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Despite the continuous growth in the demand for low-cost airlines (LCAs) in 

Thailand, airline profits are less impressive than they may seem due to several 

challenges especially intense competition and price wars, the two key factors likely to 

have an impact on LCAs’ earnings and competitiveness. Although proactive strategies 

have been devised to address the issue, they are unable to create sustainability and 

maintain customer retention. This study employed the concept of customer orientation 

of service employee (COSE) that could increase the service values to enhance true 

passenger loyalty. True loyalty of LCA service employees was also studied because 

they served a key role in delivering service values to passengers. The purposes of this 

study were 1) to study the customer orientation of LCAs’ service employees in Thailand 

and their true loyalty, 2) to study perceived COSE of LCA passengers in Thailand and 

their true loyalty, 3) to assess the difference between perceived COSE of LCA service 

employees and passengers, 4) to formulate appropriate strategies for enhancing true 

loyalty of LCAs’ passengers and service employees in Thailand through customer-

oriented service employees. 

Mixed methods research was employed in this study. Two sets of self-

administered questionnaires were used as the tools of quantitative research. While the 

first set of questionnaires was distributed to LCA service employees, the second set was 

distributed to LCA passengers. 373 completed questionnaires were collected from LCA 

service employees, and 327 completed questionnaires were collected from LCA 

passengers. In addition, a semi-structured interview was conducted to collect qualitative 

data from five interviewees.  
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Descriptive statistics (frequency, percentage, mean and standard deviation) and 

inferential statistics (MANOVA and multiple regression analysis) were employed to 

analyze the quantitative data. The qualitative data was also analyzed using content 

analysis. 

The results revealed that overall 1) LCA employees in Thailand rated the firm-

level and individual-level COSE at a high degree, and the degree of their true loyalty 

was also relatively high, 2) LCA passengers perceived the COSE at the firm and 

individual levels and true passenger loyalty at a relatively high degree, 3) LCA 

passengers perceived the firm-level and individual-level COSE lower than the degree 

that LCA service employees had delivered, 4) three components of organizational 

socialization, namely commitment, climate for service, and motivational direction were 

shown to enhance LCA employees’ perceived firm-level COSE, 5) three components of 

person-to-person interaction, namely motivation to serve, social skill and technical skill) 

positively influenced the perceptions of LCA employees toward the individual-level 

COSE. Three personality traits (need for activity, agreeability, conscientiousness) also 

had positive effects on the perceptions of service employees toward the individual-level 

COSE while openness for experience negatively affected perceived COSE, 6) 

cultivating the firm-level and individual-level COSE by LCAs in Thailand could 

enhance true employee loyalty, 7) LCAs in Thailand were required to emphasize 

responding to their ground services (airport experience), service quality and safety of 

airlines. These factors had positive effects on LCA passengers’ perceived firm-level 

COSE. Moreover, two components of overall service quality (namely, servicescape and 

employee service performance) also positively affected COSE, 8) four components of 

person-to-person interaction including social skill, decision-making authority, 

motivation to serve and technical skill positively affected LCA passengers’ perceived 

individual-level COSE. Additionally, Four components of customer-oriented behaviors 

(namely, need to pamper, need for a personal relationship, need to deliver and need to 

read customers) also had positive effects on the individual-level COSE, and 9) 

enhancing the perceptions of LCA passengers toward the firm-level and individual-level 

COSE could enhance their true loyalty.  

Lastly, this study presents the appropriate strategies for enhancing true loyalty of 
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Thai LCA passengers and employees through customer-oriented service employees. The 

overall strategies and action items were verified by a panel of experts. The final 

strategies were categorized into four main groups based on LCAs’ relating functional 

activities: recruitment and selection, training and HR development, HR management, 

and service management and support units.  

Recommendations, limitation of this study, suggestions for further study and 

conclusion are also presented in the last chapter. 
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INTRODUCTION 

 This chapter presents background information for a study on formulating 

strategies to enhance true loyalty of airline passengers and employees through the 

concept of customer-oriented service employee (COSE). This study focuses on the 

context of low-cost airline (LCA) business in Thailand. 

 In the first part of this chapter, an appropriate marketing strategy for low-cost 

airline business is indicated. The strategy is known as “relationship marketing”,  

which can be employed to sustain LCAs’ competitive advantages by advising LCA 

operators to avoid a price war and reduce massive impacts in the highly competitive 

environment. By adopting relationship marketing, LCAs are likely to be able to 

confront various types of challenges in the industry, which possibly impact on their 

profits and competitiveness. Apart from that, the concept of customer orientation is 

illustrated to demonstrate its significance and necessity for this study. Research gaps 

are also declared. 

 The final part presents four main research objectives and a set of research 

questions, followed by research contributions. In addition, the scope of study and 

definitions of terms are also discussed. 

 

1.1 Background and Significance of the Problem 

 

 The growth of air travel has increased continuously over the past four decades 

(IATA, 2011). From 1970 to 2010, travel volumes of air transport services have 

expanded ten times, which is 3 to 4 times higher than the growth of the world 

economy. In 2016, the total number of air passengers traveled on scheduled airlines 

increased by 6.0% to 3,700 million. Especially in the Middle East and Asia-Pacific 

region, the international scheduled passenger traffic or revenue passenger-kilometers 

(RPKs) grew by 11.2 and 8.2%, respectively (ICAO, 2017). Moreover, Airbus (2016) 

forecasted passenger demand to double over the next 20 years while the number of 
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airplanes in service will be more than double, from 21,600 airplanes in 2014 to 43,560 

airplanes in 2030 (Boeing, 2015, p. 8).  

 In Thailand, Airports of Thailand Public Company Limited or AOT (2018b) 

reported the total number of domestic passengers handled at their six airports in 2017 

was 57,327,744, an increase of 7.61%. Moreover, the Department of Airports (DOA) 

handled 18,671,505 passengers at 25 airports nationwide, increased by 8.11% 

compared with 2016 (Department of Airports, 2018). Figure 1.1 demonstrates that air 

transport services, operated by full-service airlines (FSAs) and LCAs has become 

more popular among Thai passengers, which are in the same direction of the growth 

pattern of air travel in the Asia-Pacific region. 

 

 

 

Figure 1.1  The Growth of Domestic Passengers in Thailand  

Source:  AOT (2016, 2017a, 2018b) and Department of Airports (2016, 2018). 

 

 Furthermore, the demand for LCAs tends to grow continuously. According to 

the air transport statistics from AOT (2017b), the number of aircraft movements in 

2017 by LCAs for the domestic flights grew 11.25% to 264,009 flights and the 

number of LCA passenger movements was  39,485,086 for domestic flights, 

representing an increase of 11.10%. Figure 1.2 illustrates the growth of individual 

LCAs in Thailand. 
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Figure 1.2  Growth of LCAs’ Domestic Passenger Movement at Suvarnabhumi and 

                    Don Mueang Airports 

Source:  AOT (2016, 2017, 2018a). 

Remarks: One-Two-Go Airlines ceased to exist in 2010 while Thai Lion Air, Thai  

                   Smile Airways, and Thai Vietjet operated scheduled services in 2013,  

                   2014, and 2016, respectively. 

 

 The air traffic in Thailand has continuously increased because foreign visitors 

are more confident in Thailand's political situation. Most importantly, passengers’ 

travel costs have lowered successively due to price competition among LCAs and 

unrecovered oil prices AOT (2016a, p. 124). 

 

 

 

Figure 1.3  Sharp Decline in Airline Real Costs and Real Price of Air Transport 

Source:  Adapted from IATA (2011, p. 7). 

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Nok Air 1.67 1.17 2.10 2.50 3.10 5.34 7.03 7.87 7.13 7.17

One-Two-Go 0.63 0.11

Thai AirAsia 2.38 2.76 2.85 3.19 2.89 5.34 6.29 7.81 8.63 9.68

Thai Smile 1.29 2.74 3.74 3.69

Thai Lion Air 0.03 1.77 4.55 6.67 6.97

Thai Vietjet 0.13 0.78
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Meanwhile, IATA (2011, p. 7) reported that the real cost of airline services 

has declined by more than 60% over the past four decades. It reflects fuel and cost 

efficiency improvements and better operational performances of airlines. 

 However, airline profits are seemingly less impressive. The airlines’ average 

net profit margin from 1970 to 2010 is only 0.1%, not covering the 7 to 8% cost of 

capital (IATA, 2011). However, the airline industry recorded total net profits of USD 

35.6 billion in 2016 with a net profit margin of 5.1%, higher than the previous year  

(IATA, 2016). The Centre for Aviation (2015b) explained that better performance in 

the airline industry was driven by several factors. These included airline competence 

to lower operating costs, the growth of travel demand and stronger economic 

performance in key economies.  

Even so, airline companies still have to confront the volatility of operating 

results. Market conditions also remain intensely competitive. Accordingly, many 

airlines continue to focus on disciplined cost management efforts throughout the 

business (Association of Asia Pacific Airlines, 2016). Especially LCAs mostly strive 

to minimize costs following their business philosophies. The reason is LCAs believe 

in lowering costs may help to raise their competitiveness and sustainability in the 

rapidly changing market. 

 

1.1.1  Competition and Price Wars in the Airline Industry 

According to the statement in the previous section, airlines must be more 

adaptable to change in various aspects, to cope with higher competition, be prepared 

for unexpected changes and any challenges in the industry. One of the inevitable 

challenges is that competition among airlines has becomes more intense. Airlines are 

constrained to seek different methods to struggle with others by using pricing and 

promotional strategies as their primary weapons whether to discount fares 

aggressively or to introduce noticeable promotional campaigns (Gilbert, 1996, p. 575; 

Ostrowski, O'Brien, and Gordon, 1 9 9 3 , p. 1 7 ) . These kinds of strategies cannot 

frequently be used, because it may cause customers to become more price sensitive. 

Eventually, airline operators are likely to suffer from financial difficulties, business 

unsustainability, and unprofitability. 
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The cost structures of most airlines have a high level of the proportion of fixed 

costs while the profit margin is very low (IATA, 2011 , p. 14). Consequently, many 

airlines inevitably face severe financial problems due to their fragile financial 

situations. It can be further explained that even a drop of a few percentage points in 

traffic can result in an operating loss (Lawton, 2003, p. 173). In addition, the 

emergence of LCAs is one of the most important factors that has intensified 

competition in the airline industry. Some evidence indicates that LCAs have become 

more popular among air travelers worldwide. They have had the greatest increase in 

seat capacity, growing at 10.3% while traditional airlines have grown only at 6.5% 

(Boeing, 2015).  

 

1.1.2  The Entry of LCAs and Concern for Survival in Airline Business 

 Over the past decades, LCAs have gained a significant percentage of market 

share from traditional airlines because of their clearer and more distinctive business 

model and cost leadership strategy (IATA, 2011, p. 27). Their advantageous cost 

management allows LCAs to adopt pricing strategies as effective marketing tools for 

attracting more potential customers. Particularly, LCAs’ customers mostly select the 

airline offerings them a lower fare (Buaphiban, 2015; Fourie and Lubbe, 2006; Lin 

and Huang, 2015b; O’Connell and Williams, 2005; Thanasupsin, Chaichana, and 

Pliankarom, 2010) 

 However, the LCA business is yet an alluring market segment that attracts 

more new players in the market, particularly during the short-haul market. Not only 

that, current major LCAs have also opened new bases of operation and some LCAs 

have been subsidized by FSAs. A few examples include Germanwings GmbH of 

Lufthansa, JetStar Airways of Qantas Airways, Citilink of Garuda Indonesia Airlines, 

Tiger Airways of Singapore Airlines, and so forth. In Thailand, Thai Airways, a 

traditional airline, acquired shares of Nok Air in 2004 and later established a wholly 

owned subsidiary in 2014, named Thai Smile Airways (Graham and Vowles, 2006). 

 The intense competition not only affects the traditional airlines but also tends 

to impact on LCA earnings and competitiveness (Doganis, 2010), although they have 

a cost advantage and effective pricing. Lawton (2003, p. 189) notes that low price 

cannot enhance customer loyalty but can only increase the number of repeat 
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customers. Because the low cost strategy of LCAs is unable to create sustainable 

competitiveness, it may become a weak point that leads them back to experience the 

fluctuations and difficulties in their struggle to increase profits again. 

Many LCAs compete with other players by determining various types of 

strategies such as lower fares and product/service differentiation. However, these 

kinds of strategies create additional costs. Even though LCAs believe that these 

strategies can help airlines to gain more market share, some still suffer from lower 

yield. Furthermore, the LCA business tends to face several challenges such as higher 

labor costs, limited airport capacity (Doganis, 2010) and uncertain air passenger 

demand. Thus, airlines must adjust their strategies under dynamic market conditions 

and while facing competitive forces. These airlines must continuously develop and 

adjust their business models to suit current market conditions.  (Klophaus, Conrady, 

and Fichert, 2012, p. 15; Schlumberger and Weisskopf, 2014). 

In the context of Thailand, each LCA has determined strategies to compete in 

the market similar to what occurs in other regions. According to the annual report of 

the main LCAs in Thailand, most aimed to have cost advantages to meet their low 

pricing policies. Some LCAs focus on different strategies such as brand 

differentiation, product/service differentiation, and building an airline alliance, which 

can be seen from the case of Nok Air collaborating with seven LCAs. They formed 

the world’s largest LCA alliance in 2016, called “The Value Alliance” (Nok Air, 

2016b). Thai Smile offers connection services with Thai Airways at Suvarnabhumi 

Airport. Moreover, every LCA has a common goal to enhance its operational 

efficiency by applying the low cost business model, including increasing ancillary 

revenues from additional product and service charges.  

Notably, such strategies are imitable, without differentiation, and 

unsustainable. Airlines may also fail to respond to right customer needs (Lawton, 

2003, p. 175). Additionally, this kind of strategy may intensify the already fierce 

competition.  

 Essentially, LCAs need to adjust their business model according to the 

changing business environment and market conditions, including seeking any 

alternative strategies that are eligible, along with maintaining low cost management. 

These appropriate strategies can be adopted in operations and management as well as 
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fortifying airlines to be more proficient in responding to customer needs efficiently 

and effectively. The most important factor is that the chosen strategy must be able to 

sustain business and to enhance customer relations in the long term. By doing so, 

LCAs will gain more capability to reduce impacts of intense competition and struggle 

to face any challenges. Consequently, airlines can sustain profitability along with 

efficacy of customized service provision towards customer needs. 

 

1.1.3  Relationship Marketing: a Strategy for Airline Survival 

 In the current situation, noticeable low fare campaigns or even eye-catching 

prices, offered by LCAs to targeted customers, are still frequently found among 

advertising media, even when pricing strategy may not benefit LCAs’ profits in the 

long run. Other service determinants besides price can influence passengers’ airline 

selection. Some studies have indicated that LCAs passengers are not merely driven by 

price, but other factors also play a significant role (Boey, Ekiz, and Kamarulzaman, 

2012; Buaphiban, 2015; Lin and Huang, 2015a; Thanasupsin et al., 2010). 

 However, in the marketing literature one approach that is widely accepted as 

an appropriate strategy is developing enduring long term relationships between 

stakeholders in service networks involved in exchanging something of value (Baron, 

Conway, and Warnaby, 2010; Gilbert, 1996). Particularly, those quality relationships 

can be observed between customers (passengers) and firm (the airline) and among 

customers (passengers) and service employees. 

 Building customer relations is a marketing concept, used by some airlines for 

developing marketing strategies to acquire prospective customers and strengthen  

the long term relationships with their current customers (Payne, Ballantyne, and 

Christopher, 2005). This marketing strategy is hard to duplicate (Gilbert, 1996). Even 

so, Reichheld and Sasser (1990) and Heskett, Sasser, and Schlesinger (1997) 

concluded that good customer relations does not merely arise between customer and 

firm but the firm can also develop customer relations by emphasizing the 1) 

customers - service employees relationship and 2) relationships within the 

organization (airline and its employees in this context). In many cases, relationship 

marketing can be used to create customer value by retaining customers along with 

developing long term relationships. Hence, the airline business should adopt 
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relationship marketing strategy to develop the enduring long term relationships with 

customers and so they will become more loyal to the firm (Bolton, Lemon, and 

Verhoef, 2004). 

 Enhancing customer loyalty: a strategy for building customer relationships 

 Customer loyalty is a crucial element for forming strategies in a competitive 

environment as in airline business (Forgas, Moliner, Sánchez, and Palau, 2010, p. 

229). Building customer loyalty is an approach that can develop long term customer 

relationships and strengthen airline’s competitiveness and profitability sustainably. 

Most importantly, this approach enables an airline to retain high-value passengers 

who tend to re-patronize and recommend the airline to others. 

 The notion of customer loyalty has not merely been applied by FSAs but also 

LCAs. In recent years, airline managers have attempted to identify factors of their 

services for retaining and satisfying customers, maintaining market share and 

increasing revenues (Akamavi, Mohamed, Pellmann, and Xu, 2015; Vlachos and Lin, 

2014). Additionally, many activities and schemes were launched by airline marketers 

to cultivate customer relations so as to encourage them to remain loyal. These 

activities will benefit airlines regarding both profits and reputation because loyal 

passengers will choose the airline repeatedly and wholeheartedly (Dolnicar, Grabler, 

Grün, and Kulnig, 2011). 

 

1.1.4 True Customer Loyalty: a Key to Profitability  

 Baron et al. (2010, p. 30) stated that relationship marketing aims to increase 

the average customer long term relationship lifespan with the objectives of customer 

retention and loyalty, which are crucial keys to profitability. 

 Mainly, any firm that creates policies of customer loyalty building, usually 

aspires to sustain loyalty. In recent years, many firms conducted promotional 

activities to motivate customers to re-purchase as often as possible. This policy only 

focuses on the actual purchase behaviors of customers and is incapable of making 

customers remain loyal and re-patronize firms in the long term. True customer loyalty 

actually can be built and sustained by the underlying attitudinal aspect that drives 

customer behavior (Kumar and Shah, 2 0 0 4 ; Shoemaker and Lewis, 1 9 9 9 ) . Other 

factors aside from behavioral factors can influence customers’ re-purchasing decision 
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making. Moreover, most scholars agree that to define customer loyalty by measuring 

merely one dimension would be inadequate (behavioral or attitudinal loyalty) (Baron 

et al., 2010, p. 47) and may not lead the way to ensuring the profitability of the firms. 

 The airline business is an excellent example of this topic. Even though  

the airline industry is one of the pioneer businesses adopting the concept of 

relationship marketing to leverage customer loyalty through frequent flyer programs, 

the programs do not award loyalty credits based on fares purchased but miles the 

members have actually flown. In other words, frequent travelers do not always refer 

to those who spend more with the airline higher than others do, whereas they may 

travel with the airline because of attractively discounted airfare or having no other 

choice available. Hence, the frequency of travel cannot reflect true customer value 

(De Boer and Gudmundsson, 2012, p. 20). Baron et al. (2010) highlighted that this 

type of measure to reward loyalty mean that a customer has become loyal to a loyalty 

scheme but not to a particular firm or brand.  

 Dick and Basu (1994) noted that individual customers have different levels of 

attitude toward a firm and different levels of frequencies of re-patronage. Therefore, 

they have categorized customer loyalty in four types: spurious loyalty, latent loyalty, 

no loyalty and true loyalty (high repeat patronage and high attitude). The notion 

implies that when airlines would like to create true customer loyalty, they need to 

encourage customers to travel with them more frequently along with enhancing 

customer loyalty in attitudinal aspects, by encouraging customers to feel committed to 

the airline by satisfying them with services at a high level. This also imples 

reinforcing customers to disregard any limitations or conditions in choosing to travel 

with the airline. Especially, by enhancing customers to perceive the worth of the 

airline services, they would then be willing to pay a higher price and remain loyal. 

 Thus, true customer loyalty can be achieved when a firm enhances loyalty in 

both behavioral and attitudinal aspects simultaneously because both aspects influence 

long term revenue streams.  

 

1.1.5 Employee Loyalty: Internal Relationships for Customer Loyalty 

 Heskett et al. (1997) noted that regarding a firm’s profitability and growth, 

customers, and employees are coherently linked as a chain called, ‘the service profit 
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chain,’ which hypothesizes that profit in services firms in particular results from 

customer loyalty which is generated by customer satisfaction. Customers are satisfied 

because they perceive values from services that delivered by loyal and satisfied 

employees (Heskett and Schlesinger, 1994). Loyal service employees typically desire 

to provide the best services and strive to satisfy customers repeatedly until customers 

retain positive attitudes to brands or products and services. Then positive attitudes 

could be developed to constitute loyalty in the mind of customers. Accordingly, 

focusing on employee loyalty is crucial to improve service efficacy of employees to 

be able to deliver service values to customers, and the service firm is capable of 

differentiating its services from those of its competitors (Evans, 2015, p. 100). 

 The role and significance of service employees 

 Employee loyalty is considered a significant driver of the firm’s performance 

and employee’s efficacy. The employees, particularly front-line staff, serve a key role 

in the airline industry to perform face-to-face interactions with passengers or through 

various types of media such as telephone, text chat or e-mail. The degree of perceived 

value of passengers depends mainly on the quality of service delivered by service 

employees. 

 Service employees play significant roles in the firm performance, but many 

firms neglect high employee turnover because they believe that hiring an employee 

for too long increases labor costs, training costs, and other expenses every year. 

Employee retention is a key to retain customers, which can compensate higher 

salaries and other expenses involved in keeping employees from vacating (Reichheld, 

1 9 9 3 , p. 6 8 ) . When employees are loyal to the firm, the employee turnover rate 

becomes low and consequently, enables the service firm to gain higher productivity, 

greater outputs of service quality, and increased customer satisfaction (Heskett and 

Schlesinger, 1994). Hence, employee loyalty is extremely important for high-contact 

service firms, particularly those in the airline business.  

As noted, the efficacy of service employees affects the service delivery 

process and perceived service values of customers. In addition, it indirectly impacts 

firm profits. For that reason, the airline business still depends on efficient service 

employees interacting with passengers effectively. Therefore, LCAs need to attach 

much important to human resources by focusing on employee retention and enhancing 
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employee loyalty to the firm. By doing that, LCAs will be able to improve employees’ 

related skills and leverage their efficacies toward services to deliver superior services 

to customers. 

Notwithstanding, much past research has studied the variables affecting 

customer loyalty. These variables are related to service quality which is influenced by 

both tangibles and intangibles. Front-line service employees are essential for 

providing services, are involving customer evaluations of service quality (Beatson, 

Lings, and Gudergan, 2008, p. 169) and highly correlating with customer satisfaction 

and customer loyalty (Hennig-Thurau and Thurau, 2003; Kim and Ok, 2010). 

However, only a few research studies have investigated factors affecting customer 

loyalty through service employees in the airline business.  

This study extended related research by focusing on employee perspective in 

forming strategies for leveraging employee loyalty, employing both behavioral and 

attitudinal aspects. It also aimed to understand theories and concepts regarding the 

link between the airline’s service employees and customers. Customers usually 

consider the perceived values to decide whether they will remain loyal to the airline or 

not. The degree of customer loyalty influences the firm survival. A coherent link is 

demonstrated in Figure 1.4. 

 

  

 

 

Figure 1.4  Coherent Link between Employee Loyalty, Customer Loyalty From  

                    the Theoretical Framework of the Service Profit Chain 

Sources:  Adapted from Heskett et al. (1997). 

 

Service value is delivered to customers by service employees, comparable to 

available goods that are ready to deliver to customers (Heskett et al., 1997). To create 

service value, each airline may use different methods to enhance employee efficacies. 
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However, the appropriate process of service management requires the airline should 

firstly focus on customers in developing staff’s service capabilities, manage the 

process within the firm, particularly to create a customer-oriented climate and culture 

as well as provide services primarily focusing on customers. This constitutes a 

productive process that meets their need to operate and serve passengers. Also, the 

process can foster a high degree of customer satisfaction and accumulated over time, 

could form true customer loyalty. Therefore, the relationship among airlines and 

customers becomes stronger, service can be differentiated from competitors and 

impact from intense competition in the airline industry can be reduced. 

 This study applied the concept of the service profit chain as a framework. The 

research contribution involved adopting a service concept called customer orientation 

of service employees (COSE), to perform as service value linking service employees 

and airline customers. COSE is comparable to products or services that value 

passengers. Furthermore, airlines can benefit from retaining customers. The most 

important aspect is the service profit chain that enables the airline to link their loyal 

employees with loyal customers seamlessly and more efficiently. As a result, the 

concept of the service profit agrees with the research objectives, which will be further 

discussed. 

 

1.1.6 Customer Orientation of Service Employees 

 Customer orientation is a core element of the marketing concept and is 

essential to the relationship-marketing concept (Hennig-Thurau and Thurau, 2003; 

Jaworski and Kohli, 1993; Kim and Ok, 2010). This key factor affects the success of 

services marketing and service firms (Brady and Cronin, 2001; Parasuraman, 1987). 

 Customer orientation is a concept that positions customers at the center of a 

strategic focus (Nwankwo, 1995). Every related function within a firm is involved to 

concentrate on responding to needs of customers rather than responding to needs of 

firm and undertaking to understand the behaviors and attitudes of customers.  

A service firm adopting the concept of customer orientation can ensure that 

customers are likely to perceive service value, conveyed by the customer-oriented 

service employees, while service employees are willing to put their best efforts to 

accomplish whatever they can, to bring the utmost satisfaction to customers (Kelley, 
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1992). More importantly, the concept of customer orientation is also highly beneficial 

to service firm in particular (Gil Saura, Berenguer Contrí, Cervera Taulet, and 

Moliner Velázquez, 2005, p. 498). 

 However, research, examining customer orientation in airline and tourism 

industry, is rather limited. These studies mostly focused on the area of retail business, 

manufacturing, and the financial services sector. (Teng and Barrows, 2009). In 

addition, academics seem uninterested in the customer orientation of front-line 

employees in the airline business. Also, studies focusing on the connection between 

customer orientation, the attitudes and behaviors of employees, has received less 

attention (Gil Saura et al., 2005).  

 As previously mentioned, the performance of service employees is a critical 

component in the customers’ evaluation (Beatson et al., 2008, p. 169; Daniel and 

Darby, 1997, p. 133). Service employees play a key role in anticipating customers’ 

needs, handling customer complaints, solving problems and recovering services 

(Lovelock and Wirtz, 2011). They are also crucially important in customer-facing 

jobs that can gather and send customer feedback to executives for further actions. 

Thus, service firms should recruit, select, train, and encourage their service employees 

to place a priority on customers regarding many aspects, to impress customers and 

respond to their needs. 

Besides its marketing concept, COSE could also be applied in competence 

development (Brannback, 1999), regarding attributes and behaviors of service 

employees who intend to serve existing and prospect customers, to focus on satisfying 

customers and contribute to customer perceptions of high service quality (Hennig-

Thurau and Thurau, 2003, p. 27). Additionally, COSE is critical to customer’s overall 

service evaluations and service firm evaluations (Kim and Ok, 2010). 

 Hennig-Thurau and Thurau (2003) are the first researchers who attempted to 

measure the customer orientation of individual employees. They defined COSE as the 

behavior of service employees in personal interactions with customers to meet 

customer needs (Kim and Ok, 2010, p. 35). A customer-oriented service employee 

also needs to have mental attitude to pay attention to the circumstances and needs of 

customers (Daniel and Darby, 1997; Kim and Ok, 2010) and to accomplish tasks to 

respond to those needs with the aim of encouraging customer satisfaction and loyalty. 
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 Related studies on COSE are found involving various levels and perspectives. 

Kim and Ok (2010) and Teng and Barrows (2009) indicated that primarily two levels 

in conceptualizing customer orientation exist. The first level is at the firm level or 

organizational level, involving organizational policies, practicing and procedures of a 

firm that focuses on its activities, which implemented by internal units. Some 

activities aim to fulfill customer needs and wishes. However, some activities are 

implemented to support and reward the outstanding service employees. At this level, 

customer orientation can be examined concerning organizational arrangement 

characteristics such as the organizational structure, climate and culture as well as 

formulating marketing strategies (Homburg, Hoyer, and Fassnacht, 2002). Moreover, 

COSE is created to increase customer perceptions of overall service quality, 

satisfaction, and service value (Brady and Cronin, 2001). 

 On the other hand, some interests in recent literature studied the individual 

level of customer orientation. This scope has been constructed to examine the 

performance of service employees at the individual level. Some studies have focused 

on basic personality traits of service providers (Brown, Mowen, Donavan, and Licata, 

2002), service employee’s skills  (Hennig-Thurau, 2004) for customer interaction and 

long term relationship building (Donavan and Hocutt, 2001). Apart from that, some 

studies construct and develop scales to measure customer orientation. 

 Nonetheless, this study found that COSE in LCA business is studied less than 

it should be. Further, related studies were incomprehensible to the whole service 

profit chain from the internal process (within the firm) to the external process 

(customer).  

By considering the significance of COSE and the competitive environment in 

the airline business, adopting the concept of COSE is essential for airlines, 

particularly LCAs, to develop, measure, and enhance their service values. 

Accordingly, LCAs would benefit from long term profitability and gain competitive 

advantages. 

 In conclusion, this study aimed to formulate the strategies to enhance LCA 

passenger loyalty to increase positive customer perceptions of COSE performed by 

firm and service employees. Once a customer-oriented service employee is highly 
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trained and skilled to deliver service value to passengers efficiently, LCA customers 

would be highly satisfied and remain loyal to LCA products and services. 

 Furthermore, COSE is attainable regarding creating customer perceptions of 

service value. LCAs need to emphasize their internal process first to establish 

employee loyalty to the firm in both behavioral and attitudinal aspects. 

 Regarding the above statements, this study could significantly fill in the gaps 

and seek appropriate strategies to sustain the LCA business. To achieve the aims of 

this study, four main research objectives were determined. 

 

1.2 Research Objectives 

 

The study established four primary and six secondary objectives as described 

below. 

1)  To study the customer orientation of LCA service employees (COSE) in 

Thailand and their true loyalty to their firms 

(1)  To study the firm-level customer orientation of LCA service 

employees (firm-level COSE) in Thailand 

(2)  To study the individual-level customer orientation of LCA service 

employees (individual-level COSE) in Thailand 

(3)  To study true loyalty of LCA service employees in Thailand to their 

firms 

 2)  To study passengers’ perceptions toward the customer orientation of 

service employee (COSE) and their true loyalty to services of LCAs in Thailand 

(1) To study the firm-level customer orientation of LCA passengers (firm-

level COSE) in Thailand 

(2)  To study the individual-level customer orientation of LCA passengers 

(individual-level COSE) in Thailand 

(3)  To study true loyalty of LCA passengers in Thailand 

 3)  To assess the difference between perceptions of employees and passengers 

toward the firm-level customer orientation of service employees (firm-level COSE) 

and to assess the difference between perceptions of employees and passengers toward 
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the individual-level customer orientation of service employees (individual-level 

COSE) 

 4)  To formulate strategies to enhance true loyalty of LCA passengers and 

service employees in Thailand through the customer orientation of service employee 

(COSE) 

 

1.3 Research Questions 

1) What is the current degree of customer orientation of low-cost airlines’ 

service employees (COSE) in Thailand and their true loyalty to the firms? 

2) How do the factors affect the customer orientation of low-cost airlines’ 

service employees (COSE) in Thailand and true loyalty to their firms? 

3)  What is the current degree of passengers’ perceptions toward the customer 

orientation of service employee (perceived COSE) and their true loyalty to services of 

LCAs in Thailand?  

4) How do the factors affect the passengers’ perceptions toward customer 

orientation of LCA service employees (COSE) and true loyalty to services of LCAs in 

Thailand? 

5) How different are perceptions of employees and passengers toward the 

customer orientation of service employee (COSE) at firm and individual levels? 

6) What should be the strategy for enhancing true loyalty of LCA passengers 

and service employees in Thailand through the customer orientation of service 

employee (COSE)? 

 

1.4  Expected Research Outcomes 

 

 The expected outcomes of this study are described below. 

1)  The current degree of customer orientation of LCA service employees in 

Thailand 

2)  The current degree of true loyalty of LCA service employees in Thailand to 

their firms 
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3)  The current degree of passengers’ perception regarding customer 

orientation of LCA service employee (perceived COSE)  

4)  The current degree of passengers’ true loyalty to services of LCAs in 

Thailand 

5)  The causal relationships between COSE and true loyalty in the LCA 

business in Thailand 

6)  Strategies to enhance customer orientation of LCA service employees to 

higher competitive advantages of LCA in Thailand and application to other service 

businesses. 

7)  Strategies to enhance true loyalty of LCA passengers and service 

employees in Thailand 

 

1.5  Expected Benefits of the Study 

The expected benefits of this study are described in detail below. 

1)  LCA businesses in Thailand can adopt the results from this study to 

evaluate, plan and formulate strategies to enhance COSE to create true customer 

loyalty, including increasing competitiveness and efficient customer service 

provision. 

2)  Full-service airlines, chartered airlines, or other models can apply 

the results from this study to use as a guideline to evaluate, plan, and formulate 

strategies to enhance COSE to create true customer loyalty and to increase 

competitiveness and efficient customer service provision. 

3)  This study will also benefit other service firms to develop competitiveness 

by employing the concept of COSE to enhance service employees’ efficacies and true 

loyalty along with creating true customer loyalty.  

4)  This study will contribute to academic disciplines to further develop the 

theories and concepts of customer orientation. 
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1.6  Scope of the Study 

 

 This dissertation can be divided in four scopes, described below. 

1)  The scope of contents consists of several focal points explained below. 

(1)  This dissertation studies the concept of COSE at both firm and 

individual employee levels. Also, true loyalty of LCA service employees is included. 

(2)  This dissertation studies the perception of passengers’ perception in 

COSE at the firm and the individual employee levels, including, true loyalty of low-

cost airline passengers. 

(3)  The analysis of personal information of passengers and employees 

toward COSE. 

(4)  The analysis of the relationship between COSE and true loyalty of 

both employees and passengers. Moreover, this study also assesses the differences 

between these two perspectives. 

(5)  This dissertation aims to propose appropriate strategies to enhance 

true loyalty of LCA passengers and their employees through the concept of COSE. 

2) Scope of Area 

Passengers and employees of the top three LCAs constituted the target 

population of this study. These LCAs use Don Mueang Airport as their operating 

hubs. Thus, Bangkok’s Don Mueang airport was selected to be the area of the study. 

3) Scope of Demographics 

Data were collected from three groups to achieve the research objectives. 

They comprised service employees of Thailand’s LCAs, passengers of Thailand’s 

LCAs and scholars including panels of experts in service management and human 

resources management. 

4) Scope of Time 

The study was conducted for two full years from June 2016 to December 

2018. The research framework consists of reviewing literature, designing research, 

designing research tools, collecting data, analyzing data and reporting research output. 
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1.7  Definitions of Terms 

‘Low-cost airline business’ is an airline that employs the low-cost business 

model by keeping their operations simple, providing a simple no-frills or budget 

products or services, minimizing costs whilst maximizing efficiency (Doganis, 2010, 

p. 134) to offer lower fares or more affordable fares for the travelling public 

(Schlumberger and Weisskopf, 2014). As for this study, low-cost airlines (LCAs) 

refer to air carriers in Thailand, operating domestic passenger flights and having 

adopted the low-cost business model. 

‘True Customer Loyalty’ or ‘True Passenger Loyalty’ mean customers’ act of 

consuming with a deeply held commitment to rebuy or re-patronize a preferred 

product or service consistently in the future, and they remain insensitive to situational 

influences or unaffected by marketing efforts, offered by competitors (Oliver, 1999). 

This deeply held commitment is derived from the strong feeling of customers that the 

preferred products/services can meet their needs, so that the customers buy or use 

almost exclusively from one brand or one service provider (Shoemaker and Lewis, 

1999). Therefore, in this study, true customer loyalty is a high accumulated attitude 

associated with consistent re-patronizing behaviors of LCA passengers to advocate a 

particular airline over competing airlines (Watson IV, Beck, Henderson, and 

Palmatier, 2015, p. 803). 

‘True Employee Loyalty’ refers to employees’ feelings of attachment to their 

employer (Yee, Yeung, and Cheng, 2010). Apart from a deliberate commitment to 

one employer, it also involves the behavior of service employees, in terms of 

performing personal responsibility for their work and abandoning some self-interests 

beyond job duties, regulations, and rules  (Elegido, 2013, p. 496; Eskildsen and 

Nussler, 2000, p. 582). 

‘Customer Orientation of Service Employee or COSE’ comprises activities, 

related to marketing concepts, at two levels. Firstly, the firm-level COSE 

(management’s perspective) is a basic set of organizational policies, practices and 

procedures intended to support and reward service employees who perform and 

deliver excellent services (Lytle, Hom, and Mokwa, 1998). COSE is also applied to 

sustain outstanding performance and profitability of the firm (Homburg et al., 2002).  
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Secondly, individual-level COSE is the extent a particular service employee 

performance A customer-oriented service employee has a set of attitudes and 

behaviors (such as motivating forces, personality traits and skills) to build long term 

firm - customer relationships and strive to deliver the best service to them first, not 

oneself first. A firm adopting this concept, aims to develop behaviors and attitudes of 

its service employees for treating customers with strong understanding and focusing 

on right customers’ needs (Daniel and Darby, 1997; Kim and Ok, 2010). 

 ‘Service Employee’ is an individual employed by a service firm who plays an 

important role in providing services to customers. Service employees usually have the 

high degree of interaction and contact with customers, including performing duties by 

creating and enhancing the quality of service that service firm provides (Beatson et 

al., 2008). In this study, the term, LCA service employees, refers to customer support 

staff, ground service staff and in-flight service staff. Furthermore, this service 

employees usually serve passengers face-to-face or through communication channels. 

 ‘Passengers’ refers to Thai passengers using Thailand’s LCAs consistently for 

both domestic departure and arrival at Don Mueang Airport in Bangkok, Thailand. 



 

 

LITERATURE REVIEW 

This chapter outlines various contents regarding strategies to enhance true 

loyalty of low-cost airlines’ passengers and employees through customer-oriented 

service employees in Thailand. The related concepts, theories, and research were 

reviewed as listed below. 

 2.1  Overview of Low-cost Airline Business 

 2.2  Relationship Marketing 

 2.3  Customer Loyalty 

 2.4  Employee Loyalty 

 2.5  The Service Profit Chain 

2.6  The Concept of Customer Orientation of Service Employee 

The studies of related topics mentioned above were integrated to determine the 

conceptual research framework, variables, hypotheses and research methods described 

in the next chapter. 

 

2.1  Overview of Low-Cost Airline Business 

From the past to the present, the airline industry has faced threats and 

difficulties and caused numbers of airlines to adjust business models and operations to 

survive. Particularly, the airline deregulation in the US and the liberalization of the 

European transport industry have caused major changes to the airline industry 

(Akamavi et al., 2015). These occurrences are significant factors incurring 

organizational changes in the aviation industry, including provoking the emergence of 

innovative business models. The low-cost airline business model is one, which later 

became more popular among air travelers. Because low-cost airlines (LCAs) excelled 

in responding to passengers’ needs regarding lower fares and LCAs; therefore, they 

gained more market share from traditional airlines. In 2013, LCAs had 26.3% of total 

worldwide seats, and the number within Southeast Asia was even greater (57.7%). 
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The LCA penetration rate will only increase (Pearson, O'Connell, Pitfield, and Ryley, 

2015). LCAs place their main focus on offering budget fares. Moreover, LCAs have 

the better efficient cost structure and higher competitive advantages, compared with 

traditional airlines. 

 

2.1.1 The Emergence of Low-Cost Airlines Business 

The LCA business model emerged during an economic downturn. At that 

time, numbers of airlines around the world reported losses (Doganis, 2010, p. 131), 

because consumers were more economically-minded. Some postponed their travels, 

and others sought alternative modes of transport that offered cheaper fares. Even 

though it was a turbulent time for the airline industry, some airline operators detected 

business opportunities and developed airline business models that responded to 

changing consumer behaviors. Therefore, budget airlines or no-frill airlines were set 

up to attract price-sensitive customers. 

Southwest Airlines (SA) was considered one of the pioneering LCAs. SA was 

launched in 1971 in the US (Hunter, 2006; Lawton and Solomko, 2005). After the 

deregulation act, SA grew rapidly with consistently increasing profits. Currently, 

SA’s business model has become a benchmark and model for many airlines across the 

world (Akamavi et al., 2015). 

After that, the LCA business model proliferated in Europe. Ryanair of Ireland 

launched low-cost services between UK and Ireland in 1992, followed by EasyJet of 

the UK. Doganis (2010, p. 131) mentioned that the success of Ryanair and EasyJet 

encouraged others to launch low-cost airlines in Europe. In the Asia-Pacific, Virgin 

Blue was among the first LCAs in the region, to start low-cost services in Australia in 

2000. Encouraged by the results of low-cost services in the US and Europe, 

Malaysia’s Air Asia commenced domestic operations in December 2001 followed by 

many other airlines. For instance, Jetstar Airways, Tiger Airways, Thai AirAsia, Nok 

Air, Lion Air, Scoot, and VietJet. 

 

2.1.2 Low-Cost Airline Business Model 

The essence of the low-cost business model is to provide simple no-frills 

products/services, simplifying operations while minimizing costs and maximizing 
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efficiency. In addition, the model generates and stimulate new demands by offering 

low prices and new services (Doganis, 2010, p. 134). Regarding the airline business, 

LCAs generally offer a lower average fare, value-for-money services and unbundled 

products allowing customers to obtain more choices with wide ranges of fares to 

choose from (Pearson et al., 2015, p. 2). By adopting the low-cost business model, 

airlines can offer more affordable fares for the traveling public (Schlumberger and 

Weisskopf, 2014). 

 Service provision, operations, structure, and management of LCAs are 

somewhat different from Full-Service Airlines (FSAs). As mentioned in Chapter One, 

the original LCAs generally focused on simple operations along with low-cost 

structure in various aspects such as pricing, distribution channels or even marketing 

strategies. Each LCA intends to use various cost-reduction strategies altogether, 

depending on the business environment it confronts (Damuri and Anas, 2005, p. 3). 

However, the general concept of the LCA business model is that costs are reduced 

compared with the FSA model (Francis, Humphreys, Ison, and Aicken, 2006, p. 84). 

Graham and Vowles (2 0 0 6 )  noted that LCAs have unit costs up to 60% lower than 

FSAs. The lower costs are derived from eliminating non-essential products, offering 

limited or minimum services, leaning operations, e.g., homogeneous and young fleets, 

and managing costs. These costs include operating costs, labor costs, marketing and 

PR costs, airport charges, fuel costs, and time costs. 

2.1.2.1  Characteristics of LCAs 

  The original LCAs exhibited different characteristics compared with 

traditional airlines. Characteristics of the original LCAs, classified by their functions, 

are explained below. 

   1)  Network management and scheduling  

   FSAs usually establish one or more large hubs to serve their 

flights, to create connection opportunities for passengers and to enable them to 

transfer to the next flight to their final destinations conveniently. This route structure 

adopted by traditional airlines is called the hub-and-spoke system. Many FSAs have 

also agreements with other airlines, codeshares and are members of airline alliances. 

However, this networking is a very costly operation and requires expensive 

infrastructure at hubs (Lawton, 2003, p. 180). Therefore, the rationality exists that 
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most LCAs prefer providing point-to-point services and only offering flight services 

from port of origin (departure city) to port of destination (arrival city) without flight 

connection services provided at the airport bases. This network structure enables an 

LCA to minimize costs while maximizing the aircraft use and daily block hours 

(Reichmuth, 2008, p. 8). It allows LCAs to open more routes or increase frequencies 

of flights. IATA (2011, p. 9) indicated that LCAs point-to-point model works well on 

short to medium-hauls (500 - 1,000 kilometers) and high-density city-pairs. Also, 

major LCAs mostly have more than one base of operations in other cities or countries 

because they have more business abilities and lower investment costs than FSAs. 

    2)  Products and Services 

   Most LCAs offer merely basic product/service elements to 

passengers. They usually provide simple products, for instance, air transport services 

from one point to another point (considered as a core product), in-flight seats, 

lavatories, and safety supervision. Moreover, LCAs offer no-frill services, such as no 

free meals or beverages, no seat assignment service, and one service class. In case, 

passengers require extra services; they may be asked to pay fees or charges. LCAs 

aim to maintain lower costs and to reduce costs by managing products and services, to 

enable airlines to use a price leadership strategy concerning the market they serve 

(Reichmuth, 2008, p. 8). Hence, LCAs exclude some costly services such as airline 

lounges or unlimited baggage allowance to reduce fuel costs. Also, by adopting IT 

system for reservation, they use ticketless and internet check-in services.  

   3)  Sales and Distribution Management 

   LCAs motivate customers to use more online services because 

they are cheaper than hiring service employees. However, FCAs typically, use Global 

Distribution Systems (GDS) and travel agents in the distribution process generating 

some expenses and commission costs. Consequently, LCAs avoid these costly 

systems by providing online sales and booking using their websites including 

avoiding frequent flyer programs which LCAs considered as unnecessary. 

   4)  Use of Airports 

   LCAs commonly prefer using secondary or regional airports as 

bases of operations. In comparison with primary airports, secondary airports generally 

offer more advantages. Notably, a secondary airports have lower charges, more 
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available slots and reduced congestion in airside and terminal buildings. 

Consequently, LCAs can reduce the risk of flight delays. 

   Moreover, LCAs often choose airports where they have more 

bargaining power to negotiate favorable conditions (IATA, 2011, p. 47). From these 

advantages; therefore, LCAs can manage operating costs more efficiently. 

Furthermore, some airports respond to the LCA business model by opening low-cost 

terminals. Low-cost terminal buildings are generally equipped with basic required 

facilities, so that charges are lower than primary airports. 

   5)  Aircraft Utilization and Administration 

   An aircraft is a valuable asset for the airline business. 

Meanwhile, an aircraft induces high maintenance cost and other expenses. Hence, 

airlines commonly manage the daily aircraft use as efficiently as they can. Most LCAs 

minimize turnaround time so that they can increase their aircraft use day-to-day. 

Some LCAs recorded an average turnaround time of approximately 10 to 25 minutes 

(Schlumberger and Weisskopf, 2014, p. 7).  

   Some LCAs increase aircraft use rates by rotating an aircraft to 

fly 11 hours daily (Doganis, 2010, p. 135). Some research studies have reported that 

some LCAs increase their use by flying longer routes to lower parking fees and some 

commence flights early in the morning so that they can use their aircraft up to 14 

hours daily (Schlumberger and Weisskopf, 2014, p. 7). In addition, LCAs also 

increase the seating density on the aircraft cabins, to cut unit costs. Even though high-

density seating affects passenger comforts, LCAs gain more sales revenue in return. 

   Many LCAs order new aircraft in bulk, to increase the 

purchasing power against aircraft manufacturers, and receive a better price per an 

aircraft than ordering separately. Another characteristic of LCA business model is the 

use of a single type aircraft fleet, but some LCAs have two or three types in their 

fleets (Schlumberger and Weisskopf, 2014, p. 10). Fleet management can decrease 

costs of spare part inventories, repair, and maintenance, while some LCAs outsource 

the MRO (maintenance, repair, and overhaul) as a way to reduce costs. 

   6)  Operations Management 

   Efficient management of the airline business is likely to 

enhance the effectiveness of flight operations. Mostly, LCAs use fewer cabin 
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attendants on a flight, compared with FSAs because service features differ. Hence, 

LCAs can decrease personnel costs operating costs and reduce the ground time of 

parking. As a result, they can rotate the aircraft more frequently. 

   7)  Personnel Management 

   Personnel costs represents a large portion of any firm’s cost 

structure. Thus, the majority of LCAs try to increase employee productivity along 

with maintaining wages and expenses at a low level. To achieve this, LCAs increase 

block hours and ratio of passenger per employee (Lawton, 2003, p. 178; 

Schlumberger and Weisskopf, 2014). In addition, some LCAs have set up non-

unionized workforces at lower wage levels (IATA, 2011, p. 47). 

   8)  Pricing and Airfare 

   LCAs create a simple ticket price structure (Lawton, 2003, p. 

178). They sometimes offer one price for every seat or one price at a time (flat rate). 

LCAs usually have a multiple fare structure known as dynamic pricing. In other word, 

tickets are differently priced from the lowest to the highest. The earlier passengers 

book a seat, the more likely that they will be able to purchase a seat at the lowest 

available fare (first come, first served). Yet, ticket prices may be discounted due to 

promotional campaigns (Asia Aviation, 2016, p. 38; Nok Air, 2016a, p. 35). However, 

those differently priced tickets on a flight definitely have different terms and 

conditions. This pricing strategy mostly aims to attract price-sensitive passengers. 

   9)  Financial Management 

   LCAs generally make a considerable sales revenue from 

ancillary services more than from ticket sales alone (IATA, 2011, p. 47). The 

ancillary revenue comes from extra charges for baggage allowance, fees for pre-

assigned seating, selling advertising on the airplanes, and so forth. Moreover, some 

major LCAs have their stock listed and trade on stock exchanges to finance 

themselves quickly, cheaply and continuously, so they can acquire funds to expand.  

In conclusion, the principle of LCAs’ business management is using 

their resources (aircraft and employees) at maximum effectiveness and productivity 

and reducing expenses and operating costs to the minimum, to offer low price tickets 

and services. Hence, every unit or function of LCAs is responsible for managing 
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resources efficiently along with operating activities at the lowest cost to generate 

more revenue and gain competitive advantages. 

 

 
 

Figure 2.1  Characteristics and Activities of Original LCAs  

Source:  Adapted from Doganis (2010, p. 135), Lawton (2003, p. 178), and 

               Vespermann and Holztrattner (2010, p. 15). 
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propositions of a business model consist of functions of price, features, quality, 

support, availability, and reputation. 

  The majority of LCAs emphasize low pricing as one value proposition 

to customers and restructuring themselves to be a cost leader airline to gain 

competitiveness. However, in fact, low prices cannot be sustained in all 

circumstances. Lawton and Solomko (2005) argued that maintaining the lowest costs 

is insufficient. LCAs should broaden their value propositions and business model to 

contend with competitors. Those values are as described in detail below. 

   1)  Offering low fares with high operational efficiency 

   2)  Adding more special features of products and services - 

used as a method to demonstrate the airline’s innovation, for instance, JetBlue’s in-

flight satellite TVs and the introduction of business class services of Skymark 

Airlines, a Japanese low-cost airline 

   3) Providing better support - derived from managing the 

relationship with customers, for example, AirAsia describes its culture and brand 

values as providing services to passengers with caring and uniqueness (Temporal, 

2012, p. 23) 

   4)  Striving for excellent quality in service provision - the LCA 

business model must dedicate greater resources to execution, apart from innovations 

and relationships to illustrate its value to customers 

   5)  Brand reputation - arising from brand building and 

marketing for brand recognition. One example of the way in which LCAs create 

excitement around its company and its activities was launching heavily promoted 

fares to support the airline using word-of-mouth. Furthermore, some leading LCAs, 

e.g., AirAsia and Virgin Airlines, use the charismatic style of their flight attendants, 

red chili liveries and logos to project certain brands to customers.  

   6)  People Management - as mentioned before, labor costs 

constitute a large portion of cost structures; hence, LCA management endeavors to 

control these costs. However, many LCAs, particularly Southwest Airlines, 

emphasize the importance of employee branding. Miles and Mangold (2005) referred 

to the Southwest’s marketing strategy, which was used for positioning the airline and 
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creating its brand and perceived value in the minds of passengers and employees, 

including stakeholders. 

  To conclude, building a successful LCA business model, especially 

being a cost leader, LCAs need to manage their value assets efficiently by maximizing 

aircraft use and human resources. They also should optimize the operation of 

scheduling and routes together with employing technology to meliorate passenger 

services and administration to keep their costs at a low level, together with leveraging 

their competitiveness. In addition, LCAs must adjust and improve their value 

propositions to be aligned with organizational directions and customer needs. 

 

2.1.3 Low-Cost Airline in Thailand 

 On December 2003, One-Two-Go was the first Thai airline to introduce the 

LCA business model in Thailand. The airline was owned and managed by Orient Thai 

Airlines. They started operations with the Boeing 757-200, serving domestic 

destinations from their base at Don Mueang International Airport in Bangkok. 

Although the low-cost business model was adopted, One-Two-Go provided free 

snacks and beverages on board. However, they ceased operation in 2010 due to safety 

and security issues (O’Connell and Williams, 2005). 

 In 2004, AirAsia of Malaysia began to expand to Thailand, by establishing a 

joint venture, under the brand name Thai AirAsia. Their business model was 

considered most similar to the original LCA business model because Thai AirAsia 

and AirAsia of Malaysia mainly emphasized offering lower fares. 

 The growth of LCAs in Thailand at that time, resulted from the easing of 

regulations in the airline industry by the Thai government (Thanasupsin et al., 2010, 

p. 36), incorporated with striving to be an aviation hub in the region as stated in the 

national strategic plans. As a result, the general public gained more benefits from 

having more choices to travel with attractive low fares. The arrival of the LCA was a 

new phenomenon which Thais welcomed and responded well to their services. 

Consequently, the increase in demand caused more new LCAs to emerge and share 

the particular market, namely, Nok Airlines, Thai Lion Air from Indonesia, and Thai 

Smile Airways, subsidized by Thai Airways International. Table 2.1 provides a list of 

Thailand’s LCAs from 2003 to 2016. 
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Table 2.1  Low-Cost Airlines Operating in Thailand from Past to Present 

 

Commenced 

Operations 

Name  

(Airline Code) 

Base Aircraft type Fleet 

Size* 

Remarks 

Dec 2003 One-Two-Go (OG) DMK B757 - retired (2010) 

Feb 2004 Thai AirAsia (FD) DMK A320 59 - 

Jun 2004 Nok Air (DD) DMK B737/ATR72/Q400 28 multi-fleet aircraft 

Dec 2013 Thai Lion Air (SL) DMK B737 32 - 

Apr 2014 Thai Smile (WE) BKK A320 20 hybrid concept 

Mar 2015 Thai Vietjet (VZ) BKK A320/A321 6 - 

 

Source:  Asia Aviation (2016a); Nok Air (2016a); O’Connell and Williams (2005);  

              Thai Airways (2016); Centre for Aviation (2018). 

Remarks:  DMK refers to Don Mueang International Airport and BKK refers to  

                   Suvarnabhumi Airport. 

       *Data retrieved in October 2018  

 

 For supply-side, the growing trend was in the same direction as the demand-

side and could be seen clearly from the operating statistics of major LCAs in 

Thailand. Using the data of ASKs (Available Seat-kilometers), a measure of airline 

flight’s passenger carrying capacity, Thai AirAsia and Nok Air indicated its 

operations were expanding steadily (Figure 2.2). 

 

 
 

Figure 2.2  Growth of Leading LCAs’ Passenger Carrying Capacity in Thailand 

Source:  Asia Aviation (2016, 2017, 2018) and Nok Air (2016a, 2017, 2018). 
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 Currently, LCA policies are to procure aircraft constantly to be placed in their 

fleets to respond to flight demands, especially domestic flights. However, Thai 

AirAsia and Nok Air, the two leading LCAs in Thailand, accounted for more than one 

half of domestic seat capacity in Thailand (38% each) as illustrated in the following 

Figure 2.3. 

 

Figure 2.3  Capacity Share of Thailand’s LCAs, Operating at Don Mueang Airport  
Source:  Centre for Aviation (2015a). 
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at Suvarnabhumi Airport in January 2017, ending services to the Don Mueang 
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passengers. Thai LCA passengers mainly require value-for-money airfares that are 

cheaper than FSAs, thereby saving time by traveling faster than another mode of 

transport, e.g., intercity bus service, private car, rail or rental car. LCAs also provide 

more convenience and faster travel services. Hence, low-cost air travel has caused 

dramatic changes in travel behavior among Thais, including gradual changes in 

purchasing behaviors from booking using agents to booking through online travel 

agents (OTAs). 
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Figure 2.4  Market Share at Don Mueang Airport, Ranked by Number of Passengers 

Source:  AOT (2016b, p. 23). 
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increased over time, an inevitable factor leading to more intense competition in the 

domestic market. TRIS Rating reported that Thai airlines have been competing 

concerning the price level, services offered, and flight schedules (Mahuttano and 

Jarurungsipong, 2014). The arrival of Thai Lion Air from Indonesia in December 

2013 exacerbated the price competition in Thailand’s domestic market. Consequently, 

Thai AirAsia and Nok Air, pioneer Thai LCAs, reported rare losses in the second 

quarter of 2014 as the local market experienced overcapacity (Centre for Aviation, 

2014). As a result, major LCAs made determined efforts to guard market shares and 

to compete with the newcomer by implementing several strategies.  

In April 2014, Thai Smile Airways, a subsidiary airline of Thai Airways 

International, has entered the marketplace to scramble for domestic market share from 
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differentiate themselves from others. Notably, the LCA business model has moved 

away from the original concept. This change is not only found in Thailand but also in 

other regions, especially in developing countries. In conclusion, LCAs have 

continuously adjusted their operating practices to market conditions, competitive 

pressures, and passenger behaviors over time. Hence, LCA business models have 

been developed and refined to best suit their markets (Schlumberger and Weisskopf, 

2014, p. 15), including preparing for any challenges in the industry.  

 

2.1.4  Challenges and Future Trends of LCA Business 

Competitive pressure is a result of the continuing growth of air travel demand 

in the airline industry as well as airline deregulation and open skies policy. 

Consequently, existing airlines endeavor to retain market shares and also to 

discourage new entrants. Therefore, both existing and newer LCAs may have to 

inevitably face several challenges in turbulent times that can deter their business 

operations. 

 

 

 

Figure 2.5  Challenges and Obstacles for Low-Cost Airline Businesses 

Source:  Summarized from Lawton (2003); Doganis (2010); and Francis et al. (2006). 
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low prices cannot be sustained unless a company maximizes its operational efficiency. 

Empirical evidence suggests that many LCAs still choose low price strategies to 

compete with competitors, even when these strategies are easily imitable. 

  To determine low airfares, LCAs pursue rigorous cost-cutting. 

Nonetheless, their business models appear to contain more advantages over the FSA’s 

business model in terms of controlling and reducing non-fuel costs (Doganis, 2010, p. 

148). Lawton (2003) argued that a lower price strategy for gaining more market 

shares, seemed not a sound business strategy but moreover, price competition could 

ignite a suicidal price war. Because LCA products are usually substantially similar, 

passengers choose an airline which is cheaper. This results in passengers becoming 

more sensitive to price and having lower switching costs. 

  In addition to low fare pricing strategies, many LCAs focus on 

growing ancillary revenue from baggage, fines, and other charges. This portion of 

additional income has enabled them to maintain low fares, even during turbulent 

times. However, one concern remains that growing ancillary revenue of LCAs can 

soon reach a ceiling level that they cannot generate more additional income from 

passengers. Doganis (2010, p. 155) notes that when this concern happens, LCAs may 

return to low fare pricing strategies again to obtain more profits from ticket revenue. 

It means price wars in the airline industry will return. 

2.1.4.2  Challenges of Higher Risk and More Intense Competition 

  Although LCAs have an advantage in operating cost control, they may 

encounter risks arising from more intense competition within the airline industry. 

Furthermore, the growing tourism industry has contributed to the rapid growth of 

some LCAs, especially on short-haul routes. Accordingly, those LCAs unavoidably 

compete with LCA incumbents and existing FSAs. Besides, they also face a challenge 

of the newer generation of LCAs in the market with a large potential size. Thus, those 

risks and challenges can inevitably affect LCAs’ yield and decrease market stability at 

last (Doganis, 2010). 

  In this case, many LCAs worldwide have experienced those challenges 

and risks. Consequently some suffered from financial problems sufficient to declare 

bankruptcy (43%) and suspended operations due to economic deficits and high losses 

(18%). some have chosen to merge with and acquire (M&A) through another airline 
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(22%), and 17% of LCAs registered but never started to operate and soon disappeared 

from the market (Lück and Gross, 2013, pp. 7-8). 

 

Table 2.2  Number of Market Exits and the Reasons by Continents from 1991 - 2011 

 

 Bankruptcy Discontinuation M&A Registered but 

Never Operated 

Sum 

Africa 1 0 1 1 3 

Asia 4 0 3 1 8 

Europe 18 4 12 8 42 

Middle East 1 1 0 3 5 

North 

America 

8 10 1 0 19 

Oceania 3 2 1 2 8 

South 

America 

5 0 3 1 9 

Sum 40 (43%) 17 (18%)  21 (22%) 16 (17%) 94 

 

Source:  Adapted from Lück and Gross (2013, p. 7). 

 

2.1.4.3  Challenges of Higher Costs Incurred from Differentiation 

Intense competition pressures many LCAs to improve their products 

and services to differentiate themselves from rivals (Doganis, 2010, p. 148; Han, 

Hyun, and Kim, 2014, p. 593). The differentiation, heretofore, found that LCAs 

struggled to develop and improve their innovative products and unique service 

attributes. Some additional products/services are offered free of charge, but some are 

options with some extra charges as listed below. 

1) Introducing some in-flight catering services 

2) Offering seat pre-assignment 

3) Arranging longer seat pitch 

4) Providing in-flight entertainment 

5) Adding a premium class section 

The attribute development and improvements have already been 

observed in European, US and Asia-Pacific markets. Thus, when a LCA intends to 

employ this strategy, it needs to reduce seat capacity for some different products and 

services on the aircraft. However, product and service differentiation affects ticket 
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sales revenue of LCAs, resulting in higher unit costs eventually affecting the price 

competitiveness of LCAs. 

   2.1.4.4  Limitations of Airport Capacity and Route Expansion 

Despite the fact that LCAs mostly prefer secondary airports for flight 

operations, the availability of capacity at secondary airports is likely to become more 

of a constraint on LCAs’ route expansion, increasing flight frequencies or even 

launching new routes (Francis et al., 2006, p. 92). Also, some secondary airports may 

be incapable of allocating desirable slots for LCAs, and some may have limitations on 

adequate airport facilities. 

2.1.4.5  Future Trends of LCAs 

Doganis (2010) analyzed that, hereafter LCAs will remain able to 

minimize their costs. The reason is that the low-cost strategy can ensure that their 

growth will rapidly increase. However, many smaller LCAs and new entrants are 

likely to face financial difficulties. The survivors will be the larger and elder LCAs 

because they have the first mover advantage, meaning their brands are more powerful 

and greatly recognized. Besides, they may have healthier financial liquidity to pass 

through an economic downturn than the smaller and newer LCAs. 

In addition, LCAs are likely to start to adjust themselves to fight 

against obstacles and to be prepared for any challenges mentioned. Notably, some 

LCAs have added more ancillary products and services to serve as alternatives for 

passengers to choose from. However, those LCAs prefer to select ancillary products 

and services that have less effect on their costs. A number of studies have found that 

many LCAs around the world employ such strategies. Some LCAs require passengers 

to pay charges for extra products/services, but some satisfy passenger with free-of-

charge services. Also, several LCAs allow passengers to order or purchase their 

ancillary products and services in advance, e.g., pillows, blankets, baggage allowance 

or meals) 

Nonetheless, LCAs still face unexpected challenges when generating 

growth in the future, requiring them to change their business models together with the 

increase in wage costs over time. SA is one LCA that has already experienced these 

effects (IATA, 2011, p. 47). 
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2.1.5 Changes in the LCA Business Model and their Strategies  

A paradigm shift in the airline business, employing the low-cost business 

model, is caused by several certain factors such as intense competition, changes in 

customer behaviors or even those previously discussed challenges. These factors force 

many airlines to adjust themselves according to the market conditions and pressures. 

Thus, many LCAs, particularly those in Europe, the U.S. and some Asian countries, 

are adopting the hybrid strategy to modify their business models to correspond to the 

changing market environment ( Klophaus et al., 2 0 1 2 , p. 5 8 ; Schlumberger and 

Weisskopf, 2014, p. 17). 

Taneja (2014, p. 7) pointed out one aspect of the hybridization in the LCA 

business is that the distinction between LCAs and FSAs is blurring, resulting from 

differentiating products and services leading to changes in their business models. 

Therefore, numerous LCAs and FSAs are operating much more hybrid business 

models as well as witnessing the entrance of hybrid airlines. 

Then FSAs have adopted selected characteristics of LCAs regarding 

operations and service provisions. Meanwhile, some LCAs have also adopted some 

features from FSAs. For instance, EasyJet Airline, for instance, began expanding its 

distribution channels to approach and increase the number of corporate travelers, who 

are price sensitive but higher yield, using Global Distribution Systems (GDPs) 

(CNN.com, 2016; Taneja, 2014). Additionally, AirBerlin, the German LCA, joined 

the one world alliance that provides the airline wider access to new markets and 

enabled them to participate in other alliance’s loyalty programs (Centre for Aviation, 

2012). In Thailand, Thai Smile Airways was established as the fighting brand of Thai 

Airways International. They employed some LCA features to compete with 

incumbents and guarded Thai Airways’ domestic market. Further, Thai Smile had 

pursued a transformation strategy to become a regional light premium airline. 
The changes of LCA operations occurring in many regions can be found to 

exhibit two aspects, a change in the business model and change in strategies. 

   2.1.5.1  Change in Business Model 

 For LCAs to grow and expand, they implemented various tactics in 

additional to pricing strategies; they also struggle develop and deliver unique 

products/services. As a consequence of such competition, LCA passenger behaviors 
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are changing. They are becoming become more demanding, sophisticated, expecting 

better in-flight services, physical environment and amenities with no extra charges 

(Han et al., 2014, p. 591). 

 Currently, many LCAs have improved their levels of services to satisfy 

passenger needs while some have developed different product/service tactics to gain 

more competitiveness. Improved in-flight products of LCAs has also been obviously 

observed. Formerly, they operated flights with passenger seats alone. However, 
recently, LCAs focus more on adding extra services to differentiate themselves such 

as offering in-flight meals and beverages, allowing seat selection, and point/mile 

collection. However, LCAs need to continue using lower price strategies because the 

majority of target customers are still relatively highly price sensitive (Han et al., 

2014). 

 This study found that all major LCAs in Thailand had added some 

extra products and services that are relatively different from their original concept. 

Table 2.3 provides a summary of products, services and conditions of LCAs in 

Thailand.   

  As mentioned, the service concept of LCAS has changed from the 

original concept to the hybrid concept according to market conditions. The classic 

service concept of LCAs; therefore, has transitioned to the budget concept. This 

means that LCAs added some kinds of products or services as choices for passengers 

to raise their attractiveness as well as increase customer satisfaction. However, these 

additional services of LCAs are not equivalent to services offered by FSAs. 

 

 

 

 

 

Figure 2.6  Service Concept Transition in the Low-Cost Airline Business 
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Table 2.3  Extra Products, Services, and Fare Conditions of Thai AirAsia (FD), Nok Air (DD), Thai Lion Air (SL), and Thai Smile (WE) 
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Source:  Nok Air (2015), Thai AirAsia (2016), Thai Lion Air (2016), and Thai Smile Air (2016). 

Remarks: -   = available/available upon request/allowed,   = not available/not allowed, $ = available at a fee 

-  Data were collected from the lowest fare conditions of individual airlines (as of February 2017). 
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2.1.5.2  Change in Strategy 

  Previously, many LCAs struggled to survive in the high competition 

environment by adjusting strategies. However, some LCAs closed down, particularly 

in the competitive markets in Europe (see Figure 2.2). Their failures may have 

resulted from a lack of understanding of the philosophy of LCA business model, and 

they may have been unable to choose appropriate strategies. 

  Lawton (2003, p. 189) suggested that low price tactics are still a 

necessity for LCAs but they will not guarantee customer loyalty. Moreover, 

competing on price and reducing cost are strategies that can be easily copied by other 

marketing-focused airlines (Rapp, 2000, p. 318). Hence, LCAs need to build 

sustainable competitiveness. Using solely the lowest price strategy can only increase 

the number of customers for a short period of time but would be unsustainable (Chen 

and Hu, 2013, p. 1084) and insufficient to boost the firm’s capability to survive in 

increasing competition. 

  Many empirical studies regarding the airline business, similarly 

indicate that customer loyalty building is a key element in airline strategies for 

supporting long term operations and gaining sustainable competitive advantages in the 

competitive milieus in which they operate (Akamavi et al., 2015, p. 528; Chen and 

Hu, 2013; Forgas et al., 2010, p. 229). Moreover, LCAs need to seek determinants of 

factors influencing passengers’ airline selection and service attributes to understand 

the passengers’ true value including enhance their satisfaction and loyalty. 

 

2.1.6  Attributes of LCA Passengers’ Airline Selection 

 Passengers typically choose a LCA offering them a lower price (Buaphiban, 

2015; Fourie and Lubbe, 2006; Lin and Huang, 2015a; O’Connell and Williams, 

2005), but they have to trade off with less comfort and services to lower the price 

(Ryan and Birks, 2005, p. 25). 

 Though IATA (2011, p. 62) indicated that airfare is still a crucial driver of 

passenger choice, the ease of information accessibility has made price differences 

between comparable products almost extinct. They suggest that airlines should learn 

how to offer a wider selection of products and services to meet every passenger need.  
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Table 2.4  Related Research on Passengers’ Low-Cost Airline Selection Attributes  

  
Authors Buaphiban (2015) Lin and Huang 

(2015b) 

Boey et al. (2012) Thanasupsin et al. 

(2010) 

Fourie and Lubbe 

(2006) 

O’Connell and 

Williams (2005) 

Ryan and Birks 

(2005) 

Research 

Focus 

Determination of 

factors that 

influence 

passengers’ LCA 

selection 

in Thailand 

Factors affecting 

passenger choice of 

low-cost airlines in 

Taiwan: comparison 

between current 

customers and 

potential customers 

Factors that 

determine the 

choice of FSAs and 

LCAs in Malaysia 

Factors influencing 

mode selections of 

LCAs and a FSAs 

(perception) in 

Thailand 

Determinants of 

selection of FSAs 

and LCAs of 

business travelers in 

South Africa 
(ranked by level of 

importance) 

Passengers’ 

perceptions of 

LCAs and FSAs in 

Ireland and 

Malaysia  

(ranked by level of 

importance) 

The attraction of 

LCAs influencing 

Passengers’ airline  
in New Zealand 

Attributes 

used 

1) price* 

2) service quality* 

3) airline 

reputation* 

4) airline safety 

5) route availability 

and convenience 

6) frequent flyer 

program 

1) reliability & 

image* 

2) price/ 

convenience 

/comfort / 

cleanliness*  
(for the potential 

customer) 

3) employee 

services* (for 

the current 

customer) 

4) word of mouth 

(recommendatio

n/attractive ads 

and existing 

customer 

opinions) 

1) price* 

2) frequent flyer 

program* 

3) strategic 

alliances*  

4) safety 

5) promotion 

6) service quality 

1) fare* 

2) punctuality* 

3) safety* 

4) pre-seating 

options 

5) comfort 

6) reliability 

7) in-flight 

food/beverage 

8) in-flight 

entertainment 

9) cabin quality 

10) on-board 

service 

11) ground service 

12) flight schedule 

13) ease of ticket 

buying 

14) public relations 

15) fare promotion 

1) seat comfort  

2) price 

3) schedule/ 

frequency  

4) high cancellation 

charges 

5) pre-seating 

options  

6) method of 

payment 

7) in-flight meals 

& drinks 

8) frequent flyer 

programs  

9) airport lounge 

facilities 

10)  business class   

 options 

11)  in-flight   

 entertainment 

1) fare 

2) flight schedule 

3) ability to book 

via the internet 

4) reliability 

5) connections 

6) holiday package 

      (For LCAs only) 

1) perceived cost 

saving*  

2) features at  

the airport* 
(check-in 

procedures) 

3) perceived 

comfort 

4) brand/image 

5) ease of booking 

6) level of services 

over basic flight 

 

Remarks:  Attributes with * and boldfaced refer to factors that significantly influence passengers’ LCA selection. 
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As noted, price is not only a factor used by a passenger to choose an airline to 

travel but other attributes also influence passengers’ LCA selection. For instance, 

passengers usually have high expectations concerning services at the airport, 

especially the process of check-in, which should be correct, quick, friendly, and high 

quality. Service staff is also very important because they affect customer intentions to 

purchase (Lin and Huang, 2015b, p. 9). However, some research has found that an 

attribute can affect airline selection differently according to different regions. For 

example, Thanasupsin et al. (2010) found that safety of LCAs influence airline 

selection in Thailand while it remains insignificant to passenger airline selection in 

Malaysia (Boey et al., 2012). 

