 2001) said customers normally 

have an evoked set that includes 3 choices. 

8) Top-of-mind –This will be the first service the sutomer will 

consider(Caruana1999 as cited in Pong & Yee, 2001). Therefore, the more impressive 

the service, the higher the loyalty that will maintain the brand‟s top-of-mind position. 

In this research, “Casual Factor Model of Quality in Service at 

Suvarnabhumi Airport”, brand loyalty must be understood to determine the best 

customer experience management. Therefore this research analyzesfour factors: 1) 

Word-of-mouth, 

2)Purchaseintention 

3) Price sensitivity  

4) Complaint behavior. 
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2.5  Related research 

 

 Chaluntip Pradabpongsa (2000) studiedpublic relations strategy and factors 

that effect the public relations of Suvarnabhumi Airport. The results found that:        

The public relations processfor Suvarnabhumi Airport, under the management of the 

AOT and NBIA, consists of four steps: research –data collection,planning, execution 

and evaluation. The AOT public relationsfor Suvarnabhumi Airport included: (1) 

setting primary and secondary media, with print as the main media, (2) usingdifferent 

media together, (3) using media for aimed a specific target, (4) using a celebrity and 

(5) using alliancemedia. 

 The public relations strategy of NBIA included: (1) setting primary and 

secondary media, using print as the main media (2) using a variety of media together 

and (3) targeting specific groups 

The AOT‟s public relation strategy for Suvarnabhumi Airport comprised: (1) 

strategy of familiarization (2) establishment of content for specifi target groups and 

(3) promotion of “SBIA”. The NBIA public relations strategy was composed of: (1) 

familiarization (2) presentation of airport name and (3) presentation of main airport 

concept. 

The factors that affect public relationsfor Suvarnabhumi Airport included 

external factors such as (1) political factors - government stability and image, (2) 

economic factors - Thai economic development, and (3) social factors –informing the 

pblic, integration of domestic management and influence of media. The internal 

factorsincluded: (1) public relation resources and (2) internal coordination. The 

external factors had a profound negative effect on the airport‟s public relations,while 

internal factors had a positive effect on AOT but negative on NBIA. 

 Ruttikorn Unnunkard (2006) studied noise pollution conflict management of 

Suvarnabhumi Airport and found that the public relationsemployed systematic 

strategies to create positive relations with the surrounding community to reduce 

conflict by employing three strategies:  

1) proactive communication strategy  

2) multiple public activity strategy and public relations media strategy  

3) network strategy.  
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 These 3 strategies are based on the concept "we care" and "we do it for you". 

The study‟s quantitative findings were as follows: 

1) The samples had a high level of openness to public relations 

information.  

2) The samples had a moderate level of knowledge about AOT‟s 

conflict management.  

3)  The samples had a moderate level of attitude toward AOT‟s public 

relations information and conflict management  

4)  The samples had a moderate level of acceptance for AOT‟s public 

relations information and conflict management.  

5) Openness to public relations information and knowledge of 

information had a moderate level of positive correlatation.                     

6)  Knowledge of public relations information was positively 

correlated to attitude of people toward conflict management.  

7) Attitude of people toward public relations information and their 

acceptance for conflict management were positively related. 

 Ratsamee Arammunkong (2008) studied Thai passenger satisfaction towards 

the service of Suvarnabhumi Airport and found that Thai passenger satisfaction was 

moderate for architecture and decoration, transportation, location and building, 

service, facilities and prices. The study of Thai passenger satisfaction toward 

Suvarnabhumi Airport service found that passengers had eight different personal 

factors that they considered, but none were significantly different. When it came to 

service users, age show statistically different levels of satisfaction in area of 

transportation, at a level of 0.05 architecture and decoration, at a level of 0.01. 

Furthermore, the service users of Suvarnabhumi Airport with different professions 

had statistically different satisfaction levels in area of transportation, at a level of 0.05 

and in location and building as well as architecture. The different frequency that 

passengers used the airport service also had a significant effected on satisfaction in 

location and building, at a level of 0.05 and in the area of architecture and decoration, 

at a level of 0.01. 
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 Supaporn Chandpoung (2009) studied the perception of public relations 

information presented by the Airports Organization of Thailand Public Company 

Limited (AOT) about the Suvarnabhumi Airport  by looking at the behavior of people 

exposed to the public relations information, the perception of the content in the public 

relations media and the attitude towards the use of Suvarnabhumi Airport,. The results 

found that television is the most viewed media, followed by newspapers, the Internet, 

billboards, magazines and airport events, respectively. Moreover, the samples were 

exposed to both positive and negative information about Suvarnabhumi Airport. The 

positive information included the international standard compliances, the procedures 

to effectively quarantine flu sufferers in 2009, and record-breaking annluncements, 

e.g. tallest control tower in the world. The negative information included the 

corruption in many construction projects and the PAD airport seizure crisis. The 

majority of the samples remembered the public relations information regarding 2009 

flu quarantine. Overall, the samples had a neutral attitude towards the airport, its 

employees and the public relations media used to convey messages from the airport, 

for example, signage and flyers. 

 Anek Teeraviwatchai (2010) analyzed the interior lighting design to find a 

new design to make the lighting more effective while saving on energy consumption. 

The study on interior design was conducted using a model on a scale of 1:20 to 

determine analytical test results to be used as a reference for architectural interior 

design improvement. Dialux program testing found that the utilization of lamp 

brightness could be maximized by focusing onthree interior design factors:constant 

glare light ratio, limitation of contrast ratio not exceeding 1:3,and painting walls with 

a bright color.   Furthermore, artificial lighting brightness could be reduced five 

foldbut that would be belowthe IES standard, even though users would be satisfied. 

This could lead to reduced electricity consumption as well as 20% of heat 

contribution from lighting. 
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 Wattana Poonthongchai (2013)studied passenger perception of service quality 

affecting satisfaction toward departure service of Suvarnabhumi Airportand found 

that, in terms of tangibles, reliability, responsiveness, assurance and empathy,was at a 

good level in every aspect,while passengers actually felt moderate satisfaction 

towards departure service quality. Furthermore, passengers with different experiences 

using Suvarnabhumi service, expectedly, had different levels of satisfaction. The 

perception in terms of service as tangibles, reliability, responsiveness, assurance and 

empathy, mainly correlated with satisfaction. 
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CHAPTER 3 

 

RESEARCH METHODOLOGY 

 

 This chapter provides a discussion on the research methodology, which 

employs both qualitative and quantitative methods, to conduct the study. It has been 

organized as follows: 1) the qualitative research to study service quality 

communication to achieve passenger satisfaction and loyalty toward Suvarnabhumi 

Airport through document analysis, non-participant observation and in-depth 

interviews. The collected data will be used to design the questionnaire. 

2) Quantitative research results acquired through a questionnaire will be used to 

create a service quality management model for the airport‟s integrated marketing 

communications. 

 

3.1  Step 1 : Qualitative Research  

 

 This part can be divided into four topics:(1)Case study selection  

(2)Qualitative information source selection(3)Qualitative data collection and 

(4)quantitative data collection. 

 

3.1.1  Case Study Selection  

Suvarnabhumi Airport is Thailand‟s main airport where passenger numbers 

have been increasing annually.   

 

3.1.2  Qualitative Information Source Selection 

 3.1.2.1Document analysis consists of  

1)  Newspaper clippingsfrom January 2013 to April 2014 

2)  Suvarnabhumi Year Book 2010  

3)  Suvarnabhumi Year Book 2013 
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4)  AOT Annual Report 2012 

5)AOT official website  

3.1.2.2  In-depth Interview  

Semi-structuredinterviews were conducted with: 

1) Mrs. Thitiporn Setaluk, director of the Public Relations 

Division, Special Affairs and Community Relations Department, Suvarnabhumi 

Airport  

2) Mr.Korakot Phraepriungam, Airport Service Officer 4, 

Terminal Services Division, Landside Operations Department, Suvarnabhumi 

Airport  

3) Mr. Narongrit Chaisayan, Senior Engineer 6, Design 

Division, Airfield and Building Department, Suvarnabhumi Airport  

4) Mrs. Anusara Moongsub, Senior Airport Service Officer 

7, Customer Service Department, Suvarnabhumi Airport 

 

3.1.3 Qualitative Data Collection 

1)In-depth interviewswere conducted with 4 AOT officers 

(the director of the Public Relations Division, an airport service officer from 

Terminal ServicesDivision, a senior engineer from the Design Division and a senior 

airport service officer from the Customer Service Department).Question were 

prepared, and. during the interview, the researcher took notes and recordedto retain 

exact words. 

2)Print media was scanned, including newspaper clippings and 

articles from magazines, journals and other print media, for data analysis. 

3) Non-articipant observation was conductedby walking around 

Suvarnabhumi Passenger Terminal‟sConcourses A,B,C,D,E,F and G from October 

17 to 25, 2014. Moreover, the researcher took notes and recorded observationsto 

acquireinformation and photos for data analysis.  
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 3.1.4  Qualitative Data Analysis 

 The results from initial data collection,  in-depth interviews, non-participant 

observationand textual analysis were analysed based on related research 

frameworks and theories. The result were then used to design the questionnaire. 

 

3.2  Step 2 : Quantitative Research  

 

In this step, the analysed qualitative data was used to develop  

aone- shot survey questionnaire, which would be the study‟s main research 

instrument. It quantitative study was then divided into 9 parts, or phases: 

(1) Population, (2) Sample Size, (3) Sampling Techinique, (4) Variables,  

(5) Quantitative Data Analysis, (6.) Quantitative Tool Development, 

(7) Score Measurement, (8) Instrument and Reliability (9) Quantitative  

Data Analysis: 

 

3.2.1  Population 

The respondents‟ age was over 16 years old and included Thais and 

foreigners who had visited Suvanarnbhumi Airport at least once during 2014 and up 

to mid 2015. 

 

3.2.2  Sample Size  

This causal model of passenger service quality factors at 

Suvarnabhumi Airport requires a sufficient sample size for data analysis data using 

LISREL Maximum Likelihood Parameter Estimates. The size of sample group was 

determined by the ratio between the number of samples and the number of 

parameters, or variables, which is20:1 (Linderman, Merenda and Gold, 1980)  

This research looked at 13 variables (Public Relations, Advertising, Events, 

Servicescape, Tangibility,Reliability, Responsiveness, Empathy, Assurance,  

Word-of-Mouth, Purchase Intention,Price Sensitivity and Complaint Behavior) 

Therefore, the lowest the sampling size could be was 260 (20 x 13). In this 

research,the size of the sample group was 900 respondents. 
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 3.2.3  Sampling Techniques 

1) For the Thai Sampling (450 persons), the Snowball Sampling 

Technique method was used to obtain research data through an online 

questionnaire, postedfrom 28 October 2014 to 30 September 2014. The first group 

recommended that friends or acquaintances over 16 years of age who had visited 

the airport at least once during 2014 untill mid 2015 should also join the study. 

2) For the foreign sampling (450 respondents), the Accidental 

Sampling Techinique, and Purposive Sampling Technique,was used. Data was 

collected by presentingthe questionnaire to prospective samples at the passenger 

terminal Building, Concourses A, B, C, D, E, F, and G between 5september 2014 

and 30 September 2014, Monday – Friday, 9 a.m. to 5 p.m. The sampling had to be 

over 16 years of age and spend at least 15 mins to complete the survey.  

 

3.2.4 Variables  

1) Independent variable consist of  6 latent variable as follows :  

(1) Service Quality : There are 6 Observed variable 

(Servicescape, Tangible, Reliability, Responsiveness, Assurance and Empathy)  

(2) Integrated Marketing Communications Perception:  

There are 3 observed variable (Public Relations, Advertising and Events)   

(3) Passenger Satisfaction 

2) Dependent Variable consist of 1 latent variable as follows 

Passenger Loyalty: There are 4 Observed variable (Word of Mouth, Purchase 

Intension, Price Sensitivity and Complaining Behavior)  

 

3.2.5  Quantitative Data Analysis 

Descriptive Statistics Analysiswas performed using the Statistical 

Package for Social Sciences Window version 11.0 (SPSS) program to analyze the 

findings, while theStructural Equation Modelwas developed using the LISREL 

program  

1) Descriptive Statistics Analysis covered Frequency, Percentage, 

Mean and Standard Deviation forgeneral information of sample, sample behavior, 
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integrated marketing communications perception, service quality perception, 

passenger satisfaction and passenger loyalty. 

2) Inferential Statistics Analysis was used to the test hypotheses.Path 

Analysisprovided a diagram which represents the causal relationships between 

variables, showing both direction and strength of relationships. 

 

3.2.6  Quantitative Tool Development  

The questionnaire, which included seven parts,was translated into 

Thai and English and included both open-ended and close-ended questions. The 

parts included: 

Part 1  Sampling Screening Test: in this part, the sampling 

answeredthe Yes/No question, “Have you ever traveled by Plane to or from 

Suvarnabhumi Airport during 2014?” If the sample answered,“Yes”, they would 

continue answering the next part of thequestionnaire.  

Part2 General Information of Sampling such as Gender, Age  

and Income  

Part 3 Passenger Behavior such as frequency of travel by plane at 

Suvarnbhumi Airport, purpose of travel and opinion about passenger service 

chargesand airport tax. 

Part 4  Integrated Marketing Communication Perceptions  

Part 5 Suvarnabhumi Airport Service Quality  

Part 6 Passenger Satisfaction 

Part 7 Passenger Loyalty  

 

3.2.7 Score Measurement  

1) Integrated Marketing Communications Perception.  

The measurement of integrated marketing communications 

perception were based on Kotler (2008), and included 3 dimensiosns: 

Dimension    Number of Questions 

(1) Public Relations   9 Questions 

(2) Advertising   5 Questions 

(3) Events    3 Questions 
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  All statements were rated on a five–point Likert Scale. 

Perception Level  Level of score 

Highest    5 

High     4 

Medium    3 

Low     2 

Lowest     1 

The average score range was based on Best (1977) Maximum  

value - Minimum value, dividedby level; level = (5-1)/5 = 0.8 as follows : 

Score between 4.21 – 5.00  means  higest 

Score between  3.41 – 4.20  means  high  

Score between  2.61 – 3.40  means  medium 

Score between  1.81 – 2.60  means  low 

Score between  1.00 – 1.80  means  lowest 

2)Service Quality  

The measurement of service quality was based on Zeithaml  

et al.(1996) and Bitner (1992) mesurements that comprisesix dimensiosns: 

Dimension    Number of Questions 

(1) Tangibles   13 Questions  

(2) Reliability   4   Questions 

(3) Responsiveness  7   Questions 

(4) Assurance   5   Questions 

(5) Empathy   3   Questions 

(6) Service Scape  15 Questions 

All statements were rated on a five–point Likert Scale. 

Evaluation Level          Score 

Highest    5 

High     4 

Medium    3 

Low     2 

Lowest     1 
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The average score range was based on Best (1977) Maximum  

value - Minimum value dividedby level; level = (5-1)/5 = 0.8 as follows: 
Score between  4.21 – 5.00  means  higest 

Score between  3.41 – 4.20  means  high  

Score between  2.61 – 3.40  means  medium 

Score between  1.81 – 2.60  means  low 

Score between  1.00 – 1.80  means  lowesst 

3)  Passenger Satisfaction  

The measurement of Suvarnabhumi Airport passenger satisfaction  

was divided into 2 dimensiosns: 
Dimension    Number of Questions 

(1) Overall Service Quality  1 Question 

(2) Overall Integrated   1 Question 

Marketing Communications   

All  statements were rated on a five–point Likert Scale 

Satisfaction Level            Score 

Highest    5 

High     4 

Medium    3 

Low     2 

Lowest     1 

The average score range was based on Best (1977) Maximum  

value - Minimum value divided level; level = (5-1)/5 = 0.8 as follows : 

Score between  4.21 – 5.00  means most satisfying 

Score between  3.41 – 4.20  means satisfying 

Score between  2.61 – 3.40  means neutral 

Score between  1.81 – 2.60  means less satisfying 

Score between  1.00 – 1.80  means least satisfying 

4)  Passenger Loyalty  

Measurement of passenger loyalty was based on Zeithaml, 

Parasuraman and Berry (1990) measurements that comprise four dimensiosns: 
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Dimension    Number of Questions 

(1) Word-of-Mouth    3 Questions 

(2) Purchase Intention   3 Questions 

(3) Price Sensitivity    3 Questions 

(4) Complaint Behavior  3 Questions 

All statements were rated on a  five–point Likert Scale. 
Opinion   Score 

Strongly Agree   5 

Agree     4 

Somewhat Agree   3 

Disagree    2 

Strongly disagree   1 

The average score range was based on Best (1977) Maximum  

value - Minimum value divide level; level = (5-1)/5 = 0.8 as follows : 

Score between  4.21 – 5.00  means veryhigh loyalty 

Score between  3.41 – 4.20  means high loyalty 

Score between  2.61 – 3.40  means moderate loyalty 

Score between  1.81 – 2.60  means low loyalty 

Score between  1.00 – 1.80  means very low loyalty 

 

3.2.8  Instrument and Reliability  

  1)  Content Validity Evaluation 

  Evaluation of questionnaire validity was conducted through 

consultation with the study‟s advisor andexpertswho checked this using the Content 

Validity Index (CVI) for each survey question. CVI had to be above 0.80 (Polit and 

Beck, 2008).To calculate the CVI, the experts ratee the relevance of question 

according to a 4-point scale. 

  Level of relevant   Score 

not relevant     1 

somewhat relevant   2 

quite relevant    3 

highly relevant   4 
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   Then, the CVI for each question was computed by the number of 

experts giving a rating of either 3 or 4, divided by the number of experts.  

2) Tool Reliability and Evaluation 

  A  pre-test was conducted for the questionnaire to check question 

content relevance and language difficulty.The pre-test comprised a sampling of 30 

persons similar to the population to be used in the research to check the reliability 

by alpha coefficient. If the Cronbach alpha value was more than .80, 

thequestionnaire was acceptable. The pre-tests findings were: 

(1) The coefficient alpha for integrated marketing 

communications perception was estimated at .952. 

(2) The cooefficient alpha for service quality of 

Suvarnabhumi Airport was estimated at .972. 

(3) The cooefficient alpha for passenger satisfaction of 

Suvarnabhumi Airport was estimated at .810. 

(4) The cooefficient alpha for passenger loyalty of 

Suvarnabhumi Airport was estimated at .908. 

  After gathering all data from samples,the construct validity of the 

tool quality,  confirmatory factor analysis and measurement model ofall latent 

variables in the model was proved. The result are presented in Chapter 5. 

 

 3.2.9  Quantitative Data Analysis  

  1) Descriptive data analysis was done for thesample general 

information andbehavior, Suvarnabhumi Airport integrated marketing 

communication perception, passenger perception toward service quality, passenger 

satisfaction and passenger loyalty. 

2) Basic agreement statistics were used to analyze the construct 

model. Multicollinearity problem checking was conducted using the correlation 

coefficient (r) to determine the level of relationship between two observable factors, 

by application of Batz‟s relation classification (Vichien Khetsing, 2003).  
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Correlation coefficient (r)   Significance 

   0.00 – 0.19    very weak  

   0.20 – 0.39    weak 

   0.40 – 0.59    moderate 

   0.60 – 0.79    strong 

   0.80 – 1.00    very strong  

 The correlation coefficient of each pair of variables should not exceed 

0.8. In addition, a test of construct validity for the measurement model of all 7 latent 

variables was done using confirmatory factor analysis. Prior to the analysis, the 

statistical value of Bartlett‟s test of sphericity and Kaiser – Meyer – Olkin Index 

(KMO) was checked to determine the suitability of these factors for the confirmatory 

analysis.Futhuremore, Hair, Anderson, Tatham and Black (1998) opined that the 

correlation matrix is not an identity matrix and that the sample should not come from 

a population in which the inter-correlation matrix is an identity matrix. Therefore, the 

KMO value range is adopted from 0 to 1 with a value of 1 indicating that each 

variable is predicted without error by the other variables. 

3)Data analysis was performed to determine the harmony and 

correspondence of the empirical causal model of passenger service quality factors of 

Suvarnabhumi Airport using structural equation modeling analysis to estimate the 

model parameters by the maximum likelihood method and various statistical index 

values to check the harmony and correspondence of the model and empirical data, 

using index criteria developed by Wheaton, Muthen, Alwin, and Summers (1977) and 

Saree Chadcham (2004) (Table 3.1) 
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Table3.1Structural model of fitness indices 

 

Fitness indices Suggested value 

1.  χ
2
 (p> .05) 

2.  χ
2
/  df <5.00 

3. Goodness of Fit Index : GFI >0.90 

4.  Comparative Fit Index : CFI >0.95 

5.  Standardized Root Mean Square Residual :RMR <0.08 

6.  Root Mean Square Error of Approximation: RMSEA <0.06 

7.  Normed Fit Index : NFI >0.90 

8.  Adjusted goodness of fit index : AGFI >0.90 
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CHAPTER 4 

 

Service quality communication of Suvarnabhumi Airport 

  

This chapter introduces the details of data analysis divided into 2 sections: 

(1) service quality of Suvarnabhumi Airport and (2) Marketing Communication of 

Suvarnabhumi Airport. 

 

4.1  Service quality of Suvarnabhumi Airport 

 

 The SERVQUALsacle developed by Ziethaml, Parasuraman andBerry (1990) 

was adopted for this researchto analyze five factors that influence customers‟ service 

quality assessmentat Suvanarbhumi Airport, including tangibility, reliability, 

responsiveness, assurance and empathy. 

 Furthermore, marketing componentsare also a key to enhance passenger 

perception of the service quality and thus, factors documented by Bitner (1992) were 

adoped to analyze the airport‟s ambient servicescape conditions such as 

space/function, signs, symbols and artifacts in service quality measurement. 

Therefore, the study of service quality at Suvarnabhumi Airport comprises: Tangible 

such as facility, staff 

1) Reliability such as standard service for customer 

2) Responsiveness such as willingness to help, skill solving  

ability of staff 

3) Assurance such as staff knowledge and manners 

4) Empathy such as staff focus and attendance  

5) Servicescape such as ambient environmental, space and signage 

The data for this study will presented inthe following sequence:                         

1)Airport of Thailand PLC Background, 2) Servicescape, 3) Tangibles and  

4)other facilities, 
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4.1.1Airport of Thailand PLC (AOT) Background  

 Textual information about Airport of Thailand PLC. AndSuvarnabhumi 

Airport was collected from various reliable resources to obtain clear and correct and 

information. These includedthe Airport of Thailand Public Company Limited :Airport 

of Thailand under Royal Patronage (2011), Airport of Thailand Public Company 

Limited : Airport of Smiles (2014), Airport of Thailand Public Company Limited 

:AOT Annual Report 2013 and the Airport of Thailand Public Company Limited 

Official website: http://www.airportthai.co.th. 

The Thai aviation business began in 1911. During 2-8 February 1911, a 

Belgian pilot, Van de Born, flew to Thailand, to perform in the country‟s first air 

show held at the Royal Bangkok Sports Club, Pathumwan. Afterward, Thailand sent 

officers to studyaviation in France in the same year. Thailand ordered its first airplane 

in 1913.  

The first stage of Thai aviation was under the responsibility of the Inspector 

General Department, which usedthe Royal Bangkok Sports Club as its airport, called 

Sra Pathum Airport. However, over time, Sra Pathum Airport became too limited and 

thus,a new airport that was constructed at Don Mueang district,which became known 

as Don Mueang Airport. The first official flight took off on 8 March 1914, and on 27 

March 1914, Army Aviation Department was established to supervise the Thai 

aviation business. Eight years later, the department was upgraded to be a division and 

after renovation, Don Mueang Airport became “Don Mueang International Airport”. 

Then, on 21 JUNE 1955, ot became officially known as “Bangkok Airport”. 

 

 

 

 

 

 

 

Figure 4.1 Airport of Thailand Public Company Limited Logo  
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Figure 4.2 Don Mueang International Airport 

 

The Thai parliament enacted the Airport of Thailand Act establishing theAirports 

Authority of Thailand, or AAT, on 1 July 1979. Since then, the AAT has changed 

their business management guideline a number of times. Major changesincluded the 

ATT being assigned responsibility by the Civil Aviation Department for regional 

airports in addition to Bangkok‟s: 

1)  Chiang Mai Airport  Transferred on 1 March 1988 

2)  Hat Yai Airport   Transferred on 26 August 1988 

3)  Phuket Airport   Transferred on 8 October 1988 

4)  Chaing Rai International Airport Transferred on 2 October 1998 

AAT took over management of Suvarnabhumi Airport on 4 August 2003. It 

became responsible for \ building and facility developmentand service performance to 

meet evolving requirments as air traveled expanded. Even before this though, to meet 

the changing demands,ATTwas registered as a listed public company on 30 June 2002 

under the name of Airport of Thailand (Public) Company Limited, but remained 

known as the AOT. 
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4.1.2  The history of Suvarnabhumi Airport (SA) 

 Documents and information were collected about SA from various reliable 

sources such as Airport of Thailand Public Company Limited : Airport of Smiles 

(2014) and Airport of Thailand Public Company Limited official website: 

http://www.suvarnabhumiairport.com, and a summary is presented below. 

 The idea of building a new Bangkok international airport began in 1960. 

TheGovernment then employed a consultant from the US to develop a domestic 

transportation system plan and specified that the construction of the new airport must 

be located on the western fringes of Bangkok because the city would continue to 

extend in that direction. During 1963-1973, surveys andthen land expropriation tok 

place in Nhong Ngoo Hao sub-district, Bangplee district, Samuth Prakarn province. 

The airport to be built was first called Nhong Ngoo Hao Airport 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.3  Suvarnabhumi Airport 

 

In 1979, the Government stopped the construction plan of the new airport temporally 

and instead expanded Don Mueang Airport and assigned the Airport Authority of 

Thailand (AAT) to manage airport.Then, on 7 May 1992,the Government concluded 

once more to construct Nhong Ngoo Hao Airport and make it the clountry‟s main 

 

http://www.suvarnabhumiairport.com/
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airport instead of Don Mueang Airport. The AAT was then assigned this task. The 

architectural firm contract to buildthe airport was the American-German, Helmut Jahn 

and Murphy / Jahn Company, which is headquartered in Chicago. The design of the 

airport terminal, its size and materials were changed and a Thai architectural firm 

joined the product to give the design more of a Thai influence.  

 

 

 

 

 

 

 

 

Figure 4.4 Constraction of Suvarnabhumi Airport 

 

His Majesty, the King named the new airport “Suvarnabhumi”, which means golden 

land. After 40 years of waiting, Suvarnabhumi Airport started to become a reality 

after His Majesty performed the terminal  groundbreaking ceremony on 19 January 

2002. Construction then commenced with an opening date target in 2006. After 

SuvarnabhumiAirport was opened on 28 September 2006, it became Bangkok‟s and 

the country‟s principal airport, welcoing over 40 million travelers from around the 

world. 

 

 

 

 

 

 

 

 

 

Figure 4.5 Suvarnabhumi Airport Gate Waiting Lounge 
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 From the latest “Smart Travel” ranking,an survey of opinionsof passengers 

from around the world revealed that Suvarnabhumi Airport was ranked 6
th

best airport 

in the world in 2014, behind Hong Kong International Airport, Changi Airport, Kaula 

Lumpur International, Incheon Airport and Dubai International Airport. 

 

Table 4.1  Vision Mission and Core Value of Suvarnabhumi Airport  

 

Vision Mission Core Value 

Suvarnabhumi Airport  is a first-class 

international airport with international 

standard services, in the unique Thai style, 

together with diversified services able to 

fulfill the utmost satisfaction of the service 

users leading to 1 of 10 of the world‟s 

excellent airports as  well  as to expand the 

business and logistics hub in Southsast 

Asia,, which is important in creating 

economic added value for Thailand. 

Deliver services of 

higher standards 

encompassing 

Corporate Social 

Responsibility 

(CSR) toward the 

environment and 

community. 

Full awareness 

of safety and 

security is the 

heart of 

operations. 

 

 

1.1.3 Safety and Security Management 

 The safety and security of SA is in accordance with the Act of Air 

Transportation B.E. 2497 and regulations of the civil aviation board, which 

correspond with the standard recommended in Appendix 17 of the International Civil 

Aviation Organization, or ICAO. In the past, the SA has been audited and assessed by 

the Civil Aviation Department, ICAO and international air transportation safety and 

security organizations such as the Transportation Security Administration, orTSA,of 

the US, the Office of Transport Security, orOTS,of Australia The security of SA is 

divided into 5 categories, which include:terminal internal security, terminal external 
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security, entrance control and airport security quality and aiport personnel security. 

This is achieved through the following actions and equipment. 

1)Closed Circuit Cameras, or CCTV 

  Suvarnabhumi Airport has installed various security checks, including 

installation of as many as 1,600 CCTV throughout the airport, 857 CCTVs are under 

the responsibility of the airport‟s security division, and the rest are used by different 

disivions such as the airside operations and transportation management. When 

needed, the, security division can call for all recordings for review within 24 hours. 

  2)Inspection of suspicious objects 

  Inspection of suspicious objects such as an explosive device or drugs, 

is conducted using specially trained dogsto sniff luggage or suspicious objects within 

the building.Robots and other technological devices are also employed to inspect 

suspicious objects. The AAT Internal Division is responsible for these inspections. 

The staff are specially trained and and includes experts in explosives detection. 

  3)Terminal security patrols 

  Suvarnabhumi Airport has security personanel on dutyaround the 

clock.. The use Segways,, which makes it much easier to get around and patrol public 

areas as well as be more visable. 

  4)Security ID cards 

  All airport staff must wear a security ID card that is clearly displayedat 

all times. This card shows the person‟s name, division and their areas of accessibility.  

Furthermore,they must present this car to security officers prior to access to restricted 

areas as well as undergo a body check. 

  5)Body and belongings inspection 

  Suvarnabhumi Airport has 3 departure inspection points, one for 

domestic departures and 2 for international departures. The equipment used at these 

points include Walk Through Metal Detector: WTMD, body scanner, Hand Held 

Metal Detector: HHMD, Explosive Trace Detectors: ETD and CTX 9400 DSi 

  6)Terminal internal security  

  CCTVs are installed throughout Suvarnabhumi Airport to monitor all 

activity within the premises. Furthermore, there is a security fence that surrounds the 

airfield that is 28 kilometers in length and 3 metershigh topped by razor wire to 
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prevent unauthorized personsto enter. CCTV cameras are then strategically positioned 

on 6-meter high columns. Furthermore, there are 7 security guard posts positioned 

along the fence that are manned 24 hours per day.  

  7)Passenger and entrance control 

  Suvarnabhumi Airport is divided tin 2 zones: public areas and air 

transport areas. The public zone is then subdivided into: 1. Departure hall, check in 

and luggage conveyor, 2. Arrival hall from jet bridge to immigration counter, 3. Areas 

behind the AAT inspection point 4. Apron and luggage sorting area, and 5.Duty free 

shopping area. At theentrance, security officers will verify personnel‟s security ID 

card, which displays the person‟s name, division, serial number, expiration date and 

limitation of accessibility. Vehciles that are allowed to enterthe airfieldmust display 

an authorized vehicle permit according to AAT‟ regulations 

  8)Airport security quality  

  To ensure that security of Suvarnabhumi Airport is meets required 

standards, security quality control has been classified according to three categories: 

airport, organization and external auditors such as ICAO, TSA and the Civil Aviation 

Department (CAD).  

  9)Security personnel 

  Suvarnabhumi Airport security personnel are classified into three 

groups: AOT security officers, sub-contracted security officers by AOT to support the 

AOT security officers and other organizations such as the police and military K-9 

divisions. Security is always being revised and improved toto ensure airport security 

meets the highest standards. Thus, personnel undego regular training and are tested at 

least once per yearto ensure their competence in weapons, inspection of suspicious 

objects and self-defense. 

 This all demonstrates that Suvarnabhumi Airport concentrateson 

passenger and customer safety. As stated above, the airport focuses on both installing 

the best technology and employing the best trained personnel to meet international 

standards. In addition, Suvarnabhumi Airport has introduced the strictest rules and 

very advanced ID security card technology to prevent counterfeiting and illegal access 

to restricted areas.  
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4.1.4  Servicescape Concept 

 The concept servicescape has been adopted to analyze the influence of 

physical premises on personal behavior in three areas: 

1) Ambient conditions - general airport conditions, including 

architectural design, decoration, lighting, sound, music, smell and temperature that 

effect a person‟s five senses 

2) Space and function - arrangement of equipment, machines and 

decoration as well as the size, shape and space required for each 

3) Signs, symbols and artifacts - communication tools that provide 

direct and indirect messages for customers 

4.1.4.1 Ambient Conditions:  

 

 The Airport of Thailand Public Company Limited contracted the design 

company, “MJTA Group”,a Thai-US-German consortiumthat included Act 

Engineering Consultant Company, Tams Consultant Company and 

Murphy/Jahn Group Company with a registered value of 1,000 million Baht. 

(In the first period, the contract value was about 650 million Baht.After, 

though, AOT required an increase to support a increase in passengers from 30 

to be 45 million/year) The architects, , Helmut Jahn and Werner Sobek were 

already wekl known for their designs of Chicago‟s O‟Hare International 

Airport,the United Airlines Terminal One Complex, Berlin, the PostBuilding 

and Sony Center Building. Helmut Jahn came to Thailand to lecturer about 

concept and design of Suvarnabhumi Airport for a fee of over 1 million. He 

also wrote the book, “Suvarnabhumi Airport, Bangkok” about the design of 

Suvarnabhumi Airport, which was published in 2007 in which he said that the 

airport design follows a new concept. It has been designed to be a 

transportation hub that includes a shopping mall which makes passengers feel 

like they are in the center of the city. Furthermore, Suvarnabhumi Airport 

innovative reflected an effective integrated structural and environmental 

design, employing new materials and advanced systems. The result is a 

building flooded with controlled natural light in a tropical climate. Prior to 

construction. the site was treated using engineering techniques and modern 
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technology that wouldexpedite water absorption to ensure the runways and 

aprons would have the least surface subsidence (National Science and 

Technology Development Agency, Ministry of Science and Technology, 

2008) 

 

 Mr. Narongrit Chaisayan (Personal communication, October 7, 2014) Senior 

Engineer 6, Design Division, Airfield and Building Department of Suvarnabhumi 

Airport described the airport design guidelines as follows:   

 

Suvarnabhumi Airport followed the Bauhaus design , which cut out 

unnecessary components and used steel and glass, focusing on utilization and 

clarity. The terminal actually looks like bird‟s wing. The buildingis built with 

white burlap, reflecting waves on the sea. The architecture and décor  reflect a  

Thai flavor to communicate that this is Thailand. The building was designed 

to focusing on provide maximum usefulness of space.  The use of glass 

proviees an added feel of expansiveness. In addition, there is a floor cooling 

system to save the energy while controlling interior temperatures  

 

4.1.4.2 Ambient Conditions:  Main Pillars 

  There are columns only at the outside edges of the building supported 

byfour small pillars. Tgis keep this internal space open. Due to the large roof and its 

weight, a large pillar is required to support the entire weight. Therefore, the middle of 

the pillar was kept. The design using four smaller pillars gives a sense of elegance to 

the design. 

4.1.4.3 Ambient Conditions:  The Super-Truss design of 

Suvarnabhumi Airport  

  The use of 126-meter lengths of glass allow the truss to support the 

whole weight that is transfered to the pillars around the building and allows for a large 

open space that is quite impressive. While the truss design can be made using a single 

piece, due to force support and transfer,two triangular cross section truss (A) were 

employed to support the weight from the down triangular cross section truss (B), 
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allowing some bending at the middle, creating amore delicate shape for the roofthat 

resembles a royal barge. 

4.1.4.4  Ambient Conditions :  5 pin Truss 

  The main structure and wall are the special truss called 5 pin truss 

consisting of 2 hemisphere trusses which assembled together on the upper side like X. 

Each truss is 27 meter of width, 40 meter of length, 19 meter of height and 167 ton of 

weight with total amount of 104 sets. 5 pin truss consists of 2 large trusses which 

connected to each other and can connect to other structure by engineering balancing 

from fin which is the joint for 5 points including the top of truss and 4 points on the 

leg of truss to strengthen the structure and can rotate a little bit to reduce the torsion. 

Furthermore, 5 pin truss is able to support the torsion which may occur in the leg 

where support the weight of truss, glass and synthetic fabric. Thus 25 mm thick steel 

sheet with 36 screws and diameter of 32 mm is installed on each support point. The 

side of truss uses structure of glass wall to support the force of weight from fabric 

membrane and wind. 

4.1.4.5  Ambient Conditions :  Fabric Membrane 

  Fabric membrane of the roof and wall of Suvarnabhumi Airport 

building is very light when compare to general roof which save the structure and 

lighting system because it is allow the light pass through in the day time. The general 

fabric has no property of thermal resistant, but special design of fabric provides is 

made it to be used in tropical climate. In the nigh time, when turn on the light, the 

fabric reflects and distributes the light very well. This fabric membrane consists of 3 

material layers. Each one has space of 80 cm. as following; 

1) The external layer, made from fabric membrane covered 

with Teflon which be used in the pot. Teflon has thermal, sound, rain and wind 

resistance and prevent the accumulation of dust on outside surface, frequent cleaning 

is not required. 

2)  The middle layer, made from polycarbonate plastic which 

is the same material use in thearmor that has the molecular arrangement like the glass 

but not fragile with thickness of 6 mm. installed on rust-free net. This layer resist to 

UV, temperature and wind and also the noise from apron. 
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3)  The internal layer, made from special fabric membrane 

from 1500
o
C melted glass and fabricate as ayarn and weave as fabric which be 

webbed and porous coated by aluminum and LOW-E. This layer absorbs the noise 

and resist to acidity and ambient and keep the temperature inside the building which 

can reflect the light well. 

  4.1.4.6  Ambient Conditions :  Frameless Glass 

  The glass of Suvarnabhumi airport is laminated glass which can reduce 

the heat but allows the light to pass through. Because of the tall and heavy glass result 

in the heavier weight. The glass in general building must use the large frame which 

always hides the surround scenery. The design of glass wall in Suvarnabhumi airport 

uses the glass hanging which can see at the column that has the glass fix point and 

sling to hang the glass inside. The sling hang from the above structure and transfer the 

weight to steel column. This system will transfer the weight to and fro and balance by 

moving when strike by wind. This is the concept of building with adapts to the nature 

instead of against as well as the elegance of line in the building. When we see from 

the outside will see the glass in the whole sheetwhich change follow to the light. In 

the day time, it will reflect the surrounding like mirror. When becoming the low light 

at the night, turning on the light will reveal internal structure. This is the design which 

concerned about the structure, tracery and time because it is used in the whole day 

that differ from the other buildings where use in specific time. If going to 

Suvarnabhumi airport in different time, we will see the different appearance of 

building or even looking in the different degree. This glass will appear the different 

image in each degree because some degree has total reflection of light and appear the 

image like mirror. In some degree, the internal light which brighter than the external 

will allow to see inside the building. 
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4.1.4.7  Ambient Conditions :  Safety Glass 

  The glass of Suvarnabhumi airport in area of concourse is 2 dovetailed 

glasses with thickness of 6 and 8 mm. the gap is filled by ceramic dot to screen the 

light. The different size of ceramic dot is installed as the arc degree of roof and side of 

building which require the light such as low light side will has small ceramic dot or 

none. This manner will drop the heat gain of building while it is visible to the outside 

and allow the light to inside. This is the energy saving of building and coated by 

LOW-E as the same one on car glass to reflect the heat and UV. 

 For the properties of glass used for energy saving, Mr. Narongrit Chaisayan 

(Personal communication, October 7, 2014) Senior Engineer 6, Design Division, 

Airfield and Building Department of Suvarnabhumi Airport described as following; 

 

The wall of Suvarnabhumi Airport made from the aluminium consisting of 

steel structure connected to concrete wall. Block and aluminum sheet coated 

by special chemical called Fluorocarbon which has the properties of thermal 

and chemical resistance very well. While Cable Stayed Façade consists of 

laminated glass with thickness of 21.52 mm. and dimension of 2.25 x 2.45 m. 

which can be install on various materials because this kind of glass is 

designed to be independent. In the way of energy saving, the heat through the 

glass, the designer used the glass even it is clear but coated the substance to 

reflect and absorb the light. The glass in lower level will be thicker than and 

be coated   thin to see the outside scenery and the above level will be thinner 

to reduce its weight but has thick coating.  
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Figure4.6 Passenger Terminal, Suvarnabhumi Airport 

 

4.1.4.8  Ambient Conditions :  Lighting 

  From non-participant observation and from the asking from building 

director, the researcher found that in the day time, natural light in terminal and 

concourse are sufficient for utilizing and efficient for energy saving by natural light 

and also found that the policy of turning off the light when it is enough once compare 

with general standard of energy saving. 

  The obstruction in energy saving, , Mr. Narongrit Chaisayan (Personal 

communication, October 7, 2014) Senior Engineer 6, Design Division, Airfield and 

Building Department of Suvarnabhumi Airport described more as following; 
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As the expectation and brightness perception inside the building which not 

sufficient and result of overwriting such policy. In the fact, brightness 

perception is not only depended on the floor brightness but the main activity 

of user in concourse will see the wall and ceiling mostly. Therefore the wall 

brightness and vertical surface should be emphasized by concerning about 

balanced light and brightness ratio and aware the reflection from the wall to 

window or glass and make invisible external scene  

 

  Furthermore, Suvarnabhumi Airport has lighting arrangement which 

can be divided into 3 kinds 

1) Ambient light: in addition to the purpose of brightness, there are 

also the provision of elegance and Thai unity in the interesting point. Therefore the 

light in this section is crucial for the reception area and high expectation from the user 

especially in the passenger hall, waiting hall and hallway. Ambient light is not 

required the brightness in horizontal plane as well as vertical plane to make the 

comfortable looking with light balancing in the building and surround environment in 

night time and day time which having the light to building. 

2) General light: providing the common brightness. Sometime 

ambient light and general light are the same light such as Sky-lounge or shopping 

area. 

3) Task light is the light provided for the brightness in working. Each 

function needs the different brightness in different time. The advantage of this 

lighting is the energy saving due to the light for working always require high 

brightness. In area of task light don‟t need the high brightness, therefore it should has 

the flexibility in turning on or off once need such as light for reading. In some area 

such as passenger hall should provide both ambient light for balancing the brightness 

and task light for working such as holding area or office. 

4.1.4.9  Ambient Conditions :  Main Color of Airport 

  Suvarnabhumi Airport uses the background color in design of many 

things such as staff costume, facility, post and sign of airport. The color used is blue 

which stands for theforethought, prudenceand friendship. The cooper gold color 
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stands for the prosperitywhich means to the Suvarnabhumi land that is the name of 

airport and prosperity of the firm. 

4.1.4.10  Ambient Conditions :  Temperature 

  Average temperature of terminal is controlled by terminal air 

conditioning control center at 22
o
C for whole terminal due to its large size and 

skylight inside which expose the light in the day time and also the heat. The large 

volume of air in building, air conditioning system will adjust the required temperature 

in the height level of 2-3 meter that is only the area where has the user. The air 

conditioning system in this section uses the ground refrigeration system which is 

different from the general buildings that blow the cool air from ceiling. This system 

don‟t waste the energy for the above level, commonly the hot air always stay in higher 

place and the cool air which heavier will stay at the lower place. So it can be 

controlled easily and let the roof be airy and light without duct. There are 2 air 

conditioning systems run together that are floor cooling system and cool air 

ventilation system to condition temperature of building to get mean temperature of 

24
o
C and relative humidity of 60%. Floor cooling system ran by launching the cold 

through chilled water pipe which embed to under concrete floor of building by 

discharging the cold from floor level of 2-3 meter that let the above floor is 

comfortable. The cool air ventilation system or heat rejection system by using 

circulation of chilled water and be media in heat transfer between cool air handling 

unit and chiller. We can see that air diffuser is the curve grill which places on each 

point of Suvarnabhumi airport. This air conditioning concept works well with 

revolving door which differs from the general swing door that allow to transfer the air 

to outside of building while opening and result of heat transfer from the above. The 

use of revolving door reduces the air loss while opening which has the equal volume 

of inlet air. Therefore the total air of inside building still the same and no energy 

waste in air conditioning.For the air conditioning which concentrates in energy 

saving, Mr. Narongrit Chaisayan (Personal communication, October 7, 2014)  Senior 

Engineer 6, Design Division, Airfield and Building Department of Suvarnabhumi 

Airport described as following; 
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There are 2 zones of air conditioning which concentrates in energy saving; 

floor cooling system by embedding chilled water pipe under the walkway to 

absorb the heat and not reflect inside the building and cooling system by using 

air conditioner to produce the cold at low moving rate until the air is transfer 

together which call “cold sea” that cover the area in height of 2.5 meter above 

the floor. In addition, the design of the burlap roof like isosceles triangleor 

Thai pavilion has the same concept that is making the hot air fly under the 

roof and not be transferred to below. When the difference of above and below 

temperature is occurred, the air stream will occur.  

 

4.1.4.11  Ambient Conditions :  Fire protection and detection 

  Smoke detector or heat detector always be installed in common 

building. When smoke or heat is over the limitation, smoke detection system will 

alarm and turn on the fire hose automatically to quell. In addition to smoke detector, 

Suvarnabhumi Airport Building also uses beam detector in transmitting and receiving 

infrared in the above human walk level in the very high ceiling building which the 

principle is when fired, smoke will fly to intercept the line of infrared and allows the 

system to run and automatically opens the fire hose. 

4.1.4.12  Ambient Conditions :  Capacity compensated lightning 

protection system 

  Capacity compensated lightning protection system of airport is 

opposite to the function of lightning roddue to the use of 440 Hz electricity on 

airplane and communication system may be damage once lightning on airport. 

Capacity compensated lightning protection system will protect the lightning on airport 

while using lightning rod by discharge compensation or called capacity pusher from 

adjusting the voltage be equilibrium to the sky. 

4.1.4.13  Ambient Conditions :  Flight Announcement Sound  

   Suvarnabhumi Airport has the undertaken division for announcement 

with the mission of announcing in various areas such as flight of airline, person lost, 

important information such as fire, emergency plan rehearsal. From non-participant 

observation of researcher, found that Suvarnabhumi Airport announced the flight and 

calling the passenger when got the request to announce. The Thai announcement was 
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polite, smooth, attractive, clear pronunciation and when announced in English, the 

announcer would pronounce clearly by stressing on accent for easy understanding, the 

announcer would announce not too slow and not too fast. 

4.1.4.13  Space/ Function : Check-in counter arrangement  

Suvarnabhumi Airport arranges the area for check-in counter by 

divided in 10 islands and 2 rows on each one consisting of A, B, C, D, E, F, G, H, J, 

K, L, M, N, P, Q, R, S, T, U, W (20 rows) and has 360 counters for airline staff to 

issue the ticket. The counter for abroad flight can support up to 5,400 passengers/hour 

and 2,430 passengers/hour for domestic flight. This arrangement provides the 

convenience in identifying for both domestic and abroad flight as well as the orderly 

queue and not to be crowd. 

 

 

 

 

 

 

 

 

 

 

Figure 4.7  Layout of Check in Counter Suvarnabhumi Airport  

 

 

 



 
 

   

8
3
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.8  Layout of Check in Counter 4
th

 floor, Passenger Terminal Building Suvarnabhumi Airport 
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4.1.4.14  Space/ Function :  Arrangement for food shop, duty free shop 

and other service 

 Suvarnabhumi Airport arranges the similar pattern of food shop and 

duty free shop in each floor that is the longitudinal arrangement and along with 

concourse on all 4 floors to provide the clearness and tidiness in cleaning. There is a 

few difference in each area depend on the passenger requirement and passenger 

behavior such as departure passenger may need to have a meal before departure 

before getting on board, this allows the 4
th

 floor which is the floor for departure 

passenger contain the food shop. While 1
st
 floor where is the floor of arrival 

passenger, therefore none of food shop to serve the passengers because they may have 

had the meal on board already and be hurry to pass the immigration check point to get 

their belongings before leaving the airport or having a few, thus food shop is 

unnecessary in such area. The details for allocation of each kind of shop as below; 

1) Internet and post office area are on the 4
th

 floor of 

terminal in the deepest right corner of building and the outside before passing 

immigration check point because such place is not the main place of departure 

passenger to use. Therefore it is arrangedonly one point in the deepest point. 

2) Banks and currency exchange services are provided on 

the 4
th

 floor with the banks distributed throughout because they are important for 

passengers and for the most convenient for passengers which in the process of ticket 

checking can exchange the money faster. The most crowd area of banks and currency 

exchange services in both head and tail of check-in counter because the departure 

passengers require to use the exchange service. If the bank has the insufficient 

required currency, passengers can exchange more with other near bank instead. 

Furthermore, on B1 floor where the passenger comes by subway has the 10 retail 

shops that provide currency exchange service.   

3) Duty free shop is undertaken by Kingpower Duty Free 

Company which has made the concession with Suvarnabhumi Airport for 10 years 

and evidently separate the sale area on the 4
th

 floor of departure passenger area. After 

passing the immigration check point, we will see a large number of duty free shops 

along the building. Passengers will face the perfume and cosmetic product at the front 

in various brands and a lot of advertisement. This arrangement occurs the attraction in 
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target product of the most passengers and also the shopping. In addition, the popular 

product such as alcohol beverage and cigarette are shown on the opposite side.  

This allows female passengers to buy the perfume and cosmetic product while male 

passengers prefer to buy alcohol beverage or cigarette and both are also in the near 

area. Furthermore, there are other kinds of shop such as candy, brand name, clothing, 

watch, technology, drug store, OTOP product which less popular than the first one. 

4) Food shops are provided for passengers and other 

people who awaiting for the passengers with different arrangement. For the departure 

passengers, there are a lot of food shop along the end of each side of concourse which 

has the various food shops such as Thai food, international food and fast food which 

located along the building and evident zoning, not distribute which easy to get. In 

addition, the passengers can estimate the time because they can spend the time to 

shop. When they already checked the boarding time, they will know how long 

remaining and what they should buy to eat. If it is enough, they can have a main dish, 

if not, they may buy fast food instead. Therefore the arrangement of food shop on the 

end of concourse where is the last area before getting to hold room to wait for getting 

on board is the most suitable pattern. For the people who waiting for passengers will 

face the food shops on the 3
rd

 floor of terminal along the building and convenient to 

buy and be visible clearly. There are various kind of food provided too. Besides the 1
st
 

floor of terminal, there is the food center on the most end corner of building in the 

square hall to serve the food and convenient for the group person and buying. 
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Figure 4.9  Layout of 4
th

 floor Departure Level, Passenger Terminal Building 
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Figure 4.10  Layout of 4
th

 floor Departure Level, Passenger Concourse D 
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Figure 4.11  Layout of 4
th

 floor Departure Level, Passenger Concourse A, B and C 
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Figure 4.12 Layout of 4
th

 floor Departure Level, Passenger Concourse E, F and G 
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Figure 4.13 Layout of 3
th

 floor Passenger Terminal Building 
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Figure 4.14Layout of 3
th

floor West Transit Area 
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Figure 4.15 Layout of 3
th

 floor East Transit Area 
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Figure 4.16 Layout of 2
nd

 floor Arrival Level 
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Figure 4.17 Layout of 2
nd

 floor Concourse D 
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Figure 4.18 Layout of 2
nd

 floor East Side  
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Figure 4.19 Layout of 2
nd

 floor West Side 
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Figure 4.20 Layout of 1
nd

 floor Passenger Terminal Building 
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4.1.4.15  Space/ Function :  The area arrangement for body and 

baggage screening point 

  Today, Suvarnabhumi Airport has body and baggage screening point in 

4 zones; 3 zones for international flight which can support 7,200  passengers hour and 

3,200 meter of area for queuing and 1 zone for domestic flight which can support 

2,500 passengers/hour. In 2010, Suvarnabhumi Airport faced with the issue of 

screening area arrangement for international flight due to the large amount of 

passengers and security system which need to inspect the clothing and belonging 

carried to get on board. To solve such problem, Suvarnabhumi Airport allocated the 

area of 5
th

 floor of terminal to be body and belonging inspection point by separating 

into 2 sides. After inspection, passengers must go down to be proceeded by 

immigration check point in the glass room and result of noinordinate queue of 

passengers. Such allocation not only improve the image of Suvarnabhumi Airport in 

tidiness but also make the terminal be airy because of none of long queue as the past 

and reduce the duration for queuing which make them have higher satisfaction. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.21  previous body and baggage screen point 

 

 



 
 

   

9
9
 

 

 

 

 

 

 

 

 

 

 

 

  

  

 

Figure 4.22  present body and baggage screen point 
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4.1.4.16  Signs, Symbols and Artifacts : Fine art and sculpture 

The interior decoration consist of Thai unity, AOT has designed the 

symbol which resound to Thai uniqueness by undertaking of K.H. Property Company 

Limited and assigned to NT Company Limited with Prof. Dr. Kiettikhun 

Buranasompob, professor of faculty of architecture, Silapakorn University as the 

president of all. 

4.1.4.17  Signs, Symbols and Artifacts : Giant Sculpture 

According to the tradition and legend of 12 giant sculptures for 

protection of Wat Phrasrirattana Sasadaramfrom the devil, these giants are the main 

character in Thai literature of Ramayanawhich relays the greatness and elegance of 

Thai sculpture in period of King Rama 3. Six couples of giant sculpture standing at 

the gate of temple and facing to the chapel with meaning of these giants protect the 

temple from devils. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.23  Giant Sculpture at Suvarnabhumi Airport 

 

Suvarnabhumi Airport consists of 12 giant sculptures at the 4
th

 floor of 

concourse. These giants were sculpted by Uthaitani sculptors under the control of 

Nontiwat Jantanapalin with the concept of greatness and awfulness as the guardians of 

country but seem like the invitation and attraction for visitors as well as to be the brief 
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presentation of Ramayana and to invite the visitors to visit the template of giant at 

Wat Phrasrirattana Sasadaram. 12 giant sculptures located on the 2
nd

 floor of 

concourse as detail following; 

1) Mangkorakarn, is the green giant and the son of Phaya Chorn who 

reigns the Rom Kal and friend of Tosakanth. He reincarnated from ladle buffalo. He 

was cursed by Shiva to be died by Rama‟s arrow. Finally Rama shot Prommas arrow 

and killed Mangkorakarn. 

2) Maiyarab, is the violet giant king who reigns the underwater city 

and friend of Tosakanth. He isstepfather of Mashanu who is the son of Hanumarn and 

Suvarnamasha and cursed the battalionof Rama in the cage underwater cityand then 

rescued by Rama and Maiyarab was killed. 

3) Cakravarti, is white giant king and friend of Tosakanthwho reigns 

the Maliwan and powerful giant. The fire of hell and acid surround the Maliwan. 

After the death of Tosakanth, he impounded Longka from Phipek and gave to 

Painasuriyawong, the son of Tosakanth and Montho. 

4) Indrajit, is the green giant and the beloved son of Tosakanth and 

Monthowith the former name of Ronpukkumarn because he is powerful and can beat 

Indra and then changed the name to Indrajit and was given the holy weapons from 

Shiva, Brahmaand Narayanathat were Prommas, Nakamas and Vishnuarrows 

respectively and finally died by Prommas arrow of Narayana. 

5) Virulhok, is dark blue giant and the king of Mahaantakarn, the 

underwater city who makes the subsiding of Kailart mountain where is the palace of 

Shivaonce he visited the Shiva. Because of the angriness when the gecko accosted 

while paying the respect to Shiva, he then threw the Sangwan to such gecko and 

occurred the earthquake and result of subsiding. 

6) Suriyaphob is the red giant and son of Jakawad, the king of 

Maliwan and friend of Tosakanth and has the Shiva‟s spear as the weapon. He is 

powerful and skillful in consecrateand when completed, no one can beat him. He shot 

Mekapuk spear and attacked to the chest of Satarut and became unconscious. He 

finally killed by Prommas arrow. 

7) Tosakanth is the giant king who reigns the Longka and has 10 faces 

20 hands with various weapon. His wife is Montho and mistress is Kalakki. 
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Tosakanth reincarnated from Montok (Foot cleaner of angle at Kailart mountain) and 

became father of Sida who born from Montho. Because of the unknown that Sida is 

the cousin and then result of the war ofwrangle with Rama in story ofRamayana. 

8) Viruncamban is black and white giant and son of Phrayapusana 

who reigns the Jareuk and grandson of Tosakanth. He has transformed to bethe 

shrimp and hidden in the bubble. But finally found and killed by Hanumarn. 

9) Askan Mara is the violet giant who reigns the Duram and friend of 

Tosakanth. He has another name, Assakamarasulwho received the holy wish 

fromShiva that when his body is torn apart, it will be transformed to another body. 

More of torn body will result of more Assakamarasul. Finally Rama shot Prommas 

arrow to Assakamarasul and became the wind which carried the part of body to the 

river and made him died. 

10) Sahassadeja is white giant king who reigns the underwater city and 

has the brother name Phrayamusapalum who is theregent and friend of Tosakanth. 

Sahassadeja has one thousand faces and two thousand hands and special weapon that 

isDal blackjack. He was killed by Hanumarn. 

11) Tosagirithorn is the son of Tosakanth and Chang and silver body. 

His nose tip is trunk. Afterward Askanara, the governor of Duram and friend of 

Tosakanth ask for looking after as adopted child and has Sorasit as weapon, when 

shooting, it becomes the nine weapons. Finally he was killed by Phraluck arrow. 

12) Tosagirivan is the twin of Tosagirithorn and son of Tosakanth and 

Chang. He has the green body and nose tip is trunk. Askanara adopted him to look 

after as adopted child too. He has Sorasit as weapon, when shooting, it becomes the 

nine weapons. Finally he was killed by Phraluck arrow. 
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Figure 4.24 Mangkorakarn, Maiyarab and Cakravarti 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.25 Indrajit, Virulhok and Suriyaphob 
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Figure 4.26 Tosakanth, Viruncamban and Askan Mara 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.27 Sahassadeja, Tosagirithorn and Tosagirivan 
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4.1.4.18  Signs, Symbols and Artifacts : The Churning of the  

Milk Ocean 

  Scene of the Churning of the Milk Ocean was constructed by 

Kingpower Suvarnabhumi Company under the budget of 48 million Baht by the 

design of Mr. Nikhom Polyiam, Fine artist 6, Department of Fine Arts with thegilded 

and glass decorated sculpture in dimension of 3 x 21 x 5.50 meter. The prominent 

component placed on the middle that is standing Narayanaon Muntarakiri Mountain 

which the turtle Kuramavatar support the beneath of mountain. The left hand side 

components are the devils whoa are pulling the head of Vasuki Naga while the angles 

are pulling at the tail once standing at the middle of picture. The secondary 

components for the elegance and living are the wave, sea and marine life which 

providing the feeling of movementin all-time. The legend of The Churning of the 

Milk Ocean is from the Vishnuhas ordered the devils and angles to remove the on 

Muntarakiri Mountain where is the resource of diamond to locate on the milk ocean 

on Vikul heaven and collect some herb to put into milk ocean and assign Vasuki Naga 

to be the rope to lap around the Muntarakiri Mountain by giving the artifice that who 

are the strongest one in all of three lands must pull at the head. Thus the devils hurry 

to pull the head of Naga while the angles pull its tail. Each side powerfully pulls to 

rotate the mountain to churn the herb into the sea. When Naga becomes tired and hurt, 

it blows the acidpiecemeal and makes the devils be weak and not touch the angles and 

Luksamipati also provides the rain at all time. The turtle we see isthe incarnated form 

of Narayana that come to support the mountain to keep straight. Afterward the 

mountain becomes incline during churning. This ceremony spend over thousand years 

and finally obtain 14 magical things. The thirteenth item is heaven doctor who comes 

to provide the fourteenth item that is Ammarita pot which be drunk a quarter part. The 

remaining given to Indara to keep on the heaven. 
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Figure 4.28 The Churning of the Milk Ocean (1) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.29 The Churning of the Milk Ocean (2) 

 

 The further information about the churning of milk ocean, Mr.Korakot 

Phraepriungam (Personal communication, September 4, 2014)  Airport Service 

Officer 4 Terminal Services Division, Landside Operations Department of 

Suvarnabhumi Airport explained more as below; 
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This sculpture consists of 4 hands-Narayana (Vishanu) staying on the 

Muntarakiri Mountain with 9 angles and 9 devils are pulling the Naga or 

Vasuki Naga and also the turtle (Kuramavatar) being supported the milk 

ocean by its shell (This becomes the third era of ten era of Narayana). The 

meaning of churning of milk ocean is from Ammarita water that means 

immortal. Thus the place of Ammarita water is the immortal place like the 

properties of Ammarita water which are required from the angles and devils as 

well as Suvarnabhumi where is the land of golden, abundance, prosperity and 

forever immortal  

 

4.1.4.19  Signs, Symbols and Artifacts : Fine Art 

  Inside of Suvarnabhumi Airport close to the conveyor of arrival 

departure, there are 3 large fine arts including Daowadung, Sruang Pisut Land and 

Anantamahanakorn drawn by Professor Panya Vijintanasarn, Dean of faculty of fine 

arts, sculpture and printing, Silapakorn University and staffs. Each one has the 

dimension of 4 meter of height and 35 meter of long, using special acrylic powder 

imported from Australia which make the dimension and softness. These are the 

invaluable arts. The cost of decorations and arts are about 125 million Baht with the 

concept of fine art design for reflection of Thai unity through the story of 

Suvarnabhumi land. Each painting was spent the time for 2 years by starting in 2004. 

In addition, there are the paintings of Mural Painting, the work of 37 professors from 

faculty of fine arts, sculpture and printing, Silapakorn University. Each one is 60” x 

60” and place together. The fine arts in Suvarnabhumi Airport can be compared to 

national museum of Thai art which be shown to the foreign sight. 
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Figure 4.30 Dan Sruang Pisut 

 

Dan Sruang Pisut resounds to the meeting of angles on the heaven that 

come to welcome 3 gods; Narayana,Brahmaand Indaraand also Siam Dhewatiraj. The 

story of this painting is the meaning of the passing away at Suvarnabhumi Airport to 

protect the airport and reflect to the advance culture in art work. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.31 Suvarnabhumi Daowadung 
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  Suvarnabhumi Daowadung stands for Suvarnabhumi land as the center 

of universe by demonstrating the image of Daowadung heaven where refers to the 

prosperity of the past in this land and to reflect that hereinafter Suvarnabhumi will be 

the new economic center and international tourism of Thailand. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.32 Anantamahanakorn 

  

   Anantamahanakorn is the fine art which reveals the greatness since the 

history of Bangkok till today that layered together. Furthermore, it is drawn for 

celebrating the 60
th

 anniversary of enthronementfor His Majesty the King and be 

honored from giving the name of Suvarnabhumi. Besides inside the fine art of 

Anantamahanakorn has the participations of 16 artists and the concerned to paint this 

work. 
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Figure 4.33 Thai Pavilions 

 

There are 2 Thai Pavilions in terminal of departure hall, the first one at 

the intersection of concourse A, B, C and another one at the intersection of concourse 

E, F, G which made from the goldenteak. These are the outstanding architecture 

because they are located on the connection between concourses and allow the 

passengers who pass this point can see their charming as well as the elegance in 

construction detail. Today it is the selling place of product, sculpture and Thai 

handwork and OTOP which be interested from the passengers. 

4.1.4.20  Signs, Symbols and Artifacts : Internal guidepost of terminal 

  Firstly, before the construction of Suvarnabhumi Airport, the guidepost 

in Suvarnabhumi Airport has blue background and white letter. Even such color is the 

unique color of Suvarnabhumi Airport, but it is not suitable for identifying the 

direction and lack of clear sight. Therefore Suvarnabhumi Airport improved the 

guidepost as well as the post in front of restroom, elevator and post to show the airline 

at the entrance of terminal to be evident and beautiful by changing its background and 

using other color in letter such as yellow, white, blue and using infographic to allow 

the person who can read Thai or English can guess about such area. 
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          Old directional Sign    New directional Sign  

 

 

 

 

 

 

 

 

 

 

Figure 4.34 Sticker Directional Sign at Passenger Terminal Building 2nd floor 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.35 Lightbox Directional Sign 
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Figure 4.36 Male and Female Toilet, 3rd floor Passenger Terminal Building 

 

  Old Design      New design  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.37 Elevator at Passenger Terminal Building 
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4.1.4.21  Signs, Symbols and Artifacts : Flight Information Display 

  There are several flight information displays in Suvarnabhumi Airport 

for the convenience in checking the flight of passengers. Flight information display is 

designed as international standard with the large text in both Thai and English with 

suitable color of letter on display also airline logo included for the convenience in 

checking of flight. Flight information display in each point has different information. 

Displays found including 8 types as following; 

1) Departure flight (International/Domestic flight) 

information display provides the information about check-in counter which can 

display 20flight/screen. The passengers will see the information, time, airline, 

destination, flight, row and remark such as counter closed/opened. 