Different types of passengers also perceived service attributes differently. 

Particularly, business travelers have been found to be influenced by time, frequency 

of travel, flight schedule, the comfortable airport lounges, in-flight meals and 

beverages, and punctuality. Loyalty programs are also emphasized because they 

indicate service quality, which can affect passengers’ choices of airline or routing 

(Martín, Román, and Espino, 2011, p. 364).  

For an overview, related research on service attributes of passengers’ airline 

selection is described in Table 2.4.  

Attributes used in related research regarding passengers’ LCA selection (Table 

2.4) include various kinds, e.g., price, quality of service, image, ease of booking, 

routing, in-flight products/services, or even promotional campaign. Attributes used 

were relatively disrupted. To determine attributes to be used appropriately for this 

study; therefore, the important attributes were re-arranged and classified in ten 

groups, which are described below. 

1) Price includes perceived airfare and cost saving 

2) Quality of service includes perceived reliability, punctuality,  

and assurance 

3) Image and reputation  

4) Safety of airline 

5) The route, flight schedule and networking 

6) Ease of booking and options 
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7) Loyalty program includes point collection program or frequent 

flyer program and membership privileges 

8) In-flight products and services include cabin comfort, cabin seats, 

cleanliness, meals and beverages, in-flight entertainment, and staff 

9) Ground services and facilities include process and services in 

terminal building and waiting lounges, other facilities, and staff 

10)  Marketing communication and promotion includes advertising ads 

and public relations, word-of-mouth, and recommendations from 

others as well as promotional campaigns 

 

 
 

Figure 2.7  Passengers’ Low-Cost Airline Selection Attributes  

 

 These attributes are aspects used by some LCAs as selling points to satisfy 

passengers and generate perceptions in the mind of potential customers to persuade 

them to choose their airline as a preferred choice. 

 Nonetheless, apart from delivering products and services to passengers, 

several airlines have shed light on developing relationship strategies to build quality 

relationships between an airline (service provider) and passengers (customers). The 

reason is that quality relationship is one important approach for enhancing customer 

loyalty to an airline. When passengers become loyal to an airline, their relationships 

will be tightened and deepened in their mind and attitude. Notably, building customer 

relationships and customer loyalty are powerful tools to simplify passenger’s LCA 

purchasing decision process which is more sustainable and efficient than using solely 

price attribute (Akamavi et al., 2015, p. 531). 

Apart from that, LCAs also need to build robust and quality relationships 

between the airline firm and other stakeholders (Payne et al., 2005), including 
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customer – service employee relationships and the airline firm – employee 

relationships. When relationships between those parties are built, the airline is likely 

to gain a more competitive advantage. 

 

2.2 Relationship Marketing 

Profit maximization and long term sustainability are the ultimate common 

goals of the business firms. For non-profit firms, setting goals is also required to drive 

their operations in the long run. Thus, any type of the firm generally strives to seek, 

attract and motivate potential customers to purchase or use their products and 

services. That is because an individual customer, who re-patronizes a preferred 

product or service, is considered as an advocate to continuously sustain the firm. 

 From the past to the present, many firms employ price strategies and various 

promotional tactics to attract target customers or even scrambling for competitors’ 

shares. Price strategies can be easily determined by the firms and obtain quick 

outcomes. However, price strategies offer effectiveness for only a short period and 

often cannot be used because customers may become more price sensitive. Most 

importantly, price strategies do not contribute to the firm’s sustainability and 

profitability. 

 In the context of the airline industry, Gilbert (1996, p. 575) indicated that 

during the 1990s, airlines worldwide struggled to survive and grow by discounting 

ticket fares and offering promotional campaigns, which caused many firms to face 

unprofitability. For this reason, numerous airlines have adopted relationship 

marketing concept for sustaining their profitability along with retaining customers and 

bonding them to their brand through loyalty programs. In line with Rapp (2000, p. 

317), airlines are among the first firms to implement and use relationship marketing 

concept as a tool for gaining sustainable competitive advantages. 

 

2.2.1 Definitions of Relationship Marketing 

 The term ‘Relationship Marketing’ was first introduced in academia in 1983 

by Berry Leonard L., a services marketing academic (Grönroos, 1994, p. 18). He 

defined relationship marketing as an approach employed by service organizations to 
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attract new customers, retain customers and enhance customer relationships (Berry, 

1995, p. 236). Likewise, Baron et al. (2010, p. 10) stated the relationship marketing 

approach could retain and attract customers by focusing on developing a long term 

relationships with customers. However, they called this approach traditional 

relationship marketing. 

 The study of Harker (1999) demonstrated the various academic backgrounds 

of relationship marketing scholars. 26 definitions of relationship marketing were 

examined by applying the content analysis-based method and found that the explicit 

definition of Grönroos (1994) was the most comprehensive and acceptable (Baron et 

al., 2010; Berry, 1995; Gilbert, 1996). The definition is described in detail below. 

“ Relationship marketing is to identify and establish, maintain and enhance and when 

necessary also to terminate relationships with customers and other stakeholders, at a profit, 

and that the objectives of all parties are met, and that this is done by a mutual exchange and 

fulfillment of promises.” (Grönroos, 1994) 

 To conclude, relationship marketing is a strategic concept (Hennig-Thurau and 

Hansen, 2000, p. 8) that highlights the long term process of retaining customers by 

specifying potential customers and stakeholders who tend to stay loyal to the firm 

long term. Then building, sustaining, and strengthening the relationship with these 

customers and other parties will be able to create bonds with and commitment to the 

firm’s products and services and enhance willingness to advocate firms’ long term.  

 

2.2.2 The Essence of Relationship Marketing 

 Relationship marketing is practiced in many contexts, particularly in the 

service businesses because service businesses normally involve interacting between 

service provider and customer. Relationship marketing is also employed in marketing 

channel management, business-to-business (B2B) marketing, and consumer markets 

as well as in nonprofit firms. That is because the concept can integrate processes to 

manage relationships among networks and individual consumers long term. 

From an academic point of view, Baron et al. (2010) categorized relationship 

marketing literature into themes which are described below. 

   2.2.2.1  A New Type of Marketing 
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  Grönroos (1994) stated that firms could not forever continue to execute 

current operations with a paradigm from the past. From a management point of view, 

this implies several approaches and paradigms are now needed to adjust themselves 

according to the changing environment. Relationship marketing can be one approach 

that fits. 

 Nonetheless, the marketing paradigm has shifted from transaction 

marketing to relationship marketing. Formerly, transaction marketing was used by 

many firms as offensive strategies, which concerned only the marketing department to 

acquire new customers. This outdated concept emphasized only product or service 

features, unlike relationship marketing concept, which mainly focuses on customer 

retention and customer value. Most importantly, the relationship marketing approach 

concerns all the firm’s functions and emphasizes the value of long term relationships 

and repeat purchases (Adriane, Clark, and Peck, 1999, p. 44; Rapp, 2000, p. 319). 

These seem more sustainable.  

Relationship marketing; therefore, involves defensive strategies aimed 

to decrease customer defection including increasing long term customer relationships 

and commitments to the firm. For the implementation process, firms need to interact 

closely with customers to provide longer relationships with them. Thus, the individual 

profiles of customers will be understood and applied to further develop continuous 

and ongoing processes (Gilbert, 1996, p. 577). 

 

 

 

Figure 2.8  Demonstration of the Transition to Relationship Marketing 

Source:  Rapp (2000, p. 320). 
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Figure 2.9  Differences between Transaction and Relationship Marketing  

Source:  Gilbert (1996, p. 577). 

 

  From a management point of view, Grönroos (1994, p. 14) noted that 

the marketing mix or 4Ps were never applicable to all markets and all types of 

marketing situations, except for marketing of consumer packaged goods. This point of 

view leads to a question on services marketing. However, Hennig-Thurau and Hansen 

(2000, p. 9) argued that most scholars still use the four classic marketing instruments, 

namely, products/services, pricing, place (distribution), and promotion 

(communication), to identify marketing tools to create and maintain their relationships 

with customers. Moreover, some new tools have been developed by combining 

various elements from existing tools — for example, member cards, social programs, 

economic reward programs, and loyalty programs. Using these integrative tools may 

positively contribute to customer commitment, trust, and satisfaction. 

  Furthermore, Grönroos (1994) highlighted the significance of 

marketing a paradigm shift wherein relationship marketing can be used as an 

approach to manage marketing problems, to organize the firm’s marketing strategies, 

and apply to other areas. Thus, relationship marketing can be applied in services 

marketing which fits changing market conditions, like those emerging in the airline 

business.  

2.2.2.2  Relationship Marketing Requires Networking 

  Aside from the relationship between seller and purchaser, relationship 

marketing is also often observed involving among other related parties to exchange 
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something of value (Baron et al., 2010, p. 28). In line with a study of Payne et al. 

(2005, p. 867), which found that exchange relationships across parties or stakeholders, 

particularly interacting with customers and service employees, could generate 

enhanced value with a positive impact on firm’s competitiveness. 

2.2.2.3  Benefits of Relationship Marketing  

  In the marketing relationship between two parties, both can gain 

benefits from customer retention. 

1)  Benefits for Firms 

(1)  Reducing new customer acquisition costs is needed as 

acquiring a new customer is 5 - 10 times more expensive than retaining an existing 

customer, particularly in mature markets (Baron et al., 2010, p. 30; Bharadwaj, 

Varadarajan, and Fahy, 1993, p. 90). Expenses for customer care decrease over time 

when the relationship with that customer still exists. Existing customers have more 

experiences with the services of the firm and increase repeat purchases. Eventually 

experienced customers also contribute to increasing revenues (Hennig-Thurau, 

Gwinner, and Gremler, 2002, p. 231). Also, adopting relationship marketing can 

lower the firm’s operating costs due to increased efficiency. 

 Reichheld and Sasser (1990, p. 105) indicated that 

customers are more profitable over time. When a firm – customer relationship is 

maintained, profits rise. Additionally, a service firm, which develops relationships 

with customers and retains them is also able to gain more cost advantages over its 

competitors. Besides, building commitment with customers deters the entry of new 

competitors and prevents customers from leaving the firm (Bharadwaj et al., 1993, p. 

91). 

 Therefore, the returns of a strong customer relationship can 

be obtained from increased purchases, higher balances, reduced operating costs, and  

referrals. The customer also is typically willing to pay a price premium rather than 

switching to a competitor to trade-off with familiarity, intimacy, pleasure, and feeling 

safer with the firm. 

(2)  Regarding reducing defection rate, Reichheld and 

Sasser (1990) studied the correlation between customer defections and the profits of 

over 100 firms in 24 industries, and found that reducing the customer defection rate 
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by only 5% could improve the firm’s profits by 25 to 85% (Berry, 1995, p. 237). In 

other words, whenever defection rates fall, the average customer to relationship 

lifespan increases. The reasons are that when customers cease their relationships with 

the firm, they also take current and future profits away, and provide negative word-of-

mouth comments affecting the reputation of the firm (Baron et al., 2010, p. 30). 

In conclusion, profitability tends to increase when the firm 

employs methods of retaining existing customers and reducing customer defections. 

The firm, eventually, will obtain huge benefits from customer loyalty, increased 

customer lifetime value, and long term relationships with customers. 

2)  Benefits for customers 

      (1)  Regarding receiving greater value, customers also gain 

benefits from the long term relationship with a firm by receiving values related to 

what they expect from a firm. It leads customers to remain loyal to the firm. 

Customers are more likely to be loyal when the benefits outweigh costs. Thus, a firm 

should consistently deliver values from customer’s point of view, then they benefit 

and feels like remaining in the relationship (Zeithaml, Bitner, and Gremler, 2009) 

      (2)  Regarding relational benefits, some research studies 

reveal that customers gain benefits when they remain in long term relationships with 

the firm. These benefits include confidence benefits, social benefits, and special 

treatment benefits (Chen and Hu, 2013; Gwinner, Gremler, and Bitner, 1998). 

2.2.2.4  The Components of Successful Relationship 

  Gathering, coordinating and analyzing accurate customer data are key 

successes of relationship marketing. Customer data is crucial in developing marketing 

strategies, especially relationship marketing strategies. Such strategyies requires in-

depth customer data to personalize the relationship with individual customer 

(Thompson, Ryals, Knox, and Maklan, 2000). Baron et al. (2010, p. 31) noted that 

key factors affecting successful relationships involve commitment, trust, firm’s 

customer orientation or empathy, experience and satisfaction, and communication. 

1)  Commitment – When customers commit to a firm, they tend 

to maintain a relationship with the firm and to participate in the course of activities 

provided by that firm. Also, firms and customers with strong personal relationships, 

are committed to retaining their relationships. 
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2)  Trust – Trust is established when a customer perceives the 

firm performs as the firm has promised. Customer trust can be influenced by their 

satisfaction and experience. Trust also influences the development of customer 

orientation and empathy towards the firm. When the level of trust increases in the 

mind of customers, their positive attitudes toward the firm are developed increasing 

the degree of customer orientation and empathy. 

3)  Customer orientation or empathy – This factor can increase 

the chance of developing long term relationships and revenue. The firm needs to 

encourage their staff to see situations from the customers’ point of view and perform 

customer-oriented behaviors to lessen the barriers. 

4)  Experience and satisfaction –When customers’ expectations 

meet with relationship performance, they will be satisfied. Additionally, the firm 

should provide positive experiences to customers because experience affects customer 

satisfaction. When customers are more satisfied, the relationship will last longer. 

However, Baron et al. (2010) emphasized that the firm needs to respond to customer 

need to satisfy customers successfully. 

5)  Communication – This is a vital component because it must 

be used in all relationship components, especially two-way communication for the 

two-way flow of information. Some studies found that it tends to influence the level 

of trust between the firm and customer, as well as the level of commitment. 

Hence, learning customers’ needs is essential to allow a service firm to 

gain in-depth data of individual customers, then the firm can use this valued 

information to customize its products/services and deliver to each customer through 

his/her preferred channels. The customization can strengthen a successful relationship 

built on trust, commitment, service quality, positive experience and satisfaction with 

communication. 

2.2.2.5  Stages of the Relationship 

Relationship marketing involves the development of a relationship. 

Several studies have divided the development of relationship in stages. Some studies 

consider the stages of a relationship from the degree of customer bonding, built on 

trust and interaction in customer relationships (awareness, identity, relationship, 
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community, and advocacy). Besides, some studies have divided relationship with 

customers by customer involvement or even level of customer loyalty.  

Christopher, Payne, and Ballantyne (2002) stated that the relationship 

with customers could be viewed as a ladder. The bottom rung of the ladder refers to 

the lowest level of relationship with customers, which is called prospects, and at the 

top rung, customers become partners. Therefore, the firm can tighten customer 

relationships by employing relationship marketing strategies to move relationships up 

the rungs of the ladder. 

2.2.2.6  Involving Internal Marketing 

Supportive organizational culture is required to achieve successful 

relationship marketing. Customer database is also needed to understand what 

customers really expect. The firm, therefore, needs to arrange organizational 

structures and rewards programs to encourage employees to participate and cooperate 

in this mission. In line with Berry (1995), marketing to employee is an important 

component of relationship marketing strategy to enhance employees’ skills to serve 

customers well. 

In conclusion, relationship marketing is not often advantageous. 

Perhaps some factors evoke unattractive relationships in the mind of customers. When 

a firm cannot understand the needs of customers well enough, customers may not be 

able to perceive values from those customized products/services and activities 

delivered by the firm. Moreover, the process of building and maintaining a 

relationship with a customer may cause higher costs without avail. Thus, a better way 

to implement advantageous relationship marketing is prioritizing what customers 

value most, together with thoroughly considering cost-effectiveness and the financial 

outcomes. 
 

2.2.3 Implementing Relationship Marketing 

 Relationship marketing is one of the marketing tools for retaining customers 

and is commonly used to build customer loyalty and relationships between customers 

and the firm in particular (Bolton et al., 2004), including maintaining long term 

relationships. This marketing strategy had been implemented in various types of 

businesses, from football clubs to the political context. 
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 Berry (1 9 9 5 )  outlined five strategic elements for practicing relationship 

marketing, which firstly appeared in services marketing literature in 1983. The 

strategies for customer relationship management are listed as below. 

1)  Developing a core service to build a customer relationship 

2)  Customizing the relationship to the individual customer  

3)  Augmenting the core services with extra benefits 

4)  Pricing services to encourage customer loyalty 

5)  Marketing to employees so that they, in turn, will perform well for 

customers 

 

 

 

Figure 2.10  Strategy Elements for Practicing Relationship Marketing 

Source: Summarized from Berry (1995, p. 236). 

 

 Implementing relationship marketing requires an approach for developing and 

customizing quality products and services successively, to match individual 

customers’ needs at the highest level. Consequently, customers will feel positively 

toward the firm, be satisfied, and look forward to an ongoing relationship. The 

accumulated positive experiences tend to create a more lasting customer bonding with 

the firm. 
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Figure 2.11  Concept and Outcomes of Relationship Marketing Strategy 

Source:  Conceptualized from Zeithaml et al. (2009). 

 

Relationship marketing strategy can be employed to form customers’ 

perception of products, service quality and the right prices. After customers 

accumulate these perceptions in their mind, they use them to assess all their 

experiences. Eventually customers will be likely to become loyal to the firm overall. 

Lastly, the firm will gain greater profits (Zeithaml et al., 2009, pp. 102-104). 

 

2.3 Customer Loyalty 

 

2.3.1 Definitions of Customer Loyalty 

 Many definitions abound concerning customer loyalty in the academic 

literature, and it can be defined in several aspects, such as in psychological studies, 

management strategies, marketing perspectives, and social contexts. 

 In the socio-cultural aspect, the term ‘loyalty’ is unmentioned only at the 

present time but has been for centuries. Lovelock and Wirtz (2011, p. 316) stated that 

loyalty has been used since the olden times. It has been traditionally used to describe a 

person who is whole-heartedly devoted to nation, an institution, a cause, or an 

individual. Kumar and Shah (2004, p. 318) explained further that the concept of 

loyalty was used in the ancient Roman empire for political leverage by building the 

loyalty of their army or overthrowing the emperor at that time. In the early 19th 

century, Napoleon Bonaparte, the great French commander, successfully built the 

loyalty of the soldiers under his command to maximize power and control. 
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 At present, loyalty is widely used in the business context to describe 

customers willing to advocate a firm in the long term, and recommend the firm’s 

products/services to others (Lovelock and Wirtz, 2011). Furthermore, customer 

loyalty extends to attitudes of customers including preference, favor, and likelihood of 

future patronage (Kumar and Shah, 2004, p. 319) 

 In line with Zeithaml et al. (2009, p. 552), describing customer loyalty to 

products and services in the business context signifies that customers remain loyal as 

long as they continues to use the products or services of the firm. However, in another 

perspective, customer loyalty refers to customers who demonstrate a sense of 

belonging or display commitment to the firm’s products or services. 

 Oliver (1999, p. 34) included the act of consuming to define loyalty, that is, 

“A deeply held commitment to rebuy or re-patronize a preferred product/service consistently 

in the future, thereby causing repetitive same-brand or same brand-set purchasing, despite 

situational influences and marketing efforts having the potential to cause switching behavior.” 

 Hence, it can be concluded that a loyal customer usually commits strongly to a 

firm, and remain insensitive to competitors’ offers. A loyal customer is willing to re-

purchase a preferred product/service and to re-patronize the firm over the long term, 

including recommending the firm and its products/services to others. Regarding 

customers’ attitudes, a loyal customer tends to have a high degree of favor and 

patronize the firm in the future. 

  

2.3.2 The Essence of Customer Loyalty in Academic Perspective  

   2.3.2.1  Relationships between Customer Loyalty and Satisfaction 

  In the past, both scholars and firms mostly concurred on promoting a 

high degree of customer satisfaction to encourage customers to re-patronize the firm’s 

products and services in the future. Satisfying customers may not result exactly as 

expected. Several studies have revealed that customer satisfaction is not always 

sufficient to guarantee customer loyalty, even though many studies have found that 

satisfaction affects loyalty (Pleshko and Baqer, 2008; Reichheld and Sasser, 1990; 

Shoemaker and Lewis, 1999). 
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  As a matter of fact, customer satisfaction does not equate to customer 

loyalty. Shoemaker and Lewis (1999, p. 352) identified that customer satisfaction is 

used to measure how well customers’ expectations are met by a given transaction but 

customer loyalty is used to measures how customers re-purchase and engage in 

activities.  

  Surprisingly, Pleshko and Baqer (2008) found that customer 

satisfaction showed a significant and negative relationship with customer loyalty in 

the context of retail business. One study revealed that 90% of defecting customers 

were satisfied with the firm but do not systematically buy more than unsatisfied ones 

(Heskett et al., 1997, p. 84). Thus, being satisfied customers does not mean that they 

will stay with the firm and re-purchase products and services in the future. Definately, 

the firm cannot ensure customer loyalty. 

   

 

 

Figure 2.12  The Relationship between Customer Satisfaction and Loyalty 

Source:  Heskett et al. (1997, p. 87). 

 

Nonetheless, Heskett et al. (1997) mentioned the impact of customer 

satisfaction on customer loyalty and profitability which was measured by the 

satisfaction-loyalty curve on a five-point customer satisfaction scale. It divided 

customers in three groups (see Figure 2.12), namely, apostles – these customers who 

are not only satisfied with a firm but regularly tell others about a product or service. 
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Secondly, near apostles were defined as those customers who are likely to convert 

them to be apostles. The third group is called terrorists – customers who are extremely 

dissatisfied with a product or service and tell others about the firm in a negative way. 

Hence, the firms should consider valuing the first and second group (apostles and near 

apostles) because they are invaluable resources for firms. However, dissatisfied 

customers cannot be neglected. Firms should seek proper approaches to handle 

negative impacts, which may be caused by this group of customers. 

  In conclusion, customers can be satisfied without being loyal, but 

making a customer loyal to the firm without customer satisfaction is challenging 

(Shoemaker and Lewis, 1999, p. 353). A service firm needs to delight its customers, 

in other words, the firm must aim to more than satisfy customers (Zeithaml et al., 

2009, p. 110) and exceed their expectations.  

Thus, implementing a strategy to enhance customer loyal requires 

integrated activities from all related functions. It allows the firm to understand deeply 

what customers truly need, what they perceive and commits them. As a result, the 

firm can deliver the right products and services to customers and encourage them to 

re-purchase and re-patronize firm’s products/services continuously. However, 

enhancing loyalty does not involve purchasing behavior alone, but also requires 

attitudinal aspects to achieve the firm’s profitability. 

   2.3.2.2  Behavioral and Attitudinal Loyalty Enhancement 

  Griffin and Herres (2002, pp. 4-5) argued that satisfaction cannot be 

used as a reliable predictor of repeat purchases. Customer satisfaction represents 

merely the feeling of a customer. In the past, firms attempted to gain customer 

satisfaction to influence customers’ attitudes. In fact, a satisfied customer is not 

always a purchaser. As a result, the firm, implementing the concept of customer 

loyalty, should undertake to enhance more behavioral aspects, along with attitudinal 

aspects. 

  A customer who shows behavioral loyalty to a particular product or 

service can indicate the level of relationship between attitudes and behaviors of 

customers. In general, loyal customers demonstrating the highest levels of 

commitment enjoy to re-purchase (phase of attitude) the preferred product/service. 

This represents a kind of psychological tendency, which is a prior step to the action of 
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purchase (Forgas et al., 2010). Moreover, loyal customers usually recommend their 

favorite products and services to others. The actions of purchasing and recommending 

to others are considered as performing behavioral loyalty of customers (Kumar and 

Shah, 2004; Lovelock and Wirtz, 2011; Oliver, 1999). Besides, loyal customers are 

also willing to pay a higher price for products/services that they feel highly satisfied 

and loyal to (Zeithaml, Berry, and Parasuraman, 1996). 

 Scholars in strategic management mostly refer to customer loyalty as a process 

of a business firm to build a competitive advantage and to survive. The firm needs to 

establish engagement and commitment in the minds of customers to gain 

competitiveness. Therefore, customer loyalty is a crucial driver of profitability and 

overall performance of a firm. 

 

2.3.3 Measurement and Categories of Customer Loyalty 

   2.3.3.1  Aspects of Measuring Customer Loyalty 

  To build and sustain loyalty, Kumar and Shah (2004) noted that both 

aspects of behavioral and attitudinal loyalty should be considered and managed to 

enhance true customer loyalty. 

   1)  Behavioral Loyalty – This can be observed from customers’ 

purchase behaviors of customers. Oliver (1999) argued that behavioral loyalty relates 

to repeated purchases constructed in the last phase of the cognition-affect-conation 

pattern. However, customers become loyal at each attitudinal phase, starting from a 

cognitive sense to an affective sense and then a conative manner or action orientation. 

Thus, behavioral loyalty relates to the readiness to act of purchasers on favoring one 

particular firm.  

   Related studies on behavioral loyalty found that the firms 

usually consider customer loyalty concerning the act of customers. Measuring 

customer loyalty on the act of purchase generally found in many ways depends on the 

context. These include, for instance, the proportion of purchase, the probability of 

repurchase, frequency and sequence of purchase, repeat purchase behavior, the share 

of purchase, the share of visit and share of wallet. 
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Kumar and Shah (2004, p. 318) also described that these 

measures help firms evaluate customer loyalty in behavioral aspects and some 

measures were used to reward behavioral loyalty. In other words, the more customers 

spend with the firm, the more rewards those customers earn.  

Loyalty programs in the airline business are a good example.  

The program collects behavior data of customers regarding frequency of use, amount, 

or even travel pattern, and then customers are segmented by values, and rewarded in 

various methods. The purpose is to provide privilege and encourage them to re-

patronize over time to level up their membership statuses. These include, for example, 

FSA established frequent flyer programs (FFPs) and categorized membership statuses, 

i.e., a platinum, gold, silver, and base memberships (Thai Airways, 2014). Each 

member is motivated to collect miles by traveling with the particular airline, to remain 

at the current status or to level up to a higher status. Additionally, members can 

benefit from redeeming miles to obtain rewards from airlines according to their 

statuses. 
In fact, customer loyalty cannot be measured solely from the 

behavioral aspect, especially at the present, because many other factors affect the 

repurchase decision of customers. Those factors can involve the decision-making 

process (in the mind of customers), which links with the act of customers, situation 

constraints, social norms (Dick and Basu, 1994; Watson IV et al., 2015) and 

psychological commitment to products and services (Han, Kim, and Kim, 2011). 

Furthermore, studying customer loyalty only in behavioral aspects is insufficient to 

explain the change or development of loyalty (Dick and Basu, 1994, p. 100). 

The empirical research of Reinartz and Kumar (2002, p. 5) 

studied customer loyalty programs in four different firms. The findings showed that 

the correlation between behavioral loyalty and firm’s profitability was weak and no 

evidence existed to suggest that customers who patronize a firm constantly over time 

are necessarily loyal to the firm. This implies that the consumption behavior of 

customers cannot represent true loyalty, which will be discussed in the next section of 

this dissertation. Thus, the behavioral aspect of loyalty alone is unable to predict the 

firm’s profitability. 
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   In the context of the airline business, many airlines have 

established FFPs to gain customers’ repeat purchases. Mostly, FFPs reward loyalty of 

customers by referring to the distances (miles) that customers traveled with them. In 

fact, a frequent traveler is not equal to a high spender because a frequent traveler may 

often use airline services due to cheaper promotional airfares. Consequently, the 

frequency of travel cannot truly echo the values paid by customers (fare prices). 

Hence, to better align customer value, some airlines make a tactical change to their 

policies of rewarding customer loyalty by implementing schemes based on a certain 

amount that customers spend with airlines to qualify. This way to price rewards better 

reflects the profit gained from a customer than the frequency of travel (De Boer and 

Gudmundsson, 2012, p. 20). 

   In conclusion, solely behavioral aspects cannot build 

sustainable and true customer loyalty. Airlines need to include the underlying 

attitudinal aspect in the process of loyalty building because attitudinal aspects are a 

significant driver of passenger behaviors (Shoemaker and Lewis, 1999).  

   2)  Attitudinal loyalty - This aspect is a psychological tendency 

expressed by evaluating customers with a degree of favor or disfavor (Kumar and 

Shah, 2004, p. 319).  Attitudinal loyalty refers to cognition of favoring a particular 

entity such as a firm, sales representatives, service employees or even the firm’s 

offerings (Watson IV et al., 2015, p. 793). Attitudinal loyalty is also mentioned in the 

context of the brand to indicated dimensions of brand loyalty, such as affective and 

cognitive aspects. Furthermore, attitudinal loyalty represents the dimension of 

customer commitment to the firm. However, customer commitment is hard to be 

measured by observing repeat purchase behavior alone (Kumar and Shah, 2004). 

Therefore, attitudinal loyalty is very important because it serves 

as an indicator of behavioral tendency and can be employed to drive customer 

behaviors. In other words, this enables the firm to foresee a customer’s intention to 

purchase, recommend the firm to others, and disseminate positive opinions about the 

firm through word-of-mouth. Clearly, these benefits are the consequences of 

attitudinal loyalty. 
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 2.3.3.2  Antecedents of Relative Attitude 

  As mentioned, individual relative attitudes have been related to repeat 

patronage (customer behaviors). Thus, building behavioral loyalty requires enhancing 

relative attitudes in the mind of customers first. Dick and Basu (1994) included three 

antecedents of relative attitudes in their conceptual framework of customer loyalty. 

The Three antecedents consist of: 1) cognitive sense – which is the first loyalty phase 

and derived from previous knowledge or factors associated with information,  

2) affective sense – a deeper sense of loyalty arising from factors that are associated 

with feelings related to the firm, brand, products or services, and overall evaluation of 

it. Moreover, emotions and satisfaction are also needed to form the second loyalty 

phase. Then 3) conative manner – is the third stage which develops from factors 

related to behavioral dispositions, and involves a strong intention and commitment to 

patronize repeatedly toward the firm, brand, products, or services (Han et al., 2011, 

pp. 1009-1010). 

  In fact, repeat patronage is influenced by subjective norms and 

situational factors that may reflect the strength of customer loyalty. These external 

factors may affect the consistency of the attitude-behavior relationship (Dick and 

Basu, 1994). 

2.3.3.3  Measuring the Attitudinal Phase of Loyalty 

  Han et al. (2011) studied the customer loyalty formation process, 

measured each phase of attitudinal loyalty, namely cognitive loyalty, affective loyalty, 

and conative loyalty. Each phase can be measured by the indicators described below. 

1)  Cognitive loyalty phase – This phase can be measured by 

assessing customers’ perceived value and service quality. 

2)  Affective loyalty phase – This phase can be measured by 

assessing the high/low level of positive and negative emotion and satisfaction. 

3)  Conative loyalty phase – This phase can be measured by 

assessing customers’ levels of commitment and willingness to re-patronize. 

However, this differs from the study of Bobâlcă, Gătej, and Ciobanu 

(2012), study of the direct selling business, which reported that cognitive loyalty was 

removed from the loyalty model because of the absence of validity.  
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2.3.4  Becoming Loyal Customers  

 High levels of customer loyalty cannot be established overnight or appear 

instantly but  rather from the accumulation of customers’ attitudes in a sequence (the 

cognitive, affective, conative, and behavioral stages) (Han et al., 2011; Oliver, 1999). 

Nonetheless, academic scholars have further explained the stages of becoming loyal 

customers and rewards structure, used as a mean for marketers. 

   2.3.4.1  Phases of Customer Loyalty 

  Oliver (1999) described the loyalty phase by applying the cognition-

affect-conation pattern in the consumers point of view. He states that customers can 

become loyal at each attitudinal phase and in what direction, depending on the attitude 

development structure of individuals. Theoretically, attitudes are the first element of 

customer loyalty (Watson IV et al., 2015, p. 791). Customers can become loyal in a 

cognitive sense, then in an affective sense subsequently, and later in a conative 

manner, and in a behavioral manner at last (Oliver, 1999).  

  Han et al. (2011, p. 1009), noted that loyalty comprises attitudinal and 

behavioral (action) phases. Customer loyalty develops firstly through the attitudinal 

stages (cognitive, affective, and conative) and then later stepping to the 

behavioral/action stages (see Figure 2.15). This study also indicated that different 

phases of loyalty develop sequentially rather than concurrently. Each phase of loyalty 

can be further explained as discussed below. 

  Phase 1:  Cognitive Loyalty 

  Consumers use information, received from sources, to process and 

form cognitive sense. In other words, cognition indicates pleasurable fulfillment that 

favors a particular entity (Oliver, 1999, p. 35; Watson IV et al., 2015, p. 791). 

Individuals develop cognitive loyalty by comparing between preferred products and 

alternatives based on vicarious knowledge, or from information that acknowledged, 

heard, watched or was read from other sources rather than seeking by themselves. 

This information includes offerings, prices, product attributes, service characteristics 

or recent experience (Oliver, 1999, p. 35). When consumers are initially satisfied by a 

particular entity, their attitudes are accumulated as experiences, and they begin to 

have deeper affection which pushes forward to the next loyalty phase. 
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  Phase 2: Affective Loyalty 

  At this phase, a liking or attitude toward a particular entity has arisen 

as a result of customers’ cumulative satisfaction from using the firm’s 

products/services periodically. This cumulative satisfaction evokes customer delight, 

which is the feeling or showing of great pleasure by satisfied customers. Practically, 

customers conduct a purchase because they like a particular product/service, to a 

certain extent. Han et al. (2011) explained further that affective loyalty is more deeply 

ingrained in customers’ mind than cognitive loyalty (phase 1). Apart from building 

satisfactory experiences, the firm needs to consider fulfilling customer emotional 

needs to form affective loyalty. 

  Phase 3: Conative Loyalty 

  Oliver (1999, p. 35) refers to cognitive loyalty as the behavioral 

intention stage. In this phase, loyal customers are influenced by positive affects 

toward brands/products or services repeatedly, entailing a deeper level of commitment 

and strong intention to re-patronize. However, customers may anticipate repurchasing 

or trying a particular product/service but not really conduct the purchase. 

  Phase 4: Action Loyalty 

  Action loyalty is the final stage of customer loyalty. The motivated 

intention of customers in the conative stage is transformed into readiness to act. 

Hence, the action manner in this phase can be considered as behavioral loyalty. 

Kumar and Shah (2004) stated that customer loyalty has become more meaningful 

when attitudinal loyalty converts to purchase behavior, generating financial returns to 

the firm. Loyal customers intend to overcome obstacles to achieve their actions.  True 

loyalty can be achieved at the final phase of loyalty which entails benefits for the firm  

(Han et al., 2011; Oliver, 1999). A truly loyal customer is likely to continue to 

purchase, recommend or refer particular products/brands to others, be willing to pay a 

price premium and express a preference for one firm over others (Bobâlcă et al., 2012; 

Zeithaml et al., 1996). 
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Figure 2.13  Phases of Loyalty Development and Scope of Loyalty 

Source:  Adapted from Oliver (1999) and Han et al. (2011). 

 

2.3.4.2  Scales for Measuring Customer Loyalty 

  According to notions regarding measuring loyalty, this study combined 

suitable scales to measure customer loyalty in the airline business context. The scales 

were chosen from studies in direct selling setting (Bobâlcă et al., 2012), hotel setting 

(Han et al., 2011) and a study by Watson IV et al. (2015) in various settings, and 

employed to measure both aspects of behavioral and attitudinal loyalty. 

 

Table 2.5  Summary of Suggested Scales for Measuring Customer Loyalty 

 

 

Aspects of Loyalty/Scales 

Author 
Bobâlcă 

et al. 
(2012) 

Han et al. 
(2011) 

Watson 
IV et al. 
(2015) 

A
tt

it
u

d
in

a
l 

 preferring to use/buy the product or service of the firm    

 liking the product or service of the firm more than others    

 being pleased or satisfied to buy/use the product or service of 

the firm  
   

 feeling attached/committed to the firm/brand    

 being more interested in the firm/brand (positive attitude)    

 intention to buy/use the product or service in the future    

B
eh

a
vi

o
ra

l 

 recommend the firm/brand to others    

 say positive word-of-mouth about the firm/brand to others    

 frequently use/buy and re-patronize the product or service of  
the firm 

   

 be willing to pay a price premium    

 

Source:  Bobâlcă et al. (2012), Han et al. (2011), and Watson IV et al. (2015). 

Cognitive
loyalty

• loyalty to 
information

Affective 
loyalty • loyalty to a liking

Conative 
loyalty

• loyalty to an intention

Action 
loyalty

• loyalty to action inertia 
/ with the overcoming 
obstacles

Attitudinal  phase 

of Loyalty 

Behavioral phase 

of Loyalty 
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2.3.4.3  Steps of Loyalty Consideration for Rewarding Customers 

Kumar and Shah (2004) proposed a conceptual framework for building 

and sustaining customer loyalty in both behavioral and attitudinal aspects along with 

profitability at the individual customer level. They also present a reward structure to 

be used as a means for marketing. Their study can be summarized in four steps. 

1)  Capturing customer data – This step focuses on capturing 

data involving the behavior and attitude of an individual customer in the database 

through surveys and customers’ transaction data. Then customer data is collected in 

the firm’s central data warehouse for more insight and analysis. 

2)  Building loyalty amongst all customers – As each customer 

patronizes a firm differently, the value of each customer, therefore, may differ. The 

value of customer refers to purchase behavior and profitability to the firm. Thus, 

collecting customer behavioral data from the central data warehouse is needed to 

analyze correlations between purchase behaviors and the profitability of customers. 

The results then can be used to support marketing activities, campaigns and loyalty 

reward programs (tier 1 reward) for general customers to enhance loyalty and 

encourage them to purchase behavior (behavioral loyalty). 

3)  The customer selection process – Apart from rewarding 

customers, the firm must identify high revenue potential customers and reward the 

loyalty of these potential customers at the individual customer level. By doing so, the 

firm needs to identify and select customers by considering attitudinal and behavioral 

aspects, customer profile information and customer lifetime value measure. 

4)  Sustaining loyalty for selected customers – The second and 

third steps involve determining tier 1 reward and selecting customers with 

high/medium CLV by considering the past and current purchase behaviors. The next 

step would be tier 2 rewards intended to influence customer behaviors, attitudes or 

both aspects in the future. Next, the firm can sort out these selected customers to 

analyze their needs and behaviors to design methods and programs to reward their 

loyalty exclusively. Tier 2 rewards are bonus rewards for specific purposes that 

cannot be met by the first tier. The exclusive reward program could provoke 

customers’ sense of belonging and be being specially treated (Kumar and Shah, 

2004).  
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In conclusion, adopting marketing strategies together with database 

management technologies could contribute to customer loyalty programs that are 

characterized by personalization and customization at the individual customer level 

(Kumar and Shah, 2004). Thus, a service firm can differentiate itself from competitors 

by employing this concept and the four steps of Kumar and Shah (2004) to attract 

high-value customers and retain them to stay with the firm long term. 

 

Figure 2.14  Steps of Loyalty Consideration for Rewarding Customers 

Source:  Adapted from Kumar and Shah (2004). 

 

2.3.5 Types of Customer Loyalty 

 A number of scholars have attempted to propose a loyalty index, while 

academic research on loyalty mostly focused on measurement issues. The modern 

conceptualization of customer loyalty derives from Dick and Basu (1994). They 

argued that loyalty should not be viewed as only a behavioral aspect, but rather as a 

combination of customer behaviors and attitudes (Pleshko and Baqer, 2008, p. 113). 

Dick and Basu (1994), acknowledged academic scholars, developed the concept of 

relative attitude with repeat patronage and analyzed the building blocks of the loyalty 

relationship. The study contributes more profound understanding of building true 

customer loyalty leading to attitude-behavior classification with four specific 

conditions, i.e., true loyalty, latent loyalty, spurious loyalty, and no loyalty 

The relationship between repeat purchase or patronage (the outcome of 

behavior loyalty) and relative attitude (attitudinal loyalty) is illustrated in Figure 2.15. 
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Figure 2.15  Classification of Loyalty 

Source:  Adapted from Dick and Basu (1994, p. 101). 

    

2.3.5.1  True Loyalty 

  True loyalty is the most preferred of the four conditions (Baron et al., 

2010, p. 47; Dick and Basu, 1994, p. 102). It can be achieved when the action of a 

customer expresses a high degree of behavioral loyalty. In other words, a customer re-

patronizes a particular entity (firm, brand, product, or service) very frequently. The 

high repeat patronage in this condition, is accompanied by the high relative attitude 

toward an entity. Han et al. (2011, p. 1009) suggested that accurate customer loyalty 

assessment requires measuring both behavioral and attitudinal aspects. 

Unsurprisingly, many service firms; therefore, have developed a marketing strategy, 

which enhances behavioral and attitudinal loyalty concurrently. 

2.3.5.2  Spurious Loyalty 

   Loyal customers are classified in spurious loyalty when they 

demonstrate a low level of psychological commitment to a particular product or 

brand, but a high level of repeat patronage. This means that customers may express 

their behavioral loyalty (re-purchasing or re-patronizing) short term due to social 

influence or situational effects though they still exhibit negative attitudes toward that 

product or brand, which may lead to negative word-of-mouth.  Dick and Basu (1994, 

p. 101) explained that customers perceive little differentiation among products, 

services, or brands so they decide to re-purchase by situational cues, deals or even no 

other choices. These loyal customers are regularly sensitive to better offers from 

competitors (Baron et al., 2010) and likely to switch to other brands. 
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   2.3.5.3  Latent Loyalty 

  High relative attitude with low repeat patronage is defined as latent 

loyalty. This means that customers need to re-patronize a particular product, service, 

or brand but are unable to do so because of limitations, obstacles or non-attitudinal 

influences. For example, customers have a high relative attitude toward a particular 

restaurant but its location is too far, or opening time is inconvenient, and perhaps they 

cannot afford the expense. Thus, the firm should address and eliminate those 

constraints to serve this type of loyal customers (Dick and Basu, 1994, p. 102).  
 2.3.5.4  No Loyalty 

  No loyalty refers to a low relative attitude with low repeat patronage. 

Low relative attitude arises from various causes. For instance, the firm may be not 

able to differentiate its products, services, or brands, or cannot communicate distinct 

advantages. Consequently, low relative attitude results in repeat patronage. However, 

the firm may solve the situation using marketing strategies such as promoting 

aggressively or expanding distribution channel to initially create spurious loyalty. 

  In conclusion, understanding the differences among each class of 

loyalty is needed to build true brand loyalty (Kim, Morris, and Swait, 2008). Besides, 

enhancing true customer loyalty enables the firm to attain sustainable loyalty. 

Therefore, service firms need to determine strategies that motivate its customers to 

display high behavioral loyalty, together with accumulating high relative attitudes to 

assure the occurrence of true customer loyalty. A truly loyal customer is likely to be 

less sensitive to better offers from competitors and intend to recommend a particular 

firm to friends (Baron et al., 2010).  
 

2.3.6  Benefits of True Customer Loyalty 

Building long term customer and the firm relationships can tremendously 

benefit the service firm. Developing a strong relationship enables customers to 

accumulate positive attitudes toward the firm and have willingness to re-patronize a 

firm’s products and services continuously; true loyalty is the result. Apart from that, 

customers can also benefit from being loyal to the specific firm. 
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 2.3.6.1  Benefits for the Service Firm 

 A loyal customer is likely to patronize the firm by re-purchasing its 

products and services invariably, which is good for the firm’s profits and revenue. 

This statement could be affirmed by the study of Bowen and Chen (2001). They 

found that customer loyalty and profitability positively correlated. Moreover, 

Reichheld and Sasser (1990) found that customers were more profitable over time. 

  Reichheld (1993) studied customer lifecycle profit patterns over a two-

year period covering19 product categories. He captured the most important economic 

effects of customer loyalty; the results showed the sources of increased profits of the 

firms. Additionally, base profits, were investigated and are further described below. 

1)  Per-customer Revenue Growth – Customers spending is 

likely to increase (Reichheld, 1993, p. 43) when loyal customers often increase 

purchases with higher balances over time. Most loyal customers may purchase more 

as their families expand or as they become more affluent (Lovelock and Wirtz, 2011, 

p. 338). When customers are satisfied with a product or service, they usually purchase 

a particular product or service only from a particular brand or firm. 

2)  Cost Savings – Loyal customers mostly have become 

acquainted with firms that more experienced. They are likely to have fewer needs for 

information or assistance from the firm’s employees due to their familiarity with the 

firm’s products and services (Reichheld, 1993, p. 45). It could be said that loyal 

customers are cheaper to serve compared with new customers and less sensitive to 

service failures. Accordingly, increased profits are derived by reduced operating 

costs. 

3)   Referrals – Satisfied customers tend to recommend a firm 

to others. The firm receive more profits from customer referrals, which are considered 

one of the most powerful marketing tools. The firm that can build customer referrals 

is likely to obtain more new potential customers. Apart from that, the firm can also 

benefit from saving marketing and acquisition costs. 

4)  Price premium – Loyal customers, are usually less sensitive 

to price, compared with new customers, who are likely to search for discounted prices 

or promotional prices. Long term customers are willing to pay a regular price when 

they are highly satisfied with the firm’s product and service. Particularly, when 
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Table 2.6  Summary of Benefits of Customer Loyalty and Positive Economic Effects for Service Firms 

 

Outcomes of retaining customers/customer loyalty Economic effects of customer loyalty 

1) Customers re-purchase and re-patronize continuously. 1.1)  increased revenue and cross-selling over time from  

        customers 

1.2)  increased profits (price premium/referrals/reduced  

        operating costs/ increased purchases) 

2) Customers spread positive word-of-mouth about the firm to others or 

through various media. 

2.1)  reduced marketing costs 

2.2)  reduced customer acquisition cost which is six times  

        higher than customer retention cost 

3) Customers are willing to recommend the firm to others. 3.1)  higher firm reliability 

4) Customers are willing to spend more time and stay longer with  

the firm.  

4.1)  long term competitive advantages gained  

4.2)  lowered transaction costs 

5) Customers are less sensitive to price. 5.1)  price premiums and higher prices gained 

5.2)  lowered promotion expenditure 

6) Customers are less sensitive to service failures. 6.1)  saved service recovery costs 

7) Customers are less likely to shop around. 7.1)  lowered marketing and operating costs 

8) Customers feel more confident and trust in the service provider with a 

sense of reduced anxiety and lowered perceived risk. 

8.1)  increased sales and higher perceived value 

 

9) Customers receive better quality of service, derived from customized 

services or individualized services. 

9.1)  lowered service failure and failure costs 

9.2)  service uniqueness (more difficult to imitate) and higher  

        competitiveness. 

 

Source:  Liu and Yang (2009); Lovelock and Wirtz (2011); Reichheld and Sasser (1990); Zeithaml et al. (2009).
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customers feel confident and trust a particular product and service, they are likely to 

agree to pay a higher price for promptness and more comfort. 

Therefore, emphasizing the retaining of customers could 

generate more benefits for firms than acquiring new customers because acquiring 

customers increases the cost of sales, commission fees, marketing costs (advertising 

and promotions), and miscellaneous costs to welcome new customers. These costs 

constitute a burden for the firm. (Lovelock and Wirtz, 2011). 

To conclude, customer loyalty (both behavioral and attitudinal 

aspects) entails benefits and positive effects for the firm, particularly economic and 

operational effects. A summary of benefits and effects are listed in Table 2.6. 

2.3.6.2  Benefits for Customers 

  A long term loyal customer is likely to trust and commit to the firm’s 

products and services. The reason is a loyal customer may gain relational benefits as 

an outcome of a long term firm-customer relationship. These relational benefits can 

be positive financial returns, social bonds between customers and service employees, 

being recognized, or even lower perceived risks. Because service values affect 

customer’s relational benefits, the firm needs to focus on service delivery to the right 

customers and reassure them to perceive these service values to foster customer 

loyalty. (Hennig-Thurau et al., 2002; Lovelock and Wirtz, 2011). Gwinner et al. 

(1998) examined the benefits that customers obtain from being loyal to firms. They 

noted that customer relational benefits can be categorized in three types, as described 

in detail below. 

1)  Confidence Benefits – These refer to psychological aspects 

involving the feelings of customers who are involved in a customer-firm relationship. 

Using the firm’s products or services, when customers perceive less risk of something 

going wrong (Lovelock and Wirtz, 2011, p. 342), they can trust and gain more 

confidence. Moreover, loyal customers have less anxiety and know what to expect 

from the firm. They also receive the highest level of service from the service provider. 

Gwinner et al. (1998) noted that confidence benefit is the most important of all other 

benefits.  
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2)  Social Benefits – Customers benefit from being recognized 

by service staff, being addressed by name, establishing friendships within the firm and 

enjoying the social aspects of the relationship (Lovelock and Wirtz, 2011, p. 342). 

3)  Special Treatment Benefits – These reflect economic and 

customization aspects. The customers receives special discounts, deals or better prices 

that are offered to privileged customers only, e.g., customized services, higher priority 

and faster service than most customers (Lovelock and Wirtz, 2011, p. 342). 

Notably, relational benefits mainly involve intangible aspects of the 

long term relationship. According to several empirical studies, the results have shown 

that service quality positively influences customer perceptions of relational benefits. 

Also, relational benefits influence customer loyalty directly (Chen and Hu, 2013). 

Additionally, Hennig-Thurau et al. (2002) found that confidence benefits, social 

benefits, and relationship quality (customer satisfaction and commitment) directly 

impact customer loyalty. Also, special treatment benefits directly impact customer 

word-of-mouth communication. Thus, the firm shall begin by enhancing its service 

quality to increase customers’ perceived relational benefits to establish relationship 

benefits. Consequently, the firm incurs benefits from customer loyalty in return. 

  

2.3.7  Customer Loyalty in the Airline Business 

 Airline passengers are considered the main customers using airline products 

and services. The core product is the basic market competency of the firm. In the 

airline industry perspective, the core product refers to the service of transporting 

passengers and goods from the port of origin to the destination. However, this is 

insufficient for the airline business to survive in a highly competitive market. 

Therefore, airlines endeavor to offer more than basic transport to gain competitive 

advantages (Laws, 2004, p. 104). In addition, many airlines focus on developing 

supplementary services and delivery processes to be used as augmented components 

to facilitate or enhance their core products. As a result, airlines try to distinguish 

themselves by offering more supplementary services with prominent delivery 

processes in different ways. In this manner, passengers are served differently by 

different airlines, depending on how each airline designs their service procedures and 
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how it delivers service values to their patrons. By doing so, airlines need to satisfy, 

impress and encourage their passengers to re-patronize for a longer period. 

 Additionally, customer loyalty is a vital element in forming airline strategies, 

especially in a highly competitive milieu (Forgas et al., 2010, p. 229). These strategies 

are also used to prevent risks and negative external environments that may impact 

airline operations, e.g., oil prices, insurgency, stringent regulations, and natural 

disasters. Hence, scholars believe employing the concept of customer loyalty is a 

sustainable way to fortify airline competitiveness to achieve long-run operations with 

sustainable profitability (An and Noh, 2009; Dolnicar et al., 2011; Mikulić and 

Prebežac, 2011).  

 Consequently, most airlines attempt to retain passengers by seeking products 

and enhancing services that truly respond to passengers’ needs and managing 

customer relationships to encourage satisfied passengers. Highly satisfied passengers 

tend to become long term loyal passengers when they feel more delighted over time. 

It means that loyal passengers are likely to choose the preferred airlines repeatedly 

and wholeheartedly (Dolnicar et al., 2011, p. 1020). 

 The concept of passenger loyalty has not only been adopted by FSAs but also 

LCAs. Airline managers attempt to identify service-related factors that can satisfy and 

retain passengers (Vlachos and Lin, 2014, p. 1). They also develop key determinants 

of passenger loyalty to ensure long term success (Akamavi et al., 2015, p. 529). 

 According to the reviewed related research, the most used determinants of 

passenger loyalty include: 1) passenger satisfaction, 2) price, 3) service quality and 

service performance, 4) attributes, e.g., aircraft, onboard service, punctuality, and 

schedule, 5) service failure and service recovery 6) image and reputation 7) service 

employee self-efficacy 8) perceived value, such as relational benefits and trust, and 9) 

membership programs (FFPs or point collection). 

Regarding factors affecting passenger loyalty, unsurprising, passenger 

satisfaction is the most used as a mediating factor and constitutes the uppermost 

driver of passenger loyalty in the LCA sector (Akamavi et al., 2015, p. 540).  

However, most research findings have shown that other factors also influence 

customer loyalty, for instance, service quality, value and airline tangibles. These are 

known as antecedent variables that affect both passenger satisfaction and loyalty 
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whether directly or indirectly. Furthermore, The Service Quality Model 

(SERVQUAL) is widely accepted to measure service quality of the service firm. This 

model was further developed and improved by different types of firms to fit each 

more appropriately. AIRQUAL, for example, was developed to measure service 

quality of airline passengers, comprising of seven facets, namely terminal tangibles, 

personnel, empathy, image, perceived service quality and customer satisfaction 

(Nadiri, Hussain, Haktan Ekiz, and Erdogan, 2008). Even so, some studies have 

argued that the AIRQUAL scale lacks validity (Alotaibi, 2015) and it does not seem 

to fit any quality model, unlike SERVQUAL which has been re-tested many times 

(Suki, 2014, p. 31). 

In conclusion, the key variables of passenger loyalty are presented in Table 

2.7. Table 2.8 shows research methods relating to passenger loyalty in the airline 

business.
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Table 2.7  Key Variables Used in Related Research on Customer Loyalty 
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Akamavi et al. (2015) Key determinants of passenger loyalty in 
the low-cost airline  

                 

An and Noh (2009)  Airline customer satisfaction and loyalty 
impact of in-flight service quality 

                 

Chang and Chang 

(2010) 

Does service recovery affect satisfaction 
and customer loyalty? An empirical study 
of airline services 

                 

Chen and Hu (2013) The mediating role of relational benefit 
between service quality and customer 
loyalty in airline industry  

                 

Chou (2015) An analysis of the relationship between 
service failure, service recovery and 
loyalty for low-cost carriers travelers 

                 

Dolnicar et al. (2011) Key drivers of airline loyalty                  

Forgas et al. (2010) Antecedents of airline passenger loyalty: 
Low-cost versus traditional airline 

                 

Han et al. (2014) In-flight service performance and 
passenger loyalty: A cross-national (China-
Korea) study of travelers using low-cost 
carriers 

                 

Leong, Hew, Lee, and 

Ooi (2015) 

A SEM-artificial-neural-network analysis 
of the relationships between SERVPERF, 
customer satisfaction and loyalty among 
low-cost and full-service airline 

                 

Mikulić and Prebežac 

(2011) 

What drives passenger loyalty to traditional 
and low-cost airlines? A formative partial 
least squares approach 

                 

Nadiri et al. (2008) An investigation on the factors influencing 
passengers’ loyalty in the North Cyprus 
national airline 

 

        

 

       

Vlachos and Lin 

(2014) 

Drivers of airline loyalty: evidence from 
the business travelers in China 

 
in-

flight 

                

Number of variables used 2 3 7 4 3 2 4 1 1 1 1 3 1 1 1 3 2 
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Table 2.8  Overview of Research Methods Relating to Customer Loyalty in the Airline Business  

 

Authors 

(Year) 

Country Sample Size 

 

Type of 

Airline 

Unit of analysis Data 

Collection 

Measurement  

model 

Method of 

analysis 

Findings 

Akamavi 

et al. (2015) 

UK 286 LCAs LCA passengers who 

experienced service 

failure at London-

Stansted & 

Manchester airports) 

Face-to-face 

interviews 

(filtering 

questions) and 

questionnaires 

Determinants of LCA 

passenger loyalty 

(service employee self-

efficacy, service 

recovery, passenger trust, 

price and satisfaction. 

Quantitative: 

Confirmatory 

factor analysis 

and SEM 

 

 Service employee self-

efficacy positively 

influences service recovery, 

price, and trust. It also 

diminishes bad service 

experiences. 

 Service employee self-

efficacy, service recovery, 

and trust have an impact on 

passenger satisfaction that 

is the greatest driver of 

passenger loyalty 

enhancement, not price. 

An and Noh 

(2009) 

South 

Korea 

494  

(139 from 

prestige class 

& 355 from 

economy 

class) 

FSAs Passengers of a 

leading global airline 

company based in 

South Korea using  

the North America-

Korea or Europe-

Korea routes 

Questionnaires SERVQUAL (in-flight 

service), customer 

satisfaction and loyalty 

Reliability and 

factor analyses 

Regression 

analysis 

The different factors of  

in-flight service quality that 

are important according to the 

class of services. 

 For the prestige class: 

beverages, responsiveness 

& empathy, reliability, 

assurance, presentation 

style of food, and food 

quality. 

 For the economy class: 

responsiveness & empathy, 

food quality, beverages, and 

reliability. 

The airlines’ in-flight service 

should have different delivery 

strategies based on the class 

of services. 
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Table 2.8  (continued) 

 

Authors 

(Year) 

Country Sample Size 

 

Type of 

Airline 

Unit of analysis Data 

Collection 

Measurement  

model 

Method of 

analysis 

Finding 

Chang and 

Chang (2010) 

Taiwan 257 No 

specify 

Passengers who had 

experienced service 

failure and recovery. 

Face-to-face 

interview 

(filtering) and 

qestionnaires 

The perception of justice 

in service recovery, 

recovery satisfaction, 

overall satisfaction, and 

customer loyalty 

SEM Interactional and procedural 

justice have a significant 

effect on recovery 

satisfaction. Overall 

satisfaction mediates the 

relationship between 

recovery satisfaction and 

loyalty. 

Chen and Hu 

(2013) 

Taiwan 403 No 

specify 

Airline passengers at 

the exit lobby of 

Taoyuan Int’l airport 

Questionnaires SERVQUAL and 

relational benefits 

(confidence, social, special 

treatment and respect 

benefits) 

Quantitative: 

Confirmatory 

factor analysis 

and Structural 

Model 

 Service quality has 

positive effects on 

relational benefits and 

customer loyalty in the 

airline industry. Service 

quality also affects 

customer loyalty through 

customer relational 

benefits. 

 Relational benefits 

directly influence 

customer loyalty. 

Chou (2015) Taiwan 286 LCAs Passengers who had 

experienced service 

failure and recovery 

with LCAs at the 

departure hall of 

Taiwan Taoyuan Int’l 

Airport. 

Questionnaires Mediating effects of 

service recovery between 

service failure and loyalty 

through travelers’ 

perceived satisfaction. 

Quantitative: 

Factor analysis 

and SEM 

 Service recovery has a 

positive effect on attitude 

and behavior loyalty. 

 Service failure has a 

positive effect on service 

recovery. 

 Apology and 

compensation have only a 

partial mediating effect 

between delivery failure, 

and attitude loyalty and 

behavior loyalty. 
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Table 2.8  (continued) 

 

Authors 

(Year) 

Country Sample Size 

 
Type of 

Airline 

Unit of analysis Data 

Collection 

Measurement  

model 

Method of 

analysis 

Finding 

Dolnicar et al. 

(2011) 

Central 

Europe 

687 FSAs 

(flag) 

A national carrier 

passengers traveled 

within Central and 

Eastern Europe to 

destinations in the 

Middle East and 

intercontinental flights 

between Europe and 

North America 

Questionnaires  Behavioral loyalty 

with the airline, 

customer satisfaction 

with the airline, 

customer perceptions, 

criteria that 

consumers use to 

make airline choices 

and FFPs 

Linear 

regression 

 Frequent flyer membership, price, 

the status of being a national carrier 

& the reputation of the airline as 

perceived by friends are the 

variables which best discriminate 

between travelers loyal to the 

airline and those who are not. 

 Loyalty program plays a key role 

for business travelers whereas 

airline loyalty of leisure travelers is 

difficult to trace back to a single 

factor. 

 Factors of satisfaction did not 

emerge as drivers of behavioral 

loyalty. 

Forgas et al. 

(2010) 

Spain 1,700 LCAs 

&  

FSAs 

Passengers of Iberia, 

British Airways, and 

EasyJet  (Barcelona-

London), aged over 18 

years and had traveled 

with the airline at least 

three times at El Prat 

Airport   

Questionnaires Perceived value 

(GLOVAL scale), 

satisfaction, trust and 

loyalty (affective 

loyalty and conative 

loyalty) 

Quantitative

: SEM, Path 

analysis 

 The principal antecedent of 

conative loyalty is affective loyal. 

 Trust is a more important factor in 

LCAs than in FSAs. 

 The main antecedents of affective 

loyalty are satisfaction and trust 

Han et al. 

(2014) 

South 

Korea 

346 LCAs Chinese and Korean 

passengers who 

traveled on 

international flights of 

a LCA between 

Busan-Qingdao  

Questionnaires Perceived in-flight 

core service 

performance, 

perceived in-flight 

encounter service 

performance, 

perceived value, 

customer satisfaction, 

trust in airline and 

loyalty to the airline 

Quantitative

: Factor 

analysis and 

SEM 

 The inflight encounter-service 

performance was essential, & 

value, satisfaction, and trust had a 

significant mediating impact on 

passenger loyalty. 

 Service performances, value, and 

satisfaction significantly differed 

across Chinese and Korean 

passenger groups. 



 

7
8
 

Table 2.8  (continued) 

 

Authors 

(Year) 

Country Sample Size 

 
Type of 

Airline 

Unit of analysis Data 

Collection 

Measurement  

model 

Method of 

analysis 

Finding 

Leong et al. 

(2015) 

Malaysia 300 LCAs 

& 

FSAs 

Passengers at Kuala 

Lumpur Int’l Airport 

Questionnaires SERVPERF Quantitative

: SEM-

artificial-

neural-

network 

analysis 

 SERVPERF dimensions 

significantly influence customer 

satisfaction (CS) towards customer 

loyalty (CL) among FSAs & LCAs 

in Malaysian Airlines. 

 Tangible, reliability & 

responsiveness have a direct, 

significant and positive impact on 

CS and indirectly impact on CL. 

 Assurance & empathy have no direct 

and significant impact on CS & no 

indirect significant impact on CL. 

Mikulić and 

Prebežac 

(2011) 

Croatia 986 / 30 LCAs 

& 

 FSAs 

Croatian citizens 

traveling to Germany 

(Croatia Airlines, 

Lufthansa, and 

German Wings) 

Individual 

interviews and 

questionnaires 

A multi-level 

formative partial least 

squares (PLS) 

approach to airline 

passenger loyalty. 

Qualitative: 

content 

analysis 

 

Quantitative

: 

Structural 

Model 

 Image of airline strongly impacts 

customer loyalty for both passenger 

segments (traditional and LCAs). 

 Traditional airlines passenger 

perceptions of airline service quality 

have a stronger impact on image 

than price perception. 

 The introduction of the convenient 

ticket by LCAs (meal, seat 

reservations or pieces of baggage) 

has been one strategy by LCAs to 

make their services more appealing 

to TA passengers. 

 The rise of loyalty programs in 

LCAs may be seen as a strategy to 

tie-in traditional airline passengers 

who have used LCAs. 
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Table 2.8  (continued) 

 

Authors 

(Year) 

Country Sample Size 

 

Type of 

Airline 

Unit of analysis Data 

Collection 

Measurement  

model 

Method of 

analysis 

Finding 

Nadiri et al. 

(2008) 

North 

Cyprus 

583 FSAs  

(flag) 

National airline 

company 

passengers  

Questionnaires AIRQUAL (airline 

tangible, terminal 

tangible, personnel, 

empathy, image, 

customer satisfaction, 

repurchase intention, 

word-of- mouth 

communication 

Quantitative: 

Descriptive,  

t-test, one-way 

ANOVA, 

correlations, 

Path analysis 

Airline tangibles are the most 

significant to affect customer 

satisfaction and repurchase 

intention and customer 

satisfaction is positively related to 

repurchase and word-of-mouth 

intentions. 

Vlachos and 

Lin (2014) 

China 462 FSAs Chinese 

passengers who 

traveled for 

business purposes 

in domestic flights 

of 10 major 

Chinese airlines 

Questionnaires 

(via web-link) 

Predictor variables: 

safety, punctuality, 

aircraft (operational 

factors), the frequency 

of flights, schedule, 

FFPs, ticket price, 

reputation (competitive 

factors), in-flight food 

& drink, inflight 

service (attractive 

factors) 

Qualitative: 

In-depth 

interviews 

Quantitative: 

Pearson 

Correlation and 

Hierarchical 

regression 

analysis 

 Reputation, in-flight service, FFP, 

and aircraft have the greatest 

influence in driving airline 

loyalty. 
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2.4 Employee Loyalty 

Employee is a crucial driver of any business firm. Also, the performance of 

employees greatly influences the survival of the firm, particularly the service firm. A 

service firm usually relies on service employees’ face-to-face interactions with 

customers or through other media, e.g., telephone, website, postal mail, e-mail or 

application. In other words, the level of customer-perceived value certainly depends 

on the quality of service delivery of employee. Thus, service employees serve a key 

role in the service firm.  

Many firms misunderstand that, budgeting in human resources is costly. As a 

result, employee turnover rates of these firms are high. In fact, retaining employees 

can help to retain customers because a long term employee usually serves customers 

better and is less likely to resign (Reichheld, 1993, p. 68). When the employee 

turnover rate decreases, the service firm could receive huge benefits from increased 

employee productivity or output (service value) and increased customer satisfaction 

(Heskett and Schlesinger, 1994, p. 167). Accordingly, the concept of employee 

retention is crucial for high contact service businesses. 

 Ineson, Benke, and László (2013) studied employee loyalty in the 

Hungarian hotel business. They noted that any firm with a high employee turnover 

rate, appeared to lack employee loyalty. The finding resulted from a lack of job 

satisfaction, poor working conditions, low compensation, and inadequate benefits. 

 In this regard, building employee loyalty was; therefore, necessary for 

the firm because employee loyalty may directly impact employee capability to deliver 

high quality services and directly impacts firm’s profitability. Especially, service 

firms mostly rely on capable employees to interact with customers effectively and 

efficiently. 

 

2.4.1  Definitions of Employee Loyalty and Its Aspects 

 Employee loyalty is a concept to enhance employees’ capabilities to be able to 

perform their jobs happily with a great effort, leading to feelings of trust in their 

employers and a desire to work with the firm for a longer period of time. Therefore, 

employee loyalty is an important mean allowing the firm to retain its human 
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resources. Then employees can develop their skills and capabilities to enhance their 

efficacies, achieving the firm’s goals, responding to customers’ needs, and ultimately 

to increase the firm’s financial performance. 

 Yee et al. (2010, p. 113) defined employee loyalty as employees’ feelings of 

attachment to their employing organization. This definition reflects an aspect of 

attitudinal loyalty among employee.  

 However, Eskildsen and Nussler (2000, p. 582) argued that employee loyalty 

is a more action-oriented concept. The argument sounds more objective because it 

involves managing human resources that deals with employee behaviors. Employees 

generally demonstrate through loyalty through job performance, which are clearly 

visible and able to be evaluated regardless of job responsibility or whether the 

employee intends to find a new job or not. 

 Accordingly, employee loyalty can be viewed from both aspects of service 

employees’ behaviors and attitudes. In academics and practice for managing true 

loyalty of employees, scholars and managers should evaluate behavioral loyalty 

together with the attitudinal loyalty of employees to obtain more reliable and accurate 

outcomes. 

 

2.4.2  Employee Loyalty and Service Quality 

 Loyal employees are likely to demonstrate loyalty to their employer by 

working hard and striving to provide excellent services to customers. Some studies 

support this concept. Their results revealed that employee loyalty was positively 

correlated with high service quality (Loveman, 1998; Yee et al., 2010). Moreover, the 

findings also confirmed that employee loyalty was an important determinant of the 

firm profitability (Heskett et al., 1997; Reichheld, 1993; Yee, Yeung, and Cheng, 

2011) including improvement in the service industry (Loveman, 1998). 

 A customer typically perceives a higher level of service quality from higher 

experienced service employees. These employees have been working with the firm for 

a long period. Therefore, they are more likely to know how to work and tend to 

understand customers’ needs more profoundly. The intimacy between a customer and 

long term employee generates interrelationships, including cultivating a bond of trust 

in the mind of customers and expectations toward the service firm (Reichheld, 1993). 
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2.4.3 The Components of Employee Loyalty 

 Much academic research has conducted empirical studies concerning the 

influences of employee loyalty toward service quality and the firm profitability. Yee 

et al. (2011) studied such an issue using psychological measures. The finding 

reflected the feeling of service employees toward their employing organizations. 

Thus, the attitudinal loyalty of employees can be assessed by using psychological 

measures that include those listed below. 

1) intention of absenteeism 

2) intention to stay 

3) willingness to perform extra work 

4) the sense of belonging 

5) willingness to take up more responsibility 

Mc Carthy (1997 cited in Yee et al., 2010, p. 113) indicated that these scales 

can be employed to measure the feelings of individual service employees or 

psychological aspects. The results could indicate only the tendency of behavior.   

 Regarding the aspect of behavioral loyalty of employees, Moorman and 

Blakely (1995) studied the organizational citizenship behaviors (OCB) of employees 

in financial services firms. One of the dimensions describing citizenship behaviors, 

so-called loyal boosterish, was included and was assessed using self-reports and five 

items used to measure loyal boosterism of employees. The five items are described 

below. 

1)  Defending the organization when other employees criticize it 

2)  Encouraging friends and family to use the organization’s products 

3)  Defending the organization when outsiders criticize it 

4)  Showing pride when representing the organization in public 

5)  Actively promoting the organization’s products and services to 

potential users 

Niehoff, Moorman, Blakely, and Fuller (2001) studied employee loyalty in a 

downsized and restructured firm. Loyal boosterism was involved in defining the 

employee loyalty regarding active behaviors. The behavioral loyalty of employees 

was measured by their supervisors. The five items from the study of Moorman and 

Blakely (1995) were employed. However, this study excluded item number two 



 83 

(encouraging friends and family to use the organization’s products). Instead two new 

items were included to ensure appropriateness of the context. Those two new items 

were emphasizing the positive aspects of working for the organization to people 

outside the organization, and never publicly complaining about changes in the 

organization (Niehoff et al., 2001, pp. 101-102). 

For this study, items to measure behavioral loyalty of employees from the two 

studies were used to ensure comprehensiveness. Item 2 and 5 were merged due to the 

similar content concerning the service context. 

Table 2.9 presents a summary of the characteristics of loyal employees using 

both aspects (behavioral and attitudinal loyalty). These components were used later to 

determine the conceptual research framework of this study. 

 

Table 2.9  Characteristics of Loyal Employee Used in this Dissertation 
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1) Intention of absenteeism attitudinal    

2) Intention to stay attitudinal    

3) Willingness to perform extra work attitudinal    

4) Sense of belonging  attitudinal    

5) Willingness to take up more responsibility  attitudinal    

6) Defending the organization when other employees 

criticize it 
behavioral    

7) Defending the organization when outsiders 

criticize it. 
behavioral    

8) Showing pride when representing the organization 

in public 
behavioral    

9) Actively promoting and encouraging the 

organization’s products and services to others. 
behavioral    

10) Emphasizing the positive aspects of working for 

the organization to people outside the organization  
behavioral    

11) Never publicly complaining about changes in  

the organization 
behavioral    

 

Source:  Moorman and Blakely (1995); Niehoff et al. (2001); and Yee et al. (2011). 
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2.5 The Service Profit Chain 

The service profit chain was evolved by James Heskett and his researchers 

from Harvard Business School in the nineties. It constitutes a theoretical concept of 

business management that shows how marketing, operations, human resources, and IT 

are integrated in high-performance service firms (Wirtz and Lovelock, 2018, p. 25). 

The service profit chain hypothesizes that profit (in a profit firm) or other measures of 

success (in the case of a non-profit firm) results from loyal customers generated by 

customer satisfaction. Service value delivered to customers creates customer 

satisfaction. The greatest portion of value stems from service employee loyalty and 

satisfaction, which is directly related to the internal quality or value created by a firm 

for its employees (Evans, 2015; Heskett and Schlesinger, 1994, p. 100).  

Moreover, the service profit chain is a conceptual framework that 

demonstrates strong and direct relationship among employees, customer outcomes 

and financial performance of service organizations, linked as a chain. The main idea 

is when service firms put employees and customers first, a major change occurs in the 

way they manage and measure success (Wirtz and Lovelock, 2018, p. 25). In other 

words, employee loyalty and customer loyalty are key drivers of profitability and 

revenue growth (Evans, 2015; Loveman, 1998). These relationships are delineated in 

a straight line as shown in the following figure. 

 

  Internal      External 

 

 

 

 

 

 

 

Figure 2.16  Sequences of Relationships of the Service Profit Chain. 
Source:  Adapted from Loveman (1998, p. 19). 
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growth. These factors involve the roles of employees internally to the firm, the way in 

which services are delivered and the targeting of marketing to customers’ needs. 

This theoretical concept can help to enhance loyalty among employees and 

customers that will lead to improved financial performance of a firm. Therefore, many 

service firms, such as hotels, hospitals, and airlines, have adopted the service profit 

chain to use as an approach to improve their operational efficiencies (Yee et al., 

2011). 

 

 

Figure 2.17  Service Profit Chain 

Source:  Heskett et al. (1997, p. 19). 

 

Figure 2.17 demonstrates the notion of the service profit chain, presented by 

Heskett et al. (1997). It could be further explained that the financial performance of a 

firm results from loyal customers who are highly satisfied with the value of services 

mainly delivered through service employees. A degree of service quality counts on 

loyalty and productivity of employees. In addition, employees’ capabilities depend on 

whether they are satisfied with their jobs or not. In this regard, employee satisfaction 
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can be developed by considering three components of the firm’s internal operations as 

described below.  

1)  Internal service quality – This factor can be achieved from 

the proper environment maintained in employees’ workplaces. 

2)  Operation management – This component can help a firm to 

foster performance of their employees to achieve high employee productivity and 

capable of delivering service values in line with customers’ needs. 

3)  Human resource management – This aspect includes 

employee recruitment, training for knowledge, specified skills, and positive attitudes 

toward the firm and oneself to increase employees’ capabilities and able to provide 

prominent services to customers (Heskett et al., 1997; Loveman, 1998) 

 

2.5.1 Managing the Internal Process (Employee) 

As demonstrated in the model of the service profit chain, the internal process 

involves implementing the firm’s operating strategy and service delivery system 

(Heskett and Schlesinger, 1994). Its purpose is to maximize satisfaction, loyalty, 

productivity, service quality, and capability of service employees. In this manner, 

service employees will be able to deliver services at a high level of quality (Loveman, 

1998, p. 19). Hence, it would be essential for a service firm to strengthen the loop of 

internal quality by involving the following manners. 

1) Designing the Workplace 

2) Designing the Job and Decision-Making Latitude 

3) Selecting and Developing 

4) Rewarding and Recognizing Employees 

5) Providing Information and Communication 

6) Providing Adequate Tools for Serving Customers 

When a firm succeeds in internal quality management, its service employees 

are likely to be able to deliver valued services to customers. As a result, customers 

can perceive higher service quality. Meanwhile, a firm can improve its quality and 

efficiency, including producing a higher quality of services at lower costs. 
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2.5.2  Managing the External Process (Customers) 

The external process refers to managing customers to make them perceive the 

firm’s attractive values. Customers will be satisfied when a service firm designs 

service procedures and delivery processes that match customers’ needs. Moreover, 

when customers experience consistent and steady services successively and have a 

high degree of satisfaction, customers are likely to remain loyal. As a result, loyal 

customers will generate lifetime values for the firm. Hence, the outcomes from this 

external process include the repeat business of customers, customer referrals, and 

customer retention. 

Eventually, loyal customers will reinforce the firm’s competitiveness and 

profitability. As reported by Reichheld and Sasser (1990), customer loyalty is an 

important determinant of profit. In their study, they estimated that a 5% point increase 

in customer loyalty could produce profit increases from 25 to 85% (Heskett et al., 

1997, p. 21). To conclude, loyal customers will reward the firm by availing the firm 

for continuous revenue growth in return, including the processes of the whole chain. 

Additionally, service quality of employees could be enhanced and improved 

successively. 

 

2.5.3 The Service Profit Chain and its Outcomes in Different Contexts 

A number of studies applied the concept of the service profit chain to study the 

correlations of various factors which have revealed differing findings. Yee et al. 

(2011, p. 237) stated that some studies found the positive correlation between 

customer satisfaction and customer loyalty. Some studies have demonstrated that 

higher employee satisfaction leads to higher customer satisfaction. However, some 

studies reported the link between customer satisfaction and customer loyalty, as well 

as employee satisfaction and customer satisfaction were insignificant. Further, small 

service firms with a high contact environment of service can enhance employees’ 

capability to deliver high quality services to customers including influencing customer 

purchase and sales performance.  

The US LCA, like JetBlue Airways, provides one of the best practices of 

internal environment development. JetBlue is proficient at structuring their marketing, 

operations and human resources to leverage revenue enhancement and profitability 
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through the service profit chain (Dodds, 2007, p. 37) resulting from loyal and 

productive employees. Consequently, JetBlue was ranked number one in the US 

overall airline satisfaction index score for six consecutive years (2012 to 2017) 

(American Customer Satisfaction Index, 2018). JetBlue invested in employees by 

implementing several activities such as designing the workplace to develop and 

promote operating strategies and service delivery systems. By doing so, their 

employees became satisfied and committed to the airline and were able to produce a 

quality services at reduced costs (Dodds, 2007). 

Hence, the JetBlue’s approach is one of many examples in the airline business 

that illustrates the effective outcomes of internal process implementation of the LCA 

business through the service profit chain of Heskett and Schlesinger (1994). 

 

2.6 The Concept of Customer Orientation 

Customer orientation is a core element of the marketing concept and is crucial 

in conducting effective relationship marketing (Hennig-Thurau and Thurau, 2003; 

Jaworski and Kohli, 1993; Kim and Ok, 2010; and Kotler, 1972). Few studies have 

been conducted on customer orientation and service provision in the hospitality and 

tourism industry. Most research mainly focused on concepts within the context of 

retailing, manufacturing, and financial service firms. More importantly, much less 

attention has been given to the study of front-line employees’ customer orientation 

(Teng and Barrows, 2009, p. 1414). Some research also studied the connection 

between customer orientation and the attitudes and behaviors of employees is minimal 

(Gil Saura et al., 2005, p. 498). 

Customer orientation has been widely acknowledged as the determinant of 

service marketing and the firm success (Brady and Cronin, 2001; Parasuraman, 1987). 

Many research findings have confirmed that firms employing these concepts, are 

more likely to attain quality executions. Also, availing customers to establish 

satisfaction from service quality and perceived value can impel firms to achieve their 

goals more efficiently and more effectively than competitors. Thus, customer 

orientation plays a major role in service development and provides numerous 

advantageous for service firms in particular (Gil Saura et al., 2005). 
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Accordingly, service firms should firstly emphasize customers’ perspectives 

and put customers at the center of their strategic focus (Nwankwo, 1995; Saxe and 

Weitz, 1982). Every function within a firm shall aim to respond to customers’ needs. 

They should attempt to understand behaviors and attitudes of customers to establish a 

qualified service provider willing to devote time and put effort to make customer fully 

satisfied (Kelley, 1992). This method is considered a marketing tactic to help the 

service firms respond to particular customers’ needs, and develop long term 

relationships that benefit the firm and its customers. These include perceived service 

values, customer satisfaction, customer loyalty, saving customer acquisition costs, 

lowering marketing costs, leading to the firm’s long term financial performance. 

Therefore, customer orientation involves an internal process of a service firm, 

aiming to create high-quality services that match customers’ needs. Apart from the 

firm’s perspective, the concept of customer orientation also offers benefits to 

customers. Customers generally take delivery of service value that truly matches their 

needs, especially those in line with the service profit chain, indicating that service 

value may be likened to finished goods that are ready to deliver to customers. 

 

2.6.1  Definitions of Customer Orientation 

Over the past several decades, an interest has developed in the concept of 

customer orientation extensively in marketing academia and among marketers. In 

much academic research, the term, ‘customer orientation’ has been recognized by 

other terms using different theoretical perspectives, namely market-oriented or 

market-driven, customer-focused and service orientation. 

The specific terms mentioned above are likely to be considered synonymous 

(Brady and Cronin, 2001, p. 241) and can be used interchangeably (Teng and 

Barrows, 2009, p. 1430). Research has used many specific terms but mostly found 

them based on the same focus. The terms were used to describe a type of 

organizational focus across departments (Gil Saura et al., 2005; Jaworski and Kohli, 

1993), where customer needs are the center to form company strategies.  

 Nonetheless, it could be argued that each specific term has different 

perspectives — especially within the scope of a study or unit of analysis. The term 

called ‘market orientation’ has been used to examine both perspectives of employees 
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and customers including the market environment. The term ‘service orientation,’ is 

typically found in studies that focus on the relationships between the service providers 

and customers by considering sets of attitudes and behaviors of service employees. 

 Furthermore, Jaworski and Kohli (1993) indicated that market orientation and 

customer orientation are used to explain how the marketing concept is implemented. 

They are acknowledged in the area of the market-oriented organization (at both firm 

and employee levels). The researchers attempted to answer the question, why are 

some firms more market-oriented than others? They also referred to market 

orientation as a composed of sets of activities including generating market 

intelligence throughout the firm relating to customer needs, disseminating the 

intelligence across departments and responding to it throughout the firm (Jaworski 

and Kohli, 1993, p. 54). Hence, every department can develop and implement plans to 

meet customer needs in the same direction and share common goals. 

 Saxe and Weitz (1982) refer to customer orientation as a practice of the 

marketing concept at the individual level meaning the firm’s employees who are 

responsible for interacting with customers. A customer-oriented employee is likely to 

try to help customers making purchase decisions that will satisfy customer needs 

(Saxe and Weitz, 1982, p. 344). 

 

2.6.2  Benefits of Customer Orientation 

 A customer-oriented firm usually emphasizes responsiveness to customer 

needs by participating across departments. Customer orientation does not merely 

benefit the firm but also its customers. 

   2.6.2.1  Benefits for Customers 

Customers are likely to gain benefits from services, designed by the 

customer-oriented firm. These services are usually delivered by service employees. 

Some instances of benefits for customers are detailed below. 

1)  Being satisfied and delightful with a firm’s product/service 

2)  Receiving service values that meet their needs (Brady and 

Cronin, 2001; Hennig-Thurau and Thurau, 2003) 

3)  Earning financial and non-financial rewards from the firm 

(Dean, 2007, p. 164) 
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4)  Saving financial cost and time 

5)  Lowering perceived risks from the perception of reliability 

and assurance toward the service firm 

 2.6.2.2  Benefits for Customer Oriented Firms - Instances of benefits 

for the firm are described below. 

1)  Capability to outperform competitors in the aspect of 

service provision and gaining more competitive advantages (Donavan and Hocutt, 

2001; Nwankwo, 1995) 

2)  Enabling to acquire in-depth and important customer 

information for designing and implementing a marketing strategy that matches 

customer behaviors and attitudes including attaining results that customers’ desires 

3)  Gaining enhanced quality of products and services and 

higher customers’ perceived service quality 

4)  Having an improved physical environment for better overall 

services (such as servicescape) 

5)  Increasing firm values derived from customer oriented-

employees by gaining satisfied and committed employees (Donavan and Hocutt, 

2001, p. 301); as a result, customers will become more satisfied, 

6)  Having better efficacy and performance of employees 

7)  Employees become more committed to service firms 

(Jaworski and Kohli, 1993),  

8)  Enhancing employees’ positive attitudes leading to better 

service performance (behavior) and a higher ability to deliver quality service to 

customers (Beatson et al., 2008) 

9)  Having higher efficiency and sale performance including 

healthier firm turnover and profitability (Brown et al., 2002; Kim and Ok, 2010; 

Nwankwo, 1995), and 

10)  Stronger long term relationships between the service firm 

and its customers (Homburg et al., 2002) 

 

 

 



 92 

2.6.3  Customer Orientation of Service Employees 

Most service businesses typically create relationships along with providing 

best services for customers. Managers intend to enhance their employees’ capabilities 

using various methods including processes of employee selection, training, 

performance assessment, and recognition and rewards. Noticeably, these methods are 

considered as internal processes managed by the firm, particularly service firms, to 

develop their human resources. It could also be said that the internal process within a 

service firm is for creating service employees’ customer orientation.  

A service employee comprises personnel with a crucial role in the service 

delivery process, and being considered as frontline personnel who are more likely to 

interact face-to-face with customers. The customer orientation of service employee 

(COSE); hence, is essential for service provision and customer evaluations of the 

service (Daniel and Darby, 1997, p. 132). They can aid the firm to gather customer 

feedback and submit this valuable information to executives and functions concerned 

to use customer feedback to plan, implement, and improve other strategies or tasks. 

Thus, COSE is an essential attribute of individual frontline employees in any service 

firm. 

   2.6.3.1  Definitions of COSE 

  Hennig-Thurau (2004) defines COSE as the employees’ behaviors 

involving person-to-person interactions to satisfy customer needs. In addition to the 

aspect of employees’ behaviors, COSE is also associated with the attitudes of the 

employee to identify the circumstances and needs of customers first, and afterward, 

taking action to satisfy those needs (Daniel and Darby, 1997, p. 132; Kim and Ok, 

2010, p. 36). 

   2.6.3.2  Level of COSE 

  Academic research on building COSE was found in several aspects and 

at different levels. Kim and Ok (2010) and Teng and Barrows (2009) noted that the 

scope of COSE mostly was defined and studied in two levels. 

1)  Firm-level or organizational-level – These levels regard the 

implication of practicing customer orientation. Firm-level customer orientation refers 

to parameters of internal organizational arrangements to establish a basic set firm 

activities proposed to support behaviors of service employees that create service 
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excellence to deliver to customers (Homburg et al., 2002, p. 87; Teng and Barrows, 

2009, p. 1417). Besides, those activities intend to fulfill the needs of existing and 

potential customers, an important element of the firm’s marketing strategy  (Homburg 

et al., 2002, p. 87). 

Studies regarding the relationship between customer orientation and 

organizational arrangement mostly are conceptualized regarding organizational 

characteristics such as the firm structure, organizational climate and culture which 

involve the firm’s policies, practices, and procedures (Teng and Barrows, 2009). 

 2) Individual-level – Regards service employee performance, 

customer-oriented employees mostly emphasize building relationships with customers 

and aspiring to form long term relationships with customers, instead of serving 

employee’s short term benefits (Kim and Ok, 2010). These include making customer 

impressed, satisfied and able to perceive service quality. 

 

 

 

Figure 2.18  Typology and Levels of Customer Orientation 
Source:  Adapted from Homburg et al. (2002) and Teng and Barrows (2009). 

 

2.6.4  Models of COSE  

 A number of research studies have attempted to study how to measure COSE. 

The findings showed that COSE is considered an intermediary factor leading to 

different outcomes such as customer satisfaction, customer commitment and customer 

retention. Additionally, COSE was used in a variety of contexts and various types of 

service firms. However, the studies that employed COSE as an intermediary factor in 

their models were have been collected and are described below. 
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   2.6.4.1  COSE and Organizational Socialization 

  Kelley (1992) proposed a conceptual framework considering the 

relationship among COSE, perceived level of organizational socialization and its 

selected socialization outcomes (1992, p. 27). He was among the first researchers to 

study the construct of COSE (Hennig-Thurau, 2004, p. 461). Kelley (1992) explained 

that organizational socialization is the process of a firm that leads employees to gain 

appreciation for the values of a firm, to develop the abilities required to function 

within a firm, to understand what the firm expects of them in their roles within the 

firm and to learn the compulsory knowledge for interacting with other employees. 

  The study noted that customer orientation is an important indicator of 

performance for service employees and firms including identifying the outcomes of 

the firm’s socialization to enhance customer-oriented service employees (Kelley, 

1992). The results showed that customer orientation, exhibited by service employees, 

impacted customer satisfaction and the quality and duration of the firm-customer 

relationship. This approach can be applied to assess both firms and employees. This 

model included the perceptions of three core determinants that are described below. 

1)  Organizational climate for services – This involves a set of 

descriptive characteristics regarding service delivery and service quality that 

differentiate a firm from other firms and influence individual employees’ behaviors 

that form the organizational climate (Kelley, Skinner, and Donnelly Jr, 1992). 

Schneider, White, and Paul (1998) defined climate for services as employees’ 

perceptions of the practices, procedures and behaviors that are rewarded, supported 

and expected concerning customer service and customer service quality. Kelley et al. 

(1992) noted that the interaction, between individuals within a firm is required for 

each employee to understand the roles to be performed. However, the climate of a 

firm differs from organizational culture. Organizational climate refers to the 

perceptions of individuals linked to thoughts, feelings, and behaviors of the firm 

members (Denison, 1996, p. 644). Nonetheless, organizational culture depicts an 

overview of the whole firm which concerns a shared set of assumptions about the 

functioning of a firm (Kelley, 1992, p. 29) including the values and beliefs held by its 

members (Denison, 1996, p. 624). 
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Considering firm-level customer orientation, Beatson et al. 

(2008, p. 169) stated that a firm that regularly prioritizes practices toward services and 

customers emphasizes those practices that imply that the firm exhibits a commitment 

to services and strives to deliver appropriate services meeting customer’s needs 

enthusiastically. It could be considered that the practices of a firm are conducted 

within the notion of organizational climate. 

2)  The motivational direction of employees – Kelley et al. 

(1992) summarized that motivational direction is recognized as an outcome of the 

firm’s socialization process. Motivational direction refers to the accuracy of role 

perception. Kelley (1992, p. 29) further explained that motivational direction 

highlights the appropriateness of the activities into which that effort is directed and 

maintained. Furthermore, when a firm establishes specific activities which are to be 

followed by service employees, this allows their service employees to perceive the 

firm’s climate for services and better understand what the firm expects from them, 

regarding performing their tasks in the appropriate direction.  

3)  Organizational commitment of service employee – When 

employees are highly committed to the firm, they are likely to strongly believe in the 

goal and values of the firm. As a result, those employees are willing to show great 

effort on behalf of the firm. More importantly, they intend to maintain the status of 

long term firm membership. These are caused by the firm’s socialization process that 

allows employees to deeply realize the firm’s direction. 

  The study also pointed out that outcomes of socialization could be 

classified in two aspects; affective outcomes and behavioral outcomes. In this regard,  

the perceptions toward the firm’s climate for services, motivation, and commitment 

are considered as affective outcomes while the degree of COSE is considered as the 

behavioral outcome. 

  The finding revealed that the employees’ perceptions of climate for 

services, motivational direction, and organizational commitment are positively related 

to customer orientation, and the relationship between motivational effort and 

customer orientation is not significant. 
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  2.6.4.2  COSE Dimensions and Consequences. 

  Hennig-Thurau (2004) proposed a model of COSE dimensions and 

consequences. He suggested that all four dimensions are necessary to enable 

employees to perform in a customer-oriented manner (2004, p. 463). The model is 

typically used to measure service employees’ customer orientation to clarify 

understanding. This study suggested that COSE can be measured using four 

dimensions. 

1)  Employee’s technical skills – This refer to the knowledge 

and specific skills that service employees must have to interact with customers. These 

skills are indispensable to fulfill customer needs because job characteristics of service 

employees require technical skills to respond to customers more than having only 

general knowledge.  

2)  Employee’s social skills – This refer to the abilities of 

service employees to understand what customers perceive, think, and feel. These 

abilities encourage employees to be able to understand customers ‘needs and are 

developed in service delivery processes that match those needs. However, Hennig-

Thurau (2004, p. 463) indicated that was is not necessary that service employees 

exhibiting a high level of social skills must have a high level of technical skills or 

knowledge to behave in a customer-oriented way. 

3)  Motivation – This refers to the motivation of service 

employees to serve customers. Hennig-Thurau (2004) concluded that the employees’ 

motivation to serve customers comprised three elements detailed below. 

(1)  A degree of attraction that employees feel toward 

customer-oriented behavior including the consequences related to that behavior 

(2)  Self-perception of service employee of being able to 

perform in a customer-oriented way 

(3)  Expectations of service employees to achieve the 

desired outcome by taking part in customer-oriented behaviors. The desired outcomes 

can be happy customers, rewards or recognition from the firm, and so forth.  

Kim and Ok (2010, p. 36) explained further that employees’ 

motivation is important in developing technical and social skills and is also needed in 

converting the two skills into customer-oriented behaviors. 
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4)  Self-perceived decision-making authority – When some 

events occur or issues that concern the interests and needs of customers, service 

employees feel authorized to decide on those events or issues (Hennig-Thurau, 2004). 

However, decision-making authority is somewhat distinct from the empowerment 

concept. Hennig-Thurau (2004) further described that decision-making authority 

implies more subjective, while empowerment refers to the objective authority that the 

management has given employees. Employees lacking this perception, they may be 

reluctant to use available skills to solve problems or to respond to customer needs 

(Kim and Ok, 2010, p. 37). On the contrary, when service employees perceive more 

decision-making authority, they tend to develop greater motivation (Hennig-Thurau 

and Thurau, 2003; Kim and Ok, 2010). 

When employees possess motivation together with self-perceived 

decision-making authority, they will be able to transfer such skills and intention to 

treat customers well through actual behaviors (Hennig-Thurau, 2004, p. 463). 

All four dimensions have been adopted extensively to measure the 

degree of COSE from both customers’ and employees’ perspectives. (Kim, 2009; Kim 

and Ok, 2010). Hennig-Thurau (2004) concluded that the model provided insights 

regarding COSE dimensions and consequences, but did not indicate the determinants 

of COSE dimensions. However, the four dimensions can be employed to indicate the 

elements of individual-level COSE which may result from the development of firm-

level COSE. 

   2.6.4.3  COSE and Personality Traits 

  Brown et al. (2002) investigated customer orientation at the individual 

level and also identified personality traits of employees in the food service business. 

This empirical study conceptualized COSE in psychological perspectives (Zablah, 

Franke, Brown, and Bartholomew, 2012, p. 22). This was the first research to 

investigate the relationship between psychological traits on overall service 

performance evaluations, rated by the employees themselves and their supervisors, 

and on the measure of customer orientation (Brown et al., 2002, p. 115).  

  Brown et al. (2002) noted that customer orientation in the service 

context is composed of two dimensions. 
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1)  The needs dimension – This is regarded as beliefs of service 

employees about their ability to satisfy customer needs. 

2)  The enjoyment dimension – This is considered to be the 

degree in which interacting with customers and serving them are enjoyable for 

employees. 

Also, both dimensions are essential for a service firm to profoundly 

understand service employees’ abilities and motivation to treat and satisfy customers 

including to meet their needs.  

Brown et al. (2002, p. 111) applied the personality traits determinants 

to understand factors leading some employees to be more customer oriented than 

others. Personality traits; however, have been studied to predict human behavior. 

Nonetheless, the six personality traits determinants used in their study are listed 

below.  

1)  extroversion or introversion 

2)  emotional stability or instability 

3)  agreeability or general warmth of feelings toward other 

4)  conscientiousness 

5)  openness to experience or creativity 

6)  need for activity 

The findings revealed that the emotional instability of employees 

reduces customer orientation. On the contrary, agreeability and need for the activity of 

service employees increase customer orientation. Additionally, conscientiousness has 

a direct relationship with both self-rated and super-rated performance. 

   2.6.4.4  Measuring Customer Orientation from Customer’s Perspective 

Donavan and Hocutt (2001) developed a scale to measure customers’ 

perceptions of service employees’ customer-oriented behaviors in banks and 

restaurants. They declared that their customer orientation scale was specifically 

designed and appropriate for the service industry. This study aimed to measure the 

customer-oriented performance of service employees, customer satisfaction and 

commitment to the firm as customer outcomes. More importantly, this study 

measured the perceptions of customer-oriented behaviors from the customer’s 

perspective. 
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  Donavan and Hocutt (2001) indicated that customer orientation was 

previously evaluated by service employees’ self-report or by supervisors, for example, 

the Selling Orientation – Customer Orientation Scale (SOCO Scale) of Saxe and 

Weitz (1982). Whereas, the results of self-assessment concerning customer-oriented 

behaviors from employees’ perspectives, may differ from the degree customers 

perceived. Therefore, evaluating perceived customer-oriented behavior as exhibited 

by service employee should be measured from the customer’s perspective rather than 

measured from the service provider’s perspective. 

  The scale used in this study consisted of four dimensions, described 

below. 

1)  Pampering – This refers to the need to pamper customers of 

the service providers with the intention to make customers feel special and treat the 

individual customer as an important person for the service firm. 

2)  Reading – This refers to the need to read customer’s body 

language and listen closely to their desires for taking actions and interacting to truely 

meet their needs. 

3)  Delivering – This refers to the need to deliver services to 

customers correctly and to make customers feel comfortable. 

4)  Personal relationship or the need for a personal relationship 

of the service provider - This refers to the need to get to know or to connect to 

customers on a personal level (Donavan and Hocutt, 2001, pp. 295-296). 

  The results revealed that customers’ perceptions toward customer-

oriented behaviors of service employees was positively related to customer 

commitment to the service firm. Also, service employees’ need to establish a personal 

relationship was able to increase customer commitment to the service firm. Thus, to 

gain repeat business, both the management and front-line service employees should 

create a bond between customers and service employees. This may encourage 

individual customers to perceive more attentiveness and carefulness of service 

employees. In practice, service firm managers may recruit service employees who 

have the need for a personal relationship to make customers satisfied and committed 

to their relationships with the service firm (Donavan and Hocutt, 2001, pp. 301-302). 
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  Moreover, each of the four dimensions (pamper, read, deliver, and 

personal relationship) influences customer satisfaction independently. It could be 

further explained that customers are likely to be satisfied when they perceive service 

employees’ customer-oriented behaviors that need to pamper, read and understand 

their desires, deliver services correctly, and the need for a personal relationship with 

them (Donavan and Hocutt, 2001). 

 

   2.6.4.5  Overall Service Quality  

  Customer orientation is a driver to stimulate service firms to place 

more effort to better understand customers in various dimensions. Understanding 

customers can raise the degree of customer satisfaction. In addition, customer 

orientation can also help to improve business operations with better efficiency. Thus, 

service firms should adopt and develop the concept of customer orientation within the 

firms, both at firm and individual levels, to encourage customers to perceive true 

earnestness as well as the quality of services. Ultimately, customer orientation will 

help to make customers more satisfied, remain loyal, and which can benefit firm 

profitability finally. 

  Brady and Cronin (2001, p. 241) studied customer orientation at the 

firm level from customer’s perspective. The study aimed to understand the influence 

of a firm’s level of customer orientation on customers’ evaluation of firm 

performance and outcome behaviors. They found that service firms that are perceived 

to be customer oriented can gain several benefits. Those benefits are as discussed 

below. 

1)  Customers’ perceived overall service quality. Because 

customer orientation perceptions are positively related to the evaluation of the quality 

of service, a customer-oriented service firm is likely to gain customers’ perceived 

quality in the following dimensions. 

(1) Employee service performance includes service 

employee behaviors, problem-solving, and providing an accurate expectation of 

service performance. 

(2)  Physical goods quality includes the physical goods 

delivered to customers as part of the service as delivered. 
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(3)  Servicescape quality refers to the readiness, 

attractiveness, and accessibility of the firm’s physical environment such as design, 

ambiance, signs, symbols, and artifacts. 

2) Customer satisfaction and perceived value – This is needed 

because service quality perception is positively related to satisfaction and value 

attributed to a service transaction.  

3) Behavioral outcomes of customers – This are inclusive of 

repurchase intention, customer loyalty, and word-of-mouth intentions. 

This study revealed that customer orientation has a positive impact on 

customer perceptions of overall service quality and firm performance. Any service 

firm that aim to remain customer oriented, must attempt to generate, disseminate, and 

be responsive to customer information. As a result, customers will be able to evaluate 

the quality of those three dimensions (employee performance, physical goods, and the 

Servicescape). Moreover, the overall perception of service quality has a direct and 

indirect impact on behavioral outcomes, which influence customer loyalty, repurchase 

intention, and word-of-mouth intention to increase. (Brady and Cronin, 2001, p. 248). 

   2.6.4.6  SOCO Scale and Customer Orientation Scale (COS) 

  SOCO Scale or Selling Orientation-Customer Orientation Scale (Saxe 

and Weitz, 1982) has been developed in the sales management context to measure 

sales representatives’ customer orientation from a behavioral perspective. The scales 

consist of 24 items, and 12 are used to assess the degree of selling orientation while 

the others are to assess customer orientation. The self-assessment scale measures six 

behavioral components (Daniel and Darby, 1997), listed below. 

1)  Desiring to help customers make a good purchase decision 

2)  Helping customer assess their needs 

3)  Offering products that will satisfy those needs 

4)  Describing products accurately 

5)  Avoiding deceptive or manipulative influence tactics 

6)  Avoiding the use of high pressure 

It can be noted that the SOCO Scale is used to measure sales 

representatives’ customer orientation from self-reports obtained from the sales 

representative (Saxe and Weitz, 1982, p. 350). In many service settings, it can also be 
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measured from customers’ viewpoints. Moreover, the SOCO measure has been 

extensively acknowledged regarding reliability and validity (Daniel and Darby, 1997). 

Although some specific service business contexts do not offer tangible 

products, they deliver services which are intangibles to customers. Hence, the SOCO 

scale is not applicable to measure customer orientation completely and accurately in 

all service businesses.  

Hoffman and Kelley (1994 cited in Daniel and Darby, 1997), therefore, 

further develop the scale to measure customer orientation in non-sales type of service 

businesses such as healthcare and banks. The scale is named as customer orientation 

scale (COS) and is derived from the SOCO Scale. The 24-item SOCO Scale was 

modified by excluding 12 items measuring selling orientation, then including one 

more item to comply with the context. As a result, the COS scale involves 13 items 

which can be employed to measure customer orientation dimensions as perceived by 

service providers and their customers (Daniel and Darby, 1997, p. 144). 

To conclude, the COS scale of Daniel and Darby (1997) is adapted to 

measure customer orientation of service employees in the LCA business due to the 

similarity of service settings. 

 

2.6.5  Perspectives of Customer Orientation 

 According to literature and mentioned models, it can be noted that many 

research studies, concerning the concept of customer orientation of service 

employees, focused on different perspectives. Some studies were conducted to 

determine methods to enhance employees’ positive perceptions toward customer 

orientation and personality traits of service employees, leading to customer-oriented 

behaviors. Moreover, some attempted to measure service employees’ behaviors that 

could build customer perceptions toward the firm’s customer orientation. 

 In academic perspectives; however, Zablah et al. (2012) highlighted the causal 

relationship between psychological and behavioral factors. They indicated that related 

research has conceptualized and modeled customer orientation as a psychological 

phenomenon proceeding critical job states such as stress and engagement or in other 

words that customer orientation involves service employee behaviors that are 

influenced by these job states. 
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 Thus, customer orientation can be overviewed using two perspectives; 

behavioral and psychological (Zablah et al., 2012, p. 22).  

2.6.5.1  Behavioral perspective  

Behavioral perspective refers to a set of employee behaviors intended 

to take any action to build customer satisfaction and to respond to their needs. 

  Zablah et al. (2012) referred to the study of Saxe and Weitz (1982) 

who were the first to study customer orientation from a behavioral perspective (SOCO 

Scale). Latter, the SOCO scale was adopted by Hoffman and Kelley (1994), Daniel 

and Darby (1997) and also by Donavan and Hocutt (2001) to propose the Customer 

Orientation Scale (COS) which has been tested in several service environments. In 

addition, several studies have been conducted using behavioral perspectives, for 

instance, a model of the COSE dimension of Hennig-Thurau (2004) and effective 

communication styles for customer-oriented service employees of Kang and Hyun 

(2012). 

   2.6.5.2  Psychological Perspective  

This variable naturally exists in the minds of employees, or it has 

arisen by being cultivated and trained — for example, involving mindsets, attitudes, 

state-like individual differences, and surface traits. These psychological variables 

motivate employees to satisfy customers’ needs (Zablah et al., 2012, p. 22). 

  From the literature reviewed, these studies were conducted from 

psychological perspectives consistent with the studies of Kelley (1992) (COSE and 

organizational socialization), Brown et al. (2002) (COSE and personality traits), and 

Brady and Cronin (2001) (customer orientation and overall service quality). However, 

the study of Brady and Cronin (2001) was also conducted from a behavioral 

perspective. 

  Respectively, the level and perspective of customer orientation, 

determinants variables used, dependent variables, sample, and context of these study 

are summarized in Table 2.10 to conclude the literature review of this research. 
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Table 2.10  Variables of COSE Used in Related Research, Summarized from th Literature Review 

 

Theme 

(Level of COSE) 
Perspective  Determinants used / Measured by Outcomes 

(customer perspective) 
Sample 

(context) 

authors 

1.  Organizational socialization 

 

 

(Firm Level) 

Psychological 1.1  organizational climate for services 

1.2  motivational effort and direction 

1.3  organizational commitment of service  

       employee 

Satisfaction service employees 

 

 

(financial services) 

Kelley (1992) 

2.  Person-to-person interaction  

 

 

(Individual Level) 

Behavioral 2.1  technical skill 

2.2  social skill 

2.3  motivation 

2.4  decision-making authority 

Satisfaction 

Commitment to  

the service firm 

customers 

 

 

(restaurant) 

Hennig-Thurau 

(2004); Kim and 

Ok (2010); Kim 

(2009) 

3.  Personality traits 

 

 

 

 

(Individual Level) 

Psychological 3.1  extrovert/introvert 

3.2  stability/instability 

3.3  agreeability 

3.4  conscientiousness 

3.5  openness to experience or creativity   

3.6  need for activity 

Satisfaction service employees  

and their 

supervisors 

 

 

(restaurant) 

Brown et al. 

(2002) 

4.  Perceptions of customer  

     oriented behaviors from  

     the customer’s perspective 

(Individual Level) 

Behavioral 4.1  pamper       

4.2  read            

4.3  deliver 

4.4  personal relationship 

Satisfaction 

Commitment to 

service firm 

customer 

 

 

(restaurant) 

Donavan and 

Hocutt (2001) 

5.  Overall service quality 

 

 

(Firm Level) 

Behavioral 

and 

Psychology 

5.1  employee service performance 

5.2  physical goods quality 

5.3  Servicescape quality 

 

Satisfaction 

Value 

Behavioral outcomes 

customer 
 

(auto lubricant centers, 

amusement parks, 

VDO rental stores, 

Brady and 

Cronin (2001) 

6. Customer orientation Scale  

    (COS) 
 

 

 

 

 

 

(Individual Level) 

Behavioral 6.1  desiring to help customers make good  

       purchase decisions 

6.2  helping customers assess their needs 

6.3  offering products that will satisfy  

       customer needs 

6.4  describing products accurately 

6.5  avoiding deceptive or manipulative  

       influence tactics 

6.6  avoiding the use of high pressure 

Satisfaction customers  

and  

service employees 

 

 

 

 

 

(health care) 
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RESEARCH METHODOLOGY 

 

 The third chapter explains the research methodology used in this study. This 

chapter outlines the research framework, conceptual research framework, research 

hypothesis, research methodology, and a summary of research methods employed is 

also presented. To achieve the research objectives, mixed method research was 

employed. 
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3.3 Research Hypotheses 

Hypotheses were based on related academic research and evidence supporting 

the relationships among variables as demonstrated in Figure 3.2. These were 

considered to determine the research hypotheses according to the research objectives. 

The ten research hypotheses proposed are described below.  

 Hypothesis H1: LCA service employees of different personal information 

have different effects on the firm-level COSE, (Customer Orientation of Service 

Employee) and the individual-level COSE 

Hypothesis H2:  Organizational socialization of LCAs are positively related to 

the degree of the firm-level COSE 

 Hypothesis H3:  Organizational socialization of LCAs are positively related to 

the person-to-person interaction of LCA service employees. 

 Hypothesis H4:  Person-to-person interaction and the personality trait of LCA 

service employees are related to the degree of the individual-level COSE 

 Hypothesis H5:  The firm-level COSE and the individual-level COSE are 

related to true employee loyalty. 

 Hypothesis H6:  Passengers with different personal information have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE 

 Hypothesis H7:  Passengers’ perceptions of overall service quality, and the 

responsiveness toward airline selection attributes are related to the degree of 

perceived firm-level COSE and individual-level COSE 

 Hypothesis H8: Passengers’ perceptions of person-to-person interaction, and 

customer-oriented behavior of service employee are related to the perceived 

individual-level COSE 

 Hypothesis H9:  Passengers’ perceptions of the firm-level COSE and the 

individual-level COSE are related to true customer loyalty. 

 Hypothesis H10:  The degree of perceived COSE from an employee 

perspective and the degree of perceived COSE from customer perspective are 

different. 
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3.4 Research Methodology 

The mixed method research was applied to conduct this research. The mixed 

methods research usually combines elements of quantitative and qualitative research 

approaches to gain broadness and depth of understanding and corroboration 

(Tashakkori and Teddlie, 2010, p. 51). This approach was used to answer all research 

questions and research objectives including managing data systematically, ensuring 

the reliability, accuracy, and validity of research findings. Nonetheless, the following 

contents in this chapter were described according to the research objectives of this 

dissertation. The primary research objectives are listed below. 

1)  To study the customer orientation of LCA service employees (COSE) in 

Thailand and their true loyalty to their firms 

 2)  To study passengers’ perceptions toward the COSE and their true loyalty to 

services of LCAs in Thailand. 

 3)  To assess the difference between perceptions of employees and passengers 

toward the firm-level COSE and to assess the difference between perceptions of 

employees and passengers toward the individual-level COSE 

 4)  To formulate strategies for enhancing true loyalty of LCA passengers and 

service employees in Thailand through the COSE 

 

3.4.1  Population (N) 

The population of interest in this study (N) was considered as a finite 

population comprising three groups, i.e., LCA service employees, LCA passengers, 

and scholars and panels of experts in related fields (human resource management and 

service management). In this regard, the top three LCAs by market share in Thailand 

were considered as the unit of analysis. They hereafter are referred to as airline A, B, 

and C, regardless of the size of market share.  

   3.4.1.1  LCA Service Employees – They were the target population (N) 

who work for LCAs in Thailand. Later, they were sampled to collect and analyze data 

to achieve research objective 1 (to study the customer orientation of LCA service 

employees in Thailand and their true loyalty to their firms) and research objective 3 
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(to assess the differences between perceptions of employees and passengers toward 

the firm-level and the individual-level COSE). 

 In this study, service employees of LCAs in Thailand included 3,925 

employees from “airline A” and 1,682 employees from “airline B” (Asia Aviation, 

2016; Nok Air, 2016a). In the case of airline C, no public disclosure or any published 

reports were available regarding company information (the airline was unlisted on  

the Stock Exchange of Thailand (SET) at the time conducting this research) As a 

result, the size of airline C’s population was remained unknown and difficult to 

acquire. 

 According to the limitation of data accessibility, Atkinson and Flint 

(2001) suggested that snowball sampling techniques can be used to identify and 

contact a hidden population. Knowledge of insiders could be used to identify initial 

respondents in positions of relative authority or proximity that may provide a route to 

the target population (Atkinson and Flint, 2001, p. 5). Then, chain referral was 

initiated to reach the key informants and obtain required data.  

 

Table 3.1  Total Number of Thai LCAs’ Employees (Population Size) 

 

Unit of Analysis Population (N) Estimated Proportion 

Airline A 3,925* 47.38% 

Airline B 1,682* 20.30% 

Airline C   2,677** 32.32% 

Total    8,284         100.00% 

 

Remarks:  * refers to data obtained from the annual report of the airline  

             ** refers to data obtained from key informants 

 

By employing snowball sampling techniques, the size of airline C’s 

population was obtained from three airline C employees (a flight attendant supervisor, 

a crew administration manager and a human resource officer). Hence, the average 

number of airline C’s employee was 2,677 employees (as of 2016). 
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   3.4.1.2  LCA Passengers – They were the target population (N) who 

were later sampled to collect and analyze data to respond to research objective 2 (to 

study passengers’ perceptions toward the COSE and their true loyalty to services of 

LCAs in Thailand.). 

  The population was comprised Thai passengers experiencing domestic 

services of airlines A, B, or C. These three LCAs used Don Mueang Airport (DMK) 

as their base of operations. According to LCAs traffic statistic from AOT (2017b), 

22,452,397 passengers traveling on LCAs domestic flights from DMK, were the 

target population (N) of this study. 

   3.4.1.3  Scholars and Panels of Experts – They were used to attain 

research objective 4 (To formulate strategies to enhance true loyalty of LCA 

passengers and service employees in Thailand through the COSE). Scholars and 

experts who had expertise in human resource management and service management 

were also considered as the target population (N). The reason is that they were able to 

validate the contents, including verifying appropriateness and feasibility of the 

strategies derived from the research outcomes. 

 

3.4.2  Samples (n) and Sample Size 

 The main purpose of sampling is to create a representative sample that closely 

represents the features of the population. In other words, the sample is a selected 

small collection of cases from a large pool and generalized to the population. 

(Neuman, 2014, pp. 246-247).  

 For this study, power analysis was conducted using G*Power statistical 

software Version 3.1 (Faul, Erdfelder, Buchner, and Lang, 2009; Faul, Erdfelder, 

Lang, and Buchner, 2007) to determine the appropriate sample size of LCA service 

employees and passengers. Howell (2013, p. 242) regards the G*Power as an 

excellent and valid power analysis program for a variety of frequently used statistical 

tests, namely t-test, F-test, 2, z-test, and exact test. This free software is commonly 

used in social and behavioral research to determine sample size (Faul et al., 2009; 

Faul et al., 2007). It allows the user to specify input parameters, e.g., effect size, alpha 

level and power of test, then computes the outputs automatically. However, Wiratchai 
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(2012, p. 20) stated that the researchers must not use G*Power as a tool to determine 

sample sizes as they want because it constitutes a lack of research ethics. 

 Using G*power is an appropriate method to determine sample size, compared 

with the popular sample size tables of Taro Yamane, Krejcie and Morgan, and 

Cochran which are not valid for every statistical test. Moreover, the number of sample 

size, recommended by Krejcie and Morgan formula, would involve too large and a 

time and resource consumption to conduct a study (Chuan and Penyelidikan, 2006, p. 

84). Most importantly, they can be used for dichotomous categorical variables only 

(Barlett, Kotrlik, and Higgins, 2001). Therefore, G*power is more efficient and 

acceptable to determine the sample size. 

The sample size of this research with respect to research objectives was 

identified as described below. 

3.4.2.1  The Sample Size for Answering Research Objectives 1 and 3 

LCA service employees were the target population (N1) sampled for 

answering research objective 1 (to study the customer orientation of LCA service 

employees in Thailand and their true loyalty to their firms) and research objective 3 

(to assess the differences between perceptions of employees and passengers toward 

the firm-level COSE and to assess the differences between perceptions of employees 

and passengers toward the individual-level COSE).   

As mentioned, the G*Power statistical program Version 3.1 is widely 

used to determine the appropriate sample size of the LCA service employees. The F-

test was selected as a Test Family and Linear Multiple Regression was selected as the 

statistical test, based on an effect size of .05, an error probability of α = .05, a power 

level of .80 (Hair, Black, Babin, and Anderson, 2010), and five predictors 

(independent variables). Accordingly, the calculation suggested that the minimum 

sample size of the LCA service employees was 263 (n1). 

To make the sample proportion consistent with the population 

proportion and to reduce sampling bias, the proportion; therefore, was analyzed 

within each LCA. The sample sizes (n1), representing service employee of each LCA, 

were proportioned as displayed in Table 3.2. 
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Table 3.2  Minimum Sample Size (n) Representing LCA Service Employees 

 

Unit of Analysis Population (N) Estimated Proportion 
Min. 

Sample Size (n1) 

Airline A 3,925 47.38% 125 

Airline B 1,682 20.30% 53 

Airline C 2,677 32.32% 85 

Total 8,284 100.00%           263 

 

3.4.2.2  Sample Size for Answering Research Objectives 2 and 3 

LCA passengers were the target population (N2) sampled to achieve 

research objective 2 (to study passengers’ perceptions toward the COSE and their true 

loyalty to services of LCAs in Thailand.) and research objective 3 (to assess the 

difference between perceptions of employees and passengers toward the firm-level 

COSE and to assess the difference between perceptions of employees and passengers 

toward the individual-level COSE).   

Likewise, the G*Power statistical program Version 3.1 was used to 

determine the appropriate sample size of LCA passengers. The F-test was selected as 

a Test Family and Linear Multiple Regression was selected as the statistical test, 

based on an effect size of .05, an error probability of α = .05, a power level of .80 

(Hair et al., 2010) and six predictors (independent variables). The calculation reported 

that the minimum sample size of LCA passengers was 279 (n2). 

To make the sample proportion consistent with the population 

proportion and to reduce sampling bias, the proportion, therefore, was analyzed within 

each LCA. According to the domestic market share of three leading LCAs based at 

Don Mueang Airport, airline A had a 47.76% market share by passenger flown, while 

airlines B and C had 27.95% and 24.29% market shares respectively (AOT, 2016b, p. 

23). Thus, the sample sizes (n2), representing LCA passengers by airlines, were 

proportioned as displayed in Table 3.3. 
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Table 3.3  Minimum Sample Size (n2) Representing LCA Passengers 

 

Unit of Analysis Proportion (Market Share) Min. Sample Size (n2) 

Airline A 47.76% 133 

Airline B 27.95% 78 

Airline C 24.29% 68 

Total 100.00%           279 

 

   3.4.2.3  Sample Size for Answering Research Objective 4 

Five scholars and a panel of experts were sampled to respond to 

research objective 4 (To formulate strategies for enhancing true loyalty of LCA 

passengers and service employees in Thailand through COSE). The samples were 

required to verify the appropriateness and feasibility of the strategy derived from the 

research outcomes. 

 

3.4.3 Sampling Techniques 

 Data collection should be conducted systematically to infallibly attain the 

research objectives. Therefore, probability sampling and non-probability sampling 

techniques were adopted to ensure appropriate sample selection. 

 Probability sampling is a correct sampling procedure that relies on the 

mathematics of probabilities (Neuman, 2014, p. 247), while non probability sampling 

disregards the probabilities, and is a simpler method to produce a representative 

sample. However, non-probability sampling technique is acceptable and can be 

adopted when the name lists of sample group are unavailable, including when 

probability sampling is impossible, too costly, time-consuming, or impractical 

(Neuman, 2014, p. 248). 

 Hence, the research applied different sampling techniques regarding different 

sample groups. 

 3.4.3.1  Sampling Techniques to Select LCA Employees  

  LCA service employees were target samples to respond to research 

objectives 1 and 3. Multistage sampling techniques were required to select LCA 
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employees as appropriate samples for this research. These techniques included 

stratified sampling, purposive sampling and snowball sampling. 

1)  Stratified sampling is a type of probability sampling 

technique. Tashakkori and Teddlie (2010, p. 358) described that stratified sampling is 

used when the sampling frame is divided in subgroups. Groups are relatively 

homogeneous regarding one or more characteristics, e.g., age-groups or nationalities, 

and a random sample from each stratum selection. Accordingly, LCA service 

employees were considered homogeneous with respect to their job characteristics and 

employment conditions. This research conducted sampling by employing the 

proportion of target LCAs as shown in Figure 3.2. The minimum numbers of samples 

are shown below. 

(1)  125 service employees of airline A  

(2)  53 service employees of airline B 

(3)  85 service employees of airline C 

2)  Purposive sampling is a type of non-probability sampling 

technique. Purposive sampling begins with determining particular purposes and 

samples are then selected to include the population of interest (Neuman, 2014, p. 

273). For this study, LCA service employees having at least one year of work 

experience were selected because they had sufficient experiences, had been trained for 

customer service provision and developed some skills from their employers. 

Accordingly, appropriate data from appropriate samples could be collected for the 

data analysis process.  

3)  Chain or snowball sampling is a type of non-probability 

sampling. This sampling technique is applied to reach LCA service employees by 

using referrals from one or a few service employees, then referrals from those 

employees, and so forth (Neuman, 2014, p. 273) until the required amount of samples 

are collected.  

3.4.3.2  Sampling Techniques to Select LCA Passengers 

LCA passengers were the target samples to respond to research 

objective 2. Multistage sampling techniques were applied to select LCA passengers as 

appropriate samples for this research. These techniques included stratified sampling, 

purposive sampling, and accidental sampling. 
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1)  Stratified sampling is a type of probability sampling 

technique. This research conducts sampling by considering the proportion of unit of 

analysis (top 3 LCAs) as shown in Figure 3.3. The minimum numbers of samples for 

each airline are shown below. 

(1)  133 passengers of airline A 

(2)  78 passengers of airline B 

(3)  68 passengers of airline C 

2)  Purposive sampling is a type of non-probability sampling 

technique. For this research, LCA passengers, experienced with LCA domestic 

services from Don Mueang Airport, were selected to answer the questionnaires. By 

conducting this technique, appropriate data from appropriate samples could be 

collected for the data analysis process.  

3)  Accidental sampling is a type of non-probability sampling 

technique. Respondents were LCA passengers, who were willing and convenient to 

answer the questionnaires to prevent incomplete and inaccurate responses (Veal, 

2011, p. 308). 

   3.4.3.3  Sampling Techniques to Select Scholars and Panel of Experts 

The academic scholars and experts were target samples to confirm the 

validity and appropriateness of the research outcomes (Strategy for enhancing true 

loyalty through COSE in LCA business). To acheive research objective 4, five were 

selected by applying the purposive sampling technique. 

This study recruited the samples having qualifications that fit the 

purpose of this study, to obtain confirmation of appropriate and valid strategies. 

Hence, five scholars and experts in service management and human resource 

management were selected. In this regard, the researcher ended interviewing when all 

defined questions had been answered. 

 

3.4.4 Types of Data and Data Collection 

 This research aimed to gather quantitative data from LCA passengers and 

LCA service employees who were target samples and gathered qualitative data from 

scholars and experts. Thus, data finally were collected from three sources, as shown 

below. 
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3.4.4.1  Primary Data  – collected from: 

1)  Questionnaires – In all, 373 sets of complete questionnaires 

from LCA service employees and 327 sets of complete questionnaires were collected 

from LCA passengers. All questionnaires were used for quantitative data analysis. 

2)  Individual interviews – were conducted by interviewing five 

scholars and experts. The in-depth interview technique was adopted to gather data and 

used in qualitative data analysis.  

3.4.4.3  Secondary Data 

This refers to data that can be gathered from other sources, including 

academic research articles, textbooks, academic reports, statistical data, dissertations, 

and online information from reliable sources. These included concepts, theories, and 

references that were reviewed and used to create more understanding and support this 

study. Moreover, data were used to design the research tools. 

After both types of data were collected, data were applied in the stages 

of data analysis, discussion, and recommendations in the following chapters. 

 

3.4.5 Research Tools and Design 

   3.4.5.1  Quantitative Research Approach 

  Two sets of questionnaires were used as the tools of quantitative 

research. Questionnaires were distributed to collect data from two groups of target 

samples (LCA service employees and passengers). 

1)  Questionnaires for LCA service employees - The 

questionnaire consisted of five main parts as described below. 

Part 1: Personal Information – This comprised nine questions 

including gender, age, marital status, educational level, airline employer, job title, job 

role, duration of employment, range of income, and type of employment. Respondents 

were required to mark  in the desired . 

   Part 2: Degree of COSE formed by the firm (firm-level 

COSE). These questions covered variables regarding four aspects of organizational 

socialization (organizational climate for services, motivational effort, and level of 

organizational commitment of service employee) (Kelley, 1992). For each question, 

respondents were required to assess their employer by choosing an itemized rating 
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scale that most represented their opinions toward firm-level COSE Each question 

applied a seven-point Likert scale to evaluate self-opinions, ranging from 1 to 7.  

   Part 3: Degree of COSE of individual service employees. In 

this part, self-assessment questions covered variables regarding the person-to-person 

interaction of LCA service employee comprising four dimensions, i.e., technical 

skills, social skills, motivation, and self-perceived decision-making authority 

(Hennig-Thurau, 2004). 

Part 4: Degree of COSE of individual service employees. In 

this part, self-assessment questions covered variables regarding personality traits of 

LCA service employee. Personality traits comprised six determinants, namely 

extroversion, emotional stability, agreeability, conscientiousness, openness to 

experiences or creativity, and the need for activity (Brown et al., 2002). 

For each question in parts 3 and 4, respondents were required to 

assess themselves by choosing an itemized rating scale that most represented their 

opinions. The questionnaire applied a seven-point Likert scale to evaluate self-

opinions, ranging from 1 to 7.  

   Part 5: Degree of true loyalty of service employees. Self-

assessment questions in this part covered variables regarding two aspects detailed 

below. 

(1)  Attitudinal loyalty – This comprised intention to 

absenteeism, intention to stay, willingness to perform extra work, sense of belonging, 

and willingness to take on more responsibility (Yee et al., 2011). 

(2)  Behavioral loyalty – This comprised six elements, 

namely defending the firm when other employees criticize it, defending the firm when 

outsiders criticize it, showing pride when representing the firm in public, actively 

promoting and encouraging the firm’s products and services to others, emphasizing to 

people outside the firm the positive aspects of working for the firm, and never 

publicly complaining about changes in the firm (Moorman and Blakely, 1995; 

Niehoff et al., 2001). 

For each question, the respondents were required to assess 

themselves by choosing an itemized rating scale that most represented their opinions. 
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The questionnaire applied a seven-point Likert scale to evaluate self-opinions, ranging 

from 1 to 7.  

 

Table 3.4  Summary of Variables and Measurement Scales for Respond to Research 

Objective 1 

 

Questionnaire Structure Variables Used Measurement Scale Type of Data 

 

Part 1:  Personal Information Employees’  

Personal Information 

1) Nominal Scale 

2) Ordinal Scale 

3) Ratio Scale  
(year of services)  

1) Categorical  

2) Quantitative  

Part 2: Degree of COSE 

formed by LCA 

Organizational Socialization Interval Scale Quantitative 

Parts 3 and 4: Degree of 

COSE of individual service 

employees 

1)   Person-to-Person  

  Interaction 

2)   Personality Trait 

Interval Scale Quantitative 

Part 5: Degree of  

true loyalty of service 

employee 

True Employee Loyalty 
(Attitudinal and Behavioral Loyalty) 

Interval Scale Quantitative 

 

2)  Questionnaires for LCA passengers. This questionnaire 

consisted of four main parts, as described below. 

Part 1: Personal information – This comprised 12 questions 

namely, gender, age, marital status, educational level, occupation, range of income, 

the frequency of travel, frequent used LCA, the purpose of the flight, the decision 

maker, channel of reservation, and membership. Respondents were required to mark 

 in the desired .  

Part 2: Assessing the degree of perceived firm-level COSE 

Questions covered variables regarding the two aspects: 

(1)  The responsiveness of LCAs toward airline 

selection attributes – this comprised nine dimensions, namely, price, service quality, 

image and safety, route and schedule, ease of booking, loyalty program, in-flight 

products and services, ground service and facilities, and marketing communication. 

(2) Overall service quality – this comprised three 

dimensions, namely, service employee performance, physical goods quality, and 

Servicescape quality (Brady and Cronin, 2001). 
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For each question, respondents were required to evaluate the 

performance of LCAs by choosing an itemized rating scale that mostly represented 

their opinions. The questionnaire applied a seven-point Likert scale, ranging from 1 to 

7.  

Part 3: Assessing the degree of perceived COSE performed by 

service employees (the individual level). Questions covered variables regarding the 

two aspects: 

(1) Behaviors involving person-to-person interaction of 

LCA service employees comprising perceptions of passengers toward four 

dimensions of technical skills, social skills, motivation, and self-perceived decision-

making authority (Hennig-Thurau, 2004). 

(2) Customer oriented behavior of service employees 

comprised perception of passengers toward six dimensions, namely, need to pamper 

customers, need to read customers, need to deliver services, and need for a personal 

relationship (Donavan and Hocutt, 2001). 

For each question, respondents were required to evaluate the 

performance of LCA service employees by choosing an itemized rating scale that 

mostly represented their opinions. The questionnaire applied a seven-point Likert 

scale, ranging from 1 to 7.  

Part 4: Degree of true loyalty of LCA passengers. In this part, 

self-assessment questions covered variables regarding two aspects. 

    (1) Attitudinal loyalty – This comprised six items, i.e., 

preferring to use or buy the products or services of the firm, liking the products or 

services of the firm more than others, being pleased or satisfied to buy or use the 

products or services of the firm, feeling attached or committed to the firm or brand, 

being more interested in the firm or brand and intention to buy or use the products or 

services in the future (Bobâlcă et al., 2012; Han et al., 2011; Watson IV et al., 2015). 

    (2) Behavioral loyalty – This comprised four items, 

namely, recommending to others, positive word-of-mouth, frequent use or buying and 

re-patronizing the products or services of the firm, and willingness to pay a price 

premium (Bobâlcă et al., 2012; Han et al., 2011; Watson IV et al., 2015; Zeithaml et 

al., 1996). 
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For each question, respondents were required to assess 

themselves by choosing an itemized rating scale that most represented their opinions. 

The questionnaire applied a seven-point Likert scale to assess self-opinions, ranging 

from 1 to 7. 

 

Table 3.5  Summary of Variables and Measurement Scales to Respond to Research 

Objective 2 

 

Questionnaire Structure Variables Used Measurement Scale Type of Data 

Part 1:   

Personal Information 

Passengers’  

Personal Information 

1) Nominal Scale 

2) Ordinal Scale  

Categorical 

Part 2: Degree of 

perceived COSE 

formed by firm 

1) The responsiveness of 

LCA toward airline 

selection attributes  

2) Overall Service Quality 

Interval Scale Quantitative 

Part 3: Degree of 

perceived COSE 

performed by service 

employees 

1)   Person-to-Person  

  Interaction 

2)   Perception of Customer  

  oriented behavior  

Interval Scale Quantitative 

Part 4: Degree of  

true loyalty of LCA 

passengers 

Customer True Loyalty 

(Attitudinal and 

Behavioral Loyalty) 

Interval Scale Quantitative 

 

  Furthermore, to ensure the quality of the research tools used for this 

research, validity and reliability of questionnaires must be concerned. Therefore, 

questionnaires underwent validity and reliably tests before the actual implementation. 

The stages of the tests are listed below. 

1)  Reviewing literature, theories, and related research 

2)  Testing validity of the questionnaires to ensure the quality 

and goodness of data, including examination.  

(1)  Examining structure validity and being approved by the 

dissertation advisor. 

(2)  Evaluating content validity of questions by five experts 

using the Item-Objective Congruence index (IOC). This test was used to examine that 

whether the items measured the content they were intended to measure or not 

(Creswell, 2014, p. 160). The selected experts were are listed in Table 3.6. 
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Table 3.6  List of Experts for IOC Evaluation 

 

Name Job Position Department / Institute 

Asst. Prof. Dr. Kom Campiranon Lecturer Service Innovation and Service 

Design Programs, College of 

Innovation, Thammasat University 

Asst. Prof. Dr. Tatiyaporn Jarumaneerat Deputy Dean 

and Lecturer 

Faculty of Hospitality and Tourism, 

Prince of Songkla University, 

Phuket Campus 

Dr. Narudh Cheramakara Lecturer Airline Business Management 

Department, Bangkok University 

Mr. Nutthapong Prakobkandee Ground 

Instructor 

Aviation Management Division,  

Civil Aviation Training Center 

Asst. Prof. Dr. Pornpisanu Promsivapallop Dean and 

Lecturer 

Faculty of Hospitality and Tourism,  

Prince of Songkla University,  

Phuket Campus 

 

    The five experts were contacted to evaluate the 

designed questionnaires. The researcher explained the objectives of this study and 

provided them the research proposal, the two sets of designed questionnaires, and the 

IOC evaluation forms. Each was requested to return the forms with their comments by 

e-mail. 

    Then the researcher summarized the scores and revised 

the items in the questionnaires according to the experts’ comments before to 

submitting to the dissertation advisor for approval. The indexes of each item on both 

sets of questionnaires were greater than the minimum score at .75 (Turner and 

Carlson, 2003, p. 167) (see Appendix C). This implied that the questionnaires to 

evaluate LCA passengers and LCA service employee were valid. 

3)  Testing reliability of the questionnaires – This study 

conducted a tryout process to identify errors in the questionnaires and adjust them 

before collecting data. The tryout was conducted by distributing 30 pilot 

questionnaires to target respondents. Then, Cronbach’s alpha coefficient was 

employed to measure internal consistency. A minimum level of .7 Cronbach’s alpha 

coefficient value (α) was considered acceptable (Hair et al., 2010; Nunnally, 

Bernstein, and Berge, 1967). The results of the reliability test demonstrated that the 

Cronbach Alpha of each scale on the sets of the questionnaires were higher than the 
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minimum level of .7 (see Table 4.1 for the reliability results of service employee 

questionnaire and Table 5.1 for passenger questionnaires) 

   3.4.5.1  Qualitative Research Approach 

  In-depth interviewing was adopted as a qualitative research technique. 

Semi-structured interview method was used to gather data from panels of experts in 

related fields who were the key informants using the well-designed interview form as 

a tool of qualitative research and voice recording during interviews.  

Qualitative data derived from individual interviews were used to verify 

the strategies synthesized from literature reviews and empirical findings of 

quantitative data analysis (research objectives 1-3). 

 

3.4.6 Quantitative Data Analysis 

 Even though the Likert scale items were technically ordered, the Likert scale 

can be considered as interval-scale continuous measurement (Grace-Martin, 2008; Wu 

and Leung, 2017). Brown (2011) concluded that when all assumptions are met, Likert 

scale data could be applied using descriptive statistics. It could also be analyzed by 

parametric statistics (Meyers, 2017; Norman, 2010). 

In response to research objectives 1, 2, and 3, data collected from the samples, 

were analyzed using statistical data analysis software. The statistics used in the 

quantitative data analysis involved two types, descriptive and inferential statistics. 

3.4.6.1  Descriptive Statistics  

Descriptive statistics were used to analyze quantitative data and 

describe basic data of the respondents, including the following. 

1)  Frequency and percentage – This were employed to 

describe personal information of LCA service employees and passengers including 

service use behaviors of LCA passengers. 

2)  Mean and standard deviation – This were employed to 

describe LCA service employees’ data from the degree of COSE and the degree of 

service employee’s true loyalty (research objective 1). Moreover, they were used to 

describe LCA passengers’ data from the perception of COSE and the level of 

passengers’ true loyalty (research objective 2). 
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   3.4.6.2  Inferential statistics  

Inferential statistics was employed to analyze quantitative data and for 

hypothesis testing. The inferential statistics consisted of the following. 

1)  Multivariate Analysis of Variance (MANOVA) was used to 

compare mean differences between two or more groups of independent variables on 

several dependent variables simultaneously (Stevens, 2002, p. 208). 

(1)  Responding to research objective 1 (to study the COSE 

and true loyalty of LCA service employees). Hypothesis 1 or H1 (LCA service 

employees of different personal information have different effects on the firm-level 

COSE and the individual-level COSE) was tested. In this study, k-Way MANOVA 

was employed to analyze the effect of LCA service employees’ personal information 

(age, gender, marital status, education level, airline employer, job title, job role, range 

of income, year of services, and type of employment) on firm-level COSE and 

individual-level COSE (dependent variables).  

(2)  Responding to research objective 2 (to study 

passengers’ perceptions toward the COSE and their true loyalty). Hypothesis 6 (H6) 

was tested using k-Way MANOVA to analyze the effect of LCA passengers’ personal 

information (gender, age, marital status, education level, occupation, and income), 

including service use behaviors (frequency of travel, frequent used LCA, main travel 

purpose, decision-maker, reservation channel, and membership) on the perceived 

firm-level and the perceived individual-level COSE (dependent variables). 

2)  Independent samples t-test was employed to respond to 

research objective 3 (to assess the difference between perceptions of employees and 

passengers toward the firm-level COSE, and to assess the difference between 

perceptions of employees and passengers toward the individual-level COSE) and to 

test hypothesis 10 (H10).  Independent sample t-test is a parametric test, typically 

used to compare the means of one variable for two independent groups (Veal, 2011, p. 

472) to determine significant differences among them. 

In this study, two independent groups comprised LCA service 

employees and passengers. Thus, the means of perceived firm-level and individual-

level COSE between two groups were compared. 
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3.4.6.1  Statistics for Casual Relationships Analysis 

Multiple Regression Analysis was employed to attain research 

objectives 1 and 2. This statistical technique can be used to examine the relationship 

between a dependent variable and several independent variables (Hair et al., 2010, p. 

161). In other words, multiple regression analysis is able to predict a dependent 

variable from a set of predictors (independent variables) (Stevens, 2002, p. 80) and 

also to explain their magnitude, sign and statistical significance (the regression 

coefficient) for each independent variable including examining the effects of the 

independent variables on a dependent variable  (Hair et al., 2010, p. 169).  

In this study, research hypotheses H2 - H5 were tested to respond to 

research objective 1. The researcher used multiple regression analysis to examine the 

following. 

1)  Hypothesis H2 – This involved the relationship between the 

variables of organizational socialization (independent variables) and the degree of 

service employees’ firm-level COSE (a dependent variable) 

2)  Hypothesis H3 – This involved the relationship between the 

variables of organizational socialization (independent variables) and the person-to-

person interaction of LCA service employees (a dependent variable) 

3)  Hypothesis H4 – This involved the relationship between the 

variables of person-to-person interaction of LCA service employees (independent 

variables) and the degree of service employees’ regarding individual-level COSE (a 

dependent variable)  

The research also examined the relationship between the 

variables of LCA service employees’ personality traits (independent variables) and 

the degree of service employees’ individual-level COSE (a dependent variable). 

4)  Hypothesis H5 – This involved the relationship between 

variables of firm-level COSE (independent variables) and true employee loyalty (a 

dependent variable) 

The research also examined the relationship between variables 

of individual-level COSE (independent variables) and true employee loyalty (a 

dependent variable). 
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Research hypotheses H7 to H9 were also tested to respond to research 

objective 2. The researcher employed multiple regression analysis to examine three 

hypotheses. 

5)  Hypothesis H7 – This involved the relationship between the 

variables of overall service quality (independent variables) and the degree of 

passengers’ perceived firm-level COSE (a dependent variable). The research also 

examined the relationship between variables of responsiveness toward airline 

selection attribution (independent variables), and the degree of passengers’ perceived 

firm-level COSE (a dependent variable). 

6)  Hypothesis H8 – This involved the relationship between the 

variables of person-to-person interaction (independent variables) and the degree of 

passengers’ perceived individual-level COSE (a dependent variable). The research 

also examined the relationship between variables of perception of customer-oriented 

behavior (independent variables), and the degree of passengers’ perceived COSE 

individual-level COSE (a dependent variable). 

7)  Hypothesis H9 – This involved the relationship between 

variables of the perceived firm-level COSE (independent variables) and true customer 

loyalty (a dependent variable). The research also examined the relationship between 

variables of perceived individual-level COSE (independent variables) and true 

customer loyalty (a dependent variable). 

 

Table 3.7  Summary of Hypotheses Testing and Statistic Data Analysis According to  

Research Objectives 

 

Research Objectives Hypotheses 

Testing 

Statistical Data analysis 

1.  To study C.O. of LCA service 

employees in Thailand and  

their true loyalty to their firms  
(obj. 1) 

 

- 

 

1.1  Descriptive Statistics 

       1)  Frequency and Percentage 

       2)  Mean and Standard Deviation 

 

H1 

H2, H3, H4, H5 

1.2  Inferential Statistics 

       1)  MANOVA 

       2)  Multiple Regression 
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Table 3.7  (continued) 

 

Research Objectives Hypotheses 

Testing 

Statistical Data analysis 

2. To study passengers’ perceptions 

toward the COSE and their true 

loyalty to the services of LCAs in  

Thailand (obj. 2) 

 

- 

 

2.1  Descriptive Statistics 

       1)  Frequency and Percentage 

       2)  Mean and Standard Deviation 

 

H6 

H7, H8, H9 

2.2  Inferential Statistics 

       1)  MANOVA 

       2)  Multiple Regression 

3. To assess the difference between 

perceptions of employees and 

passengers toward the firm-level 

COSE and to assess the difference 

between perceptions of employees 

and passengers toward the individual-

level COSE (obj. 3) 

- 
3.1  Descriptive Statistics 

       1)  Mean and Standard Deviation 

 

H10 

3.2  Inferential Statistics 

       1)  Independent samples t-test 

4. To formulate strategies for enhancing 

true loyalty of LCA passengers and 

service employees in Thailand 

through the COSE (obj. 4) 

- Qualitative Data Analysis 

 

3.4.7  Qualitative Data Analysis 

 Qualitative analysis was conducted to respond to research objective 4. The 

results from the quantitative data analysis were used in the qualitative analysis to 

complete the draft strategies. To achieve that, cause and effect analysis and gap 

analysis were selected to analyze all available results as well as develop strategies 

regarding related issues. The action items and their issues included the following. 

  Action 1: This comprised actions to enhance the employees’ 

perceptions toward firm-level COSE developed using the results from responding to 

research objective 1 as show below. 

1)  Degree of the employees’ perceived firm-level COSE 

2)  Factors affecting firm-level COSE 

Action 2: This comprised actions to enhance the employees’ 

perceptions toward individual-level COSE developed using the results from 

responding to research objective 1 as show below. 

1)  Degree of the employees’ perceived individual-level COSE 

2)  Factors affecting the employees’ perceived individual-level 

COSE 
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  Action 3: This comprised actions to enhance service employees’ true 

loyalty, using the results from responding to research objective 1 as show below. 

1)  Degree of service employees’ true loyalty 

2)  Factors affecting service employees’ true loyalty 

Action 4: This comprised actions to enhance the passengers’ 

perceptions toward firm-level COSE developed using the results from responding to 

research objective 2 as show below. 

1)  Degree of the passengers’ perceived firm-level COSE 

2)  Factors affecting passengers’ perceived firm-level COSE 

Action 5: This comprised actions to enhance passengers’ perception in 

individual-level COSE, developed by utilizing the results from responding to research 

objective 2 as show below. 

1)  Degree of passengers’ perceived individual-level COSE  

2)  Factors affecting the passengers’ perceived individual-level 

COSE 

Action 6: This comprised actions to enhance passengers’ true loyalty 

developed using the results from responding to research objective 2 as show below. 

1)  Degree of passengers’ true loyalty. 

2)  Factors affecting passengers’ true loyalty. 

Moreover, the results from responding to research objective 3 were 

also used to support the formulation of the main strategy (strategies to enhance true 

loyalty of airline passengers and employees through COSE). Gap Analysis method 

was used in this stage. These results concerned the differences listed below. 

1)  Differences between degree of COSE of individual service 

employees and degree of perceived COSE of passengers 

2)  Differences between degree of the perceived firm-level 

COSE of service employee and the degree of the perceived firm-level COSE of 

passengers 

When determining six main actions were complete, personal 

interviews with scholars and experts in the related field were conducted using the 

interview forms (see Appendix B) to verify the draft strategies. Content analysis 

technique was used to analyze the qualitative data derived from the interviews. This 
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method involved decoding voice recordings to text (written messages) (Berg, 2012, p. 

353), categorizing data, comparing data, and analyzing contents. Eventually, the 

results from the qualitative analysis method were also included to discuss the 

implications, to create the conclusion, and ultimately to answer the research question 

6. 

Later, the researcher synthesized related outcomes, derived from both 

quantitative and qualitative research methods, to complete and propose the main 

strategies. Figure 3.3 depicts the process of strategy formulation and the variables 

used in this study.  