2) Departure flight (International/Domestic flight) 

information display provides the information about gate. The passengers will see the 

information, time, airline, destination, flight, gate and remark such as exit 

closed/opened. 

3) LCD flight information display at Baggage Handling 

Conveyor for international/domestic flightto show the information of conveyor and 

flight information. 

4) Arrival flight (Internationai/Domestic flight) information 

display can display information 45 flight/screen that consist of destination in both 

Thai and English and can add free form text at the bottom of screen. 

5) LCD flight information display at the gate provides the 

information of airline, flight, destination, gate status such as close/open, schedule 

time, estimated departure and also the information of the next flight. 

6) Flight information display above conveyor is LCD screen 

with maximum display of 3 flight (each row) in the same time. The passengers will 

see the information of destination in both Thai and English as well as the remark up to 

8-9 letters in English. 
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7) Information display above check-in counter 

8) Dedicated check-in counter above ticket checking counter 

of each airline. The passengers will see the information of destination, flight, time and 

gate. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.38 Flight Information Display at Duty Free 
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Figure 4.39 Flight Information Display at Arrival Hall 

 

 

 

 

 

 

 

 

 

 

Figure 4.40 Flight Information Display at Departure Gate 
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Figure 4.41 Flight Information Display at Baggage Handling Conveyor 

 

4.1.4.22  Signs, Symbols and Artifacts : Logo of Suvarnabhumi 

Airport 

  Logo of Suvarnabhumi Airport stands for the identity of Suvarnabhumi 

Airport because it shows the hidden scenery of airport from three blue strips below 

refer to the runway of airport, two golden strips above refer to airplane. In some 

degree of blue strips seem like the airport roof. The overview of symbol is the abstract 

pattern that means to the flying and progression of organization and the leader of 

transportation and air transportation that are the main mission and also the 

unstoppable advancement of organization. The text of “Suvarnabhumi” has special 

design to combine with symbol. The tip of letter is modified to present Thai identity 

and Suvarnabhumi Airport where is the national airport of Thailand. 
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Figure 4.42 Logo of Suvarnabhumi 

 

  Copper gold color is the color of prosperity and Suvarnabhumi land 

which the name of airport and prosperity of the firm. 

  Blue color is the color of prudence and friendship and reveals the firm 

appearance. 

  As mentioned above, we can conclude the guidelines of service scape 

management of Suvarnabhumi Airport as following; 
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Table 4.2  The guidelines of servicescape management of Suvarnabhumi Airport 

 

Item 
Guidelines of service scape management of 

Suvarnabhumi Airport 

Ambient conditions 

1 Architectural design 

2 Lighting 

3 Symbolic color 

4 Temperature 

5 Announcing voice 

Area allocations 

1 Check - in counter arrangement 

2 Food shop area arrangement 

3 Shop area arrangement 

4 Body and baggage screening point arrangement 

Signs, Symbol and Artifacts 

1 Fine art, sculpture 

2 Guidepost 

3 Flight information dispaly 

4 Logo of Suvarnabhumi Airport 

 

 Accordingly, Suvarnabhumi Airport emphasize in the service scape design for 

customer satisfaction by concerning about elegance, creativity, Thai identity, 

accessibility or reflection of environmental design, concentration in modern 

architectural design, lighting, color and colorfulness of airport in both day and night 

times, temperature inside which make the comfortableness when stay inside and be 

different from tropical climate of Thailand, clear announcing voice without 

disturbance, the area arrangement of ticket checking area, food shop, grocery shop 

and body inspection point are not be concerned only about the convenient 

accessibility and satisfaction but also realize in behavior of passengers who require 

the different service that result of easy accessible arrangement for them in all 

direction and not be crowd. In the part of sign and artifact, Suvarnabhumi Airport 
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concerns about the identity of international airport where support the large amount of 

foreigner and result of the standard guidepost and flight information display which 

provide clear information and be beautiful to make the satisfaction in passengers. In 

addition the display of Thai fine art and sculpture throughout Suvarnabhumi Airport 

to make the satisfaction in passengers. The hidden Thai identity in airport enables 

Suvarnabhumi Airport be modern and still be Thai. Finally, logo of Suvarnabhumi 

Airport which commonly found in terminal is to make the passengers can memorize 

the name of “Suvarnabhumi” as well as Thai tracery in logo. 

 

 4.1.5 Service Quality 

 Ziethaml et al. (1990) is the founder of service quality measurement in unit of 

SERVQUAL by considering the factors which effect on the service quality 

assessment of customer in 5 dimensions as criteria in service quality decision 

including; 

1) Reliability is the keeping of promise, the good experience occurred 

with customers once their get the correct response as the promise in both qualitative 

and quantitative manners. 

2) Responsiveness is theenthusiasmin managing with request, 

question, complaint and customer problem. 

3) Assurance is the reliability and confidence in making the good 

experience for customer such as ability of staff with know well in service, the ability 

of company from seasoned experience in the business for a long time, achievement 

award from professional institute or acceptable organization. 

4) Empathy is the understanding in customer which will provide the 

good experience and bring the satisfaction to customer. Customers expect to be served 

like the important person. 

5) Tangibles is the physical evidence which may be seen by customer. 

This is another thing which taking the good experience for customer, hereby means 

the cleanliness and tidiness of place, decoration, tool and equipment as well as the 

facility. 

 

 



 

 

 

120 
 

  4.1.5.1  Banks for currency exchange 

  To make the passengers of Suvarnabhumi Airport be convenient, the 

airport concerns the need of passenger in money exchange for the trip, therefore there 

are the banks for money exchange and ATM for withdrawal over 46 points especially 

the 3
rd

 and the 1
st
 floor of terminal that contain several bankssuch as SCB, KSB, KTB, 

TMB and Islamic Bank. 

  4.1.5.2  Passenger Seat 

 From non-participant observation, found that Suvarnabhumi Airport has the 

seats provide for the passengers over 20,000 seats in area of check-in counter, there 

are the bench for waiting of ticket checking, this is just temporary seat and when get 

inside the concourse, there are the chairs provide for waiting to get on board. The 

chairs in concourse made from synthetic fabric which are comfort, convenient and 

beautiful. In addition, inside of the hold room, where the passenger waiting to get on 

board, Suvarnabhumi Airport selects the leather chair which compact and easy to 

clean but not concentrate in the softness because the passengers will stay only 1-2 

hours in such area and different amount of chair in each gate, depends on thebay such 

as Gate C3, the gate where support Airbus 380-800, therefore it has high possibility to 

get over 500 passengers in such area and result of sufficient chair amount. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.43 Passenger Seat at Gate Hold Room and Concourse G 
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  4.1.5.3  Internet service 

  Suvarnabhumi Airport provides free high speed internet by the 

cooperation between Airport of Thailand PLC. (AOT) and True Corporation PLC. to 

set the project of AOT Free WiFi by TrueMove H to serve the WiFi in all of 6 

international airports in Thailand include Suvarnabhumi Airport, Don Mueang 

Airport, Chiang Mai Airport, Phuket Airport, Hat Yai Airport and Mae Fah Lauang 

Airport. True Group has been authorized to be fiber optic network installer with speed 

up to 200 Mbps to serve the passengers to use it free with maximum speed of 10 

Mbps throughout the airportwith the good response from over 100,000 Thai and 

foreign passengers since the opening on April 2014. The purposeห of this cooperation 

are to raise the efficiency of wireless communication technology and to support the 

willingness of AOT in developing the service as the leading qualified airport and best 

service in the world. Furthermore, the passengers who require to use AOT Free 

WiFiby TrueMove H in the airport without any charge by selecting AOT Free WiFiby 

TrueMove H then register for achieve the username and password by ID. card or 

passport (for foreigner) to use AOT Free WiFi by TrueMove H for 2 hours in one day 

with maximum speed of 10 Mbps. Suvarnabhumi Airport alsoinstall Internet Kiosk to 

provide internet service for passengers in hold room and bus gate for both domestic 

and aboard flights by two of each one with total of 126 kiosks. The passengers can be 

served high speed Internet with speed of 10 Mbps for receiving and sending E-mail or 

searching for information with duration of 15 minutes in each time without any 

charge and automatically log out, the passenger can reconnect to log in again. 

  4.1.5.4  Airline lounge 

  There are many lounges in Suvarnabhumi Airport for many airlines 

which divided to domestic departure passenger and aboard departure passenger. Each 

one has been designed to be unique and convenient to use as details below; 

1) Domestic departure consists of 

(1) Boutique lounge andBlue ribbon lounge of Bangkok  

Aviation PLC. 

(2)  Royal silk lounge of Thai Airways PLC. 
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2)  International departure consist of  

(1)  Louis tavern lounge 

(2) King power premium lounge andKing power lounge 

(3) Boutique lounge andBlue ribbon lounge Bangkok Aviation  

(4)  Royal first lounge andRoyal silk lounge of Thai Airways  

(5) SilverKris Lounge ofSingapore Airlines 

(6) Emiarte lounge ofEmirate Airlines 

(7) Sakura Lounge ofJapan Airlines 

(8) Air France KLM Sky Lounge  

(9) Eva air lounge 

(10) CIP lounge 

  4.1.5.5  Restroom 

  Suvarnabhumi Airportimprove the restroom throughout the airport to 

be sufficient to the continuous raised amount of passengers. The restroom of 

Suvarnabhumi Airport can support the disablewith the full of facility and suitable 

wideness for wheelchair. Suvarnabhumi Airport not only concerns about the 

cleanliness and also resounds to Thai identity to be more prominent. This this the 

cooperative design with COTTO Company at the 4
th

 floor of terminal under the 

project of “The World Pleasure Airports by COTTO” with the concept of 7 wonders 

of Thailand including River of Life, Festival, Move Around, Happy Moment, Street 

Life, Flower Market andSea Sight which opened on March 2014 
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Figure 4.44 River of Life Restroom 

 

 River of Life located on concourse D4 on the 4
th

 floor. It is designed to be 

architecture in the period of Rattanakosin in Colonial style of Rama V period. There 

are flight information displays at the entrance which allow the passengers at the front 

of restroom can check their flights and also interactive display for entertainment 

during waiting. 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.45 Decoration of River of Life Restroom 
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 The wall of restroom is decorated by imported tile from Italy with wooden 

tracery. The lath is used to decorate the ceiling with antique fan and when the light 

expose to the floor, it be seen like the natural light. The photographs are hung on the 

wall to tell the story of Thai peoples live who stay with liver and flight information 

displays located at the front of rest room to let the passengers to check their flights 

and also interactive display for entertainment during waiting. 

 Street Life located on the arrival terminal at concourse D6 on the 2
nd

 floor at 

the intersection of immigration check point where is designed in modern styleto 

reveal the vivacity of the road which relate to Thai life by picture of modern building, 

guidepost, advertisement post and food through storytelling and also long interactive 

display which change go on and on as well as the restroom on 4
th

 floor and also the 

decoration by province tag. Inside of restroom, we can see the graphic tracery on the 

wall. The first one is black and white like the wall of building and the second one like 

a window on skyscraper. 

 

 

 

 

 

 

 

 

 

 

Figure 4.46 Street Life Restroom 
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Figure 4.47 Decoration of Flower Market Restroom 

 

 

 

   

 

 

 

 

 

Figure 4.48 Decoration of Sea Sight Restroom 

 

  4.1.5.6   Shops and duty free goods  

  Shops and duty free goods in Suvarnabhumi Airport is performed by 

Kingpower Company which manage the area within the airport for over 10,000 m
2
 

and has the selection of shops which come to sell the qualified product to provide the 

highest satisfaction to passengers in Suvarnabhumi Airport. Not only the variety of 

goods, but also the attractive price. The shops in Suvarnabhumi Airport can be 

classified into 3 kinds; 1. World‟s Boutique Shop 2. Duty free goods such as perfume, 

cosmetic, alcohol beverage and cigarette and 3. Specific goods shop such as World 

Wide Watches which has the brand name watch from around the world or Eye for 

Time where distributes sport fashion product and sunglass. 
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Figure 4.49 World‟s Boutique Shop 

 

 

 

 

 

 

 

 

 

Figure 4.50 Duty Free Product 
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Figure 4.51 Specific goods shop 

 

  4.1.5.7   Restaurant 

  From non-participant observation, found that Suvarnabhumi Airport 

has the various kinds of food shop to serve the passengers as their needs including 

Thai food, Chinese food, European food, fast food, dessert or ice cream. Food shops 

can be found in the 3
rd

 floor of terminal that is the interconnection point between car 

park and terminal and provide the convenience for passengers to have a meal be for 

checking their tickets and also passenger‟s relatives who are waiting for the 

passengers. Besides, the hurry passenger in processing of ticket checking or 

immigration process can have the meal inside the concourse which contains about 50 

food shops inside. 
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Figure 4.52 Restaurant 

 

  4.1.5.8 Website of Suvarnabhumi Airport 

  Suvarnabhumi Airport has own official website that is 

www.suvarnabhumiairportthai.com to provide the information, recommendation and 

service of airport which be collected for all passengers such as real time flight 

information to save the time to check its time on Airline‟s website, searching the 

information of shop, food shop and souvenir shop which be collected on website 

including location and telephone number. The passenger who requires the services or 

suggestions for passengers whether arrival or departure about how to prepare before 

getting on board, forbidden item on board, how the children get on board without 

guardian, is the pet allowed to fly, the website has collected the information to serve 

all passengers and also transportation information to provide to passengers such as 

bus, car park, taxi service and car rental as well as the entrance and exit of airport. 
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  4.1.5.9  Trolly 

  Trolly is the crucial thing for passenger in transferring the belonging to 

ticket booth and when arrive to country. As these reasons, Suvarnabhumi Airport 

provides the standard carts for the convenience of passengers with control stick to 

drive the cart and automatically lock its wheel and also low weight. These trolly can 

be found at the 4
th

 floor of terminal at the front of each gate and conveyor where the 

passengers will transfer their luggage to the car or sky train to home. There are also 

small carts without control stick which used to put the belonging such as bag or duty 

free goods which serves the convenience to passenger in non-heavy carrying and be 

the saver. 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.53Trolly 

 

  4.1.5.10  Car park 

  Car park of Suvarnabhumi Airport is split into 4 zones. There is 

allocation of building and opened long term car park. The passengers can park their 

cars at the opposite of terminal and cross to terminal by hallway which be convenient 

in supporting about 6,000 cars which park in Suvarnabhumi Airport. In addition, in 

2014, Suvarnabhumi Airport opened “Lady Parking Zone” in area of zone 2 at 3
rd

 

floor to be car park of the lady which can support 450 cars. The user must be lady and 

come alone or with children not over 12 years to be allowed to park in such area. 
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  4.1.5.11  Uniform 

  Suvarnabhumi Airport designs uniform staff to meet the identity color 

of AOT that is blue, dark blue and grey to stress on the firm identity. The uniform is 

designed to be luxurious, good-looking and resounded the good image of service 

business in international standard. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.54 Uniform 
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 As mentioned above, we can conclude as the guidelines in service quality 

management of Suvarnabhumi Airport as following; 

 

Table 4.3  Conclusion of guidelines in service quality management of  

 Suvarnabhumi Airport 

 

Item 
Guidelines in service quality management of 

Suvarnabhumi Airport 

1 Banks for currency exchange 

2 Seat in terminal 

3 The use of Wi-Fi Internet 

4 Lounge of airline 

5 Restroom 

6 Shop 

7 Goods of Suvarnabhumi Airport 

8 Food shop 

9 Food 

10 Website of Suvarnabhumi Airport 

11 Luggage cart 

12 Car park 

13 Staff uniform of Suvarnabhumi Airport 

  

 

 Suvarnabhumi Airport tries to allocate the needed facility to passengers to be 

the most comfortable service and to make the passengers satisfy and achieve the good 

experience in their trips by concerning in passenger requirement, behavior of 

transportation, standard which be required in global airport and regulation in 

management of airport in airport management. The passengers will found the various 

services including bank counter for currency exchange, suitable seat in each area with 

sufficient amount and be comfortable, Wi-Fi service to allow the passengers to use the 

internet service, the allocation of airline lounge for passengers to relax before getting 

on board, the cleanliness of restroom and beautiful design that enough for supporting 



 

 

 

132 
 

the passengers as well as for the disabled, standard  luggage cart with proper 

application and place in the area where need, sufficient car park and convenience in 

transfer the luggage to terminal, unique uniform with reliable and professional look. 

Suvarnabhumi Airport also consider in the consumption behavior of global passenger 

in different food and product for the highest satisfaction of passenger in having a meal 

and shopping. In addition, the website of Suvarnabhumi Airport, there is addition of 

important information for passengers or about Suvarnabhumi Airport which easy 

understanding design and elegance. 

 

4.2  Marketing Communication of Suvarnabhumi Airport 

 

 The observation found that Suvarnabhumi Airport use several media. Some 

published media was from AOT who is the producer of content and publish in the 

same direction and be convenient in data control. The researcher classifies media of 

Suvarnabhumi Airport to be 3 types; 1) public relation 2) advertisement and  

3) Activity 

 

4.2.1 Public relations 

  4.2.1.1  News Clipping 

  As the collection of public relation of news in Suvarnabhumi Airport, 

researcher found that Suvarnabhumi Airport publish the news via newspaper mainly. 

Therefore researcher perform the analysis of clipping of Suvarnabhumi Airport since 

January 2014 to April 2015 and can summarize the topics as following; 
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Table 4.4  News topic of Suvarnabhumi Airport since January 2014 to April 2015 

 

Item News topic Number 

1 Problem solving and faillure 19 

2 Assignment of director 8 

3 Passenger amount prediction 14 

4 Activity 48 

5 Facility 40 

6 Operation plan 73 

7 Award and ranking 12 

8 Other 69 

Total  283 

 

1) Public relation in topic of problem solving and failure 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 19 headlines in topic of 

problem solving and failure has the various presentation as table 4.5 

 

Table 4.5  Sample of clipping in topic of problem solving and failure 

 

Item Headline Newspaper/Website Date 

1 
Suvarnabhumi Airport prohibits the 

powerbank on board 

Bangkok Post, 

Khaosod, 

Thaipost,Thairath, 

Post Today, Khaosod 

13 Sep 14 

2 Suvarnabhumi Airport handle the taxi Daily News 30 Sep 14 

3 Floating lamp is refrained 

Website ofmatichon 

online, piroonnews, 

royal thai 

government, Thai 

PBS News 

31 Oct 14 
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Table 4.5 (continued) 

 

Item Headline Newspaper/Website Date 

4 
Airport launching the protective 

regulation for airport area 

Website 

ofKrobkruakao, Thai 

PBS, thaitv3.com 

2 Nov 14 

5 Suvarnabhumi Airporthandle the taxi Bangkok Post 12 Nov 14 

6 
Suvarnabhumi Airportreleases the 

regulation of handicapped car parking 
Komchadluek 12 Jan 15 

7 
Suvarnabhumi taxi protest for rising 

up the fare 
Website ofINN 1 Feb 15 

8 
Queuing theory handles the issue of 

Suvarnabhumi taxi 

Website of Manager 

Online 
2 Feb 15 

9 
Suvarnabhumi Airport punishes the 

cheating taxi 
Post Today 11 Feb 15 

10 
Fallen bicycle in bicycle lane of 

Suvarnabhumi Airport 

Khaosod ( Evening 

frame) 
28 Feb 15 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.55 Example of Public Relations News 1 

Source:Matichon, 2015: 3. 
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Figure 4.56 Example of Public Relations News 2 

Source: INN News, 2015. 

 

 Shortly, public relation of Suvarnabhumi Airport in topic of problem solving 

and failure has news presentation which allows the readers to perceive the 

progression, responsive solving, fact to show the fact in occurred situation with cause 

and reason to present the emphasis in problem solving systematically or clear process 

which lead to the reliability in operation. 
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2) Public relation in topic of director 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 8 headlines in topic of director 

as table 4.6 

 

Table 4.6 Sample of clipping in topic of director 

 

Item Headline Newspaper/Website Date 

1 Committee of AOT resign Matichon 1 Sep 14 

2 AOT appoints senior manager 
Dailynews, Thairath, 

Posttoday, Matichon 
18 Sep 14 

3 AOT appoints senior manager 
Website of 

Phuket Wan 
30 Sep 14 

4 
PraponPatamakijsakul 

appointed to be AOT director 
Thairath 11 Oct 14 

5 AOT appoints senior manager 
Websiteof 

corehoononline 
31 Oct 14 

6 AOT recruits new CEO 
ASTV,Manager 

Online 
6 Nov 14 

7 AOT recruits new CEO The Nation 2 Feb 15 

8 AOT recruits new CEO Prachachat Durakit 20 Feb 15 

  

  Shortly, public relation of Suvarnabhumi Airport in topic of director 

has news presentation which allows the readers to perceive the progression, 

organization change and operational guideline to make the confidence in 

management. 
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3) Public relation in topic of passenger growth forecast 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 8 headlines in topic of 

passenger growth forecast as table 4.7 

 

Table 4.7 Sample of clipping in topic of passenger growth forecast 

 

Item Headline New/Website Date 

1. 

AOT prepares to support 

travelers after martial law 

cancelled 

Website ofisarapost,  

Nation TV 
7 Sep 14 

2. 
Passenger record of 

Suvarnabhumi Airport 
Komchadluek 11 Sep 14 

3. 

Air transportation volume of 

Passenger record of 

Suvarnabhumi Airport1
st
 

Quarter/2015 

ASTV,  

Kaohoon, 

Dailynews,Thaipost,Thairath, 

Naewna 

2 Feb 15 

4. 
AOT predicts passenger load 

of Suvarnabhumi Airport 
The Nation 4 Feb 15 

5. 
Passenger record of 

Suvarnabhumi Airport 
Thaipost 10 Feb 15 

6. 
Passenger record of 

Suvarnabhumi Airport 
Website ofSMART SMS 15 Feb 15 

7. Passenger record of AOT Website ofTTR weekly 28 Feb 15 
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Figure 4.57 Example of Passenger growth forecast News 1 

Source: ASTV, 2015. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.58  Example of Passenger growth forecast News 2 

Source:  Thansettakij, 2014: 26. 
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 Shortly, public relation of Suvarnabhumi Airport in topic of passenger amount 

prediction has news presentation about the change of passenger amount which allows 

the readers to perceive the information or prepare in advance and to present the 

performance of Suvarnabhumi Airport in supporting the increase of passengers, fame 

of country and reliability in operation. 

4) Public relation in topic of activity 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 48 headlines in topic of activity 

as table 4.8 

 

Table 4.8 Sample of clipping in topic of activity 

 

Item Headline Newspaper/Website Date 

1 AOT facilitates for Hajjpalmer Dailynews 1 Sep 14 

2 

Suvarnabhumi Airport 

welcomes first Boeing 787 

flight 

Thairath 12 Sep 14 

3 
Suvarnabhumi Airport 

celebrates for 8
th

 anniversary 

Khaosod, Website 

ofBangkok 

Broadcasting & TV 

Co.,Ltd., INN, 

National News 

Bureau, Royal thai 

Government, 

Thanonline 

30 Sep 14 

4 

Suvarnabhumi Airport sets 

welcoming activity for Chinese 

travelers during Golden week 

Matichon, Website 

ofMCOT, National 

News Bureau of 

Thailand, PRD.go.th 

2 Oct 14 
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Table 4.8 (Continued) 

 

Item Headline Newspapers/Website Date 

5 

Suvarnabhumi Airport 

welcomes the bicycler, 

Amanda Carr 

Thairath 2 Oct 14 

6 

Suvarnabhumi Airport 

launchs project “Service 

mind tourism police” 

ASTV, Bangkokbiz, 

Khaosod,  

Komchadluek,Thairath 

8 Oct 14 

7 

Suvarnabhumi Airport sets 

the activity of 

“Journey of Happiness 2015” 

Website ofNational News 

Bureau of Thailand 
24 Dec 14 

8 

Suvarnabhumi Airport 

launches project of “Clean 

Food Good Taste” 

Website of Banmuang, INN, 

Newswit, Sanook, Thailand 

Press release news, 

Thanonline 

14 Feb 58 

9 

Suvarnabhumi Airport holds 

the activity for travelers 

during Chinese New Year 

Bangkokbiz,Komchadluek, 

Dailynews, Naewna, 

Banmuang, Matichon 

19 Feb 15 

10 
Project ofSuvarnabhumi 

Service Excellence 
Website ofManager Online 28 Mar 15 

11 
Suvarnabhumi Airport 

joinsThai Clean Expo 2015 
Thaipost 29 Mar 15 
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Figure 4.59  Example of Activity News 1 

Source:TNN24, 2013. 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.60  Example of Activity News 2 

Source:  Thairath , 2013. 
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  Shortly, public relation of Suvarnabhumi Airport in topic of activity 

has news presentation about the activity information which allows the readers to 

perceive the information of activity, participation of company and other firms to 

present the emphasis in passengers and make them satisfy in service by concerning in 

service quality in the wide areas and creation of good image. 

5) Public relation in topic of facility 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 40 headlines in topic of facility 

as table 4.9 

 

Table 4.9 Sample of clipping in topic of facility 

 

Item Headline Newspaper/Website Date 

1 
Suvarnabhumi Airport serves 

new luggage cart 
Website of Matichon Online 1Sep 14 

2 
Suvarnabhumi Airport 

provides handicapped car park 
Siamrat 30 Sep 14 

3 
Suvarnabhumi Airport 

renovates conveying system 
Bangkok Post 8 Oct 14 

4 

Suvarnabhumi Airport 

provides mobile and laptop 

recharging booth 

Website ofSiamgadget 12 Oct 14 

5 
Suvarnabhumi Airport installs 

information kiosk system 
Dailynews, Post Today 6 Nov 14 

6 
Suvarnabhumi Airport serves 

Transfer Baggage Terminal 
Khaosod 15 Nov 14 
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Table 4.9(continued) 

 

Item Headline Newspaper/Website Date 

7 
Suvarnabhumi Airport set 

coordinative center 
Website ofNow26 31 Dec 14 

8 
Suvarnabhumi Airport expands 

lounge 
Bangkok Post 29 Jan 15 

9 
Suvarnabhumi Airport 

improves facility 
Website ofNaewna 14 Feb 15 

10 
Suvarnabhumi Airport installs 

self-check-in system 

Website ofAll Car today, Biz 

bi weekly, corehoononline, 

krungtheppost, 

moneylifetody, news data 

today, Power Time 

28 Feb 15 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure4.61  Example of facility News 1 

Source:Lokwannee, 2014. 

 

 



 

 

 

144 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.62  Example of facility News 2 

Source:  Matichon Online, 2013. 

 

 Shortly, public relation of Suvarnabhumi Airport in topic of facility 

has news presentation about the change of facility in Suvarnabhumi Airport which be 

provided for passenger. This shows to the convenience in service, modernity and 

professionalism in the service. 

6) Public relation in topic of operations 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 48 headlines in topic of 

operation as table 4.10 
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Table 4.10Sample of clipping in topic of operations 

 

Item Headline Newspaper/Website Date 

1 

GTAC revises 

Suvarnabhumi Airport‟s 

TOR 

Naewna,Matichon, 

Website ofBangkok Biz 

News, EFInanacethai, 

Manager Online, 

tnews.teenee.com 

5 Sep 14 

2 

Suvarnabhumi Airport 

delays project of phrase 2 

development 

Thairath, 

Matichon,Website 

ofBangkok, Home 

Zommer, Manager Online, 

National News Bureau of 

Thailand, newswit, 

Prachachat, RYT9, Thai 

PBS News, Thailand Press 

release news, Thairath, 

The Nation 

30 Sep 14 

3 

AOT request for the act to 

allow Suvarnabhumi Airport 

be specialized control area 

Matichon, Thairath, 

Website ofBangkok Post, 

Newswit, RYT9, TH 

News Hub, Thailand Press 

Release News, Thairath 

2 Oct 14 
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Table 4.10 (Continued) 

 

Item Headline Newspaper/Website Date 

4 
Suvarnabhumi Airport 

expansion project phrase 2 

Dailynews,Thairath,Website 

of Bangkok Post, 

Bangkokbiz news Daily 

News, Khaosod, Manager 

Online, Money Channel 

RYT9 Stock News Daily, 

Thaipost, Thairath, 

Thanonline 

29 Oct 14 

5 Duty free area development Thansetthakij 21 Nov 14 

6 
Project of skytrain linkage 

between 3 airports 

Matichon, Prachachat 

Durakij 
25 Nov 14 

7 
AOT announces for 

operational result of 2014 
Bangkok Post 3 Dec 14 

8 
Suvarnabhumi Airport 

expansion project phrase 2 

Website ofINN, MCOT, 

msn, Sanook 
22 Dec 14 

9 

Expansion project of 

Suvarnabhumi Airport phrase 

2 : 2015 

Website ofPrachachat 24 Dec 14 

10 
Suvarnabhumi Airport trains 

taxi drivers 
Transport General 3 Feb 15 

11 
AOT approved for reserved 

runway and terminal 
Transport General 3 Feb 15 

12 

AOT rushes up potential 

project for Suvarnabhumi 

Airport phrase 2 

Website ofThairath 3Feb 15 
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Table 4.10 (Continued) 

 

Item Headline Newspaper/Website Date 

13 
Suvarnabhumi Airport 

allocates new terminal 

Website ofBangkok 

Post 
10 Feb 15 

14 
Internal cargo transfer offree 

zone in Suvarnabhumi Airport 
Website ofNow 26 14 Feb 15 

15 Expansion project phrase 2 

Bangkokbiz, Khaosod, 

Tun 

Hoon,Thaipost,Thairath, 

Ban Mueang, Posttoday, 

Matichon 

18 Feb 15 

16 
Suvarnabhumi Airport 

renovates bike lane 

Website of Bangkok 

Broadcasting & TV 

Co.,Ltd. 

28 Feb 15 

17 

AOT trains basic airport 

management 

the 31
st
 course 

Ban Mueang 12 Mar 15 

 

 

  



 

 

 

148 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.63  Example of operations News 1 

Source:  INN News, 2013. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.64  Example of operations News 2 

Source:  Sanook, 2014. 
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 Shortly, public relation of Suvarnabhumi Airport in topic of facility 

has news presentation about the vision of operation, service standard, superiority 

development, attendance in personnel development and attendance in service quality 

development of Suvarnabhumi Airport. 

 

7) Public relation in topic of award and ranking 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 73 headlines in topic of award 

and ranking as table 4.11 

 

Table 4.11 Sample of clipping in topic of award and ranking 

 

Item Headline Newspaper/Website Date 

1 

AOT achieved award of 

project“Airport Carbon 

Accreditation” 

Website ofThanonline 3 Sep 14 

2 
AOT is ranked in the most reliable 

firm 
Thairath,Matichon 30 Sep 14 

3 

Suvarnabhumi airport is ranked 

best bike lane of airport in the 

world 

ASTV 23 Oct 14 

4 
AOT is ranked in top 100 highest 

value company in ASEAN 

Posttoday, Website of 

Nikkei Asian Review 
20 Nov 14 

5 
AOT achieved outstanding award 

of sustainable report of 2014 
Ban Mueang 25 Nov 14 

6 

Suvarnabhumi airport awarded 

outstanding place for the 

handicapped of 2014 

ASTV,Website 

ofPrachachat Website 

ofThanonline 

9 Dec 14 

7 
AOT is certified for the hygiene 

and safety managemnet 
Website ofThanonline 11 Mar 15 

8 Suvarnabhumi airport is ranked in Bangkokbiz 15 Mar 15 



 

 

 

150 
 

47
th

 best airport of the world 

 

 

 

 

 

 

 

 

Figure 4.65  Example of Award and Ranking News 1 

Source:  Kapook, 2014. 

 

  Shortly, public relation of Suvarnabhumi Airport in topic of award and 

ranking has news presentation about the reliability of airport, brand value, proudness 

in the past and achievement in professionalism of airport. 