In addition, Table 3.8 summarizes the research methodologies used in 

this study according to the research objectives. 
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Figure 3.3  Process of Strategy Formulation, and Variables  

Strategies for Enhancing True Loyalty of Airline Passengers and Employees through COSE 
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Attitudinal Loyalty 
- Intention of absenteeism 
-  intention to stay 
- willingness to perform  
   extra works 
- sense of belonging 
- willingness to take up  
  more responsibility 
Behavioral Loyalty 
- defends the firms when other  
   employees criticize it. 
- defends the firm when outsiders  
   criticize it. 
- shows pride when representing  
   the firm in public. 
- actively promotes/encourages  
   the firm’s products & services  
   to others. 
- emphasizes to people outside the  
   firm the positive aspects of  
   working for the firm. 
- never publicly complains about  
   changes in the firm 

Personality 

trait 

Person-to-

Person 

Interaction 

- extrovert  

- stability 

- agreeability 

- conscientious- 

   ness 

- openness to  

  experiences 

- need for activity 

 

- technical skill 

- social skills 

- motivation 

- decision-making   

   authority 

 

Attitudinal Loyalty 

- cognition  

  (information) 

-  affection (a liking) 

- conation (intention)  

Behavioral  

- re-purchase 

- paying a price  

  premium 

- a preference for the  

   airline over others 

- recommend to others 

- positive word-of- 

  mouth 

- price      

- quality of service       

- image & safety 

- route/schedule 

- ease of booking 

- loyalty program 

- in-flight product  

  & services 

- ground service/    

  facilities 

- marketing  

  communication 
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Table 3.8    Summary of Research Methodologies  

 

Research Objectives Research 

Method 

Population Sample 

Size 

Sampling Techniques Research Tools Data Analysis 

1)  To study customer orientation of 

LCA service employees in Thailand 

and their true loyalty to their firms 

Quantitative 1.1)  LCA  

        employees 

373 1.1)  Stratified sampling 

1.2)  Purposive sampling 

1.3)  Snowball sampling 

Questionnaire 

 

Descriptive and 

Inferential 

statistics 

2)  To study passengers’ perceptions 

toward COSE and their true loyalty 

to services of LCAs in Thailand 

Quantitative 2.1)  LCA  

        passengers 

327 2.1)  Purposive sampling 

2.2)  Accidental sampling 

Questionnaire Descriptive and 

Inferential 

statistics 

3) To assess the difference between 

perceptions of employees and 

passengers toward the firm-level 

COSE and to assess the difference 

between perceptions of employees 

and passengers toward the individual-

level COSE 

Quantitative 3.1)  LCA  
           employees 

 

 

3.2)  LCA  
            passengers 

373 

 

 

 

327 

3.1)  Stratified sampling 

3.2)  Purposive sampling 

3.3)  Snowball sampling  

 

3.4)  Purposive sampling 

3.5)  Accidental sampling 

Questionnaire 

 

 

 

Questionnaire 

Inferential 

statistics 

 

Inferential 

statistics  

4) To formulate strategies for enhancing 

true loyalty of LCA passengers and 

service employees in Thailand 

through COSE 

Qualitative 4.1)  Scholars/ 

        panel of  

        experts  

         

5 4.1)  Purposive sampling Semi-structured 

interview 

Content Analysis 



 

 

 

 

RESEARCH RESULTS FROM EMPLOYEE SURVEY 

AND DISCUSSION 

 

 The purpose of this chapter is to present the results on empirical data collected 

from service employees of Low-Cost Airlines (LCAs). The data analyses were 

conducted to examine the degrees of firm-level and individual-level customer 

orientation of service employee (COSE) (research objective 1). The factors affecting 

COSE and true loyalty of LCA service employees were also examined.  

This study employed mixed research methods. However, Chapter 4 presents 

solely the results of quantitative data analyses that hired two statistical analysis 

methods including 1) Descriptive statistics - used to describe the characteristics of 

LCA service employees’ personal information, degrees of the perceived firm-level 

and individual-level COSE, and true loyalty. 2) Inferential statistics involving 

Multivariate Analysis of Variance (MANOVA) used to examine the effects of 

personal information on firm-level and individual-level COSE (hypothesis H1) and 

Multiple Regression Analysis used to examine factors affecting COSE (hypothesis 

H2–H4) and true employee loyalty (hypothesis H5). The qualitative method was used 

to validate strategies derived from the quantitative method. The qualitative results 

where shown in Chapter 7. The topics of this chapter are listed below. 

4.1  General information  

4.2  Descriptive results relating to firm-level COSE  

4.3  Descriptive results relating to individual-level COSE 

4.4  Descriptive results of true loyalty of service employee respondents 

  4.5  Degree of the perceived customer orientation, classified by samples 

4.6  Factors affecting firm-level COSE 

4.7  Factors affecting individual-level COSE  

4.8  Factors affecting true employee loyalty 

  4.9  Discussion of data and research results 
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4.1 General Information 

 The primary purpose of this section was to demonstrate the results from pre-

data analysis stages including the results of assessing the quality of the research tool 

and data screening process in details. Demographic information of service employee 

respondents was also presented. 

 

4.1.1 Results of Assessing the Quality of the Research Tool 

The quality of research tools must be assessed before collecting data. 

Accordingly, the LCA service employee questionnaire was evaluated to assure 

validity and reliability. 

   4.1.1.1  Validity Result 

Five experts were approached by e-mails to request for consents to 

assess the validity of the designed questionnaire. As noted in Chapter 3, the Item-

Objective Congruence index (IOC) was employed to assure the validity of the 

research tool. Thus, the average congruence index of the LCA service employee 

questionnaire was .95 (Table C.1 in Appendix C), which was greater than the 

minimum score at .75 (Turner and Carlson, 2003, p. 167). It indicated that this 

questionnaire was valid to evaluate perceptions of LCA service employees and the 

contents could be used for the tryout stage. 

4.1.1.2  Reliability Results 

  30 pilot questionnaires were distributed to LCA service employees to 

conduct the tryout process. Cronbach’s alpha coefficient tested the internal 

consistency of the questionnaire. The results showed that the Cronbach’s alpha 

coefficient value (α) of each scale on this set of the questionnaire was higher than a 

minimum level of .70 (Hair et al., 2010; Nunnally et al., 1967). Consequently, this 

questionnaire was reliable with particular samples and can be used for data collection. 

The following table displays the results of reliability test. 
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Table 4.1  Result of Reliability Test of the Research Tool for Employee Survey 

(n1 = 30) 

Scales No. of Items 
Cronbach’s Alpha 

Coefficient Value (α) 

1.  Organizational socialization   

     1.1  Organizational climate for services 6 .907 

     1.2  Motivational direction & effort 4 .904 

     1.3  Organizational commitment 4 .833 

2.  Perceived firm-level COSE 4 .757 

3.  Person-to-person interaction   

     3.1  Technical skill 4 .970 

     3.2  Social skills 4 .944 

     3.3  Motivation 4 .925 

     3.4  Decision-making authority 4 .917 

4.  Personality traits   

     4.1  Extrovert/sociability 4 .856 

     4.2  Emotional stability 4 .882 

     4.3  Agreeability 5 .951 

     4.4  Conscientiousness 4 .844 

     4.5  Openness to experience 4 .874 

     4.6  Need for activity 4 .786 

5.  Perceived individual-level COSE  6 .873 

6.  True employee loyalty 11 .888 

 

4.1.2   Data Screening 

 430 self-administered questionnaires were collected using several methods 

from service employees of three major LCAs. 102 questionnaires were collected at 

Don Mueang Airport on January 9th – 10th, 2017. Some of them were derived from the 

courtesy of the cabin crew department of airline A and the customer service 

department of airline B. These two departments accepted the requests for consents to 

distribute the questionnaires to their service employees. 70 complete questionnaires 

were received from airline A in March 2018 and 50 complete questionnaires were 

received from airline B in April 2018 (see Appendix E for the examples of letters of 

requests). 105 questionnaires were also collected from service employees of Airline C 

during January – May 2018 using snowball sampling techniques. Additionally, 103 

questionnaires were derived from an online survey tool conducted from December 

2017 to May 2018. After removal of incomplete questionnaires, the number of self-

administered questionnaires with usable data was 394.  
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As suggested by Hair et al. (2010), checking the dataset for errors data is 

necessary although it is time-consuming. Therefore, the data screening process was 

performed to check missing data, errors in the dataset, and to identify outliers. As a 

result, 14 cases were removed from the dataset due to missing data. 7 cases were also 

excluded from statistical analysis due to outliers identified.  

Accordingly, the final cases in the dataset were approximately 86.74% of total 

collected questionnaires or 373 cases. These 373 sets of completed questionnaires 

were subsequently analyzed with statistical data analysis software. 

 

4.1.3 Demographic Information of Service Employee Respondents 

 The demographic factors comprised gender, age, marital status, education 

level, airline employer, job title, job role, years of service, income, and type of 

employment. Table 4.2 summarizes the demographic information of the respondents. 

 

Table 4.2  Frequency and Percentage of Service Employee Respondents by 

Demographic Information before Collapsing Categories  

(n1 = 373) 

Factor Frequency % 

Gender 

Male 

Female 

 

94 

279 

 

25.2 

74.8 

Age 

Below 20 years old 

20 - 30 years old 

31 - 40 years old 

41 - 50 years old 

51 - 60 years old 

Over 60 years old 

 

0 

286 

82 

4 

1 

0 

 

0.0 

76.6 

22.0 

1.1 

0.3 

0.0 

Marital Status 

Single 

Married/domestic partner 

Widowed / divorced 

 

315 

56 

2 

 

84.5 

15.0 

0.5 

Education Level 

Below bachelor’s degree 

Bachelor’s degree or equivalent 

Above bachelor’s degree 

 

0 

345 

28 

 

0.0 

92.5 

7.5 
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Table 4.2  (continued) 

 

Factor Frequency % 

Airline Employer  

Airline A 

Airline B 

Airline C 

 

166 

92 

115 

 

44.5 

24.6 

30.9 

Job Title 

Ground passenger service 

Cabin Crew 

Other (ticketing staff / lost & found staff) 

 

190 

179 

4 

 

50.9 

48.0 

1.1 

Job Role 

Staff/operational-level 

Chief/supervisor 

Other 

 

307 

66 

0 

 

82.3 

17.7 

0.0 

Years of Service with the Current Airline 

1 – 3 years 

4 – 6 years 

More than 6 years 

 

 212 

119 

42 

 

56.8 

31.9 

11.3 

Average Monthly Income 

Less than 10,000 THB 

10,001 - 30,000 THB 

30,001 - 50,000 THB 

50,001 - 70,000 THB 

70,001 - 90,000 THB 

More than 90,000 THB 

 

0 

177 

32 

138 

22 

4 

 

0.0 

47.5 

8.6 

37.0 

5.9 

1.0 

Type of Employment 

Outsourcing 

Contract with a specified period of time 

Permanent 

Other 

 

0 

140 

233 

0 

 

0.0 

37.5 

62.5 

0.0 

 

Pallant and Manual (2010, p. 90) suggested that collapsing the number 

of categories of a categorical variable may be required to proceed when only a few 

samples fall into a particular category. The collapse of categories was for research 

reasons because a variable with a few samples in a particular category could not 

appropriately be used in many of the statistical analyses. Therefore, some categories 

with too few samples were combined with the other similar categories. Furthermore, 

several factors were also renamed to comply with their characteristics. Table 4.3 

presents the frequencies and percentages of combined groups that were used for 

further analyses. 
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Table 4.3  Frequency and Percentage of Service Employee Respondents’ 

Demographic Information after Collapsing Categories  
(n1 = 373) 

Factors Frequency % 

Gender 

Male 

Female 

 

94 

279 

 

25.2 

74.8 

Age 

20 - 30 years old 

Over 30 years old 

 

286 

87 

 

76.7 

23.3 

Marital Status 

Not in a relationship (single/widowed/divorced) 

In a relationship (married/domestic partner) 

 

317 

56 

 

85.0 

15.0 

Education Level 

Bachelor’s degree or equivalent 

Above bachelor’s degree 

 

345 

28 

 

92.5 

7.5 

Currently Working With 

Airline A 

Airline B 

Airline C 

 

166 

92 

115 

 

44.5 

24.7 

30.8 

Job Title 

Ground passenger service  

Cabin Crew 

 

194 

179 

 

52.0 

48.0 

Job Role 

Staff/operational-level 

Chief/supervisor 

 

307 

66 

 

82.3 

17.7 

Years of Service with the Current Airline 

1 - 3 years 

4 – 6 years 

More than 6 years 

 

212 

119 

42 

 

56.8 

31.9 

11.3 

Average Monthly Income 

10,001 - 30,000 THB 

30,001 - 50,000 THB 

50,001 - 70,000 THB 

more than 70,000 THB 

 

177 

32 

138 

26 

 

47.4 

8.6 

37.0 

7.0 

Type of Employment 

Contract with a specified period of time 

Permanent 

 

140 

233 

 

37.5 

62.5 

 

The results in Table 4.3 demonstrate that 74.8% of respondents were 

female and 25.2% of them were male. As for age, the largest group of respondents 

was aged 20 - 30 years (76.7%). The rest were aged over 30 years (23.3%). Most 
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respondents (85%) were not in a relationship (single, widowed, or divorced) and the 

rests were in relationships (15%). 92.5% of respondents had earned a bachelor’s 

degree or equivalent and only 7.5% were above the bachelor’s degree. 

  44.5% of all respondents worked with Airline A. 30.8% of them 

worked with Airline C and the rests worked with Airline B (24.7%). Among 373 

respondents, 52% were ground passenger service staff an 48% of them were cabin 

crew. Moreover, the majority of respondents (82.3%) were operational-level staff, and 

17.7% of them were chiefs or supervisors. 

  As for years of experience, most respondents had worked with airlines 

for 1 – 3 years (56.8%). The rests were 4 – 6 years (31.9%), followed by more than 

six years of experience (11.3%) 

  177 respondents (47.4%) marked that their average monthly incomes 

were between 10,001 - 30,000 THB. 138 of respondents (37.0%) earned 50,001 - 

70,000 THB. 32 of respondents (8.6%) earned 30,001 - 50,000 THB. The smallest 

group of respondents had an average monthly income of more than 70,000 THB (7%). 

  62.5% of total respondents were permanent employees and 37.5% of 

them worked under contracts for airline employers with specified periods of time. 

 

4.2 Descriptive Results Relating to Firm-Level COSE  

 

This section presents descriptive statistics results intended to answer research 

question 1 by examining the degree of the perceived firm-level COSE and its 

independent variable called organizational socialization. 

This study determined the criteria to interpret mean scores of variables by 

setting class interval at .85 to describe the results derived from the seven-level 

evaluation. The following table displays the interpretation criteria for the mean scores. 
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Table 4.4  Interpretation of Mean Scores  

 

Ranges of Mean Scores 
Interpretation  

(level of perception) 

6.14 – 7.00 very high 

5.28 – 6.13 high 

4.42 – 5.27 relatively high 

3.56 – 4.41 moderate 

2.70 – 3.55 relatively low 

1.84 – 2.69 low 

1.00 – 1.85 very low 

 

4.2.1 Firm-Level COSE 

Firm-level COSE was one of dependent variables used in this study. Four 

questions were listed in the questionnaire to assess the degrees of the respondents’ 

perceptions toward COSE formed by their airlines or so-called firm-level COSE. 

 

Table 4.5  Means, Standard Deviations, and Interpretation of Firm-Level COSE 

       (n1 = 373) 

Firm-level COSE 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 

Airline 
B 

Airline 
C 

Total 

1) Designing its products and services 

by considering the needs of 

customers  

6.12 5.52 4.98 5.62 1.218 high 

2) Customer needs are the first priority  6.02 5.60 5.14 5.64 1.240 high 

3) Training its employees to be  

professional and customer-oriented 

6.35 5.93 5.13 5.87 1.178 high 

4) Evaluating its performance based on  

customer satisfaction 

5.98 5.65 5.01 5.60 1.231 high 

Total  6.12 5.68 5.07 5.68 1.064 high 

The degree of perception (by airline) high high 
relatively 

high 
high - - 

 

 The results, shown in Table 4.5, revealed that the average total score was 5.68, 

indicating that the perceived LCAs’ COSE of respondents was at a relatively high 

degree and all items of firm-level COSE were rated as a high degree. The respondents 

rated “the LCAs train their employees to be professional and customer-oriented” at 

high degree (x̄ = 5.87), which was the highest degree among four items. The 



139 

 

following ranks were “customer needs are the first priority” (x̄ = 5.64), “the LCAs 

design its products and services by considering the needs of customers” (x̄ = 5.62), 

and “ the LCAs evaluate its performance based on customer satisfaction” (x̄ = 5.60), 

respectively.  

 When each LCA was considered, respondents of airline A rated their airline at 

the highest degree on the COSE (x̄ = 5.12), followed by airlines B (x̄ = 5.68). For 

Airline C, they were rated at a relatively high degree (x̄ = 5.07).   

 

4.2.2   Organizational Socialization   

The second part of questionnaire was designed to allow LCA service 

employees to evaluate the degree of COSE formed by LCAs (firm-level COSE). This 

can be measured by three aspects of organizational socialization, namely, 

organizational climate for services, motivational direction, and organizational 

commitment. The results of the data analysis are shown and interpreted in Table 4.6 

Table 4.6 demonstrates the degree of service employees’ perceptions toward 

the organizational socialization of their employers (LCAs), which measured by 7-

point rating scales (mean score of 7 = very high and mean score of 1 = very low). The 

overall perceived organizational socialization of LCAs was rated as high (x̄ = 5.62). 

For individual aspect, the highest degree of perception was the organizational climate 

for services of LCAs (x̄ = 5.70), followed by the motivational direction (x̄ = 5.66), 

and organizational commitment (x̄ = 5.46) respectively. 

When each LCA was examined, organizational socialization of airline A (x̄ = 

5.93) was scored highest by their service employees, followed by airline B (x̄ = 5.67). 

Airline C was scored lowest among three LCAs (x̄ = 5.13) but still interpreted as 

relatively high. 
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Table 4.6  Means, Standard Deviations, and Interpretation of the LCAs’ Organizational Socialization 

(n1 = 373) 

Organizational Socialization  

Employees of this airline …. 
x̄ 

S.D. 
Degree of 

Perception Airline A Airline B Airline C Total 

Organizational Climate for Services 5.93 5.84 5.24 5.70   .925 high 

1) emphasize consistent service performance. 5.86 5.78 5.37 5.69 1.030 high 

2) be committed to delivering great services to passengers. 5.86 5.93 5.20 5.67 1.045 high 

3) admire employees who offer excellent services. 5.67 5.51 5.03 5.43 1.189 high 

4) give first priority to their passengers. 5.98 6.02 5.38 5.81 1.034 high 

5) aim to understand the needs of passengers. 5.93 5.79 5.18 5.67 1.051 high 

6) work as a team to provide the best experience to passengers. 6.27 6.00 5.31 5.91 1.145 high 

Motivational Direction 5.96 5.74 5.15 5.66 1.021 high 

7) have common goals and work in the same direction to achieve them. 5.75 5.70 5.17 5.56 1.152 high 

8) dedicate themselves to leading the airline to achieve the goals. 5.89 5.70 5.06 5.59 1.117 high 

9)   aim to fulfill their assigned duties effectively. 6.09 5.88 5.29 5.79 1.072 high 

10) prioritize their work and manage their time well. 6.10 5.70 5.10 5.69 1.250 high 

Organizational Commitment 5.90 5.34 4.93 5.46 1.154 high 

11) willing to work hard for the organization. 5.92 5.55 4.88 5.51 1.259 high 

12) believe that he/she is a key driver in the airline’s growth. 5.90 5.39 5.07 5.52 1.239 high 

13) agree that each employee must take responsibility for the 

organization. 

5.84 5.38 4.95 5.45 1.256 high 

14) aim to maintain statuses of long term airline’s membership. 5.93 5.02 4.83 5.36 1.432 high 

Total 5.93 5.67 5.13 5.62   .944 high 

The degree of Perception (by LCA) high high 
relatively 

high 
high - - 
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4.3 Descriptive Results Relating to Individual-Level COSE 

The results derived from questionnaires in part 3 and 4 intended to answer 

research question 1 concerning individual-level COSE. Hence, descriptive statistics 

were used to examine the degree of the perceived individual-level COSE and its 

independent variables, namely, person-to-person interaction and personality traits. 

 

4.3.1 Individual-Level COSE 

Individual-level COSE was a dependent variable. Six questions were listed in 

questionnaires to allow respondents to perform self-assessment.  

 

Table 4.7  Means, Standard Deviations and Interpretation of Individual-Level COSE 

(n1 = 373) 

Individual-level COSE 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 
Airline 

B 
Airline 

C Total 

1)  desiring to help customers  

     receiving best services 

5.98 6.20 5.31 5.83 1.059 high 

2)  inquiring customers’ needs 5.80 5.95 5.08 5.61 1.081 high 

3)  offering products or services that  

      will satisfy customers' needs 

5.79 5.80 5.03 5.56 1.090 high 

4)  providing accurate information 5.96 6.01 5.24 5.75 1.084 high 

5)  avoiding deceptive and manipulative  
     influence tactics 

4.15 4.60 4.40 4.34 1.993 moderate 

6)  avoiding using high pressure 5.69 5.90 5.13 5.57 1.228 high 

Total 5.56 5.74 5.03 5.44 .891 high 

Degree of Perception high high 
relatively 

high 
high - - 

 

 Table 4.7 displays that the overall COSE performed by service employee was 

rated high (x̄ = 5.44). Noticeably, item 5 was rated as moderate which was lower than 

the other items.  

When each LCA was considered, respondents of airline B scored the 

COSE higher than those from airlines A and B. 
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Table 4.8  Means, Standard Deviations and Interpretation of LCA Service Employees’ Behaviors Involving Person-to-Person Interaction 

(n1 = 373) 

Person-to-Person Interaction   
x̄ 

S.D. 
Degree of 

Perception Airline A Airline B Airline C Total 

Technical Skills in Interacting with Customers 5.82 5.87 5.44 5.71 .838 high 

1) having the knowledge and specific skills in impressing individual customers 5.84 5.83 5.53 5.74 .939 high 

2) being proficient at understanding customer needs 5.78 5.85 5.36 5.66 .926 high 

3) being capable of serving and interacting with an individual customer 5.79 5.84 5.38 5.68 .944 high 

4) being able to use skills to respond to customer needs effectively 5.86 5.96 5.50 5.77 .906 high 

Social Skills 5.97 5.93 5.49 5.81 .827 high 

5) being skillful in socializing, particularly with customers 5.99 5.95 5.71 5.90 .878 high 

6) observing, discerning, and understanding what customers want 5.97 5.88 5.50 5.80 .921 high 

7) recognizing customers’ feelings, emotions, and thoughts 5.93 5.90 5.36 5.75 .954 high 

8) knowing how to take care of and service customers very well 5.99 5.98 5.39 5.80 .966 high 

Motivation to Serve Customers 6.06 6.11 5.59 5.93 .837 high 

9) serving and looking after customers is your first priority 6.02 6.13 5.61 5.92 .949 high 

10) aiming to make customers satisfied with your service 6.06 6.04 5.57 5.91 .907 high 

11) being proud of the outcomes when providing good services to customers 6.09 6.20 5.61 5.97 .958 high 

12) being eager to respond to customers’ needs as possible 6.05 6.09 5.56 5.91 .936 high 

Decision-making Authority 5.75 5.59 5.17 5.53 .904 high 

13) being allowed to make an independent decision on service issues  5.69 5.53 5.13 5.48 1.064 high 

14) being keen to use skills to respond to customers’ needs and solve problems 5.93 5.88 5.30 5.72 1.027 high 

15) being able to handle and solve problems promptly 5.75 5.49 5.16 5.50 1.018 high 

16) being able to find a way to solve problems or satisfy customers 5.63 5.47 5.08 5.42 1.079 high 

Total 5.90 5.88 5.42 5.75 .739 high 

The Degree of Perception (by LCA) high high high high - - 
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4.3.2 Service Employees’ Person-to-Person Interaction  

This variable was used to allow respondents to perform self-assessment on 

COSE. It can be measured by four aspects, namely, technical skills, social skills, 

motivation, and decision-making authority.  

Table 4.8 shows that the overall behavior in person-to-person interaction was 

scored at a high degree (x̄ = 5.75).   

For individual aspect, the highest degree was the motivation to serve (x̄ = 

5.93), followed by social skills (x̄= 5.81), technical skills (x̄ = 5.71), and decision-

making authority (x̄ = 5.53), respectively. However, respondents rated all aspects as 

high.  

When each LCA was considered, respondents of airline A assessed the overall 

person-to-person interaction behaviors (x̄ = 5.90) at highest, followed by respondents 

of airline B (x̄ = 5.88) while airline C rated this aspect at lowest (x̄ = 5.42). 

Respondents of airline A also assessed their social skills and degrees of decision-

making authority higher than respondents from airlines B and C. Additionally, 

respondents of airline B scored their technical skills and motivation to serve 

customers higher than those from airlines A and C 

 

4.3.3 Personality Traits of LCA Service Employee 

 Personality traits comprised six characters, namely, extrovert or sociability, 

emotional stability, agreeability, conscientiousness, openness to experience or 

creativity, and the need for activity.  

According to Table 4.9, overall personality traits of service employee was 

scored as high. The aspect of conscientiousness was rated highest (x̄ = 6.00), followed 

by emotional stability (x̄ = 5.74), the need for activity (x̄ = 5.72), agreeability (x̄ = 

5.71), openness to experience (x̄ = 5.42), and extrovert/sociability was rated at lowest 

(x̄ = 5.24). Though, all dimensions were interpreted as a high degree except extrovert 

or sociability (interpreted as a relatively high). When each LCA were examined, 

respondents of airline B scored their personality traits as highest in almost dimensions 

except the extrovert personality, which was lower than airline C. 
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Table 4.9  Means, Standard Deviations, and Interpretation of Personality Traits of 

LCA Service Employee 

(n1 = 373) 

Personality Traits of Service Employees   
x̄ 

S.D. 
Degree of 

Perception 
Airline  

A 
Airline 

B 
Airline 

C 
Total 

Extrovert / Sociability 5.07 5.35 5.40 5.24 1.170 relatively high 

1) not feel bashful in front of people 4.80 5.18 5.49 5.10 1.647 relatively high 

2) like to talk with other people 4.81 5.17 5.51 5.12 1.574 relatively high 

3) like or not be afraid of being with other 

people or strangers 

5.43 5.65 5.65 5.55 1.450 high 

4) like to meet people / sociable 5.26 5.40 4.97 5.20 1.360 relatively high 

Emotional Stability 5.54 5.70 6.07 5.74 1.237 high 

5) cheerful 5.13 5.35 5.81 5.39 1.544 high 

6) even-tempered / calm 5.32 5.58 5.97 5.58 1.437 high 

7) unenvious / certain 6.08 6.25 6.36 6.21 1.168 very high 

8) emotionally stable 5.62 5.63 6.15 5.79 1.394 high 

Agreeability 5.74 5.85 5.56 5.71 .838 high 

9) caring / attentive 5.62 5.87 5.51 5.65 .971 high 

10) tender-hearted 5.58 5.85 5.48 5.61 1.019 high 

11) sympathetic 5.76 5.75 5.58 5.70 .907 high 

12) merciful or kind to others 5.85 5.83 5.58 5.76 .947 high 

13) ready to cooperate with others 5.88 5.97 5.66 5.83 .941 high 

Conscientiousness 6.06 6.13 5.83 6.00 .774 high 

14) responsible 6.32 6.48 6.04 6.27 .877 very high 

15) discreet 5.95 5.97 5.77 5.90 .892 high 

16) pay attention to details 5.99 6.01 5.76 5.92 .877 high 

17) organized 5.98 6.04 5.74 5.92 .902 high 

Openness to experience 5.43 5.44 5.39 5.42 .906 high 

18) highly creative and imaginative 5.45 5.39 5.48 5.45 1.042 high 

19) favor creativity 5.67 5.66 5.54 5.63 .993 high 

20) find novel solutions / methods 5.48 5.52 5.36 5.45 1.027 high 

21) take more initiatives than others 5.09 5.16 5.17 5.13 1.086 relatively high 

The Need for activity 5.74 5.88 5.57 5.72 .848 high 

22) like doing any activities / have a hard 

time keeping still 

5.52 5.78 5.55 5.60 1.102 high 

23) enthusiastic about your responsibility 5.80 5.91 5.63 5.78 .951 high 

24) feel uncomfortable if tasks are not yet 

finished, or performance is not up to par 

5.75 5.85 5.52 5.71 1.005 high 

25) extremely active/keen to complete the 

tasks as quickly as possible 

5.87 6.01 5.57 5.81 .944 high 

Total 5.60 5.73 5.63 5.64 .679 high 

The Degree of Perception (by LCA) high high high high - - 
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4.4  Descriptive Results of True Employee Loyalty 

 

As noted, attitudinal loyalty and behavioral loyalty perspectives must be considered together to explain true loyalty of LCA 

employees. The descriptive results of true employee loyalty are displayed and interpreted in Table 4.10. 

 

Table 4.10  Means, Standard Deviations, and Interpretation of True Employee Loyalty 

(n1 = 373) 

True Employee Loyalty 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 
Airline 

B 
Airline 

C Total 

Attitudinal Loyalty Perspective 5.53 5.45 4.43 5.17 1.209 relatively high 

1) intention of absenteeism 5.39 5.92 5.72 5.62 1.634 high 

2) intention to stay 5.72 5.29 4.08 5.11 1.619 relatively high 

3) willingness to perform extra work 5.46 5.34 4.02 4.98 1.513 relatively high 

4) willingness to take up more responsibility. 5.46 5.51 4.09 5.05 1.472 relatively high 

5) feeling committed to the airline  5.55 5.18 4.23 5.06 1.431 relatively high 

Behavioral Loyalty Perspective 5.65 5.40 4.49 5.23 1.135 relatively high 

6) defending the organization when other employees criticize it 5.46 5.24 4.03 4.97 1.424 relatively high 

7) defending the organization when other people outside the organization criticize it. 5.61 5.32 4.14 5.09 1.396 relatively high 

8) speaking positively about working in this organization to others  5.92 5.65 4.44 5.40 1.367 high 

9) never publicly complains about changes in the organization.  5.11 5.16 4.90 5.06 1.612 relatively high 

10) showing pride in representing the organization or being an employee of this organization. 5.95 5.49 4.56 5.40 1.381 high 

11) actively promoting and encouraging others to use the services of your organization. 5.83 5.55 4.80 5.45 1.332 high 

Total  5.59 5.42 4.46 5.20 1.123 relatively high 

The degree of Perception (by LCA) high high 
Relatively 

high 
Relatively 

high - - 



146 

 

 

 As shown in Table 4.10, the average total score of true employee loyalty was 

5.20, indicating the degree of respondents’ true loyalty at a relatively high degree (x̄ = 

5.20). Additionally, the degrees of attitudinal loyalty and behavioral loyalty were in 

line with the degree of true employee loyalty. 

However, when each LCA was examined, degrees of true loyalty toward their 

airline of airline A respondents (x̄ = 5.59) and airline B respondents (x̄ = 5.42) were 

rated as high. However, airline C respondents had a lower degree of perception (x̄ = 

5.42) but still interpreted as relatively high.  

  

4.5   The Degree of Perceived COSE, Classified by Samples 

 

This section presents the results by comparing the degree of perceptions of 

different sample groups toward firm-level and individual-level COSE. In this regard, 

the degrees of individual sample groups were presented according to their personal 

information as described below. 

 

4.5.1 Classified by Gender  

Table 4.11 shows that male respondents had a higher degree of perception 

toward both firm-level (x̄ = 5.90) and individual-level COSE (x̄ = 5.52) than female 

respondents (x̄ = 5.59 and 5.45, respectively). 

 

Table 4.11  Means of Service Employees’ Perceived COSE, Classified by Gender 

 

Gender 
n1 

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Male 94 5.90 5.52 

Female 282 5.59 5.43 
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Figure 4.1  Comparing Service Employee’ Perceived COSE by Gender  

 

4.5.2 Classified by Age 

Respondents aged over 30 years had a higher degree of perception toward both 

firm-level COSE (x̄  = 5.85) and individual-level COSE (x̄  = 5.68) than those aged 20 

– 30 years old, x̄ = 5.61 and 5.38, respectively (Table 4.12). 

 

Table 4.12  Means of Service Employees’ Perceived COSE, Classified by Age 

 

The Range of Age 
n1  

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

20 - 30 years old 289 5.61 5.38 

Over 30 years old 87 5.85 5.68 

 

 

Figure 4.2  Comparing Service Employee’ Perceived COSE by Age 
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4.5.3 Classified by Marital Status  

Table 4.13 shows that respondents who were not in a relationship had a higher 

degree of perceptions toward firm-level COSE (x̄ = 5.70) than those in a relationship 

(x̄ = 5.46). Regarding individual-level COSE, respondents who were in a relationship 

had a higher degree of perceptions toward individual-level COSE (x̄ = 5.52) than 

those who were not in a relationship (x̄  = 5.44). 

 

Table 4.13  Means of Service Employees’ Perceived COSE, Classified by Marital  

                    Status 

 

Marital Status 
n1  

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Not in a relationship  319 5.70 5.44 

In a relationship  57 5.46 5.52 

 

 

Figure 4.3  Comparing Service Employee’ Perceived COSE by Marital Status 

 

4.5.4 Classified by Education Level  

According to results in Table 4.14, indicating that respondents who had 

master’s or Ph.D. degrees had a higher degree of perceptions toward firm-level COSE 

(x̄ = 5.81) and individual-level COSE (x̄ = 5.78) than those who earned bachelor’s 

degrees or equivalent (x̄ = 5.65 and 5.42, respectively).  
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Table 4.14  Means of Service Employees’ Perceived COSE, Classified by  

                    Education Level 

 

Education Level 
n1  

(373) 

Means (x̄) 

Firm-Level COSE 
Individual-Level 

COSE 

Bachelor’s degree or equivalent 348 5.65 5.42 

Above bachelor’s degree 28 5.81 5.78 

 

 

Figure 4.4  Comparing Service Employee’ Perceived COSE by Education Level 

 

4.5.5 Classified by Airline Employer  

The results shown in Table 4.15 revealed that respondents who worked for 

airline A perceived firm-level COSE (x̄ = 6.12) higher than respondents who worked 

for airline B (x̄ = 5.63) and airline C (x̄ = 5.05). Regarding individual-level COSE, 

respondents who worked for airline B had a higher degree of perceptions toward 

individual-level COSE (x̄ = 5.76) than respondents worked for airlines A (x̄ = 5.56) 

and B (x̄ = 5.04). 
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Table 4.15  Means of Service Employees’ Perceived COSE, Classified by Airline  

                    Employer 

 

Airline Employer 
n1  

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Airline A 166 6.12 5.56 

Airline B 94 5.63 5.76 

Airline C 116 5.05 5.04 

 

 

 

Figure 4.5  Comparing Service Employee’ Perceived COSE by Airline Employers 

 

4.5.6 Classified by Job Title  

Table 4.16 demonstrates that cabin crew respondents had a higher degree of 

perception toward both firm-level (x̄ = 5.71) and individual-level COSE (x̄ = 5.62) 

than respondents who worked as ground passenger service agents (x̄ = 5.62 and 5.42, 

respectively). 

 

Table 4.16  Means of Service Employees’ Perceived COSE, Classified by Job Title 

 

Job Title 
n1 

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Ground Passenger Service 196 5.62 5.42 

Cabin Crew 180 5.71 5.49 
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Figure 4.6  Comparing Service Employee’ Perceived COSE by Job Title 

 

4.5.7 Classified by Job Role  

Table 4.17 shows that operational-level employees had a higher degree of 

perception toward firm-level COSE (x̄ = 5.67) than those who were chief or 

supervisor (x̄ = 5.61). Respondents who were chief or supervisor perceived 

individual-level  COSE (x̄ = 5.49) higher than the other (x̄ = 5.44). 

 

Table 4.17  Means of Service Employee’ Perceived COSE, Classified by Job Role 

 

Job Role 
n1  

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Staff/Operative 310 5.67 5.44 

Chief/Supervisor 66 5.61 5.49 

 

 

Figure 4.7  Comparing Service Employee’ Perceived COSE by Job Role 
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4.5.8 Classified by Year of Service with the Current Airline  

The results in Table 4.18 indicated that respondents who worked with their 

airline for more than 6 years had degree of perceptions toward firm-level COSE (x̄ = 

6.01) higher respondents who worked with their airline for 4 – 6 years (x̄ = 5.78), and 

those who worked with their airline for 1 -3 years (x̄ = 5.53), respectively. In terms of 

individual-level COSE, respondents who worked with their airline for more than 6 

years (x̄ = 5.60) also had a higher degree of perceptions toward individual-level 

COSE than respondents who worked for the airline for 1 – 3 years (x̄ = 5.39), and 

those who worked for 4 – 6 years (x̄ = 5.13), respectively. 

  

Table 4.18  Means of Service Employee’ Perceived COSE Classified by Year of  

                    Service  

 

Year of Service with  

the Current Airline 

n1  

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

1 – 3 years 214 5.53 5.39 

4 – 6 years 120 5.78 5.13 

More than 6 years 42 6.01 5.60 

 

 

Figure 4.8  Comparing Service Employee’ Perceived COSE by Year of Service 
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4.5.9 Classified by Average Monthly Income  

According to results shown in Table 4.19, service employee respondents who 

earned more than 70,000 THB had a higher degree of perceptions toward firm-level 

COSE (x̄ = 6.06) than those who earned 50,001 – 70,000 THB (x̄ = 5.77), 10,000 – 

30,000 THB (x̄ = 5.57), and 30,001 – 50,000 THB (x̄ = 5.40), respectively. In terms 

of individual-level COSE, respondents who earned 50,001 – 70,000 THB had a higher 

degree of perceptions toward individual-level COSE (x̄ = 5.60) than those who earned 

more than 70,000 THB (x̄ = 5.44), 10,000 – 30,000 THB (x̄ = 5.39), and 30,001 – 

50,000 THB (x̄ = 5.13), respectively. 

 

Table 4.19  Means of Service Employee’ Perceived COSE, Classified by Income 

 

Average Monthly Income 
n1 

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

10,001 - 30,000 THB 179 5.57 5.39 

30,001 - 50,000 THB 32 5.40 5.13 

50,001 - 70,000 THB 139 5.77 5.60 

More than 70,000 THB 26 6.06 5.44 

 

 

Figure 4.9  Comparing Service Employee’ Perceived COSE by Income 
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4.5.10  Classified by Type of Employment  

The results shown in Table 4.20 revealed that service employee respondents 

with permanent employment had a higher degree of perceptions toward firm-level 

COSE (x̄ = 5.77) than those with contract employment (x̄ = 5.49). Regarding 

individual-level COSE, both groups perceived same degrees of perceptions (x̄ = 5.45). 

 

Table 4.20  Means of Perceived Service Employee’ Perceived COSE, Classified by  

                    Type of Employment 

 

Type of Employment 
n1 

(373) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Contract with a specified period of time 141 5.49 5.45 

Permanent 235 5.77 5.45 

 

 

Figure 4.10  Comparing Service Employee’ Perceived COSE by Type of  

                     Employment 
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performed before testing hypotheses for ensuring the conformity of data with the 

statistical assumptions of multivariate analysis. 

 

4.6.1 Assumption Testing of Multiple Regression Analysis 

Several assumptions must be examined before proceeding with Multiple 

Regression Analysis, which regarding the association among variables that affect the 

statistical procedure used for multiple regression. The assumptions testing included 

multicollinearity, linearity, homoscedasticity (constant variance of the error term), 

independence of residuals (the error terms) and normality of the error term 

distribution (Hair et al., 2010, p. 182; Pallant and Manual, 2010, pp. 157 - 158). 

4.6.1.1  Multicollinearity 

  The correlation coefficients, presented in Table 4.21, indicated that the 

highest correlation was .791 which was less than the correlation coefficient cut-off 

value of .90 as advised by Hair et al. (2010). Thus, the assumption of multicollinearity 

was not violated. 

 

Table 4.21  Correlation Coefficients among Variables for Assumption Testing in  

                    Multiple Regression Analysis 

(n1 = 373) 

Variables 1. 2. 3. 4. 5. 6. 

1.  Organizational Socialization 1 .791** .530** .788** .726** .735** 

2.  Person-to-Person Interaction  1 .664** .717** .737** .667** 

3.  Personality Traits   1 .476** .585** .576** 

4.  Firm-Level COSE    1 .706** .700** 

5.  Individual-Level COSE     1 .695** 

6.  True Employee Loyalty      1 

 

In addition, measuring tolerance and variance inflation factor (VIF) 

was performed to diagnose the collinearity of independent variables. As suggested by 

Hair et al. (2010, p. 458), the cutoff value for tolerance is .10 and the value of 10 for 

VIF. As presented in Table 4.22, all tolerance values were greater than the cutoff 

value of .10, and it was also reinforced by the VIF values which all were well lower 

than the cutoff value of 10. Therefore, the assumption of multicollinearity was met. 
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Table 4.22  Variable Collinearity for Assumption Testing in Multiple Regression  

                    Analysis 

 

Independent Variables 
Collinearity Statistics 

Tolerance VIF 

Person-to-Person Interaction .560 1.787 

Personality Traits .560 1.787 

Firm-Level COSE .415 2.412 

Individual-Level COSE .376 2.662 

 

Dependent variable: Organizational Socialization 

  

4.6.1.2  Linearity 

  The linearity of the relationship between dependent and independent 

variables can be examined through normal probability plot or normal P-P of the 

regression standardized residual and the scatterplot. Pallant and Manual (2010, p. 158)  

noted that in the normal P-P Plot, the points should lie in a reasonably straight 

diagonal line from bottom left to top right and in the scatterplot, the pattern should be 

roughly rectangular distributed and most scores concentrated in the center along the 

zero point. In this study, the linearity of all relationship was examined through the 

normal P-P plots together with the matrix scatterplots displayed in Appendix D.3. 

Those patterns showed that all independent variables appeared to be linearly related to 

the dependent variables. Therefore, this assumption of linearity was not violated. 

4.6.1.3  Independence of the error terms 

  This assumption of regression can be tested through residuals analysis 

to check that errors of prediction are independent of one another (Tabachnick and 

Fidell, 2013). It means that the pattern should appear random or no pattern. When the 

residuals are independent, the residuals are not highly correlated, and no long runs of 

positive and negative residuals. Scatterplot of the standardized residual can be used to 

test the independence of the error terms. According to the scatterplots (see Appendix 

D.3), there were no systematic patterns of the residuals. Thus, this assumption was 

met. 
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4.6.1.4  Homoscedasticity  

  Homoscedasticity refers to the assumption that dependent variables 

exhibit equal levels of variance across the range of predictor variables (Hair et al., 

2010). This assumption testing is required to indicate the constant variance of error 

terms. The scatterplots of the standardized residual were again used to diagnose. In 

this study, the scatterplots, displayed in Appendix D.3, indicated that there were no 

clustering or patterns which implied that the variances of the residuals were constant. 

Hence, the assumption of homoscedasticity was met. 

4.6.1.5  Normality of the error term distribution 

 The normal P-P plot can be again used to check the normality of the 

error term distribution. The residuals were normally distributed if the dots follow the 

diagonal line on the normal P-P plots and residuals follow the normal distribution in 

the histogram of residuals. In this study, the patterns of the plots and histograms of 

residuals exhibited that this assumption was not violated (Appendix D.3). 

Accordingly, the assumption testing of Multiple Regression Analysis found 

that all assumptions were met. Hence, the research hypotheses can be tested by the 

Multiple Regression Analysis. 

 

4.6.2 Effect of Organizational Socialization 

In this section, the research hypothesis H2 was determined to answer the 

research question 2, which aimed to examine the effect of the perceived 

organizational socialization on firm-level COSE. The hypotheses H2 were tested by 

Standard Multiple Regression Analysis (MRA) for examining the effect of predictor 

variables (independent variables) on an outcome variable (dependent variable) 

proposed in the conceptual research framework. 

Hypothesis H2: Organizational socialization of LCAs are positively related to 

the degree of the firm-level COSE. 

Table 4.23 reveals the model evaluation and the results of MRA to predict the 

relationship on firm-level COSE (dependent variable) from the organizational 

socialization (independent variables) retrieved from 3 determinants including the 

organizational climate for services, motivational direction, and organizational 

commitment. The results showed that there was a statistically significant (R2 = .625, 
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Adjusted R2 = .622, p < .01). The analysis of multiple regression offers a good model. 

The coefficient of determination (R2) was .625, indicating that the model explained 

62.5 percent of the variance in firm-level COSE  

 By evaluating each of the independent variables, all variables made a unique 

statistically significant contribution. In order of importance, organizational 

commitment (β = .372, p < .01), organizational climate for services (β = .322, p 

< .01), and motivational direction (β = .157, p < .01) positively affected the perceived 

firm-level COSE, respectively. Thus, hypothesis H2.1 was supported. 

 

Table 4.23  Results of Multiple Regression Analysis for Effects of Organizational  

                    Socialization on Firm-Level COSE 

 

Variables 
R2 = .625, Adjusted R2 = .622, F = 205.259** 

b SE β t Sig. VIF 

Constant .777 .215  3.614** .000  

Organizational climate for services  .370 .067 .322 5.498** .000 3.373 

Motivational direction  .164 .062 .157 2.658** .008 3.444 

Organizational commitment  .343 .052 .372 6.645** .000 3.080 

 

Remark:  SEE = .65407, DF = 3, 369, ** = p < .01 

 

4.6.3 Assumption Testing of k-Way MANOVA 

As suggested by Hair et al. (2010, p. 458), for the multivariate test procedures 

of MANOVA to be valid, the three following statistical assumptions must be met 

including independence of observation, homogeneity of Variance-Covariance 

matrices, and the multivariate normal distribution of dependent variables. However, 

the linearity, multicollinearity, and outlier detection were also tested to ensure the 

reliability of the dataset (Hair et al., 2010; Pallant and Manual, 2010). 

 4.6.3.1  Independence of observation 

 A violation of this assumption is very serious (Pituch and Stevens, 

2015, p. 220).  The responses in each group must be made independently of responses 

in any other group (Hair et al., 2010). As noted in chapter 3, samples were selected 

randomly to answer the questionnaires, and each respondent was individually 
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administered to avoid group settings. Moreover, Intra-class Correlation Coefficient 

(ICC) was employed to test the independence observation. The coefficient with 

respective 95% confidence interval was .670, considered as moderate reliability (Koo 

and Li, 2016). Therefore, the relationships between the observations themselves in 

this study was not found. Also, the observations did not influence each other. It can be 

concluded that this assumption was met for multivariate test procedures of MANOVA 

because it was not violated. 

4.6.3.2  Homogeneity of Variance-Covariance matrices 

 This assumption testing can be conducted by using Box’s M test of 

equality of covariance, and the test is generated as part of MANOVA output (Pallant 

and Manual, 2010, p. 290). Hence, these results of each independent variable were 

demonstrated in MANOVA along with other crucial results in the next section.  

4.6.3.3  Normality  

 The normality is the fundamental assumption in the multivariate 

analysis which refers to the shape of the data distribution (Hair et al., 2010, p. 71). 

Normality of variables can be assessed to some extent by obtaining the skewness and 

kurtosis value (Pallant and Manual, 2010, p. 59). In this regard, the critical values 

must be considered to assess the normal distribution. The critical values are ± 2.58 

(a .01 significance level) and ± 1.96 (a .05 significance level) (Hair et al., 2010, p. 

73). When the skewness and kurtosis values are within the range of critical values, the 

variables are assumed to be normally distributed.  

Table 4.24 indicates that the skewness and kurtosis values of all 

variables were ranged within the critical values, between -1.96 to 1.96. As suggested 

by Hair et al. (2010), the normal probability plots also reflect a visual portrayal of the 

shape of the distribution. The normal P-P Plots of regression standardized residual 

between metrics variables and dependent variables demonstrated the normality of the 

error term distribution because those points were plotted near the diagonal line and 

there was some deviation toward the center, but generally, the points did follow the 

line (see Appendix D.3). Therefore, it can be assumed that the variables were 

normally distributed. 
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Table 4.24  Skewness and Kurtosis Values of Variables 

 

Variables Skewness Kurtosis 

Organizational Socialization   

1) organizational climate for services -.620 -.231 

2) motivational direction -.679 -.042 

3) organizational commitment -.738 .470 

Firm-Level COSE -.626 -.327 

Behaviors Involving Person-to-Person Interaction   

1) technical skill -.247 -.445 

2) social skill -.409 -.141 

3) motivation to serve customers -.480 -.453 

4) decision-making authority -.418 -.226 

Personality Traits of Service Employee   

1) extrovert/sociability -.536 -.394 

2) emotional stability -1.122 .758 

3) agreeability -.203 -.644 

4) conscientiousness -.639 .099 

5) openness to experience -.774 1.851 

6) need for activity -.342 -.486 

Individual-Level COSE  -.108 -.732 

 

Nevertheless, violating the normality assumption is quite common in 

larger samples (Pallant and Manual, 2010, p. 63). Hair et al. (2010) suggested that 

when the sample sizes reach 200 cases or more, the impact of this violation 

effectively diminishes. Although it can create problems in testing the Box’s M. The 

results of the Box’s M testing were included and reported in MANOVA outputs in 

section 4.6.4. 

4.6.3.4  Outlier Detection 

Even though the F-test is robust to non-normality, outliers should be 

tested before conducting a MANOVA because MANOVA is sensitive to outliers. 

Mahalanobis distance (Mal. distance) was calculated to identify any outliers. Table 

4.25 shows the results of outlier detection. If the maximum value of Mahal. distance 

is lower than the critical value, the assumption was not violated. Pallant and Manual 

(2010, p. 288) pointed out that the critical value of two dependents variables is 13.82. 

Accordingly, the maximum value of the Mahal. distance, obtained from the output, 

was 12.116, which was lower than the critical value of 13.82. Hence, significant 

multivariate outliers were not found. 
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Table 4.25  Calculating Mahalanobis Distances for Detecting Outliers. 
 

Residuals Statisticsa 

 Minimum Maximum Mean Std. Deviation N 

Mahal. Distance .005 12.116 1.995 1.734 373 

 

a. Dependent Variable: Gender, Age, Marital Status, Education Level, Airline Employer, Job Title, 

Job Role, Years of Service, Income, and Type of Employment. 

 

4.6.3.5  Linearity Between Dependent and Independent Variables 

The assumption of linearity indicates that there is a straight-line 

relationship between two dependent variables (Tabachnick and Fidell, 2013). 

Although this study performed literature reviews according to academic research and 

articles from reliable sources, the relationship between those variables, hence, are 

existent and have been accepted in academia. The most common way to assess 

linearity between variables is to generate a matrix scatterplots (Hair et al., 2010, p. 

76). Thus, the scatterplot matrixes in Appendix D (section D.1) indicated that this 

assumption was not violated. 

4.6.3.6  Multicollinearity 

  MANOVA works best when the dependent variables are moderately 

correlated (Pallant and Manual, 2010, p. 290). Therefore, the assumption of 

multicollinearity should be tested to ensure that one of the variables is not a 

combination of other variables or redundant (Hair et al., 2010; Pallant and Manual, 

2010). In other word, the dependent variables should not have high multicollinearity 

because high correlation among variables (generally .90 and higher) refers to a 

singularity (Hair et al., 2010). Hence, examining correlations among dependent 

variables can be used to check for multicollinearity. The correlation coefficients, 

shown in table 4.26, indicated that a correlation between firm-level and individual-

level COSE of .608 was lower than the correlation coefficients cutoffs value of .90. 

Hence, the dependent variables were moderately correlated, and this assumption was 

not violated. 
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Table 4.26  Correlation Coefficients among Dependent Variables for Testing   

                    Assumption in MANOVA 

(n1 = 373) 

Dependent Variables Firm-Level COSE Individual-Level COSE  

Firm-level COSE 1 .706** 

Individual-level COSE  .706** 1 

 

Remark:  ** Correlation is significant at the .01 level (2-tailed). 

 

4.6.4 The Effects of Personal Information 

The MANOVA approach can measure several dependent variables instead of 

only one. Using MANOVA can control or adjust the increased risks of type I error 

(Pallant and Manual, 2010, p. 283; Tabachnic and Fidell, 2007, p. 243-244). 

Therefore, MANOVA was employed in this study to analyze the effect of personal 

factors on two dependent variables including firm-level and individual-level COSE.  

However, for clarity purpose of this dissertation’s structure, this section 

explains merely the effects of personal factors on the perceived firm-level COSE. The 

results concerning the perceived individual-level COSE were explained in the section 

4.7.3 together with the other independent variables, accordingly. 

Hypothesis H1 and its sub-hypotheses were tested to examine the effects of 

LCA service employees’ personal information (independent variables) on the 

perceived firm-level and individual-level COSE (dependent variables). The personal 

information comprised gender, age, marital status, education level, airline employer, 

job title, job role, years of service, income, and type of employment. The results are 

described in detail below. 

Hypothesis H1: LCA service employees of different personal information have 

different effects on the firm-level COSE and the individual-level COSE.  

4.6.4.1  Gender   

H1.1:  LCA service employees of different genders have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE.  
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The Box’s M test was employed to test the equality of the Variance-

Covariance matrices between the groups. Table 4.27 shows that the significance value 

was .531, which was greater than the significance level of .001 (Tabachnic and Fidell, 

2007, p. 281 quoted in Pallant and Manual, 2010, p. 294). Thus, the multivariate 

statistical testing could proceed because the variances between groups were equal and 

the assumption of homogeneity of variance-covariance matrices was not violated. 

Wilk’s Lambda is one of the most commonly used for testing the 

overall significance between groups in the multivariate situation (Hair et al., 2010). 

By considering the value of Wilk’s Lambda, it indicated that a statistically significant 

difference between different genders was not found (Table 4.28), Wilk’s Lambda (λ) 

= .984, F (2, 370) = 2.929, Sig. value = .055 (> .05), partial η2 = .016.  

Thus, H1.1 was rejected, indicating that whether male or female 

respondents, both groups perceived firm-level and individual-level COSE equally, at 

the statistical significance level of .05. 

 

Table 4.27  Test of Homogeneity of Variance-Covariance Matrices between Genders 

 

Box’s M F df1 df2 Sig. 

2.221 .734 3 499203.563 .531 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + GENDER  

 

Table 4.28  MANOVA Results for Gender and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .016 2.929 .055 .016 

Wilks' Lambda .984 2.929 .055 .016 

Hotelling's Trace .016 2.929 .055 .016 

Roy's Largest Root .016 2.929 .055 .016 

 

Remark:   MANOVA test at a significance level of .05  
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4.6.4.2  Age  

H1.2:  LCA service employees of different ages have different effects 

on the perceived firm-level COSE and the perceived individual-level COSE. 

The significance value of the Box’s M test was .391 (Table 4.29), 

which was greater than the significance level of .001. It indicated that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

A multivariate analysis of variance showed that there was a statistically 

significant difference among groups (Table 4.30), Wilk’s Lambda (λ) = .977, F (2, 

370) = 4.309, Sig. value = .014 (< .05), partial η2 = .023.  

 

Table 4.29  Test of Homogeneity of Variance-Covariance Matrices between Ages 

 

Box’s M F df1 df2 Sig. 

3.028 1.000 3 391654.918 .391 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Age 

 

Table 4.30  MANOVA Results for Age and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .023 4.309 .014 .023 

Wilks' Lambda .977 4.309 .014 .023 

Hotelling's Trace .023 4.309 .014 .023 

Roy's Largest Root .023 4.309 .014 .023 

 

Remark:   MANOVA test at a significance level of .05  

 

As a result, the univariate tests (between-subjects effects) was 

performed to examine age differences, which reported significant value in the 

dependent variables. The univariate tests (Table 4.31) showed that statistically 

significant differences among groups of respondents of different ages were not found 

on firm-level COSE, F(1, 371) = 2.903, Sig. value = .089 (> .05) but found on 

individual-level COSE (see the values in section 4.7.3.2).  
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Therefore, H1.2 was partially supported. The multiple comparisons 

between groups on individual-level COSE were presented in section 4.7.3.2. 

 

Table 4.31  Univariate Tests in the COSE for Respondents of Different Ages 

 
Dependent variables F Sig. 

Firm-level COSE 2.903 .089 

Individual-level COSE  8.418 .004** 

 

Remark:  ** = p < .01 

 

4.6.4.3  Marital Status  

H1.3:  LCA service employees of different marital statuses have 

different effects on the perceived firm-level COSE and the perceived individual-level 

COSE. 

The significance value of the Box’s M test was .740 (Table 4.32) 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

The value of Wilk’s Lambda indicated that there was a statistically 

significant difference between different marital status when considered jointly on 

dependent variables (Table 4.33), Wilk’s Lambda (λ) = .983, F (2, 370) = 3.273, Sig. 

value = .039 (< .05), partial η2 = .017.  

 

Table 4.32  Test of Homogeneity of Variance-Covariance Matrices between Marital  

                    Statuses 

 

Box’s M F df1 df2 Sig. 

1.271 .418 3 122627.534 .740 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Marital Status 
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Table 4.33  MANOVA Results for Marital Status and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .017 3.273 .039 .017 

Wilks' Lambda .983 3.273 .039 .017 

Hotelling's Trace .018 3.273 .039 .017 

Roy's Largest Root .018 3.273 .039 .017 

 

Remark:   MANOVA test at a significance level of .05  

 

When the univariate test was examined (Table 4.34), a statistically 

significant difference among groups of respondents with different marital statuses was 

not found on the perceived firm-level COSE, F(1, 371) = 1.780, Sig. value = .183 (> 

.05).  

Notably, the result of the univariate test was inconsistent with the 

result of the multivariate test. It can be noted that the Standard Deviation (S.D.) 

values of firm-level COSE of each group (see Table 4.5) were apparently different 

from the S.D. values of individual-level COSE of each group (see Table 4.7). This 

phenomenon may engender differences between the results of the multivariate test 

and univariate test. For this reason, the univariate test was considered to examine the 

mean difference between groups. 

 

Table 4.34  Univariate Tests in the COSE for Respondents of Different Marital  

                    Statuses 

 

Dependent variables F Sig. 

Firm-level COSE 1.780 .183 

Individual-level COSE  .353 .553 

 

Remark:  * = p < .05 

 

Because a statistically significant difference among groups was not 

found in univariate tests. It could be concluded that H1.3 was rejected, indicating that 
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respondents of different marital statuses perceived firm-level COSE equally, at the 

statistical significance level of .05. 

4.6.4.4  Education Level 

H1.4: LCA service employees of different education levels have 

different effects on the perceived firm-level COSE and the perceived individual-level 

COSE. 

The significance value of the Box’s M test was .979 (Table 4.35) 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

MANOVA showed that there were no statistically significant 

differences among groups of respondents (Table 4.36), Wilk’s Lambda (λ) = .985, F 

(2, 370) = 2.817, Sig. value = .061 (> .05), partial η2 = .015.  

Thus, H1.4 was rejected. It implied that respondents of different 

education levels perceived firm-level COSE and individual-level COSE equally, at 

the statistical significance level of .05. 

 

Table 4.35  Test of Homogeneity of Variance-Covariance Matrices between  

                    Education Levels 

                    

Box’s M F df1 df2 Sig. 

3.028 .064 3 26098.757 .979 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Education Level 

 

Table 4.36  MANOVA Results for Education Level and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .015 2.817 .061 .015 

Wilks' Lambda .985 2.817 .061 .015 

Hotelling's Trace .015 2.817 .061 .015 

Roy's Largest Root .015 2.817 .061 .015 

 

Remark:   MANOVA test at a significance level of .05  
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4.6.4.5  Airline Employer 

H1.5:  Service employees working with different airline employers 

have different effects on the perceived firm-level and individual-level COSE. 

The significance value of the Box’s M test was .001 (Table 4.37). It 

was equal to the significance level of .001. Thus, the variance between groups was 

equal and the assumption of homogeneity of variance-covariance matrices was met. 

MANOVA showed that there was a statistically significant differences 

among groups (Table 4.38), Wilk’s Lambda (λ) = .756, F (4, 738) = 27.725, Sig. 

value = .000 (< .05), partial η2 = .131.  

 

Table 4.37  Test of Homogeneity of Variance-Covariance Matrices between Airline  

                    Employers 

 

Box’s M F df1 df2 Sig. 

23.586 3.898 6 1330337.870 .001 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Airline Employers 

 

Table 4.38  MANOVA Results for the Airline Employers and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .258 27.356 .000 .129 

Wilks' Lambda .756 27.725 .000 .131 

Hotelling's Trace .305 28.092 .000 .132 

Roy's Largest Root .227 42.011 .000 .185 

 

Remark:   MANOVA test at a significance level of .01 

 

Thus, the univariate tests (between-subjects effects) was performed to 

examine the group differences, which reported significant value in the dependent 

variables. The univariate tests shown in Table 4.39 indicated that statistically 

significant differences among groups of respondents with different airline employers 

were found on the perceived firm-level COSE, F(2, 370) = 40.075, Sig. value = .000 

(< .01) and also found on the perceived individual-level COSE (see section 4.7.3.5).  
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H1.5 was therefore fully supported. Then, the multiple comparisons 

must be investigated by LSD.  

 

Table 4.39  Univariate Tests in the COSE for Respondents of Different Airline  

 

Dependent variables F Sig. 

Firm-level COSE 40.075 .000** 

Individual-level COSE  20.879 .000** 

 

Remark:  ** = p < .01 

 

The post hoc test (Table 4.40) showed significant differences between 

groups of respondents on the perceived firm-level COSE. The multiple comparisons 

showed that there were significant differences between the three pairs. 

1)  Respondents of airline A (x̄ = 6.12) perceived firm-level 

COSE of their firms higher than respondents from Airline B (x̄ = 5.68). 

2)  Respondents of airline A (x̄ = 6.12) perceived firm-level 

COSE of their firms higher than respondents from Airline C (x̄ = 5.07).  

3)  Respondents of airline B (x̄ = 5.68) perceived firm-level 

COSE of their firms higher than respondents from Airline C (x̄ = 5.07).  

 Regarding the perceived individual-level COSE, the multiple comparisons 

between groups were displayed in section 4.7.3.5. 

 

Table 4.40  Multiple Comparison between Airline Employers on Firm-Level COSE, 

                    by Least Significant Difference (LSD) Test 

 

Firm-Level COSE x̄ Airline A Airline B Airline C 

1.  Airline A 6.12 - .44** 1.05** 

  - (.001) (.000) 

2.  Airline B 5.68 - - .61** 

       - - (.000) 

3.  Airline C 5.07 - - - 

  - - - 

 

Remark:  ** = p < .01 
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4.6.4.6  Job Title 

H1.6: LCA service employee of different job titles have different effects 

on the perceived firm-level COSE and the perceived individual-level COSE.  

The significance value of the Box’s M test was .627 (Table 4.41), 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

MANOVA revealed that a statistically significant difference among 

groups of respondents was not found when considered jointly on dependent variables 

(Table 4.42), Wilk’s Lambda (λ) = .998, F (2, 370) = .353, Sig. value = .703 (> .05), 

partial η2 = .002.  

Hence, H1.6 was rejected, indicating that respondents of different job 

titles perceived firm-level and individual-level COSE equally, at the statistical 

significance level of .05. 

 

Table 4.41  Test of Homogeneity of Variance-Covariance Matrices between Job Titles 

 

Box’s M F df1 df2 Sig. 

1.756 .582 3 31181268.804 .627 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Job Title 

 

Table 4.42  MANOVA Results for Job Titles and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .002 .353 .703 .002 

Wilks' Lambda .998 .353 .703 .002 

Hotelling's Trace .002 .353 .703 .002 

Roy's Largest Root .002 .353 .703 .002 

 

Remark:   MANOVA test at a significance level of .05  
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4.6.4.7  Job Role 

H1.7: LCA service employee of different job roles have different effects 

on the perceived firm-level COSE and the perceived individual-level COSE. 

The significance value of the Box’s M test was .953 (Table 4.43), 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

MANOVA showed that a statistically significant difference among 

groups of respondents was not found when considered jointly on dependent variables 

(Table 4.44), Wilk’s Lambda (λ) = .995, F (2, 370) = .900, Sig. value = .407 (> .05), 

partial η2 = .005.  

Hence, H1.7 was rejected, indicating that respondents of different job 

roles perceived firm-level and individual-level COSE equally, at the statistical 

significance level of .05. 

 

Table 4.43  Test of Homogeneity of Variance-Covariance Matrices between Job Roles 

 

Box’s M F df1 df2 Sig. 

.341 .112 3 183484.734 .953 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Job Role 

 

Table 4.44  MANOVA Results for Job Roles and the Perceived COSE  

 

Statistical Test Value F Sig. η2 

Pillai's Trace .005 .900 .407 .005 

Wilks' Lambda .995 .900 .407 .005 

Hotelling's Trace .005 .900 .407 .005 

Roy's Largest Root .005 .900 .407 .005 

 

Remark:   MANOVA test at a significance level of .05  
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4.6.4.8  Years of Service 

H1.8: LCA service employee of different years of service have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE.  

The significance value of the Box’s M test was .031 (Table 4.45), 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

MANOVA revealed a statistically significant difference among groups 

of respondents when considered jointly on dependent variables (Table 4.46), Wilk’s 

Lambda (λ) = .968, F (4, 738) = 3.071, Sig. value = .016 (< .05), partial η2 = .016.  

 

Table 4.45  Test of Homogeneity of Variance-Covariance Matrices between Years of  

                    Service 

 

Box’s M F df1 df2 Sig. 

14.077 2.317 6 116885.343 .031 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Years of Service 

 

Table 4.46  MANOVA Results for Year of Service and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .033 3.075 .016 .016 

Wilks' Lambda .968 3.071 .016 .016 

Hotelling's Trace .033 3.068 .016 .016 

Roy's Largest Root .024 4.452 .012 .024 

 

Remark:   MANOVA test at a significance level of .05  

 

Thus, the univariate tests (between-subjects effects) was performed to 

test the group differences, which reported significant value in the dependent variables. 

The univariate tests shown in Table 4.47 indicated that statistically significant 

differences among groups of respondents with different years of service were found 
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on the perceived firm-level COSE, F(2, 370) = 4.341, Sig. value = .014 (< .05) and 

the perceived individual-level COSE (see the values in section 4.7.3.8).  

Thus, H1.8 was fully supported, indicating that respondents with 

different years of service perceived firm-level and individual-level COSE differently, 

at the statistical significance level of .05. The multiple comparisons must be 

examined.  

 

Table 4.47  Univariate Tests in the COSE for Respondents of Different Years of  

                    Service 

 

Dependent variables F Sig. 

Firm-level COSE 4.341 .014
*
 

Individual-level COSE  3.607 .028
*
 

 

Remark:  * = p < .05 

 

The post hoc test (Table 4.48) shows significant differences between 

groups of respondents on the perceived firm-level COSE. The multiple comparisons 

demonstrated that there were significant differences between the two pairs. 

1)  Respondents who worked with the airline for 1 - 3 years (x̄ 

= 5.55) perceived firm-level COSE less than those who worked with the airline for 4 - 

6 years (x̄ = 5.80). 

2)  Respondents who worked with the airline for 1 - 3 years (x̄ 

= 5.55) perceived firm-level COSE of their firms less than those who worked with the 

airline for more than 6 years (x̄ = 6.00). 

Regarding the perceived individual-level COSE, the multiple 

comparisons between groups were displayed in section 4.7.3.8. 
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Table 4.48  Multiple Comparison between Years of Service on Firm-Level COSE, by 

Least Significant Difference (LSD) Test 

 

Firm-Level COSE x̄ 1. 2. 3. 

1.  1 - 3 years 5.55 - -.25* -.45* 

  - (.040) (.011) 

2.  4 - 6 years 5.80 - - -.20 

       - - (.283) 

3.  more than 6 years 6.00 - - - 

  - - - 

 

Remark:  * = p < .05 

 

4.6.4.9  Range of Income 

H1.9: LCA service employee of different ranges of incomes have 

different effects on the perceived firm-level COSE. 

The significance value of the Box’s M test was .455 (Table 4.49), 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

MANOVA revealed a statistically significant difference among groups 

of respondents when considered jointly on dependent variables (Table 4.50), Wilk’s 

Lambda (λ) = .957, F (6, 736) = 2.715, Sig. value = .013 (< .05), partial η2 = .022.  

 

Table 4.49  Test of Homogeneity of Variance-Covariance Matrices between Incomes 

 

Box’s M F df1 df2 Sig. 

8.993 .979 9 52522.095 .455 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Income 
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Table 4.50  MANOVA Results for Income and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .043 2.722 .013 .022 

Wilks' Lambda .957 2.715 .013 .022 

Hotelling's Trace .044 2.708 .013 .022 

Roy's Largest Root .025 3.112 .026 .025 

 

Remark:   MANOVA test at a significance level of .05  

 

As a result, the univariate tests (between-subjects effects) was 

performed to examine the group differences, which reported significant value in the 

dependent variables. The univariate tests (Table 4.51) showed that statistically 

significant differences among groups of respondents with different income were 

found on the perceived firm-level COSE, F(3, 369) = 2.749, Sig. value = .043 (< .05) 

and also found on the perceived individual-level COSE (see the values in section 

4.7.3.9). 

Thus, H1.9 was fully supported, indicating that respondents of 

different incomes perceived firm-level COSE differently and individual-level COSE, 

at the statistical significance level of .05. Then, the multiple comparisons must be 

investigated by LSD.  

 

Table 4.51  Univariate Tests in the COSE for Respondents of Different Income 

 

Dependent variables F Sig. 

Firm-level COSE 2.749 .043
*
 

Individual-level COSE  3.110 .026
*
 

 

Remark:  * = p < .05 

 

The post hoc test (Table 4.52) showed significant differences between 

groups of respondents on the perceived firm-level COSE. The multiple comparisons 

demonstrated that there were significant differences between the two pairs. 
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1)  Respondents who earned 10,001 - 30,000 THB per month (x̄ 

= 5.60) perceived firm-level COSE of their firms lower than those who earned more 

than 70,000 THB per month (x̄ = 6.06). 

2)  Respondents who earned 30,001 - 50,000 THB per month (x̄ 

= 5.40) perceived firm-level COSE of their firms lower than those who earned more 

than 70,000 THB per month (x̄ = 6.06). 

Regarding the perceived individual-level COSE, the multiple 

comparisons between groups were displayed in section 4.7.3.9. 

 

Table 4.52  Multiple Comparison between Income on Firm-Level COSE, By Least 

                    Significant Difference (LSD) Test 

 

Firm-Level COSE x̄ 1. 2. 3. 4. 

1.  10,001 - 30,000 THB 5.60 - .20 -.19 -.46* 

  - (.331) (.104) (.038) 

2.  30,001 - 50,000 THB 5.40 - - -.39 -.66* 

       - - (.059) (.019) 

3.  50,001 - 70,000 THB 5.79 - - - -.27 

  - - - (.240) 

4.  more than 70,000 THB 6.06 - - - - 

  - - - - 

 

Remark:  * = p < .05 

 

4.6.4.10  Types of Employment 

H1.10:  LCA service employee of different types of employment have 

different effects on the perceived firm-level COSE. 

The significance value of the Box’s M test was .000 (Table 4.53), 

which was less than the significance level of .001, indicating that the variance 

between groups was not equal and the assumption of homogeneity of variance-

covariance matrices was violated. In this regard, Pillai’s trace was employed instead 

of Wilks' Lambda to test the statistic in a MANOVA. Because Pillai’s trace is the 

most powerful and robust statistic when the assumption of homogeneity of variance-
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covariance was violated (Tabachnic and Fidell, 2007, p. 252 quoted in Pallant and 

Manual, 2010, p. 294).  

MANOVA showed a statistically significant difference among groups 

of respondents when considered jointly on dependent variables (Table 4.54), Pillai's 

Trace = .033, F (2, 370) = 6.410, Sig. value = .002 (< .01), partial η2 = .033.  

 

Table 4.53  Test of Homogeneity of Variance-Covariance Matrices between Types of    

                    Employment 

 

Box’s M F df1 df2 Sig. 

18.610 6.164 3 3184769.439 .000 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Types of Employment 

 

Table 4.54  MANOVA Results for Types of Employment and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .033 6.410 .002 .033 

Wilks' Lambda .967 6.410 .002 .033 

Hotelling's Trace .035 6.410 .002 .033 

Roy's Largest Root .035 6.410 .002 .033 

 

Remark:   MANOVA test at a significance level of .01 

 

Accordingly, the univariate tests (between-subjects effects) was 

performed to examine the group differences, which reported significant value in the 

dependent variables. The univariate tests in Table 4.55 indicated that statistically 

significant differences among groups of respondents with different types of 

employment were found on the perceived firm-level COSE, F(1, 371) = 6.252, Sig. 

value = .013 (< .05) while it was not found on the perceived individual-level COSE.  

Therefore, H1.10 was partially supported, indicating that there was a 

significant difference between respondents of different types of employment on firm-

level COSE. 
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Table 4.55  Univariate Tests in the COSE for Respondents of Different Types of  

                    Employment 

 

Dependent variables F Sig. 

Firm-level COSE 6.252 .013* 

Individual-level COSE  .001 .979 

 

Remark:  * = p < .05 

 

Because the individual variable (types of employment) had only two 

categories, it could be concluded that respondents employed full-time or permanently 

(x̄ = 5.79) perceived firm-level COSE higher than respondents employed under 

contracts with specified periods of time (x̄ = 5.51).  

 

4.7 Factors Affecting Individual-Level COSE 

In this section, factors affecting individual-level COSE were examined. The 

rest of the hypotheses (H1, H3, and H4 on individual-level COSE) were also tested to 

answer research question 2. 

Hypothesis H4 was tested by MRA to examine the effects of person-to-person 

interaction and personality traits (predictor variables) on individual-level COSE (an 

outcome variable). H4 was divided into two sub-hypotheses as listed below. 

1) To examine the relationship between the variables of employees’ 

behaviors involving person-to-person interaction and the degree of perceived 

individual-level COSE (H4.1). 

2) To examine the relationships between the variables of employees’ 

personality traits and the degree of perceived individual-level COSE (H4.2). 

Hypothesis H3 was tested by MRA to examine the effects of organizational 

socialization of LCAs on person-to-person interaction. The results were presented 

after testing hypothesis H4 because person-to-person interaction was the linked 

variable between two hypotheses. 
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For hypothesis H1, the additional effects of personal information on the 

perceived individual-level COSE (hypothesis H1) were separated to present in section 

4.7.3 due to the intelligibility of this dissertation explained in section 4.6.3.  

 

4.7.1 The Effects of Person-to-Person Interaction  

Person-to-person interaction consisted of four dimensions, namely technical 

skill, social skills, motivation to serve customers and decision-making authority. 

According to the conceptual research framework, this variable affected the perception 

toward individual-level COSE. Apart from that, this study found relationships 

between the COSE formed by the firm to build their service employees’ customer 

orientation. Hence, this variable can be influenced by the organizational socialization 

performed by LCAs. Accordingly, this part presented the effects of person-to-person 

interaction on individual-level COSE (hypothesis 4.1) as well as the effects of 

organizational socialization on the person-to-person interaction (hypothesis 3). 

4.7.1.1  The Effect of Person-to-Person Interaction on the Individual- 

                          Level COSE 

Hypothesis H4.1: Employees’ perceptions toward behaviors involving 

person-to-person interaction are related to the degree of perceived individual-level 

COSE. 

  Table 4.56 reveals the model evaluation and the results of MRA to 

predict the relationship on individual-level COSE (dependent variable) from four 

dimensions of person-to-person interaction (independent variables), namely, technical 

skill, social skill, motivation to serve customers and decision-making authority. The 

result found a statistically significant (R2 = .586, Adjusted R2 = .581, p < .01). The 

analysis of multiple regression offers a good model. The coefficient of determination 

(R2) was .586, indicating that the model explained 58.6 percent of the variance in 

individual-level COSE.  

  By evaluating individual independent variables, the effect between 

decision-making authority and individual-level COSE was not explained due to non-

significant result. However, the other three variables made unique statistically 

significant contributions. In order of importance, motivation to serve customers (β 

= .511, p < .01), social skill (β = .166, p < .01), and technical skill (β = .115, p < .05) 
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positively affected the perceived individual-level COSE, respectively. Therefore, 

hypothesis H2.1 was partially supported. 

 

Table 4.56  Results of Multiple Regression Analysis for Effect of Person-to-Person  

                    Interaction on Individual-Level COSE 

 

Variables 
R2 = .586, Adjusted R2 = .581, F = 130.009** 

b SE β t Sig. VIF 

Constant .208 .236  .878 .380  

Technical skill .122 .054 .115 2.282* .023 2.254 

Social skill .179 .063 .166 2.833** .005 3.063 

Motivation to serve customers .543 .058 .511 9.347** .000 2.652 

Decision-making authority .050 .048 .051 1.040 .299 2.117 

 

Remark:  SEE = .57646, DF = 4, 368, * = p < .05, ** = p < .01 

 

4.7.1.2  The Effect of Organizational Socialization on Behaviors in 

Person-to-Person Interaction 

Hypothesis H3:  Organizational socialization of LCAs are positively 

related to behaviors involving person-to-person interaction of LCA service 

employees. 

  Table 4.57  displays the model evaluation and the results of MRA to 

predict the relationship on the employees’ behaviors involving person-to-person 

interaction (dependent variable) from the organizational socialization (independent 

variable) comprising three attributes, namely, organizational climate for services, 

motivational direction, and organizational commitment. The results showed a 

statistically significant (R2 = .632, Adjusted R2 = .629, p < .01). The analysis of 

multiple regression offers a good model. The coefficient of determination (R2) 

was .632, indicating that the model explained 63.2 percent of the variance in the 

person-to-person interaction.  

  By evaluating individual independent variables, all variables made 

unique statistically significant contributions. In order of importance, organizational 

climate for services (β = .464, p < .01), organizational commitment (β = .200, p 
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< .01), and motivational direction (β = .186, p < .01) positively affected the perceived 

firm-level COSE, respectively. Thus, hypothesis H2.2 was supported. 

 

Table 4.57  Results of Multiple Regression Analysis for Effect of Organizational            

                    Socialization on the Person-to-Person Interaction 

 

Variables 
R2 = .632, Adjusted R2 = .629, F = 210.810** 

b SE β t Sig. VIF 

Constant 2.173 .148  14.682** .000  

Organizational climate for services .371 .046 .464 7.993** .000 3.373 

Motivational direction .135 .042 .186 3.173** .002 3.444 

Organizational commitment .128 .036 .200 3.610** .000 3.080 

 

Remark:  SEE = .45035, DF = 3, 369, ** = p < .01 

 

4.7.2 The Effects of Personality Traits 

Hypothesis H4.2: Employees’ personality traits are related to the degree of 

perceived individual-level COSE. 

 Table 4.58 reveals the model evaluation and the results of MRA to predict the 

relationships on the perceived individual-level COSE (dependent variable) from 6 

dimensions of personality traits (independent variables) including extrovert, 

emotional stability agreeability, conscientiousness, openness to experience and need 

for activity. The result showed a statistically significant (R2 = .495, Adjusted R2 

= .487, p < .01). The analysis of multiple regression offers a relatively good model. 

The coefficient of determination (R2) was .495, indicating that the model explained 

49.5 percent of the variance in individual-level COSE. 

 By examining each independent variable, statistical significances between 

extrovert/sociability and individual-level COSE including emotional stability and 

individual-level COSE were not found. However, three variables made unique 

statistically significant contributions. In order of importance, need for activity (β 

= .343, p < .01), agreeability (β = .279, p < .01), and conscientiousness (β = .245, p 

< .01) positively affected the perceived individual-level COSE, respectively. The 

result also indicated that openness for experience/creativity (β = -.118, p < .01) 
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negatively affected the perceived individual-level COSE. Thus, hypothesis H4.2 was 

partially supported. 

 

Table 4.58  Results of Multiple Regression Analysis for Effect of Personality Traits  

                    on Individual-Level COSE  

                     

Variables 
R2 = .495, Adjusted R2 = .487, F = 59.908** 

b SE β t Sig. VIF 

Constant .675 .294  2.296* .022  

Extrovert / Sociability .002 .036 .002 .043 .966 1.662 

Emotional Stability -.010 .032 -.014 -.318 .751 1.460 

Agreeability .297 .061 .279 4.856** .000 2.396 

Conscientiousness .282 .064 .245 4.380** .000 2.264 

Openness for Experience -.116 .044 -.118 -2.625** .009 1.475 

Need for Activity .361 .059 .343 6.150** .000 2.262 

 

Remark:  SEE = .63779, DF = 6, 366, * = p < .05, ** = p < .01 

 

4.7.3 The Effects of Personal Information on Individual-Level COSE 

As noted, hypothesis H1 and its sub-hypotheses were tested by MANOVA to 

examine the effects of LCA service employees’ personal information on the perceived 

firm-level and individual-level COSE. The MANOVA approach was conducted to 

measure two dependent variables at once to control increased risks of type I error. As 

mentioned, only the MANOVA results were separately reported. For clarity purpose, 

the effects of personal information on the perceived firm-level COSE (the first 

dependent variable) were separately presented in section 4.6.4.  

Accordingly, the following section presents merely the factors that affected 

individual-level COSE (the second dependent variables). 

Hypothesis H1: LCA service employees of different personal information have 

different effects on the firm-level and the individual-level COSE.  

 

 



183 

 

 

4.7.3.1  Gender  

Referring to the MANOVA result in section 4.6.4.1, a statistically 

significant difference between different genders on the perceived individual-level 

COSE was not found (as shown in Table 4.28). 

As reported, H1.1 was rejected, indicating that whether male or female 

respondents, both groups perceived firm-level and individual-level COSE equally, at 

the statistical significance level of .05. 

4.7.3.2  Age  

Referring to Table 4.30, a multivariate analysis of variance reported a 

statistically significant difference among groups, Wilk’s Lambda (λ) = .977, F (2, 

370) = 4.309, Sig. value = .014 (< .05), partial η2 = .023. 

The univariate tests shown in Table 4.31 revealed that statistically 

significant differences among groups of respondents with different ages were found 

on the perceived individual-level COSE, F(1, 371) = 8.418, Sig. Value = .004 (< .01) 

but not found on firm-level COSE.  As mentioned, H1.2 was partially supported. 

Then, the multiple comparisons must be investigated by LSD 

The post hoc tests (Table 4.59) revealed significant differences among 

groups of respondents of different ages was found on individual-level COSE. The 

multiple comparisons revealed that respondents aged more than 30 years (x̄ = 5.68) 

perceived firm-level COSE higher than respondents aged between 20 – 30 years (x̄ = 

5.37), significantly.  

 

Table 4.59  Multiple Comparison between Ages on Individual-Level COSE, by Least 

                    Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 

1.  20 - 30 years old 5.37 - -.31** 

  - (.004) 

2.  More than 30 years old 

 

5.68 - - 

 - - 

 

Remark:  ** = p < .01 
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4.7.3.3  Marital Status 

Referring to section 4.6.4.3, a statistically significant difference among 

groups of respondents with different marital statuses was not found on the perceived 

individual-level COSE when the univariate test was examined, F(1, 371) = .353, Sig. 

value = .553 (> .05), (Table 4.34). As reported, H1.3 was rejected, indicating that 

respondents of different marital statuses perceived firm-level and individual-level 

COSE equally, at the statistical significance level of .05. 

4.7.3.4  Education Level 

Referring to the MANOVA result in section 4.6.4.4, a statistically 

significant difference between different education levels on the perceived individual-

level COSE was not found. As reported, H1.4 was rejected, indicating that 

respondents of different education levels perceived firm-level and individual-level 

COSE equally, at the statistical significance level of .05. 

4.7.3.5  Airline Employer 

Referring to MANOVA results in section 4.6.4.5, a statistically 

significant difference among groups was found, Wilk’s Lambda (λ) = .756, F (4, 738) 

= 27.725, Sig. value = .000 (< .05), partial η2 = .131.  

Referring to Table 4.39, the univariate tests revealed that statistically 

significant differences among groups of respondents with different airline employers 

were found on the perceived individual-level COSE, F(2, 370) = 20.879, Sig. value = 

.000 (< .01) and on the perceived firm-level COSE (see section 4.7.4.5). As reported, 

H1.5 was fully supported. Then the multiple comparisons must be investigated by 

LSD.  

The post hoc test (Table 4.60) showed significant differences between 

groups of respondents on individual-level COSE. Significant differences between the 

two pairs were listed below. 

1)  Respondents of airline A (x̄ = 5.56) perceived individual-

level COSE higher than respondents from airline C (x̄ = 5.03). 

2)  Respondents of airline B (x̄ = 5.74) perceived individual-

level COSE higher than respondents from airline C (x̄ = 5.03). 

Regarding the perceived firm-level COSE, the multiple comparisons 

between groups were displayed in Table 4.40. 
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Table 4.60  Multiple Comparison between Airline Employers on the Individual-  

                    Level COSE, by Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ Airline A Airline B Airline C 

1.  Airline A 5.56 - -.18 .53** 

  - (.102) (.000) 

2.  Airline B 5.74 - - .71** 

       - - (.000) 

3.  Airline C 5.03 - - - 

  - - - 

 

Remark:  ** = p < .01 

 

4.7.3.6  Job Title 

Referring to the MANOVA result in section 4.6.4.6, a statistically 

significant difference between different job titles on the perceived individual-level 

COSE was not found.  

As reported, H1.6 was rejected, indicating that respondents of different 

job titles perceived firm-level and individual-level COSE equally, at the statistical 

significance level of .05. 

4.7.3.7  Job Roles 

Referring to the MANOVA result in section 4.6.4.7, a statistically 

significant difference between different job roles on the perceived individual-level 

COSE was not found. As reported, H1.7 was rejected, indicating that respondents of 

different job roles perceived firm-level and individual-level COSE equally, at the 

statistical significance level of .05. 

4.7.3.8  Years of Service 

Referring to Table 4.46, MANOVA revealed a statistically significant 

difference among groups of respondents when considered jointly on dependent 

variables, Wilk’s Lambda (λ) = .968, F (4, 738) = 3.071, Sig. value = .016 (< .05), 

partial η2 = .016.  
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Referring to Table 4.47, the univariate tests indicated that statistically 

significant differences among groups of respondents with different years of service 

were found on the perceived individual-level COSE, F(2, 370) = 3.607, Sig. value = 

.028 (< .05) and also on firm-level COSE (the results shown in section 4.6.4.8). As 

reported, H1.8 was fully supported. Then the multiple comparisons must be 

investigated by LSD. 

The multiple comparisons (Table 4.61) revealed significant differences 

between the two groups of respondents on the perceived individual-level COSE.  

1)  Respondents who worked with the airline for 1 - 3 years (x̄ 

= 5.38) perceived individual-level COSE less than those who work with the airline for 

more than 6 years (x̄ = 5.78). 

2)  Respondents who worked with the airline for 4 - 6 years (x̄ 

= 5.45) perceived individual-level COSE less than those who work with the airline for 

more than 6 years (x̄ = 5.78). 

Regarding the perceived firm-level COSE, the multiple comparisons 

between groups were displayed in Table 4.48. 

 

Table 4.61  Multiple Comparison between Years of Service on Individual-Level 

                    COSE, by Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 3. 

1.  1 - 3 years 5.38 - -.07 -.40** 

  - (.497) (.008) 

2.  4 - 6 years 5.45 - - -.33* 

       - - (.037) 

3.  more than 6 years 5.78 - - - 

  - - - 

 

Remark:  * = p < .05, ** = p < .01 
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4.7.3.9  Range of Income 

Referring to Table 4.50, MANOVA indicated a statistically significant 

difference among groups of respondents when considered jointly on dependent 

variables, Wilk’s Lambda (λ) = .957, F (6, 736) = 2.715, Sig. value = .013 (< .05), 

partial η2 = .022 

Referring to Table 4.51, the univariate tests showed that statistically 

significant differences among groups of respondents with different income were 

found on the perceived individual-level COSE, F(3, 369) = 3.110, Sig. value = . 026 

(< .05) and found on the perceived firm-level COSE. Hence, H1.9 was fully 

supported. The multiple comparisons must be investigated by LSD.  

The post hoc test (Table 4.62) showed significant differences between 

the two groups of respondents on the perceived individual-level COSE.  

1)  Respondents who earned 10,001 - 30,000 THB per month (x̄ 

= 5.38) perceived individual-level COSE lower than those who earned 50,001 - 

70,000 THB per month (x̄ = 5.60). 

2)  Respondents who earned 30,001 - 50,000 THB per month (x̄ 

= 5.13) perceived individual-level COSE lower than those who earned 50,001 - 

70,000 THB per month (x̄ = 5.60). 

Regarding the perceived firm-level COSE, the multiple comparisons 

between groups were displayed in Table 4.52. 

 

Table 4.62  Multiple Comparison between Ranges of Income on Individual-Level  

                    COSE, by Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 3. 4. 

1.  10,001 - 30,000 THB 5.38 - .25 -.22* -.06 

  - (.144) (.028) (.731) 

2.  30,001 - 50,000 THB 5.13 - - -.47** -.31 

       - - (.007) (.182) 

3.  50,001 - 70,000 THB 5.60 - - - .16 

  - - - (.403) 

4.  more than 70,000 THB 5.44 - - - - 

  - - - - 

 

Remark:  * = p < .05, ** = p < .01 
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4.7.3.10  Types of Employment 

Referring to Table 4.54, MANOVA indicated a statistically significant 

difference among groups of respondents when considered jointly on dependent 

variables, Pillai's Trace = .033, F(2, 370) = 6.410, Sig. value = .002 (< .01), partial η2 

= .033.  

Referring to Table 4.55, the univariate tests showed that statistically 

significant differences among groups with different types of employment were not 

found on the perceived individual-level COSE, F(1, 371) = .001, Sig. value = .979 (> 

.05) but found on firm-level COSE (the results shown in section 4.6.4.10). Thus, 

H1.10 was partially supported. 

 Accordingly, the results of research hypothesis testing (H1) and its sub-

hypotheses testing concerning firm-level and individual-level COSE were 

summarized and clarified in Table 4.63. 



 

 

1
8

9
 

Table 4.63  Summary of Research Hypothesis Testing by MANOVA (Hypothesis 1) 

 

Independent Variables 

(LCA Service Employee) 
Result 

Different Effects on   
(Post Hoc Test Results) 

Firm-Level COSE Individual-Level COSE  

1) Gender Rejected   

2) Age Partially Supported  More than 30 years old > 20 - 30 years old  

3) Marital Status Rejected 
  

4) Education Level Rejected   

5) Airline Employer Fully Supported airline a > airline b > airline c airline a > airline c, airline b > airline c 

6) Job Title Rejected   

7) Job Role Rejected   

8) Years of Service  Fully Supported 8.1)  over 6 years > 4-6 years 

8.2)  4-6 years > 1-3 years 

8.3)  over 6 years > 4-6 years  

8.4)  over 6 years > 1-3 years 

9) Income Supported 9.1)  more than 70,000 THB > 10,001-30,000 THB 

9.2)  more than 70,000 THB > 30,001-50,000 THB 

9.3)  50,001-70,000 THB > 10,001-30,000 THB  

9.4)  50,001-70,000 THB > 30,001-50,000 THB 

10)  Type of Employment  Partially Supported permanent > contract  

 

Remark:  Hypothesis 1 = LCA service employees of different personal information have different effects on the firm level COSE and  
                  the individual-level COSE.
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4.8 Factors Affecting True Employee Loyalty 

 

Hypothesis H5:  The firm-level COSE and the individual-level COSE are 

related to true employee loyalty. 

Table 4.64 presents the model evaluation and the results of MRA to predict the 

relationship on the perceived true employee loyalty (dependent variable) from firm-

level and individual-level COSE (independent variables). The results revealed a 

statistically significant (R2 = .571, Adjusted R2 = .568, p < .01). The analysis of 

multiple regression offers a good model. The coefficient of determination (R2) 

was .571, indicating that the model explained 57.1 percent of the variance in true 

employee loyalty.  

 By evaluating each of the independent variables, all variables made unique 

statistically significant contributions. In order of importance, firm-level COSE (β 

= .417, p < .01), and individual-level COSE (β = .401, p < .01) positively affected the 

perceived true employee loyalty, respectively. Thus, hypothesis H5 was fully 

supported. 

 

Table 4.64  Results of Multiple Regression Analysis for Effect of the COSE on  

                   True Employee Loyalty 

 

Variables 
R2 = .571, Adjusted R2 = .568, F = 245.863** 

b SE β t Sig. VIF 

Constant -.053 .243  -.220 .826  

Firm-Level COSE .439 .051 .417 8.665** .000 1.991 

Individual-Level COSE .506 .061 .401 8.352** .000 1.991 

 

Remark:  SEE = .73754, DF = 2, 370, ** = p < .01 
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Table 4.65  Overview of Factors Affecting Dependent Variables and Results of  

                    Hypotheses Testing (H1 – H5) 

 

Hypotheses / Independent Variables  Results  β  Effect on  Statistics Used 

Hypothesis 1:  LCA service employees of different personal information have different effects on  

                       the COSE individual level. 

H1.1  Gender Rejected - - MANOVA 

H1.2  Age Partially Supported - DV2 MANOVA 

H1.3  Marital Status Rejected - -  MANOVA 

H1.4  Education Level Rejected - - MANOVA 

H1.5  Airline Employer Fully Supported - DV1 and DV2 MANOVA 

H1.6  Job Title Rejected - - MANOVA 

H1.7  Job Role Rejected - - MANOVA 

H1.8  Years of Service  Fully Supported - DV1 and DV2 MANOVA 

H1.9  Income Fully Supported - DV1 and DV2 MANOVA 

H.1.10 Type of Employment  Partially Supported - DV1 MANOVA 

Hypothesis H2: Organizational socialization of LCAs are positively related to the degree of  

                          the firm-level COSE. 

1) Organizational Commitment  Supported .372 DV1 MRA 

2) Organizational Climate for services Supported .322 DV1 MRA 

3) Motivational Direction Supported .157 DV1 MRA 

Hypothesis H3:  Organizational socialization of LCAs are positively related to the person-to-person  

                           interaction (P2P) of LCA service employees. 

1) Organizational Climate for Services Supported .464 P2P MRA 

2) Organizational Commitment Supported .200 P2P MRA 

3) Motivational Direction  Supported .186 P2P MRA 

Hypothesis H4.1: Person-to-person interaction (P2P) of LCA service employees are related to  

                            the degree of the Individual-level COSE. 

1) Motivation to Serve Customers  Supported .511 DV2 MRA 

2) Social Skill Supported .166 DV2 MRA 

3) Technical Skill Supported .115 DV2 MRA 

4) Decision-Making Authority Rejected .051 - MRA 

Hypothesis H4.2: Personality Traits of LCA service employees are related to the degree of     

                             the Individual-level COSE. 

1) Need for Activity  Supported .343 DV2 MRA 

2) Agreeability  Supported .279 DV2 MRA 
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Table 4.65  (continued) 

 

Hypotheses / Independent Variables  Results  β  Effect on  Statistics Used 

3) Conscientiousness Supported .245 DV2 MRA 

4) Openness for Experience  Supported -.118 DV2 MRA 

5) Extrovert / Sociability Rejected .002 - MRA 

6) Emotional Stability Rejected -.014 - MRA 

Hypothesis H5:  the firm-level COSE and the individual-level COSE are related to  

                          true employee loyalty. 

1) Firm-Level COSE Supported .417 DV3 MRA 

2) Individual-Level COSE  Supported .401 DV3 MRA 

 

Remark:  DV1 = firm-level COSE 

                 DV2 = individual-level COSE 

      P2P  = behaviors involving person-to-person interaction 

      DV3 = true employee loyalty 

 

4.9 Discussion of Data and Research Results 

 

This study aims to answer six research questions. However, this section 

presents the significant results together with a discussion according to research 

questions 1 and 2.  Regarding research questions 3 and 4, they were discussed in 

Chapter 5. Research question 5 was discussed in Chapter 6 and research question 6 

was discussed together with demonstrating qualitative results. Six research questions 

were listed below. 

1)  What is the current degree of customer orientation of LCA service 

employees (COSE) in Thailand and their true loyalty to the firms? 

2)  How do the factors affect the customer orientation of LCA service 

employees (COSE) in Thailand and true loyalty to their firms? 

3)  What are the current degrees of passengers’ perceptions toward COSE and 

their true loyalty to the services of LCAs in Thailand?  

4)  How do the factors affect the passengers’ perceptions toward the COSE 

and true loyalty to services of LCAs in Thailand? 



193 

 

 

5)  How different are perceptions of employees and passengers toward the 

COSE at firm and individual levels? 

6)  What should be the strategy for enhancing true loyalty of LCA passengers 

and service employees in Thailand through the COSE? (Discussed in Chapter 7) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.11  Summary of Factors Affecting Employees’ Perceived COSE and True 

Loyalty  

 

4.9.1 Discussion in Responding to Research Question 1  

Research Question 1:  What is the current degree of customer orientation of 

LCA service employees (COSE) in Thailand and their true loyalty to the firms? 
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As noted, COSE can be considered as two levels including firm-level and 

individual-level. The results regarding each level are presented and discussed below. 

4.9.1.1  The Current Degree of Firm-Level COSE  

 Firm-level COSE could be assessed by employees to measure how 

their firm performed in producing an internal process to enhance COSE within the 

firm. The statistical results from employee survey showed that overall degree of firm-

level COSE was high (see Table 4.5). This reflects that LCAs in Thailand were 

capable of organizing their internal processes to form COSE. Individual items of firm-

level COSE were also assessed at a high degree. The highest item exhibited that 

LCAs could train their employees to be professional and customer-oriented (x̄ = 5.87).  

It implies that apart from the mandatory safety training, LCAs in 

Thailand regularly provided service training courses for their service employees by 

focusing on prioritizing customers. The reason is that this item was also rated as 

second high (x̄ = 5.64). In addition, LCA service employees perceived that their 

airlines performed well in prioritizing customer needs and their satisfaction. 

Nonetheless, the results of passenger survey is slightly different. The comparison of 

the perceived firm-level COSE between LCA service employees and passengers was 

discussed later in section 6.2.1.1. 

4.9.1.2  The Current Degree of Individual-Level COSE  

 From a service employee perspective, Table 4.5 shows that the degree 

of overall individual-level COSE was high (x̄ = 5.44), indicating that LCA service 

employees believed that they were customer-oriented. Every behavioral component 

was also assessed as a high degree, except a component of ‘avoiding deceptive and 

manipulative influence tactics’, rated as a moderate degree (x̄ = 4.33), which was 

somewhat lower than other components.  

As a whole, LCA service employees generally were customer-oriented 

according to employee survey but some deceptive behaviors seemed to exist. When 

any LCA intend to raise the perceptions of individual-level COSE, the airline 

manager should improve the employee recruitment and selection process by 

identifying moral and ethical traits of applicants in addition to personality traits 

(Macintosh, 2007). Hence, they should redesign and improve training courses for their 

service employees to develop service employees’ essential skills in service delivery, 
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for instance, communication skill, negotiation skill, interpersonal skill, customer 

handling skill, and being aware of exhibiting such negative actions. Regarding the 

quality of work life, airline manager should also review the workload balance of their 

service employees. 

4.9.1.3  The Current Degree of True Employee Loyalty 

The empirical evidence (Table 4.10) exhibited that overall, LCA 

service employees in Thailand were loyal to their airlines at a relatively high degree 

(x̄ = 5.20). When the individual perspectives of employee loyalty were considered, a 

degree of behavioral loyalty (x̄ = 5.23) was slightly higher than a degree of attitudinal 

loyalty (x̄ = 5.17). However, both perspectives were rated as a relatively high degree. 

For more details, service employees of airline A had the highest degree 

of true loyalty toward the firm (x̄ = 5.59, interpreted as a high degree), followed by 

airline B’s (x̄ = 5.42) whereas employees of airline C had a relatively high degree of 

true loyalty (x̄ = 4.46) which was lower than those two major LCAs in Thailand.  

Even if LCA service employees consider themselves to be customer-

oriented but they rated true loyalty as only relatively high degree. According to the 

descriptive results of true employee loyalty in Table 4.10, some issues should be 

highlighted and sought appropriate methods to increase employees’ perceptions 

toward those issues. Perhaps the airline manager should put more effort to cultivate a 

sense of belonging or entrepreneurial mindset to their employees because they seemed 

not yet feel hearty to defend the firm when others criticize it. They also appeared 

having less willingness to perform extra work and taking up more responsibility than 

it should be. The airline should reconsider the rewards and employee recognition 

programs to encourage and motivate them better. Moreover, organizational 

commitment of employee should be enhanced. The process of socialization may help 

to allow employees to deeply realize the values and directions of the firm (Kelley, 

1992). 

 

4.9.2 Discussion in Responding to Research Question 2  

  Research Question 2: How do the factors affect the customer orientation of 

LCA service employees (COSE) in Thailand and true loyalty to their firms? 
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4.9.2.1  Factors Affecting Firm-Level COSE 

According to the summary of results, four personal information (airline 

employees, types of employment, years of service, and income) affected firm-level 

COSE. One-Way MANOVA results revealed that airline employer had the strongest 

effect on firm-level COSE, followed by types of employees, years of service, and 

income. Organizational socialization was tested using Multiple Regression Analysis, 

and the result showed that all predictor variables positively affect firm-level COSE. 

 1) Airline Employers – This factor had a most significant 

positive effect on firm-level COSE. Referring to the post-hoc test result in Table 4.40, 

service employees working for airline A perceived firm-level COSE at the highest 

degree (x̄ = 6.12), followed by airline B (x̄ = 5.68) while service employees of airline 

C perceived firm-level COSE at a relatively high degree, which was least (x̄ = 5.07).  

It implies that each LCA had a different process to cultivate 

customer orientation of its employees, resulting in COSE degrees of LCAs in 

Thailand were different. According to empirical results from the employee 

perspective, airline A appeared to conduct the organizational socialization 

prominently to enhance COSE. This is in line with the descriptive results of 

perceptions of LCA service employees (Table 4.6), exhibiting that airline A 

performed socialization within the firm superior to other two LCAs. However, the 

results from the view of LCA passengers was different which were discussed in 

Chapter 5. 

 2)  Type of Employment – The results in Table 4.55 showed 

that permanent service employees perceived COSE formed by the LCAs (x̄ = 5.79) 

slightly higher than contract service employees (x̄ = 5.51). Though permanent 

employees and contract employees perceived slightly different on firm-level COSE, 

permanent employees typically felt more secure and confident on their job, and they 

were likely to be happier in their works. This is in line with the statement of Wirtz and 

Lovelock (2018), happier employers are likely to provide higher quality service. 

 3)  Year of Service – This factor positively affected firm-level 

COSE. The results in Table 4.48 indicated that senior service employees perceived 

firm-level COSE higher than junior service employees. Service firms generally 

provide ongoing training to employees to enhance essential skills and knowledge in 
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customer-oriented service delivery, senior service employee were likely to focus more 

on customers’ needs, resulting from their higher skills and more experiences. 

(Zeithaml et al., 2009).  

 4)  Income – This factor positively affected firm-level COSE. 

Table 4.52 reveals that service employees with high income (considered as above-

average wages) tended to perceive a higher degree of firm-level COSE than those 

who had lower income. Wirtz and Lovelock (2018, p. 332) stated that employees with 

better income are likely to be happier in their works and tend to provide higher-

quality services especially making customers highly satisfied. Consequently, it would 

lead to customer loyalty and firm profit margin (Heskett and Schlesinger, 1994).  

5)  Organizational Socialization - The statistical result revealed 

that organizational socialization of LCAs positively affected the degree of firm-level 

COSE. The result of Multiple Regression Analysis (Table 4.23) indicated that all 

factors of organizational socialization positively affected firm-level COSE. For more 

specific details, organizational commitment was the most important (β = .372), 

followed by organizational climate for services (β = .322) while motivational 

direction was the least important (β = .157). The result was consistent with a study of 

Kelley (1992) who found that perceptions of three determinants, namely 

organizational climate for services, motivational direction, and organizational 

commitment (in order of importance) positively affected COSE. He also suggested 

that any service firm implement the process of socialization within the firm, the firm 

then could improve the service values relating to customer orientation.  

Hence, the airline management should shed light on increasing 

customer-oriented behavior of service employees by employing human resource 

practices that drive employee commitment and organizational climate for services 

including developing understanding among employees of what is expected from them 

(Kelley, 1992, p. 34). Macintosh (2007) suggested key mechanisms, proposed by 

Hartline, Maxham III, and McKee (2000),  to help managers to disseminate a 

customer-oriented strategy to service employees. The key mechanisms included 

building a less formalized organizational structure, employee empowerment, 

behavior-based employee evaluations, and work-group socialization. 
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The empirical results from the employee survey demonstrated 

that LCA service employees rated the perception of LCAs’ organizational 

commitment as the least (x̄ = 5.46). However, it was interpreted as a high degree. This 

indicated that major LCAs in Thailand should firstly emphasize increasing the 

organizational commitment of their service employees because organizational 

commitment strongly influenced firm-level COSE as mentioned earlier. This could be 

done by implementing the socialization process within the firms to allow employees 

to realize the firm’s direction deeply. Then employees are willing to show great effort 

on behalf of the firms, and they would maintain statuses of long term firm’s 

membership (Kelley, 1992). Thus, this study, conducted in the airline industry, 

supports the findings of previous research regarding positive relationships between 

organizational commitment and customer orientation in various hospitality settings, 

(Donavan, Brown, and Mowen, 2004; Ifie, 2014; Kelley, 1992; Noor and 

Muhammad, 2005).  

Next, organizational climate of services was rated as the 

highest degree (x̄ = 5.70), indicating that major LCAs in Thailand were capable of 

establishing shared values and beliefs of individual employees to strive to deliver 

exceptional services to meet customer needs. This was the attainment of LCAs 

concerning abilities to convey the firm values through socialization programs. This 

process can lead to developing service employees’ perceptions of climate for services 

(Kelley, 1992), particularly the aspects of team working in serving passengers (x̄ = 

5.91) and employees’ mindsets of putting passengers first (x̄ = 5.81). Additionally, 

past studies also found relationships between climate for services and customer 

orientation outcomes (Chang, 2016; Dimitriades, 2007; Kelley, 1992; Rogg, Schmidt, 

Shull, and Schmitt, 2001). 

However, Schneider et al. (1998) argued that the firm could not 

produce service quality by merely establishing a strong climate service without 

building a foundation of fundamental support. When any airline manager desire to 

increase organizational climate for services, they should first provide fundamental 

supports for service employees that sustain work behaviors. The fundamental supports 

include resources, competency enhancement training, managerial practices, and the 

assistance that help employees to work more effectively (Schneider et al., 1998). 
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When employees perceive positive climate for services within the firm, they are more 

likely perform in customer-oriented manners (Barroso Castro, Martín Armario, and 

Martín Ruiz, 2004).   

Although motivational direction was the least important factor 

in this study, LCA service employees rated this factor at a high degree (x̄ = 5.66). 

When any airline intends to enhance such COSE, the airline should provide internal 

support through organizational socialization and focus on arranging activities that 

encourage employees to understand better of their appropriate tasks and roles, which 

correspond to the direction of the firm goals (Kelley, 1992). Consequently, 

employees' self-efficacy, job satisfaction, and adaptability could be improved 

(Hartline and Ferrell, 1996). Also, when employees are intrinsically motivated, they 

are likely to pursue rewards from the job rather than tangible rewards (Noor and 

Muhammad, 2005, p. 140) 

4.9.2.2  Factors Affecting Individual-Level COSE 

The results from employee survey demonstrated that four demographic 

factors affected individual-level COSE. The airline employer was the most important 

factor, followed by ages of employees, years of services, and income, respectively. 

 1)  Airline Employees – This factor had a large positive effect 

on individual-level C.OS.E. The multiple comparisons were shown in Table 4.60, 

indicated that degrees of such COSE between service employees of airlines A and C 

were significantly different. The degrees of COSE between service employees of 

airline B and airline C were also significantly different. The statistical results also 

indicated that significant difference of individual-level COSE between service 

employees of airlines A and B was not found. However, Table 4.7 shows that airline 

B service employees perceived individual-level COSE at the highest degree (x̄ = 

5.74), followed by airline A’s (x̄ = 5.56) while airline C service employees perceived 

least COSE (x̄ = 5.03) but interpreted as a relatively high degree. 

The empirical evidence exhibited a high level of customer-

oriented behaviors of Thai LCA service employees according to their self-assessment. 

It reflected the effective processes of employee recruitment along with efficient 

service training and their organizational cultures. It implies that LCA service 

employees were customer-oriented and they believed in self-performances as well as 
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their earnestness whether to deliver best services to passengers, provide accurate 

information, inquire passengers’ needs, and avoid actions that may cause customer 

dissatisfaction (Daniel and Darby, 1997). 

2)  Age – The multiple comparison result (see Table 4.59) 

indicated that older service employees (more than 30 years old) rated the degree of 

individual-level COSE higher than younger service employees did (20-30 years old). 

Accordingly, LCAs should concentrate more on employee retention and recruiting 

experienced applicants because a positive relationship between ages of service 

employees and degrees of individual-level COSE was found. The empirical result also 

supported one related research in selling context, which showed the contribution of 

age to customer orientation (Knight, 2001; Pettijohn, Pettijohn, and Taylor, 2002).  

Nonetheless, some previous research argued that older or more 

experienced employees were less customer-oriented than younger ones (Kilic, 2005; 

O'Hara, Boles, and Johnston, 1991). O'Hara et al. (1991) explained that more 

experienced employees might become complacent in their positions, resulting from 

being less active to meet customer needs than fresher employees. However, this study 

exhibited the effect of ages on customer orientation, at least, in the LCA business. 

3)  Years of Service – This refers to work experience with the 

current airline. This factor positively affected individual-level COSE. The statistical 

result indicated that service employees with longer work experiences were likely to be 

more customer-oriented. However, Table 4.61 shows that service employees with 1 to 

3 years of experience were customer-oriented similar to those with 4 to 6 years. As 

expected, service employees working with the LCA for over six years were more 

customer-oriented than junior employees. It was in line with the finding of Knight 

(2001) which found that employees with more than five years of experience tended to 

have higher customer orientation regarding the degree of employees’ relationship with 

customers. It may result from the expertise and skillfulness in interacting with 

passengers as well as gaining more chances of getting training, particularly service 

training. In addition, Kilic (2005) noted that experienced employees recognized that 

being customer-oriented is a higher performance standard and gain more opportunities 

to appreciate positive results of being customer-oriented. However, this result was 
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different from the studies of Franke and Park (2006) and Pettijohn et al. (2002) 

conducted in the sales force setting.  

When any LCA aims to retain employees to stay longer with 

the firm, then LCA could benefit from having highly customer-oriented service 

employees.  

4)  Income – This factor positively affected individual-level 

COSE. The statistical results (Table 4.62) indicated that service employees earned 

around 50,001 – 70,000 THB per month tended to be more customer-oriented 

significantly than those earned lower. Perhaps, service employees with lower income 

referred to employees with fewer work experiences in serving passengers to meet 

their needs. Moreover, employees with better income were likely to be happier in 

works and tend to provide higher-quality services (Wirtz and Lovelock, 2018, p. 332), 

also may consider job security, being long term membership of the firm, career 

advancement as more important issues than do those who earned lower income 

(Wong, Siu, and Tsang, 1999).  

5)  Person-to-Person Interaction – The results in Table 4.56 

showed that employees’ perceptions of behaviors involving person-to-person 

interaction (technical skills, social skills, motivation, and decision-making authority) 

were partially related to the degree of perceived individual-level COSE. The result 

indicated that three factors affected individual-level COSE. Motivation was a factor 

that had the strongest positive effect on individual-level COSE (β = .511), followed 

by social skills (β = .166) and technical skills (β = .115), respectively. However, 

decision-making authority did not affect such COSE. This results were in line with a 

study of Siddiqi and Sahaf (2009), conducted in banking setting. Their study also 

found that motivation was the strongest influential factor on employee service effort 

whereas decision-making authority was found to be the least influential factor. Kim 

and Ok (2010) pointed out that the decision-making authority of service employee 

may be less significant to satisfy customers in a normal situation, but it may be very 

important in a service failure situation. As this study was based on the assumption of 

the normal situation; hence, the relationship between decision-making authority and 

COSE was not found. 
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Additionally, this study supported the validation of a four-

dimensional conceptualization of COSE of Hennig-Thurau (2004). As noted in 

Chapter 2, previous studies mostly employed this concept to measure customers’ 

perceptions. Hennig-Thurau (2004) suggested that this concept can be used to study 

from both customer and employee perspectives. Accordingly, this study contributed to 

the model of COSE dimensions because the data from employees was used to assess a 

customer-oriented manner of service employees.  

The empirical evidence (Table 4.6) exhibited that LCA service 

employees had high performance in interacting person-to-person with passengers (x̄ = 

5.75). The descriptive result indicated that perceived motivation to serve customers 

was rated as the highest degree (x̄ = 5.93), indicating that LCA service employees 

believed that they could perform in a customer-oriented way and feel attractive 

toward such behavior and probably admire its consequences such as happiness of 

customers, rewards, or recognition from their employers (Hennig-Thurau, 2004). As 

said by Kim and Ok (2010), employee’s motivation can lead to developing of 

employees’ skills and customer-oriented behavior. That was why social skill (x̄ = 

5.81) and technical skill (x̄ = 5.71) were rated as second and third high degrees. 

Though decision-making authority did not affect COSE, service employees rated this 

dimension as a high degree (x̄ = 5.53) at the lowest rank. However, this order of 

degree complied with the order of magnitude mentioned earlier. It could be discussed 

that overall LCA service employees in Thailand could perform in customer-oriented 

manners (Hennig-Thurau, 2004). Particularly, service employees of airline A were 

likely to perform slightly better than those of airlines B and C (see Table 4.8).  

When LCAs are interested to improve its individual-level 

COSE, they should first analyze their strengths and weaknesses regarding customer 

orientation by conducting customer surveys measuring four dimensions of COSE 

(technical skills, social skills, motivation, and self-perceived decision-making 

authority) instead of measuring merely customer satisfaction (Hennig-Thurau and 

Thurau, 2003; Kim and Ok, 2010) 

   6)  Personality Traits – According to the statistic result in Table 

4.58, the need for the activity of service employee had the strongest effect on 

individual-level COSE (β = .343), followed by agreeability (β = .279), 
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conscientiousness (β = .245), and openness for experience (β = -.118). Some 

relationships were found in this study supported previous studies conducted in various 

settings. The need for activity and agreeability demonstrated the effects on COSE as 

found in studies of Brown et al. (2002), Chu-Mei and Kuang-Jung (2006), and Periatt, 

Chakrabarty, and Lemay (2007). Moreover, conscientiousness and openness for 

experience were found to be related to COSE, which was in line with the study by 

Periatt et al. (2007). Surprisingly, openness for experience, resulting in the high levels 

of creative behavior (George and Zhou, 2001), had a negative effect on the perceived 

independent-level COSE. George and Zhou (2001) stated that employees who have 

high levels of openness to experience might demonstrate low levels of creative 

behavior on the jobs due to situational constraints that do not allow their creative 

potential to be actualized. In airline service setting, service employees generally need 

to follow safety requirements, service standard procedures, and protocols strictly. As a 

result, they may not be able to exhibit excessive high creativity, imaginativeness, and 

initiatives without team working.  

Furthermore, two personality traits were not found to be related 

to COSE in this study. The statistical result revealed that extrovert/introvert did not 

affect individual-level COSE, this result was in line with studies of Brown et al. 

(2002) in the restaurant setting, Chu-Mei and Kuang-Jung (2006) in the hospital 

setting, and Harris (2001) in selling setting. Likewise for the emotional 

stability/instability, that its effect was not found on individual-level COSE, consistent 

with several studies (Harris, 2001; Licata, Mowen, Harris, and Brown, 2003).  

The discussion above was obviously shown that the effects of 

personality traits on customer orientation were diversity in different settings. 

However, this study demonstrated the effects of certain personality traits on COSE, at 

least, contributing to the airline industry.  

When any LCAs would like to recruit customer-oriented 

employees, the airline manager needs to select enthusiastic employees (need for 

activity), agreeable, conscientious, and disciplined which engender customer-oriented 

behaviors. These traits could be identified by using personality testing during the 

recruitment and selection process along with applicants pre-screening and interviews. 

Periatt et al. (2007) suggested that personality testing should also be used in 
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employees’ annual evaluation to ensure the consistency of customer-oriented 

behavior. Moreover, because the training process is an important part of the 

incubation of customer-oriented manner of service employee, airline manager should 

also consider this. 

   4.9.2.3  Organizational Socialization and Person-to-Person Interaction 

As noted in Chapter 2, employees’ customer-oriented behaviors may 

result from the development of firm-level COSE. In this study, the process within the 

firm called organizational socialization was employed to explain firm-level COSE. It 

could be assumed that the socialization may lead individual employees gaining and 

developing customer-oriented behaviors (individual-level COSE). 

Figure 4.11 exhibits that organizational socialization could predict 

employees’ behaviors in person-to-person interaction (R2 = .632). All three 

dimensions of organizational socialization (climate for services, motivational 

direction, and organizational commitment) affected person-to-person interaction. 

Climate for services had the strongest effect on person-to-person interaction (β = 

.464), followed by organizational commitment (β = .200), and motivational direction 

(β = .186).  

It implies that LCAs in Thailand should underline socialization within 

their firms, especially regularly promoting climate for services in the firm to allow 

employees to perceive practices, procedures, and behaviors that expected concerning 

customer service and customer service quality (Schneider et al., 1998), then service 

employees would be more likely to perform well in a customer-oriented way. 

 4.9.2.4  Factors Affecting True Employee Loyalty  

Table 4.68 exhibits that the overall COSE could predict 57.1 percent of 

the variance in true employee loyalty whereas that 42.9 percent of the variance was 

influenced by other factors. When individual factors are considered, firm-level COSE 

(β = .417) had a strong positive effect on true employee loyalty. Individual-level 

COSE had also a strong positive effect on true employee loyalty (β = .401).  

Hence, this result illustrated the high effect of customer orientation of 

service employee on true loyalty. This is in line with the study of Martensen and 

Grønholdt (2006) as well as support the notion of the service profit chain of Heskett 

and Schlesinger (1994). Heskett et al. (1997) noted that the implementation of the 
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firm’s operating strategy and service delivery system could develop employees’ 

performance which leads to their satisfaction and loyalty to the firm at last. In 

addition, service firms should consider the components of the firms’ internal 

operations to strengthen the quality within the firms which were listed below. 

1)  Providing a good environment of employees’ workplaces 

for increasing internal service quality  

2)  Managing operation such as designing job and providing 

decision-making latitude for an employee to foster their performances to achieve high 

employee productivity and capable of delivering service values as per customers’ 

needs. 

3)  Emphasizing employee selection and human resource 

development and management such as training for knowledge, incubating specified 

skills, and positive attitudes toward the firms and oneself. These manners can increase 

employees’ capabilities and provide prominent services to customers (Heskett et al., 

1997; Loveman, 1998). 

When any of LCA would like to increase the degree of true employee 

loyalty, they could firstly enhance firm-level COSE (the strongest influence) by 

establishing the firm’s activities proposed to support customer-oriented behaviors of 

service employee that create service excellence for delivering to customers (Homburg 

et al., 2002; Teng and Barrows, 2009) and also conducting organizational 

socialization as discussed earlier. Secondly, the LCAs should focus on training their 

employees to cultivate individual customer-oriented behaviors, at least in person-to-

person interaction, and emphasize employee selection according to personality traits 

that influence customer-oriented behaviors (see Figure 4.11). As a result, these 

internal operations would be able to enhance true employee loyalty as found in this 

study. 



 

 

 

 

RESEARCH RESULTS FROM PASSENGER SURVEY 

AND DISCUSSION 

 

 This chapter intends to present the research results on data collected from 

passengers traveling with Low-Cost Airlines (LCAs). The data analyses were 

conducted to achieve research objective 2, which aims to examine passengers’ 

perceptions toward firm-level and individual-level Customer Orientation of LCAs’ 

Service Employees (COSE). True passenger loyalty was also examined.  

Mixed method was used to conduct this research. The following sections 

reveals the results of quantitative data analyses using two statistical analysis methods, 

comprising 1) Descriptive statistics which was used to describe characteristics of 

personal information of LCA passengers including demographics, travel experiences 

and travel behaviors, the degree of the perceived firm-level and individual-level 

COSE, and the degree of true passenger loyalty. 2) Inferential statistics including 

Multivariate Analysis of Variance (MANOVA) used to examine the effects of 

personal information on firm-level and individual-level COSE (hypothesis H6), and 

Multiple Regression Analysis (MRA) used to examine factors affecting both levels of 

COSE (hypothesis H7 – H8) and true passenger loyalty (hypothesis H9). The 

structure of this chapter is presented below. 

5.1  General information  

5.2  Descriptive results relating to firm-level COSE 

5.3  Descriptive results relating to individual-level COSE 

5.4  Descriptive results of true loyalty of passenger respondents. 

  5.5  Degree of perceived customer orientation, Classified by Samples 

5.6  Factors affecting firm-level COSE 

5.7  Factors affecting individual-level COSE 

5.8  Factors affecting true passenger loyalty 

  5.9  Discussion of data and research results 
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5.1 General Information 

 

 This section demonstrates the results from pre-data analysis stages including 

the results of assessing the quality of research tool and data screening process in 

details. Demographics of LCA passenger respondents were also presented. 

 

5.1.1  Results of Assessing the Quality of the Research Tool 

 The quality of the research tool must be assessed before collecting data. 

Accordingly, the LCA passenger questionnaire was evaluated to ensure validity and 

reliability. 

5.1.1.1  Validity Result 

Five experts were approached by e-mails to request consents of 

assessing validity of the designed questionnaire. The Item-Objective Congruence 

(IOC) index was employed to ensure the validity of this research tool. Thus, the 

average congruence index of the LCA passenger questionnaire was .98 (Table C.2 in 

Appendix C), which was greater than the minimum score at .75 (Turner and Carlson, 

2003), indicating that this questionnaire was valid, and the contents could be used for 

the tryout stage. 

5.1.1.2  Reliability Test Results 

  The tryout process was conducted by distributing 30 pilot 

questionnaires to LCA passengers. Subsequently, Cronbach’s alpha coefficient was 

used to measure the internal consistency of the questionnaire. A minimum level of .7 

Cronbach’s alpha coefficient value (α) are acceptable (Hair et al., 2010; Nunnally et 

al., 1967).  

Table 5.1 displays Cronbach’s alpha coefficient values of scales on this 

set of questionnaire (for LCA passenger), indicating that all values were higher than 

.70. Therefore, this designed questionnaire for LCA passenger was reliable with the 

particular sample and could be used for data collection. 
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Table 5.1  Result of Reliability Test of the Research Tool for Passenger Survey 

(n2 = 30) 

Scales 
No. of 

Items 

Cronbach’s alpha 

coefficient value (α) 

1.  Responsiveness of Airline Selection Attributes  10 .832 

2.  Overall Service Quality   

     2.1  Service employee performance 5 .965 

     2.2  Physical Goods 4 .943 

     2.3  Servicescape 4 .772 

3.  Perceived firm-level COSE 4 .867 

4.  Person-to-Person Interaction   

     4.1  Technical skills  4 .975 

     4.2  Social skills 4 .910 

     4.3  Motivation 4 .972 

     4.4  Decision-making authority 3 .964 

5.  Perceptions of Customer Oriented Behaviors   

     5.1  Need to pamper customers 3 .942 

     5.2  Need to read customers 4 .974 

     5.3  Need to deliver 4 .921 

     5.4  Need for a personal relationship 4 .890 

6.  Perceived individual-level COSE 6 .870 

7.  True loyalty 10 .932 

 

5.1.2  Data Screening  

 During data collection process, 397 questionnaires were collected from LCA 

passengers at Don Mueang Airport. After removal of incomplete questionnaires, the 

number of self-administrated questionnaires with usable data was 362.  

The data screening process was performed to check missing data, errors, and 

to identify outliers, (Hair et al., 2010). As a result, 10 cases were removed from the 

dataset due to missing data. 2 cases were also excluded from statistical analyses due 

to outliers identified. 23 cases were also removed because there were too few 

respondents in particular categories and were not able to associate with any categories 

(Pallant and Manual, 2010, p. 90). These deleted categories were cases aged below 20 

years (8 cases), ticket agent in decision maker variable (5 cases), and cases of 

membership with the other LCAs (10 cases). 

 Hence, final cases in the dataset were approximately 82.37 percent of total 

respondents. Thus, those data collected from 327 LCA passengers, were subsequently 

analyzed with statistical data analysis software. 
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5.1.3  Demographic Information of LCA Passenger Respondents 

 The demographic factors include gender, age, marital status, education level, 

occupation, and range of income. Regarding travel experiences, these factors were the 

frequency of travel, LCA frequently traveled with, main travel purpose, the decision 

maker of choosing a LCA, the frequently used reservation channel, and membership 

in Frequent Flyer Programs (FFPs).  

5.1.3.1  Demographic Information  

The frequencies and percentages of LCA passenger respondents’ 

demographic information before collapsing categories were summarized in Table 5.2. 

 

Table 5.2  Frequency and Percentage of LCA Passenger Respondents by 

Demographic Information before Collapsing Categories  

(n2 = 350) 

Factors Frequency % 
Gender 

Male 

Female 

 

168 

182 

 

48.0 

52.0 

Age 

Below 20 years old 

20 - 30 years old 

31 - 40 years old 

41 - 50 years old 

51 - 60 years old 

           Over 60 years old 

 

8 

120 

107 

72 

38 

5 

 

2.3 

34.3 

30.6 

20.6 

10.8 

1.4 

Marital Status 

Single 

Married/domestic partner 

          Widowed/divorced 

 

232 

112 

6 

 

66.3 

32.0 

1.7 

Education Level 

Below bachelor’s degree 

Bachelor’s degree or equivalent 

Above bachelor’s degree 

Occupation 

Merchant/business owner 

Private business employee 

Government officer 

State enterprise employee 

Government agency employee 

Student 

Specific specialist/freelance 

Housewife 

Other 

 

71 

187 

92 

 

67 

91 

45 

37 

28 

42 

27 

9 

4 

 

20.3 

53.4 

26.3 

 

19.1 

26.0 

12.9 

10.6 

8.0 

12.0 

7.7 

2.6 

1.1 
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Table 5.2  (continued) 

 

Factors Frequency % 
Average Monthly Income 

Less than 10,000 THB 

10,001 - 30,000 THB 

30,001 - 50,000 THB 

50,001 - 70,000 THB 

70,001 - 90,000 THB 

More than 90,000 THB 

 

41 

171 

74 

39 

9 

16 

 

11.7 

48.9 

21.1 

11.1 

2.6 

4.6 

 

  Even though 12 cases were already removed in the stage of data 

screening but collapsing some categories were further required. Consequently, some 

categories were collapsed with similar categories while some categories were deleted 

from the dataset because they were not able to combine with any categories and had 

too few respondents. As mentioned earlier, the final cases after collapsing and 

deleting categories were 327. Table 5.3 demonstrates frequencies and percentages of 

combined groups of respondents of each demographic used for further analyses. Some 

variables were renamed to comply with their characteristics.  
 

Table 5.3  Frequency and Percentage of Passenger Respondents’ Demographic  

Information after Collapsing Categories  
(n2 = 327) 

Factors Frequency % 
Gender 

Male 

Female 

 

158 

169 

 

48.3 

51.7 

Age 

20 - 30 years old 

31 - 40 years old 

41 - 50 years old 

          Over 50 years old 

 

115 

102 

68 

42 

 

35.2 

31.2 

20.8 

12.8 

Status 

Not in a relationship (single/widowed/divorced) 

In a relationship (married/domestic partner) 

 

219 

108 

 

67.0 

33.0 

Education Level 

Below bachelor’s degree 

bachelor’s degree or equivalent 

Above bachelor’s degree 

 

64 

177 

86 

 

19.6 

54.1 

26.3 
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Table 5.3  (continued) 

 

Factors Frequency % 
Occupation 

Merchant/business owner 

Private business employee 

Government officer 

State enterprise employee 

Government agency employee 

Student 

Other  

 

67 

87 

42 

34 

26 

33 

38 

 

20.5 

26.6 

12.8 

10.4 

8.0 

10.1 

11.6 

Average Monthly Income 

Less than 10,000 THB 

10,001 - 30,000 THB 

30,001 - 50,000 THB 

50,001 - 70,000 THB 

More than 70,000 THB 

 

33 

164 

70 

37 

23 

 

10.1 

50.2 

21.4 

11.3 

7.0 

   

51.7% of respondents were female and 48.3% were male. As for age, 

the largest group of respondents was aged 20 - 30 years (35.2%). The remaining 

groups were aged 31 - 40 years (31.2%), followed by 41 – 50 years old (20.8%). The 

smallest group was aged over 50 years (12.8%). 219 respondents were not in a 

relationship (single, widowed, or divorced) (67%). The rests were in a relationship 

(33%). 54.1% of respondents earned bachelor’s degrees or equivalent, 26.3% earned 

above bachelor’s degrees, and 19.6% earned below bachelor’s degree. 

  The most frequent occupation was private business employees 

(26.6%), followed by merchant or business owners (20.5%), government officers 

(12.8%), other occupations (11.6%), state enterprise employees (10.4%), students 

(10.1%), and government agency employees (8.0%), respectively 

  164 respondents marked that their average incomes between 10,001 - 

30,000 THB per month (50.2%). 70 respondents (21.4%) earned 30,001 - 50,000 THB 

per month. 37 respondents (11.3%) had an average monthly income between 50,000 – 

70,000 THB per month. The remaining groups had average monthly income less than 

10,000 THB (10.1%), and more than 70,000 THB (7%) respectively. 

5.1.3.2  Travel Experience and Behaviors of Passenger Respondents 

  Respondents were also required to answer the questions regarding 

travel experiences and behaviors including frequency of travel by LCAs during the 
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past one year, frequent used LCA, the main purpose of latest trip with the LCA, the 

decider who choose the airline to fly with, reservation channel, and membership of 

LCA frequent flyer programs. The travel experiences and travel behaviors of LCA 

passenger respondents were summarized and shown in Table 5.4. 

 

Table 5.4  Frequency and Percentage of LCA Passenger Respondents by Travel  

Experience and Travel Behavior before Collapsing Categories 

(n2 = 350) 

Factors Frequency % 

The Frequency of Air Travel (in the past one year) 

None during the past 1 year 

1 time 

2-4 times 

5-7 times 

8-10 times 

more than 10 times 

 

29 

66 

120 

61 

34 

40 

 

8.3 

18.9 

34.3 

17.4 

9.7 

11.4 

Frequent Used LCA 

Airline A 

Airline B 

Airline C 

 

161 

101 

88 

 

46.0 

28.9 

25.1 

The Main Travel Purpose With LCA 

         Work/business 

Leisure/vacation 

Visit relative /friends 

Government affair 

Conference/seminar/training 

School field trip/study 

Other 

 

78 

141 

65 

7 

39 

7 

13 

 

22.3 

40.3 

18.6 

2.0 

11.1 

2.0 

3.7 

Decision Maker to Choose the LCA to travel with  

Own 

Family members/relatives 

Friend/lover 

Secretary/employer 

Ticket agent 

Other 

 

202 

73 

40 

30 

5 

0 

 

57.7 

20.9 

11.4 

8.6 

1.4 

0.0 
Frequently Used Reservation Channel  

Travel agent 

Airline ticketing counter 

Website of the airline 

Non-airline website 

Mobile application of the airline 

Call center 

Other 

 

17 

17 

159 

50 

100 

2 

5 

 

4.3 

4.9 

45.6 

15.0 

28.4 

0.6 

1.2 

Membership in FFPs  

A member of the frequent used LCA 

A member of more than one airline  

A member of the other low-cost airlines 

Not a member of any airline 

 

75 

66 

10 

199 

 

21.4 

18.9 

2.8 
56.9 
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As noted, the variable with a few samples in a particular category 

could not appropriately be used in many of the statistical analyses. Thus, these 

categories were combined. Table 5.5 shows the frequency and percentage of 

combined groups of respondents of each variable. 

 

Table 5.5  Frequency and Percentage of Passenger Respondents’ Travel Experience  

and Travel Behavior after Collapsing the Number of Categories 

(n2 = 327) 

Factors Frequency % 

The Frequency of Air Travel (in the past one year) 

None during the past 1 year 

1 time 

2-4 times 

5-7 times 

8-10 times 

more than 10 times 

 

28 

65 

111 

58 

29 

36 

 

8.6 

19.9 

33.9 

17.7 

8.9 

11.0 

Frequent Used LCA 

Airline A 

Airline B 

Airline C 

 

156 

91 

80 

 

47.7 

27.8 

24.5 

The Main Travel Purpose With LCA 

         Work/business 

Leisure/vacation 

Visit relatives/friends 

Conference/seminar/training 

Other 

 

71 

135 

63 

38 

20 

 

21.7 

41.3 

19.3 

11.6 

6.1 

Decision Maker to Choose the LCA to travel with  

Own 

Family members/relatives 

Friend/lover 

Secretary/employer  

 

190 

69 

39 

29 

 

58.1 

21.1 

11.9 

8.9 

Frequently Used Reservation Channel  

Human touch points (agent/counter/call center) 

Website of the airline 

Non-airline website/application 

Mobile application of the airline 

 

32 

149 

53 

93 

 

9.8 

45.6 

16.2 

28.4 
Membership in FFPs  

A member of the frequent used LCA 

A member of more than one airline  

Not a member of any airline 

 

72 

64 

191 

 

22.0 

19.6 

58.4 
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Table 5.5 shows that airline A was the most frequently used LCA 

(47.7%) among 327 respondents, followed by airline B (27.8%) and airline C 

(24.5%). 

  In the past one year, majority of respondents traveled with LCAs 

around 2 - 4 times (33.9%), followed by traveling only one time (19.9%) and 5 – 7 

times with 17.7% of total number of respondents, traveled more than 10 times (11%), 

8 - 10 times (8.9%),  respectively. The rests were those who had their latest flights 

over one year ago. These respondents could be classified as infrequent passengers 

(8.6%). 

  Regarding the main travel purpose with the LCAs, 135 respondents 

traveled with LCAs for leisure and vacation (41.3%), which was the largest group of 

samples, followed by 71 respondents traveled for working or doing business (21.7%), 

63 respondents took their flights to visit relatives or friends (19.3%), 38 respondents 

traveled to attend conferences, seminars, or training (11.6%). Only 20 respondents 

traveled with LCAs for other reasons (6.1%). 

  Among 327 respondents, most of them decided to choose the LCAs to 

travel by their own (58.1%). 21.1% of them, their family members or relatives 

decided for them. The remaining respondents had their friends or lovers to choose 

airlines for them with a percentage of 11.9%. 29 of them had their secretaries or 

employers to choose the LCA for them (8.9%). 

  Regarding reservation channels, airline website was the most 

frequently used reservation channel (45.6%). The mobile application was ranked 

second (28.4%). The rests were non-airline websites or applications (16.2%) such as 

Traveloka.com and Expedia.com. The human touch points including travel agents, 

airline-ticketing counters, and through call center were the least reservation channels 

(9.8%). 

  Lastly, 58.4% of respondents (191 respondents) were not members of 

any FFP. 19.6 % of all respondents were multi-loyal passengers, they were members 

of FFPs with more than one airline whether LCAs or Full-Service Airlines (FSAs). 

Only 72 respondents (22.0%) were members of FFPs of the particular LCAs that they 

frequently chose.  
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5.2   Descriptive Results Relating to Firm-Level COSE 

 

This section presents the descriptive statistics results to achieve research 

objective 3 concerning COSE. This data analysis was to evaluate the degree of the 

perceived firm-level COSE and its independent variables, namely, responsiveness of 

airline selection attributes and overall service quality. 

This study determined the criteria for interpreting the mean scores of the 

variables by setting the class interval at .85 for describing the results derived from the 

seven-level evaluation (see Table 4.4).  

 

5.2.1   Firm-Level COSE 

COSE formed by the airline or so-called firm-level COSE, was a dependent 

variable of this study. Four questions were listed in the questionnaire to assess the 

degrees of respondents’ perceptions toward firm-level COSE. Table 5.6 displays the 

degrees of respondents’ perceptions toward firm-level COSE.  

 

Table 5.6  Means, Standard Deviations, and Interpretation of Passenger’s Perceptions  

toward Firm-Level COSE 

(n2 = 327) 

Firm-level COSE 
x̄ 

S.D. 
Degree of 

Perception 
Airline  

A 
Airline 

B 
Airline 

C Total 

1) Designing its products and services by 

considering the needs of customers. 

4.97 5.18 5.02 5.04 1.108 relatively high 

2) Customer needs are the first priority. 5.10 5.22 5.10 5.13 1.145 relatively high 

3) Training its employees to be  

professional and customer-oriented 

5.38 5.67 5.49 5.49 1.039 high 

4) Evaluating its performance based on  

customer satisfaction 

4.88 5.22 5.05 5.02 1.346 relatively high 

Total  5.08 5.32 5.17 5.17 .955 relatively high 

Degree of perception (by airline) 
relatively 

high 
high 

relatively 
high 

relatively 
high 

- - 

 

Remark:  1 = Very low and 7 = Very high 

 

Table 5.6 shows that the average total score was 5.17, indicating respondents 

perceived LCAs’ firm-level COSE at a relatively high degree. 



216 

 

 

 When each LCA was examined, airline B was the only one that assessed firm-

level COSE at the high degree (x̄ = 5.32) while airlines A C were rated at the 

relatively high degree (x̄ = 5.08 and 5.17, respectively). 

 

5.2.2  Responsiveness of Airline Selection Attributes  

 The results regarding the degree of passengers’ perceptions toward the LCA’s 

responsiveness were demonstrated in Table 5.7. This independent variable comprises 

ten attributes that passengers used to choose an airline to fly with. 

 

Table 5.7  Means, Standard Deviations, and Interpretation of Passenger’s Perceptions  

toward Responsiveness of Airline Selection Attributes 

(n2 = 327) 

Attributes 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 
Airline 

B 
Airline 

C Total 

1)  price 5.65 5.66 5.84 5.70 1.224 high 

2)  service quality 5.76 5.65 5.65 5.70 1.124 high 

3)  image and reputation 5.79 5.68 5.63 5.72 1.076 high 

4)  safety of the airline 5.93 5.86 5.83 5.88 .971 high 

5)  route and schedule 5.88 5.84 6.01 5.90 1.073 high 

6)  ease of booking 5.74 5.88 5.86 5.81 1.023 high 

7)  loyalty program 5.40 5.20 4.83 5.20 1.458 relatively high 

8)  in-flight product and service 5.43 5.46 5.36 5.42 1.313 high 

9)  ground service/facility 5.35 5.18 5.20 5.26 1.228 relatively high 

10)  Marketing communication 5.62 5.48 5.27 5.50 1.211 high 

Total 5.66 5.59 5.55 5.61 .887 high 

Degree of perception (by airline) high high high high - - 

 

Remark:  1 = Very low and 7 = Very high 

 

Table 5.7 demonstrates the degrees of respondents’ perceptions toward 

responsiveness of LCAs. Most attributes were rated as high. The highest degree was 

an attribute of route and schedule (x̄ = 5.90), followed by safety of the airline (x̄ = 

5.88), ease of booking (x̄ = 5.81), image and reputation (x̄ = 5.72), price (x̄ = 5.70), 

service quality (x̄ = 5.70), marketing communication (x̄ = 5.50), and in-flight product 

and service (x̄ = 5.42), respectively. 

Only two attributes were assessed as a relatively high, which were ground 

service (x̄ = 5.26) and loyalty program (x̄ = 5.20). Nonetheless, the average total score 
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was 5.61, indicating that respondents perceived LCAs’ responsiveness toward their 

attributes of airline selection at a high degree. 

Every airline was rated at a high degree. When each LCA was examined, 

airline A was rated highest (x̄ = 5.66), followed by Airline B (x̄ = 5.59), and Airline C 

(x̄ = 5.55), respectively. 

 

5.2.3  Overall Service Quality  

 Table 5.8 displays the degrees of respondents’ perceptions of overall service 

quality of LCAs including three dimensions (employee service performance, physical 

goods quality, and Servicescape quality).  

 

Table 5.8  Means, Standard Deviations, and Interpretation of Passenger’s Perceptions  

toward Overall Service Quality  

(n2 = 327) 

Overall Service Quality 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 

Airline 

B 
Airline 

C 
Total 

Employee service performance 5.62 5.75 5.51 5.63 .974 high 

1) having customer’s best interest in mind 5.70 5.78 5.66 5.71 1.126 high 

2) being able to answer customers’ questions 5.60 5.84 5.50 5.64 1.067 high 

3) striving to solve any problems 5.60 5.67 5.45 5.58 1.126 high 

4) providing accurate services as expected 5.56 5.64 5.40 5.54 1.073 high 

5) working actively and professionally 5.65 5.81 5.55 5.67 .991 high 

Physical goods quality 5.71 5.87 5.76 5.77 .975 high 

6) the aircraft  5.99 5.95 5.89 5.95 1.043 high 

7) the passenger cabin 5.84 6.00 5.90 5.90 1.042 high 

8) the seat  5.40 5.79 5.56 5.55 1.230 high 

9) the on-board toilets  5.59 5.76 5.69 5.66 1.026 high 

Servicescape quality 5.24 5.52 5.30 5.33 .962 high 

10) the service area at the airport 4.71 5.10 5.01 4.89 1.208 relatively high 

11) the cabin and atmosphere 5.26 5.51 5.30 5.34 1.084 high 

12) the boards/signs at check-in counters  5.47 5.75 5.43 5.54 1.093 high 

13) the boards/signs in the aircraft cabin   5.53 5.74 5.45 5.57 1.089 high 

Total  5.53 5.72 5.52 5.58 .858 high 

Degree of perception (by LCA) high high high high - - 

 

Remark:  1 = Very low and 7 = Very high 
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The results revealed that the highest average score was physical goods 

quality (x̄ = 5.77). The following average scores were service performance of 

employee (x̄ = 5.63), and Servicescape quality (x̄ = 5.33). However, all dimensions 

were rated as high (x̄= 5.58), indicating that respondents perceived LCAs’ overall 

service quality at a high degree. By considering in detail, service area of the airport 

was the only one that assessed as a relatively high (x̄ = 4.89), which was the lowest 

degree compared with the other 12 attributes. 

  All LCAs were assessed their overall service quality at a high degree. 

However, when each LCA was examined, airline B performed slightly better than the 

others did. Besides, the Servicescape quality of Airline A was rated at a relatively 

high degree (x̄ = 5.24), which was slightly lower than the average.  

 

5.3 Descriptive Results Relating to Individual-Level COSE 

 

5.3.1  Individual-Level COSE  

Individual-level COSE was a dependent variable of this study. Six questions 

were listed in the designed questionnaire to allow passenger respondents to assess the 

degrees of COSE according to their perceptions.  

 

Table 5.9  Means, Standard Deviations, and Interpretation of Passenger’s Perceptions  

toward Individual-Level COSE  

(n2 = 373) 

Individual-level COSE 
x̄ 

S.D. 
Degree of 

Perception Airline 
A 

Airline 
B 

Airline 
C Total 

1)  desiring to help customers receiving 

     best services 

5.50 5.66 5.36 5.51 1.169 high 

2)  inquiring customers’ needs 5.26 5.16 5.20 5.22 1.256 relatively high 

3)  offering products or services that  

     will satisfy customers' needs 
5.30 5.26 5.27 5.28 1.170 high 

4)  providing accurate information 5.22 5.42 5.24 5.28 1.135 high 

5)  not being deceptive and manipulative  

     influence tactics 
3.31 3.16 3.15 3.23 1.535 relatively low 

6)  avoiding using high pressure 5.21 5.38 5.26 5.27 1.147 relatively high 

Total  4.97 5.01 4.91 4.97 .733 relatively high 

Degree of perception 
relatively 

high 
relatively 

high  
relatively 

high 
relatively 

high 
- - 

 

Remark:  1 = Very low and 7 = Very high 
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  Table 5.9 demonstrates that the average total score of the perceived 

individual-level COSE was 4.97, indicating that the respondents had the degrees of 

perceptions toward individual-level COSE at relatively high (x̄ = 4.97).  

Also, some items were assessed as high degree including desiring to 

help customers receiving best services (x̄ = 5.51), offering products/services that 

satisfy customers’ needs (x̄ = 5.28), and providing accurate information (x̄ = 5.28). 