 

8) Public relation in other topic 

  As the collection and analysis of clipping of Suvarnabhumi Airport 

since January 2014 to April 2015, found that there are 69 headlines in other topic as 

table 4.12 
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Table 4.12 Sample of clipping in other topic 

 

Item Headline Newspaper/Website Date 

1 

AOT conferences for opinion on 

the 3
rd

 and 4
th

 runway of 

Suvarnabhumi Airport 

Website ofPR Content 

Center 
4 ก.ย.57 

2 
Suvarnabhumi Airport handovers 

office to Customs Department 

Website ofManager 

Online 
14 Sep 14 

3 
Suvarnabhumi Airport provides 

park for the older 
Matichon 30 Sep 14 

4 
Bike lover suggests bike lane of 

Suvarnabhumi Airport 
Worldtoday 6 Nov 14 

5 
Suvarnabhumi Airport taxi driver 

returns money to the owner 

Website ofWorld 

Chinese Unity Center 
12 Nov 14 

6 
Suvarnabhumi Airport donates 

bicycle to school 

Thairath (Evening 

frame) 
6 Dec 14 

7 
Suvarnabhumi Airport gives the 

pillow for apologizing 
Website ofTLC 31 Jan 15 

8 

Suvarnabhumi Airport donates 

money for foundation and non-

profit organization 

Thaipost 3 Mar 15 

9 
Suvarnabhumi Airport taxi driver 

returns money to the owner 

ASTV Manager, 

Thairath 
11 Mar 15 

10 Suvarnabhumi Airport give plaque Ban Mueang 14 Mar 15 

11 

Above sky- Beneath sea, The 

prosperity of Suvarnabhumi 

Airport by Lord Buddha relic 

Thairath 15 Mar 15 

12 
The courtdismisses thelawsuit of 

noise from Suvarnabhumi Airport 
Website ofOK Nation 15 Mar 15 

  

  



 

 

 

152 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.66  Example of Other News 1 

Source:  Khaosod News, 2013: 9. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.67  Example of Other News 2 

Source:  Thairath, 2013: 9. 
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Figure4.68  Example of Other News 3 

Source:National News Bureau of Thailand (NNT), 2013.  

 

  Shortly, public relation of Suvarnabhumi Airport in other topic has 

various news presentations including the information for representing the 

concentration in operation of other area on airport, provision of concerned 

information, motivation of flying with Suvarnabhumi Airport. 

 

  4.2.1.2  Public Relations through television 

  In addition to the public relation news in newspaper, from the 

interview of  Mrs. Thitiporn Setaluk, the director of public relations division, Special 

Affairs and Community Relations Department of Suvarnabhumi Airport found that 

Suvarnabhumi Airport has published the news through television since 2013 to 2014 

as details below; 

1) Modern Nine TV television station, Channel 9 

interviewed the director of Suvarnabhumi Airport about flood preventative plan on 

Friday of 5 July 2013, 14:00 PM. 

2) NBT television station, Channel 11 interviewed the 

director of Suvarnabhumi Airport about restroom improvement on Monday of 17 June 

2013, 13:00 PM. 
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3) Thai TV3 television station, Channel 3 interviewed the 

director of Suvarnabhumi Airport on Tuesday of 30 July 2013, 14:00 PM. 

4) GMM TV Company interviewed the director of 

Suvarnabhumi Airport about restroom improvement on Wednesday of 31 July 2013, 

10:00 AM. 

5) Thai TV3 television station, Channel 3 interviewed the 

director of Suvarnabhumi Airport about 7
th

 anniversary of Suvarnabhumi Airport on 

Tuesday of 24 September 2013 

6) Keb Bia Tai Thoon Rarn radio station interviewed the 

director of Suvarnabhumi Airport about OTOP promotion of Suvarnabhumi Airport 

on Friday of 25 October 2013, 10.45 AM  

7) Thai TV3 television station, Channel 3 interviewed the 

director of Suvarnabhumi Airport about security system within Suvarnabhumi Airport 

at inspection point on Friday of 22 November 2013, 10.30 AM. – 14.30 PM. 

8) Cholrassami with VIP Program station interviewed the 

committee chairman of Suvarnabhumi Airport on Royal Thai Army television, 

Channel 5 on Tuesday of 26 November 2013, 06.00-12.00 AM. 

9) Prachachat Durakij interviewed the director of 

Suvarnabhumi Airport about bike lanes within Suvarnabhumi Airport on 10 March 

2014 

10) Euronews International Television interviewed the 

director of Suvarnabhumi Airport about air transportation potential and potential 

expansion plan of Suvarnabhumi Airport phrase 2 on Tuesday of 22 April 2014. 

11) TV Thunder Company Limited recorded the area of bike 

lanes in Suvarnabhumi Airport on Friday of 18 April 2014. 

12) Nation Broadcasting Corporation Public Company 

Limitedrecorded the area of bike lanes in Suvarnabhumi Airport on Wednesday of 14 

May 2014, 10.30 AM. 

13) Thairath TV interviewed and recorded program in topic 

of measure of prevention of airplane attacked by bird, broadcasted on Thairath 

television station during Thairath News Show at 19.45-21.45 PM. 
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14) Channel News Asia television station interviewed the 

director of Suvarnabhumi Airport about issues in taxi system of Suvarnabhumi 

Airporton Friday of 4 October 2014, 13.00 – 13.20 PM. 

15) Voice TV television station recorded at the area of bike 

lanes of Suvarnabhumi Airport on Thursday of 10 July 2014, 10.00 AM. 

16) Dern Na Prateth Thai program interviewed the director of 

Suvarnabhumi Airport about the development of Suvarnabhumi Airport to AEC on 

Thursday of 31 July 2014, 13.00 – 15.00 PM. 

17) Kao 5 Na 1 program of Royal Thai Army television, 

Channel 5 on 31 July 2014, in topic of Ladies Parking Zoneon Friday of 15 August 

2104,  

13.00 PM. 

  4.2.1.3  Airport of Thailand Public Company Limited Website 

  Airport of Thailand Public Company Limited makes the official 

website that is www.airportthai.co.th to serve the information about company and 

performs as the center of data connection among 6 airports under the responsibility of 

AOT including suvarnabhumiairport.com donmueangairportthai.com 

phuketairportthai.com chiangmaiairportthai.com and chiangraiairportthai.com.  

 

 

 

Figure 4.69  AOT Official Website 
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 Besides these, there are also information of history of airport, operation 

guideline, turnover, recruitment and suggestion for passengers. For the information of 

AOT website, Mrs. Thitiporn Setaluk (Personal communication, October 13, 2014)  

the director of public relations division, Special Affairs and Community Relations 

Department of Suvarnabhumi Airport describes more as below;  

 

In the part of website management, today AOT has contracted with  Prime 

World Solution Company Limited since 1 November 2013 to 31 October 

2018 to undertake and develop website of AOT as well as websites of all 6 

airports. For the information in public relation, AOT will upload the data to 

website by itself. In case of each airport prefers to publish any information of 

airport, must submit to Head office Corporate Communication, Airport of 

Thailand Public Company Limited to screen the proper news to be published 

on website of AOT and website of related airport  

 

 

  

Figure 4.70  AOT Website Statistic Report Nov 2013 – Aug 2014 (1) 

 

 From the graph which represents to the number of click on website during 

August 2014 for 606,332 times and number of UIP (Unique IP) that is non-repeated 

IP address of website visitor is 174,215 times 
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Figure 4.71  AOT Website Statistic Report Nov 2013 – Aug 2014 (2) 

  

From the graph which represents to the number of new visitor who 

visit Suvarnabhumi website during August 2013 equals to (56.2%) more than the old 

visitors of Suvarnabhumi website for (43.8%) 

  4.2.1.4  Suvarnabhumi Airport Official Website 

  Suvarnabhumi Airport makes the official website that is 

www.suvarnabhumiairportthai.com to serve the information about suggestion and 

service in Suvarnabhumi Airport which collected for all travelers such as updated 

airline flight in real time to save the time to check directly from airline website, 

searching of information about shop, food shop and souvenir shop, website has 

collected the information, location and telephone number altogether. For the 

passengers who require the service information or suggestion for both departure or 

arrival or how to prepare before getting on board, forbidden item on board, how the 

children get on board without guardian, is the pet allowed to fly, These questions are 

provided the answers for all travelers. In addition, there is the information about 

transportation to serve the passengers such as bus, car park, taxi or van service as well 

as entrance and exit of airport. 
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Figure 4.72  Suvarnabhumi Airport Official Website 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.73  Real-time Flight Status on Website  
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Figure 4.74  Suvarnabhumi Website Statistic Report 2014 (1) 

 

  From the graph which represents to the number of click on website 

Suvarnabhumi.com during August 2014 for 509,719 times and number of UIP 

(Unique IP) that is non-repeated IP address of website visitor is 108,016 times 

 

 

 

 

 

 

 

 

 

 

 

จากกราฟแสดงให้เห็นถึงจ านวนผู้เยี่ยมชมเว็บไซต์ Suvarnabhumi.com รายใหม่ในช่วงเดือน  

Figure 4.75  Suvarnabhumi Website Statistic Report 2014 (2) 
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 From the graph which represents to the number of new visitor on 

website Suvarnabhumiairportthai.com during August 2014 equals to 65% more than 

the old visitors of website Suvarnabhumi.com for 35% 

  4.2.1.5  Facebook 

  Airport of Thailand Public Company Limited makes Facebook page of 

AOT Official which is the official page of company and officially opened on 19 June 

2014 and be undertaken by AOT officers in Division of Corporate Communication to 

provide the information about all airports under the responsibility of AOT as well as 

beneficial information and activity to allow the Facebook users to join. Furthermore, 

such Facebook is linked to official website of company and Line application to 

distribute the communication channel to passengers. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.76  AOT Official Facebook  
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  For the content presented in AOT Official Facebook, Mrs. Thitiporn 

Setaluk (Personal communication, October 13, 2014)  the director of public relations 

division, Special Affairs and Community Relations Department of Suvarnabhumi 

Airport describe more as following; 

 

The content in first period of the beginning, Facebook presented about the 

history and content about Suvarnabhumi Airport the under the AOT as well as 

the important announcement from company. Afterward there were some 

activities in page to increase the followers. Those activities had prize giving 

and the rule to let the player to press Like or share to online social network. 

Then this page added some crucial content in such period such as information 

about AEC, minimum wage as well as attractive places in Thailand and allows 

the followers to obtain the variety of information. The main content of page 

still be the news of airports under AOT and also be the communication 

channel for the passengers to post or question too.  

 

 In addition to AOT Official Facebook, there is also Facebook Page of 

Suvarnabhumi Airport to provide the information about Suvarnabhumi Airport 

directly in another way. The guideline in information such as Suvarnabhumi Airport 

ranking, activity of Suvarnabhumi Airport from the recent such as New Year festival, 

Songkarn festival, Christmas as well as the welcoming of passengers in various 

patterns. Facebook is not only be the channel for public relation, but also be another 

channel to contact to Suvarnabhumi Airport officer in receiving the information, 

asking for help and complaint the problem occurred which result of quick 2-way 

communications 
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  4.2.1.6  Official AOT Line 

  Airport of Thailand Public Company Limited sets Line for company in 

official name of AOT to be the public relation of the firm as well as the distribution of 

information about airport quickly and timely to customers. Official AOT Line has 

performed since 2013 and made 2 sets of Line sticker to promote Line users to add as 

friend and increase the amount of followers. On 15 October 2014, Official AOT Line 

had 11,262,732 followers.  Airport of Thailand Public Company Limited contracted 

with Spa-Hakuhodo Company Limited to undertake Official Line AOT and make 2
nd

 

set of Line sticker since 16 July 2014 to 30 September 2014, found that there were 

5,289,100 followers prior to be undertaken by Spa-Hakuhodo Company Limited on 

16 July 2014 or equaled to 51%. After undertaken by Spa-Hakuhodo Company 

Limited, there were 5,178,076 followers increased or equaled to 49% since 16 July 

2014 to 22 September 2014. In addition, from the observation found that the followers 

of Official AOT Line who downloaded sticker during 9-22 September 2014 for 

5,340,479 followers and 4,880,018 followers who blocked Line during 9-22 

September 2014 for 4,880,018 followers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.77  AOT Line 
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  4.2.1.7  AOT Line Sticker 

  AOT designed media for public relation in form of Line sticker to 

enhance the image of firm to be modern and timelier. For sticker of AOT crew, the 

users must add friends to be allowed to download free on sticker shop on both iPhone 

and Android system.AOT Line sticker consists of 16 styles of cartoon which represent 

to the AOT officers with colorful color, easy looking and cheerful.  

 

 

 

 

 

 

 

 

 

 

ภาพที่4.5สติ๊กเกอร์ไลน์ฟรีชุด“AOT Hearts of Service” กันยายน2014 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.78  AOT Line Sticker version AOT crew 
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 AOT Line sticker accumulates the boy and girl such as information girl, 

airport mechanic, IT girl, fire fighter, inspection girl in form of cartoon in 16 styles to 

be used and to greet their friends and special guys. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.79  AOT Line Sticker version Heart of Service 

 

  4.2.1.8  AOT Application 

  Airport of Thailand Public Company Limited (AOT) perceives in the 

passenger requirement on AOT information, service of airport, flight information 

needed before arriving the airportto allow the passenger to reach the correct 

information quickly. AOT develops the application on smart phone which make the 

passengers never miss the information for their trips. In the application, the 

passengers can access to the information of all 6 airports of AOT as well as 

Suvarnabhumi Airport and alsosatisfies passenger requirements as details following; 
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Figure 4.80  AOT Application (1) 

 

For the forgetful passengers, this always occur when hurry to the airport. When the 

passengers downloaded AOT application into their smart phones, they can keep their 

flights in the My flight tab. 60 minutes before boarding time of such flight, the system 

will notify the passengers immediately. AOT application also able to perform real-

time flight checking as well because it contains all flight schedules from all airlines 

and can check that which flight is arrival or departure and time of those flights.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.81 AOT Application (2) 
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  For the passengers who require the service information or passenger 

suggestion such as instruction for departure or arrival passengers, location of currency 

exchange service, food shop and shop, belonging lost tracking and passenger service 

center in any point of airport, this application collected all of such information as well 

as the hotel near airport that help the passenger who miss the flight or not book the 

hotel in advance can looking for the information immediately and also the 

transportation information to facilitate the passengers such as car park, taxi or van 

service or rental car 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.82 AOT Application (3) 
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Figure 4.83 AOT Application (4) 

 

  4.2.1.9  Suvarnabhumi Airport Leaflet 

  Suvarnabhumi Airportprovides the multi-language leaflet such as Thai, 

English, Chinese and Russian to distribute for passengers when they come to contact 

information counter of Suvarnabhumi Airport in any area such as the 4
th

 floor of 

departure terminal. 

  For the content in leaflet, Mrs. Thitiporn Setaluk (Personal 

communication, October 13, 2014)  the director of public relations division, Special 

Affairs and Community Relations Department of Suvarnabhumi Airport describe 

more as following; 

 

The content in leaflet not only about the airport, service plan in any section or 

guideline, but also the crucial telephone number for passengers to contact for 

further information and there is also the information about the prizes which 

has achieved that refers to service quality standard of airport and the 

acceptance from the world. This result to passengers who get this leaflet occur 

the good attitude to Suvarnabhumi Airport as well.  
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Figure 4.84 Suvarnabhumi Leaflet 

  4.2.1.10  Information Counter 

  Information counter to provide the information about Suvarnabhumi 

Airport is designed to be unique as the circular counter to allow the passengers see it 

clearly and there are airport officers to provide information for enquiry and helping 

the suffered passengers in entire 24 hours. 

  For the amount of information counters as well as the principle of 

service, Mrs. Anusara Moongsub (Personal communication, October 9, 2014) Senior 

Airport Service Officer 7, Customer Service Department of Suvarnabhumi Airport 

describe moreas below; 

 

To let Suvarnabhumi Airport be the Airport of Smiles and integrated center. 

The responsible person provides the interpreter in various languages such as 

Chinese, Japanese, Russian and Korean in some point to facilitate the foreign 

travelers. Today there are 16 counters including 6 points in departure terminal, 

2 points in transit point and 8 points in arrival terminal.Suvarnabhumi 

Airportalso develops in other service quality such as service mind training for 

officers in service section to support the policy of Suvarnabhumi Airport  
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Figure 4.85 Suvarnabhumi Information Counter 

 

 

 

 

 

 

 

 

 

 

Figure 4.86 Information Counter at Departure Level 
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Figure 4.87 Information Counter at Transit Area Departure Level 

 

 

 

 

 

 

 

 

 

 

Figure 4.88 Information Counter at Transit Area Arrival Level 
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Figure 4.89 Information Counter at Arrival Level 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.90 Information Counter at Transit Area Arrival Level 
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  4.2.1.11  Contact Center and Live Chat 

  Suvarnabhumi Airport set the number to contact for the information or 

help in 2 numbers that are 1722 (For Contact Center) and 02-132-3888 (Help Desk) to 

facilitate the passengers who come to use the service of Suvarnabhumi Airport 

conveniently and quickly and also be 2-ways communication with officer in case of 

emergency or suggestion in detail as well as live chat. The passengers who get into 

website of Suvarnabhumi Airport can use Live Chat service to contact the officer by 

chatting in case of unable to call and internet available and urgently need the help 

from officers. 

   

 

 

 

 

 

 

 

 

 

 

 

Figure 4.91 Call Center and Live Chat on Smart Phone 

 

  For the officer amount in Contact Center room,  Mrs. Anusara 

Moongsub (Personal communication, October 7, 2014)  Senior Airport Service 

Officer 7, Customer Service Department of Suvarnabhumi Airport describe moreas 

following; 

  

  



 

 

 

173 
 

 

Suvarnabhumi Airport support 160,000 passengers and 700 flights per day 

especially in the morning and evening. There for there is allocation of staff for 

Contact Center 1722 room into 3 shifts that are 13 officers in morning shift, 

12 officers in evening shift and 10 officers in night shift. Furthermore when 

passenger contacts to 02-132-3888, there are 6 officers in morning shift,  

5 officers in evening shift and 4 officers in night shift to help Contact Center  

 

 4.2.2  Advertisement 

 For the advertisement of Suvarnabhumi Airport, the researcher interviewed 

Mrs. Thitiporn Setaluk (Personal communication, October 13, 2014)  the director of 

public relations division, Special Affairs and Community Relations Department of 

Suvarnabhumi Airport describe details below; 

 

The advertisement of Suvarnabhumi Airport has been published into the 

tourism magazine such as Lookeast Magazine and other kind magazine to 

access the target group and also the TV advertisement. The magazine and TV 

program which have published the advertisement including  

 

4.2.2.1 Magazine 

1) Lookeast Magazine; the most targets are businessman and 

foreign traveler and supported for 6 months since May 2014 – October 2014. 

2) Number on The Road Magazine; this is the monthly 

magazine. Its content including license plate bidding of Department of Land 

Transport, knowledge in logistics and transportation in the any dimension, director 

interview and laws for citizen, supported for 6 months since April 2014 - September 

2014. 

3) B1 Magazine; is the magazine with target group of new 

generation who are designer, architect and entrepreneur in construction, support one 

time on June 2013.  

4) Muslim Magazine; special edition “Muslim in Siam” for the 

celebration of 20
th

 anniversary of magazine, supported one time on December 2013. 
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5) Tourism Police Magazine; published the advertisement for 

paying the respect to His Majesty the King of 5 December 2013, supported one time 

on December 2013. 

6) Police For The Citizen Magazine; is the magazine which 

publishes the information, economic movement, social, politics in police circle, 

supported one time on October 2013. 

7) Builder Magazine prefers to take a photo of new toilet 

which renovated by SCG on Thursday of 12 December 2013 at 10.00 AM -13.00 PM. 

8) Lookeast Magazine interviewed the director of 

Suvarnabhumi Airport in topic of establishment of bike lane in Suvarnabhumi Airport 

on Wednesday of 23 April 2014 at 14.00 PM. 

9) A day Magazine special edition “I ride Bicycle” 

interviewedthe director of Suvarnabhumi Airport in topic of establishment of bike 

lane in Suvarnabhumi Airport on Tuesday of 23 September 2014 at 10.00-11.00 AM. 

10) Customs Magazine interviewed the director of 

Suvarnabhumi Airport about vision and operational policy of Suvarnabhumi Airport 

in the chance of new instating. 

4.2.2.2 Radio Station 

1) New Variety Program on SorKor TorBor radio station FM 

102 MHz, broadcasting on every Saturday at 13.10 – 14.00 PM., supported for 12 

months since August 2013 – July 2014. 

2) Documentary program of Thai transportation on FM 97.0 

MHz, broadcasting on Monday- Sunday at 18:00-19:00 PM., supported for 6 months 

since November 2013- April 2014. 

3) Radio program of Promascom Company Limited, Program 

of “Roo Kin Roo Chai”, broadcasting on  every Monday-Tuesday and program of 

“Lao Soo Kun Fung”, broadcasting on Wednesday-Friday at 15.00-16.00 PM. on 

Defence Energy Department radio station (FM 90.5 MHz) and program of “Keb Bia 

Tai Thoon Rarn”, broadcasting on Monday – Friday at 10.00 – 11.00 AM on radio 

Thailand (FM 92.5 MHz and AM 891 KHz), supported for 3 months since November 

2013 – January 2014 
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4) FM program of FM 90.5 MHz (Defence Energy 

Department radio), Lao Soo Kan Fung program in topic of solving procedure and 

arrangement of taxicab (taxi) on Wednesday of 6 August 2014 at 14.30 PM. 

5) FM program of FM 97.0 MHz, Tua Faj Co Manacom 

program in topic of reroute of entrance and car park on Monday of 30 April 2013 at 

18.30 PM. 

6) FM program of FM 91.0 MHz, SorWorPor 91 program in 

topic of reroute of entrance and car park on Tuesday of 30 April 2013 at 12:40 PM. 

7) FM program of FM 97.0 MHz, Tua Faj Co Manacom 

program in topic of Suvarnabhumi youth camp 2013 on Monday of 24 June 2013 at 

18.10 PM. 

8) Rob Rua Sanambin program on radio station FM 105 

MHz, interviewed the director of Suvarnabhumi Airport for celebration of 8
th

 

Aniversary on 15 August 2014 at 14.15-14.30 PM. 

9) Lao Soo Kan Fung program on FM 90.5 (Defence Energy 

Department radio) interviewed director of Suvarnabhumi Airport about bike lane 

establishment at Suvarnabhumi Airport on Friday of 19 September 2014 at 14.45 – 

15.00 PM. 

4.2.2.3 Television 

1) Rueang Den Yen Nee program, broadcasting in 30 seconds 

spot advertisement for 4 times 

2) Kui Kamong program, broadcasting in 60 seconds spot 

advertisement for 1 time and 30 seconds spot advertisement for 9 times 

3) Bai Nee Mee Kam Tob program, broadcasting in 60 

seconds spot advertisement for 1 time and 30 seconds spot advertisement for 8 times 

4) Kui Kamong Bai 3 program, broadcasting in 60 seconds 

spot advertisement for 1 time and 30 seconds spot advertisement for 10 times 

5) Morning News program, broadcasting in 60 seconds spot 

advertisement for 2 times and 30 seconds spot advertisement for 8 times 

6) Midday News program, broadcasting in 60 seconds spot 

advertisement for 2 times and 30 seconds spot advertisement for 8 times 
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7) Evening News program, broadcasting in 60 seconds spot 

advertisement for 1 time and 30 seconds spot advertisement for 10 times. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.92 Example of Suvarnabhumi Airport Advertising 
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4.2.2.4  Youtube 

 Due to the events occurred in 2014, Suvarnabhumi Airport faced many issues. 

To recover the good image to the passengers, AOT made the video clip for Youtube 

by using the officers of AOT as the players. This clip was published with the content 

to present the service quality with full of international standard, service mind and 

safety to ensure the passengers of Suvarnabhumi Airport. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.93 Suvarnabhumi Airport Advertising on Youtube 

 

4.2.2.5  Information display in terminal 

 Today Airport of Thailand Public Company Limited at Suvarnabhumi Airport 

installed the information display about the company to let the passengers know about 

the information of AOT and also service of Suvarnabhumi Airport in terminal with 

418 displays as following details; 
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1) 310 TV screens at hold room of international eastern side of 

terminal by APV Company. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.94 TVscreen at hold room 

 

2) 16 TV screens at immigration check point on 2
nd

 floor of 

international arrival on eastern and western sides by The One Plus Company. 

 

 

 

Figure 4.95 TVscreen at immigration check point 
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3) 88 TV screens at domestic and international baggage handling 

conveyor by Tripple Play Company. 

 

 

 

Figure 4.96 TVscreen at baggage handling conveyor 

 

4) 1 TV screens at glass wall behind check-in counter of row D on 

the 4
th

 floor by LED Advance Company. 

 

 

Figure 4.97 TVscreen at Passenger Terminal Building 4
th

 Floor 
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4.2.3  Events 

 For the information of activity establishment of Suvarnabhumi Airport in 

2014, the researcher found that Suvarnabhumi Airport frequently held the activity to 

satisfy the passengers in Suvarnabhumi Airport and make the novelty in service and 

also present to the good management of airport and be reliable as the long-run in 

airport business. 

 For the guideline in activity establishment of Suvarnabhumi Airport,  

Mrs. Thitiporn Setaluk (Personal communication, October 13, 2014)  the director of 

public relations division, Special Affairs and Community Relations Department of 

Suvarnabhumi Airport describes more as below; 

 

Suvarnabhumi Airport holds the activity in entire year to satisfy the 

passengers of airport and result in the score of satisfaction survey from the 

passengers and also makes the good image to Suvarnabhumi Airport. The 

frequent activity is the activity of any festival such as Chinese New Year, 

New Year, Chirstmas, Loy Kratong. The establishment of activity represents 

to the emphasis on festival. Thai festival is attractive for foreigners to visit due 

to its novelty and unseen like the palody of international festival to show the 

universality and attendance in foreign passengers 

 

 

Activity  1)  8 Years of Ultimate Happiness @ Suvarnabhumi Airport 

Objective to celebrate 8
th

 anniversary of Suvarnabhumi Airport and to 

promote the business of commercial entrepreneur at 

Suvarnabhumi Airport to urge the buying of product and 

service and also be theprofit return for passengers and service 

users, the attraction of Thai and foreigner to join the activity 

which result of ambient of shopping and service within airport 

Location  4
th

 floor of terminal of Suvarnabhumi Airport 

Promotion activity Drawthe coupons for Mercedes-Benz CLA180 and other prizes 

such as one 8 round trip tickets of Bangkok-Hong Kong, 2 seat 

for each with total amount of 2.5 million Baht. There were a lot 
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of passengers from both Thai and foreigner joined the activity 

with total 25,000 coupons. 

Duration 18 July 2014 – 18 September 2014 

 

 

 

 

Figure4.98 Suvarnabhumi Airport 8 Years of Ultimate Happiness 

 

Activity 2)  Amazing Smile of AEC 

Objective to promote the good image of Thailand and Suvarnabhumi 

Airport and to present the policy in service development in any 

area with world class service standard and aim to be the airport 

of smile to make the highest satisfaction to passenger and come 

back again. Finally it is also the preparation of Suvarnabhumi 

Airport and Thailand to step to AEC in 2015 and makes both 

Thai and foreign passengers to know well all 10 countries in 

AEC 

 

 

 



 

 

 

182 
 

Location the 4
th

 floor of concourse C on eastern side, concourse D and F 

on western side 

Promotion activity 1. Installed Photo Booth Interactive with photo monitor and 

interactive which allows the passengers to join the scene for 

taking a photograph including the symbols of any country in 

AEC such as “Elephant”, the national animal of Thailand, 

“Tiger”, the national animal of Malaysia by projection the text 

to describe the meaning of such symbols in 3 languages; Thai, 

English and Chinese for the convenience of travelers. In 

addition to Photo Booth Interactive, there were also the 

presentation of concept including Amazing Vehicle, Amazing 

Culture andAmazing Unseen respectively to snap a shot. 

Duration 25 July 2014 – 21 November 2014 

 

 

 

 

Figure 4.99 Amazing Smile of AEC 
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Activity  3)  Welcoming of Chinese – Taiwanese travelers 

Objective  Suvarnabhumi Airport supports Chinese travelers as 

the most, therefore this activity is to make the attraction 

for Chinese travelers who come to visit Thailand and 

promote the good image of Suvarnabhumi Airport and 

Thailand. 

Location  Hall of international departure 

Duration  1- 7 October 2014 

Concerned organization Embassy of The People's Republic of China 

  Department of Agricultural Extension 

  Immigration Division 2 

  Thailand Tourism Authority  

  The Association of Travel AgentsThai – China 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.100 Welcoming of Chinese – Taiwanese travelers 
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Activity   4)  Welcoming of national athlete from Incheon games 

Objective To celebrate and welcome the athlete who coming back  

and provide the good image of firm and Thailand. 

Location  Hall of arrival terminal on 2
nd

 floor 

Duration  6 October 2014 

Concerned organization Thai Cycling Association 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.101 Welcoming of national athlete from Incheon games 

 

Activity  5)Sending and wishing the Hajjpilgrim in 2014 

Objective To facilitate 5,000 pilgrims and obtain the fastness in 

service of Suvarnabhumi Airportand to present the 

emphasis in service quality 

Location  Hall of arrival terminal on 2
nd

 floor 

Duration  24 August – 28 September 2014 
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Promote activity 1. Prepared 6,000 bottles of drinking water to provide to  

the pilgrims 

1. Prepared reception area and facility such as restroom, 

praying room. In the past, Suvarnabhumi Airport had 

renovated praying room to support the pilgrims 

2. Coordinated with airline to provide ticket checking 

channel for the pilgrims un special case an also 

coordinated with related government offices such as 

Immigration Division 2, Department of Customs and 

International Health Control Division to facilitate in 

passport checking via customs and provide 

concerned health information  

Concerned organization 1. Samuthprakarn Provincial Islam Committee 

    2. Saudi d'affaires of Thailand 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.102 Sending and wishing the Hajjpilgrim in 2014 

 

Activity  6)Journey of Happiness 2015 

Objective During Christmas and New Year festivals of 2015, There were 

a lot of passengers both Thai and foreigner averagely 152,560 

persons. Therefore to be the welcoming and satisfaction of 

passengers to be the good image. 
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Location Gate 5 of the 4
th

 floor at departure area 

Promote activity 1. Decoration in terminal both departure and arrival during 

Christmas and New Year festivals with the prominence of 12 

m. height Christmas tree at Gate 5 of the 4
th

 floor in departure 

area with colorful lighting decoration and accessories. When 

the happiness time comes, Santa Claus, Reindeer and Snowman 

will move belong with music. 

 2. There are 2 recreation camberswithin concourse D on eastern 

and western sides in international departure with decoration of 

Christmas tree and also photo camber by using Green Screen 

technique which allows the passengers to take a shot with 

different background. 

 3. Games for passenger to challenge the prize and souvenir in 

the chance of New Year and to be the forwarding of fun and 

happiness to passenger during Christmas and New Year 

festivals. 

 4. Special parade consisted of Santa Clause, fairy and musical 

band for distributing the souvenir to passenger 4 times/day 

Duration 23 December 2014 – 11 January 2015 

 

 

 

 

 

 

 

 

 

 

Figure 4.103 Journey of Happiness 2015 (1) 
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Figure 4.104 Journey of Happiness 2015 (2) 

 

Activity 7)Holy orange for passengers in Chinese New Year 

festival 

Objective To welcome Chinese New Year festival 2015 and to 

present the relationship between Thailand and China. 

Furthermore, statistics of Chinese travelers in the first 

rank, to make them be impressive at the first visiting of 

Thailand, Suvarnabhumi Airport on behalf of the first 

step to Thailand must welcome them and provide the 

good memory for their trips in Thailand. The giving of 

orange which is the fruit of luck as the belief of Chinese 

to passengers who came with flight CZ357 of China 

Southern Airline, TG8085 of Thai Airway from China 

and HX775 of Hongkong Airlines of Hong Kong. 

Location  2
nd

 floor of concourse D at Gate D4 and D6 

Promote activity 1. Airport was decorated in terminal of both arrival and 

departure and also text sticker for wishing of Chinese 

New Year. There was the decoration as large Chinese 

camber at the 4
th

 floor of departure hall at Gate 1 and 5 

and inside of arrival hall at the 2
nd

 floor of exit B and C 
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along Chinese New Year festival. 2. Provided Chinese 

interpreter at passport checking counter to facilitate for 

Chinese passengers specially and officers to look after 

Chinese group tour at departure hall to make them got 

the fast service and perceived the attendance of service 

of airport. 

Duration  18 – 20 February 2015 

Concerned organization 1. Immigration Division 

  2. The Association of Travel AgentsThai – China 

  3. The Association of Thai Travel Agents  

  4. Thailand Tourism Authority  

  5. Thai Airways Public Company Limited 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.105 Holy orange for passengers in Chinese New Year festival 

 

Activity  8)Rhythm of Happiness @ Suvarnnabhumi Airport 

Objective To provide the happiness to passenger once listening to 

Thai music and international music which be the novel 

atmosphere of traveling and get the different experience 

from other airports. Such activity result of longer 

memory because they only see the occurred activity but 

  



 

 

 

189 
 

also hearing the music and making the well memory. 