While inquiring customers’ needs (x̄ = 5.22) and avoiding using high pressure (x̄ = 

5.27) were rated at a relatively high degree. Noticeably, respondents perceived “not 

being deceptive and manipulate influence tactics” of service employee at a relatively 

low degree (x̄ = 3.23). When each LCA was considered, passenger respondents rated 

the overall of COSE of all LCAs at the relatively high degree. 

 

5.3.2 Behaviors in Person-to-Person Interaction 

This section demonstrates the degrees of passengers’ perceptions toward the 

behaviors of LCA service employees involving person-to-person interaction. This 

variable included four dimensions, namely, technical skills, social skills, motivation to 

serve customers, and self-perceived decision-making authority. 

Table 5.10 indicates that the technical skill of LCA service employee was 

rated as the highest average score (x̄ = 5.64), followed by the motivation (x̄ = 5.58), 

decision-making authority (x̄ = 5.54), and social skill (xˉ= 5.48). Nonetheless, 

respondents perceived every item at high degree except for perceiving customers’ 

emotions, feelings, and thoughts which assessed lower than the others (relatively high 

degree). 

Additionally, service employees of all LCAs were assessed their overall 

person-to-person interaction behaviors at a high degree. 

 

 



 

 

2
2

0
 

Table 5.10  Means, Standard Deviations, and Interpretation of Passenger’s Perceptions toward Behaviors in Person-to-Person Interaction 

(n2 = 327) 

Person-to-Person Interaction 
x̄ 

S.D. 
Degree of 

Perception Airline A Airline B Airline C Total 

Technical skill 5.49 5.82 5.73 5.64 .966 high 

1)  having a high level of specific knowledge and skills in impressing customers 5.63 5.80 5.80 5.72 1.057 high 

2)  expert in understanding the needs of customers 5.61 5.80 5.71 5.69 1.039 high 

3)  having competent and qualified for serving  customers individually 5.29 5.78 5.71 5.53 1.112 high 

4)  responding to customer needs instantly without asking for help from others 5.42 5.88 5.69 5.61 1.062 high 

Social skill 5.34 5.67 5.53 5.48 1.012 high 

5)  having skills in interacting with passengers 5.78 5.93 5.81 5.83 1.117 high 

6)  observing and understanding customers’ needs 5.26 5.71 5.56 5.46 1.215 high 

7)  perceiving customers’ emotions, feelings, and thoughts 5.01 5.35 5.29 5.17 1.194 relatively high 

8)  knowing how to serve customers well 5.29 5.66 5.46 5.44 1.057 high 

Motivation to Serve Customers 5.49 5.79 5.51 5.58 .992 high 

9)  customer is employees’ first priority 5.56 5.91 5.65 5.68 1.056 high 

10)  striving to make customers satisfied 5.41 5.79 5.58 5.56 1.078 high 

11)  doing the best to provide services that meet customers ‘needs 5.52 5.71 5.41 5.55 1.078 high 

12)  being enthusiastic and committed to respond to most of customers’  

       needs 

5.46 5.76 5.39 5.53 1.065 high 

Decision-making authority 5.51 5.71 5.41 5.54 1.081 high 

13)  able to adjust the service to recover customer satisfaction 5.55 5.80 5.39 5.58 1.161 high 

14)  capable of responding to and solving problems without hesitation 5.49 5.70 5.48 5.55 1.117 high 

15)  able to cope with problems and find a solution to satisfy customers 5.47 5.62 5.38 5.49 1.145 high 

Total - Person-to-Person Interaction 5.45 5.75 5.55 5.56 .929 high 

The Degree of Perception (by LCA) high high high high - - 
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5.3.3 Customer-Oriented Behaviors 

This section reveals the degrees of passengers’ perceptions toward the 

customer-oriented behavior of LCA service employee. It can be measured by the need 

to pamper, the need to read, the need to deliver, and the need for a personal 

relationship. 

Table 5.11 demonstrates that two customer-oriented behaviors were rated as 

high degree. The need to pamper customers had the highest mean (x̄ = 5.58), followed 

by the need to deliver (x̄ = 5.54). The need for a personal relationship (x̄ = 5.04) and 

the need to read customers (x̄ = 4.80) were two behaviors that assessed as relatively 

high. Consequently, the average total score of the perceived customer-oriented 

behavior of LCA service employee was 5.23, which was interpreted as a relatively 

high degree. 

When each LCA was examined, service employee of airline B was 

rated highest (high degree) on customer-oriented behaviors while employees of 

airlines A and C were rated below the average total score. Thus, such behaviors of 

service employees from airlines A and B were interpreted as the relatively high 

degree 

 

Table 5.11  Means, Standard Deviations, and Interpretation of Passengers’  

                    Perceptions toward Customer-Oriented Behaviors 

 (n2 = 327) 

Customer-Oriented Behaviors 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 
Airline 
B 

Airline 
C Total 

Need to Pamper Customers 5.61 5.77 5.53 5.63 1.133 high 

1) nurturing customer well during a service 

encounter 

5.72 5.88 5.71 5.76 1.184 high 

2) striving to meet customers’ needs heartily 5.58 5.81 5.47 5.62 1.158 high 

3) taking customers’ complaints or problems 

seriously 

5.51 5.62 5.41 5.52 1.203 high 

Need to Read Customers 4.70 4.92 4.85 4.80 1.070 relatively high 

4) reading customer’s mind to understand 

needs 

4.62 4.91 4.89 4.77 1.127 relatively high 

5) knowing what a customer wants without 

requesting from them 

4.56 4.75 4.75 4.66 1.218 relatively high 

6) understanding customers’ needs 4.86 5.04 4.90 4.92 1.156 relatively high 

7) reading customer’s body language to 

adjust service 

4.75 4.97 4.86 4.84 1.221 relatively high 
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Table 5.11  (continued) 

 

Customer Oriented Behaviors 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 
Airline 
B 

Airline 
C Total 

Need to Deliver  5.47 5.68 5.51 5.54 .951 high 

8) delivering the services to a customer as 

needed 

5.32 5.54 5.37 5.39 1.012 high 

9) completing tasks professionally 5.49 5.68 5.55 5.56 1.004 high 

10) having confidence in performing duties 5.61 5.78 5.60 5.65 1.030 high 

11) reassuring and making customers feel 

comfortable while using services 

5.47 5.70 5.53 5.55 1.064 high 

Need for a Personal Relationship 4.89 5.30 5.04 5.04 1.116 relatively high 

12) having good personal relationships  5.86 6.03 5.76 5.88 1.205 high 

13) being sociable and able to provide 

excellent services to each customer 

5.31 5.75 5.46 5.47 1.235 high 

14) addressing a customer’s name correctly 

and remember it while providing services 

3.51 4.24 4.01 3.84 1.979 moderate 

15) being attentive to customers like intimates 4.87 5.18 4.93 4.97 1.408 relatively high 

Total  5.14 5.39 5.21 5.23 .925 relatively high 

Degree of Perception (by LCA) 
relatively  

high 
high 

relatively 
high 

relatively 

high 
- - 

  

Remark:  1 = Very low and 7 = Very high 

 

5.4 Descriptive Results of True Passenger Loyalty 

 

As noted, attitudinal loyalty and behavioral loyalty must be considered 

together to explain true loyalty of LCA passengers. The results of true employee 

loyalty were displayed and interpreted in Table 5.12. 

 

Table 5.12  Means, Standard Deviations, and Interpretation of True Customer Loyalty 

(n2 = 327) 

True Employee Loyalty 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 
Airline 

B 
Airline 

C Total 

Attitudinal Loyalty Perspective 5.68 5.73 5.63 5.68 1.082 high 

1) liking to use the airline more than 

the other low-cost airlines 

5.71 5.85 5.71 5.75 1.225 high 

2) being pleased or satisfied to use the 

product or service of the airline 

5.61 5.70 5.52 5.61 1.179 high 
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Table 5.12  (continued) 

 

True Employee Loyalty 
x̄ 

S.D. 
Degree of 

Perception 
Airline 

A 
Airline 

B 
Airline 

C Total 

3) considering the airline as a first 
choice carrier 

5.68 5.85 5.76 5.75 1.218 high 

4) having a positive view of the airline 5.78 5.82 5.71 5.77 1.129 high 

5) feeling committed to the airline  5.53 5.51 5.35 5.48 1.317 high 

6) intention to travel with the airline 

in the future 

5.75 5.67 5.74 5.72 1.067 high 

Behavioral Loyalty Perspective 4.36 4.57 4.52 4.46 .854 relatively high 

7) being willing to pay a price premium 2.37 2.44 2.10 2.32 1.396 low 

8) recommend the airline to others 4.42 4.91 5.07 4.72 1.588 relatively high 

9) saying positive word-of-mouth 

about the airline to other people. 

5.03 5.19 5.22 5.12 1.295 relatively high 

10) frequently fly with only this airline 5.60 5.74 5.70 5.66 1.328 high 

Total  5.15 5.27 5.19 5.19 .837 relatively high 

Degree of perception (by LCA) 
relatively 

high 

relatively 

high 

relatively 

high 

relatively 

high 
- - 

 

Remark:  1 = Very low and 7 = Very high 

 

  The results in Table 5.12 displayed the degree of customer loyalty. 

True customer loyalty was rated as relatively high (x̄ = 5.19). Also, the respondents 

had a higher degree of perceptions toward attitudinal loyalty (x̄ = 5.68) than 

behavioral loyalty (x̄ = 4.46). Unsurprisingly, the respondents had perceptions toward 

a willingness to pay a price premium at a low degree (x̄ = 2.32). 

  When each LCA was examined, passenger respondents of all LCAs 

had true loyalty toward the airline at a relatively high degree. The mean score of 

airline B (x̄ = 5.27) was rated higher than airline C (x̄ = 5.19) and A (x̄ = 5.15).  

 

5.5 The Degree of the Perceived COSE, Classified by Samples 

 

 This section presents the results by comparing the degree of perceptions of 

different sample groups toward firm-level COSE and then individual-level COSE. In 

this regard, the degrees of individual sample groups are demonstrated according to 

their personal information below. 
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5.5.1 Classified by Gender  

Table 5.13 shows that female respondents had a higher degree of perceptions 

toward firm-level (x̄ = 5.23) and individual-level COSE (x̄ = 5.20) than male 

respondents (x̄ = 5.10 and 4.94 respectively). 

 

Table 5.13  Means of Passengers’ Perceived COSE, Classified by Gender 

 

Gender 
n2  

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Male 158 5.10 4.94 

Female 169 5.23 5.00 

 

 

 

Figure 5.1  Comparing Passengers’ Perceived COSE by Gender  

 

5.5.2 Classified by Age  

In terms of firm-level COSE, Table 5.14 shows that respondents aged over 50 

years had a higher degree of perceptions toward firm-level COSE (x̄  = 5.37) than 

those aged between 41 - 50 years (x̄  = 5.19), 20 - 30 years (x̄  = 5.13),  and 31 - 40 

years (x̄  = 5.11), respectively. Besides, respondents aged over 50 years rated a higher 

degree of perceptions toward firm-level COSE (x̄ = 5.29) than respondents of 41 - 50 

years old (x̄ = 5.03), 20 - 30 years old (x̄ = 4.94), and 31 - 40 years old (x̄ = 4.82), 

respectively (see Table 5.14 and Figure 5.2). 
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Table 5.14  Means of Passengers’ Perceived COSE, Classified by Age 

                    

The Range of Age 
n2  

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

20 - 30 years old 115 5.13 4.94 

31 - 40 years old 102 5.11 4.82 

41 - 50 years old 68 5.19 5.03 

Over 50 years old 42 5.37 5.29 

 

 

Figure 5.2  Comparing Passengers’ Perceived COSE by Age 

 

5.5.3 Classified by Marital Status  

Table 5.15 demonstrates that respondents who were in a relationship had a 

higher degree of perceptions toward both firm-level (x̄ = 5.36) and individual-level 

COSE (x̄ = 5.14) than those who were not in a relationship (x̄ = 5.07 and 4.88, 

respectively). 

 

Table 5.15  Means of Passengers’ Perceived COSE, Classified by Marital Status 

 

Marital Status 
n2 

(327) 
Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Not in a Relationship 219 5.07 4.88 

In a Relationship 108 5.36 5.14 
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Figure 5.3  Comparing Passengers’ Perceived COSE by Marital Status 

 

5.5.4 Classified by Education Level  

According to results in Table 5.16 and Figure 5.4, indicating that the higher 

education levels of respondents, the lower degrees of COSE that respondents 

perceived. In the other word, respondents who held academic degree below bachelor’s 

had higher degrees of perceptions toward firm-level (x̄ = 5.28) and individual-level 

COSE (x̄ = 5.24) than those who held bachelor’s degree (x̄ = 5.18 and 5.03, 

respectively), and above bachelor’s degree (x̄ = 5.06 and 4.62, respectively). 

 

Table 5.16  Means of Passengers’ Perceived COSE, Classified by Education Level 

 

Education Level 
n2 

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Below Bachelor’s degree 64 5.28 5.24 

Bachelor’s degree or equivalent 177 5.18 5.03 

Above Bachelor’s degree 86 5.06 4.62 

5.14

5.36

4.88

5.07

4.00 5.00 6.00 7.00

Individual-Level COSE

Firm-Level COSE

Mean

not in a relationship in a relationship
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Figure 5.4  Comparing Passengers’ Perceived COSE by Education Level 

 

5.5.5 Classified by Occupation  

According to Table 5.17 and Figure 5.5, students perceived highest degree of 

firm-level COSE (x̄ = 5.38). The following groups were respondents who were 

merchants or business owners (x̄ = 5.22), private business employees (x̄ = 5.22), state 

enterprise employees (x̄ = 5.21), other occupations (x̄ = 5.13), government officers (x̄ 

= 4.99), and government agency employees (x̄ = 4.87). In terms of individual-level 

COSE, state enterprise employee (x̄ = 5.09) had higher perception than those who 

were students (x̄ = 5.07),    private business employees (x̄ = 5.01), merchants or 

business owners (x̄ = 4.96), other occupations (x̄ = 4.91), government agency 

employees (x̄ = 4.86), and government officers (x̄ = 4.81). 

 

Table 5.17  Means of Passengers’ Perceived COSE, Classified by Occupation 

 

Occupation 
n2 

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Merchant / Business Owner 67 5.22 4.96 

Private Business Employee 87 5.22 5.01 

Government Officer 42 4.99 4.81 

State Enterprise Employee 34 5.21 5.09 

Government Agency Employee 26 4.87 4.86 

Student 33 5.38 5.07 

Other 38 5.13 4.91 
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Figure 5.5  Comparing Passengers’ Perceived COSE by Occupation 

 

5.5.6 Classified by Income 

Respondents who earned less than 10,000 THB per month (x̄ = 5.46) rated 

highest degree of perceptions toward firm-level COSE (Table 5.18). The following 

groups were respondents who earned 30,001 – 50,000 THB per month (x̄ = 5.23), 

10,001 – 30,000 THB (x̄ = 5.17), more than 70,000 THB (x̄ = 5.08), and 50,001 – 

70,000 THB (x̄ = 4.86). Respondents who earned less than 10,000 THB per month (x̄ 

= 5.19) rated highest degree of perceptions toward individual-level COSE which was 

higher than those who earned 30,001 – 50,000 THB (x̄ = 5.04), 10,001 – 30,000 THB 

(x̄ = 4.96), 50,001 – 70,000 THB (x̄ = 4.92), and more than 70,000 THB (x̄ = 4.54). 
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Table 5.18  Means of Passengers’ Perceived COSE, Classified by Income 

 

Average Monthly Income 
n2 

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Less than 10,000 THB 33 5.46 5.19 

10,001 - 30,000 THB 164 5.17 4.96 

30,001 - 50,000 THB 70 5.23 5.04 

50,001 - 70,000 THB 37 4.86 4.92 

More than 70,000 THB 23 5.08 4.54 

 

 

 

 

Figure 5.6  Comparing Passengers’ Perceived COSE by Average Monthly Income 

 

5.5.7 Classified by Frequency of Travel  

Table 5.19 shows that respondents who traveled 2 – 4 times in the past 1 year 

(x̄ = 5.29) perceived firm-level COSE higher than those who traveled 8 – 10 times a 

year (x̄ = 5.22), more than 10 times (x̄ = 5.17), none during the past 1 year (x̄ = 5.12), 

one time a year (x̄ = 5.07), and 5 – 7 times (x̄ = 5.05). Respondents who traveled one 

time a year (x̄ = 5.18) rated higher degree of perceptions toward individual-level 

COSE than those who traveled less than 1 time a year (x̄ = 5.14), 2 - 4 times (x̄ = 

4.95), 5 – 7 times (x̄ = 4.93), 8 – 10 times (x̄ = 4.84), and more than 10 times (x̄ = 

4.66). 
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Table 5.19  Means of Passengers’ Perceived COSE, Classified by Frequency of  

                   Travel 

 

The Frequency of Travel   
(in the past one year) 

n2  

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

None during the past one year 28 5.12 5.14 

1 time 65 5.07 5.18 

2-4 times 111 5.29 4.95 

5-7 times 58 5.05 4.93 

8-10 times 29 5.22 4.84 

More than 10 times 36 5.15 4.66 

 

 

Figure 5.7  Comparing Passengers’ Perceived COSE by Frequency of Travel 

 

5.5.8  Classified by the LCAs  

Table 5.20 revealed that respondents frequently traveled with airline B (x̄ = 

5.32) perceived firm-level COSE higher than those who frequently traveled with 

airlines C (x̄ = 5.17) and A (x̄ = 5.08). Respondents traveled with airline B (x̄ = 5.01) 

also rated individual-level COSE higher than those who traveled with airlines A (x̄ = 

4.97), and C (x̄ = 4.91) respectively. 

 

4.66

5.15

4.84

5.22

4.93

5.05

4.95

5.29

5.18

5.07

5.14

5.12

4.00 5.00 6.00 7.00

Individual-Level COSE

Firm-Level COSE

Mean

None during the past 1 year 1 time 2-4 times

5-7 times 8-10 times more than 10 times
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Table 5.20  Means of Passengers’ Perceived COSE, Classified by Frequently Used  

                    LCAs 

 

Frequently Used LCAs 
n2 

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Airline A 156 5.08 4.97 

Airline B 91 5.32 5.01 

Airline C 80 5.17 4.91 

 

 

 

Figure 5.8  Comparing Passengers’ Perceived COSE by Airlines 

 

5.5.9  Classified by Main Travel Purpose  

Respondents who traveled to visit relatives or friends (x̄ = 5.31) had a higher 

degree of perceptions toward firm-level COSE than those who traveled for 

conference, seminars, or training (x̄ = 5.16), for work or business (x̄ = 5.14), for 

leisure or vacation (x̄ = 5.14), and for other purposes (x̄ = 5.00). Moreover, Table 5.21 

indicates that respondents traveled for conference, seminars, or training (x̄ = 5.13) 

perceived individual-level COSE almost the same as those who traveled for visiting 

relatives or friends (x̄ = 5.12), and higher than respondents traveling for work or 

business (x̄ = 4.90), for leisure or vacation (x̄ = 4.90), and for other purposes (x̄ = 

4.85). 

 

 

4.91

5.17
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4.00 5.00 6.00 7.00

Individual-Level COSE

Firm-Level COSE

Mean

Airline A Airline B Airline C



232 

 

 

Table 5.21  Means of Passengers’ Perceived COSE, Classified by Main Travel  

                    Purpose 

 

The Main Travel Purpose 
n2  

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

Work / Business 71 5.14 4.90 

Leisure / Vacation 135 5.14 4.90 

Visit relatives / Friends 63 5.31 5.12 

Conference / Seminar / 

Training 

38 5.16 5.13 

Other 20 5.00 4.85 

 

 

Figure 5.9  Comparing Passengers’ Perceived COSE by Main Travel Purpose 

 

5.5.10  Classified by Decision Maker  

Table 5.22  shows that respondents traveled with the LCA that chosen by 

families and relatives (x̄ = 5.54) perceived firm-level COSE higher than respondents 

of the LCA that chosen by friends or lovers (x̄ = 5.21), by their owns (x̄ = 5.09), and 

by secretaries or employers (x̄ = 4.73). Regarding firm-level COSE, respondents 

traveled with LCA chosen by family members and relatives (x̄ = 5.29) also rated 

individual-level COSE higher than friends or lovers (x̄ = 5.11), secretaries or 

employers (x̄ = 5.05), and by their owns (x̄ = 4.81) 

 

4.85

5.00

5.13

5.16

5.12

5.31

4.90

5.14

4.90

5.14

4.00 5.00 6.00 7.00

Individual-Level COSE

Firm-Level COSE

Mean

work/business leisure/vacation

visit relatives/friends conference/seminar/training
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Table 5.22  Means of Passengers’ Perceived COSE, Classified by Decision Maker  

                     

  

Decision Maker to Choose  

the LCAs 

 n2  

(327) 

Means (x̄) 

 Firm-Level COSE Individual-Level COSE 

Own  190 5.09 4.81 

Family members / Relatives  69 5.54 5.29 

Friend / Lover  39 5.21 5.11 

Secretary / Employer  29 4.73 5.05 

 

 

 

Figure 5.10  Comparing Passengers’ Perceived COSE by Decision Maker  

 

5.5.11   Classified by Reservation Channel  

Table 5.23 shows that respondents who reserved tickets through human touch 

points (x̄ = 5.30), rated the degree of perceptions on firm-level COSE higher than 

those who reserved tickets through non-airline websites or applications (x̄ = 5.21), the 

airline’s mobile application (x̄ = 5.17), and directly through the airline’s websites (x̄ = 

5.12). Respondents reserved tickets through mobile applications (x̄ = 5.06) perceived 

individual-level COSE similar to those who reserved tickets using human touch points 

(x̄ = 5.04) but higher than those reserved tickets through non-airline websites or 

applications (x̄ = 4.99), and the airline websites (x̄ = 4.88). 

5.05

4.73

5.11
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Individual-Level COSE

Firm-Level COSE

Mean
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Table 5.23  Means of Passengers’ Perceived COSE, Classified by Reservation  

                    Channel 

 

Reservation Channel 
n2  

(327) 

Means (x̄) 

Firm-Level COSE Individual-Level COSE 

human touch points 32 5.30 5.04 

website of the airline 149 5.12 4.88 

non-airline website / application 53 5.21 4.99 

mobile application of the airline 93 5.17 5.06 

 

 

 

Figure 5.11  Comparing Passengers’ Perceived COSE by Reservation Channel 

 

5.5.12   Classified by Membership in Frequent Flyer Programs  

Table 5.24 demonstrates that both respondents who were a member with only 

the LCAs they frequently traveled with (x̄ = 5.18) and those who had no membership 

with any LCA (x̄ = 5.18) rated the highest degree of firm-level COSE. However, 

respondents who had memberships with more than one LCA had a lower degree of 

perceptions (x̄ = 4.89). Regarding individual-level COSE, respondents who had no 

membership with any LCA had the highest degree of perception (x̄ = 5.00), followed 

by those who had a membership with the only LCA they traveled with (x̄ = 4.94), and 

respondents who had a membership with many LCAs (x̄ = 4.89). 
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Table 5.24  Means of Passengers’ Perceived COSE, Classified by Membership  

                    Characteristics in Frequent Flyer Programs  

 

Membership Characteristics in FFPs 
n2 

(327) 

Means (x̄) 

Firm-Level COSE 
Individual-Level 

COSE 

Being a member of the frequent used LCA 72 5.18 4.94 

Being a member of more than one airline 64 5.11 4.89 

Not a member of any airline 191 5.18 5.00 

 

 

Figure 5.12  Comparing Passengers’ Perceived COSE by Membership Characteristics 

 

5.6 Factors Affecting Firm-Level COSE 

 

This section illustrates the factors affecting the perceptions of LCA passengers 

relating to firm-level COSE. Four research hypotheses were tested. Standard Multiple 

Regression Analysis (MRA) was used to test hypothesis H7, H8, and H9.  

K-Way MANOVA was used to test hypothesis H6. They were conducted to answer 

research question 4.  
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Hypothesis H7: Passengers’ perceptions of the responsiveness toward 

attributes of airline selection and overall service quality are related to the degree of 

the perceived firm-level COSE. 

H7 could be considered in two sub-hypotheses comprising: 

1)  To examine the relationship between the variables of 

responsiveness toward attributes of airline selection and the degree of passengers’ 

perception toward firm-level COSE (H7.1) 

2)  To examine the relationship between variables of overall service 

quality and the degree of passengers’ perception toward firm-level COSE (H7.2) 

Hypothesis H6: Passengers with different personal information have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE.  

H6 was tested to examine the effect of LCA passengers’ personal information 

(independent variables) on the perceived firm-level COSE (a dependent variable). 

However, the assumption testing of MRA shall be performed before testing 

hypotheses to ensure the conformity of data with the statistical assumptions of 

multivariate analysis. 

 

5.6.1  Assumption Testing of Multiple Regression Analysis 

Before proceeding with Multiple Regression Analysis, several assumptions 

must be examined regarding the association among variables that affect the statistical 

procedure used for multiple regression. The assumptions to be tested included 

multicollinearity, linearity, homoscedasticity (constant variance of the error term), 

independence of residuals (the error terms) and normality of the error term 

distribution (Hair et al., 2010, p. 182; Pallant and Manual, 2010, pp. 157 - 158). 

   5.6.1.1  Multicollinearity 

  The correlation coefficients, illustrated in Table 5.25, indicated that the 

highest correlation was .867, which was relatively high. On the other hand, the value 

of .867 was still less than the correlation coefficient cut-off value of .90 which was 

advised by Hair et al. (2010). Therefore, the assumption of multicollinearity was not 

violated. 
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Table 5.25  Correlation Coefficients among Variables for Testing Assumption in  

                    Multiple Regression Analysis 

(n2 = 327) 

Variables 1. 2. 3. 4. 5. 6. 7. 

1.  Responsiveness toward airline selection 1 .816** .710** .605** .557** .634** .684** 

2.  Overall service quality  1 .847** .771** .690** .736** .724** 

3.  Person-to-person interaction   1 .867** .654** .800** .671** 

4.  Customer-oriented behavior    1 .701** .844** .660** 

5.  Firm-level COSE     1 .608** .573** 

6.  Individual-level COSE      1 .617** 

7.  True passenger loyalty       1 

 

Tolerance and Variance Inflation Factor (VIF) were also measured to 

diagnose the collinearity of independent variables. As noted in Chapter 4, the cutoff 

value for tolerance is .10 and the value of 10 for VIF. According to Table 5.26, all 

tolerance values were greater than the cutoff value of .10, and it was also reinforced 

by the VIF values which all were well lower than the cutoff value of 10. Hence, the 

assumption of multicollinearity was met. 

 

Table 5.26  Variable Collinearity for Testing Assumption in Multiple Regression  

                    Analysis 

 

Independent Variables 
Collinearity Statistics 

Tolerance VIF 

Overall service quality .245 4.075 

Person-to-person interaction .166 6.042 

Customer-oriented behavior .167 5.975 

Firm-level COSE .452 2.215 

Individual-level COSE .264 3.792 

Dependent variable: Responsiveness Toward Airline Selection  
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5.6.1.2   Linearity  

  The linearity of the relationship between dependent and independent 

variables can be examined through normal probability plot or normal P-P of the 

regression standardized residual and the scatterplot. Pallant and Manual (2010, p. 158)  

noted that in the normal P-P Plot, the points should lie in a reasonably straight 

diagonal line from bottom left to top right and in the scatterplot, the pattern should be 

roughly rectangular distributed and most scores concentrated in the center along the 

zero point. In this study, the linearity of all relationship was examined through the 

normal P-P plots together with the matrix scatterplots which displayed in Appendix 

D. Those patterns showed that all independent variables appeared to be linearly 

related to the dependent variables. Therefore, this assumption of linearity was met. 

5.6.1.3  Independence of the Error Terms 

  This assumption of regression can be tested through residuals analysis 

to check that errors of prediction are independent of one another (Tabachnick and 

Fidell, 2013). This means that the pattern should appear random or no pattern. When 

the residuals are independent, the residuals are not highly correlated, and no long runs 

of positive and negative residuals. Scatterplot of the standardized residual can be used 

to test the independence of the error terms. According to the scatterplots (see 

Appendix D), there were no systematic patterns of the residuals. Thus, this 

assumption was met. 

5.6.1.4  Homoscedasticity  

  Homoscedasticity refers to the assumption that dependent variables 

exhibit equal levels of variance across the range of predictor variables (Hair et al., 

2010). This assumption testing is required to indicate the constant variance of error 

terms. The scatterplots of the standardized residual were again used to diagnose. The 

scatterplots, displayed in Appendix D, indicated that clustering or patterns were not 

found. It implied that the variances of the residuals were constant. The assumption of 

homoscedasticity was therefore met. 

5.6.1.5  Normality of the Error Term Distribution 

  The normal P-P plot can be again used to check the normality of the 

error term distribution. The residuals were normally distributed if the dots follow the 

diagonal line on the normal P-P plots and residuals follow the normal distribution in 
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the histogram of residuals. The plots and histograms of residuals were shown in 

Appendix D, and all patterns exhibited that this assumption was not violated. 

 

5.6.1   The Effects of Responsiveness toward Airline Selection Attributes  

In this section, sub-hypothesis H7.1 was tested by MRA for examining the 

effect of predictor variables (responsiveness toward attributes of airline selection) on 

an outcome variable (the perceived firm-level COSE) proposed in the conceptual 

research framework. 

 Hypothesis H7.1: Passengers’ perceptions of the responsiveness toward 

attributes of airline selection are related to the degree of perceived firm-level COSE. 

 Table 5.27 shows the model evaluation and the results of MRA to predict the 

relationships on the perceived firm-level COSE (an outcome variable or a dependent 

variable) from responsiveness toward passengers’ airline selection attributes 

(predictor variables or independent variables). The predictor variables included ten 

attributes, namely price, service quality, image and reputation, the safety of airline, 

route and schedule, ease of booking, loyalty program, in-flight products and services, 

ground service and facilities, and marketing communication. The results revealed that 

there was a statistically significant (R2 = .406, Adjusted R2 = .387, p < .01). The 

coefficient of determination (R2) was .406, indicating that the model explained 40.6 

percent of the variance in firm-level COSE.  

 By evaluating each of the independent variables, three variables made a 

unique statistically significant contribution. In order of importance, ground service 

and facilities (β = .356, p < .01), service quality (β = .198, p < .05), and safety of the 

airline (β = .165, p < .05) positively affected the perceived firm-level COSE, 

respectively. Thus, hypothesis H7.1 was partially supported. 
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Table 5.27  Results of Multiple Regression Analysis for Effect of Responsiveness  

                    toward Airline Selection Attributes on Firm-Level COSE 

 

Variables 
R2 = .406, Adjusted R2 = .387, F = 21.597** 

b SE β t Sig. VIF 

Constant 1.495 .303  4.939** .000  

Price -.077 .049 -.099 -1.564 .119 2.129 

Quality of service .168 .068 .198 2.471* .014 3.422 

Image and reputation .048 .068 .054 .708 .479 3.084 

Safety of the airline .162 .064 .165 2.524* .012 2.276 

Route and schedule .021 .052 .023 .398 .691 1.829 

Ease of booking .032 .053 .034 .603 .547 1.690 

Loyalty program -.051 .043 -.078 -1.201 .231 2.265 

In-flight product/service -.011 .049 -.015 -.219 .827 2.364 

Ground service/facilities .277 .044 .356 6.361** .000 1.670 

Marketing communication .088 .049 .111 1.787 .075 2.056 

 

Remark:  SEE = .748, DF = 10, 316, * = p < .05, ** = p < .01 

 

5.6.2 The Effect of Overall Service Quality 

Hypothesis H7.2:  Passengers’ perceptions of overall service quality are 

related to the degree of perceived firm-level COSE. 

 Table 5.28 presents the model evaluation and the results of MRA to predict the 

relationships on the perceived firm-level COSE (dependent variable) from the overall 

service quality (independent variables) derived from three dimensions including 

employee service performance, physical goods, and Servicescape quality. The results 

showed that there was a statistically significant (R2 = .545, Adjusted R2 = .541, p 

< .01). The analysis of multiple regression offers a good model. The coefficient of 

determination (R2) was .545, indicating that the model explained 54.5 percent of the 

variance in firm-level COSE.  

 By evaluating each of the independent variables, the effect between physical 

goods and firm-level COSE was not explained due to non-statistical result. However, 

the other two variables were found unique statistically significant contributions. In 

order of importance, Servicescape quality (β = .590, p < .01), and employee service 
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performance (β = .199, p < .01) positively affected the perceived firm-level COSE, 

respectively. Thus, hypothesis H7.2 was partially supported. 

 

Table 5.28  Results of Multiple Regression Analysis for Effect of Overall Service  

                    Quality on Firm-Level COSE 

                     

Variables 
R2 = .545, Adjusted R2 = .541, F = 129.155** 

b SE β t Sig. VIF 

Constant .922 .236  3.902 .000  

Employee Service Performance .195 .056 .199 3.492* .001 2.312 

Physical Goods .003 .055 .003 .055 .956 2.277 

Servicescape .587 .053 .590 11.165* .000 1.986 

 

Remark:  SEE = .647, DF = 3, 323, * = p < .05, ** = p < .01 

 

5.6.3 Assumption Testing of k-Way MANOVA 

The Multivariate Analysis of Variance (MANOVA) was employed to test the 

rests of the hypotheses. As suggested by Hair et al. (2010, p. 458), for the multivariate 

test procedures of MANOVA to be valid, the following statistical assumptions must 

be met: independence of observation, homogeneity of Variance-Covariance matrices, 

and the multivariate normal distribution of dependent variables. Nonetheless, the 

linearity, multicollinearity, and outlier detection were also tested (Hair et al., 2010; 

Pallant and Manual, 2010) to ensure the reliability of the dataset. 

5.6.4.1  Independence of observation 

 The responses in each group must be made independently in of 

responses in any other group (Hair et al., 2010). In this study, samples were selected 

randomly to complete the questionnaires, and each respondent was individually 

administered. Moreover, Intra-class Correlation Coefficient (ICC) was used to test the 

independence observation. The coefficient with respective 95% confidence interval 

was .566, considered as moderate reliability (Koo and Li, 2016). It meant that there 

was no relationship between the observations themselves, and the observations did not 

influence each other. Therefore, this assumption was not violated. 
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  5.6.4.2  Homogeneity of Variance-Covariance matrices 

 This assumption testing can be conducted by using Box’s M test of 

equality of covariance. Then the results of each independent variable were shown in 

MANOVA together with other crucial results in the next section.  

5.6.4.3  Normality  

   The normality of variables can be assessed to some extent by obtaining 

the skewness and kurtosis value (Pallant and Manual, 2010, p. 59). When the 

skewness and kurtosis values are between -1.96 to 1.96, the variables are assumed to 

be normally distributed. Table 5.29 shows that skewness and kurtosis values of all 

variables were ranged within the critical values, between -1.96 to 1.96. As mentioned, 

the normal probability plots also reflect a visual portrayal of the shape of the 

distribution. The normal P-P Plots of regression standardized residual between 

metrics variables and dependent variables were shown in Appendix D.4. They 

demonstrated the normality of the error term distribution because those points were 

plotted near the diagonal line and there were some deviations toward the center, but 

generally the points did follow the line. Therefore, it could be assumed that the 

variables were normally distributed. 

   

Table 5.29  Skewness and Kurtosis Values of Variables 

 

Variables and Items Skewness Kurtosis 

Responsiveness to Airline Selection Attributes -.592 -.087 

Overall Service Quality -.464 -.749 

1)  Employee service performance -.547 -.495 

2)  Physical goods quality -.826 .418 

3)  Servicescape quality -.378 -.160 

Firm-Level COSE (formed by LCAs) -.096 -.697 

Behaviors in Person-to-Person Interaction -.575 -.701 

1) Technical skills -.484 -.355 

2) Social skills -.574 -.168 

3) Motivation to serve customer -.691 .254 

4) Decision-making authority -.569 -.415 

Customer Oriented Behaviors -.294 -.590 

1) Need to pamper -.690 .056 

2) Need to read -.084 -.230 

3) Need to deliver -.395 -.717 

4) Need for a personal relationship -.215 .018 

Individual-Level COSE  -.407 .134 
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  5.6.4.4  Outlier Detection 

Mahalanobis distance (Mal. distance) was calculated to identify any 

outliers. Pallant and Manual (2010, p. 288) noted that the critical value of two 

dependents variables is 13.82. Accordingly, the maximum value of the Mahal. 

distance, obtained from the output, was 12.836 (see Table 5.30) which was lower than 

the critical value of 13.82. Hence, this assumption was not violated. 

 

Table 5.30  Calculating Mahalanobis Distances for Detecting Outliers. 
 

Residuals Statisticsa 

 Minimum Maximum Mean Std. Deviation N 

Mahal. Distance .007 12.836 1.994 1.978 327 

 

a. Dependent Variable: Gender, Age, Marital Status, Education, Occupation, Income, Frequency of 

Travel, Frequent used LCA, Main Travel Purpose, Decision Maker to Choose the LCA to travel with, 

Reservation Channel, and Frequent Flyer Program Membership. 

 

5.6.4.5  Linearity between Dependent and Independent Variables 

The most common way to assess linearity between variables is to 

generate a matrix scatterplots (Hair et al., 2010, p. 76). Hence, the scatterplot matrixes 

(see Appendix D.1) indicated that this assumption was not violated  

    5.6.4.6  Multicollinearity 

  The correlation coefficients, shown in Table 5.31, indicated that there 

was a correlation between firm-level COSE and individual-level COSE of .608, which 

was lower than the correlation coefficients cutoffs value of .90 (Hair et al., 2010). 

Hence, the dependent variables were moderately correlated, and this assumption was 

not violated. 
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Table 5.31  Correlation Coefficients among Dependent Variables for Testing  

                    Assumption in MANOVA 

(n2 = 327) 

Dependent Variables Firm-Level COSE Individual-Level COSE 

Firm-Level COSE 1 .608** 

Individual-Level COSE .608** 1 

 

Remark:  ** Correlation is significant at the .01 level (2-tailed). 

 

5.6.4  The Effects of Personal Information 

MANOVA was employed in this study to analyze the effect of personal 

factors on two dependent variables, i.e., the perceived firm-level and individual-level 

COSE. 

However, this section presents only the effects of personal factors on the 

perceived firm-level COSE, according to research objectives and for intelligibility. 

Accordingly, the results of the effects on the perceived individual-level COSE were 

reported in section 5.7.3 together with the other independent variables. 

Hypothesis H6 and its sub-hypotheses were tested to examine the effect of 

LCA passengers’ personal information (independent variables) on perceived firm-

level COSE and perceived individual-level COSE (dependent variables). The personal 

information comprised gender, age, marital status, level of education, occupation, 

income, frequency of travel, frequently used LCA, main travel purpose, decision 

maker to choose a LCA to travel with, reservation channel, and membership. The 

results regarding firm-level COSE (the first dependent variable) were interpreted as 

described in detail below. 

Hypothesis H6: Passengers with different personal information have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE.  

 5.6.5.1  Gender   

H6.1:  Passengers with different genders have different effects on the 

perceived firm-level COSE and the perceived individual-level COSE. 

Firstly, the Box’s M test was applied to test the equality of the 

Variance-Covariance matrices between the groups. Table 5.32 shows that the 
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significance value was .085, which was greater than the significance level of .001 

(Tabachnic and Fidell, 2007, p. 281 quoted in Pallant and Manual, 2010, p. 294). 

Thus, the multivariate statistical testing could proceed because the variance between 

groups is equal and the assumption of homogeneity of variance-covariance matrices 

was not violated. 

The value of Wilk’s Lambda was considered because it is one of the 

most commonly used for testing the overall significance between groups in the 

multivariate situation (Hair et al., 2010). The result indicated that there was no 

statistically significant difference between different genders (Table 5.33), Wilk’s 

Lambda (λ) = .995, F (2, 324) = .823, Sig. value = .440 (> .05), partial η2 = .005.  

Thus, H6.1 was rejected. It could be concluded that whether male or 

female respondents, both groups perceived firm-level COSE and individual-level 

COSE equally, at the statistical significance level of .05. 

 

Table 5.32  Test of Homogeneity of Variance-Covariance Matrices between Genders 

 

Box’s M F df1 df2 Sig. 

6.653 2.203 3 22207016.864 .085 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + GENDER  

 

Table 5.33  MANOVA Results for Gender and the Perceived COSE 

 

Statistical Test Value F Sig. η2 

Pillai's Trace .005 .823 .440 .005 

Wilks' Lambda .995 .823 .440 .005 

Hotelling's Trace .005 .823 .440 .005 

Roy's Largest Root .005 .823 .440 .005 

 

Remark:   MANOVA test at a significance level of .05  

 

5.6.5.2  Age  

H6.2: Passengers with different ages have different effects on the 

perceived firm-level COSE and the perceived individual-level COSE. 
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The Box’s M test was used to test the equality of the variance - 

Covariance matrices between the groups. According to the result in Table 5.34, the 

significance value was .000 (less than the significance level of .001), indicating that 

the assumption of homogeneity of variance-covariance matrices was violated. In this 

regard, Pillai’s trace was employed instead of Wilks' Lambda for testing statistic in a 

multivariate analysis of variance because Pillai’s trace is the most powerful and robust 

statistic when assumption of homogeneity of variance-covariance was violated 

(Tabachnic and Fidell, 2007, p. 252 quoted in Pallant and Manual, 2010, p. 294).  

By considering the value of Pillai's Trace, there was not a statistically 

significant difference between different ages (Table 5.35), Pillai's Trace = .043, F (6, 

646) = 2.346, Sig. value = .030 (< .05), partial η2 = .021.  

 

Table 5.34  Test of Homogeneity of Variance-Covariance Matrices between Ages 

 

Box’s M F df1 df2 Sig. 

36.777 4.032 9 251022.098 .000 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + AGE  

 

Table 5.35  MANOVA Results for Ages and the Perceived COSE  

 

Statistical Test Value F Sig. η2 

Pillai's Trace .043 2.346 .030 .021 

Wilks' Lambda .957 2.363 .029 .022 

Hotelling's Trace .044 2.380 .028 .022 

Roy's Largest Root .044 4.717 .003 .042 

 

Remark:   MANOVA test at a significance level of .05  

 

Accordingly, the univariate tests (between-subjects effects) was 

performed to examine age differences, which reported significant values in the 

dependent variables. The univariate tests in Table 5.36 showed that statistically 

significant differences among groups of respondents of different ages were not found 
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on firm-level COSE, F(3, 323) = .798, Sig. value = .496 (> .05) but found on 

individual-level COSE (see the values in section 5.7.3.2).  

Therefore, H6.2 was partially supported. The multiple comparisons 

between groups on individual-level COSE were presented in section 5.7.3.2. 

 

Table 5.36  Univariate Tests in the COSE for Respondents of Different Ages 
 

Dependent variables F Sig. 

Firm-Level COSE .798 .496 

Individual-Level COSE 4.445 .004** 

 

Remark:  * = p < .01 

  

   5.6.5.3  Marital Status  

H6.3:  Passengers with different marital statuses have different effects 

on the perceived firm-level COSE and the perceived individual-level COSE.  

The significance value of the Box’s M test was .198 (Table 5.37), 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

A multivariate analysis of variance showed that there was a statistically 

significant difference among groups (Table 5.38), Wilk’s Lambda (λ) = .971, F (2, 

324) = 4.889, Sig. value = .008 (<.05), partial η2 = .029.  

 

Table 5.37  Test of Homogeneity of Variance-Covariance Matrices between Marital  

                    Statuses 

 

Box’s M F df1 df2 Sig. 

4.701 1.555 3 1117884.664 .198 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Marital Status  
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Table 5.38  MANOVA Results for Marital Status and the Perceived COSE  

 

Statistical Test Value F Sig. η2 

Pillai's Trace .029 4.889 .008 .029 

Wilks' Lambda .971 4.889 .008 .029 

Hotelling's Trace .030 4.889 .008 .029 

Roy's Largest Root .030 4.889 .008 .029 

 

Remark:   MANOVA test at a significance level of .05  

 

The univariate tests in Table 5.39 showed that there was a statistically 

significant difference between different marital status on the perceived firm-level 

COSE, F(1, 325)  = 6.688, Sig. value = .010 (≤ .05) and also on the perceived 

individual-level COSE (see the values in section 5.7.3.3).  

Thus, H6.3 was fully supported. The multiple comparisons must be 

further investigated by LSD. 

 

Table 5.39  Univariate Tests in the COSE for Respondents of Different Marital Status 

 

Dependent variables F Sig. 

Firm-Level COSE 6.688 .010** 

Individual-Level COSE 8.780 .003** 

 

Remark:  ** = p < .01 

 

       The post-hoc LSD’s tests (Table 5.40) revealed that a significant 

difference was found between respondents who were not in relationships and those 

who were in relationships on the perceived firm-level COSE. The multiple 

comparisons indicated that respondents who were in relationships (married or having 

domestic partners) (x̄ = 5.36) perceived firm-level COSE higher than those who were 

not in relationships (x̄ = 5.07), significantly.  

Regarding the perceived individual-level COSE, the multiple 

comparisons between groups were displayed in section 5.7.3.3. 
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Table 5.40  Multiple Comparison between Marital Statuses on Firm-Level COSE by 

Least Significant Difference (LSD) Test 

 

Firm-Level COSE x̄ 1. 2. 

1.  not in a relationship  5.07 - -.29** 

     (single/widowed/divorced)  - (.010) 

2.  in a relationship  5.36 - - 

     (married / domestic partner)  - - 

 

Remark:  ** = p < .01 

 

5.6.5.4  Education Level  

H6.4:  Passengers with different education levels have different effects 

on the perceived firm-level COSE and the perceived individual-level COSE.  

The significance value of the Box’s M test was .135 (Table 5.41), 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

MANOVA indicated that there was a statistically significant difference 

among groups (Table 5.42), Wilk’s Lambda (λ) = .893, F (4, 646) = 9.391, Sig. value 

= .000 (< .01), partial η2 = .055.  

 

Table 5.41  Test of Homogeneity of Variance-Covariance Matrices between  

                    Education Levels 

 

Box’s M F df1 df2 Sig. 

9.871 1.627 6 432108.808 .135 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Education Level 

 

 

 

 



250 

 

 

Table 5.42  MANOVA Results for Education Level and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .107 9.149 .000 .053 

Wilks' Lambda .893 9.391 .000 .055 

Hotelling's Trace .120 9.632 .000 .056 

Roy's Largest Root .119 19.348 .000 .107 

 

Remark:   MANOVA test at a significance level of .01 

 

Thus, the univariate tests (between-subjects effects) was performed to 

examine educational level differences that reported significant values in the dependent 

variables. The univariate tests in Table 5.43 showed that a significant difference 

between different education levels was not found on the perceived firm-level COSE 

but found on the perceived individual-level COSE (see the values in section 5.7.3.4).  

Thus, H6.4 was partially supported. The multiple comparisons between 

groups on the perceived individual-level COSE were displayed in section 5.7.3.4. 

 

Table 5.43  Univariate Tests in the COSE for Respondents of Different Education 

                    Levels 

 

Dependent variables F Sig. 

Firm-Level COSE 1.034 .357 

Individual-Level COSE 15.956   .000** 

 

Remark:  ** = p < .01 

 

5.6.5.5  Occupation  

H6.5:  Passengers with different occupations have different effects on 

the perceived firm-level COSE and perceived individual-level COSE.  

The significance value of the Box’s M test was .867, which was greater 

than .001 (Table 5.44), indicating that the variance between groups was equal and the 

assumption of homogeneity of variance-covariance matrices was not violated. 
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MANOVA showed that there was no a statistically significant 

difference between occupations (Table 5.45), Wilk’s Lambda (λ) = .974, F(12, 638) = 

.710, Sig. value = .743 (>.05), partial η2 = .021.  

Thus, H6.5 was rejected, indicating that respondents with different 

occupations had the same degrees of perceived firm-level and individual-level COSE, 

at the statistical significance level of .05. 

 

Table 5.44  Test of Homogeneity of Variance-Covariance Matrices between  

                    Occupations 
 

Box’s M F df1 df2 Sig. 

11.860 .645 18 162578.681 .867 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Occupation 

 

Table 5.45  MANOVA Results for Occupations and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .026 .711 .742 .013 

Wilks' Lambda .974 .710 .743 .013 

Hotelling's Trace .027 .709 .744 .013 

Roy's Largest Root .020 1.088 .369 .020 

 

5.6.5.6  Income  

H6.6:  Passengers with different incomes have different effects on the 

perceived firm-level COSE and the perceived individual-level COSE.  

The significance value of the Box’s M test was .867, which was greater 

than the significance level of .001 (Table 5.46), indicating that the variance between 

groups was equal and the assumption of homogeneity of variance-covariance matrices 

was not violated. 

MANOVA found that there was a statistically significant difference 

between incomes (Table 5.47), Wilk’s Lambda (λ) = .942, F (8, 642) = 2.452, Sig. 

value = .013 (< .05), partial η2 = .030.  
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Table 5.46  Test of Homogeneity of Variance-Covariance Matrices between Incomes 
 

Box’s M F df1 df2 Sig. 

11.236 .916 12 73634.761 .530 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Income 

 

Table 5.47  MANOVA Results for Income and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .059 2.456 .013 .030 

Wilks' Lambda .942 2.452 .013 .030 

Hotelling's Trace .061 2.447 .013 .030 

Roy's Largest Root .039 3.173 .014 .038 

 

Remark:   MANOVA test at a significance level of .05  

 

Then, examining each of the dependent variables was performed to 

identify which dependent variables reported significant values. The univariate tests 

(between-subjects effects) in Table 5.48 indicated that a significant difference 

between different incomes was not found on the perceived firm-level COSE but found 

on the perceived individual-level COSE (see the values in section 5.7.3.6).  

Thus, H6.6 was partially supported. The multiple comparisons between 

groups on the perceived individual-level COSE were displayed in section 5.7.3.4. 

 

Table 5.48  Univariate Tests in the COSE for Respondents of Different Income 
 

Dependent variables F Sig. 

Firm-Level COSE 1.847 .120 

Individual-Level COSE 2.966 .020* 

 

Remark:  * = p < .05 
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5.6.5.7  Frequency of Travel 

H6.7:  Passengers with different frequency of travel have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE.  

From Table 5.49, the significance value of the Box’s M test was .412, 

which was greater than the significance level of .001, indicating that the variance 

between groups was equal and the assumption of homogeneity of variance-covariance 

matrices was not violated. 

MANOVA revealed that there was a statistically significant difference 

between groups of respondents with different frequency of travel (Table 5.50), Wilk’s 

Lambda (λ) = .900, F (10, 640) = 3.446, Sig. value = .000 (< .01), partial η2 = .051.  

 

Table 5.49  Test of Homogeneity of Variance-Covariance Matrices between  

                    Frequency of Travel 

 

Box’s M F df1 df2 Sig. 

15.886 1.037 15 127385.056 .412 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Frequency of Travel 

 

Table 5.50  MANOVA Results for Frequency of Travel and the Perceived COSE  

 

Statistical Test Value F p η2 

Pillai's Trace .100 3.388 .000 .050 

Wilks' Lambda .900 3.446 .000 .051 

Hotelling's Trace .110 3.503 .000 .052 

Roy's Largest Root .102 6.563 .000 .093 

 

Remark:   MANOVA test at a significance level of .01 

 

As a result, examining each of the dependent variables was performed 

to identify which dependent variables reported significant values. According to the 

univariate tests (between-subjects effects) in Table 5.51, a significant difference was 

not found on the perceived firm-level COSE. However, a significant difference 

between respondents of different frequency of travel on the perceived individual-level 
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COSE was found. Thus, H6.7 was partially supported. The multiple comparisons 

between groups on the perceived individual-level COSE were displayed in section 

5.7.3.7. 

 

Table 5.51  Univariate Tests in the COSE for Respondents of Different Frequency  

                    of Travel 

 

Dependent variables F Sig. 

Firm-Level COSE .725 .605 

Individual-Level COSE 2.927 .013* 

 

Remark:  * = p < .05, ** = p < .01 

 

   5.6.5.8  Frequent Used LCAs  

H6.8: Passengers traveling with different preferred LCAs have 

different effects on the perceived firm-level COSE and the perceived individual-level 

COSE.  

The significance value of the Box’s M test was .969, which was greater 

than the significance level of .001 (Table 5.52), indicating that the variance between 

groups was equal and the assumption of homogeneity of variance-covariance matrices 

was not violated. 

A multivariate analysis of variance showed that there was no 

significant difference between LCAs on dependent variables (Table 5.53), Wilk’s 

Lambda (λ) = .984, F (4, 646) = .779, Sig. value = .252 (> .05), partial η2 = .008.  

Thus, H6.8 was rejected, indicating that respondents frequently 

traveled with any LCAs perceived firm-level and individual-level COSE similarly, at 

the statistical significance level of .05. 

 

Table 5.52  Test of Homogeneity of Variance-Covariance Matrices between LCAs 

 

Box’s M F df1 df2 Sig. 

1.359 .224 6 864918.681 .969 
Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + Frequented Used LCAs 
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Table 5.53  MANOVA Results for Frequent Used LCAs and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .016 1.346 .251 .008 

Wilks' Lambda .984 1.345 .252 .008 

Hotelling's Trace .017 1.344 .252 .008 

Roy's Largest Root .015 2.379 .094 .014 

 

Remark:   MANOVA test at a significance level of .05  

 

   5.6.5.9  Main Travel Purpose  

H6.9:  Passengers traveling with different main purposes have 

different effects on the perceived firm-level COSE and the perceived individual-level 

COSE.  

The significance value of the Box’s M test was .851 (greater than .001) 

(Table 5.54), indicating that the variance between groups was equal and the 

assumption of homogeneity of variance-covariance matrices was not violated. 

MANOVA revealed that there was not a significant difference between 

three frequent used LCAs on dependent variables (Table 5.55), Wilk’s Lambda (λ) = 

.973, F (8, 682) = 1.098, Sig. value = .363 (> .05), partial η2 = .013.  

Hence, H6.9 was rejected, indicating that respondents with different 

main travel purposes had similar degrees of the perceived firm-level COSE and 

individual-level COSE, at the statistical significance level of .05. 

 

Table 5.54  Test of Homogeneity of Variance-Covariance Matrices between Main  

                    Travel Purposes 

 

Box’s M F df1 df2 Sig. 

7.247 .591 12 57949.304 .851 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + main travel purpose 
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Table 5.55  MANOVA Results for Main Travel Purposes and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .027 1.097 .363 .013 

Wilks' Lambda .973 1.098 .363 .013 

Hotelling's Trace .027 1.098 .362 .014 

Roy's Largest Root .024 1.910 .109 .023 

 

Remark:   MANOVA test at a significance level of .05  

 

    5.6.5.10  Decision Maker to Choose the LCA  

H6.10:  Passengers with different decision makers to choose the LCA 

to travel with have different effects on the perceived firm-level COSE and the 

perceived individual-level COSE. 

The significance value of the Box’s M test was .752 which was greater 

than the significance level of .001 (Table 5.56), indicating that the variance between 

groups was equal and the assumption of homogeneity of variance-covariance matrices 

was not violated. 

The result revealed that there was a statistically significant difference 

between groups of respondents with different decision makers of choosing the LCA to 

travel with (Table 5.57), Wilk’s Lambda (λ) = .882, F (6, 644) = 6.940, Sig. value = 

.000 (< .01), partial η2 = .061.  

 

Table 5.56  Test of Homogeneity of Variance-Covariance Matrices between Decision  

                    Makers  

 

Box’s M F df1 df2 Sig. 

5.994 .653 9 85658.225 .752 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + decision maker 
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Table 5.57  MANOVA Results for Decision Makers and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .121 6.949 .000 .061 

Wilks' Lambda .882 6.940 .000 .061 

Hotelling's Trace .130 6.931 .000 .061 

Roy's Largest Root .081 8.694 .000 .075 

 

Remark:   MANOVA test at a significance level of .01 

 

Accordingly, examining each of the dependent variables was 

performed to identify which dependent variables reported significant values. 

According to the univariate tests (between-subjects effects) in Table 5.58, a 

significant difference was found on the perceived firm-level COSE, F(3, 323)  = 

6.306, Sig. value = .000 (< .01), and also on the perceived individual-level COSE (see 

section 5.7.3.10)  

Thus, H6.10 was fully supported, indicating that there was a 

statistically significant difference between groups of respondents with different 

decision makers to choose the LCA on their overall perceived LCAs’ customer 

orientations. Thus, the multiple comparisons between groups were examined by LSD. 

 

Table 5.58  Univariate Tests in the COSE for Respondents of Different Decision  

                    Makers                     

 

Dependent variables F Sig. 

Firm-Level COSE 6.306 .000** 

Individual-Level COSE 8.681 .000** 

 

Remark:  ** = p < .01 

 

The post-hoc LSD’s tests (Table 5.59) revealed that significant 

differences were found between groups of respondents on firm-level COSE. The 

multiple comparisons indicated the significant differences between the three pairs. 
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1)  Respondents who traveled with the LCA chosen by family 

members or relatives (x̄ = 5.54) rated firm-level COSE higher than those who chose 

the airline by their own (x̄ = 5.09). 

2)  Respondents who traveled with the LCA chosen by family 

members or relatives (x̄ = 5.54) rated firm-level COSE higher than those who traveled 

with the LCA that chosen by their secretaries or employers (x̄ = 4.73),  

3)  Respondents who traveled with the LCA chosen by friends 

or lovers (x̄ = 5.21) rated firm-level COSE higher than those who traveled with the 

LCA that chosen by their secretaries or employers (x̄ = 4.73), 

Regarding the perceived individual-level COSE, the multiple 

comparisons between groups were displayed in section 5.7.3.10. 

 

Table 5.59  Multiple Comparison between Decision Makers on Firm-Level COSE, by 

Least Significant Difference (LSD) Test 

 

Firm-Level COSE x̄ 1. 2. 3. 4 

1.  Own 5.09 - -.45** -.12 .36 

  - (.001) (.457) (.056) 

2.  Family members /relatives 5.54 - - .33 .81** 

       - - (.077) (.000) 

3.  Friend/lover 5.21 - - - .48* 

  - - - (.037) 

4.  Secretary/employer 4.73 - - - - 

  - - - - 

 

Remark:  * = p < .05,** = p < .01 

 

    5.6.5.11  Reservation Channel  

H6.11:  Passengers with different reservation channels have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE.  

The significance value of the Box’s M test was .524 which was greater 

than the significance level of .001 (Table 5.60), indicating that the variance between 
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groups was equal and the assumption of homogeneity of variance-covariance matrices 

was not violated. 

A multivariate analysis of variance showed that a significant difference 

between LCAs on dependent variables was not found (Table 5.61), Wilk’s Lambda 

(λ) = .860, F (6, 644) = .779, Sig. value = .524 (> .05), partial η2 = .008.  

Therefore, H6.11 was rejected, indicating that respondents using 

different reservation channels perceived firm-level COSE and individual-level COSE 

equally, at the statistical significance level of .05. 

 

Table 5.60  Test of Homogeneity of Variance-Covariance Matrices between  

                    Reservation Channels 

 

Box’s M F df1 df2 Sig. 

15.335 1.677 9 115679.774 .088 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + reservation channel 

 

Table 5.61  MANOVA Results for LCAs and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .016 .861 .523 .008 

Wilks' Lambda .984 .860 .524 .008 

Hotelling's Trace .016 .859 .525 .008 

Roy's Largest Root .014 1.479 .220 .014 

 

Remark:   MANOVA test at a significance level of .05  

 

   5.6.5.12  Membership in Frequent Flyer Programs  

H6.12:  Passengers with different status of membership in LCAs’ 

frequent flyer programs have different effects on the perceived firm-level COSE and 

the perceived individual-level COSE.  

The significance value of the Box’s M test was .759 which was greater 

than the significance level of .001 (Table 5.62), indicating that the variance between 
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groups was equal and the assumption of homogeneity of variance-covariance matrices 

was not violated. 

A multivariate analysis of variance revealed that there was a 

statistically significant difference between groups of respondents with different 

membership in Frequent Flyer Programs (Table 5.63), Wilk’s Lambda (λ) = .995, F 

(4, 646) = .371, Sig. value = .829 (> .01), partial η2 = .002.  

Thus, H6.11 was rejected, indicating that there were no significant 

differences between respondents with different membership statuses in LCAs’ 

Frequent Flyer Programs on firm-level and individual-level COSE, at the statistical 

significance level of .05. 

 

Table 5.62  Test of Homogeneity of Variance-Covariance Matrices between  

                   Membership 

                     

Box’s M F df1 df2 Sig. 

3.428 .565 6 371864.300 .759 

Tests the null hypothesis that the observed covariance matrices of the dependent variables are equal across groups. 

Design: Intercept + membership 

 

Table 5.63  MANOVA Results for Membership and the Perceived COSE 

 

Statistical Test Value F p η2 

Pillai's Trace .005 .372 .829 .002 

Wilks' Lambda .995 .371 .829 .002 

Hotelling's Trace .005 .370 .830 .002 

Roy's Largest Root .004 .673 .511 .004 

 

Remark:   MANOVA test at a significance level of .05  
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5.7 Factors Affecting Individual-Level COSE 

In this section, factors affecting the perceived individual-level COSE of LCA 

passengers were examined. The hypotheses H8 was tested to answer the research 

question 4. 

Hypothesis H8:  Passengers’ perceptions of person-to-person interaction, and 

the customer-oriented behavior of service employee are related to the perceived 

individual-level COSE.  

H8 could be measured and divided into two sub-hypotheses which are:  

1) To examine relationships between variables of employee’s 

behaviors in person-to-person interaction and the degree of passengers’ perceived 

individual-level COSE (H8.1) 

2) To examine relationships between variables of the customer-

oriented behavior of service employee and the degree of passengers’ perceived 

individual-level COSE (H8.2) 

  

5.7.1 The Effects of Person-to-Person Interaction  

Hypothesis H8.1:  Passengers’ perceptions of service employee’s behaviors 

involving person-to-person interaction are related to the degree of perceived 

individual-level COSE. 

 Table 5.64 presents the model evaluation and the results of MRA to predict the 

relationships on the perceived individual-level COSE (dependent variable) from 

person-to-person interaction (independent variables) which averaged from four 

dimensions, namely, technical skills, social skills, motivation, and decision-making 

authority. The results showed that there was a statistically significant (R2 = .641, 

Adjusted R2 = .637, p < .01). The analysis of multiple regression offers a very good 

model. The coefficient of determination (R2) was .641, demonstrating that the model 

explained 64.1 percent of the variance in individual-level COSE. 

By evaluating each of the independent variables, all variables were found 

unique statistically significant contributions. In order of importance, social skill (β 

= .301, p < .01), decision-making authority (β = .208, p < .01), motivation (β = .187, p 
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< .05), and technical skill (β = .172, p < .01) positively affected the perceived 

individual-level COSE, respectively. Therefore, hypothesis H8.1 was fully supported. 

 

Table 5.64  Results of Multiple Regression Analysis for the Effects of Person-to- 

                    Person Interaction on Individual-level COSE 

                     

Variables 
R2 = .641, Adjusted R2 = .637, F = 143.988** 

b SE β t Sig. VIF 

Constant        1.483 .150  9.859** .000  

Technical skills         .131 .048 .172 2.747* .006 3.534 

Social skills         .218 .047 .301 4.623* .000 3.814 

Motivation         .138 .054 .187 2.541** .012 4.879 

Decision-Making Authority         .141 .043 .208 3.320* .001 3.535 

 

Remark:  SEE = .441, df = 4, 322, * = p < .05, ** = p < .01 

 

5.7.2 The Effects of Customer-Oriented Behaviors  

Hypothesis H8.2:  Passengers’ perceptions of the customer-oriented behavior 

of service employee are related to the degree of perceived individual-level COSE.

 Table 5.65 shows the model evaluation, and the results of MRA to predict the 

relationships on the perceived COSE (dependent variable) from customer-oriented 

behaviors (independent variables) retrieved from four aspects including the need to 

pamper customers, need to read customers, need to deliver, need for a personal 

relationship. The results revealed that there was a statistically significant (R2 = .726, 

Adjusted R2 = .723, p < .01). The analysis of multiple regression offers a very good 

model. The coefficient of determination (R2) was .726, indicating that the model 

explained 72.6 percent of the variance in the COSE.  

 By evaluating each of the independent variables, all variables were found 

unique statistically significant contributions. In order of importance, the need to 

pamper customers (β = .356, p < .01), the need for a personal relationship (β = .244, p 

< .01), the need to deliver (β = .213, p < .01), and the need to read customers (β 

= .159, p < .01) positively affected the perceived individual-level COSE, respectively. 

Thus, hypothesis H8.2 was also supported. 
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Table 5.65  Results of Multiple Regression Analysis for Effect of Customer-Oriented  

                   Behavior of Employee on COSE 

 

Variables 
R2 = .726, Adjusted R2 = .723, F = 213.786** 

b SE β t Sig. VIF 

Constant     1.432 .129  11.074** .000  

Need to pamper      .230 .032 .356 7.119** .000 2.940 

Need to read      .109 .031 .159 3.542** .000 2.374 

Need to deliver      .164 .038 .213 4.305** .000 2.888 

Need for a personal relationship      .160 .033 .244 4.827** .000 3.005 

 

Remark:  SEE = .386, df = 4, 322, * = p < .05, ** = p < .01 

 

5.7.3  The Effects of Personal Information 

The MANOVA approach was conducted to measure two dependent variables 

at once to control increased risks of type I error. This study used MANOVA to test 

hypothesis H6 and its sub-hypotheses to examine the effects of LCA passengers’ 

personal information on the perceived firm-level and individual-level COSE.  

However, this section explains only the effects of personal factors on the 

perceived individual-level COSE (the second dependent variables), according to 

research objective and for intelligibility. The results of the effects on the perceived 

firm-level COSE reported in section 5.6.5. 

Hypothesis H6: Passengers with different personal information have different 

effects on the perceived firm-level COSE and the perceived individual-level COSE.  

 5.7.3.1  Gender 

Referring to the MANOVA result in section 5.6.5.1, a statistically 

significant difference between different genders on the perceived individual-level 

COSE was not found (Table 5.33). 

As reported, H6.1 was rejected, indicating that whether male or female 

respondents, both groups perceived firm-level and individual-level COSE equally, at 

the statistical significance level of .05. 
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 5.7.3.2  Age  

Referring to Table 5.35, a multivariate analysis of variance showed 

that there was a statistically significant difference among groups, Pillai's Trace = .043, 

F (6, 646) = 2.346, Sig. value = .030 (< .05), partial η2 = .021. 

The univariate tests in Table 5.36 showed that there was a significant 

difference between different ages on the perceived individual-level COSE, F(3,323)  

= 4.445, Sig. value = .004 (< .01). Therefore, H6.2 was partially supported. The 

multiple comparisons must be examined by LSD. 

The post hoc test (Table 5.66) showed a significant difference among 

respondents of different ages on individual-level COSE (performed by LCA service 

employee). The pairwise comparisons found that there were significant differences 

between the two pairs, which were. 

1)  Between respondents aged 20 – 30 years and those aged 

over 50 years 

2)  Between respondents aged 31 - 40 years and those aged 

over 50 years. 

Moreover, respondents aged over 50 years (x̄ = 5.29) rated the 

COSE higher than respondents aged between 20 – 30 years (x̄ = 4.94) and those who 

aged between 31 – 40 years (x̄ = 4.82), significantly. 

 

Table 5.66  Multiple Comparison between Ages on Individual-Level COSE, by Least 

                    Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 3. 4. 

1.  20 - 30 years old 4.94 - .12 -.09 -.35** 

  - (.221) (.409) (.008) 

2.  31 - 40 years old 4.82 - - -.21 -.47** 

       - - (.062) (.000) 

3.  41 - 50 years old 5.03 - - - -.26 

  - - - (.069) 

4.  Over 50 years old 5.29 - - - - 

  - - - - 

Remark:  ** = p < .01 
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   5.7.3.3  Marital Status 

Referring to Table 5.38, a multivariate analysis of variance showed 

that there was a statistically significant difference among groups, Wilk’s Lambda (λ) 

= .971, F (2, 324) = 4.889, Sig. value = .008 (<.05), partial η2 = .029.  

Referring to Table 5.39, the univariate tests showed that there was a 

statistically significant difference between different marital status on the perceived 

individual-level COSE, F(1, 325)  = 8.780, Sig. value = .003 (< .01) and also on the 

perceived firm-level COSE. 

Because H6.3 was fully supported, the multiple comparisons must be 

investigated by LSD.  

   The post-hoc tests (Table 5.67) revealed that a significant difference 

was found between respondents who were not in relationships and those who were in 

relationships. The multiple comparisons indicated that respondents who were in 

relationships (x̄ = 5.14) rated the degree of individual-level COSE higher than those 

who were not in relationships (x̄ = 4.88) significantly. 

Regarding the perceived firm-level COSE, the multiple comparisons 

between groups were displayed in Table 5.40. 

  

Table 5.67  Multiple Comparison between Marital Statuses on Individual-Level  

                    COSE, by Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 

1.  not in a relationship  4.88 - -.26** 

      (single/widowed/divorced)  - (.003) 

2.  in a relationship  5.14 - - 

      (married/domestic partner)  - - 

 

Remark:  ** = p < .01 
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   5.7.3.4  Education Level  

Referring to Table 5.42, MANOVA indicated that there was a 

statistically significant difference among groups, Wilk’s Lambda (λ) = .893, F (4, 

646) = 9.391, Sig. value = .000 (< .01), partial η2 = .055.  

Referring to Table 5.43, the univariate tests showed that there was a 

significant difference between different education levels on the perceived individual-

level COSE, F(2,324) = 15.956, Sig. Value = .000 but not found on the perceived 

firm-level COSE. 

Thus, H6.4 was partially supported, indicating that there was a 

significant difference between respondents of different education level on the 

perceived individual-level COSE. Then, the multiple comparisons must be examined 

by LSD. 

  The post hoc tests (Table 5.68) revealed that respondents with 

education below bachelor’s degree (x̄ = 5.24) perceived individual-level COSE higher 

than respondents who received bachelor’s degree (x̄ = 5.03), and those who educated 

above bachelor’s degree (x̄ = 4.62), significantly. 

 

Table 5.68  Multiple Comparison between Education Levels on Individual-Level  

                    COSE, by Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 3. 

1.  Below bachelor’s degree 5.24 - .21* .62** 

  - (.046) (.000) 

2.  Bachelor’s degree or equivalent 

 

5.03 - - .41** 

 - - (.000) 

3.  Above bachelor’s degree 4.62 - - - 

  - - - 

 

Remark:  * = p < .05, ** = p < .01 

 

 

 

 



267 

 

 

5.7.3.5  Occupation  

Referring to the MANOVA result in section 5.6.5.5, a statistically 

significant difference between different occupations on the perceived individual-level 

COSE was not found (Table 5.45). 

As reported, H6.5 was rejected, indicating that respondents with 

different occupations had the same degrees of perceived firm-level and individual-

level COSE, at the statistical significance level of .05. 

5.7.3.6  Income  

Referring to Table MANOVA found that a statistically significant 

difference between incomes was found (Table 5.47), Wilk’s Lambda (λ) = .942, F (8, 

642) = 2.452, Sig. value = .013 (< .05), partial η2 = .030.  

As shown in Table 5.48, the univariate tests (between-subjects effects) 

in indicated that there was a significant difference between different incomes on the 

perceived individual-level COSE, F(4, 322) = 2.966, Sig. value = .020, but not found 

on the perceived firm-level COSE. 

Thus, H6.6 was partially supported. The multiple comparisons were 

therefore examined by LSD. 

The post hoc test (Table 5.69) showed a significant difference among 

groups of respondents who had different incomes on individual-level COSE. The 

pairwise comparisons showed that there were significant differences between the 

three pairs as listed below. 