For the performed Thai music, it refers to Thai identity 

which hidden in international airport and make them 

forget that they are in Thailand even the airport is 

designed to be international. The activity corresponds 

with the policy of Airport of Smile which focusing on 

the highest passenger satisfaction. Suvarnnabhumi 

Airport has been voted to be the world best airport and 

therefore to make the good image. 

Location 1. The 4
th

 floor of Departure hall at concourse D on 

western side of departure hall  

2. The 4
th

 floor of Departure hall at Gate 5,  

concourse D on western side 

Duration  10-12 May 2015 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.106 Rhythm of Happiness 
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CHAPTER 5 

 

The analysis results of direct effects, indirect effects and total effects 

of variables in SEM of service quality factors of  

Suvarnabhumi Airport 

 

 The samples included 459 males, or 51.0% of the total, and 441 females or 

49.0%. 314 of these were aged 23-30 years of age, or 34.9% of the total. The salary of  

268, or 29.8% of the samples, was between  60,001 and 90,000 Baht per month. 

During the previous year, the largest number of samples traveled by plane at 

Suvarnabhumi Airport with a mean of 3.06 times. 407 of the sample passengers, or 

45.2%, flew at least one time to Suvarnabhumi Airport for one time in the last year. 

The prime reason for air travel for  majority, i.e. 593 persons, or 65.9% of the sample, 

was relaxation. Most of the samples were aware of  the airport‟s integrated marketing 

communication tactics through the airport‟s Website and Newspapers (mean = 2.75) 

followed by the AOT Line Application  (mean = 2.72) As far as service quality, most 

samples perceived the airport‟s service atmosphere through the Thai murals and 

displays, like the Thai-style pavilion, giant and half-bird-half-woman in the sculptures 

in the departure hall (mean = 3.96), followed by the airport‟s color scheme blue and 

grey (mean = 3.94) and flight information display (mean = 3.91) Suvarnabhumi 

Airport‟s service quality obtained a mean of 3.65, which is considered high. 

Passenger Satisfaction of Suvarnabhumi Airport was ranked with a mean of 3.73 and 

satisfaction for the airport‟s integrated marketing communication received a mean 

score of 3.58. For Passenger Loyalty, most samples showed their loyalty toward 

Suvarnabhumi Airport through purchase intension, i.e. they plan to fly in or out of 

Suvarnabhumi Airport again and Suvarnabhumi Airport was their 1
st
 choice (mean = 

4.12). The mean for Suvarnabhumi Airport Customer Loyalty was 3.65. 
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 From the above data, it can be concluded that Suvarnabhumi Airport 

understands passenger needs and so emphasizes service quality as well as employing 

integrated marketing communication frequently to keep passengers informed. 

Passenger perception of airport service quality and integrated marketing 

communication are important factors to achieve passenger satisfaction and loyalty 

 

5.1Respondents’ Demographics 

 

Table 5.1Gender  

 

Gender Frequency Percentage 

Male 459 51.0 

Female 441 49.0 

Total 900 100.0 

 

 As shown in table5.1, the respondents consist of 459 male (51.0%) and  

441 female (49.0%)  

 

Table 5.2Age  

 

Age Frequency Percentage 

18 – 22 70 7.8 

23 – 30 314 34.9 

31 – 40 246 27.3 

41 – 50 139 15.4 

51 – 60 107 11.9 

Over 60 24 2.7 

Total 900 100.0 
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 As shown in table5.2, there were 314 (34.9%) respondents aged 23-30 years 

followed by 246 (27.3%) respondents aged 31-40 years, 139 (15.4%) respondents 

aged 41-50 years, 107 (11.9%) aged 51 – 60 years, 70 (7.8%) respondents 

aged 18 – 22 years and 24 (2.7%) respondents aged over 60 years of age. 

 

Table 5.3 Income  

 

Income per month Frequency Percentage 

Less than10,000baht 18 2.0 

10,000 - 30,000baht 193 21.4 

30,001 - 60,000 baht 214 23.8 

60,001 - 90,000 baht 268 29.8 

More than90,001 baht 207 23.0 

Total 900 100.0 

   

As shown in table5.3, 268 respondents (29.8%) had a monthly income 

between 60,001 - 90,000 baht, followed 207 respondents (23.8%) with an  income 

between 30,001 - 60,000 baht. 207 respondents (23.0%) had an income over 90,001 

baht, while 193 respondents (21.4%) had an income between 10,000 - 30,000baht) 

and 18 respondents (2.0%) had an income of less than 10,000 baht. 
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5.2  Behavior of Respondents 

 

Table  5.4 Frequency of air travel at Suvarnabhumi Airport  

 

Frequency of air travel at 

Suvarnabhumi Airport 
Frequency Percentage 

1 407 45.2 

2 205 22.8 

3 94 10.4 

4 57 6.3 

5 42 4.7 

6 17 1.9 

7 3 0.3 

8 3 0.3 

9 1 0.1 

10 28 3.1 

11 20 2.2 

12 4 0.4 

15 5 0.6 

18 1 0.1 

20 7 0.8 

27 1 0.1 

30 1 0.1 

45 1 0.1 
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Table 5.4 (Continued) 

 

Frequency of air travel at 

Suvarnabhumi Airport 
Frequency Percentage 

50 1 0.1 

53 1 0.1 

80 1 0.1 

Total 900 100.0 

Average 3.06 

 

 

As shown in table 5.4, during 2013 - 2014, the largest number of samples 

traveled by plane to or from Suvarnabhumi Airport with a mean of 3.06 times. 407 

respondents (45.2%) flew one time to Suvarnabhumi airport in the last year followed 

by 205 respondents (22.8%) flying 2 times and 94 respondents (10.4%) 3 times. 57 

respondents (6.3%) flew 4 times, 42 respondents (4.7%) 5 times, 28 respondents 

(3.1%) 10 times, 20 respondents (2.2%) 11 times, 17 respondents (1.9%) 6 times, 7 

respondents (0.8%) 20 times, 5 respondents (0.6%) 15 times, 4 respondents (0.4%) 12 

times, 3 respondents (0.3%) 8 times and  1 respondents (0.1%) flew 9 times, 18 times, 

27 times, 30 times, 45 times, 50 times, 53 times, and 80 times. 
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Table 5.5 Purposes of Travel 

 

Purpose of Travel Frequency Percentage 

Relaxation/traveling 593 65.9 

Business/ working 170 18.9 

Visit the relatives/friends 96 10.7 

Others 41 4.6 

Total 900 100.0 

   

As shown in table 5.5, 593 respondents (65.9%) traveled for 

relaxation/traveling followed by 170 respondents (18.9%) traveling for 

business/working , 96 respondent (10.7%) to visit the relatives/friends and 41 

respondents (4.6%) for other purposes. 

 

Table 5.6 Trasportation to Suvarnabhumi Airport  

 

Trasportation to  

Suvarnabhumi Airport 
Frequency Percentage 

Personal Car 285 31.7 

Bus 72 8.0 

Taxi 333 37.0 

Suvarnabhumi Airport rail link 169 18.8 

Rent Car 12 1.3 

Others 29 3.2 

Total 900 100.0 

 

 As shown in table 5.6, the most respondents, 333 respondents (37.0%), 

traveled by taxi to Suvarnabhumi Airport, followed by 285 respondents (31.7%) 

traveling to and from the airport by personal car, 169 persons (18.8%) by rail link, 72 

respondents (8.0%) by bus, 29 respondents (3.2%) , by others transportation and 12 

respondents (1.3%) by rented car. 
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Table 5.7 Suvarnabhumi Airport Tax or Passenger Service Charge: PSC 

  (International passengers pay 700 baht tax, domestic passengers pay  

100 baht)  

 

Suvarnabhumi Passenger 

Service Charge 
Frequency Percentage 

Highest 29 3.2 

High 78 8.7 

Medium 512 56.9 

Low 244 27.1 

Lowest 37 4.1 

Total 900 100.0 

 

 As shown in table 5.6, the most respondents, 333 respondents (37.0%), 

traveled by taxi to Suvarnabhumi Airport, followed by 285 respondents (31.7%) 

traveling to and from the airport by personal car, 169 persons (18.8%) by rail link, 72 

respondents (8.0%) by bus, 29 respondents (3.2%) , by others transportation and 12 

respondents (1.3%) by rented car. 

 

Table5.8 Value of Suvarnabhumi Airport Tax or Passenger Service Charge: PSC 

 

Value of Suvarnabhumi 

Passenger Service Charge 
Frequency Percentage 

Highest 33 3.7 

High 147 16.3 

Medium 551 61.2 

Low 133 14.8 

Lowest 36 4.0 

Total 900 100.0 
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As shown in table 5.8, in terms of the Suvarnabhumi Airport Tax or passenger 

service charge, 551 respondents (61.2%) said the fee value was in the medium level 

followed by 147 respondents (16.3%) saying the high level, 133 respondents 

(16.3%)the  low level, 36 respondents (4.0%) the  lowest level were and 33 

respondents (3.7%) the highest level. 

 

5.3Passenger Perception of Integrated Marketing Communications  
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Table 5.9 Perception of Integrated Marketing Communications classification by Public Relations Channel (n = 900) 

 

Public Relations Channel 

Passenger Perception of Integrated Marketing 

Communications X s.d. Meaning 

Least Less Neutral Much Most 

Suvarnabhumi Airport 

OfficialWebsite 

167 

(18.6) 

181 

(20.1) 

304 

(33.8) 

201 

(22.3) 

47 

(5.2) 
2.75 1.14 Medium 

News or article on newspaper 
125 

(13.9) 

158 

(17.6) 

456 

(50.7) 

133 

(14.8) 

28 

(3.1) 
2.75 0.97 Medium 

Line 
165 

(18.3) 

139 

(15.4) 

426 

(47.3) 

121 

(13.4) 

49 

(5.4) 
2.72 1.07 Medium  

Suvarnabhumi Airport 

Brochure 

170 

(18.9) 

178 

(19.8) 

380 

(42.2) 

146 

(16.2) 

26 

(2.9) 
2.64 1.05 Medium 

AOT Official Website 
179 

(19.6) 

185 

(20.6) 

360 

(40.0) 

150 

(16.7) 

29 

(3.2) 
2.63 1.07 Medium 

Customer Service Officer at 

Suvarnabhumi Airport 

Counter 

170 

(18.9) 

175 

(19.4) 

388 

(43.1) 

145 

(16.1) 

22 

(2.4) 
2.63 1.03 Medium 
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Table 5.9(Continued) 

 

Public Relations Channel 

Passenger Perception of Integrated Marketing 

Communications X s.d. Meaning 

Least Less Neutral Much Most 

Facebook 
189 

(21.0) 

179 

(19.9) 

400 

(44.4) 

96 

(10.7) 

36 

(4.0) 
2.56 1.05 Low 

AOT Application  

on Smart phone 

217 

(24.1) 

167 

(18.6) 

377 

(41.9) 

106 

(11.8) 

33 

(3.7) 
2.52 1.09 Low 

News on radio 
173 

(19.2) 

216 

(24.0) 

422 

(46.9) 

73 

(8.1) 

16 

(1.8) 
2.49 0.95 Low 

Overall Mean Score 2.63 0.81 Medium 
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As shown in table 5.9, the overall score for integrated marketing 

communication through Public Relations for Suvarnabhumi Airport had a mean of 

2.63 and standard deviation of 0.81, which is in the medium level. Respondents 

perceived integrated marketing communications through the Suvarnabhumi Airport 

Official Website at the medium level (Mean = 2.75; SD = 1.14) integrated marketing 

communications through news or newspaper articles at the medium level (Mean = 

2.75; SD = 0.97), through Line at the medium level (Mean = 2.72; SD = 1.07), 

Suvarnabhumi Airport Brochure at the medium level (Mean = 2.64; SD = 1.05), 

through News on the AOT Official Website at the medium level (Mean = 2.63; SD = 

1.07), through Customer Service Officers at Suvarnabhumi Airport Counters at the 

medium level (Mean = 2.63; SD = 1.03), through Facebook at the low level (Mean = 

2.56; SD = 1.05), through AOT Smart Phone Application at the low level (Mean = 

2.52; SD = 1.09) and through news on the radio at the low level (Mean = 2.49; SD = 

0.95). 
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Table 5.10 Perception of Integrated Marketing Communications: Advertising Channels (n = 900) 

 

 

Advertising Channel 

Passenger Perception of Integrated Marketing 

Communications X S.D. Meaning 

Least Less Neutral Much Most 

Airport Television Advertising 
80 

(8.9) 

141 

(15.7) 

421 

(46.8) 

193 

(21.4) 

65 

(7.2) 
3.02 1.00 Medium 

Magazine Advertising 
134 

(14.9) 

176 

(19.6) 

431 

(47.9) 

135 

(15.0) 

24 

(2.7) 
2.71 0.98 Medium 

Television Advertising 
157 

(17.4) 

183 

(20.3) 

356 

(39.6) 

169 

(18.8) 

35 

(3.9) 
2.71 1.07 Medium 

Poster 
168 

(18.7) 

165 

(18.3) 

388 

(43.1) 

153 

(17.0) 

26 

(2.9) 
2.67 1.05 Medium 

Youtube 
205 

(22.8) 

192 

(21.3) 

404 

(44.9) 

68 

(7.6) 

31 

(3.4) 
2.47 1.03 Low 

Overall Mean Score 2.71 0.84 Medium 
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As shown in table 5.10, the overall score for integrated marketing 

communication through Advertising of Suvarnabhumi Airport had a mean of 2.71 

with a standard deviation of 0.84, which is at medium level. Respondents perceived 

integrated marketing communications through Airport Television Advertising at the 

medium level (Mean = 3.02; SD = 1.00), through Magazine Advertising at the 

medium level (Mean = 2.71; SD = 0.98), through Television Advertising at the 

medium level (Mean = 2.72; SD = 1.07), through Posters at the medium level (Mean 

= 2.67; SD = 1.05), and through YouTube at the low level (Mean = 2.47; SD = 1.03).  

 

 

 



 
 

    

2
0
3
 

Table 5.11 Perception of Integrated Marketing Communications: Events (n = 900) 

 

Events 

Passenger Perception of Integrated Marketing 

Communications 
X S.D. Meaning 

Least Less Neutral Much Most 

Welcomingpassenger 

events 

138 

(15.3) 

169 

(18.8) 

400 

(44.4) 

159 

(17.7) 

34 

(3.8) 
2.75 1.03 Medium 

Other events 
122 

(13.6) 

195 

(21.7) 

446 

(49.6) 

120 

(13.3) 

17 

(1.9) 
2.68 0.93 Medium 

Bike Activities 
186 

(20.7) 

166 

(18.4) 

393 

(43.7) 

130 

(14.4) 

25 

(2.8) 
2.60 1.05 Low 

8thYearsAnniversary of 

Suvarnabhumi Airport 

238 

(26.4) 

167 

(18.6) 

347 

(38.6) 

129 

(14.3) 

19 

(2.1) 
2.47 1.09 Low 

Overall Mean Score 2.62 0.88 Medium 
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As shown in table 5.11, the overall score for integrated marketing 

communication through events had a mean of 2.62 with a standard deviation of 0.88, 

which is at the medium level. Respondents perceived integrated marketing 

communications through Welcoming passenger events at the medium level (Mean = 

2.75; SD = 1.03), through other events at the medium level (Mean = 2.68; SD = 0.93), 

through Bike activities at the low level (Mean = 2.60; SD = 1.05), and through the 8
th

 

Anniversary of Suvarnabhumi Airport at the low level (Mean = 2.47; SD = 1.09). 

 

Table 5.12 Overall Perception of Integrated Marketing Communications Channels  

(n = 900) 

 

Overall Perception of Integrated 

Marketing Communications Channels 
X S.D. Meaning 

1. Advertisement  2.71 0.84 Medium 

2. Public Relations 2.63 0.81 Medium 

3. Events 2.62 0.88 Medium 

Overall Mean Score 2.65 0.77 Medium 

 

As shown in table 5.12, the overall score for integrated marketing 

communication through each channel had a mean of 2.65 with a standard deviation of 

0.77, which places it in the medium level. The overall score for integrated marketing 

communication through Advertisement had a mean of 2.71 with standard deviation of 

0.84, placing it in the medium level,  followed by the overall score for integrated 

marketing communication through Public Relations, which had a mean of 2.63 with 

standard deviation of 0.81, placing it in the medium level, and finally Events with a 

mean of 2.62 and standard deviation of 0.88, placing it in the medium level. 

 

5.4  Suvarnabhumi Airport  Service Quality 
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Table 5.13 Service quality perception : servicescape (n = 900) 

 

Servicescape on Service 

Quality Perceptions 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Sculture and Mural 
4 

(0.4) 

32 

(3.6) 

184 

(20.4) 

449 

(49.9) 

231 

(25.7) 
3.96 0.80 High 

Color : Light Blue, Navy 

Blue and Grey 

2 

(0.2) 

22 

(2.4) 

216 

(24.0) 

440 

(48.9) 

220 

(24.4) 
3.94 0.77 High 

Flight Information Display 
11 

(1.2) 

37 

(4.1) 

191 

(21.2) 

444 

(49.3) 

217 

(24.1) 
3.91 0.84 High 

Suvarnabhumi Architecture  

and Design 

17 

(1.9) 

57 

(6.3) 

201 

(22.3) 

397 

(44.1) 

228 

(25.3) 
3.84 0.93 High 

Light 
9 

(1.0) 

59 

(6.6) 

209 

(23.2) 

440 

(48.9) 

183 

(20.3) 
3.81 0.86 High 
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Table 5.13 (Continued) 

 

Servicescape on Service 

Quality Perceptions 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Suvarnabhumi Airport Logo 
8 

(0.9) 

27 

(3.0) 

274 

(30.4) 

426 

(47.3) 

165 

(18.3) 
3.79 0.80 High 

Overall Ambience 
9 

(1.0) 

51 

(5.7) 

253 

(28.1) 

410 

(45.6) 

177 

(19.7) 
3.77 0.86 High 

Directional Signage 
20 

(2.2) 

55 

(6.1) 

243 

(27.0) 

391 

(43.4) 

191 

(21.2) 
3.75 0.93 High 

Layout of Store and Duty 

Free 

10 

(1.1) 

62 

(6.9) 

243 

(27.0) 

442 

(49.1) 

143 

(15.9) 
3.71 0.85 High 

Layout of  

Check – in counter 

10 

(1.1) 

69 

(7.7) 

253 

(28.1) 

433 

(48.1) 

135 

(15.0) 
3.68 0.85 High 

Overall Layout of 

Suvarnabhumi Airport 

18 

(2.0) 

59 

(6.6) 

274 

(30.4) 

408 

(45.3) 

141 

(15.7) 
3.66 0.88 High 
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Table 5.13 (Continued) 

 

Servicescape on Service 

Quality Perceptions 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Flight Annoucement Sound 
29 

(3.2) 

111 

(12.3) 

263 

(29.2) 

341 

(37.9) 

156 

(17.3) 
3.53 1.01 High 

Layout of Security Check 

Area 

23 

(2.6) 

88 

(9.8) 

281 

(31.2) 

398 

(44.2) 

110 

(12.2) 
3.53 0.91 High 

Terminal Temperature 
28 

(3.1) 

99 

(11.0) 

271 

(30.1) 

410 

(45.6) 

92 

(10.2) 
3.48 0.92 High 

Layout of Food Outlets 
24 

(2.7) 

111 

(12.3) 

324 

(36.0) 

361 

(40.1) 

80 

(8.9) 
3.40 0.90 Medium 

Overall Mean Score 3.72 0.61 High 



 

 

 

208 
 

As shown in table 5.13, the overall score for service quality through 

servicescape had a mean of 3.72 and standard deviation of 0.61, which is at the high 

level. Respondents perceived service quality through Sculpture and Mural at the high 

level (Mean = 3.96; SD = 0.80),quality through Color at the high level (Mean = 3.94; 

SD = 0.77), quality through Flight Information Display at the high level (Mean = 

3.91; SD = 0.84), service quality through Architecture and Design at the high level 

(Mean = 3.84; SD = 0.93), through Lighting at the high level (Mean = 3.81; SD = 

0.86), through the Suvarnabhumi Airport Logo at the high level (Mean = 3.79; SD = 

0.80), through Overall Ambience at the high level (Mean = 3.77; SD = 0.86 through 

Directional Signage at the high level (Mean = 3.75; SD = 0.93), through Layout of 

Stores and Duty Free zones at the high level (Mean = 3.71; SD = 0.85), through 

Layout of Check–in counters at the high level (Mean = 3.68; SD = 0.85), through 

Overall Suvarnabhumi AirportLayout  at the high level (Mean = 3.66; SD = 0.88), 

through Flight Announcements at the high level (Mean = 3.53; SD = 1.01), through 

Layout of Security Check Area at the high level (Mean = 3.53; SD = 0.91), through 

TerminalTemperature at the high level (Mean = 3.48; SD = 0.92), and through Layout 

of Food Outlets at the medium level (Mean = 3.40; SD = 0.90). 
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Table 5.14 Service quality perception: Tangible (n = 900) 

Tangible on Service 

Quality Perceptions 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Trollies 
8 

(0.9) 

31 

(3.4) 

255 

(28.3) 

414 

(46.0) 

192 

(21.3) 
3.83 0.82 High 

Products and Tax Free 

Goods 

4 

(0.4) 

43 

(4.8) 

250 

(27.8) 

460 

(51.1) 

143 

(15.9) 
3.77 0.78 High 

AOT Uniform s 
8 

(0.9) 

24 

(2.7) 

279 

(31.0) 

441 

(49.0) 

148 

(16.4) 
3.77 0.78 High 

Outside Shops and duty free 

zones  

19 

(2.1) 

85 

(9.4) 

241 

(26.8) 

431 

(47.9) 

124 

(13.8) 
3.61 0.91 High 

Banks 
16 

(1.8) 

73 

(8.1) 

282 

(31.3) 

420 

(46.7) 

109 

(12.1) 
3.59 0.86 High 

Restrooms 
34 

(3.8) 

103 

(11.4) 

230 

(25.6) 

421 

(46.8) 

112 

(12.4) 
3.52 0.97 High 

Food 
18 

(2.0) 

72 

(8.0) 

347 

(38.6) 

345 

(38.3) 

118 

(13.1) 
3.52 0.89 High 
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Table 5.14 (Continued) 

Tangible on Service Quality 

Perceptions 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Food Outlets 
29 

(3.2) 

110 

(12.2) 

284 

(31.6) 

368 

(40.9) 

109 

(12.1) 
3.46 0.96 High 

Suvarnabhumi Website  
28 

(3.1) 

117 

(13.0) 

329 

(36.6) 

319 

(35.4) 

107 

(11.9) 
3.40 0.96 Medium 

Passenger Seating in all areas 

such as  Check-in counters, 

Duty Free, Gate Lounges 

29 

(3.2) 

139 

(15.4) 

312 

(34.7) 

296 

(32.9) 

124 

(13.8) 
3.38 1.00 Medium 

Car Parking 
45 

(5.0) 

107 

(11.9) 

383 

(42.6) 

249 

(27.7) 

116 

(12.9) 
3.31 1.00 Medium 

Airline Lounges 
27 

(3.0) 

133 

(14.8) 

405 

(45.0) 

280 

(31.1) 

55 

(6.1) 
3.22 0.87 Medium 

Internet and Wi-Fi 
173 

(19.2) 

261 

(29.0) 

233 

(25.9) 

181 

(20.1) 

52 

(5.8) 
2.64 1.16 Medium 

Overall Mean Score 3.46 0.63 High 
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As shown in table 5.14, the overall score for service quality through tangibles  

had a mean of 3.46 and standard deviation of 0.63, which places it in the high level. 

Respondents perceived service quality through Trollies at the high level 

(Mean = 3.83; SD = 0.82),through Products and Tax Free Goods at the high level 

(Mean = 3.77; SD = 0.78), through AOT Uniforms at the high level (Mean = 3.77; SD 

= 0.78), through Outside Shops and duty free zones at the high level (Mean = 3.61; 

SD = 0.91), through Banks at the high level (Mean = 3.59; SD = 0.86), through 

Restrooms at the high level (Mean = 3.52; SD = 0.97), through Food at the high level 

(Mean = 3.52; SD = 0.89), through Food Outlets at the high level (Mean = 3.46; SD = 

0.96), through the Suvarnabhumi Website at the medium level (Mean = 3.40; SD = 

0.96), through Passenger Seating in all areas such as  Check-in counters, Duty Free, 

Gate Lounges, at the medium level (Mean = 3.38; SD = 1.00), through Car Parking at 

the medium level (Mean = 3.31; SD = 1.00), through Airline Lounges at the medium 

level (Mean = 3.22; SD = 0.87), and through Internet and Wi-Fi at the medium level 

(Mean = 2.64; SD = 1.16) 
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Table 5.15 Service quality perception: Reliability (n = 900) 

   

Service Quality 

Perception: Reliability 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Body and belonging 

inspection standard 

13 

(1.4) 

62 

(6.9) 

247 

(27.4) 

379 

(42.1) 

199 

(22.1) 
3.76 0.92 High 

Passenger Service Standard 
16 

(1.8) 

53 

(5.9) 

270 

(30.0) 

359 

(39.9) 

202 

(22.4) 
3.75 0.92 High 

Suvarnabhumi Airport 

Service Standard  

12 

(1.3) 

32 

(3.6) 

266 

(29.6) 

469 

(52.1) 

121 

(13.4) 
3.72 0.78 High 

AOT Officer sincerity to 

help passengers  

24 

(2.7) 

57 

(6.3) 

292 

(32.4) 

403 

(44.8) 

124 

(13.8) 
3.60 0.89 High 

Overall Mean Score 3.71 0.77 High 
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As shown in table 5.15, the overall score of service quality through reliability  

had a mean of 3.71 and standard deviation of 0.77, which places it in the high level. 

Respondents perceived service quality through Body and belongings inspection 

standard at the high level (Mean = 3.76; SD = 0.92),through Passenger Service 

Standardat the high level (Mean = 3.75; SD = 0.92), through Suvarnabhumi Airport 

Service Standardat the high level (Mean = 3.72; SD = 0.78) and through AOT Officer 

sincerity to help passengersat the high level (Mean = 3.60; SD = 0.89). 
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Table 5.16 Service quality perception: Responsiveness (n = 900) 

 

Service Quality 

Perception: 

Responsiveness 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Check–in  
12 

(1.3) 

65 

(7.2) 

304 

(33.8) 

369 

(41.0) 

150 

(16.7) 
3.64 0.88 High 

Passport Check 
26 

(2.9) 

67 

(7.4) 

282 

(31.3) 

349 

(38.8) 

176 

(19.6) 
3.64 0.97 High 

AOT airport officer service 

meeting expectations 

20 

(2.2) 

70 

(7.8) 

306 

(34.0) 

346 

(38.4) 

158 

(17.6) 
3.61 0.93 High 

Fast Service  
19 

(2.1) 

62 

(6.9) 

306 

(34.0) 

432 

(48.0) 

81 

(9.0) 
3.54 0.83 High 

Product prices in airport  

and Duty Free  

17 

(1.9) 

111 

(12.3) 

369 

(41.0) 

292 

(32.4) 

111 

(12.3) 
3.41 0.92 High 
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Table 5.16 (Continued) 

 

Responsiveness on Service 

Quality Perceptions 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Passenger Service Charge,  

or Airport Tax 

39 

(4.3) 

105 

(11.7) 

362 

(40.2) 

290 

(32.2) 

104 

(11.6) 
3.35 0.97 Medium 

Price of Food 
86 

(9.6) 

187 

(20.8) 

276 

(30.7) 

259 

(28.8) 

92 

(10.2) 
3.09 1.13 Medium 

Overall Mean Score 3.47 0.74 High 
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As shown in table 5.16, the overall score for service quality through 

responsiveness had a mean of 3.47 and standard deviation of 0.74, which is in the 

high level. Respondents perceived service quality through Check-in responsiveness at 

the high level(Mean = 3.64; SD = 0.88),through Passport Check at the high level 

(Mean = 3.64; SD = 0.97), through AOT airport officer service meeting expectations 

at the high level (Mean = 3.61; SD = 0.93), through Fast Service at the high level 

(Mean = 3.54; SD = 0.83), through f Product prices in the airport and Duty Free at the 

high level (Mean = 3.41; SD = 0.92), through Passenger Service Charge, or Airport 

Tax at the high level (Mean = 3.35; SD = 0.97), and through Food Prices at the high 

level (Mean = 3.09; SD = 1.13) 
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Table 5.17 Service quality perception: Assurance (n = 900) 

 

Service Quality 

Perception: Assurance 

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Feel safe at airport  
9 

(1.0) 

43 

(4.8) 

236 

(26.2) 

401 

(44.6) 

211 

(23.4) 
3.84 0.86 High 

AOT officersare polite 
29 

(3.2) 

71 

(7.9) 

286 

(31.8) 

357 

(39.7) 

157 

(17.4) 
3.60 0.96 High 

Security Officers are polite 
22 

(2.4) 

77 

(8.6) 

293 

(32.6) 

354 

(39.3) 

154 

(17.1) 
3.60 0.94 High 

Immigration Officersare 

polite 

28 

(3.1) 

95 

(10.6) 

300 

(33.3) 

313 

(34.8) 

164 

(18.2) 
3.54 1.00 High 

Airport Officers are willing 

to help all the time  

27 

(3.0) 

77 

(8.6) 

305 

(33.9) 

396 

(44.0) 

95 

(10.6) 
3.50 0.90 High 

Overall Mean Score 3.62 0.84 High 
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As shown in table 5.17, the overall score of service quality through assurance 

had a  mean of 3.62 and standard deviation of 0.84, which is in the high level. 

Respondents felt safe at the airport at the high level (Mean = 3.84; SD = 0.86),AOT 

officerswere polite at the high level (Mean = 3.60; SD = 0.96), Security Officers were 

polite at the high level (Mean = 3.60; SD = 0.94), Immigration Officerswere polite at 

the high level(Mean = 3.54; SD = 1.00) and  Airport Officers were willing to help at 

all times at the high level (Mean = 3.50; SD = 0.90). 
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Table 5.18 Service quality perception: Empathy (n = 900) 

Service Quality Perception: 

Empathy  

Level of perception 

X S.D. Meaning 

Least Less Neutral Much Most 

Airport Officers take 

excellent  

care of passengers  

23 

(2.6) 

68 

(7.6) 

311 

(34.6) 

392 

(43.6) 

106 

(11.8) 
3.54 0.88 High 

Airport Officersunderstand 

passenger needs 

28 

(3.1) 

77 

(8.6) 

295 

(32.8) 

381 

(42.3) 

119 

(13.2) 
3.54 0.93 High 

Airport Officers pay 

attention to passenger  

28 

(3.1) 

78 

(8.7) 

298 

(33.1) 

384 

(42.7) 

112 

(12.4) 
3.52 0.92 High 

Overall Mean Score 3.53 0.87 High 
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As shown in table 5.18, the overall score for service quality through empathy 

had a mean of 3.53 and standard deviation of 0.87, which is in the high level. 

Respondents thought that Airport Officers take excellent care of passenger at the high 

level (Mean = 3.54; SD = 0.88),Airport Officersunderstand passenger needs at the 

high level (Mean = 3.54; SD = 0.93) and Airport Officers pay attention to passengers 

at the high level (Mean = 3.52; SD = 0.92). 

 

Table 5.19  Overall Survarnabhumi Airport service quality perception (n = 900) 

 

Suvarnabhumi Airport Service  

Quality Perception 
X S.D. Meaning 

1. Servicescape 3.72 0.61 High 

2. Reliable 3.71 0.77 High 

3. Assurance 3.62 0.84 High 

4. Empathy 3.53 0.87 High 

5. Responsiveness 3.47 0.74 High 

6. Tangible 3.46 0.63 High 

Overall Mean Score 3.59 0.60 High 

 

As shown in table 5.19, the overall score for service quality had a mean of 

3.59 and standard deviation of 0.60, placing it in the high level. Respondents 

perceived service quality through servicescape at the high level (Mean = 3.72; SD = 

0.61), service quality through Reliability at the high level (Mean = 3.71; SD = 0.77) 

through Assurance at the high level (Mean = 3.62; SD = 0.84), through Empathy at 

the high level (Mean = 3.53; SD = 0.87), through Responsiveness at the high level 

(Mean = 3.47; SD = 0.74) and through Tangibles at the high level (Mean = 3.46; SD = 

0.63). 

 

5.5  Passenger Satisfaction   
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Table 5.20 Suvarnabhumi Airport Passenger Satisfaction (n = 900) 

 

 

  

 

Passenger Satisfaction  

Level of satisfaction 

X S.D. Meaning 

Least Less Neutral Much Most 

Suvarnabhumi Airport 

service quality  

7 

(0.8) 

42 

(4.7) 

298 

(33.1) 

389 

(43.2) 

164 

(18.2) 
3.73 0.83 High 

Suvarnabhumi Airport 

integrated marketing 

communications  

32 

(3.6) 

95 

(10.6) 

241 

(26.8) 

383 

(42.6) 

149 

(16.6) 
3.58 1.00 High 

Overall Mean Score 3.65 0.84 High 
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As shown in table 5.20, the overall score for passenger satisfaction had a 

mean of 3.65 and standard deviation of 0.84, which is in the high level. Respondents 

overall satisfaction for Suvarnabhumi Airport service quality was at the high level 

(Mean = 3.73; SD = 0.83), and for Suvarnabhumi Airport integrated marketing 

communications, it was at the high level (Mean = 3.58; SD = 1.00) . 

 

5.6  Passenger Loyalty   
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Table 5.21 Word-of-Mouth on passenger loyalty (n = 900) 

 

Word of mouth on  

passenger loyalty 

Level of opinion 

X S.D. Meaning 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Suggest other people travel 

by air at Suvarnabhumi 

Airport 

50 

(5.6) 

57 

(6.3) 

218 

(24.2) 

346 

(38.4) 

229 

(25.4) 
3.71 1.08 High 

Support friends and family 

to travel by air at 

Suvarnabhumi Airport 

45 

(5.0) 

54 

(6.0) 

268 

(29.8) 

335 

(37.2) 

198 

(22.0) 
3.65 1.04 High 

Make positive comments 

about Suvarnabhumi Airport  

24 

(2.7) 

119 

(13.2) 

245 

(27.2) 

369 

(41.0) 

143 

(15.9) 
3.54 0.99 High 

Overall Mean Score 3.63 0.94 High 
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As shown in table 5.21, the overall score of passenger loyalty through Word-

of-Mouth had a mean of 3.63 and standard deviation of 0.94, which is in the high 

level. Respondents suggested that other people travel by air at Suvarnabhumi Airport 

was in the high level (Mean = 3.71; SD = 1.08), followed by supporting friends and 

family to travel by air at Suvarnabhumi Airport at the high level (Mean = 3.65; SD = 

1.04) and making positive comments about Suvarnabhumi Airport at the high level 

(Mean = 3.54; SD = 0.99).  
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 Table 5.22 Purchase Intension on passenger loyalty (n = 900) 

 

Passenger loyalty: 

 Purchase Intension  

 

Level of opinion 

X S.D. Meaning 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Will travel by plane at 

Suvarnabhumi Airport in the 

future 

2 

(0.2) 

32 

(3.6) 

150 

(16.7) 

385 

(42.8) 

331 

(36.8) 
4.12 0.82 High 

In Bangkok Thailand, 

Suvarnabhumi Airport is your 

1
st
 choice  

12 

(1.3) 

43 

(4.8) 

145 

(16.1) 

320 

(35.6) 

380 

(42.2) 
4.12 0.93 High 

Decide to travel by plane at 

Suvarnabhumi Airport  

8 

(0.9) 

107 

(11.9) 

162 

(18.0) 

277 

(30.8) 

346 

(38.4) 
3.94 1.05 High 

Overall Mean Score 4.06 0.79 High 
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As shown in table 5.22, the overall score for passenger loyalty through 

purchase intension had a mean of 4.06 and standard deviation of 0.79 , placing it in 

the high level. Respondents said they will travel by plane at Suvarnabhumi Airport in 

the future at the high level (Mean = 4.12; SD = 0.82), followed by when in Bangkok, 

Thailand, Suvarnabhumi Airport is their 1
st
 choice at the high level (Mean = 4.12; SD 

= 0.93), and will travel by plane at Suvarnabhumi Airport at the high level (Mean = 

3.94; SD = 1.05).  
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Table 5.23 Price Sensitivity on passenger loyalty (n = 900) 

 

Price Sensitivity on  

passenger loyalty 

Level of opinion 

X S.D. Meaning 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

In case you travel in 

Thailand and the other 

transportation such as bus, 

train have better deals or 

discount fare, you still travel 

by plane at Suvarnabhumi 

Airport 

78 

(8.7) 

97 

(10.8) 

251 

(27.9) 

265 

(29.4) 

209 

(23.2) 
3.47 1.20 High 

In case you plan to travel by 

plane and Domuaeng Airport 

has lower passenger service 

charge, you still come to 

Suvarnabhumi Airport 

67 

(7.4) 

129 

(14.3) 

251 

(27.9) 

291 

(32.3) 

162 

(18.0) 
3.39 1.15 Medium 
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Table 5.23 (Continued) 

 

Price Sensitivity on  

passenger loyalty 

Level of opinion 

X S.D. Meaning 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

In case you plan to travel by 

plane and Domuaeng Airport 

has better promotion or 

events, you still come to 

Suvarnabhumi Airport 

87 

(9.7) 

111 

(12.3) 

256 

(28.4) 

294 

(32.7) 

152 

(16.9) 
3.34 1.18 Medium 

Overall Mean Score 3.40 0.94 Medium 
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As shown in table 5.23, the overall score of passenger loyalty through price 

sensitivity had a mean of 3.40 and standard deviation of 0.94, which is in the high 

level.  In the case the respondent travels in Thailand and other transportation such as 

buses and trains have better deals or discount fares, the respondents would still travel 

by plane at Suvarnabhumi Airport scored in the high level (Mean = 3.47; SD = 1.20). 

In case the respondent plans to travel by plane and Don Muaeng Airport has a lower 

passenger service charge, they will still choose Suvarnabhumi Airport was in the 

medium level (Mean = 3.39; SD = 1.15), In case the respondent plans to travel by 

plane and Don Muaeng Airport has better promotions or events, they will still come to 

Suvarnabhumi Airport was at the medium level (Mean = 3.34; SD = 1.18)  
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Table 5.24 Complain Behavior on passenger loyalty(n = 900) 

 

Complain Behavior on  

passenger loyalty 

Level of Opinion 

X S.D. Meaning 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

Ready to give suggestions 

and advice to improve 

Suvarnabhumi Airport  

53 

(5.9) 

76 

(8.4) 

305 

(33.9) 

265 

(29.4) 

201 

(22.3) 
3.53 1.10 High 

If you find any service 

problem at Suvarnabhumi 

Airport, you will inform an 

airport officer promptly  

53 

(5.9) 

81 

(9.0) 

263 

(29.2) 

347 

(38.6) 

156 

(17.3) 
3.52 1.06 High 
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Table 5.24 (continued) 

 

Complain Behavior on  

passenger loyalty 

Level of Opinion 

X S.D. Meaning 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

If anyone makes a negative 

comment about 

Suvarnabhumi Airport, you 

will try to improve their 

perception. 

58 

(6.4) 

68 

(7.6) 

300 

(33.3) 

310 

(34.4) 

164 

(18.2) 
3.50 1.07 High 

Overall Mean Score 3.52 0.92 High 
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As shown in table 5.24, the overall score of passenger loyalty through 

complaints had a mean of 3.52 and standard deviation of 0.92 which in high level.  

Respondents said they were ready to give suggestions and advice to improve 

Suvarnabhumi Airportat a high level (Mean = 3.53; SD = 1.10). If they found any 

service problem, they would inform an airport officer promptly at the high level 

(Mean = 3.52; SD = 1.06), and if anyone made a negative comment about 

Suvarnabhumi Airport, they would try to change their perception will was scored at 

the high level (Mean = 3.50; SD = 1.07).  

 

Table 5.25Overall passenger loyalty (n = 900) 

 

Passenger Loyalty X S.D. Meaning 

1. Purchase intension 4.06 0.79 High 

2. Word of Mouth 3.63 0.94 High 

3. Complain Behavior 3.52 0.92 High 

4. Price Sensitivity 3.40 0.94 Medium 

Overall Mean Score 3.65 0.75 High 

 

 

As shown in table 5.25, the overall score for passenger loyalty had a mean of 

3.65 and standard deviation of 0.75, placing it in the high level. Passenger loyalty 

through purchase intension was at the high level (Mean = 4.06; SD = 0.79), followed 

by passenger loyalty through word-of-mouth at the high level (Mean = 3.63; SD = 

0.94), through complaints at the high level (Mean = 3.52; SD = 0.92) y through price 

sensitivity at the medium level (Mean = 3.40; SD = 0.94). 

 

5.7  Consistency Analysis of Latent Variable Model 

 

Before conducting a Structural Equation Model, Construct Validity was 

conducted to conceptualize latent variables by examining the consistency of the 

Measurement Model of each latent variable through Confirmatory Factor Analysis. 

Confirmatory Factor Analysis was conducted as follows: 
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5.7.1  Multicollinearity 

To check for Multicollinearity is to check that there are no two or more 

Observable variables in the same latent variables group that are highly correlated. We 

used the following methods (Hair et al., 1998) 

(1) Determine Correlation Matrix; if the Correlation Matrix is greater 

than 0.8 it may cause problem. 

(2) Determine Tolerance; if Tolerance is nearly 0 it may cause problem. 

Standard tolerance [0, 1] 

(3) Determine Variance Inflation Factor (VIF); if VIF is greater than 10 

it is likely to cause problem which VIF = 1/ Tolerance 

 

5.7.2  Identity Matrix  

To check for Identity Matrix is to check that there are no two or more 

Observable variables in the same latent variables group that are identity matrix after 

conducting Correlation Matrix Analysis. The researcher used the following 

measurement (Hair et al., 1998) 

 Determine Bartlett‟s Test of Sphericity; if Bartlett‟s Test of Sphericity has 

statistical significance that means Observable variables which will be used in 

Correlation Matrix Analysis are not Identity Matrix. 

 

5.7.3  Sampling Adequacy   

We checked the reliability of Sampling Adequacy for Confirmatory Factor 

Analysis by using the following measurement (Hair et al., 1998) 

Determine Kaiser-Meyer-Olkin (KMO) Index; if KMO index is nearly 1 that 

means there is enough Sampling Adequacy for Confirmatory Factor Analysis. 

 

5.8 Construct validity analysis of integrated marketing communication 

perception Model 

 

 There are three latent variables of marketing communication mix; public 

relations, advertising and events. The analysis of basic concepts, Confirmatory Factor 
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Analysis and reliability of marketing communication mix perception model are 

presented in table 5.26 and figure 5.1 respectively. 

 

Table 5.26Construct validity analysis of integrated marketing communications   

perception 

 

Observed 

Variable 
Public Relations Advertising Event 

Public Relations 1.00 0.783** 0.736** 

Advertsing 0.783** 1.00 0.721** 

Events 0.736** 0.721** 1.00 

VIF 2.182 2.926 2.182 

Tolerance 0.458 0.342 0.458 

KMO = 0.747 

Bartlett‟s Test of Sphericity : Chi-square = 1663.169 , df =  3 , p = 0.000** 

 

Note:** p .0.01 

 

 

 

 

 

 

 

 

Figure 5.1  Construct validity analysis of integrated marketing communication  

Perception 
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 According to table 5.26, the correlation does not exceed 0.8 VIF, which  is 

lower than 10 and Tolerance is not 0; therefore, there is no Multicollinearity. 

Meanwhile, Bartlett‟s Test of Sphericity has a statistical significance, which means 

the Observable variables are not part of the identity matrix and KMO = 0.747, or 

nearly 1, which means there is enough Sampling Adequacy for Confirmatory Factor 

Analysis. From the analysis data in figure 5.1,Public relations has a load factor of 

6.65, advertising has a load factor of 3.63 and event has a load factor of 2.93.  

This shows that  all load factors l are more than 0.5; therefore, they are appropriate.  

 

5.9  Construct validity analysis of Service Quality Model 

 

 The Confirmatory Factor Analysis and the reliability of service quality model 

are presented in table 5.27 and figure 5.2 respectively. 

 

Table 5.27 Construct validity analysis of Suvarnabhumi Airport Service Quality 

 

Observed 

Variable 
Tangible Assurance 

Service 

Quality 
Reliable Responsible Empathy 

Tangible 1.000 0.672** 0.638** 0.751** 0.695** 0.683** 

Assurance 0.672** 1.000 0.664** 0.802** 0.839** 0.840** 

Service 

Quality 
0.638** 0.664** 1.000 0.651** 0.686** 0.629** 

Reliable 0.751** 0.802** 0.651** 1.000 0.782** 0.759** 

Responsiveness 0.695** 0.839** 0.686** 0.782** 1.000 0.745** 

Empathy 0.683** 0.840** 0.629** 0.759** 0.745** 1.000 

VIF 2.672 5.558 2.074 3.420 4.062 3.695 

Tolerance 0.374 0.180 0.482 0.292 0.246 0.271 

KMO = 0.904 

Bartlett‟s Test of Sphericity : Chi-square =  4818.208, df = 15  , p =  0.000** 

 

Note:** p .0.01 
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Figure 5.2  Construct validity analysis of Suvarnabhumi Airport Service Quality 

 

According to table 5.27, the correlation does not exceed 0.8 VIF, which is 

lower than 10, and Tolerance is not 0; therefore there is no Multicollinearity. 

Meanwhile, Bartlett‟s Test of Sphericity has statistical significance, which means 

Observable variables are not part of the identity matrix, and KMO = 0.904, or nearly 

1, which means there is enough Sampling Adequacy for Confirmatory Factor 

Analysis. From the analysis data in figure 5.2, the service quality model has construct 

validity at a proper consistency. Servicescape has a load factor of 6.87, tangibles has a 

load factor of 6.42, reliability has a load factor of 2.70, responsiveness has a load 

factor of 4.73, assurance has a load factor of 3.88 and lastly empathy a load factor of, 

which shows that all the load factors are more than 0.5; therefore, they are 

appropriate.  

 

5.10  Construct validity analysis of Customer Loyalty Model 

 

 There are 4 observable variables for the customer loyalty latent variables: 

words-of-mouth communications, purchase intention, price sensitivity and 

complaints. The analysis of the basic concepts, Confirmatory Factor Analysis and 

reliability of service quality model are presented in table 5.28 and figure 5.3 

respectively. 
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Table 5.28 Construct validity analysis of Passenger Loyalty 

 

Observed 

Variable 

Word of 

mouth 

Price 

Sensitivity 

Complain 

Behavior 

Purchase 

Intension 

Word of mouth 1.000 0.597** 0.617** 0.646** 

Price Sensitivity 0.597** 1.000 0.648** 0.588** 

Complain 

Behavior 
0.617** 0.648** 1.000 0.450** 

Purchase 

Intension 
0.646** 0.588** 0.450** 1.000 

VIF 1.809 1.934 2.009 1.938 

Tolerance 0.553 0.517 0.498 0.516 

KMO =  0.762 

Bartlett‟s Test of Sphericity : Chi-square =  1613.677 , df = 6  , p =  0.000** 

 

Note:** p .0.01 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.3  Construct validity analysis of Passenger Loyalty 
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According to table 5.28, the correlation does not exceed 0.8 VIF, which is 

lower than 10, and Tolerance is not 0; therefore, there is no Multicollinearity. 

Meanwhile, Bartlett‟s Test of Sphericity has statistical significance, which means 

Observable variables are not part of the identity matrix and KMO = 0.762, which is 

nearly 1, means there is enough Sampling Adequacy for Confirmatory Factor 

Analysis. From the data in figure 5.3, the service quality model has construct validity 

at a proper consistency. Word-of-mouth has a load factor of  2.43, purchase intention 

has a load factor of 1.69, price sensitivity has a load factor of 2.17 and complaints a 

load factor of 2.02, showing that all load factors of l are more than 0.5; therefore, they 

are appropriate.  
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Figure 5.4 Confirmatory Factor Analysis of A Causal model of Passenger Service Quality Factors at Suvarnabhumi Airport 
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2
/  df = 4.98; RMSEA = 0.06; RMR = 0.03;GFI = 0.95;CFI = 0.99; NFI = 0.98; AGFI = 0.92 
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5.11    The analysis results of correspondence of the causal model of the  

Qualityfactors of passenger service at Suvarnabhumi Airport 

 

 The quality factors of the airport were determined by Structural Equation 

Modeling (SEM). The results corresponded to and were harmonic with the data from 

analysis by χ
2
/ df= 4.98, (<5), Goodness of Fit Index: GFI = 0.95 (>.90), Comparative 

Fit Index: CFI = 0.99 (>.95), Standardized Root Mean Square Residual: RMR = 0.03 

(<0.08), Root Mean Square Error of Approximation: RMSEA = 0.067  

(< 0.06), Normed Fit Index : NFI = 0.98 (>.90) and Adjusted goodness of fit index : 

AGFI = 0.92 (>.90). The path coefficient of variables in SEM found that the 

relationships of all variables were statistically significant. Service quality factors 

influenced passenger satisfaction at .680, the perception of marketing communication 

influenced passenger satisfaction at .453, and passenger satisfaction was influenced 

by loyalty at .702. Thepath coefficients of the latent variables in the model showed 

that all path relations of variables were statistically significant. The perception factors 

of marketing communication wereinfluenced by the satisfaction of passengers at .453, 

service quality at .680, and passenger loyalty at .702 (Figure 5.5). 
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Figure 5.5Path Coefficients of A Causal model of Passenger Service Quality Factors at Suvarnabhumi Airport 
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Table 5.29 Causal relationship 

 

No. Causal Relationship 
Path 

Coefficient 

Factor 

loading 
S.E. 

C.R. 

(t-value) 

p-

value 
Relationship 

1. SERQUALSATISFAC .680 0.897 0.022 40.712 ***  

2. IMC SATISFAC .453 0.110 0.020 5.579 ***  

3. SATISFACLOYALTY .702 0.861 0.031 26.817 ***  

 

 

Table 5.30 The analysis results of direct effects, indirect effects, and total effects 

of variables of service quality factors at Suvarnabhumi Airport 

 

Dependent Variable  

 

IMC SERQUAL SATISFACTION 

SATISFACTION 

DE 

IE 

TE 

0.11** 

- 

0.11** 

0.89** 

- 

0.89** 

- 

- 

- 

LOYALTY 

DE 

IE 

TE 

- 

0.09** 

0.09** 

- 

0.77** 

0.77** 

0.86** 

- 

0.86** 

 

Note:DE = Direct Effect, IE = Indirect Effect,  TE = Totel Effect ** p< = .01 
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As shown in table 5.30, The analysis results of direct effects, indirect effects, 

and total effects of variables of service quality factors at Suvarnabhumi Airport can be 

divided into 3 part as follows 

1) Direct Effects 

 The perceptions of integrated marketing communication had 

positive direct effects on the satisfaction,significant statistically at a level of .01, and 

path coefficient of .11, service qualities had positive direct effects on the 

satisfaction,significant statistically at a level of .01 and path coefficient of .89, and 

satisfaction had a positive direct effect on loyalty,significant statistically at a level of 

.01 and path coefficientof .86. 

2) Indirect Effects 

 The perceptions of integrated marketing communication had 

positive indirect effects on the satisfaction,significant statistically at a level of .01 and 

path coefficient of .09, and service qualities had positive indirect effects on the 

satisfaction,significant statistically at a level of .01 and path coefficient of .77. 

3)Total Effects 

 The perceptions of integrated marketing communication had 

positive direct effects on the satisfaction,significant statistically at a level of .01 and 

path coefficient of .11, service qualities had positive direct effects on the 

satisfaction,significant statistically at a level of .01 and path coefficient of .89, the 

perceptions of integrated marketing communication had positive total effects on the 

satisfaction,significant statistically at a level of .01 and path coefficient of .09, service 

qualities had positive total effects on the satisfaction,significant statistically at a level 

of .01 and path coefficient of .77, and satisfactions had positive total effects on 

loyalty, significant statistically at a level of .01 and path coefficient of .86. 
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CHAPTER 6 

 

CONCLUSION, CONTRIBUTIONS, RECOMMENDATIONS  

AND IMPLIMENTATION 

 

6.1  Conclusion  

 

6.1.1  General demographics of samples 

 The samples were 459 males, 51.0%, and 441 females, 49.0%, with 314 

persons (34.9%) aged 23-30 years, followed by 27.3% aged 31-40 and 15.4% aged 

41-50. The salary of samples were 60,001-90,000 Baht per month for 268 persons 

(29.8%), followed by 214 persons (23.8%) earning 30,001 - 60,000 Baht per month 

and 207 persons (23.0%) above 90,001 Baht per month.  

 

6.1.2 Information of passengers who come to use the services of 

Suvarnabhumi airport 

 During the past year, most samples traveled by plane to and from 

Suvarnabhumi Airport with a mean of 3.06 times/year. 407 passengers (45.2) flew to 

Suvarnabhumi Airport one time in the last year , followed by 205 persons (22.8%) 

flying two times in the last year. 593 persons (65.9%) said their purposes for air travel 

were relaxation/traveling followed by 170 persons (18.9%) saying business/working , 

and 96 persons (10.7%) saying visiting relatives/friends . The largest group, 333 

persons (37.0%) traveled to and from Suvarnabhumi Airport by taxi, followed by 285 

persons ( 31.7%) by personal car and  169 persons (18.8%) by skytrain. 512 persons 

(56.9) commented that the fee of Suvarnabhumi airport was in the  intermediate level, 

followed  by 244 persons ( 27.1%) saying the low level . In terms of value of 

Suvarnabhumi Airport‟s fee, 551 persons (61.2%) of the sample commented that 

valueof the fee was in the intermediate level followed 147 persons (16.3%) saying in 

the high level. 
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6.3.3 Descriptive statistics analysis results of factors 

6.3.3.1Sensible factors of marketing communication perception of 

Suvarnabhumi Airport 

 According to the analysis of satisfaction of service quality of Suvarnabhumi 

Airport classified in 6 types, the most samples perceived the integrated marketing 

communication of Suvarnabhumi Airport through advertisement the highest (mean = 

2.71), followed by public relations (mean = 2.63) and special activities (mean =2.62) 

respectively. When considering the total score for all kinds of integrated marketing 

communication of Suvarnabhumi Airport, the mean was 2.65 and standard deviation 

0.77, which are in the intermediate level respectively. 

6.3.3.2Sensible factors of service quality of Suvarnabhumi Airport 

passengers 

 According to the analysis of satisfaction of service quality of Suvarnabhumi 

Airport classified into 6 types, the most samples rated highest service quality of 

Suvarnabhumi Airport through servicescape (mean = 3.72) followed by reliability 

(mean = 3.71), certainty (mean = 3.62), attention (mean = 3.53), response (mean = 

3.47) and tangibles (mean = 3.46) respectively. When considering the total score for 

all kinds of service quality of Suvarnabhumi Airport, the mean was 3.59 and standard 

deviation 0.60, which are in the high level respectively. 

 

6.3.4 Analysis results for correspondence of the causal model of passenger  

service quality factors of Suvarnabhumi airport 

 According to the analysis results for correspondence of the causal model of 

passenger service quality factors of Suvarnabhumi Airport using the Structural 

Equation Modeling (SEM), it was found that the model of passenger service quality 

factors of Suvarnabhumi Airport were correspondent and harmonic to the data from 

analysis by χ2
/ df= 4.98, (less than5), Goodness of Fit Index: GFI = 0.95 (more than 

.90), Comparative Fit Index: CFI = 0.99 (more than .95), Standardized Root Mean 

Square Residual: RMR = 0.03 (less than 0.08), Root Mean Square Error of 

Approximation: RMSEA = 0.067 (less than 0.06), Normed Fit Index : NFI = 0.98 

(more than .90) and Adjusted goodness of fit index : AGFI = 0.92 (more than .90). 

When determining the Path Coefficient of variables in SEM, it was found that the 
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relations of all variables were statistically significant. Service quality factors 

influenced on passenger satisfaction at .680, while the perception of marketing 

communication influenced passenger satisfaction at .453, and passenger satisfaction 

influenced passenger loyalty at .702. When determining thePath Coefficients of latent 

variables in the model, it was found that all path relations of variables were 

statistically significant. The perception factors of marketing communication of 

Suvarnabhumi Airportinfluenced satisfaction of Suvarnabhumi Airport passengers at 

.453; service quality satisfaction factors of Suvarnabhumi Airportinfluenced 

satisfaction of Suvarnabhumi Airport passengers at .680, and satisfaction of 

Suvarnabhumi Airport passengers influenced passenger loyalty toward Suvarnabhumi 

airport at .702, as shown in figure 1. 

 

6.3.5 Analysis results of direct, indirect and total effects of variables in 

SEM of service quality factors of Suvarnabhumi Airport 

1)  Direct Effects 

The perceptions of integrated marketing communication had positive 

direct effects on satisfaction with a statistically significant level of .01 and Path 

Coefficient of .11; service qualities had positive direct effects on satisfaction with a 

statisticallysignificant level of .01 and Path Coefficient of .89, and satisfaction had 

positive direct effects on loyalty with astatistically significant level of .01 and Path 

Coefficient of .86.  

2)  Indirect Effects 

The perceptions of integrated marketing communication had positive 

indirect effects on satisfaction with a statistically significant level of .01 and Path 

Coefficient of .09, and service qualities had positive indirect effects on satisfaction 

with a statistically significant level of .01 and Path Coefficient of .77.  

3) Total Effects 

The perceptions of integrated marketing communication had positive 

direct effects on satisfaction with a statistically significant level of .01 and Path 

Coefficient of .11,  service qualities had positive direct effects on satisfaction with a 

statistically significant level of .01 and Path Coefficient of .89; the perceptions of 

integrated marketing communication had positive total effects on satisfaction with a 
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statistically significant level of .01 and Path Coefficient of .09;  service qualities had 

positive total effects on satisfaction with a statistically significant level of .01 and 

Path Coefficient of .77 and satisfaction had positive total effects on loyalty with a 

statistically significant level of .01 and Path Coefficient of .86.  

 

 6.3.6 The analysis results of Path Coefficient of variables in SEM 

 All relations of variables were statistically significant. Service qualities 

influenced passenger satisfactionsat .680, while perceptions of marketing 

communication influenced passenger satisfactions at .453, and passenger satisfaction 

influenced passenger loyalty at.702. The pair relations of the service quality model of 

Suvarnabhumi Airport passengers are shown in figure 5.5. 

 

6.2  Discussion 

 

 The results from the casual factor model developed for this research revealed 

crucial factors such as perception of mixed marketing communication through 

promotion and service quality, presented as physical evidence. The results confirm 

that both factors are important in establishing passenger satisfaction and 

loyalty,especially physical evidencethat reflects service quality. These results agree 

with those of Kotler (2008). He noted that a general business requires the 4P 

marketing components: product, price, place and promotion. The 4Ps, however, are 

not enough for a service business, which requires additional strategy. The 3P‟s for a 

service business include personnel, physical evidence and process. Service business 

has more intensive interaction with service users, directly and indirectly. When 

analyzed in detail, using the mean of each factor and the path coefficients of the 

casual factor model, results show that passengers evaluate service quality at a high 

level (mean = 3.59), and service quality has a positive relationship with passenger 

satisfaction at a high level (coefficient = .680). This means that passengers who use 

the service at the airport had a high level perception for service quality. Such service 

quality is a key factor for satisfaction. These results agree with Zeithamal et al. (2013) 

They presented various factors that led to customer satisfaction and customer loyalty, 

including product quality, price, situational factors, personal factors and service 
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quality. They recognized five dimensions: reliability, responsiveness, assurance, 

empathy and tangibles. Furthermore, (as cited in Angelova & Zekiri, 2011) stated that 

the important factors that define customer satisfaction include three main components: 

customer expectations, perceived quality and perceived value.  

If customer satisfaction is positive, it will affect customer loyalty, and if it is negative, 

this will result in customer complaints. Briefly, in terms of business administration, if 

Suvarnabhumi Airport can elevate service quality and passengers perceive this, 

passenger satisfaction and loyalty will increase. On the other hand, if the airport 

promotes service quality without actively advertising or employing other integrated 

marketing communication tools, then passengers may not notice any difference. They 

will be unhappy with the service provided and will feel no loyalty to the service. 

Therefore, if the airport aims to satisfy passengers and promote loyalty, it must 

actively advertise service quality improvements. This will result in a higher global 

ranking for the airport. The airport director should support service quality and 

integrated marketing communication. The perception of mixed marketing 

communication is another component of a service business. The passengers perceived 

integrated marketing communication at the intermediate level (mean = 2.65) and the 

perception of integrated marketing communication at the intermediate level 

(coefficient = .453). This means that as a service business, if Suvarnabhumi Airport 

wants to raise its level of customer satisfaction, it should concentrate more on 

marketing communication in the future. Passenger perception of marketing 

communication is an important factor at the intermediate level,which influences 

satisfaction. Without good communication, customer satisfaction will drop. 

 Therefore, it can be concluded that Suvarnabhumi Airport is aware of 

passenger needs and the importance of service quality. Frequent marketing 

communication is important to pass on information to passengers. When passengers 

acknowledge the service quality and marketing communications of Suvarnabhumi 

Airport, their satisfaction  will increase when using services. Berkman et al. (1996) 

said that when customers buy or use any product, the result will be compared against 

expectation. Marketing must know how to create the right product or service to best 

meet customer expectations. This can be explained under three categories: 1) 

confirmation - the product achieves expectation, 2) positive disconfirmation - the 
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product exceeds expectation and enables satisfaction at a high level and 3) negative 

disconfirmation - the product does not achieve expectation and gives dissatisfaction. 

Gunthalee Ruenrom (2004) stated that customer satisfaction will occur with 

perception of properties, or benefits, of a product or service, when compared against 

customer expectations. The factors that influence customer satisfaction include 

learning and understanding their requirements and identifying the customer, their 

needs and expectations. Berkman et al. (1996) noted that customer satisfaction 

indicators are complex due to 1) satisfaction has a different meaning for each 

customer; 2) the satisfaction level may change from satisfaction to dissatisfaction and 

then back to satisfaction over time as the evaluation of some products or services 

takes time and 3) satisfaction may change due to customer requirements and flavor. 

The relation between performance and customer satisfaction can be divided into two 

types: 1) object performance and 2) effective performance. To reach customer 

satisfaction with product performance, marketers must focus on satisfaction or chance 

of dissatisfaction by closing the gap between expectations and performance by 

providing a product that meets customers‟ requirements. Presentation also plays a role 

in meeting customer expectations. The product information and marketing 

communication must clearly present product benefits and applications. 

 Regarding the relation between satisfaction and loyalty, it was found that 

airport passengers had a high level of satisfaction (mean = 3.58) and passenger loyalty 

(mean = 3.65). The path coefficient test determined that passenger satisfaction related 

to passenger loyalty at a high level (path coefficient = .702). The model confirmed the 

relationship between passenger satisfaction and passenger loyalty as positive. If 

passengers feel more satisfaction when using a service, then they will feel more 

loyalty. The data confirmed the relationship between satisfaction and loyalty, and this 

agrees with Bennet (1996), who said that customers will evaluate service quality by 

comparing it with their expectations. If their expectations are satisfied, they regard the 

service as high quality. A satisfied customer will repurchase the product because of 

loyalty (Lovelock andWright, 2002). Mowen andMinor (1998)  classified brand 

loyalty into 5 types. Passenger loyalty for Suvarnabhumi Airport corresponds with 

undivided loyalty, which means buying behavior of the same brand such as 

AAAAAA. This also corresponds with Adul Jaturonkakul (2000) who introduced a 
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split plan of brand buying at 4 different levels of loyalty. Passenger loyalty for 

Suvarnabhumi Airport corresponds with hard core loyalty, which is reflected in the 

pattern of customers who buy only one brand their whole life: AAAAA. 

 The passengers selected opinion levels for service quality in six areas: 

servicescape\, tangibles, reliability, assurance, empathy and responsiveness. Overall, 

all samples agreed that service quality at the airport was high. The passengers 

regarded service quality for servicescape (mean = 3.72) and reliability (mean = 3.71) 

at the highest level, followed assurance (mean = 3.62). This shows that Suvarnabhumi 

Airport achieved customer expectations servicescape, reliability and assurance.  

 Regarding satisfaction, it was found that the samples who were passengers at 

the airport were satisfied with the service at a high level. They were satisfied with the 

total service quality and satisfied with the marketing communications at a high level 

with mean scores of 3.73 and 3.58 respectively. In the area of loyalty, customers had 

loyalty in buying behavior, word-of-mouth and validation at a high level, with mean 

scores of 4.06, 3.63, and 3.52 respectively. This indicates that the airport should 

concentrate on maintaining customer satisfaction by emphasizing service quality and 

marketing communications. In the long-term, there should be more emphasize on 

buying behavior, word-of-mouth and validation to improve customer loyalty. Kotler 

(2008) mentioned that satisfaction is a level of feeling caused by the value 

comparison between product or serviceand expectations. Thus, the decision to buy is 

based on customer expectations. Each customer has a different expectation. 