1)  Between respondents who earned less than 10,000 THB per 

month and those who earned more than 70,000 THB per month 

2)  Between respondents who earned 10,001 – 30,000 THB per 

month and those who earned more than 70,000 THB per month 

3)  Between respondents who earned 30,001 – 50,000 THB per 

month and those who earned more than 70,000 THB per month 

Also, respondents with monthly income of less than 10,000 THB (x̄ = 

5.19) perceived individual-level COSE higher than respondents who earned 30,001 - 

50,000 THB (x̄ = 5.04), 10,001 - 30,000 THB (x̄ = 4.96), and those with income of 

more than 70,000 THB (x̄ = 4.54), significantly. 
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Table 5.69  Multiple Comparisons between Income on Individual-Level COSE, by  

Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 3. 4. 5. 

1.  Less than 10,000 THB 5.19 - .23 .15 .27 .65** 

  - (.102) (.347) (.123) (.001) 

2.  10,001 - 30,000 THB 4.96 - - -.08 .04 .42** 

 - - (.425) (.753) (.010) 

3.  30,001 - 50,000 THB 5.04 - - - .12 .50** 

  - - - (.400) (.004) 

4.  50,001 - 70,000 THB 4.92 - - - - .38 

  - - - - (.052) 

5.  More than 70,000 THB 4.54 - - - - - 

  - - - - - 

 

Remark:  ** = p < .01 

 

5.7.3.7  Frequency of Travel 

Referring to Table 5.50, MANOVA revealed that there was a 

statistically significant difference between groups of respondents with different 

frequency of travel, Wilk’s Lambda (λ) = .900, F (10, 640) = 3.446, Sig. value = .000 

(< .01), partial η2 = .051.  

Referring to Table 5.51, a significant difference between respondents 

of different frequency of travel on the perceived individual-level COSE was found, 

F(5, 321)  = 2.927, Sig. value = .013 (< .05). However, a significant difference was 

not found on the perceived firm-level COSE. 

Thus, H6.7 was partially supported. The multiple comparisons were 

therefore examined by LSD. 

       The post hoc test (Table 5.70) showed a significant difference among 

groups. The multiple comparisons revealed that there were significant differences 

between the five pairs as listed below. 
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   1) Between infrequent traveler or respondents who took the 

latest flight with a LCA over one year ago (x̄ = 5.14) and those who traveled more 

than 10 times annually (x̄ = 4.66) 

   2)  Between respondents who traveled around 1 time per year 

(x̄ = 5.18) and those who traveled 2 – 4 times per year (x̄ = 4.95) 

   3)  Between respondents who traveled around 1 time per year 

(x̄ = 5.18) and those who traveled 8 - 10 times per year (x̄ = 4.84 

   4)  Between respondents who traveled around 1 time per year 

(x̄ = 5.18) and those who traveled more than 10 times per year (x̄ = 4.66) 

   5)  Between respondents who traveled 2 – 4 times per year (x̄ = 

4.95), and those who traveled more than 10 times per year (x̄ = 4.66) 

  By comparing the averages of degree of individual-level COSE among 

groups, respondents who traveled around 1 time per year (x̄ = 5.14) perceived COSE 

higher than infrequent travelers (x̄ = 5.14), respondents who traveled 2 – 4 times (x̄ = 

4.95), those who traveled 8 – 10 times per year (x̄ = 4.84), traveled over 10 times per 

year (x̄ = 4.66) respectively, significantly. 

 

Table 5.70  Multiple Comparisons between the Frequency of Travel on Individual-

Level COSE, by Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 3. 4. 5. 6. 

1.  None during the past 1 year 5.14 - -.03 .19 .21 .30 .48** 

     (infrequent traveler)  - (.835) (.209) (.197) (.120) (.009) 

2.  1 time 5.18 - - .23* .25 .33* .51** 

 - - (.045) (.057) (.040) (.001) 

3.  2 - 4 times 4.95 - - - .02 .11 .29* 

  - - - (.849) (.483) (.038) 

4.  5 - 7 times 4.93 - - - - .08 .27 

  - - - - (.612) (.083) 

5.  8 - 10 times 4.84 - - - - - .18 

  - - - - - (.311) 

6.  More than 10 times 4.66 - - - - - - 

  - - - - - - 

 

Remark:  * = p < .05, ** = p < .01 
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   5.7.3.8  Frequently Used LCAs  

Referring to the MANOVA result in section 5.6.5.8, a statistically 

significant difference between different LCAs on the perceived individual-level 

COSE was not found (Table 5.53). 

As reported, H6.8 was rejected, indicating that respondents frequently 

traveled with any LCAs perceived firm-level COSE and individual-level COSE 

equally, at the statistical significance level of .05. 

   5.7.3.9  Main Travel Purposes   

Referring to the MANOVA result in section 5.6.5.9, a statistically 

significant difference between different main travel purposes on the perceived 

individual-level COSE was not found (Table 5.55). 

As reported, H6.9 was rejected, indicating that respondents with 

different main travel purposes had similar degrees of the perceived firm-level COSE 

and individual-level COSE, at the statistical significance level of .05. 

    5.7.3.10  Decision Maker to Choose the LCA  

Referring to Table 5.57, the MANOVA result revealed that there was a 

statistically significant difference between groups of respondents with different 

makers of choosing the LCA to travel with (Table 5.58), Wilk’s Lambda (λ) = .882, F 

(6, 644) = 6.940, Sig. value = .000 (< .01), partial η2 = .061.  

Referring to Table 5.58, the univariate tests (between-subjects effects) 

showed that a significant difference was found on the perceived individual-level 

COSE, F(4, 345)  = 8.681, Sig. value = .000 (< .01). A significant difference was also 

found on the perceived firm-level COSE (see the values in section 5.6.5.10). 

Thus, H6.10 was fully supported, indicating that there was a 

statistically significant difference between groups of respondents with different 

decision makers to choose the LCA on their overall perceived LCAs’ customer 

orientations. Consequently, the multiple comparisons were examined by LSD. 

The post-hoc LSD’s tests (Table 5.71) revealed that significant 

differences were found between two groups of respondents on individual-level COSE. 

The multiple comparisons indicated the significant differences between groups which 

are described in detail below. 
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1)  Respondents who chose the airline on their own (x̄ = 4.81) 

rated individual-level COSE lower than those who traveled with the LCA chosen by 

family members or relatives (x̄ = 5.29). 

2)  Respondents who chose the airline on their own (x̄ = 4.81) 

rated individual-level COSE lower than those who traveled with the LCA chosen by 

friends or lovers (x̄ = 5.11). 

Regarding the perceived firm-level COSE, the multiple comparisons 

between groups were displayed in section 5.6.5.10. 

 

Table 5.71  Multiple Comparison between Decision Makers on Individual-Level  

                    COSE, by Least Significant Difference (LSD) Test 

 

Individual-Level COSE x̄ 1. 2. 3. 4 

1.  Own 4.81 - -.48** -.30* -.24 

  - (.000) (.017) (.093) 

2.  Family members/relatives 5.29 - - .18 .24 

       - - (.192) (.117) 

3.  Friend/lover 5.11 - - - .06 

  - - - (.726) 

4.  Secretary/employer 5.05 - - - - 

  - - - - 

 

Remark:  * = p < .05, ** = p < .01 

 

    5.7.3.11  Reservation Channel 

Referring to the MANOVA result in section 5.6.5.11, a statistically 

significant difference between different LCAs on the perceived individual-level 

COSE was not found (Table 5.61). 

As reported, H6.11 was rejected, indicating that respondents using 

different reservation channels perceived firm-level COSE and individual-level COSE 

equally, at the statistical significance level of .05. 
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   5.7.3.12  Membership of Frequent Flyer Program 

Referring to the MANOVA result in section 5.6.5.12, a statistically 

significant difference between different LCAs on the perceived individual-level 

COSE was not found (Table 5.63). 

As reported, H6.12 was rejected, indicating that there were no 

significant differences between respondents with different membership statuses in 

LCAs’ Frequent Flyer Programs on firm-level and individual-level COSE, at the 

statistical significance level of .05. 

Accordingly, the results of research hypothesis testing (H6) and its sub-

hypotheses testing concerning firm-level and individual-level COSE were 

summarized and clarified in Table 5.72. 



 

 

2
7

3
 

Table 5.72  Summary of Research Hypothesis Testing by MANOVA (Hypothesis 6) 

 

Independent Variables 

(LCA Passenger) 
Result 

Different Effect on (Post Hoc Test) 

Firm-Level COSE Individual-Level COSE  

1) Gender Rejected   

2) Age Partially Supported  2.1) Over 50 years old > 20 - 30 years old 

2.2) Over 50 years old > 31 - 40 years old 

3) Marital Status Supported  in a relationship > not in a relationship  in a relationship > not in a relationship 

4) Education Level Partially Supported   below bachelor > bachelor > above bachelor 

5) Occupation Rejected   

6) Income Partially Supported  6.1)  less than 10,000 THB > more than 70,000 THB  

6.2)  10,001-30,000 THB > more than 70,000 THB 

6.3)  30,001-50,000 THB > more than 70,000 THB 

7) Frequency of Travel 

(during the past 1 year) 

Partially Supported  7.1)  none > over 10 times 

7.2)  1 time > 2- 4 times 

7.3)  1 time > 8-10 times 

7.4)  1 time > over 10 times 

7.5)  2 - 4 times > over 10 time 

8) Frequent Used LCA Rejected   

9) Main Travel Purpose Rejected   

10)  Decision Maker Supported 10.1) family members/relatives > own 

10.2) family members/relatives > secretary/employer 

10.3) friend/lover > secretary/employer 

family members/relatives > own, friend/lover > own 

11)  Reservation Channel Rejected   

12)  Membership in FFPs Rejected   

 

Remark:  Hypothesis 6 = Passengers with different personal information have different effects on the perceived firm-level and 

individual-level COSE.  
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5.8 Factors Affecting True Passenger Loyalty 

 

Hypothesis H9:  Passengers’ perceptions of the firm-level COSE and the 

individual-level COSE are related to true passenger loyalty. 

 Table 5.73 presents the model evaluation and the results of MRA to predict the 

relationships on true customer loyalty (dependent variable) from the C.O. 

(independent variables). The results showed that there was a statistically significant 

(R2 = .443, Adjusted R2 = .440, p < .01). The coefficient of determination (R2) 

was .443, indicating that the model explained 44.3% of the variance in true customer 

loyalty.  

  By evaluating each of the independent variables, all variables were 

found unique statistically significant contributions. In order of importance, individual-

level COSE (β = .426, p < .01) and firm-level COSE (β = .314, p < .01), positively 

affected true passenger loyalty, respectively.  

Thus, hypothesis H9 was fully supported. 

 

Table 5.73  Results of Multiple Regression Analysis for Effect of COSE on True 

Passenger Loyalty 

 

Variables 
R2 = .443, Adjusted R2 = .440, F = 128.827** 

b SE β t Sig. VIF 

Constant 1.349 .245  5.519** .000  

Firm-level COSE .275 .046 .314 6.013** .000 1.586 

Individual-level COSE .487 .060 .426 8.160** .000 1.586 

 

Remark:  SEE = .627, df = 2, 324, ** = p < .01 
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Table 5.74  Overview of Factors Affecting Dependent Variables and Results of  

                    Hypotheses Testing (H6 – H9) 

 

Hypotheses/Independent Variables Results  β Effect on Statistics Used 

  Hypothesis 6:  Passengers with different personal information have different effects on the perceived  

                         firm-level COSE and the perceived individual-level COSE.  

H6.1  Gender Rejected - - MANOVA 

H6.2  Age Partially Supported - DV2 MANOVA 

H6.3  Marital status Fully Supported - DV1 and DV2 MANOVA 

H6.4  Education level Partially Supported - DV2 MANOVA 

H6.5  Occupation Rejected - - MANOVA 

H6.6  Income Partially Supported - DV2 MANOVA 

H6.7  Frequency of travel Partially Supported - DV2 MANOVA 

H6.8  Frequently used LCA Rejected - - MANOVA 

H6.9  Main travel purpose Rejected - - MANOVA 

H6.10  Decision maker  Fully Supported - DV1 and DV2 MANOVA 

H6.11  Reservation channel Rejected - - MANOVA 

H6.12  Membership in FFPs Rejected - - MANOVA 

Hypothesis H7.1: Passengers’ perceptions of the responsiveness toward attributes of airline  

                             selection are related to the degree of perceived firm-level COSE. 

1) Ground service/airport facilities  Supported .356 DV1 MRA 

2) Service quality Supported .198 DV1 MRA 

3) Safety of the airline  Supported .165 DV1 MRA 

4) Marketing communication  Rejected .111 DV1 MRA 

5) Image and reputation  Rejected .054 DV1 MRA 

6) Ease of booking Rejected .034 DV1 MRA 

7) Route and schedule  Rejected .023 DV1 MRA 

8) In-flight product/service Rejected -.015 DV1 MRA 

9) Loyalty program Rejected -.078 DV1 MRA 

10) Price Rejected -.099 DV1 MRA 

Hypothesis H7.2: Passengers’ perceptions of overall service quality are related to the degree of  

                             perceived firm-level COSE. 

1) Servicescape  Supported .590 DV1 MRA 

2) Employee service performance  Supported .199 DV1 MRA 

3) Physical goods Rejected .003 DV1 MRA 
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Table 5.74  (continued) 

 

Hypotheses/Independent Variables Results  β Effect on Statistics Used 

Hypothesis H8.1: Passengers’ perceptions of service employee’s behaviors involving person-to-  

                               person interaction are related to the degree of perceived individual-level COSE. 

1) Social skill  Supported .301 DV2 MRA 

2) Decision-making authority  Supported .208 DV2 MRA 

3) Motivation to serve customers Supported .187 DV2 MRA 

4) Technical skill Supported .172 DV2 MRA 

Hypothesis H8.2: Passengers’ perceptions of the customer-oriented behavior of service employee  

                             are related to the degree of perceived individual-level COSE. 

1) Need to pamper Supported .356 DV2 MRA 

2) Need for a personal relationship Supported .244 DV2 MRA 

3) Need to deliver Supported .213 DV2 MRA 

4) Need to read Supported .159 DV2 MRA 

Hypothesis H9: Passengers’ perceptions of the firm-level COSE and the individual-level COSE     

                          are related to true passenger loyalty. 

3) Individual-level COSE  Supported .426 DV4 MRA 

4) Firm-level COSE Supported .314 DV4 MRA 

 

Remark:  DV1 = firm-level COSE 

                 DV2 = individual-level COSE 

      DV4 = true passenger loyalty 

 

5.9  Discussion of Data and Research Results 

 

This section presents the significant results together with a discussion of data 

and results according to the research questions 3 and 4. However, research question 5 

was discussed in the next chapter. For research question 6 was discussed together with 

qualitative results in Chapter 7.  
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5.9.1  Discussion in Responding to Research Question 3 (Passenger 

Survey) 

Research Question 3:  What are the current degrees of passengers’ 

perceptions toward COSE and their true loyalty to the services of LCAs in Thailand? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

Figure 5.13  Summary of Factors Affecting Passengers’ Perceived COSE and True 

Loyalty  

 

As noted, COSE could be considered in two levels, firm and individual levels. 

The results regarding each level were presented and discussed in the following 

section. 
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    5.9.1.1  The Current Degree of Firm-Level COSE  

Firm-level COSE was also assessed by LCA passengers to measure 

how the LCA performed in responding to customers’ needs. The statistical result from 

passenger survey (see Table 5.6) exhibited that the overall degree of firm-level COSE 

was relatively high (x̄ = 5.17), lower than what employees perceived (x̄ = 5.68). When 

individual items were considered, LCA passengers’ responses corresponded with 

those of LCA service employees’ regarding a sequence of mean scores. From a 

passenger perspective, ‘training employees to be professional and customer-oriented’, 

was rated the highest (x̄ = 5.49), interpreted as a high degree. ‘Customer needs are the 

priority of the LCAs’ was ranked second (x̄ = 5.13), followed by ‘considering 

customers’ needs to design products and services’ (x̄ = 5.04), and ‘evaluating LCAs’ 

performance based on customer satisfaction’ (x̄ = 5.02), respectively. Even though 

these three items were assessed as a relatively high degree but they can be leveraged 

to match with LCA service employees’ performances.  

The empirical evidence demonstrated that LCAs in Thailand had 

determined effort of being customer-oriented but they may not be able to deliver these 

intangible messages to passengers. Accordingly, when airline manager would like to 

increase the degree of firm-level COSE, they should depict the earnestness of being 

customer-oriented to their target customers to show them that how customer 

satisfaction and customers’ needs are essential for airlines.  

Wirtz and Lovelock (2018) suggested that advertising might help to 

produce a more explicit depiction of the earnestness to grow passengers’ perceptions 

on the particular issues. As suggested by Zeithaml et al. (2009), a service firm may 

form services advertising strategies to match impalpability through its preferred 

channels. LCAs may use the case history episodes as advertising strategies to present 

actual cases that the airlines did for customers. Wirtz and Lovelock (2018, p. 208) 

advised that public relations strategy can also be used as a communication tool which 

may help to stimulate positive interest in products or services. Such strategy could 

distribute press releases or messages representing LCAs, its products/services, and 

employees. 

 

 



279 

 

 

5.9.1.2  The Current Degree of Individual-Level COSE  

From a passenger perspective, Table 5.9 shows that the degree of 

overall individual-level COSE was relatively high (x̄ = 4.97), which was lower than 

the degree of service employees’ self-assessment (x̄ = 5.44). The empirical result 

indicated that LCA passengers perceived that service employees were somewhat 

customer-oriented. LCA passengers rated LCA service employees generally had 

strong feelings of helping customers to receive the best services as highest degree (x̄ = 

5.51) among behavioral items. Capabilities of satisfying customers’ need (x̄ = 5.28) 

and providing accurate information (x̄ = 5.28) were also rated as a high degree. 

Passengers also perceived LCA service employees’ performance in avoiding using 

high pressure (x̄ = 5.27) and inquiring customers’ needs (x̄ = 5.22) at a relatively high 

degree.  

However, an item that cannot be neglected is ‘avoiding deceptive and 

manipulative influence tactics’ because LCA passengers rated this employees’ 

performance to be a relatively low degree (x̄ = 3.23), which was lowest among six 

behavioral items. The deceptive behavior of LCA service employee was obviously a 

weak point from a passenger perspective. Jehn and Scott (2008) suggested that 

passenger perceptions of employee deception affect the passengers’ attitudes toward 

airlines. This is; therefore, an essential component that airline managers should 

understand more about such behavior, and it needs to be prioritized. 

  Jehn and Scott (2008) studied perceptions of deception in the airline 

industry. They found that when passengers detected the deceit of employees, 

passengers were more dissatisfied on airlines. Deceptive behaviors of employees are 

perceived when staff believes the information to be false but presents it as if were true 

(deception about belief), they further explained. Passenger perceived deception about 

intentions what an employee says that he/she plans to do some action but actually do 

not intend to do so. For instance, when the flight attendants smile and say goodbye to 

passengers, most passengers do not believe that the flight attendants really felt like 

smiling because they may try to hide true feelings of disgust, fatigue, or indifference 

(deception about emotions). 

 Hence, LCAs should focus on the recruitment and selection process to 

obtain the right people and the training and programs for enhancing employees’ 
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capabilities in service delivery, interacting and communication with passengers in 

proper manners.  

5.9.1.3  The Current Degree of True Passenger Loyalty  

The empirical evidence (Table 5.12) showed a relatively high degree 

(x̄ = 5.19) of true passenger loyalty. When individual perspectives were considered, 

LCA passengers had the perceived attitudinal loyalty at the high degree (x̄ = 5.68), 

which was much higher than the perceived behavioral loyalty (x̄ = 4.46, interpreted as 

relatively high).   

From a behavioral loyalty perspective, it was not surprising that 

passengers had a low degree of perceptions toward wiliness to pay a price premium (x̄ 

= 2.32), indicating that Thai LCA passengers were still sensitive to price. This result 

supported many studies which noted that many passengers typically chose a LCA that 

offers them a lower price (Buaphiban, 2015; Fourie and Lubbe, 2006; Lin and Huang, 

2015a; O’Connell and Williams, 2005). It implies that passengers are not yet highly 

satisfied with the LCAs because they cannot perceive the differences of products and 

services of individual LCAs (Reichheld, 1993). In addition, LCAs in Thailand may 

not be able to deliver service values that truly match passengers’ needs and also not 

able to cultivate relationships with passengers to encourage them to remain loyal yet. 

Perhaps, LCAs in Thailand may continue facing inevitable challenges of LCA 

business.  

For more details, passengers who frequently traveled with airline B 

had the highest degree of true loyalty (x̄ = 5.27, interpreted as a relatively high 

degree), followed by airline C’s (x̄ = 5.19, interpreted as a relatively high degree) 

while airline A’s passengers had an overall degree of true loyalty (x̄ = 5.15) lower 

than those two major LCAs. 

Taneja (2014, p. 40) stated that only approximately 10 percent of 

customers in most settings that have price as a top priority. Another group of 

customers typically searches for the best price for their key discriminating features. 

He also argued that a few airlines emphasize to learn what passengers want. 

Therefore, when any LCA would like to increase true loyalty of passengers, airline 

manager should capture more customer insights and analyze them to understand 

passengers’ behaviors and needs deeply. Consequently, airlines may be able to 
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identify what really value targeted passengers and the willingness to pay for the level 

of services preferred because willingness to pay for a higher price positively relates to 

intention to remain loyal (De Ruyter, Wetzels, and Bloemer, 1998). After that, airlines 

could design appropriate products and services to match the needs and behaviors 

including a willingness to pay of those passengers. 

 

5.9.2  Discussion in Responding to Research Question 4 (Passenger 

Survey) 

  Research Question 4: How do the factors affect the passengers’ perceptions 

toward the COSE and true loyalty to services of LCAs in Thailand? 

5.9.2.1  Factors Affecting Firm-Level COSE 

Figure 5.13 exhibits the statistical results derived from LCA passenger 

survey. Two demographic factors (marital status and decision maker) affected firm-

level COSE. Moreover, responsiveness toward airline selection attributes and overall 

service quality could predict the degree of firm-level COSE. 

 1)  Marital Status – Referring to the post-hoc test result in 

Table 5.40, passengers who were in relationship perceived firm-level COSE (x̄ = 

5.36) higher than those who were not in a relationship (x̄ = 5.07). This result 

supported several notions and studies. Etaugh and Birdoes (1991) stated that married 

individuals are likely to be more favorable, happy, comfortable with others, and 

likable than the never-married. Some studies also found the effects of marital status 

on customers’ perception. Melkis, Hilmi, and Mustapha (2014) revealed that there 

was a significant difference between single and married customers on perceived 

service quality toward fast food restaurants. In the airline industry, Clemes, Gan, Kao, 

and Choong (2008) and Oyewole (2001) found that married passengers are more 

satisfied with airline services than single passengers. Therefore, passengers who were 

in a relationship tend to be happier, feel like to share the feelings of others, be more 

open-minded to the services provided by service employees than those who were not 

in a relationship.  

2)  Decision Maker to Choose a LCA – The multiple 

comparisons (Table 5.59) indicated that passengers who traveled with the LCA 

chosen by their intimates including family members/relatives (x̄ = 5.54), friends, or 
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lovers (x̄ = 5.21) perceived higher firm-level COSE than those who chose the LCA by 

their own (x̄ = 5.09) and by secretaries or their employers (x̄ = 4.73). Blackwell 

(2012) stated that intimates, especially family members, play a key role in the 

purchase. Accordingly, the perceptions of individual passengers may be influenced by 

reference groups who can affect individuals’ beliefs, behaviors, or attitudes as 

customers typically take the opinion of intimates as providing credible and evidence. 

 3)  LCAs’ Responsiveness toward Airline Selection Attributes 

– The statistical result indicated that responsiveness toward ground service and airport 

facility had the strongest positive effect (β = .356) on firm-level COSE. Although, the 

mean scores (Table 5.7) showed that the LCAs’ responsiveness toward ground 

passenger service and airport facility (x̄ = 5.26) was rated at a relatively high degree 

but ranked the second lowest among 10 attributes according to perceptions of LCA 

passengers.   

Additionally, service quality (β = .198) and safety of airline (β 

= .165) also affected firm-level COSE. The mean scores reflected that LCAs in 

Thailand performed well on these attributes because service quality (x̄ = 5.70) and 

safety of the airline (x̄ = 5.88) were rated at a high degree. However, the perceptions 

toward these two attributes can be leveraged by the airline management to maximize 

the degree of LCAs’ firm-level COSE, which positively influenced true loyalty of 

passengers. Regarding service quality, this empirical result was somewhat in 

compliance with the finding of Hapsari, Clemes, and Dean (2017), which revealed 

that service quality of the airline in Indonesia indirectly affect passenger loyalty 

through mediation (perceived value and customer satisfaction). In the matter of airline 

safety, LCA passengers generally concern about airline safety (Mikulić and Prebežac, 

2011). This result was in line with some studies, which found that safety was a 

consideration of passenger satisfaction and loyalty toward airlines (Chang and Hung, 

2013; Ringle, Sarstedt, and Zimmermann, 2011).  

When airline manager would like to enhance the degree of 

passengers’ perceptions toward firm-level COSE, they should primarily develop faster 

and better ground services such as processes in the terminal building and waiting 

lounges, ground staff, and other facilities which respond to customers’ needs. They 

should also continue to improve service quality and safety image of airlines to make 
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passengers satisfied with better performances on related aspects. Although the effects 

of other attributes of airline selection were not found in this study, they should not be 

neglected.  

4) Overall Service Quality – The statistical result revealed that 

Servicescape had the strongest effect (β = .590) on the perceived COSE. This result 

supported the study of Brady and Cronin (2001), conducted in various service 

businesses, they found the direct link between Servicescape and customer orientation. 

This result also supported the study of Reimer and Kuehn (2005) in banking and 

restaurant settings, which confirmed the influence of Servicescape on customers’ 

evaluations. 

Additionally, this study also found an effect of employee 

service performance on firm-level COSE (β = .199). This result supported Brady and 

Cronin (2001) who found that employee service performance had a relationship with 

customer orientation while an effect of psychical goods was not found on firm-level 

COSE which was different from the finding of Brady and Cronin (2001). 

According to the mean scores of passengers’ perceptions 

toward individual aspects (Table 5.8), Servicescape quality was rated as high degree 

but at the lowest rank (x̄ = 5.33) compared with the other aspects. As suggested by 

Bitner (1992, p. 67), customers’ needs and the requirements of various functional 

units must be incorporated into environmental design decision to gain to secure 

strategy advantages from the Servicescape. It implies that LCAs in Thailand could 

enjoy a higher degree of COSE when they could improve their Servicescape quality 

by designing Servicescape that corresponds to passengers’ needs. Moreover, the 

airline marketing manager should place the Servicescape in their airline’s strategies. 

Apart from Servicescape, employee service performance was 

also rated as a high degree (x̄ = 5.63). The LCAs may gain more advantages when 

they could leverage their employee performances especially in service provision, 

problem-solving, and being professional. 

   5.9.2.2  Factors Affecting Individual-Level COSE 

Figure 5.13 shows that six demographic factors affected individual-

level COSE. Education level had the largest effect on passengers’ perceptions toward 

individual-level COSE, followed by marital status, decision maker, age, income, and 
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frequency of travel, respectively. Additionally, the empirical results exhibited that all 

dimensions of employees’ behaviors involving person-to-person interaction and their 

customer-oriented behaviors can predict the degree of individual-level COSE. 

   1) Education Level – The MANOVA result indicated that 

education level had the largest positive effect on passengers’ perception toward 

individual-level COSE (F = 15.956). The multiple comparison result (Table 5.68) 

demonstrated that the higher the education level a passenger had, the lower the degree 

of his/her perception toward COSE was. This study supported the consumer behavior 

theory, which noted that education level affects the perception of consumers (Blythe, 

2013, p. 110). Besides, this result was in line with a study by Pakdil and Aydın 

(2007). They argued that the educational level of airline passengers had a negative 

effect on their perceptions and overall assessments because less educated passengers 

do not have the same amount of information and product quality as doing better-

educated passengers (Assael, 2004, p. 258) including the amount of experiences on 

airline services. In addition, Pakdil and Aydın (2007) underlined that customer-

oriented strategies, for instance, customer relations management (CRM) that treat 

customers as individuals, are important for airline operators.  

   2)  Marital Status - The multiple comparisons (Table 5.67) 

revealed that passengers who were in a relationship perceived individual-level COSE 

(x̄ = 5.14) higher than those who were not in a relationship (x̄ = 4.88). As discussed 

earlier, married individuals are likely to be more favorable, happy, comfortable with 

others, and likable than the never-married (Etaugh and Birdoes, 1991). As a result, 

married passengers were more satisfied with airline services than single passengers 

(Clemes et al., 2008; Oyewole, 2001). This result supported these notions. 

   3)  Decision Maker – As displayed in Table 5.71, there were 

significant differences in perceived individual-level COSE between passengers who 

chose the LCA on their own and those who traveled with the LCA chosen by inmates. 

This result indicated that family members, relatives, friends, or lovers influence 

individuals to form their expectations toward LCA service employees’ performances. 

When service performances of LCA employees match the level of passengers’ 

expectation, passengers would be likely to perceive customer-oriented manners of 

service employees. The mean scores exhibited that passengers who traveled with LCA 



285 

 

 

chosen by family members or relatives (x̄ = 5.29) perceived degree of individual-level 

COSE the highest, followed by those who traveled with LCA chosen by friends or 

lover (x̄ = 5.11), and by their own (x̄ = 4.81), respectively. However, a significant 

difference between the decision made by the secretary or employer and the other 

group was not found in this study. 

   4)  Age – Blythe (2013) stated that age affects the perception of 

consumers. In this study, age had a small effect on individual-level COSE (F = 

4.445). The multiple comparisons (Table 5.66) showed that passengers aged over 50 

years, considered as middle-aged passengers, (x̄ = 5.29) perceived individual COSE 

higher than those aged between 20 – 30 years (x̄ = 4.94) and 31 – 40 years (x̄ = 4.82). 

In other words, passengers who were older have a higher degree of the perceived 

individual-level COSE than younger passengers.  

   Etaugh and Birdoes (1991) discussed that middle-aged adults 

were generally viewed as more friendly than young adults. Accordingly, the 

interaction during a service encounter between LCA service employees and middle-

aged passengers can be more favorable. It may help to augment the passengers’ 

perceptions toward customer-oriented behaviors of service employees.  

However, the results in LCA services was different from a 

study of Daniel and Darby (1997) conducted in hospital services which found that 

older patients perceived lower degree of COSE than younger patients did. They 

argued that younger customers might have less attention to services and less criticism 

of employees. In the cases of the airline industry, the trend of independent travel and 

affordable price of LCAs may arouse younger people to use LCAs’ services more 

frequently that make them gain more travel experiences than middle-aged people. 

Frequent young passengers; therefore, are likely to attend to details and more 

criticized. Hence, younger passengers assessed the COSE at a lower degree in this 

context. 

   5) Income – The multiple comparisons in Table 5.69 

demonstrated that passengers who had less monthly income tend to perceive 

individual-level COSE higher than those who had a greater monthly income. Lower 

income passengers are generally the majority of LCAs’ target customers because they 

are relatively high price sensitive (Han et al., 2014). Perhaps, most low-income 
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passengers focus on cheaper airfare and are willing to trade off with less comfort and 

service for a lower price (Ryan and Birks, 2005, p. 25). Hence, they may have less 

attention to service quality and details. Then they are less criticized about service 

performances. Low-income passengers may have less chance to use the services of 

full-service airlines (FSAs) which generally offer higher service standard. As a result, 

they may not be able to compare the levels of service performed by employees. 

   Nonetheless, this result was different from the study of Daniel 

and Darby (1997) due to different settings. They conducted their research in hospital 

services and did not find a significant difference in customer orientation between 

customers with different incomes. 

   Thus, LCAs in Thailand should focus on enhancing the 

perceptions of high-income passengers toward individual-level COSE. By doing so, 

service employees should be trained and socialized to get to know their passengers 

better and engage them by forming long term relationships (Kim and Ok, 2010). 

Meanwhile, LCAs should improve the socialization processes within the firms which 

already mentioned because these processes can enhance customer-oriented behaviors 

of service employee at last (Kelley, 1992). 

   6)  The frequency of Travel – The multiple comparison result 

(Table 5.70) showed that passengers who traveled more frequently rated individual-

level COSE lower than those who traveled less frequent. It could be described that 

frequent flyers have more experiences with one particular LCA or more. They may 

have more knowledge and experience with airline product and service. Past 

experience certainly influences a customer’s perception.  As a result, passengers who 

fly more frequent are likely to form expectations of the particular LCA’s products and 

services. When they receive the airline services below their expectations, they may be 

more criticized by comparing with other better services. Passengers who traveled 

more frequently; therefore, rated the COSE lower than those who traveled less 

frequently.  

   It implies that the airline managers should improve the training 

course for their service employees to encourage them to respond to passengers’ 

requests promptly. More importantly, LCA itself should conduct relating research to 
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identify and clarify the expectations of its target customers, particularly frequent flyer 

passengers.    

7) Person-to-Person Interaction – Table 5.64 showed that social 

skill had the strongest effect (β = .301) on the independent-level COSE, followed by 

decision-making authority (β = .280), motivation (β = .187), and technical skill (β = 

.172), respectively. This result provided the empirical evidence in low-cost airline 

business which supports the empirical study of Hennig-Thurau (2004) from a 

customer perspective. He revealed that the employees’ social skills and motivation 

strongly affected customer outcomes, satisfaction, and commitment. The difference 

was that motivation in this study had a small effect on the outcomes. 

Table 5.10 shows that even though the degree of employees’ 

social skill was high as rated by LCA passenger but it was ranked lowest among the 

four dimensions. Whereas the employees’ technical skill was rated at the highest rank 

but inferential statistics result showed that it was the lowest influential factor. This 

result indicated that LCAs should prioritize developing social skills of their 

employees, which is moderately a weak point from a passenger perspective. 

Accordingly, it implies that LCAs in Thailand should pay 

greater attention to redesign the skill-training programs to re-educate and provide 

service employees with higher social skills in particular. Hennig-Thurau (2004) also 

suggested that when any service firm would like to enhance social skills of its service 

employees, they should allocate some budgets to recruit new employees with empathy 

(a personality trait) and take interesting in training events to provide sufficient 

knowledge to its service employees and equip them with skills that match customers’ 

expectations.  

In addition, LCAs should focus on determining the scope of 

decision-making authority for service employees. Once the scope is refined, LCAs 

should encourage their service employees to feel more authorized to decide on matters 

that concern passengers’ interest and needs (Hennig-Thurau, 2004) such as recovering 

service failure, solving any problem without hesitation, and finding solutions to 

satisfy passengers. Furthermore, such authority tends to develop greater employees’ 

motivation and technical skill as well (Hennig-Thurau and Thurau, 2003; Kim and 
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Ok, 2010). As a result, LCA service employees’ motivation and technical skills also 

had effects on individual-level COSE, respectively. 

   8)  Customer-Oriented Behavior – The statistical result derived 

from passenger survey (Table 5.65) showed that all dimensions of employees’ 

customer-oriented behaviors positively affected individual-level COSE. When each 

dimension was considered, the need to pamper customers had the strongest effect (β = 

.356) on individual-level COSE, followed by the need for a personal relationship (β = 

.244), the need to deliver proper services to satisfy customers (β = .213), and the need 

to read customers’ needs (β = .159), respectively. This result provided empirical 

evidence in LCA business which supports the conceptualization of Donavan and 

Hocutt (2001) conducted to study customer-oriented behaviors from customer’s 

perspective and the study of Donavan et al. (2004) conducted from employee’s 

perspective.  

   The descriptive result in Table 5.11 demonstrated that LCA 

passengers observed that LCAs service employees in Thailand generally exhibited 

customer-oriented behaviors at a relatively high degree (x̄ = 5.23). As the need to 

pamper was the most important factor in this study, LCA passengers rated the need to 

pamper customers to be the highest among the four dimensions (x̄ = 5.63). It implies 

that in the eyes of passengers, LCA service employees performed well in making 

passengers feel special and treating individual customers as an important person for 

the airline (Donavan and Hocutt, 2001).  

   Moreover, the dimensions of the need for a personal 

relationship and the need to read also played key roles to predict passenger perception 

of employees’ customer-oriented behaviors. However, LCAs under this study should 

notice that their service employees were rated to be a relatively high degree regarding 

getting to know on a personal level (x̄ = 5.04) and reading customer’s desire (x̄ = 

4.80).  

Hence, when airline manager could hire attentive service 

employees or those who have those types of needs, LCA passengers would be able to 

perceive LCA service employees’ customer-oriented behaviors higher. Even though a 

dimension of the need to deliver was rated as a high degree (x̄ = 5.54), it could not be 

neglected. To ensure the correct performance, the airline manager should provide 



289 

 

 

training courses to their service employees within a customer-oriented organizational 

culture to refine their abilities in a customer-oriented way, aside from recruiting 

employees who feel pleasure in delivering good services as requested by customers on 

time (Gazzoli, Hancer, and Park, 2012).   

   In addition, by comparing LCAs under this study, the degree of 

employees’ customer-oriented behaviors of those LCAs was somewhat different. 

Service employees of airline B generally were rated highest (high degree) regarding 

exhibiting customer-oriented behaviors (x̄ = 5.39). Whereas service employees of 

airlines C (x̄ = 5.21) and A (x̄ = 5.14) were rated at a relatively high degree, 

respectively (see Table 5.11 for details). 

   5.9.2.3 Factors Affecting True Passenger Loyalty – Figure 5.13 

summarizes that the overall COSE could predict 44.3 percent of the variance in true 

passenger loyalty. When individual factors were considered, individual-level COSE 

(β = .426) had the strongest positive effect on true passenger loyalty. Firm-level 

COSE also strongly positive affected true passenger loyalty (β = .314). 

  However, the descriptive result showed that both levels of COSE were 

rated as a relatively high degree. The degree of perceived firm-level COSE was 

slightly higher. Previous research found that customer perceptions of COSE affected 

the customer outcomes such as perceived overall service quality (Brady and Cronin, 

2001), perceived relational benefits (Kim, 2009), customer satisfaction and 

commitment (Donavan and Hocutt, 2001; Hennig-Thurau, 2004; Kim and Ok, 2010), 

and repurchase intention (Kim and Ok, 2010). This study contributes to the effects of 

COSE on true loyalty of customer in the airline service setting. 

  When airline management, particularly human resource development, 

would like to increase true passenger loyalty, they should firstly focus on improving 

their existing service employees’ behaviors (individual-level COSE) especially 

behaviors in person-to-person interaction (social skills, feeling authorized, motivation 

to serve, and technical skills) and customer-oriented manner (making passengers feel 

special, reading their desires, delivering services correctly, and getting to know them 

on a personal level). Apart from training, they may want to focus on hiring employees 

who appear to have the abilities to understand the customer’s perspective with 

sociability in responding to customer needs (Kim and Ok, 2010). These practices may 
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be able to enhance their employees’ service performances especially during service 

encounters in a customer-oriented way. 

  Moreover, the goal cannot be achieved, if the LCA itself merely set its 

goal by including service employees. As LCAs’ responsiveness toward attributes that 

influence passengers’ LCA selection was crucial in the development of the perceived 

firm-level COSE, particularly responding to attributes of ground service, service 

quality, and airline safety as discussed in section 5.9.2.1. Also, LCAs should improve 

overall service quality regarding Servicescape and employee service performance 

because they positively affected the perceived firm-level COSE as discussed. 

  Therefore, LCAs should ensure that such practice is implemented 

healthily to allow its passengers to strongly perceive firm-level COSE because it 

affects true passenger loyalty significantly. 
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COMPARATIVE ANALYSIS RESULTS 

 

Chapter 6 comprises two main parts. The first part exhibits the quantitative 

research results intended to achieve research objective 3 (to assess the differences 

between the perceptions of employees and passengers toward the customer orientation 

of service employee or COSE). The second part presents the discussion of data and 

research results according to research question 5 (How different are the perceptions of 

employees and passengers toward the customer orientation of service employee 

(COSE) at firm and individual levels?) 

However, strategies to enhance true loyalty of low-cost airlines (LCAs)’ 

passengers and service employees using COSE were presented in next chapter 

together with qualitative research results. The structure of Chapter 6 is listed below. 

6.1  Comparing mean differences between groups of respondents  

6.1.1  Comparison of mean differences of firm-level COSE 

6.1.2  Comparison of mean differences of individual-level COSE 

6.2  Discussion in responding to research question 5 

   

6.1 Comparison of Mean Differences between Respondent Groups  

 

This section displays the results of hypothesis H10 testing. Independent 

samples t-test was used to compare the mean scores between service employee and 

passenger respondents on the perceived firm-level and individual-level COSE. 

Hypothesis H10 was tested to determine significant differences among them.  

Hypothesis H10: The degree of perceived COSE from employee perspective 

and customer perspective are different. 

H10 could be divided into two sub-hypotheses as listed below.  

1) To assess the differences between perceptions of employees and 

passengers toward firm-level COSE (H10.1) 



292 

 

 

2) To assess the differences between perceptions of employees and 

passengers toward individual-level COSE (H10.2) 

 

6.1.1   Comparison of Mean Differences of Firm-Level COSE  

  Hypothesis H10.1:  The degree of the perceived firm-level COSE from the 

employee perspective and the degree of perceived firm-level COSE from customer 

perspective are different. 

 Table 6.1 indicates that there was a statistically significant difference in the 

overall firm-level COSE between groups of respondents. When each item was 

considered, statistically significant differences between LCA service employees and 

LCA passengers were found on all items.  

Thus, hypothesis H10.1 was supported, revealing that LCA passengers (x̄ = 

5.17) perceived overall firm-level COSE moderately lower than LCA service 

employees (x̄ = 5.68), significantly. 

To indicate the magnitude of the differences on the overall firm-level COSE 

between groups, Cohen’s d. was used to calculate the effect size for independent 

samples t-test (Pallant and Manual, 2010, p. 63). Accordingly, the effect size was 

calculated by the effect size calculator (Becker, 1999) and the result showed that the 

effect size (d) was .51, indicating that 51% of the variance in firm-level COSE was 

explained by groups of respondents. Hence, the effect size was moderate. 

 

Table 6.1  Groups of Respondents Comparison on the Perceived Firm-Level COSE 

 

Items 

Mean (x̄) 
Mean 

Difference 
t Sig. Passenger 

(n2 = 327) 
Employee 

(n1= 373) 

1) designing its products and services by 

considering the needs of customers  

5.04 5.62 -.58 6.621** .000 

2) customer needs are the first priority  5.13 5.64 -.51 5.678** .000 

3) training its employees to be professional 

and customer-oriented 

5.49 5.87 -.38 4.559** .000 

4) evaluating its performance based on 

customer satisfaction 

5.02 5.60 -.58 5.979** .000 

Total – the perceived firm-level COSE 5.17 5.68 -.51 6.752** .000 

 

Remark:  ** = p < .01 
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6.1.2   Comparison of Mean Differences of Individual-Level COSE  

Hypothesis H10.2:  The degree of the perceived individual-level COSE from 

the employee perspective and the degree of perceived individual-level COSE from 

customer perspective are different. 

 Table 6.2 reveals that there was a statistically significant difference in the 

overall individual-level COSE between groups of employees and groups of 

passengers.  When each item was considered, there were also statistically significant 

differences between LCA service employees and LCA passengers on all items.  

As a result, hypothesis H10.2 was supported, indicating that LCA service 

employees (x̄ = 5 .44 ) perceived individual-level COSE moderately higher than LCA 

passengers (x̄ = 4.97), significantly. 

To indicate the magnitude of the differences on individual-level COSE 

between groups, Cohen’s d was used to calculate the effect size for independent 

samples t-test (Pallant and Manual, 2010, p. 63). The calculation showed that the 

effect size (d) was .58, indicating that 58% of the variance in individual-level COSE 

was explained by groups of respondents. Hence, the effect size was moderate. 

 

Table 6.2  Groups of Respondents Comparison on the Perceived Individual-Level 

COSE 

 

Item 

Mean (x̄) 
Mean 

Difference 
t Sig. Passenger 

(n2 = 327) 
Employee 

(n1 = 373) 

1) desiring to help customers receiving best 

services 

5.51 5.83 -.32 3.772** .000 

2) inquiring customers’ needs 5.22 5.61 -.39 4.385** .000 

3) offering products or services that will 

satisfy customers' needs 

5.28 5.56 -.28 3.228** .001 

4) providing accurate information 5.28 5.75 -.47 5.622** .000 
5) not being deceptive and manipulative 

influence tactics 

3.23 4.34 -1.11 8.272** .000 

6) avoiding using high pressure 5.27 5.57 -.30 3.312** .001 

Total – the perceived individual-level COSE 4.97 5.44 -.48 7.768** .000 

 

Remark:  ** = p < .01 
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Table 6.3  Summary of Hypothesis Testing (H10) 

 

Research Hypothesis/Variables Result Mean 

Differences 

Comparison Statistics 

Used 

Hypothesis H10: The degrees of COSE from employee perspective and customer perspective are  

                           different. 

H10.1   Firm-level COSE Supported -.51 Passenger < Employee t-test 

H10.2   Individual-level COSE  Supported -.48 Passenger < Employee t-test 

 

6.2 Discussion of Data and Results in Responding to Research Question 5 

  

This section presents the significant results together with a discussion of data 

and results in order to answer the research question 5.  

Research Question 5: How different are perceptions of employees and 

passengers toward the COSE at firm and individual level? 

Figure 6.1 displays the difference of perceptions between passengers and 

service employees, LCA passengers perceived firm-level COSE (x̄ = 5.17) lower than 

the degree that LCA service employees assessed their firms (x̄ = 5.68). This empirical 

evidence supported the statement of Zeithaml et al. (2009), there were the differences 

between what a firm promises about service and what it actually delivers in a service 

business. Taneja (2014, p. 31) also noted that in the airline business, there was a 

disconnection between passengers and airlines concerning the value passengers 

received and the value airlines provided. This matter cannot be neglected because 

relationships with customers can be negatively impacted if there is any gap in any 

point of service (Wirtz and Lovelock, 2018).  

Although the degree of overall perceptions between passengers (interpreted as 

a relatively high degree) and service employees (interpreted as a high degree) were 

somewhat different, some issues need to be focused. Therefore, LCAs, as service 

providers, should pragmatically leverage the level of service quality by identifying the 

specific causes of the individual gap, then developing strategies to close or narrow 

those gaps as much as possible. 
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Figure 6.1  Comparison of Degrees of the Perceived Firm-Level COSE of  

                   Respondents 

 

6.2.1 Discussion on Comparing the Perceived Firm-Level COSE 

By comparing the individual gaps of perceptions between passengers and 

employees toward firm-level COSE, passengers assessed the capability of LCAs 

concerning service employee training to be professional and customer-oriented (at a 

high degree). Passengers’ assessment of this issue corresponds to the self-assessment 

of service employees. LCA service employees assessed that LCA service employees 

felt confident in their airlines’ training programs that were able to shape them to be 

professional and customer oriented (interpreted as a high degree). According to Table 

6.1, this perception gap was smallest among four items. It implies that LCAs 

performed well in providing appropriate training programs and nurturing their service 

employees.  

On the contrary, the result of t-test (see Table 6.1) showed that an item of 

“designing products and services of LCAs by considering the needs of customers” 

was one of the largest perception gaps.  Hence, LCAs in Thailand should put in much 

effort to gather more customer insights to allow LCAs to learn more about the needs 

of target customers. They should also put these valuable data of customers at the 

center of designing the products and services to be able to match those needs better. 

This concern complied with the study of Taneja (2014, p. 31) which found that 

airlines have not fully utilized customer data to truly understand passengers’ behavior, 

needs, desires, expectation, and willingness to pay. Brady and Cronin (2001) 
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recommended the firm to anticipate the developing needs of customers and learn from 

them to succeed in being a customer-oriented firm. Then respond to them with 

products and services that make customers feel satisfied and perceive superior value. 

Hence, when LCAs in Thailand focus more on this area, LCAs passengers may 

appreciate the customer-oriented performance of airlines, which eventually increase 

their perceptions toward firm-level COSE. 

Moreover, an issue concerning evaluating airlines’ performances based on 

customer satisfaction” also needs to be highlighted because it was also one of the 

large gaps. The results from service employee survey (see Table 4.1), also exhibited 

that LCAs are unable to make passengers realize that airlines put the passengers’ need 

first and prioritize customer feedback and measuring customer satisfaction. These 

issues are imperative, and they need to be underlined because customer orientation 

positively influences customer satisfaction (Kelley, 1992).  

In fact, some major LCAs in Thailand exhibited the customer orientation 

reputation through the marketing campaigns or branding, for instance, the ‘Red 

Carpet Service’ campaign of AirAsia for premium-seeking customers, and a pricing 

policy called  ‘Choose Your Nok’ of Nok Air for segmenting services by lifestyle to 

fit customers’ lifestyles. Besides, leading LCAs in Thailand already provided 

customer care services by surveying customer feedback through various channels 

such as giving feedback cards or online pop-up forms or e-mails after the trips.  

However, it seemed that those activities were probably insufficient to make 

their effort tangible. Perhaps, LCAs possibly need more effort in communicating the 

heedfulness with passengers. In this regards, Wirtz and Lovelock (2018, pp. 192-194) 

recommended using specific services communication strategies to create messages to 

solve problems of intangibility (abstractness, generality, non-searchability, and mental 

impalpability). Such strategies involve tangible cues, metaphors, service consumption 

episode, service performance episode, and so forth. Using these strategies in 

advertising may help to promote the attributes of a service and produce a strong, clear 

impression on the sense to customers including enhancing higher perceptions of 

passengers toward the important facets of customer orientation. 
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6.2.2  Discussion on Comparing the Perceived Individual-Level COSE 

 Donavan and Hocutt (2001) noted that customers might not perceive 

employees to be as customer-oriented as employees perceive themselves to be. The 

empirical evidence of this study was in line with this statement. The result revealed 

that LCA service employees overrated the degree of being customer oriented on their 

service performances. Figure 6.2 displays that passengers perceived individual-level 

COSE at a relatively high degree (x̄ = 4.97), which was lower than the degree that 

service employees assessed themselves as a high degree (x̄ = 5.44). It indicated that 

several gaps between what customers actually perceive and what LCA service 

employees actually performed.  

 

 

Figure 6.2  Comparing Degrees of the Perceived Individual-Level COSE of  

                    Respondents 

 

The t-test results in Table 6.2 demonstrated that an item of “not being 

deceptive and manipulative influence tactics” is the largest perception gap between 

LCA passengers and LCA service employees. Service employees assessed themselves 

on this item to be a moderate degree (x̄ = 4.34) while this item was rated by 

passengers to be only a relatively low degree (x̄ = 3.23). Hence, this issue was the 

most important for LCAs to narrow the gap as the priority.  

The airline manager should improve the employee recruitment and selection 

process to identify the candidates with moral and ethical traits (Macintosh, 2007). For 

existing employees, specific training courses should be redesigned to leverage 
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employees’ professional skills in service delivery especially communication skill and 

customer handling skills in a professional manner.  

Gatignon and Le Nagard (2015) suggested that providing purely neutral 

information might help to avoid being perceived as manipulative. Thus, concern 

functions should provide adequate relevant information such as flight details, airline 

services, and airport services to service employees. For example, British Airways 

provided iPads that contained information about all customers to front-line employees 

to improve customers’ experience. These information includes passengers’ 

complaints, seat preferences, the status of frequent flyers and other available 

information (Tckhakaia, Cabras, and Rodrigues, 2015). Many leading airlines also 

provided the online information system to allow their service employees to study 

essential flight information, airlines’ products and services, timetable, and so forth 

and prepare themselves before serving customers.  By doing so, service employees 

may be able to interact with passengers in a professional manner which can lead to 

higher customer satisfaction and lower perceptions regarding being deceptive and 

manipulative by service employees.  

In addition, the airline’ s supportive system in providing clear and accessible 

relevant information may also help to fulfill the other gaps especially providing 

accurate information to passengers, which was the second large perception gap.  

As discussed in section 5.9.1.2, the airline should redesign and improve the 

training courses for service employees to develop their essential skills in service 

delivery. This activity may help to higher passengers’ perception toward customer-

oriented behaviors of service employees, particularly in attending to customers’ needs 

and satisfying them, having high desire to satisfy customers, and knowing how to 

communicate with passengers without the use of pressure. 



 

 

 

 

STRATEGY VERIFICATION, RECOMMENDATIONS,  

AND CONCLUSION 

 

This chapter intends to propose strategies to enhance true loyalty of low-cost 

airlines’ passengers and service employees in Thailand using the customer orientation 

of service employee (COSE) (research objective 4). The qualitative research method 

was employed to verify the draft strategies. The qualitative research results from the 

in-depth interview are also discussed. In addition, this chapter also presents 

recommendations for implication and segmentation, limitations of this study, and 

conclusion. 

 

7.1  Introduction 

The main goal of the study was to seek appropriate strategies to enhance true 

loyalty of passengers and service employees of low-cost airlines (LCAs). As 

presented in Chapter 4, the firm and individual levels of COSE had significantly 

positive effects on the true loyalty of service employees. Also, the LCA passengers’ 

perceived firm-level and individual-level COSE had positive effects on the true 

loyalty of LCA passengers. This study affirmed the link between the concept of 

customer orientation and true loyalty. Thus, COSE for any LCA to increase the 

degree of service employee’s perceptions toward both levels of COSE was 

compulsory, which could subsequently enhance the degree of true employee loyalty.  

Therefore, LCAs are recommended to enhance passengers’ perceptions toward 

COSE at the firm and individual levels (service values) because COSE could develop 

the degree of true passenger loyalty according to the empirical evidence of this study. 

Moreover, the comparative analysis presented in Chapter 6 indicated that LCA 

passengers could perceive the COSE as much as the degree that LCA service 

employees delivered. LCAs should; therefore, seek appropriate strategies to close or 

at least to narrow such gaps. The strategies should also be applied to enhance true 
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loyalty of LCA passengers and LCA service employees by increasing both parties’ 

perceptions toward COSE.  

Figure 7.1 displays the process of strategy formulation and also the factors 

affecting the COSE and true loyalty of LCAs’ passengers and service employees. 

Table 7.1 summarizes the derivation of the strategies to enhance LCA service 

employees’ COSE and true loyalty. The strategy formulation used the research results 

(from employee survey), empirical causes and issues, and manners or methods 

presented and discussed in Chapter 4 to present the actions that LCAs in Thailand can 

employ.  

Table 7.2 demonstrates the derivation of the strategies to enhance the LCA 

passengers’ perceived COSE and true loyalty by employing the research results 

(passenger survey), the empirical evidence, and the guidelines discussed in Chapter 5 

to present actions that LCAs in Thailand can apply. 

Apart from that, by integrating the empirical evidence and relating research 

results, the overall strategies are proposed in Figure 7.2. The strategies are categorized 

in four parts concerning functional activities consisting of the selection and 

recruitment process, training and development, human resource management, and 

organizational support units/service management 

The in-depth explanation can be found in the next sections (sections 7.2 and 

7.3) together with proposing the strategies to enhance true employee loyalty and 

strategies to enhance true passenger loyalty including their action items.  
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7.2 The Strategy Proposal to Enhance True Employee Loyalty Through 

COSE and Recommendations 

 

To determine the main strategies and actions, the significant factors affecting 

firm-level and individual-level COSE from service employees’ perspectives were 

integrated with the secondary data and information derived from the discussion in 

Chapter 4. In this section, the proposed main strategies 1 and 2 including the 

recommended actions are explained in detail.  

 

7.2.1  Main Strategy 1:  Enhancing True Employee Loyalty Through 

COSE 

As shown in Table 4.10, the average true loyalty of LCA service employees 

was rated as relatively high. Nonetheless, LCAs strive to increase the degree of 

perceived true loyalty to exceed the average degree; they should aim to improve the 

related issues concerning attitudinal loyalty and behavioral loyalty perspectives.  

7.2.1.1  Actions to Enhance the Behavioral Loyalty of the Service  

                                      Employees  

For the behavioral perspective, LCA service employees did not seem 

to be fully pleased to protect the reputation of airlines due to a few behavior issues 

rated lower than the average degree. Such behaviors were defending the employer 

when colleagues or other people criticize it and not complaining about changes in the 

airline to the public. The results showed that LCA employees might have less sense of 

belonging than a loyal employee should have. It may result from a lower level of 

attitudinal loyalty because attitudes affect an individual’s behavior. As noted, the 

internal process regarding human resource management and development is 

recommended to be executed. 

7.2.1.2 Actions to Ehnance the Attitudinal Loyalty of the Service  

                                     Employees  

For the attitudinal loyalty perspective, LCA service employees had 

some positive mindsets lower than the average degree. These mindsets consisted of 

the willingness to perform extra work, the willingness to take up more responsibility, 

and the feeling to commit and intention to stay with the firm. This finding exhibited 
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that LCAs in Thailand may need to introduce or improve some internal processes and 

environments to reward, encourage, and motivate their service employees to see  

the benefits and feel more positive toward working with the airline. 
Moreover, the empirical result demonstrated that developing the perceived 

firm-level and individual-level COSE could enhance the true loyalty of LCA service 

employee (see Table 4.64). In other words, enhancing service employees’ perceived 

COSE could ensure true loyalty of service employees’ enhancement.  

Accordingly, LCAs should promote the degree of perceptions of their service 

employees toward firm-level and individual-level COSE especially firm-level COSE 

because it remains the most important COSE affecting true employee loyalty. 

7.2.1.3  Actions to Enhance Employees’ Perceptions toward Firm- 

                                     Level COSE 

According to the quantitative analyses (see Table 4.23), firm-level 

COSE had a stronger effect on true employee loyalty. Firm-level COSE could be 

enhanced by providing internal support through organizational socialization. 

Implementing the socialization process within the firm could encourage employees to 

show great effort on behalf of the firm and commit to their jobs.  

This internal process also intends to develop employees’ perceptions of 

climate for services as well as forming their motivational direction. The climate for 

services relates to policymaking or norm-building within the firm to allow all 

employees to feel the importance of consistent and excellent service performance, 

putting passengers as the first priority, attentiveness to understand and respond to 

passengers’ needs, and provide the best experiences to passengers. For motivational 

direction, LCAs have to motivate employees to perform in the same direction to 

achieve the goals. They have also to communicate the company goals to employees 

and make it clear along with motivating them to perform their assigned duties 

effectively. 

Furthermore, hypothesis H3 testing exhibited the benefit of 

implementing the socialization process (internal process). It could help the airline to 

develop its individual service employees’ capability in a customer-oriented way in 

addition to enhance firm-level COSE. 
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7.2.1.4  Actions to Enhance Employees’ Perceptions toward Individual 

             -Level COSE                       

The descriptive statistics results (see Table 4.7) showed that the 

average total score of COSE performed by service employees was rated high. 

Nonetheless, one weak point must be urgently focused.  

This study found that the deceptive and manipulative behaviors of 

individual service employees seemed to exist in the overall picture. This issue was 

rated as much lower than the average total score especially service employees of 

airline A. Thus, when LCAs would like to lessen employees’ negative behaviors, they 

should identify the moral and ethical traits of applicants together with personality 

traits during the employee recruitment and selection process (Macintosh, 2007). A 

specific training could also be provided to LCA service employees to create 

awareness of such negative action exhibition. However, other customer-oriented 

behaviors could also be surpassed.  
  In addition, the inferential statistical results were also beneficial.  

Individual-level COSE could be enhanced by developing the employees’s behaviors 

in person-to-person interactions to satisfy customer needs (see Table 4.56). The 

analysis indicated that the dimension of motivation to serve, social skills, and 

technical skills of LCA service employees could lead to the development of their 

individual-level COSE.  

To enhance individual-level COSE, LCAs should also consider 

recruiting service employees by selecting applicants exhibiting specific types of 

personality traits. As shown in Table 4.58, the need for activity or enthusiasm, 

agreeableness, and conscientiousness represent traits that enhance individual-level 

COSE. However, openness for experience or creativity negatively affect such COSE. 

 

7.2.2   Recommendations for Main Strategy 1 

7.2.2.1  Recommendations for Managerial Implications  

This study recommended LCAs to employ the notion of the service 

profit chain to improve their internal processes and put more efforts in managing the 

internal qualities. To create an effective internal process, Heskett, Sasser, and 

Schlesinger (1997) suggested that the service firm should perform as shown below. 
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1)  Implementing operating strategies and service delivery 

systems to increase employees’ capability, satisfaction, and loyalty.  

  2)  Improving the working environment to make employees 

more satisfied with their jobs. A satisfied employee can drive employee loyalty plus 

higher productivity and stay longer with the firm (Heskett and Schlesinger, 1994).  

3)  Implementing the job design process for service employees. 

This human resource management practice could influences employee efforts 

(Robbins, 2017). Determining the scopes for freedom of action or thought for service 

employees should be conducted to enable employees to solve problems and perform 

their assigned tasks effectively. LCA employees will become more satisfied, more 

loyal to the firm, and more productive particularly in service delivery in a customer-

oriented manner. 

4)  Underlining employee selection and development processes 

according to the firm’s strategy and desirable personality traits 

5)  Building employee rewards and recognition programs 

6) Providing beneficial information by communicating with 

employees regularly  

7)  Providing adequate tools for serving customers better. 

  U.S.’s LCAs like JetBlue Airways have one of the best practices of 

internal environment development. Because JetBlue is proficient at structuring their 

marketing, operations and human resources to leverage revenue enhancement and 

profitability through the service profit chain (Dodds, 2007, p. 37), this results in loyal 

and productive employees. As a result, JetBlue was ranked number one of the U.S. 

overall airline satisfaction index score for six consecutive years, from 2012 to 2017 

(American Customer Satisfaction Index, 2018). JetBlue invested in their employees 

by implementing activities such as workplace design to promote the development of 

the operating strategy and service delivery system. By doing so, their employees were 

satisfied and committed to the airline and able to produce a quality service at a 

reduced cost (Dodds, 2007). 

  The JetBlue approach illustrates the effective outcomes of internal 

process implementation of the LCA business through the service profit chain of 

Heskett and Schlesinger (1994). Therefore, it could be assured that LCAs in Thailand 
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that adopt such approaches as the internal environment development could be able to 

enhance the employees’ perceived COSE both at the firm and individual levels, which 

certainly leads to a higher degree of true employee loyalty. 

7.2.2.2  Recommendations for Market Segmentation 

 This study also found that different demographic groups of LCA 

service employees have different effects on firm-level and individual-level COSE. 

The recommendations regarding significant segments are described below. 

  1)  Firm-Level COSE  

  Airline Employer – among the three LCAs, airline C had the 

lowest degree of COSE cultivated by the airline, while airline A had the highest 

degree of such COSE because each LCA had different processes to cultivate customer 

orientation of its employees. Airline C and B should conduct organizational 

socialization within the firm as airline A did effectively (see Table 4.6). 

Type of employment – This study found that permanent 

employees tended to have firm-level COSE slightly higher than contract employees 

did. Accordingly, LCAs should hire their service employees for a longer period to 

allow employees to gain more service experiences and happiness in their works. This 

result was consistent with the fact sheet of employee conditions of LCAs in Thailand. 

Airline workers know well that airline A is the only LCA that hires their service 

employees with long term permanent conditions. It may result in employees of airline 

A having the highest degree of firm-level COSE. 

Years of service – This study found that employees with more 

working experiences with the airline obviously had a higher degree of firm-level 

COSE than those with less experience, sequentially. It could be said that employment 

conditions with a longer period could enhance the employees’ perceptions toward 

firm-level COSE. Hence, LCAs should retain service employees to have more work 

experiences and stay with the airline for a long period. 

Average monthly income – Although wage expense is a 

sensitive issue for LCAs, the empirical result exhibited that offering high monthly 

income (more than 70,000 THB) to service employee may guarantee the higher 

degree of firm-level COSE found in this study. However, LCAs should consider 

offering the appropriate levels of compensation that are not less than the industry 
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average. Benefits, welfare, and employment conditions can also be considered 

because long term employment may encourage employees to remain loyal to the 

airline as mentioned earlier. 

  2)  Individual-Level COSE 

  Airline Employer – The findings showed that among the three 

LCAs, airline C’s service employees had the lowest degree of individual-level COSE 

while airline B’s employees had the highest degree followed by airline A’s. 

Nonetheless, the degree of individual-level COSE of airlines A and C  did not diff. 

Hence, airline C should place more effort to cultivate and train their service 

employees to be more customer-oriented.  

   Age – This study found that older service employees were 

likely to have a higher degree of individual-level COSE. An older individual 

generally has more work experience. However, most LCAs in Thailand desire to 

recruit young and active persons. Some LCAs typically have a maximum age limit of 

28 years old for cabin crew and ground passenger service agent recruitment due to 

various reasons.  Anyhow, LCAs in Thailand should consider this issue to find the 

appropriate range of age together with the longer period of employment to ensure the 

high degree of COSE from experienced service employees in service delivery with 

customer-oriented manner.    

Years of service – this finding confirmed that more experienced 

employees (over six years old) were likely to have a higher degree of individual-level 

COSE. It was in line with the effect of age mentioned above. Hence, LCAs in 

Thailand should emphasize building employee loyalty to allow customer-oriented 

service employees to feel happy and commit to staying longer with the airline.  

Average monthly income – the result showed that employees 

who earned around 50,001 – 70,000 THB per month were likely to have a higher 

degree of individual-level COSE. Hence, LCAs in Thailand should compare and 

determine the compensation for their service employees not lower than the industry-

earning rate.  

 The summary of action items of main strategy 1 is listed in Table 7.1.
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Table 7.1  Summary of the Strategy Objectives and Actions for Strategy Formulation to Enhance Employees’ COSE and True Loyalty  

 

Strategy Objectives Research Results and Important Causes 

(from Employee Survey) 

Action items of Main Strategy 1 

1. To enhance true employee loyalty  COSE highly affected employee loyalty. 1) To establish activities that support the customer-

oriented behaviors of an employee in excellent service 

delivery 

2) To conduct organizational socialization 

3) To train and cultivate service employees to be able to 

exhibit individual customer-oriented behaviors 

particularly in person-to-person interactions 

4) To select applicants who are likely to have  

significant personality traits that influence customer-

oriented behaviors. Such behaviors include the need for 

activity, agreeability, conscientiousness, and openness 

for experience 

2. To enhance the behavioral loyalty of 

employee  

 Employees do not feel hearty to defend  

the airline when colleagues or outsiders criticize 

it and was rated lower than the average degree. 

 To cultivate the sense of belonging or entrepreneurial 

mindsets to service employees 

3. To enhance the attitudinal loyalty of  

employees  

 LCA service employees had less willingness to 

perform extra work and take on more 

responsibility than they should and was rated 

lower than an average degree. 

 To reconsider rewards and employee recognition 

programs to encourage and motivate service employees 

better 

4. To increase the employees’ perceptions 

toward firm-level COSE 

 

4.1  Organizational commitment was the most  

    important factor but was rated at the lowest rank  

    compared with the other two significant factors  

    (climate for services and motivation direction). 

1) To improve the internal process and environment to 

reward, encourage, and motivate employees to realize  

the benefits and feel more positive toward working 

with the airline. 

2) To implement the socialization process to persuade 

employees to realize the values, and directions of  

the airline deeply  

3) To redesign the workplace to satisfy service employees 
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Table 7.1  (continued) 

 

Strategy Objectives Research Results and Important Causes 

(from Employee Survey) 

Action items of Main Strategy 1 

 4.2  Organizational climate for services was  

    the second most important factor affecting  

    firm-level COSE.  

1) To build a less formalized organizational structure, 

empowerment, behavior-based evaluations, and work-

group socialization 

2) To provide fundamental supports, i.e., resources, 

competency enhancement training, managerial 

practices, and assistance to sustain work behavior 

4.3 Motivational direction affected firm-level COSE.  To arrange activities that could encourage employees 

to understand their appropriate tasks and roles better 

5. To increase the employees’ perceptions 

toward individual-level COSE 

 

5.1  LCA service employees assessed themselves  

    that they have abilities to perform in a customer- 

    oriented manner. 

 To encourage them, sustain, and enhance their 

capability particularly in customer-oriented behaviors 

5.2  Deceptive behaviors of service employees  

    still exist and this item was rated to a relatively  

    high degree. 

1) To improve the recruitment and selection process by 

identifying the moral and ethical traits of applicants 

2) To redesign training courses to develop essential skills 

of service employees in service delivery and aware 

when exhibiting negative actions 

3) To review the workload balance 

5.3  Three dimensions of person-to-person interaction  

       (motivation to serve, social skills, and technical  

       skill) were the most important factors affecting  

       individual-level COSE. These factors were  

       rated at a high degree. 

 To conduct a customer survey that can measure four 

dimensions of behaviors involving person-to-person 

interaction (technical skills, social skills, motivation, 

and self-perceived decision-making authority) in 

addition to customer satisfaction surveys 

5.4  The effect of personality traits 

 The need for activity, agreeability, 

conscientiousness, and openness for experience 

had effects on individual-level COSE 

 Need for activity was the most important factor 

that needed to be emphasized. 

1) To use personality testing during the recruitment 

process along with pre-screening and interviews for 

selecting service employees that are enthusiastic, 

agreeable, conscientious, and disciplined 

2) To use personality testing for an annual evaluation to 

ensure the consistency of customer-oriented behaviors 
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7.3 Strategy Proposal to Enhance True Passenger Loyalty Through COSE 

and Recommendations 

 This section proposes the main strategy and its actions to enhance true 

passenger loyalty, passengers’ perceived firm-level COSE, and passengers’ perceived 

individual-level COSE. The draft strategies are presented below. 

 

7.3.1  Main Strategy 2: Enhancing True Passenger Loyalty through   

COSE 

Table 5.12 indicates that the average true loyalty of LCA passengers was 

relatively high. However, LCA passengers generally had a high degree of attitudinal 

loyalty, but their behavioral loyalty was low. LCAs aim to enhance the degree of 

perceived true loyalty to exceed the average degree, so they should put more effort by 

focusing on improving the related issues concerning behavioral loyalty perspectives.  

7.3.1.1  Actions to Enhance True Loyalty of Passengers 

Regarding the behavioral loyalty perspective, this study confirmed that 

LCA passengers in Thailand were still sensitive to price. The results also exhibited 

that they had a low degree of perceptions toward the willingness to pay a price 

premium commonly in many LCA markets globally. Although they had a high 

positive attitude toward LCAs, they were not likely to recommend or spread positive 

word-of-mouth to others about the services of LCAs when they traveled.  

Therefore, LCAs would like to enhance true passenger loyalty, so they 

should pragmatically learn more about target passengers’ needs and preferences. They 

should also differentiate the products and services in the way that suits their business 

philosophy together with demonstrating service values that truly match passengers’ 

needs. This attempt may help to increase passenger satisfaction and willingness to 

pay. Besides, customer bonding could be further crated using relationship activities 

such as reward programs, social bonding programs, or membership programs with 

privileges. These activities could build the switching cost relating to monetary value 

and non-monetary value in the minds of passengers, and could persuade them to re-

patronize the airline and re-purchase in the long term. 
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According to the inferential statistical results, LCAs should first 

cultivate their service employees’ behaviors involving person-to-person interactions 

and customer-oriented manners as discussed in Chapter 5. These outcomes could be 

achieved by developing training programs for specific purposes, and implementing 

revised recruitment policies and selection processes. Secondly, responding to 

passengers’ airline selection attributes was likely to increase passengers’ perceived 

firm-level COSE, and subsequently benefited the growth of true passenger loyalty. 

LCAs were also recommended to improve the overall service quality, particularly in 

Servicescape quality and employee service performance. By doing so, LCAs could 

eventually gain the benefits of a high degree of true passenger loyalty.  

Addtionally, the results summarized in Table 5.76 demonstrate that 

developing LCA passengers’ perceptions toward the COSE can boost the true loyalty 

of passengers. In this study, individual-level COSE was the strongest factor affecting 

true passenger loyalty followed by firm-level COSE. Hence, LCAs must employ 

strategies that aim to leverage passengers’ perceived COSE and their true loyalty. 

7.3.1.2  Actions to Enhance Passengers’ Perceptions toward  

                         Individual-Level COSE 

The degree of individual-level COSE was assessed as relatively high, 

which may be insufficient to encourage passengers to remain truly loyal successively 

(Table 5.9). Thus, because LCAs desire to enhance the COSE at the individual level, 

the airline should eliminate or lessen the behaviors of being deceptive and 

manipulative influence tactics of its service employees because this item was rated as 

relatively low. Moreover, behaviors in using high pressure during service encounters 

seemed to exist, and passengers also perceived that the ability to inquire concerning 

customers’ needs by LCA service employees were not yet outstanding. 