Satisfaction can be classified into three levels: dissatisfaction, satisfaction and high 

satisfaction. It is much more difficult to change customer loyalty with those who feel  

a high level of high satisfaction compared to customers who feel low satisfaction. 

Therefore, the organization should develop customer satisfaction as much as possible 

to build loyalty.  
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6.3  Recommendations 

 

 The results revealed that the level of good service quality and integrated 

marketing communications had a positive effect on satisfaction and loyalty of 

passengers who used the services of Suvarnabhumi Airport. Based on the findings, the 

researcher would like to make the following recommendations: 

1)The airport should use this causal model of passenger service quality 

factors to improve overall passenger satisfaction and passenger loyalty, especially for 

lounges and halls, car parking, terminal seating, and the airport website. 

Suvarnabhumi Airport needs to differentiate itself, possibly by having a general hall, 

as well as separate passenger lounges. The car park area needs to be expanded and 

have more CCTV installed to monitor security. The terminal seating must be 

improved by allocating areas with sofas, tables and lamps to create a „warm‟ feeling. 

Seating should be made withthick synthetic fabrics in colors that do not show dirt 

easily. The airport website should be easy to access and understand.   

2) The airport should conduct public relations continually and add new 

information on new facilities and technology. There should be TV media, websites, 

newspapers and welcoming activities for travelers. The media mentioned above are 

the most popular for passengers to access information about Suvarnabhumi Airport. If 

the airport uses these channels more, passengers will perceive continuous 

development of the airport, realize better service quality and feel pride in the airport if 

they are Thai.This will enhance satisfaction and loyalty. 

3)Staff must be trained at all levels with an emphasis on passenger 

service understanding and promoting service quality. The airport director must be 

directly involved to ensure that passengers who use airport services are satisfied and 

will tell others about their positive experiences. They will then return to use the 

service again, even if other airports have the same flights or more convenient 

transportation. Therefore, if service quality can be improved in each area mentioned 

above, this will establish loyalty among passengers, and they will use the service 

again and tell others about their positive experiences. Finally, this will upgrade 

service quality so the airport will be ranked among the top five of the world. 
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4) The airport should concentrate on improving Internet service and 

Wi-Fi for passengers urgently, because the mean result for these categories was 2.64. 

Internet is crucial for transportation nowadays, and passengers expect to be able to 

contact other people while at the airport. Foreign passengers need to contact their 

families and friends to update their situation. The lack of Internet connection will 

result in dissatisfaction. If the Internet service is good and easy to use, then passengers 

will feel safe, more satisfied, and think to use the service again in the future. 

 

6.4 Implication for Future Research 

 

 A similar study should be performed at a large airport in a foreign, which has 

over 50 million passengers per year to compare how different service quality factors 

and marketing communications affect customer satisfaction and whether these lead to 

long-term loyalty while also taking into account other factors such as price, behavior, 

personal factors, value, attitude and image to test relations that lead to building 

service quality and mixed marketing communication of an airport. 
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                           Number of KSI - Variables  2 

                           Number of Observations   900 
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 TI path                                                                         

 

         Covariance Matrix        

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN         PR    

            --------   --------   --------   --------   --------   -------- 

 SATISFAC      2.859 

     WORD      3.284      8.075 

 PURCHASE      2.068      4.358      5.633 

 PRICESEN      2.811      4.785      3.939      7.963 

 COMPLAIN      2.534      4.853      2.956      5.067      7.674 

      PR      5.570      9.393      4.870      8.945      8.446     54.300 

      ADS      2.607      4.248      2.375      4.504      4.170     24.226 

    EVENT      2.474      4.098      1.902      3.788      4.011     19.282 

 SERSCAPE     10.221     14.622      9.822     12.353     10.248     27.513 

 TANGIBLE      9.041     12.965      8.008     10.520      9.339     23.376 

  RELIABL      3.924      5.303      3.386      4.091      3.445      8.064 

 RESPONSI      7.216      9.446      6.220      8.466      8.205     15.429 

  ASSURAN      5.739      7.416      4.557      6.229      5.703     11.716 

  EMPATHY      3.486      4.366      2.387      3.293      3.371      7.224 

 

         Covariance Matrix        

 

                 ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL   RESPONSI    

            --------   --------   --------   --------   --------   -------- 

      ADS     17.641 

    EVENT     10.761     12.642 

 SERSCAPE     15.404     12.892     84.630 

 TANGIBLE     12.397     10.940     48.585     68.480 

  RELIABL      3.510      3.692     18.515     19.219      9.571 

 RESPONSI      7.364      7.613     33.085     30.153     12.697     27.521 

  ASSURAN      5.667      5.684     25.680     23.363     10.433     18.499 
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  EMPATHY      3.785      3.455     15.259     14.899      6.188     10.297 

 

         Covariance Matrix        

 

             ASSURAN    EMPATHY    

            --------   -------- 

  ASSURAN     17.670 

  EMPATHY      9.307      6.950 

 

 Total Variance = 331.607 Generalized Variance = 0.132179D+12                             

 

 Largest Eigenvalue = 200.917 Smallest Eigenvalue = 0.597                                    

 

 Condition Number = 18.350 

 

 

 TI path                                                                         

 

 Parameter Specifications 

 

         LAMBDA-Y     

 

            SATISFAC    LOYALTY 

            --------   -------- 

 SATISFAC          0          0 

     WORD          0          0 

 PURCHASE          0          1 

 PRICESEN          0          2 

 COMPLAIN          0          3 

 

         LAMBDA-X     
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               MEDIA    SERQUAL 

            --------   -------- 

       PR          4          0 

      ADS          5          0 

    EVENT          6          0 

 SERSCAPE          0          7 

 TANGIBLE          0          8 

  RELIABL          0          9 

 RESPONSI          0         10 

  ASSURAN          0         11 

  EMPATHY          0         12 

 

         BETA         

 

            SATISFAC    LOYALTY 

            --------   -------- 

 SATISFAC          0          0 

  LOYALTY         13          0 

 

         GAMMA        

 

               MEDIA    SERQUAL 

            --------   -------- 

 SATISFAC         14         15 

  LOYALTY          0          0 

 

         PHI          

 

               MEDIA    SERQUAL 

            --------   -------- 

    MEDIA          0 

  SERQUAL         16          0 
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         PSI          

 

            SATISFAC    LOYALTY 

            --------   -------- 

                  17         18 

 

         THETA-EPS    

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN 

            --------   --------   --------   --------   -------- 

 SATISFAC         19 

     WORD          0         20 

 PURCHASE          0          0         21 

 PRICESEN          0         22         23         24 

 COMPLAIN          0          0         25         26         27 

 

         THETA-DELTA  

 

                  PR        ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL 

            --------   --------   --------   --------   --------   -------- 

       PR         28 

      ADS          0         29 

    EVENT         30          0         31 

 SERSCAPE          0         32          0         33 

 TANGIBLE          0         34          0         35         36 

  RELIABL          0         37          0          0         38         39 

 RESPONSI          0          0          0          0          0          0 

  ASSURAN          0          0          0          0         41         42 

  EMPATHY          0         44          0          0          0          0 

 

         THETA-DELTA  
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            RESPONSI    ASSURAN    EMPATHY 

            --------   --------   -------- 

 RESPONSI         40 

  ASSURAN          0         43 

  EMPATHY         45         46         47 

 

 W_A_R_N_I_N_G: THETA-DELTA is not positive definite 

 

 

 

 TI path                                                                         

 

 Number of Iterations = 50           

 

 LISREL Estimates (Maximum Likelihood)                            

 

         LAMBDA-Y     

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      1.570       - -  

     WORD       - -       2.430 

 PURCHASE       - -       1.575 

 PRICESEN       - -       2.045 

 COMPLAIN       - -       1.817 

 

         LAMBDA-X     

 

               MEDIA    SERQUAL    

            --------   -------- 

       PR      7.118       - -  
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      ADS      3.332       - -  

    EVENT      3.156       - -  

 SERSCAPE       - -       6.823 

 TANGIBLE       - -       6.293 

  RELIABL       - -       2.646 

 RESPONSI       - -       4.832 

  ASSURAN       - -       3.816 

  EMPATHY       - -       2.302 

 

         BETA         

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  

  LOYALTY      0.865       - -  

 

         GAMMA        

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

  LOYALTY       - -        - -  

 

         Covariance Matrix of ETA and KSI         

 

            SATISFAC    LOYALTY      MEDIA    SERQUAL    

            --------   --------   --------   -------- 

 SATISFAC      0.998 

  LOYALTY      0.863      1.117 

    MEDIA      0.526      0.455      1.000 

  SERQUAL      0.947      0.820      0.465      1.000 
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         PHI          

 

               MEDIA    SERQUAL    

            --------   -------- 

    MEDIA      1.000 

  SERQUAL      0.465      1.000 

 

         PSI          

         Note: This matrix is diagonal. 

 

            SATISFAC    LOYALTY    

            --------   -------- 

               0.091      0.370 

 

         Squared Multiple Correlations for Structural Equations   

 

            SATISFAC    LOYALTY    

            --------   -------- 

               0.909      0.669 

 

 NOTE: Rฒ for Structural Equatios are Hayduk's (2006) Blocked-Error Rฒ 

 

         Reduced Form                 

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

             (0.020)    (0.022) 

               5.579     40.712 

 

  LOYALTY      0.095      0.776 

             (0.018)    (0.028) 
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               5.405     27.982 

 

 

         Squared Multiple Correlations for Reduced Form           

 

            SATISFAC    LOYALTY    

            --------   -------- 

               0.909      0.608 

 

         THETA-EPS    

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

 SATISFAC      0.396 

     WORD       - -       1.465 

 PURCHASE       - -        - -       2.872 

 PRICESEN       - -      -0.763      0.392      3.302 

 COMPLAIN       - -        - -      -0.237      0.889      4.005 

 

         THETA-DELTA  

 

                  PR        ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL    

            --------   --------   --------   --------   --------   -------- 

       PR      3.619 

      ADS       - -       6.069 

    EVENT     -3.192       - -       2.674 

 SERSCAPE       - -       2.467       - -      38.062 

 TANGIBLE       - -       1.208       - -       5.063     28.723 

  RELIABL       - -      -0.329       - -        - -       2.507      2.563 

 RESPONSI       - -        - -        - -        - -        - -        - -  

  ASSURAN       - -        - -        - -        - -      -0.763      0.305 

  EMPATHY       - -       0.330       - -        - -        - -        - -  
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         THETA-DELTA  

 

            RESPONSI    ASSURAN    EMPATHY    

            --------   --------   -------- 

 RESPONSI      4.130 

  ASSURAN       - -       3.097 

  EMPATHY     -0.840      0.519      1.638 

 

 W_A_R_N_I_N_G: THETA-DELTA is not positive definite 

 

                                 Log-likelihood Values 

 

                        Estimated Model          Saturated Model 

                        ---------------          --------------- 

 Number of free parameters(t)        47                      105 

 -2ln(L)                      35935.612                35646.680 

 AIC (Akaike, 1974)*          36029.612                35856.680 

 BIC (Schwarz, 1978)*         36255.325                36360.932 

 

*LISREL uses AIC= 2t - 2ln(L) and BIC = tln(N)- 2ln(L) 

 

Goodness of Fit Statistics 

 

 Degrees of Freedom for (C1)-(C2)                      58 

 Maximum Likelihood Ratio Chi-Square (C1)              288.932 (P = 0.0000) 

 Browne's (1984) ADF Chi-Square (C2_NT)                288.463 (P = 0.0000) 

 Estimated Non-centrality Parameter (NCP)              230.932 

 90 Percent Confidence Interval for NCP                (181.610 ; 287.785) 

 

 Minimum Fit Function Value                            0.321 

 Population Discrepancy Function Value (F0)            0.257 
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 90 Percent Confidence Interval for F0                 (0.202 ; 0.320) 

 Root Mean Square Error of Approximation (RMSEA)       0.0665 

 90 Percent Confidence Interval for RMSEA              (0.0590 ; 0.0743) 

 P-Value for Test of Close Fit (RMSEA < 0.05)          0.000195 

 

 Expected Cross-Validation Index (ECVI)                0.425 

 90 Percent Confidence Interval for ECVI               (0.371 ; 0.489) 

 ECVI for Saturated Model                              0.233 

 ECVI for Independence Model                           26.974 

 

 Chi-Square for Independence Model (91 df)         24248.999 

 

 Normed Fit Index (NFI)                                0.988 

 Non-Normed Fit Index (NNFI)                           0.985 

 Parsimony Normed Fit Index (PNFI)                     0.630 

 Comparative Fit Index (CFI)                           0.990 

 Incremental Fit Index (IFI)                           0.990 

 Relative Fit Index (RFI)                              0.981 

 

 Critical N (CN)                                     268.434 

 Root Mean Square Residual (RMR)                      0.882 

 Standardized RMR                                      0.0397 

 Goodness of Fit Index (GFI)                           0.956 

 Adjusted Goodness of Fit Index (AGFI)                 0.921 

 Parsimony Goodness of Fit Index (PGFI)                0.528 

 

TI path                                                                         

 

         Fitted Covariance Matrix 

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN         PR    

            --------   --------   --------   --------   --------   -------- 
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 SATISFAC      2.856 

     WORD      3.293      8.060 

 PURCHASE      2.134      4.274      5.642 

 PRICESEN      2.771      4.786      3.988      7.972 

 COMPLAIN      2.462      4.931      2.959      5.039      7.692 

       PR      5.880      7.873      5.102      6.625      5.887     54.281 

      ADS      2.752      3.685      2.388      3.101      2.755     23.713 

    EVENT      2.607      3.491      2.262      2.938      2.610     19.272 

 SERSCAPE     10.149     13.588      8.806     11.434     10.160     22.569 

 TANGIBLE      9.361     12.532      8.122     10.546      9.371     20.815 

  RELIABL      3.935      5.269      3.414      4.434      3.940      8.751 

 RESPONSI      7.188      9.623      6.236      8.098      7.196     15.984 

  ASSURAN      5.677      7.600      4.925      6.396      5.683     12.624 

  EMPATHY      3.425      4.585      2.971      3.859      3.429      7.616 

 

         Fitted Covariance Matrix 

 

                 ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL   RESPONSI    

            --------   --------   --------   --------   --------   -------- 

      ADS     17.168 

    EVENT     10.515     12.635 

 SERSCAPE     13.031     10.008     84.614 

 TANGIBLE     10.951      9.230     47.998     68.322 

  RELIABL      3.767      3.880     18.051     19.155      9.563 

 RESPONSI      7.481      7.087     32.969     30.407     12.784     27.478 

  ASSURAN      5.909      5.598     26.038     23.252     10.402     18.440 

  EMPATHY      3.894      3.377     15.709     14.488      6.091     10.285 

 

         Fitted Covariance Matrix 

 

             ASSURAN    EMPATHY    

            --------   -------- 
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  ASSURAN     17.661 

  EMPATHY      9.305      6.939 

 

         Fitted Residuals 

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN         PR    

            --------   --------   --------   --------   --------   -------- 

 SATISFAC      0.003 

     WORD     -0.009      0.015 

 PURCHASE     -0.066      0.084     -0.009 

 PRICESEN      0.039     -0.001     -0.049     -0.009 

 COMPLAIN      0.072     -0.078     -0.003      0.028     -0.018 

       PR     -0.311      1.520     -0.232      2.320      2.559      0.019 

      ADS     -0.145      0.564     -0.013      1.403      1.415      0.513 

    EVENT     -0.133      0.607     -0.361      0.851      1.401      0.010 

 SERSCAPE      0.072      1.034      1.017      0.919      0.088      4.944 

 TANGIBLE     -0.319      0.433     -0.114     -0.026     -0.032      2.561 

  RELIABL     -0.012      0.034     -0.029     -0.343     -0.495     -0.687 

 RESPONSI      0.028     -0.177     -0.016      0.368      1.009     -0.555 

  ASSURAN      0.063     -0.184     -0.368     -0.167      0.020     -0.907 

  EMPATHY      0.061     -0.220     -0.584     -0.565     -0.057     -0.392 

 

         Fitted Residuals 

 

                 ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL   RESPONSI    

            --------   --------   --------   --------   --------   -------- 

      ADS      0.472 

    EVENT      0.246      0.007 

 SERSCAPE      2.373      2.884      0.016 

 TANGIBLE      1.446      1.711      0.587      0.159 

  RELIABL     -0.257     -0.189      0.464      0.064      0.009 

 RESPONSI     -0.118      0.525      0.117     -0.253     -0.087      0.043 
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  ASSURAN     -0.242      0.086     -0.358      0.110      0.031      0.058 

  EMPATHY     -0.109      0.078     -0.450      0.410      0.096      0.012 

 

         Fitted Residuals 

 

             ASSURAN    EMPATHY    

            --------   -------- 

  ASSURAN      0.009 

  EMPATHY      0.002      0.011 

 

 Summary Statistics for Fitted Residuals 

 

 Smallest Fitted Residual =   -0.907 

   Median Fitted Residual =    0.012 

  Largest Fitted Residual =    4.944 

 

Stemleaf Plot 

 

 - 0|9766655  

 - 0|44443333322222221111111110000000000000000000000000000000  

   0|111111111111122444  

   0|555566699  

   1|0004444  

   1|57  

   2|34  

   2|669  

   3|  

   3|  

   4|  

   4|9 

 

         Standardized Residuals   
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            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN         PR    

            --------   --------   --------   --------   --------   -------- 

 SATISFAC      0.028 

     WORD     -0.072      0.073 

 PURCHASE     -0.633      0.514     -0.047 

 PRICESEN      0.330     -0.008     -0.283     -0.034 

 COMPLAIN      0.589     -0.404     -0.019      0.129     -0.069 

       PR     -0.941      2.693     -0.458      4.046      4.303      0.011 

      ADS     -0.768      1.702     -0.045      4.187      4.122      0.551 

    EVENT     -0.803      2.133     -1.452      3.006      4.802      0.013 

 SERSCAPE      0.171      1.536      1.732      1.361      0.127      2.594 

 TANGIBLE     -0.809      0.691     -0.216     -0.043     -0.051      1.474 

  RELIABL     -0.076      0.148     -0.147     -1.506     -2.145     -1.083 

 RESPONSI      0.102     -0.441     -0.050      0.988      2.635     -0.523 

  ASSURAN      0.292     -0.590     -1.404     -0.549      0.064     -1.072 

  EMPATHY      0.479     -1.141     -3.556     -2.924     -0.295     -0.718 

 

         Standardized Residuals   

 

                 ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL   RESPONSI    

            --------   --------   --------   --------   --------   -------- 

      ADS      0.833 

    EVENT      0.514      0.016 

 SERSCAPE      2.386      3.075      0.008 

 TANGIBLE      1.463      2.008      0.327      0.087 

  RELIABL     -0.713     -0.602      0.644      0.105      0.032 

 RESPONSI     -0.195      1.004      0.092     -0.219     -0.187      0.049 

  ASSURAN     -0.499      0.207     -0.366      0.126      0.085      0.090 

  EMPATHY     -0.352      0.292     -0.776      0.737      0.437      0.030 

 

         Standardized Residuals   
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             ASSURAN    EMPATHY    

            --------   -------- 

  ASSURAN      0.016 

  EMPATHY      0.006      0.051 

 

 Summary Statistics for Standardized Residuals 

 

 Smallest Standardized Residual =   -3.556 

   Median Standardized Residual =    0.030 

  Largest Standardized Residual =    4.802 

 

Stemleaf Plot 

 

 - 3|6  

 - 3|  

 - 2|9  

 - 2|1  

 - 1|55  

 - 1|4111  

 - 0|98888776665555  

 - 0|44443322221111100000000000000000  

   0|11111111111112233334  

   0|555666778  

   1|004  

   1|55577  

   2|014  

   2|667  

   3|01  

   3|  

   4|0123  

   4|8 
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 Largest Negative Standardized Residuals 

 Residual for  EMPATHY and PURCHASE  -3.556 

 Residual for  EMPATHY and PRICESEN  -2.924 

 Largest Positive Standardized Residuals 

 Residual for       PR and     WORD   2.693 

 Residual for       PR and PRICESEN   4.046 

 Residual for       PR and COMPLAIN   4.303 

 Residual for      ADS and PRICESEN   4.187 

 Residual for      ADS and COMPLAIN   4.122 

 Residual for    EVENT and PRICESEN   3.006 

 Residual for    EVENT and COMPLAIN   4.802 

 Residual for SERSCAPE and       PR   2.594 

 Residual for SERSCAPE and    EVENT   3.075 

 Residual for RESPONSI and COMPLAIN   2.635 

 

 TI path                                                                         

 

Qplot of Standardized Residuals 

 

  3.5.......................................................................... 

     .                                                                       .. 

     .                                                                      . . 

     .                                                                    .   . 

     .                                                                  .     . 

     .                                                                 .      . 

     .                                                               .        . 

     .                                                             .          . 

     .                                                            .           x 

     .                                                          .             x 

     .                                                        .               . 

     .                                                       .                * 

     .                                                     .                  x 
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     .                                                   .               xx   . 

     .                                                  .            *x       . 

 N   .                                                .       x xx           . 

 o   .                                              .    *xxx                 . 

 r   .                                           xx.*   x                     . 

 m   .                                         **x                            . 

 a   .                                       x*x                              . 

 l   .                                     *xx.                               . 

     .                                    xx.                                 . 

 Q   .                                    x                                   . 

 u   .                                   .*                                   . 

 a   .                                 . xx                                   . 

 n   .                               .   *                                    . 

 t   .                              .  **                                     . 

i   .                            .  *x                                       . 

 l   .                          .  xxx                                        . 

 e   .                         . x**                                          . 

 s   .                       .   x                                            . 

     .                     .  * x                                             . 

     .                    .x  x                                               . 

     .                  . x                                                   . 

     .             x  .   x                                                   . 

     .               .                                                        . 

     .     x       .                                                          . 

     x           .                                                            . 

     .          .                                                             . 

     .        .                                                               . 

     .      .                                                                 . 

     .     .                                                                  . 

     .   .                                                                    . 

     . .                                                                      . 

 -3.5.......................................................................... 
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   -3.5                                                                      3.5 

                             Standardized Residuals 

 

 TI path                                                                         

 

 Modification Indices and Expected Change 

 

         Modification Indices for LAMBDA-Y        

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.000      0.000 

     WORD      0.010      0.005 

 PURCHASE      0.907       - -  

 PRICESEN      0.003       - -  

 COMPLAIN      0.970       - -  

 

         Expected Change for LAMBDA-Y     

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.000     -0.001 

     WORD     -0.009      0.007 

 PURCHASE     -0.061       - -  

 PRICESEN      0.004       - -  

 COMPLAIN      0.072       - -  

 

         Standardized Expected Change for LAMBDA-Y        

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.000     -0.001 
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     WORD     -0.009      0.007 

 PURCHASE     -0.061       - -  

 PRICESEN      0.004       - -  

 COMPLAIN      0.072       - -  

 

         Completely Standardized Expected Change for LAMBDA-Y     

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.000     -0.001 

     WORD     -0.003      0.002 

 PURCHASE     -0.026       - -  

 PRICESEN      0.001       - -  

 COMPLAIN      0.026       - -  

 

         Modification Indices for LAMBDA-X        

 

               MEDIA    SERQUAL    

            --------   -------- 

       PR       - -       1.098 

      ADS       - -       0.021 

    EVENT       - -       1.617 

 SERSCAPE     14.437       - -  

 TANGIBLE      6.349       - -  

  RELIABL      5.970       - -  

 RESPONSI      0.029       - -  

  ASSURAN      0.692       - -  

  EMPATHY      0.403       - -  

 

         Expected Change for LAMBDA-X     

 

               MEDIA    SERQUAL    
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            --------   -------- 

       PR       - -      -0.187 

      ADS       - -      -0.016 

    EVENT       - -       0.111 

 SERSCAPE      0.883       - -  

 TANGIBLE      0.467       - -  

  RELIABL     -0.143       - -  

 RESPONSI     -0.016       - -  

  ASSURAN     -0.055       - -  

  EMPATHY     -0.032       - -  

 

         Standardized Expected Change for LAMBDA-X        

 

               MEDIA    SERQUAL    

            --------   -------- 

       PR       - -      -0.187 

      ADS       - -      -0.016 

    EVENT       - -       0.111 

 SERSCAPE      0.883       - -  

 TANGIBLE      0.467       - -  

  RELIABL     -0.143       - -  

 RESPONSI     -0.016       - -  

  ASSURAN     -0.055       - -  

  EMPATHY     -0.032       - -  

 

         Completely Standardized Expected Change for LAMBDA-X     

 

               MEDIA    SERQUAL    

            --------   -------- 

       PR       - -      -0.025 

      ADS       - -      -0.004 

    EVENT       - -       0.031 
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 SERSCAPE      0.096       - -  

 TANGIBLE      0.057       - -  

  RELIABL     -0.046       - -  

 RESPONSI     -0.003       - -  

  ASSURAN     -0.013       - -  

  EMPATHY     -0.012       - -  

 

         Modification Indices for BETA            

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.000      0.000 

  LOYALTY       - -       0.004 

 

         Expected Change for BETA         

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.000      0.000 

  LOYALTY       - -       0.005 

 

         Standardized Expected Change for BETA            

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.000      0.000 

  LOYALTY       - -       0.005 

 

         Modification Indices for GAMMA           

 

               MEDIA    SERQUAL    

            --------   -------- 
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 SATISFAC       - -        - -  

  LOYALTY     33.420      8.764 

 

         Expected Change for GAMMA        

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC       - -        - -  

  LOYALTY      0.186     -0.395 

 

         Standardized Expected Change for GAMMA           

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC       - -        - -  

  LOYALTY      0.176     -0.374 

 

         Modification Indices for PHI             

         Note: This matrix is diagonal. 

 

               MEDIA    SERQUAL    

            --------   -------- 

               0.000      0.002 

 

         Expected Change for PHI          

         Note: This matrix is diagonal. 

 

               MEDIA    SERQUAL    

            --------   -------- 

               0.001      0.002 

 

         Standardized Expected Change for PHI             
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         Note: This matrix is diagonal. 

 

               MEDIA    SERQUAL    

            --------   -------- 

               0.001      0.002 

 

         Modification Indices for PSI             

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -  

  LOYALTY      0.008       - -  

 

         Expected Change for PSI          

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -  

  LOYALTY      0.010       - -  

 

         Standardized Expected Change for PSI             

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -  

  LOYALTY      0.010       - -  

 

         Modification Indices for THETA-EPS       

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

 SATISFAC       - -  
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     WORD      0.028       - -  

 PURCHASE      0.053      3.742       - -  

 PRICESEN      1.083       - -        - -        - -  

 COMPLAIN      1.406      3.138       - -        - -        - -  

 

         Expected Change for THETA-EPS    

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

 SATISFAC       - -  

     WORD     -0.010       - -  

 PURCHASE      0.011      0.243       - -  

 PRICESEN      0.057       - -        - -        - -  

 COMPLAIN     -0.064     -0.259       - -        - -        - -  

 

         Completely Standardized Expected Change for THETA-EPS    

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

 SATISFAC       - -  

     WORD     -0.002       - -  

 PURCHASE      0.003      0.036       - -  

 PRICESEN      0.012       - -        - -        - -  

 COMPLAIN     -0.014     -0.033       - -        - -        - -  

 

         Modification Indices for THETA-DELTA-EPS 

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

       PR      0.034      7.803      1.550      2.510      0.020 

      ADS      0.021      3.297      1.409      3.263      0.018 

    EVENT      6.721      0.354      6.314      1.033      7.365 
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 SERSCAPE      0.674      4.550      3.472      1.862      6.924 

 TANGIBLE     12.164      1.685      0.777      0.442      0.004 

  RELIABL      0.448      4.355      3.514      0.615     24.692 

 RESPONSI      0.183     17.834      0.874      0.219     40.085 

  ASSURAN      0.184      0.002      0.237      2.812      1.526 

  EMPATHY      8.313      0.348     11.289     19.019      7.180 

 

         Expected Change for THETA-DELTA-EPS  

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

       PR     -0.023      0.655     -0.291      0.406     -0.038 

      ADS      0.010     -0.247      0.162      0.270     -0.021 

    EVENT     -0.163      0.076     -0.321     -0.142      0.394 

 SERSCAPE     -0.141      0.745      0.654      0.524     -1.049 

 TANGIBLE     -0.490      0.372     -0.254      0.210      0.021 

  RELIABL      0.029      0.183      0.165     -0.076     -0.498 

 RESPONSI      0.034     -0.595      0.129     -0.071      0.993 

  ASSURAN      0.023     -0.004     -0.049      0.185     -0.141 

  EMPATHY      0.116     -0.045     -0.253     -0.360      0.229 

 

         Completely Standardized Expected Change for THETA-DELTA-EPS  

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

       PR     -0.002      0.031     -0.017      0.020     -0.002 

      ADS      0.001     -0.021      0.017      0.023     -0.002 

    EVENT     -0.027      0.007     -0.038     -0.014      0.040 

 SERSCAPE     -0.009      0.029      0.030      0.020     -0.041 

 TANGIBLE     -0.035      0.016     -0.013      0.009      0.001 

  RELIABL      0.006      0.021      0.023     -0.009     -0.058 

 RESPONSI      0.004     -0.040      0.010     -0.005      0.068 
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  ASSURAN      0.003      0.000     -0.005      0.016     -0.012 

  EMPATHY      0.026     -0.006     -0.040     -0.048      0.031 

 

         Modification Indices for THETA-DELTA     

 

                  PR        ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL    

            --------   --------   --------   --------   --------   -------- 

       PR       - -  

      ADS      0.095       - -  

    EVENT       - -       0.023       - -  

 SERSCAPE      3.128       - -       1.125       - -  

 TANGIBLE      1.222       - -       1.341       - -        - -  

  RELIABL      0.025       - -       3.251      2.398       - -        - -  

 RESPONSI      2.191      0.629      5.542      0.091      0.012      0.877 

  ASSURAN      1.532      0.244      0.093      0.835       - -        - -  

  EMPATHY      0.737       - -       0.298      4.496      3.753      0.417 

 

         Modification Indices for THETA-DELTA     

 

            RESPONSI    ASSURAN    EMPATHY    

            --------   --------   -------- 

 RESPONSI       - -  

  ASSURAN      0.320       - -  

  EMPATHY       - -        - -        - -  

 

         Expected Change for THETA-DELTA  

 

                  PR        ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL    

            --------   --------   --------   --------   --------   -------- 

       PR       - -  

      ADS      0.319       - -  

    EVENT       - -      -0.034       - -  
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 SERSCAPE      1.729       - -       0.517       - -  

 TANGIBLE      0.793       - -       0.444       - -        - -  

  RELIABL     -0.035       - -      -0.212      0.540       - -        - -  

 RESPONSI     -0.499     -0.157      0.428     -0.161      0.048     -0.128 

  ASSURAN     -0.304      0.074      0.040     -0.345       - -        - -  

  EMPATHY     -0.168       - -       0.055     -0.605      0.475      0.052 

 

         Expected Change for THETA-DELTA  

 

            RESPONSI    ASSURAN    EMPATHY    

            --------   --------   -------- 

 RESPONSI       - -  

  ASSURAN      0.111       - -  

  EMPATHY       - -        - -        - -  

 

         Completely Standardized Expected Change for THETA-DELTA  

 

                  PR        ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL    

            --------   --------   --------   --------   --------   -------- 

       PR       - -  

      ADS      0.010       - -  

    EVENT       - -      -0.002       - -  

 SERSCAPE      0.026       - -       0.016       - -  

 TANGIBLE      0.013       - -       0.015       - -        - -  

  RELIABL     -0.002       - -      -0.019      0.019       - -        - -  

 RESPONSI     -0.013     -0.007      0.023     -0.003      0.001     -0.008 

  ASSURAN     -0.010      0.004      0.003     -0.009       - -        - -  

  EMPATHY     -0.009       - -       0.006     -0.025      0.022      0.006 

 

         Completely Standardized Expected Change for THETA-DELTA  

 

            RESPONSI    ASSURAN    EMPATHY    
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            --------   --------   -------- 

 RESPONSI       - -  

  ASSURAN      0.005       - -  

  EMPATHY       - -        - -        - -  

 

 Maximum Modification Index is   40.08 for Element ( 7, 5) of THETA DELTA-

EPSILON 

 

 TI path                                                                         

 

 Factor Scores Regressions 

 

          W_A_R_N_I_N_G: Fitted Covariance Matrix not positive definite. 

 

                         Factor Scores Regressions can not be computed. 

 

 TI path                                                                         

 

 Standardized Solution            

 

         LAMBDA-Y     

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      1.568       - -  

     WORD       - -       2.568 

 PURCHASE       - -       1.664 

 PRICESEN       - -       2.161 

 COMPLAIN       - -       1.920 

 

         LAMBDA-X     
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               MEDIA    SERQUAL    

            --------   -------- 

       PR      7.118       - -  

      ADS      3.332       - -  

    EVENT      3.156       - -  

 SERSCAPE       - -       6.823 

 TANGIBLE       - -       6.293 

  RELIABL       - -       2.646 

 RESPONSI       - -       4.832 

  ASSURAN       - -       3.816 

  EMPATHY       - -       2.302 

 

         BETA         

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  

  LOYALTY      0.818       - -  

 

         GAMMA        

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

  LOYALTY       - -        - -  

 

         Correlation Matrix of ETA and KSI        

 

            SATISFAC    LOYALTY      MEDIA    SERQUAL    

            --------   --------   --------   -------- 

 SATISFAC      1.000 

  LOYALTY      0.818      1.000 
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    MEDIA      0.527      0.431      1.000 

  SERQUAL      0.948      0.776      0.465      1.000 

 

         PSI          

         Note: This matrix is diagonal. 

 

            SATISFAC    LOYALTY    

            --------   -------- 

               0.091      0.331 

 

         Regression Matrix ETA on KSI (Standardized)  

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

  LOYALTY      0.090      0.734 

 

 TI path                                                                         

 

 Completely Standardized Solution 

 

         LAMBDA-Y     

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.928       - -  

     WORD       - -       0.905 

 PURCHASE       - -       0.701 

 PRICESEN       - -       0.765 

 COMPLAIN       - -       0.692 

 

         LAMBDA-X     
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               MEDIA    SERQUAL    

            --------   -------- 

       PR      0.966       - -  

      ADS      0.804       - -  

    EVENT      0.888       - -  

 SERSCAPE       - -       0.742 

 TANGIBLE       - -       0.761 

  RELIABL       - -       0.856 

 RESPONSI       - -       0.922 

  ASSURAN       - -       0.908 

  EMPATHY       - -       0.874 

 

         BETA         

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  

  LOYALTY      0.818       - -  

 

         GAMMA        

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

  LOYALTY       - -        - -  

 

         Correlation Matrix of ETA and KSI        

 

            SATISFAC    LOYALTY      MEDIA    SERQUAL    

            --------   --------   --------   -------- 

 SATISFAC      1.000 
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  LOYALTY      0.818      1.000 

    MEDIA      0.527      0.431      1.000 

  SERQUAL      0.948      0.776      0.465      1.000 

 

         PSI          

         Note: This matrix is diagonal. 

 

            SATISFAC    LOYALTY    

            --------   -------- 

               0.091      0.331 

 

         THETA-EPS    

 

            SATISFAC       WORD   PURCHASE   PRICESEN   COMPLAIN    

            --------   --------   --------   --------   -------- 

 SATISFAC      0.139 

     WORD       - -       0.182 

 PURCHASE       - -        - -       0.509 

 PRICESEN       - -      -0.095      0.058      0.414 

 COMPLAIN       - -        - -      -0.036      0.114      0.521 

 

         THETA-DELTA  

 

                  PR        ADS      EVENT   SERSCAPE   TANGIBLE    RELIABL    

            --------   --------   --------   --------   --------   -------- 

       PR      0.067 

      ADS       - -       0.354 

    EVENT     -0.122       - -       0.212 

 SERSCAPE       - -       0.065       - -       0.450 

 TANGIBLE       - -       0.035       - -       0.067      0.420 

  RELIABL       - -      -0.026       - -        - -       0.098      0.268 

 RESPONSI       - -        - -        - -        - -        - -        - -  
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  ASSURAN       - -        - -        - -        - -      -0.022      0.023 

  EMPATHY       - -       0.030       - -        - -        - -        - -  

 

         THETA-DELTA  

 

            RESPONSI    ASSURAN    EMPATHY    

            --------   --------   -------- 

 RESPONSI      0.150 

  ASSURAN       - -       0.175 

  EMPATHY     -0.061      0.047      0.236 

 

 W_A_R_N_I_N_G: THETA-DELTA is not positive definite 

 

         Regression Matrix ETA on KSI (Standardized)  

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

  LOYALTY      0.090      0.734 

 

 TI path                                                                         

 

 Total and Indirect Effects 

 

         Total Effects of KSI on ETA  

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

             (0.020)    (0.022) 

               5.582     40.734 
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  LOYALTY      0.095      0.776 

             (0.018)    (0.028) 

               5.408     27.998 

 

 

         Indirect Effects of KSI on ETA   

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC       - -        - -  

 

  LOYALTY      0.095      0.776 

             (0.018)    (0.028) 

               5.408     27.998 

 

 

         Total Effects of ETA on ETA  

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  

 

  LOYALTY      0.865       - -  

             (0.028) 

              30.827 

 

 

    Largest Eigenvalue of B*B' (Stability Index) is   0.748 

 

         Total Effects of ETA on Y    

 

            SATISFAC    LOYALTY    
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            --------   -------- 

 SATISFAC      1.570       - -  

 

     WORD      2.102      2.430 

             (0.068) 

              30.827 

 

 PURCHASE      1.362      1.575 

             (0.047)    (0.033) 

              28.942     47.402 

 

 PRICESEN      1.769      2.045 

             (0.066)    (0.059) 

              26.803     34.775 

 

 COMPLAIN      1.572      1.817 

             (0.054)    (0.040) 

              28.915     45.010 

 

 

         Indirect Effects of ETA on Y     

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  

 

     WORD      2.102       - -  

             (0.068) 

              30.827 

 

 PURCHASE      1.362       - -  

             (0.047) 
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              28.942 

 

 PRICESEN      1.769       - -  

             (0.066) 

              26.803 

 

 COMPLAIN      1.572       - -  

             (0.054) 

              28.915 

 

 

         Total Effects of KSI on Y    

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.172      1.408 

             (0.031)    (0.035) 

               5.582     40.734 

 

     WORD      0.230      1.885 

             (0.043)    (0.067) 

               5.408     27.998 

 

 PURCHASE      0.149      1.221 

             (0.028)    (0.051) 

               5.422     24.157 

 

 PRICESEN      0.194      1.586 

             (0.036)    (0.066) 

               5.423     24.000 

 

 COMPLAIN      0.172      1.409 
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             (0.032)    (0.058) 

               5.429     24.120 

 

 

 TI path                                                                         

 

 Standardized Total and Indirect Effects 

 

         Standardized Total Effects of KSI on ETA 

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.110      0.897 

  LOYALTY      0.090      0.734 

 

         Standardized Indirect Effects of KSI on ETA  

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC       - -        - -  

  LOYALTY      0.090      0.734 

 

         Standardized Total Effects of ETA on ETA 

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  

  LOYALTY      0.818       - -  

 

         Standardized Total Effects of ETA on Y   

 

            SATISFAC    LOYALTY    
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            --------   -------- 

 SATISFAC      1.568       - -  

     WORD      2.100      2.568 

 PURCHASE      1.361      1.664 

 PRICESEN      1.767      2.161 

 COMPLAIN      1.570      1.920 

 

         Completely Standardized Total Effects of ETA on Y    

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC      0.928       - -  

     WORD      0.740      0.905 

 PURCHASE      0.573      0.701 

 PRICESEN      0.626      0.765 

 COMPLAIN      0.566      0.692 

 

         Standardized Indirect Effects of ETA on Y    

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  

     WORD      2.100       - -  

 PURCHASE      1.361       - -  

 PRICESEN      1.767       - -  

 COMPLAIN      1.570       - -  

 

         Completely Standardized Indirect Effects of ETA on Y     

 

            SATISFAC    LOYALTY    

            --------   -------- 

 SATISFAC       - -        - -  
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     WORD      0.740       - -  

 PURCHASE      0.573       - -  

 PRICESEN      0.626       - -  

 COMPLAIN      0.566       - -  

 

         Standardized Total Effects of KSI on Y   

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.172      1.408 

     WORD      0.230      1.885 

 PURCHASE      0.149      1.221 

 PRICESEN      0.194      1.586 

 COMPLAIN      0.172      1.409 

 

         Completely Standardized Total Effects of KSI on Y    

 

               MEDIA    SERQUAL    

            --------   -------- 

 SATISFAC      0.102      0.833 

     WORD      0.081      0.664 

 PURCHASE      0.063      0.514 

 PRICESEN      0.069      0.562 

 COMPLAIN      0.062      0.508 

 

                           Time used 0.203 seconds 

 

 

  

 

 

 



311 
 

 

 

 

 

 

 

 

 

 

APPENDIX B 

 

  



312 
 

Thai and English Questionnaire 

แบบสอบถามการวิจัยเร่ือง 
แบบจ าลองปัจจัยเชิงสาเหตุคุณภาพการบริการผู้โดยสารท่าอากาศยานสุวรรณภูมิ 

 
 แบบสอบถามนี้เป็นส่วนหนึ่งของดุษฎีนิพนธ์หลักสูตรปรัชญาดุษฎีบัณฑิต  
สาขาวิชานิเทศศาสตร์และนวัตกรรม คณะนิเทศศาสตร์และนวัตกรรมการจัดการ  
สถาบันบัณฑิตพัฒนบริหารศาสตร์ ขอความร่วมมือจากท่านในการตอ บแบบสอบถาม  
ให้ครบทุกข้อตามความเป็นจริง และตามความคิดเห็นของท่าน เพื่อจะได้น าผลไปใช้ประโยชน์
ทางการศึกษา 
 

ส่วนที่ 1  ค าถามคัดเลือกกลุ่มตัวอย่าง 

ค าชี้แจง โปรดท าเคร่ืองหมาย   ลงในช่อง    หน้าตัวเลือกที่ตรงกับความเป็นจริงของท่าน
และกรอกรายละเอียดในช่องว่างที่ก าหนดถ้าเลือกตัวเลือกข้อนั้นๆ 

1. ท่านเดินทางด้วยเคร่ืองบินที่ท่าอากาศยานสุวรรณภูมิ ใน 1 ปีที่ผ่านมา   
 ใช่ (แจกแบบสอบถาม)    ไม่ใช่ (จบการสัมภาษณ์) 

ส่วนที่ 2  ข้อมูลทั่วไปของผู้ตอบแบบสอบถาม 

ค าชี้แจง โปรดท าเคร่ืองหมาย   ลงในช่อง    หน้าตัวเลือกที่ตรงกับความเป็นจริงของท่าน
และกรอกรายละเอียดในช่องว่างที่ก าหนดถ้าเลือกตัวเลือกข้อนั้นๆ 

1. เพศ   ชาย     หญิง  
   

2. อายุ  18 - 22 ปี   23 – 30 ปี   31 - 40 ปี  
    41 – 50 ปี   51 - 60 ปี   60 ปีขึ้นไป 
3.    รายได้ส่วนบุคคลต่อเดือน  ต่ ากว่า 10,000 บาท   10,000 - 30,000 บาท 
    30,001 - 60,000 บาท  60,001 - 90,000 บาท 

สูงกว่า 90,001 บาท 
 

ส่วนที่ 3ข้อมูลผู้โดยสารท่ีมาใช้บริการ ณ ท่าอากาศยานสุวรรณภูมิ  

133 



313 
 

ค าชี้แจง โปรดท าเคร่ืองหมาย   ลงในช่อง    หน้าตัวเลือกที่ใกล้เคียงที่สุดกับความเป็นจริง
ของท่าน 

 
1.  ท่านเดินทาง ด้วยเคร่ืองบินที่ท่าอากาศยานสุวรรณภูมิ จ านวนกี่ครั้ง ใน 1 ปีที่ผ่านมา  
(โปรดระบุ) ……………. คร้ัง 

2.    วัตถุประสงค์ในการเดินทางด้วยเคร่ืองบิน  
  พักผ่อน/ท่องเที่ยว   ธุรกิจ/ท างาน    เยี่ยมญาติ/เพื่อน 
  อ่ืนๆ (โปรดระบุ)…………………………………………………….  

3.    ยานพาหนะที่ใช้ในการเดินทางไป / กลับ ท่าอากาศยานสุวรรณภูมิ  
  รถยนต์ส่วนบุคคล   รถโดยสาร    แท็กซี่  รถไฟฟ้า   รถเช่า  อ่ืนๆ 

4.    ท่านคิดเห็นว่าค่าธรรมเนียมสนามบินที่ท่าอากาศยานสุวรรณภูมิอยู่ในระดับใด  
  สูงมาก   สูง    ปานกลาง      ต่ า     ต่ ามาก 

5.    ท่านคิดเห็นว่าค่าธรรมเนียมสนามบินที่ช าระให้ท่าอากาศยานสุวรรณภูมิ มีความคุ้มค่ามากน้อย
เพียงใด   
  คุ้มค่ามากที่สุด   คุ้มค่ามาก    คุ้มค่าปานกลาง  คุ้มค่านอ้ย    คุ้มค่านอ้ยมาก 

 
 



 
 

    

3
1
4
 

ส่วนที่ 4ข้อมูลการรับรู้การสื่อสารการตลาดของท่าอากาศยานสุวรรณภูมิ  
ค าชีแ้จง โปรดท าเคร่ืองหมาย   ลงในช่อง    หน้าตัวเลือกที่ใกล้เคียงที่สุดกับความเป็นจริงของท่าน 
ท่านได้รับข้อมูลข่าวสารเกี่ยวกับท่าอากาศยานสุวรรณภูมิ ผ่านทางการสื่อสารการตลาดเหล่านี้ มากน้อยเพียงใด 

เครื่องมือการสื่อสารการตลาด 
มากที่สุด 

5 
มาก 

4 
ปานกลาง 

3 
น้อย 

2 
น้อยที่สุด 

1 
1. Website ของท่าอากาศยานสุวรรณภูมิ       

2. Website ของบริษัท ท่าอากาศยานไทย จ ากัด (มหาชน)       
3. Facebook       
4. Line       
5. AOT Application บน Smart phone       
6. ข่าว/บทความในหนังสือพิมพ์      
7. ข่าว/บทความ/รายการในวิทยุ       

8. แผนพับแนะน าท่าอากาศยานสุวรรณภูมิ      
9. เจ้าหน้าที่ประชาสัมพันธ์ใน Counter AOT       
10.โฆษณาในนิตยสาร       

11.โฆษณาใน Youtube      
12.โฆษณาในโปสเตอร์      
13.โฆษณาในโทรทัศน์      



 
 

    

3
1
5
 

เครื่องมือการสื่อสารการตลาด 
มากที่สุด 

5 
มาก 

4 
ปานกลาง 

3 
น้อย 

2 
น้อยที่สุด 

1 
14.โฆษณาในโทรทัศน์ภายในท่าอากาศยานสุวรรณภูมิ      

15.กิจกรรม 8 year of Ultimate Happiness @Suvarnabhumi 
Airport 

     

16.กิจกรรมปั่นจักรยาน      
17.กิจกรรมต้อนรับนักท่องเที่ยว      
18.กิจกรรมอ่ืนๆ       

 
  



 
 

    

3
1
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ส่วนที่ 5  การรับรู้ของผู้โดยสาร ท่าอากาศยานสุวรรณภูมิ 
ค าชี้แจง    โปรดท าเคร่ืองหมาย  ในช่องที่ตรงกับความคิดเห็นของคุณ ที่มีต่อองค์ประกอบด้านต่างๆ ของท่าอากาศยานสุวรรณภูมิ  
 จากประสบการณ์การรับรู้ของท่าน ต่อไปนี้มากน้อยเพียงใด  

การรับรู้คุณภาพการบริการ 
มากที่สุด 

5 
มาก 

4 
ปานกลาง 

3 
น้อย 

2 
น้อยที่สุด 

1 
1.  การออกแบบทางสถาปัตยกรรมของท่าอากาศยานมีความเหมาะสม      

2.  การจัดแสงภายในท่าอากาศยานมีความเหมาะสม      
3.  สีหลักของท่าอากาศยานสุวรรณภูมิ ได้แก่ สีฟ้า สีน้ าเงิน และสีเทา  
มีความเหมาะสม 

     

4.  อุณหภูมิความเย็นภายในท่าอากาศยานมีความเหมาะสม      
5.  เสียงการประกาศเที่ยวบินมีความชัดเจน       
6.  บรรยากาศโดยรวมภายในท่าอากาศยานเหมาะสม      
7.  การจัดเรียง Check – in counter  มีความสะดวก      
8.  การจัดพื้นที่ร้านอาหาร มีความสะดวก      
9.  การจัดพื้นที่ขายสินค้า รวมถึง Duty Free มีความสะดวก      
10.การจัดพื้นที่ตรวจค้นร่างกาย/สัมภาระ มีความสะดวก      
11.การจัดพื้นที่โดยรวมของท่าอากาศยาน มีความสะดวก      
 



 
 

    

3
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การรับรู้คุณภาพการบริการ 
มากที่สุด 

5 
มาก 

4 
ปานกลาง 

3 
น้อย 

2 
น้อยที่สุด 

1 
12. ภาพจิตกรรม ประติมากรรมไทยที่ตกแต่งภายในท่าอากาศยาน เช่น ยักษ์ 
กินรภีาพจิตกรรม มีความเหมาะสม 

     

13.ป้ายบอกทางภายในท่าอากาศยานมีความขัดเจน      
14.จอแสดงเที่ยวบินมีความขัดเจน      
15.โลโก้ท่าอากาศยานสุวรรณภูมิมีความเหมาะสม      
16.ธนาคารที่ให้บริการแลกเงินมีจ านวนเพียงพอ         
17.ความสะดวกสบายของเก้าอี้ที่ใช้ภายในท่าอากาศยาน  เช่น 
 ในห้องรอขึ้นเคร่ืองบิน  

     

18.ความสะดวกสบายในการใช้งานอินเทอร์เน็ต  Wi-fi      
19.ความสะดวกสบายในการใช้งานห้องรับรอง  สายการบิน  
(Airlines Lounges) 

     

20.ห้องน้ าสะอาด      
21.ร้านค้าขายของ รวมถึง Duty Free มีความหลากหลาย      
22.สินค้าในท่าอากาศยาน รวมถึง Duty Free  มีคุณภาพ      

23.ร้านอาหารมีความหลากหลาย      
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การรับรู้คุณภาพการบริการ 
มากที่สุด 

5 
มาก 

4 
ปานกลาง 

3 
น้อย 

2 
น้อยที่สุด 

1 
24.อาหารที่จ าหน่ายในท่าอากาศยานมีคุณภาพ      
25.เว็บไซต์ของท่าอากาศยานสุวรรณภูมิ สะดวกเข้าถึงง่าย       

26.รถเข็นกระเป๋าผู้โดยสาร มีจ านวนมากเพียงพอ      
27.ที่จอดรถมีจ านวนมากเพียงพอ        
28.เคร่ืองแบบพนักงานท่าอากาศยาน (เคร่ืองแบบเสื้อสีขาวติดยศ หรือ
เคร่ืองแบบสีน้ าเงิน      ประจ า Counter AOT มีความเหมาะสม 

     

29.มาตรฐานในการให้บริการแก่ผู้โดยสารมีมาตรฐานสากล      
30.มาตรฐานในการตรวจค้นร่างกาย/กระเป๋า มีมาตรฐานสากล      
31.พนักงานมีความจริงใจในการให้บริการ      
32.การให้บริการของท่าอากาศยานราบรื่น       
33.พนักงานท่าอากาศยานให้บริการอย่างรวดเร็ว      
34.การ Check – in มีความสะดวก      
35.การตรวจสอบ Passport มีความสะดวก      
36.พนักงานท่าอากาศยานให้บริการตามที่คาดหวัง      
37.ค่าธรรมเนียมสนามบินมีความคุ้มค่า      
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การรับรู้คุณภาพการบริการ 
มากที่สุด 

5 
มาก 

4 
ปานกลาง 

3 
น้อย 

2 
น้อยที่สุด 

1 
38.ราคาสินค้าในร้านค้าขายของรวมถึง Duty Free มีความคุ้มค่า      
39.ราคาอาหารที่จ่ายให้ร้านอาหารมีความคุ้มค่า      
40.พนักงานท่าอากาศยานมีความสุภาพคงเส้นคงวา      
41.เจ้าหน้าที่รักษาความปลอดภัยมีความสุภาพคงเส้นคงวา      
42.เจ้าหน้าที่ตรวจคนเข้าเมืองมีความสุภาพคงเส้นคงวา       
43.การใช้บริการท่าอากาศยานมีความปลอดภัย ตลอดการใช้บริการ      

44.พนักงานท่าอากาศยานมีความกระตือรือร้น ในการให้บริการตลอดเวลา      
45.พนักงานท่าอากาศยานมีความใส่ใจผู้บริการ/ผู้โดยสาร      เป็นอย่างดี      
46.ท่าอากาศยานใส่ใจให้บริการท่านอย่างดี      
47.ท่าอากาศยานเข้าใจความต้องการของผู้โดยสารอย่างดี       
 
 
 
  



 
 

    

3
2
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ส่วนที่ 6  ความพึงพอใจของผู้โดยสาร ท่าอากาศยานสุวรรณภูมิ  
ค าชี้แจง    โปรดท าเคร่ืองหมาย  ในช่องที่ตรงกับความคิดเห็นของคุณ 
 

ความพึงพอใจของผู้โดยสาร ท่าอากาศยานสุวรรณภูมิ 
มากที่สุด 

5 
มาก 

4 
เฉยๆ 

3 
น้อย 

2 
น้อยที่สุด 

1 
1.   ท่านพึงพอใจต่อคุณภาพการบริการโดยรวมของ 

ท่าอากาศยานสุวรรณภูมิ     
     

2.   ท่านพึงพอใจต่อการได้รับความสารการตลาดโดยรวมของ
ท่าอากาศยานสุวรรณภูมิ     

     

 

  



 
 

    

3
2
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ส่วนที่ 7   ความภักดีของผู้โดยสาร ท่าอากาศยานสุวรรณภูมิ 

ค าชี้แจง    โปรดท าเคร่ืองหมาย  ในช่องที่ตรงกับความคิดเห็นของคุณ  

ท่านมีพฤติกรรมใดต่อไปนี้ 
เป็น
ประจ า 

5 

เป็นบ่อย 
4 

ท าบ้าง 
3 

นานๆที 
2 

ไม่เคย 
1 

1.  ท่านพูดในสิ่งที่ดีเกี่ยวกับท่าอากาศยานสุวรรณภูมิ      

2.  ท่านแนะน าคนอ่ืนใช้บริการท่าอากาศยานสุวรรณภูมิ      
3. ท่านสนับสนุนเพื่อนหรือคนใกล้ชิดให้มาใช้บริการท่าอากาศยานสุวรรณภูมิ      

4. ท่านจะกลับมาใช้บริการท่าอากาศยานสุวรรณภูมิ ต่อไปอนาคต       
5. ท่านตัดสินใจเลือกใช้บริการท่าอากาศยานสุวรรณภูมิเป็นตัวเลือกแรก      
6. ท่านมักจะตัดสินใจเดินทางด้วยเคร่ืองบินที่ท่าอากาศยานสุวรรณภูมิ         

7. กรณีเดินทางในประเทศ หากผู้ให้บริการรายอ่ืนมีข้อเสนอ ที่ดีกว่าท่านไม่เคย
คิดจะเปลี่ยนจากการเดินทางด้วยเคร่ืองบิน ที่ท่าอากาศยานสุวรรณภูมิ ไปใช้
การเดินทาง  แบบอ่ืนเช่น รถยนต์ส่วนบุคคล รถทัวร์  รถไฟ เรือ  

     

8. กรณีเดินทางในประเทศ หากว่าท่าอากาศยานสุวรรณภูมิ มีค่าธรรมเนียม
สนามบินที่สูงกว่าท่าอากาศยานดอนเมืองท่านก็ยังจะใช้บริการที่ท่าอากาศ
ยานสุวรรณภูมิต่อไป 
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ท่านมีพฤติกรรมใดต่อไปนี้ เป็น
ประจ า 

5 

เป็นบ่อย 
4 

ท าบ้าง 
3 

นานๆที 
2 

ไม่เคย 
1 

9. กรณีเดินทางในประเทศ ท่านเลือกใช้บริการที่ ท่าอากาศยานสุวรรณภูมิ 
แม้ว่าท่าอากาศยานดอนเมืองจะมีข้อเสนอที่น่าสนใจกว่า 

     

10. ท่านพร้อมจะเสนอแนะแนวทางการแก้ไขการบริการให้ดีขึ้นเมื่อพบ
ข้อบกพร่องในการให้บริการของพนักงานของท่าอากาศยานสุวรรณภูมิ 

     

11. หากพบข้อบกพร่องในการให้บริการของท่าอากาศยานสุวรรณภูมิ ท่าน
พร้อมจะแจ้ง หรือตักเตือนพนักงานของท่าอากาศยานสุวรรณภูมิให้แก้ไข 

     

12. หากมีผู้กล่าวโทษท่าอากาศยานสุวรรณภูมิ ท่านพร้อมที่จะพูดแก้ไขให้เขา
ได้เข้าใจถูกต้อง 
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A Causal model of passenger service quality factors  

at Suvarnabhumi Airport 

 

 This suvey is a part of dissertation of Communication Arts and Innovation 

Faculty, National Institute of Development Administration and the result will be 

benefit for communication arts study 

 

 

Part 1 please selectwhether the following statement is yes or no 

 

1. During 2013 - 2014, you have been travel by plane at Suvarnabhumi Airport  

Yes  No 

Part 2 General Informations 

The next few questions are related to your general information. Please choose the 

answer that best describes your situation.” 

1. Gender    Male   Female   

   

2.  Age   18 - 22   23 – 30 ปี   31 - 40  

     41 – 50   51 - 60  more than 60  

3. Income per month  less than10,000baht  10,000 - 30,000baht 

 30,001 - 60,000baht  60,001 - 90,000 baht 

more than90,001 baht 

 

  

133 
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Part 3 Passenger Behavior  

The next few questions are related to your behavior. Please choose the answer that 

best describes your situation.” 

 

1.  How many times do you travel by air at Suvarnabhumi Airport? …………….  

2.  Purpose of Travel   

Leisure/Travel Business/Work Visit Family or Friends 

Other (Please specify)…………….. 

3.    How do you go to Suvarnabhumi airport? 

private car bustaxiairport link rental carorther  

4.    How do you feel about Suvarnabhumi Airport charges ? (700 baht for 

international flight / 100 baht for domestic flight)  

very expensiveexpensive  moderatecheapvery cheap 

5.    Do you think Survarnabhumi Airport passenger service charges is  

value for money? 

Strongly AgreeAgreeModerate Disagreevery disagree 

 



 
 

   

3
2
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Part 4 Integrated Marketing Communication Perceptions  

The next few questions are related to the frequency ofmedia viewing habits. Please choose the answer that best 

describes your situation.” 

How frequency you had received Suvarnabhumi Airport 

marketing communication through these media channels? 

Very 

high 

5 

High 

4 

Moderate 

3 

Low 

2 

Very 

low 

1 

1. Suvarnabhumi Airport Official Website       

2. AOT Official Website      

3. Facebook       

4. Line       

5. AOT Application on Smart phone       

6. Newsor Article on Newspaper      

7. News on radio       

8. Suvarnabhumi Airport brochure      

9. Front Desk Officer at Airport information Desk       

10.Advertising on Magazine      

11. Advertising on Youtube      

12. Advertising on Poster      

13. Advertising on Television      
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How frequency you had received Suvarnabhumi Airport 

marketing communication through these media channels? 

Very 

high 

5 

High 

4 

Moderate 

3 

Low 

2 

Very 

low 

1 

14. Advertising on Airport Monitor      

15 8 years of Ultimate Happiness event at Suvarnabhumi 

Airport 
     

16. Bike Events      

17.Welcome Tourism events      

18.Other events      
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Part 5 Service Quality Perceptions  

 

The next few questions are related to the service quality perception at Suvanabhumi airport. Please choose the answer 

that best describes your situation.” 

How do you perceive Suvarnabhumi Airport service quality  

through these facility? 

Very 

high 

5 

High 

4 

Moderate 

3 

Low 

2 

Very 

low 

1 

1. Suvarnabhumi Architecture and Design      

2. Lighting      

3. Colors: Light Blue, Navy Blue and Grey      

4. Terminal Temperature      

5. Flight Announcements      

6. Overall Ambience      

7. Layout of Check–in counters      

8. Layout of Food Outlets      

9. Layout of Stores and Duty Free Zones      

10. Layout of Security Check Area      

11. Overall Suvarnabhumi Airport Layout      
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How do you perceive Suvarnabhumi Airport service quality  

through these facility? 

Very high 

5 

High 

4 

Moderate 

3 

Low 

2 

Very 

low 

1 

12. Sculpture and Mural      

13. Directional Signage      

14. Flight Information Display      

15. Suvarnabhumi Airport Logo      

16. Banks      

17. Passenger Seating in all areas such as  Check-in counters, Duty Free, 

Gate Lounges 
     

18.InternetWi-fi      

19. Airlines Lounges       

20.Restroom       

21.Variety of Shop and Duty Free        

22.Quality of product sales in terminal building and Duty Free       

23.Food outlets      

24.Quality of Food       

25.Transportation to the airport       

26. Trollies      

27.Car park       

28.AOT Uniform       
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How do you perceive Suvarnabhumi Airport service quality  

through these facility? 

Very high 

5 

High 

4 

Moderate 

3 

Low 

2 

Very 

low 

1 

29. Passenger Service Standard      

30. InternationalStandard Security Check      

31. Airport officer are willing to help you       

32. Overall service are no problem       

33. Airport officer response your request promptly       

34. Fast Check – in       

35. Comfortable passport control        

36. Airport officer service meet your expectation       

37. Passenger Service Chargesare value for money       

38. Goods include Duty Free are value for money       

39. Price of Food       

40. AOT officer are polite       

41. Security Officer are polite       

42. Immigration officer are polite       

43. Feel safe at Airport       

44. Airport Officers are willing to help all the time      

 

 



 
 

   

3
3
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How do you perceive Suvarnabhumi Airport service quality  

through these facility? 

Very high 

5 

High 

4 

Moderate 

3 

Low 

2 

Very 

low 

1 

45. Airport Officers pay attention to passenger      

46. Airport Officers take excellent care of passengers      

47. Airport Officersunderstand passenger needs      

 

Part 5 Passenger Satisfactions 

 

The next few questions are related to how satisfy are you at Suvanabhumi airport. Please choose the answer  

that best describes your situation.” 

How satisfy are you at Suvarnabhumi Airport? 

Very 

satisfied 

5 

satisfied 

4 

Neutral 

3 

dissatisfied 

2 

Very 

dissatisfied 

1 

Overall Suvarnabhumi Airport service quality       

Overall Suvarnabhumi Airport integrated marketing 

communications  
     

 

 

  



 
 

   

3
3
1
 

 

 

Part 6 Passenger Loyalty 

 

The next few questions are related to your habits drive Suvarnabhumi Airport loyalty. Please choose the answer that best 

describes your situation.” 

How frequency you do these statement? 
Always 

5 

Often 

4 

Sometimes 

3 

Rarely  

2 

Almost 

never 

1 

1. Make positive comments about Suvarnabhumi Airport      

2. Suggest other people travel by air at Suvarnabhumi Airport      

3. Support friends and family to travel by air at Suvarnabhumi 

Airport 
     

4. Will travel by plane at Suvarnabhumi Airport in the future      

5. In Bangkok Thailand, Suvarnabhumi Airport is your 1
st
 choice      

6. Decide to travel by plane at Suvarnabhumi Airport       

7.In case you travel in Thailand and other transportation such as bus 

and train have better deals or discount fares, you will still travel by 

plane at Suvarnabhumi Airport  

     

8. In case you plan to travel by plane and Don Muaeng Airport has 

a lower passenger service charge, you will still choose 

Suvarnabhumi 

     

 



 
 

   

3
3
2
 

 

 

How frequency you do these statement? 
Always 

5 

Often 

4 

Sometimes 

3 

Rarely  

2 

Almost 

never 

1 

9. In case you plan to travel by plane and Don Muaeng Airport 

has better promotions or events, you will still choose 

Suvarnabhumi Airport 

     

10. Ready to give suggestions and advice to improve 

Suvarnabhumi Airport 
     

11. If you find any service problem at Suvarnabhumi Airport, 

you will inform an airport officer promptly 
     

12. If anyone makes a negative comment about Suvarnabhumi 

Airport, you will try to improve their perception. 
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