Accordingly, this study recommended the LCAs to emphasize the 

recruitment and selection process by identifying the moral and ethical traits of 

applicants in addition to personality traits (Macintosh, 2007). The airline manager 

should also improve specific training course to equip service employees with essential 

skills needed in service delivery. The training may help service employees to avoid 

using pressure but rather use more appropriate ways to communicate instead. They 

may also be able to take care of passengers better in a customer-oriented manner.  
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Furthermore, LCAs should seek an approach that is able to encourage 

their passengers to perceive higher degrees of individual-level COSE. This study 

found that LCA passengers prioritize abilities of service employees to understand 

what customers think, and feel (social skills) and to feel authorized to decide on 

particular events or issues (self-perceived decision-making authority). LCA 

passengers also preferred to interact with service employees that had the motivation to 

serve customers as well as the specific knowledge and skills for interacting with 

customers (technical skills) (see Table 5.64).  
The empirical result also showed that passengers’ perception toward 

individual-level COSE could be enhanced by cultivating customer-oriented behaviors 

of service employee in pampering customers, being friendly for a personal 

relationship, having the need to deliver services as well as the reading needs of 

customers, by rank. Even though LCA service employees performed relatively well 

from a passenger perspective, several dimensions still need to be enriched. The 

empirical evidence (Table 5.11) indicated that LCAs in Thailand should consider 

developing personalized services to make passengers perceive a higher degree of 

desire and effort by LCA service employees regarding being attentive to individual 

passengers.  

For instance, LCA passengers would perceive a higher degree of 

individual-level COSE, when airlines could encourage their service employees to 

address passengers by name and pay more attention to passengers like intimates while 

providing services. LCAs should also provide relating courses or some techniques for 

employees to strive to predict and read what passengers wants and observe their body 

language to respond to them promptly and appropriately. 

Hence, LCAs were suggested to seek new employees who are 

empathetic (a personality trait) regarding the effort to understand customers’ 

emotions, feelings, and thoughts. Additionally, LCAs should organize a training 

program that aims to provide sufficient knowledge and equip employees with 

particular skills and behaviors. 

More importantly, LCAs need to supervise their service employees to 

ensure that they perform in customer-oriented ways consistently. Importantly, 
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consistency can arouse passengers’ cognitions, affections, and perceptions of 

individual-level COSE whenever they use the services.  

7.3.1.2  Actions to Enhance Passengers’ Perceptions toward  

                         Firm-Level COSE 

Responding to passengers’ airline selection attributes was likely to 

increase passengers’ perceived firm-level COSE (see Table 5.27). The empirical 

evidence showed that when LCAs provided quick ground services with convenient 

facilities, good quality, and safety in airline operations, their passengers tended to 

more highly perceive firm-level COSE. More importantly, airport experiences offered 

by LCAs should be emphasized initially because it constitutes one of the most 

important factors affecting firm-level COSE but was rated by passengers as lower 

than the other issues.  

LCAs should also improve Servicescape quality such as service areas 

and aircraft cabin including information boards and signs. Thus, LCAs should 

redesign the Servicescape to better corresponds to passengers’ needs and put the 

Servicescape in the airline’s strategy Also, LCAs should place more efforts to express 

their earnestness in improving overall service employees’ performance by providing 

intensive training courses annually for LCA service employees to brush up on their 

service competence to ensure improved accuracy, attentiveness, service-mindedness, 

and professionalism.  

 

7.3.2  Recommendation for Main Strategy 2 

7.3.2.1  Recommendations for Implication   

1) LCAs should develop relationship activities (relationship 

marketing concept) by gathering customer insights to truly understand the needs and 

preferences of target passengers and respond to them appropriately.  

2) LCAs should redesign their human resource development 

(HRD) practices especially regarding specific training courses. These training courses 

must establish objectives to lessen the deceptive behavior of service employees and 

enable them to be able to communicate in appropriate ways instead of putting 

pressure when interacting with passengers. As suggested by Jehn and Scott (2008), 



314 

 

 

the training course should focus on building the perceptions of truthfulness by 

considering the following action and topics. 

(1)  Disseminating adequate information to allow 

service employees to be able to access the truth regarding flight information, 

services, the rules, and regulations accurately and promptly, then employees will not 

attempt to entice or make up the answers during service encounters. 

(2)  Training them to know how to recognize the 

various types of unexpected situations and how to inform updates to passengers in 

such situations.  

(3)  Training them to know how to respond to 

passengers’ requests or questions, to avoid blaming passengers. Telling the truth to 

customers may appear evasive to them and may decrease customer satisfaction.  

3)  LCAs are recommended to employ human resource 

strategies to better design the recruitment and selection process. For the broader view 

of human resource strategies, Zeithaml et al. (2009, pp. 361 - 375) presented four 

basic themes to build customer-oriented, service-minded employees as described in 

detail below. 

  (1)  Recruiting and hiring the right people – LCAs 

should be relentless in seeking the right employees and competing with other LCAs to 

hire the best personnel by identifying COSE including moral and ethical traits in 

addition to the personality traits regarding customer-oriented behaviors of candidates. 

The airline should also leverage its image and reputation to be the preferred employer 

for attracting the best people. 

  (2) Providing ongoing training for technical and 

interactive skills including empowering employees (the authority, skills, tools, and 

desire to serve customers) and promoting teamwork. 

  (3) Providing compulsory support systems including 

measuring internal service quality, supportive technology and equipment, and 

developing service-oriented internal processes. 

  (4) Retaining the best people by measuring and 

rewarding outstanding employees and treating them as customers. The firm should 

also include employees in its vision. 
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7.3.2.2  Recommendations for Market Segmentation   

Some different demographic groups of LCA passengers had different 

effects on firm-level and individual-level COSE. Recommendations regarding 

significant segments are listed below. 

  1)  Firm-Level COSE  

Marital Status – This study showed that passengers who were 

in a relationship were more likely to perceive more firm-level COSE than those who 

were not in a relationship. Accordingly, individuals who are in relationship can be 

considered as a potential passenger that could be developed to be a loyal passenger. 

They are more likely to be influencers recommending the airline services to their 

partners and intimates. Hence, Thai LCAs can employ relationship marketing concept 

to implement campaigns or develop relationship activities that match their needs to 

retain and motivate them to re-patronize and re-purchase the services continuously. 

Decision Maker to Choose a LCA – As noted, intimates play 

key roles in decision-making to purchase. This reference group can affect individuals’ 

beliefs, behaviors, or attitudes. The result showed that customers’ intimates (family 

members, relatives, friends, or lovers) were likely to influence the perceptions of LCA 

passengers toward firm-level COSE. Therefore, functions concerning LCAs may 

employ the concept of integrated marketing communication to convey a consistent 

message regarding the customer-orientation of airlines and its services to these 

reference groups. Though it represents indirect communication, the intimates, as 

influencers, are credible and trustworthy in the opinions of passengers themselves. 

2)  Individual-Level COSE 

Educational Level – This study found that better-educated 

passengers were likely to feel less satisfied with service value delivered by LCA 

service employees. Perhaps they had more experiences traveling with Full-Service 

Airlines (FSAs). As a result, such passengers may often compare the service 

performance with FSA service employees, who typically offer a higher level of 

service. Because they expect a higher quality of service, they are more likely to 

complain about service quality (Wittman, 2014). Accordingly, when Thai LCAs 

would like to satisfy highly educated passengers, they may have to improve the level 
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of customer service training for service employees. However, the training should not 

impact much on the total cost. 

Regarding less educated passengers, they seem to travel less 

often than highly educated passengers, but at least they held a positive attitudes 

toward the LCAs. Nonetheless, LCAs should not neglect these potential passengers 

because they may become frequent flyers of LCAs in the future. 

Marital Status – The result showed that passengers who were in 

a relationship were more likely to perceive individual-level COSE than those who 

were not in a relationship. As noted, passengers in a relationship tend to become loyal 

passengers. Also, they may act as influencers to recommend the service to partners 

and intimates. Accordingly, LCAs in Thailand should implement campaigns or 

develop relationship activities that match such passengers’ needs to retain and 

encourage them to re-patronize the services of airlines regularly. 

Decision Maker to Choose a LCA – Likewise, intimates of 

passengers, especially family members or relatives, were likely to influence the 

perceptions of LCA passengers toward individual-level COSE. As mentioned, LCAs 

should implement marketing campaigns that can promote group travel with family 

members or intimates. To determine an effective campaign, LCAs should conduct in-

depth studies to realize the roles and behaviors of individual family members in 

choosing a LCA to travel with as well as perceptions toward COSE.  

Age – The result indicated that middle-aged passengers tended 

to perceive the LCA COSE more favorably than younger passengers. However, young 

people and adults comprised the main target groups of LCA businesses. They should 

conduct further studies to understand what can make such passengers satisfied with 

the customer-oriented behaviors of LCA service employees. Then LCAs could 

educate their service employees to realize and respond to those factors to increase 

their perceived individual-level COSE and cultivate them constantly to remain loyal. 

Income – LCA passengers with high monthly income (more 

than 70,000 THB) were less likely to perceive individual-level COSE than those with 

less monthly income. As stated, high income passengers typically demonstrate close 

attention to service quality and details because they have more experiences traveling 

by air. Thus, LCAs in Thailand should emphasize the personalized service training to 
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develop their service employees to be socialized and strive to engage such passengers. 

Hence, high income passengers may feel more special and satisfied by the higher 

level of customer-oriented services delivered by LCA service employees. 

Frequency of Travel – The results showed that passengers who 

travel more frequently were less likely to perceive individual-level COSE than those 

who travel less frequently. As noted, frequent travelers typically have high 

expectations of airline services as they have more travel experiences with more than 

one airline. Based on the classification of customer loyalty purposed by Dick and 

Basu (1994), frequent flyer passengers can be considered as spurious loyal customers 

to a particular LCA (a low level of psychological commitment). These customers may 

perceive little differentiation among services of LCAs, but they decide to re-purchase 

due to situational cues, deals, or no other choices available. Thus, LCAs should 

encourage frequent flyer passengers to perceive the differences of LCA services 

together with analyzing insights of such passengers to identify their negative attitudes 

and eliminate them. 

   Besides, passengers who travel less frequently could be 

considered as latent loyal passengers. Even though they exhibit positive attitudes 

toward LCAs, LCAs should address the constraints and eliminate them to encourage 

this group of passengers to travel more frequently with one particular LCA. 

The action items of strategy 2 are summarized and displayed in Table 7.2. 

 

7.4  Draft Strategies for Related Functional Activities 

The Previous sections explained the formation of strategies and determination 

of 35 action items to enhance the COSE of LCA service employees and passengers 

and their true loyalty. However, the recommended action items were re-categorized in 

four clusters concerning functional activities to make it easier to apply them. The four 

clusters consist of the selection and recruitment process, training and development, 

human resource management, and organizational support units and service 

management. 

The draft strategies and their action items for the four functional activities are 

summarized in Figure 7.2. 



 

Table 7.2  Summary of the Strategy Objectives and Actions for Strategy Formulation to Enhance Passenger COSE and True Loyalty 

 

Strategy Objectives Research Results  

(from Passenger Survey) 

Action items of Main Strategy 2 

6. To enhance true passenger loyalty 6.1  True loyalty of passengers (overall) was rated  

      at a relatively high degree. When individual  

      loyalty perspective was considered, the attitudinal  

      perspective was rated at a high degree. The degree  

      of behavioral perspective was lower and rated at a   

      relatively high degree. 

6.2  Passengers’ perceptions toward individual-level and  

       firm-level COSE affected true passenger loyalty.  

       Moreover, individual-level COSE was the most  

       important factor. 

1) To identify the strategy that can help to enhance 

behavioral loyalty of passengers especially the issues 

that needed to be improved such as willingness to pay a 

price premium, recommendations, and positive word-

of-mouth 

2) To develop the ability of service employees in terms of 

performing in a customer-oriented way (individual-

level COSE) as well as promoting firm-level COSE 

through media and channels according to passenger 

preferences. 

7. To enhance the behavioral loyalty of 

passengers and the overall true 

passenger loyalty 

 

7.1  The degree of behavioral loyalty was lower  

       than the average degree of overall true  

       passenger loyalty. 

7.2  The willingness to pay a price premium was  

       rated at a low degree. 

1) To apply the Customer Relations Management concept 

to capture and analyze deeper customer insights to truly 

understand the behaviors and needs of target passengers 

2) To identify what target passengers really value and 

their willingness to pay for the level of services they 

prefer 

3) To create customer bonds through relationship 

activities such as a reward programs, social bonding 

programs, or membership programs with privileges 

8. To increase passengers’ perceptions 

toward firm-level COSE 

 

8.1  Passengers could not perceive the COSE as  

       much as the degree that service employees  

       delivered. 

8.2  Passengers cannot fully perceive the LCAs’  

       effort of being customer-oriented. 

1) To respond to passengers’ airline selection attributes by 

improving airport experiences such as quick ground 

services with convenient facilities 

2) To develop the quality of Servicescapes such as service 

areas and aircraft cabin including information boards 

3) To apply services advertising strategies to match with 

impalpability, such as the case history episode, through 

passengers’ preferred channels 
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Table 7.2  (continued) 

 

Strategy Objectives Research Results  

(from Passenger Survey) 

Action items of Main Strategy 2 

  

4) To use public relations strategy as a communication 

tool to stimulate positive interest in products or 

services  

such as distributing press releases or messages 

9. To increase passengers’ perceptions 

toward individual-level COSE 

9.1  Passengers perceived individual-level COSE lower  

       than the degree that service employees delivered      

       (employee perspective). 

1) To focus on human resource development such as 

training to improve service employees’ behaviors 

particularly person-to-person interaction and customer-

oriented manners 

2) To hire applicants who have the abilities to understand 

customers’ perspectives with sociability in responding 

to customers’ needs 

9.1  Passengers perceived deceptive behaviors  

       of service employees and was rated at a relatively  

       high degree (the lowest rank when compared with  

       other items). 

3) To improve the recruitment and selection process by 

identifying the moral and ethical traits of applicants 

4) To improve specific training courses to equip service 

employees with essential skills needed in service 

delivery and communication 

9.2  Social skill of service employees was the  

       most important factor affecting individual- 

       level COSE, but was found to be the lowest  

       compared with other significant factors. 

1) To encourage service employees to interact with 

passengers regularly to understand and be able to 

identify what customers think, and feel  

2) To recruit new employees who are able to understand 

and share their feelings of one another (empathy) and 

train existing ones to be more empathic 

9.3  The need for a personal relationship was the second  

       most important factor affecting individual-level  

       COSE, but was rated lower than  

       the others. 

 To encourage service employees to address passengers 

by names and pay more attention to passengers like 

intimates during service provision. 

9.4  The need to read customers had an effect on  

       individual-level COSE but was rated at the  

       lowest rank. 

 To provide related courses or techniques for employees 

to attempt to predict what passengers want such as 

observing passengers’ body languages and respond 

appropriately to them 
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Figure 7.2  Draft Strategies for Related Functional Activities to Enhance True Loyalty of LCA Service Employees and Passengers Using 

COSE

Service Employee 
Recruitment and Selection

Strategy  

• determine criteria for employee 
selection process including 

- attentiveness
- customer-oriented behaviors 

(need to pamper customer, need for 
a personal relationship, need to 
deliver good services, and need to 
read customers)

• perform pre-screening and 
interviews 

• identify moral and ethical 
traits

• include personality test during 
the recruitment and selection 
process to seek enthusiastic, 
agreeable, conscientious, and 
disciplined individuals

Training and Development 
Strategy 

• arrange activities or courses
that are able to encourage
service employees to better
understand their tasks and roles

• redesign the skill training 
program and provide training 
to increase the relating skills
- social skills that matches

customers’ expectations
- professional skills  

(communication skills, 
interpersonal skills, customer 
handling skills, and problem-
solving skills) 

• provide training courses to
enhance attentiveness to 
details 

• provide training courses to
build positive attitudes in   
service delivery  

• provide specific knowledge or 
techniques about how to read, 
how to observe passengers to 
respond to them promptly and 
appropriately

Human Resource 
Management Strategy

• implement socialization to allow 
employees to realize more deeply
the airline's goals and directions   

• cultivate a sense of belonging or 
entrepreneurial mindsets to  
employees 

• promote a customer oriented 
organizational culture to refine 
the ability of employees in a 
customer-oriented way 

• surpass employees' ability in 
pampering for service delivery

• employ a job design approach to 
motivate and satisfy employees

• define the scope of decision-
making authority for employees
and encourage them to feel more 
empowered

• improve reward and recognition 
programs for customer-oriented 
employees to encourage and 
motivate them

• perform behavior-based employee 
evaluation

• includes personality test in annual 
evaluation to ensure the onsistency 
of customer-oriented behaviors

Strategy for Organizational Support 
Units and Service Management

• re-build a less formalized organizational 
structure

• re-organize the service area to reduce waiting 
time, improve passenger flow for a better 
atmosphere, and provide convenient facilities as 
passengers' needs to improve airport experience

• learn the needs of target customers more deeply
by gathering customer insights and design the 
products/services that match those needs better. 

• maintain good service quality and the reputation 
of airline safety

• adopt the personalized service concept to
increase customers' perception toward the
the attentiveness to individual passengers of 
service employees

• promote customer service practices, procedures, 
and service behaviors as  passenger expected

• conduct customer surveys by measuring 
technical skills, social skills, and employees' 
motivation

• provide a suitable workplace environment

• apply a service communication strategies to 
deliver tangible messages about airlines' 
customer-orientation to target passengers.

• provide adequate information using online and 
offline channels to enable employees to study 
essential information before providing service
to passengers

Action Items Action Items Action Items Action Items 
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7.5  Profiles of Key Informants 

 Five scholars and experts were invited to participate in this qualitative study. 

They constituted the selected key informants with expertise in service management, 

human resources management (HRM) and human resource development (HRD). The 

profiles of all interviewees are presented in the following table. 

 

Table 7.3  Profiles of Key Informants 
 

Code Gender Education 

Level 

Position Department/Institute Field of Expertise 

E1 Male Ph.D. University Lecturer Airline Business 

Management Department, 

Bangkok University 

Airline 

Management 

E2 Male Ph.D. Assistant Professor/ 

University Lecturer 

College of Innovation, 

Thammasat University, 

Service 

Management 

E3 Male Bachelor’s 

Degree 

Director Ground Services, 

Nok Airlines 

Ground Service 

Management 

E4 Male Master’s 

Degree 

Manager People Development 

Department, Thai AirAsia 

Human Research 

Development 

E5 Female Master’s 

Degree 

Manager People Development 

Department, Thai AirAsia 

Human Research 

Management 

 

7.6  Qualitative Research Results 

 

 Next, the qualitative research method was employed to complete this study 

and ensure the validity of the strategies. Letters of requests and the draft strategies 

were submitted to the panel of experts to review and consider. Later, they were 

appointed to conduct the in-depth interviews. The semi-structured interview was used 

as a guideline to gather focused data from interviewees. The qualitative data collected 

from the five interviews were analyzed using content analysis. 

The individual interviews were conducted in November 2018. The interviews 

are summarized below. 

Interviewee E1: The interview was conducted November 2, 2018 at Bangkok 

University. He is an executive of a Thai leading LCA and at the date of the interview, 
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he is as a lecturer in the airline business management department.  He holds Master’s 

and Ph.D. degrees in aviation management. The interview took about 45 minutes.  

 Interviewee E2: The 40 minute interview was conducted November 15, 2018 

at Thammasat University. He is an assistant professor (Ph.D.) of the Service 

Innovation and Service Design Programs at the College of Innovation, Thammasat 

University.  

Interviewee E3: The interview was conducted November 28, 2018, at Don 

Muang International Airport. He was a top manager of Nok Airlines responsible for 

ground passenger services. The interview took about 90 minutes. 

Interviewee E4: The interview was conducted November 29, 2018 at the 

airline office, Don Muang International Airport. He is a manager of Thai AirAsia and 

proficient in human resource development and employee training. The interview took 

about 90 minutes. 

Interviewee E5: The interview was conducted November 29, 2018, at the 

airline office, Don Muang International Airport. She has been working with Thai 

AirAsia for 14 years. At the date of the interview, she is a manager of Thai AirAsia, 

responsible for human resource management. The interview took about 90 minutes. 

 This section presents the significant comments, suggestions, and verification 

of individual key informants. The questions were asked to gather additional ideas, 

strategies, and actions relating to service management and HR practices that needed to 

be employed to leverage the degree of true loyalty and perceptions toward the 

customer-orientation for both LCA service employees and passengers. The interview 

questions emphasized five issues according to the strategy objectives displayed in 

Table 7.1. The in-depth interview questions are listed below. 

Interview question 1: What do you think about the draft strategies and action 

items to enhance true employee loyalty using COSE? Are they appropriate? If not, 

how should they be adjusted? Is there anything else that can be added or removed to 

make the strategies complete? (strategy objectives 1 to 3) 

 Interview question 2: What do you think about the draft strategies and action 

items to enhance customer orientation of LCA service employee? Are they 

appropriate to be used? If not, how should they be adjusted? Is there anything else that 
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can be added or removed to make the strategies complete? (strategy objectives 4 and 

5) 

 Interview question 3: What do you think about the draft strategies and action 

items to ehnance true passenger loyalty using COSE? Are they appropriate to be 

used? If not, how should they be adjusted ? Is there anything else that can be added or 

removed to make the strategies complete?  (strategy objectives 6 and 7) 

 Interview question 4:  What do you think about the draft strategies and action 

items to enhance the perceptions of passengers toward COSE? Are they appropriate? 

If not, how should they be adjusted? Is there anything else that can be added or 

removed to make the strategies complete? (strategy objectives 8 and 9) 

 Interview question 5:  Overall, are the draft strategies, derived from 

quantitative data analysis, appropriate for the LCAs in Thailand to apply? If not, how 

should they be adjusted? Is there anything else that can be added or removed to make 

the strategies complete? 

   

7.6.1 Strategy to Enhance True Employee Loyalty using COSE  

Notably, this study integrated the two perspectives of employee loyalty, 

namely, behavioral and attitudinal loyalty, which was employed to understand and 

determine the degree of their true loyalty. According to the results in Chapter 4, the 

degree of true employee loyalty was assessed as relatively high while attitudinal 

loyalty was slightly lower than behavioral loyalty. However, some weak points should 

be addressed to enhance the overall true loyalty. In this regard, the significant 

statements derived from the personal interviews are also presented.  

   7.6.1.1  Behavioral Loyalty  

The empirical study showed that service employees, in general, do not 

actively defend the airline when someone criticizes it. Hence, LCAs should cultivate a 

sense of belonging among all their employees. Some interviewees agreed with the 

proposed action. They also shared the actions the LCAs in Thailand have 

implemented. 
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“I think cultivating a sense of belonging is appropriate. 

Inevitably, to implement any method of cultivation and reward programs could 

somehow to leverage the level of behavioral loyalty” (Interviewee E1)   

“Yes, this is important. We include a sense of belonging 

cultivation in the company’s DNA from the first day that they joined our company. 

Also, while supervising and coaching, we also include a sense of belonging 

cultivation in the initial training course for our staff” (Interviewee E5) 

 “… But in this airline, we cultivate our staff to feel that here is 

our home. We want them to keep together pleasurably. I can guarantee that although 

our staff earn a bit lower than other airlines, they are happy to work with us… 

because we are a family. I believe that this acts as a shield for the company. So, the 

airline must create a climate of unity and harmony. I think it is more important than 

creating courses to train the employees. Sometimes they attended the course because 

they were forced to do so but not by heart. Creating a good climate is the most 

important." (Interviewee E3) 

“I would like to add that among low-cost airlines [in 

Thailand], our airline may be the only one that really emphasizes the long term 

employment. If you ask our staff, they are likely to have more sense of ownership than 

others because they are long term employees... As I perceived, people here love and 

are willing to protect their organization…Our airline also performed better. Thus, we 

can offer better wages, salary, and bonus package. These compensations may be 

another motivation and encouragement to raise employees’ behavioral loyalty…” 

(Interviewee E4) 

   7.6.1.2  Attitudinal Loyalty  

This study recommended the LCAs in Thailand reconsider their reward 

and recognition programs to raise service employees’ willingness to perform extra 

work and take up more responsibility. Some expressions of the interviewees support 

the proposed action items. 
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“… apart from monetary remuneration, reward and 

recognition programs, proposed in the draft strategy, can be in other formats. 

Usually, our airline pays overtime to a staff who performs extra work. However, for 

the recognition program, we have just started. Let’s say that a ground service staff 

works diligently more than just the basic requirement; he will receive some extra 

scores at the end-of-year evaluation. As a result, his better performance rating will 

involve the amount of his annual bonus. Regarding cabin crew, a cabin crew will also 

gain extra scores, when she can fly according to the assigned flight schedule without 

absences.” (Interviewee E5) 

Apart from that, several interviewees mentioned that the work 

atmosphere and teamwork are very important to enhance service employees’ 

perceptions to perform extra work.  

“… I think it depends on the team leader who can be a part of 

creating the work atmosphere and indicating the rapport within the team. When a 

supervisor can unite the team members, his staff will definitely assist friends during 

the irregular events such as flight delays or additional flight frequency... staff 

members will think that they can finish the tasks faster by helping each other and they 

may feel that extra work is not a big deal. So, providing team-leading training and 

coaching for the supervisor is necessary” (Interviewee E3) 

“…The sense of teamwork creates a good team spirit. A staff 

who has a sense of teamwork will be happy to sacrifice his time for the company. We 

[the airline] have to do whatever to make them enjoy working extra hours. The good 

atmosphere is also a factor that makes them decide to do so. However, any 

organization has both kinds of staff. The one who is willing to do extra work and the 

one who do not want to. We should understand them both because there must be a 

reason. Maybe, he has a family to look after…” (Interviewee E4) 

Accordingly, these activities were likely to be able to promote 

the positive attitudes of service employees toward airlines and their jobs. Hence, this 
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study should include building teamwork, rapport, and positive work atmosphere in the 

action items.  

 

Tips and Implementation 

 Customize a sense of belonging cultivation training courses that are 

consistent with the corporate DNA.  

 Create an organizational family culture with social climates 

 Build a sense of teamwork to create a good team spirit 

 Consider the long term employment 

 Reward service employees with above-average wages and benefits 

 Provide non-monetary rewards such as extra performance scores for 

employees who are willing to perform extra work  

 Provide team-leading coaching for the supervisor (team leader) 

Additional Information 

 The team leader plays a key role in creating a good work atmosphere and  

rapport with the team. 

 

 

Figure 7.3  Summary of Interview Data Concerning True Loyalty of Employee  

                   Derived from Interview Question 1 

 

7.6.2 Strategy to Enhance COSE 

The significant statements derived from interview question 2 are presented 

below. 

7.6.2.1  Organizational Socialization 

As noted, when an LCA could enhance service employees’ perception 

toward the COSE, LCA employees are more likely to be more loyal to the firm.  The 

quantitative result indicated that the socialization process is vital to enhance firm-

level COSE. According to the interviews, some examples of comments on 

organizational socialization are presented below. 
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“I think what the airline is trying to do is to form customer-orientation, 

like the one-shot, like ad hoc activities. Actually, those activities should be linked 

under the same theme. I am talking about the sustainability concept. Therefore, the 

socialization process stated in the [draft] strategy, should be linked together to 

produce the core culture as determined by the firm as well as running in the same 

direction.” (Interviewee E4) 

“Here, we organize an annual activity called Nok Sanook. Employees 

from different departments including pilots, cabin crew, ground service staff, and 

officers, will be assigned to participate in outings to spend time together for a few 

days. They can get to know each other through various activities and have chances to 

share work experiences and cases across the functions. We also input some 

knowledge and communicate important messages to them. Because they understand 

others better and know each other already, then they can work more cooperatively 

after the trip. I agree that it would be better by promoting socialization. And it is also 

good for services to passengers as well.” (Interviewee E3) 

According to the quantitative result, LCAs can improve the overall 

organizational socialization by enhancing employees’ perceptions toward the 

organizational commitment, climate for services, and motivational direction. 

1)  Organizational Commitment  

As proposed, service employees will perform in a customer-

oriented manner when the firm conducts the socialization process to encourage 

employees to have positive feelings toward working with the firm. Most interviewees 

agreed with cultivating organizational commitment of service employees by making 

employees understand the values and direction of the firm more deeply. Several 

interviewees mentioned that top management should also be involved in the processes 

of cultivating commitment, rather than merely implementing top-down policies. 

“The chief executive must see the importance of this point, too 

[organizational commitment] because it involves the lower levels. It is about policy 

level. I already see the [proposed] actions for operational level already but not much 

for the top level yet” (Interviewee E1) 
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   “Our CEO have just visited our employees at the provincial 

stations. We found that his visits make the operational-level employees feel that the 

management level is accessible and connectable. They felt more positive and 

committed at working for someone they can rely on, not for the company which 

represents an unclear shape or an intangible.” (Interviewee E) 

Besides, interviewee E3 stated that conveying messages and 

two-way communication along the command lines are also essential in cultivating 

commitment for employees.  

“…I think that this [increasing employees’ commitment] should 

be done. The supervisor plays an important role who usually works closely with the 

ground staff. So, the supervisor should convey the policy from the company to his 

team members regularly. The supervisor should also listen to the team members’ 

opinions and problems and then take those issues to consult with the management to 

solve problems. I think building this relationship and hearing employees help us 

[employees] to have more commitment to each other and we can walk in the same 

direction. Thus, focusing on this communication is the best way.” (Interviewee E3) 

   Interviewee E4 indicated an interesting point about the 

commitment of new generation employees.  

“In my opinion, different generations may have a different level 

of organizational commitment. A new generation employee may not be proud of being 

an AirAsia flight attendant, but they are proud of working as a flight attendant. Now 

they may not commit to the organization but her profession” (Interviewee E4) 

Accordingly, LCAs in Thailand may have to reconsider HRM 

and HRD policies and actions to engage as well as develop young generation 

employees because the organizational commitment may be driven by a new 

engagement strategy.  

Additionally, interviewee E4 and E5 also suggested actions that 

may be able to enhance the employees’ commitment toward to airline. The main 

points are quoted below. 
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“…Providing career planning for employees possibly will make 

them see their future [career path] especially for cabin crew…But when their career 

paths are too narrow; they can’t see their future. So, commitment cannot arise…We 

[Thai AirAsia] should offer various opportunities for them. At the moment, we try to 

build awareness of being a part of the AirAsia group. The organization is getting 

larger every year. There is more room for them. I have a long term plan to set-up the 

career counseling center for employees to receive consultation. When she plans to 

stop flying in three years from now, we may advise her what to prepare, which skills 

needed to be uplifted. I can say that everyone is here not only for working but working 

for something to gain in the future. It can enhance commitment as well.” (Interviewee 

E4) 

   “From HRM’s point of view, we focus on employees’ life from 

joining in until leaving us. We provide all the necessary tools for them, a pay fair 

enough salary and on time, and provide various welfare. We also survey our 

employees’ happiness - not a satisfaction survey. We check the results to see that we 

have done well enough or not, and our employees live happily or not. When they are 

happy, of course, they would work well for us. Besides, the workplace is important. 

We proudly present our daily benefits. AirAsia provides the canteen and deposits 50 

THB in their employee cards for free lunch every day.” (Interviewee E5) 

   Interviewee E3 also mentioned the workplace is designed to 

satisfy service employees. He said, “Because our vice president emphasizes this 

facility. Nok Air provides the resting area for ground service staff, too. The place is 

designed to look stylish, equipped with chambers for staffs to take enough rest 

including separated storages and café areas.” 

2)  Organizational Climate for Services 

   Because organizational climate for services was a significant 

factor affecting firm-level COSE, LCAs should redesign the organizational structure 

to be less formal, empower employees, and provide fundamental support in any way 

they can.  
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The qualitative results supported this proposed action in terms 

of building less formalized organization and empowerment. 

According to the interviews, Thai AirAsia already believes in a 

less formal organizational structure, as interviewee E5 exemplified below.  

“Our organization started with informality. Our CEOs stay in 

the room with no doors because they want our employees to feel that they are 

approachable. CEOs also go out to visit provincial stations regularly because they 

want to send messages directly to the employees.”  

Interviewee E4 added “The hierarchy here (Thai AirAsia) is 

not tall. After CEO level we have only the director and manager, unlike other full-

service airlines.” 

 “LCAs can learn from the leading hotels that shorten the 

power distance between boss and front office staff. Empowering front-line staff really 

works especially in the case of a customer complaint. In a well-managed hotel like the 

Ritz Carlton, the management allows individual front-line staff to spend a certain sum 

of money to do whatever to satisfy the complaining guests. Many cases showed that 

delegating authority enables service employees to serve customers better and solve 

the problem by themselves. Thus, they will feel proud and perceive the organizational 

climate for services…We can also learn how to empower people from Google 

Company that has only three levels of commands and the case of Starbucks that give 

employees an opportunity to share their ideas for solving problems and rewards them. 

These activities can create a climate for services as well as socialization.” 

(Interviewee E2) 

Furthermore, Interviewee E2 raised the point regarding a 

challenge faced by airline business. He mentioned that providing decision-making 

authority for LCA employees might be limited due to many regulations that an airline 

has to follow especially for service touch points. Therefore, LCA service employees 

may not be able to solve all problems with this action. In this case, operational-level 

staff empowerment may not be able to accommodate as much as other service 
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businesses can. Nonetheless, some interviewees explained that even though rules and 

regulations must be followed, they still provide some degree of authority to their 

employees along with empowering the senior staff more to better cope with some 

situations. 

“Practically, our ground service staff work by the rules and 

regulations. But we provide them authorities to make decisions on some issues such 

as baggage allowance. We teach our staff not to be too strict to passengers, but they 

can compromise in some degree due to our passengers’ lifestyle. However, they can 

consult with a supervisor who has a higher authority for further action in any case 

that goes beyond their authority…Imagine that if we teach them [service employees] 

to be too strict all the time, it will definitely cause problems.” (Interviewee E3) 

Interviewee E4 also suggested that the airline should try to 

endorse staff, team leaders, and station managers to be able to decide by their own in 

respective areas. In terms of in-flight services, he shared the idea that “Even though 

they have the SOP [Standard Operating Procedure] to guide them regarding what 

they can or cannot do, if they found any incident that needs flexibility or they already 

made a decision to solve problems, senior cabin crew can write a report or make a 

call. We teach our cabin crew [AirAsia staff] that sometimes we can break the rules to 

compromise some sensitive cases such as when a passenger changed the seat without 

permission. This is because we don’t want to break passengers’ hearts. What can be 

compromised, the team leader in each category has an authority to do so. It is 

empowerment.”  

He continued that “Here, we do not attach to one pattern of 

public address announcement. We only provide guidelines and core or indispensable 

messages. Our staff can add or amplify the messages with creativity. 

The narration of Interviewee E2 supported the empowerment of 

AirAsia. He said that LCAs could learn from AirAsia regarding empowering cabin 

crew to be creative in selling products on board. Some selling techniques can attract 

passengers’ attention to buy the products. 
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 Regarding providing support by the firm, interviewee E2 

advised LCAs in Thailand to learn from the CEO of AirAsia. He stated that if a severe 

case happens, for example, a passenger complains, the executive will inquire into the 

cause from the concerned service employees first to palliate them before pacifying 

that passenger. His statement indicated the leadership that can support service 

employees by assisting and encouraging them. 

 This was in line with the narration of interviewee E5. She 

stated that top level management should provide the tools for employees when 

implementing policy. They can support their service employees by setting goals or 

KPI, for employees that are not too difficult to achieve.  

“I think that it is essential that they [the executives] must be ready to 

provide a tool for employees. So, their employees can work more effectively with the 

uttermost ability.” (Interviewee E5) 

 3)  Motivational Direction  

 All interviewees agreed with the proposed action of conducting 

activities that can stimulate employees to understand their duties and roles better. 

Nonetheless, some interviews indicated that this encouragement was not yet included 

in the form of a specific course, but merely mentioned as a topic in some courses such 

as the orientation and recurrent training courses. However, LCA managers were likely 

to believe that their service employees understand the duties and roles relatively well 

because they provided recurrent training annually. This statement was in line with the 

descriptive results shown in Table 4.6 (rated as a high degree).  

 “In our department [ground service department], we focus on 

service training for the special service staff. They have to know their jobs very well 

because their roles are unique and special. We call it “Nok Care.” We provide 

orientation training and also recurrent training. I would say that this can make our 

customers see our outstanding services. We receive relatively good feedback, 

especially on our top routes…” (Interviewee E3) 
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 “This topic [motivational direction] is usually taught in the 

recurrent training accordingly to the SOP. But it is not yet separated as a specific 

course. In fact, even though I am in the HRD field, I believe that training is not the 

most important activity, but communication is. It is about how we can make people 

talk and emphasize this [what the firm wants to communicate] repeatedly, 

continuously, and consistently. So, communication must be tied to the activities and 

all functions to ensure the direction.” (Interviewee E4)   

 

   7.6.2.2  Behaviors in Person-to-Person Interaction 

The results revealed that individual customer-oriented behaviors, 

particularly in person-to-person interaction, were significant factors to enhance the 

perception toward individual-level COSE. 

All interviewees strongly agreed with providing training to employees 

and cultivating customer-oriented behaviors. This study showed that such behaviors 

of service employees could firstly increase both employees’ and passengers’ 

perceptions toward individual-level COSE which subsequently influences their true 

loyalty. However, some further actions were advised as further ilusstrated below. 

“Behaviors involving person-to-person interaction are reasonable…It 

works well in small provincial stations because station managers there know the local 

people well especially the one who has local connection. Such behaviors can make 

passenger perceive the empathy and friendliness of the service staff. They will feel like 

using our service again. I think it is important.” (Interviewee E1) 

Interviewee E1 continued about training “…They can set the actual 

case-based training as an annual mock-up session for one day, similar to the 

simulation in emergency training. They may try to assess and discuss the cases. It 

allows them to understand the passengers’ and airline’s point of views. I think it is 

interesting because I don’t see such active training in low-cost airlines. Mostly they 

only attend the class and share some experiences without bringing the cases to be 

procedures.” 
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  “Service training is important and a must. Apart from that, I think the 

airline may need to conduct a workshop for their staff and display the customer 

survey results to them to illustrate what we still lack or miss. It can be in the form of 

brainstorming to gain ideas of problem-solving.” (Interviewee E2)  

“Generally, we have the course for employees to train them to know 

how to interact with passengers... At least, we have the SOP with some kinds of 

dialogs for them (employees) to guide them on what they have to say or do. All service 

staff have to attend an initial course when they join the company as well as recurrent 

pieces of training. We also have technical and procedural courses such as check-in 

[Technical skill]. They will know how to talk to passengers, look at their faces, smile, 

including problem-solving methods and skills. [Social skill]. (Interviewee E3) 

7.6.2.3   Personality Traits of Service Employees 

Service employees with some types of personality traits were likely to 

perform in a customer-oriented way. Those personality traits include the need for 

activity, agreeability, conscientiousness, and openness to new experiences. Several 

interviewees agreed with the proposed actions to integrate personality testing with the 

pre-screening and interview process during employee recruitment.  

  “…Nok Air does not only select friendly persons, but also enthusiasm 

[need for activity] is also essential…they should have the aptitude to think well on 

their feet…”  (Interviewee E3)  

Nonetheless, interviewee E 3 stated that his airline does not have 

personality testing in the process of recruitment yet, they only focus on the interview 

and theoretical test. However, their staff were evaluated twice a year by their 

supervisors. They generally evaluated the various personality and emotional 

expression. 

  “…from HRM point of view, we recruit them and train them to be like 

that and like this. I think we should look from the beginning like proposed. Actually, 

we should identify first which types of staff we want, and which styles we need. In fact, 
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we generally know the specific service characters that the airline wants…but we have 

to realize that we define the service differently from others…” (Interviewee E5).  

Interviewee 5 also concluded that when the recruiter defines ‘the 

service’ too broadly, the company probably can select someone who is good at 

services but maybe not the same service style that the company needs. Therefore, the 

airline should firstly define and clarify the service style that matches the specific 

requirements of the individual airlines. This was in line with the statement of 

interview E4. 

“It is often that we select candidates who are highly service-minded to 

work with us, but they cannot perform in the right direction. One reason is that the 

definition of service is unclear. We [Thai AirAsia] don’t deliver the service as the 

others have defined…. If we want sustainability, the traits of employees must include 

the specific corporate DNA. For example, regarding an enthusiastic person, which 

aspect of enthusiasm do you need? Being enthusiastic among Nok Air staff is like Nok 

Air style. The enthusiasm of AirAsia is defined in another way…the need for activity 

in AirAsia style is extreme and diverse. If you love to do activities like in the way that 

other people do, maybe you not [belong] here. You must have some kinds of 

noticeable uniqueness so that service will be differentiated.” (Interviewee E4) 

Furthermore, some interviewees suggested some interesting actions for 

using significant personality traits for maximum benefits. 

  Interviewee E1 also agreed with using the personality testing in the 

employee selection process. He suggested that the management level can involve 

supporting this action by examining the average complaint rate and issues relating to 

COSE and concerning any traits of employees. By doing this, the concerned function 

will be able to identify the personality traits and fix problems or complaints.  

   7.6.2.4  Degree of Firm-Level COSE 

Even though the degree of the overall COSE, assessed by LCA service 

employees, was high, LCAs should; therefore, compliment and encourage their 

employees to keep up the good work. The airline itself should also maintain the 

service standard. Interviewees E3, E4, and E5 concurred that their airlines regularly 
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showed appreciation to service employees when they received awards or on special 

occasions.  

  The personal interviews also demonstrated that LCAs should consider 

designing a training course involving learning-based activities which must be under 

the same core concept and link those activities together as a jigsaw puzzle for long 

term outcomes as well as supporting the notion of internal services including 

promoting the internal services and internal branding for the organizational climate 

for services. 

  “In fact, their lives after recruitment is also important. Every day they 

come to work here is about internal service as well. Once they come to contact any 

departments such as IT to ask for assistance or the human resource department, they 

should receive happiness or services from internal members like we are tired from 

working and come back to the home to receive encouragement…This is important. We 

have to look back to see our internal services if they are enough to make it ready for 

them to go outside our home in addition to any rewards.  (Interviewee E5) 

  Interviewee E4 added up that his airline started to design the corporate 

DNA to comply with the organizational culture as a part of internal branding.  

  “We try to bring it [corporate DNA] to tie in with the physical or soft 

side of elements like training or communication. They can help to boost the 

environment to enhance our employees to serve customers better. Even messages that 

are delivered through the commercial advertising, that also transmits to the internal 

branding.”  

7.6.2.5  Degree of Individual-Level COSE 

Some issues regarding COSE must be prioritized especially not being 

deceptive and not using manipulative tactics during service encounters. The empirical 

result revealed that LCA service employees feel somewhat uncertain when asking 

about avoidance to exhibit deceptive behaviors and use manipulative tactics. At the 

same time, LCA passengers perceived this issue at relatively high degrees. As 
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discussed, when LCA managers can reduce such negative behaviors of their 

employees, the degree of individual-level COSE will be higher.  

The proposed action suggested that LCAs should include moral 

and ethical traits testing in the recruitment and selection process together with 

improving training courses for developing the essential skills in service delivery and 

being aware to exhibit such negative actions.  

According to the interview results, most interviewees agreed 

with the proposed actions. They also recommended additional actions to cope with 

this problem. Interviewee E1 recommended the LCAs to cultivate job responsibility 

among service employees and empower them. A service employee with job 

responsibility and authority may help to reduce their expression of such behaviors.  

 “I think that employees should also have responsibility for 

what they have said or done. They must first know their job responsibility and realize 

the consequences of negative actions…. It will help to reduce these behaviors as well 

as the severity of consequences…LCAs should also provide work flexibility to service 

employees to reduce rebuff or declining passengers’ requests caused by the company 

policy. For example, a check-in staff refuses to check-in a late passenger, but the staff 

may be informed that his flight was delayed due to the late arrival of the aircraft or 

weather conditions. If that employee has learned how to be flexible and authorized to 

help this passenger, she may turn on the check-in system again for him instead of 

asking him to buy a new ticket...” (Interviewee E1) 

Interviewee E4 also mentioned the importance of duty 

responsibility. He said that his airline promoted the employees’ duty role and 

responsibility regularly by inserting this topic in their training sessions. 

Besides, providing active training (Interviewee E3) and 

additional tools for service employees apart from identifying ethical people 

(Interviewee E4) were also mentioned. 

Interviewee E3 explained that airline staff sometimes 

straightforwardly inform passengers, but passengers do not want to understand 
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especially about the rules and regulations. Therefore, they are unwilling to use other 

manners. 

“Actually, it is the limitation for front-line staff…sometimes we 

cannot tell the truth or inform them [passengers] ingenuously. (Interviewee 3) 

Nonetheless, he suggested appropriate practices in that “I 

always teach my juniors that in case a passenger just missed his flight, we should not 

refuse customer straightway. But we should show him that we want to help him. For 

example, we can try to ask the staff next to the aircraft [ramp operations staff] or 

pilots whether they can accept one more passenger or not. If not, we should look for 

the next available flight for him. At least, he will realize that we have done everything 

we can.…This matter may be added to the training sessions. We have the brush-up 

training called excellent services. We regularly assign participants to do role plays 

about the cases they experienced…and someone is there to give additional advice…” 

Regarding an overwhelming workload that may cause negative 

actions, Interviewee E3 remarked that a service staff occasionally have another flight 

to handle on time. It may cause the exhibition of manipulative tactics. Therefore, 

workload balance should also be considered. 

“…the ethical trait training may help [to enhance COSE]. But 

perhaps airline staff have good morals actually, so they exhibit in that way. I think 

they may try to avoid telling the truth, such as charging extra fees, because they are 

considerate or do not want to charge that passenger. I think, the airline does not 

provide the tools or never teaches them the appropriate sentence that can be said and 

not urge passengers to feel that the airline is greedy…Our staff should be equipped 

with this manner along with searching for ethical individuals…We recently started to 

train them about how to deal with passengers in the service training courses. At the 

first stage, we provide this training to the senior cabin crew and team leaders first by 

embedding in some topics such as being empathic to customers. Even when we have 

to charge customers some money, we have to tell them with empathy. (Interviewee E4) 
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Tips and Implementation 

 Organize joint outing activities for employees from various related functions and 

create informal learning and sharing activities 

 Increase the engagement of top-level management to spend more time (formal and 

informal time) with service employees  

 Delegate some authorities to employees (empowerment) and allow flexibility 

 Communicate with employees repeatedly and consistently 

 Arrange the actual case-based training as a mock-up session or a workshop 

 Clarify the service style of service employees that matches the airline’s DNA 

together with significant traits before the selection process 

 Examine the complaint rates and issues to identify the negative issues relating to  

 the personality trait of service employees and fix them 

 Promote the awareness of job responsibility to service employees 

 Provide negotiation skill training to learn how to make proper conversation 

 Provide additional tools for employees to handle the situation properly 

Additional Information 

 Emphasize happiness of employees in addition to job satisfaction 

 Provide career planning and opportunity for employees to up-skill or re-skill 

 Empower senior employees (supervisors) to cope with severe incidents 

 Thai AirAsia pays much attention to the internal branding and internal services to 

their employees to create a positive climate for service as well as happiness at work. 

 Tie in the corporate DNA in training and communication to boost up the service 

atmosphere and encourage service employees to perform in the right direction 

Caution 

 Activities for building customer-orientation should be implemented in the same 

direction, based on the same purpose and theme. 

 HR policies and actions for employee engagement cannot be stereotyped. Individual 

generation of employees should be considered. 

 Employee empowerment in airline service may have some restrictions due to the 

regulations and rules. 

 Rules and regulations may cause deceptive behaviors and manipulative tactics  

 

Figure 7.4  Summary of Interview Data Concerning COSE Derived from Interview 

Question 2 
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7.6.3 Strategy to Enhance the True Passenger Loyalty  

This section further explains the significant statements derived from interview 

question 3. 

This study proposed that LCAs should seek any approaches to enhance the 

behavioral loyalty first because this aspect was assessed as lower than attitudinal 

loyalty. LCAs are recommended to develop LCA service employees’ competence to 

depict the quality of service delivery to passengers through any channels and media. 

By doing that, passengers’ perceptions toward the COSE could be leveraged. Most 

interviewees agreed with the proposed actions to enhance true passenger loyalty. 

However, some actions derived from interviews were shared, and some events 

complied with the proposed actions and literature reviews.  

The interviews illustrated that some LCAs in Thailand are still trapped in the 

price competition. Some LCAs exempt the charge on loading baggage for the 

promotion of passengers. They also re-segmented the fare structures to be more 

competitive and to lower the ticket price to attract new groups of customers. Thus, 

unsurprisingly, Thai passengers remained sensitive to price.  

However, this study intended to enhance passenger behavioral loyalty. 

Passengers’ willingness to pay must be prioritized. Even though the willingness to 

pay a price premium by LCA passengers is difficult to evoke but as seen from the 

interview, most LCAs deal with this issue by differentiating their services and 

products. Thus, individual LCAs must identify what target customers really value.   

 “This is important [to identify customer value]. We cannot just focus on the 

fare. Nowadays, many airlines try to think differently and add some extra products or 

services, to convince passengers to feel their worthiness...Our selling point is unique 

services. According to the feedback, the other strong points are the more spacious 

cabin and comfortable seats…So, we developed a membership program called ‘Nok 

Fan Club’… to reward our customers with privileges such as extra baggage 

allowance, point redemptions, and upgrading to premium seats.” (Interviewee E3) 

 The statement above was another example indicating that LCAs employ the 

concept of Customer Relations Management (CRM) to enhance the passengers’ 

behavioral loyalty. Moreover, interviewee E3 stated that his airline established the 
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research department, which is responsible for creating ancillary revenue and 

identifying the needs of customers. 

 Interviewee E4 confirmed that LCAs should emphasize services rather than 

low fares.   

“I think, eventually, fare price can’t be used forever. We often see that our 

fares are not the cheapest ones. Currently, Thai do not only choose a product based 

on the price. They buy a product that matches themselves and can satisfy them. I think 

if we can provide a good and unique services that impress them and they can’t find 

this impression from anywhere else, they will decide to travel with us” (Interviewee 4) 

He further suggested that the airline can also focus on the less price sensitive 

customers such as corporate customers and public servants. Price constraint does not 

affect their purchase decisions. They may select the airline that they want to travel 

with. Customers may have many choices, but they will choose the airline that they 

like and offers the services, where they are familiar with the branding or the 

environment as evidenced by the case below. 

“Therefore, I think that creating top-of-mind brand awareness is very 

important which is considered as a customer value. This should be done rather than 

adding those stuff. Because adding that kind of value will increase the price and may 

spoil the concept of low-cost airlines.” (Interviewee E4) 

Tips and Implementation 

 Collaborate with the research department or function concerned to identify  

the specific needs and confirm those needs to clarify understanding 

 Seek unique services that impress target customers  

Additional Information 

 Create top-of-mind brand awareness in customers’ minds  

Caution 

 Differentiating products/services may increase the price and spoil the concept of 

LCAs. 

 

Figure 7.5  Summary of Interview Data Concerning True Passenger Loyalty Derived  

                   from Interview Question 3 
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7.6.4 Strategy to Enhance Passengers’ Perceived COSE  

The significant statements derived from interview question 4 are presented 

below. 

The empirical results shown in Chapter 6 indicated that LCA passengers could 

perceive the overall COSE lower than the degree that LCA service employees 

perceived. The draft strategy proposed that LCAs should focus on factors affecting 

both levels of COSE. To enhance passengers’ perceptions toward firm-level COSE, 

several airline selected attributes, and some dimensions of the overall service quality 

that should be emphasized. For individual-level COSE, LCAs should encourage 

service employees to have person-to-person interaction skills and be able to perform 

in customer-oriented manners.  

   7.6.4.1  Responsiveness toward the Airline Selection Attributes and  

                                     Overall Service Quality 

Airport experience (ground service and facility), service quality, and 

safety of the airline constitute attributes that should be enhanced because they affected 

firm-level COSE. Moreover, Servicescape is the dimension of overall service quality 

that needs to be emphasized. As noted earlier, the airport experience requires more 

attention because it received the lowest rank comparing with other significant factors 

similar to the Servicescape. All interviewees strongly agreed on this issue.  

“I agreed with responding to the ground services of LCAs. According 

to passengers’ perceptions toward LCA services, ground services at the airport are 

more important than in-flight services.” (Interviewee E1) 

“…many passengers choose an airline because they want to transit at 

that airport. For example, many passengers choose Singapore Airline because transit 

in Changi Airport offers a good experience. They [Changi Airport] have done very 

well. Other LCAs can also learn from what AirAsia is trying to do now for 

passengers” (Interviewee E2) 

“We [AirAsia] surveyed the customers’ satisfaction and their intention 

to recommend. The survey results showed that airline ground operations and ground 

services affect 70 percent of passengers’ experience…” (Interviewee E4) 
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Interviewee E2 suggested that management should consider design and 

introduce the wow factors that can make customers feel the unexpected attention to 

details. Then, customers will receive the extra and unique airport experience, apart 

from routine, that intends to impress them.  

This was in line with the efforts of Thai AirAsia to increase the 

passengers’ airport experience. 

“We are trying to do something that goes the extra mile for increasing 

customer engagement… Having eye contact, saying thank you, using some words to 

engage them more, such as see you soon, are a simple effort that our staff can do. We 

found that these small actions can create an impact…We probably have a new 

gimmick to impress our customers. For instance, we may use the pink inked pen to 

draw the heart shape on the boarding pass instead of drawing a circle shape to 

inform the gate number to passenger.” (Interviewee E4)  

In addition, interviewee E3 noted that the airport experience could be 

affected by the physical building with limited space especially Terminal 1 of the  

Don Mueang Airport. This terminal is used for international flights. The congestion is 

also caused by introducing the services of long haul LCAs. These LCAs typically use 

larger aircraft containing 300 to 400 passengers per flight. Unlike the domestic 

terminal (Terminal 2) which has less problems because they are more spacious. 

“The congestion affects passengers’ emotions as well. Passengers 

usually do not notice the limited space of the physical environment of the airport, they 

will assume that the airline service is very slow. The additional check-in process, 

required by immigration can delay our check-in process and cause 

overcrowding...However, I am sure that Nok Air rarely has this problem because we 

have done well in managing the check-in area. The airport authority praises us that 

we are the only airline that has less overflow in the waiting lines at the check-in 

area.” (Interviewee E3) 

  In addition, interview E3 stated that it involves traffic management and 

providing alternatives to check-in for passengers to reduce congestion at the check-in 
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area. Many passengers now turn to use alternative services such as mobile check-in or 

web check-in. Nok Air has also separated the check-in counters for passengers 

without baggage from the traditional counters to speed up the waiting line.   

Thai AirAsia also managed the check-in area to speed up services. 

“Ground services involve the area that we are now focusing on to 

make it better. We arrange the check-in rows by zoning them that can shorten the 

queues. Besides that, the airline has done many innovations to make customers feel 

more comfortable in the ways that LCAs can do. We cannot invest more money and 

workforce to open more counters, but we added self-service check-in kiosks. In some 

countries, passengers can drop checked baggage by themselves. For Thailand, we 

still need staff to help to load baggage for passengers. This is not 100 percent yet.” 

(Interviewee E4) 

   7.6.4.2  Service Employees’ Person-to-Person Interaction 

Interviewee E3 prioritized this factor. He argued that nowadays, most 

airlines focus more on equipment and technology for facilitating passengers. 

However, he believed that Thai passengers’ behaviors still required service staff to 

look after them in many processes. 

“Nok Air emphasizes this point. Accordingly, we don’t have the [self-

service] kiosk because Thai people mostly are not ready for this yet. Even AirAsia 

installed kiosks, but passengers still need check-in staff anyway. Sometimes, it turns 

out to disssatisfy passengers when you force them to use the kiosk machines. It will be 

another problem.” 

According to the results from the passenger survey, LCAs should 

emphasize the social skills of employees. Interviewee E2 suggested that a LCA 

should train its employees to realize more about the service quality especially 

demonstrating empathy. However, it remains another challenge for a LCA to 

encourage its employees to demonstrate empathy concerning a short and rushed flight. 

He also added up that LCAs must consider the quality of their interactions with 

customers at every stage of service. 
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“Service doesn’t begin at the airport, but it begins because a 

passenger books a seat or at the contact points like Facebook or the messaging 

application.” (Interviewee E2) 

  Other actions concerning these issues were regarded to develop service 

employees’ C.O.S. Hence, the suggestions are identical as presented in section 

7.5.2.2. 

   7.6.4.3  Customer-Oriented Behaviors 

This study proposed that LCA service employees should provide 

personalized services to LCA passengers such as remembering and addressing 

passengers by name during service encounters. However, several interviewees said 

that it would be relatively difficult for LCAs to do so due to the large number of 

passengers per flight.  

  “With 180 passengers on a flight, it may be too difficult for staff to 

address passengers by their names.” (Interviewee E1) 

  “Knowing individual names of customers can’t be done at Don 

Mueang Airport due to high numbers of flights per day. However, the staff in 

provincial airports do that regularly…We can do that with our privileged customers 

as well by addressing their names and remembering their preferred seats. The CRM 

system helps us to recognize this information.” (Interviewee E3) 

  Besides that, the need to read customers is another customer-oriented 

behavior that LCA passengers prioritized. Some interviewees stated that airlines 

already focus on this issue.  

  “Some techniques of anticipating customers’ needs are put in our 

training courses already. It is the requirement…” (Interviewee E4)  

  “Nok Air already has this topic [reading customers’ needs] in our 

training courses. It is included in the service excellence brush-up course that every 

service staff has to attend” (Interviewee E3) 
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7.6.4.4  Degree of Firm-Level COSE  

The comparative analysis showed that passengers could not fully 

perceive the LCAs’ effort of being customer-oriented. The draft strategy proposed 

that LCAs should apply the services advertised and PR strategies to match with 

impalpability such as case history episodes and stimulate positive interest in products 

or services using various channels. All interviewees agreed on this action, and some 

had comments on these issues in the same direction.  

“LCAs can pick up some cases and communicate about what has been 

done for passengers through their social media. It is an approach to communicate 

with passengers which allow them to perceive the efforts of the airline better. It is all 

about ‘seen and be seen.’ While one passenger had a good experience with the 

airline, others may not know what our staff have done.” (Interviewee E1) 

“… The proportion of LCA service staff and full-service airlines’ staff 

are different. When our services don’t match passengers’ perceptions, passengers 

may perceive that we have fewer efforts than full-service airlines. In fact, we have 

tried to go the extra mile to increase engagement and stimulate passengers’ positive 

feelings to our services. We believe that higher engagement can make them perceive 

and see our efforts. Previously, we may have followed the basic requirement too much 

due to a huge workload. But we try to encourage our staff to engage passengers more 

and more even by simple efforts…” (Interviewee E4) 

   7.6.4.5  Degree of Individual-Level COSE  

The deceptive behavior of service employees was perceived by 

passengers and rating as a relatively low. The gap between passengers’ and 

employees’ perceptions on this issue was large. Several interviewees suggested some 

processes to reduce this negative action which was in line with the proposed actions.  

“We have to cultivate skills by arranging additional courses to train 

our staff about how to deal with passengers. They should know how to give an 

indirect answer because sometimes we can’t speak the truth. Being circuitous may 

give the happy result.” (Interviewee E3) 
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 “LCAs should consider including some components of the 

SERVQUAL model in their training which are empathy, accuracy, reliability, and 

responsiveness of its staff. Then our staff will be able to demonstrate the sympathy, 

and the ability to solve problems [to passengers]. Consequently, they can feel 

positively toward the service staff.” (Interviewee E2) 

Apart from specific training arrangement, this study also proposed that 

the recruitment and selection process should be improved. Identifying the moral and 

ethical traits of applicants should be performed. The comments of interviewees 

concerning these issues are also presented in section 7.5.2.5 to reduce duplication. 

 

Tips and Implementation 

 Create customers’ delight by adding the WOW factors (do the unexpected) 

regarding the airport service experience 

 Manage the check-in area to reduce long waiting lines by separating the baggage 

drop counters for online check-in passengers (zoning)  

 Provide a variety of check-in options such as self-service kiosks and baggage drops 

 Focus on developing empathy among the service employees to increase social skill 

 Use CRM technology to enable service employees to recognize basic customer 

profiles to provide personalized services especially for high-value customers 

 Provide additional training concerning how to deal with passengers and how to 

instruct passengers properly 

Additional Information 

 Engage customers by encouraging service employees to express a friendly manner 

and make special efforts to impress customers  

 High customer engagement allows customers to perceive the efforts of being 

customer-oriented 

Caution 

 Balance passenger experience and technology because the excessive use of self-

service technology may dissatisfy Thai passengers.  

 Consider the quality of interactions with customers in every service touch point 

 

Figure 7.6  Summary of Interview Data Concerning Passengers’ Perception toward  

                   the COSE Derived from Interview Question 4 
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7.6.5 Overall Strategies  

The statements derived from interview question 5 are presented below. 

Apart from the process of recruitment and training, two interviewees 

suggested that the output feedback should be included in the overall strategies to close 

the loop. The feedback loop enables the management and its service employees to 

adjust its actions and performance.  

“There should be channels for employees to know the feedback about 

themselves. The staff and the company itself can learn from the feedback and realize 

their performance. This is still missing.” (Interviewee E1) 

“I think that it can be the loop as a learning phase like a cycle. What we have 

learned can be fed back to the recruitment and training processes. Suppose that staff 

went on the job after being trained and found some gaps. This information can be 

useful and utilized to reconsider recruitment or training processes.” (Interviewee E2) 

 Interestingly, Interviewees E4 and E5 suggested that LCAs should emphasize 

the happiness of employees. An interviewee stated that Thai AirAsia strives to satisfy 

its staff to create a positive working environment to enable the performance of service 

employees. It cannot be built by mere training, but must be penetrated by building the 

organizational culture. Hence, the organizational culture is important and should be 

added to the strategies (Interviewee E1, personal information, November 2, 2018) 

“I think this strategy covers the HRD and HRM perspectives. However, I 

believe that work-life balance does not exist in the hospitality business because time 

never becomes stable. Even the life of the office workers, who work 5 days with 2 days 

off, will not be balanced. What executives here want to happen is ‘work-life 

happiness.’ What should we do to make the happiness of professional close to 

personal life? So, we create the concept of living together as a family…Everyone can 

be whatever she wants, work in the way that they want. Even cabin crew can do it. 

You only have to follow the grooming requirement, Service Standard Operating 

Procedure, and safety standards. You can do it your own way to make customers 

satisfied. You should be able to live your own life in the workplace.” (Interviewee E4) 
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 “The company must have clear core values. At Thai AirAsia, for example, we 

have clear internal branding with DNA… We can have fun with our own styles, but 

we also respect each other. (Interviewee E5) 

 

Tips and Implementation 

 The overall strategy should include the output feedback to close the loop 

 Provide feedback to service employees about their performances especially 

customer-oriented manners 

 Encourage service employees to provide feedback to the function concerned and top 

management  

Additional Information 

 LCAs should prioritize employee happiness to create a good environment  

 Support the work-life happiness of service employees 

Caution 

 Providing training alone may not be able to enhance service employees’ 

performance. Building the organizational culture cannot be neglected. 

 

Figure 7.7  Summary of Interview Data Concerning the Overall Strategies Derived  

                   from Interview Question 5 

 

7.7  The Final Strategies for LCAs in Thailand 

The overall strategies were verified by experts as presented in the previous 

section. To summarize, additional tips, implementation, and information were 

suggested. None of the proposed action items was concluded to be removed, but only 

some cautions were stated. Accordingly, these valuable comments and suggestions 

were integrated in the draft strategies for LCAs’ related functions to use as guidelines 

and apply for implementation.  

The relative functional activities consisted of recruitment and selection, 

training and HR development, HR management, and service management and support 

units. Figure 7.7 presents the final strategies to enhance the true loyalty of airline 

passengers and employees through customer-oriented service employees. 
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Figure 7.8  Final Strategies for Related Functional Activities

Management and Support Units 

•  build a less formalized organizational structure 

•  provide tools/guidelines before launching policies 

•  executives to spend more time with employees 

•  maintain service quality and reputation of safety 

•  communicate to employees regularly 

•  provide adequate information to employees  

 using various channels for studying before   

 working 

Service Management & Marketing  

•  re-organize the service area to reduce waiting  

 time, improve flow, and provide convenient  

 facilities as passengers' needs   

•  conduct customer surveys by measuring technical  

 skills, social skills, and motivation of employees 

•  learn the needs of target customers more deeply  

 by gathering customer insights and design  

 products/services to match those needs  

•  provide the WOW factors to passengers 

•  adopt personalized service concepts 

•  revise service practices, procedures, and service  

 behaviors as customer expected 

•  apply a service communication strategy to   

 deliver tangible messages about airlines' 

 customer-orientation to target passengers 

•  create top-of-mind awareness in customers' minds 

•  conduct internal branding 

 

Strategy for  
Organizational Support Units 
and Service Management 

•  design/arrange activities or courses to 

   1) cultivate a sense of belonging  

       that matching the corporate DNA 

   2) build awareness of job responsibility 

       and own tasks and roles 

   3) increase related skills  

        - social skills as customer 

          expectation 

        - professional skills (communication,  

             negotiation, interpersonal, customer  

             handling, and problem-solving skills) 
   5) surpass empathy and ability to  

       pampering of employees 

   6) create positive attitudes in  

       service delivery   

   7) coach team-leading skills to 

        supervisor (team leader)  

   8) arrange actual case-based workshop 

•  provide specific knowledge or  

 techniques about how to read, to observe   

 passengers, and respond to customers’   

 questions promptly and appropriately 

•  organize joint outing activities of 

 employees from various relating    

 functions and provide informal learning   

 activities and experience sharing  

 Organizational Socialization  

•  implement socialization to allow 

 employees to realize the goals and  

 directions 

•  define the scope of decision-making  

 authority for employees especially 

 senior level and encourage them to feel  

 more authorized including flexibility 

•  promote sense of team work to employees  

•  promote the organizational family culture 

 HR Planning and Job Design 

•  use job design approach to motivate and  

 satisfy employees 

•  consider the long term employment 

 Motivation and Welfare  

•  improve monetary and non-monetary  

 reward and recognition programs for  

 customer-oriented employees  

•  focus on the work-life happiness by    

 providing internal service and job   

 consultation 

•  improve positive workplace environment 

Performance Appraisal 

•  conduct behavior-based evaluation 

•  include personality test in annual  

 evaluation to ensure the consistency  

 of customer-oriented behaviors 

 

 

Human Resource Management 

Strategy 

Service Employee Training 

and Development Strategy 

•  analyze the complaint data to   

 identify the employees' traits   

 that cause complaints 

•  determine criteria for employee 

 selection process including  

   - attentiveness 

   - customer-oriented behaviors  
      (need to pamper customer,  

       need for a personal relationship,  

       need to deliver good services,  
       and need to read customer) 

•  conduct pre-screening and  

 personal interviews  

•  identify moral and ethical traits 

•  include personality test during  

 the recruitment and the  

 selection process to seek  

 enthusiastic, agreeable,  

 conscientious, and disciplined  

 individuals 

•  consider selecting candidates    

 with specific traits that  

 match the corporate DNA 

Service Employee 

Recruitment and Selection 

Strategy 

Monitor, Review, and Feedback 
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7.8  Limitation of the Study and Suggestions for Further Study 

 

Despite the face this study demonstrated several contributions as discussed in 

the previous section,  some limitations still existed. 

Firstly, collecting data in this study from LCA passengers at the airport was 

complicated. For passenger surveys, data were collected mostly at the departure hall 

and the airport canteens. Some respondents had limited time to complete the 

questionnaires which possibly affected the accuracy of data.  Also, some departing 

passengers had to recall their memories of previous flights. Collecting data at the 

arrival hall also had a limitation Many arrival passengers were unwilling to answer 

the questions. Thus, any future studies should be well-designed to fit with the noted 

time constraints and avoid questions that would involve recall bias. 

Secondly, collecting data from some LCAs’ employees involved some 

difficulty because one of the targeted LCAs would not cooperate to distribute the 

questionnaires to their service employees. Consequently, the employee survey took 

longer than expected. Distributing the questionnaires to service employees at the 

airport was even more challenging due to their hastiness. Hence, this study 

recommends using an online survey tool to collect data from service employees. 

Thirdly, only a small number of service employees from provincial stations 

could contribute their data to the restricted time and cost. Future research should 

examine the degree of COSE of employees at small and medium stations. They may 

demonstrate different customer-oriented behaviors, especially person-to-person 

interaction.  

Fourthly, this study concentrated only on the domestic flights of LCAs within 

Thailand. The results may differ concerning international flights. Thus, this study 

would suggest any future studies to consider conducting research including data 

concerning international flights. Examining employees’ and passengers’ perceptions 

of another LCA business model such as long haul LCAs should be considered. 

Furthermore, this study did not focus on the distinction of routes which also may have 

affect the results. Thus, replicating this study by considering routes and flight hours is 

recommended to expand the understanding of passengers’ and employees’ 

perceptions toward COSE. 
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Lastly, comparing the differences between the perceptions of both passengers 

and employees was one of the research objectives. Many factors were included to 

examine both perspectives. Hence, using the Structural Equation Modeling technique 

(SEM) as a quantitative data analysis method involved time constraints. Future studies 

can apply the SEM or other techniques to determine whether a certain model of 

individual perspectives is valid. 

 

7.9  Conclusion 

This study adopted the mixed research methods to accomplish four research 

objectives. The whole picture of this study demonstrated the relationship between two 

notions of COSE and true loyalty. The empirical results were able to confirm the 

significant relationship between the perceptions toward COSE at the firm and 

individual levels and true loyalty. For better understanding, this study also examined 

the perceptions of service employees and customers of LCAs in Thailand by 

integrating the empirical results derived from the quantitative method to propose the 

draft strategies. Then the qualitative research method was involved in verifying 

strategies. Additional information, comments, and suggestions were included to 

validate the final strategies as presented in Figure 7.8.  

This section intends to summarize the research outcomes of this study. The 

significant results were presented according to the research objectives.  

 

7.9.1 Perceptions of COSE and True Employee Loyalty 

According to the employee survey, a positive relationship between the COSE 

and true employee loyalty was found, indicating that LCA service employees in 

Thailand had a high degree of firm-level COSE (cultivated by their airline) similar to 

individual-level COSE (the maximum degree was interpreted as ‘very high’ in this 

study). However, when individual LCAs were considered, service employees of 

airline A had the highest degree of firm-level COSE followed closely by airline B. 

Service employees of airline B had the highest degree of individual-level COSE, 

followed closely by airline B while airline C had the lowest degree of both levels of 

COSE rated at a relatively high degree. 
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As shown in the comparison analyses, LCA passengers could not perceive the 

customer-oriented behaviors of LCA service employees as high as the LCA 

employees assessed themselves. Hence, some issues can be leveraged especially the 

employees’ expression of negative actions (discussed in Chapter 4) to enhance the 

degree of COSE and true loyalty.  

Moreover, the overall true loyalty of LCA service employees was relatively 

high. The attitudinal loyalty was slightly lower than behavioral loyalty. When 

employees of each LCAs were considered, employees of airline A had a higher degree 

of true loyalty than airlines B and C.  

To gain a higher competitive advantage, some issues can be emphasized to 

enhance the degree of COSE and true loyalty of service employees. According to 

inferential statistical analyses, related functions of individual LCAs should take part 

in conducting the process of the socialization by intending to enhance the 

organizational commitment of their service employees, create a climate for services 

throughout the firm, and encourage employees to understand the motivational 

direction better.  

At the individual level, concerning functions, HRD and HRM in particular, 

should play important roles to developing their service employees’ skills and 

behaviors involving person-to-person interactions. The specific aspects involve 

enhancing the motivation to serve, social skills, and technical skills of service 

employees. HRM is recommended to recruit and select the candidates who are likely 

to be customer-oriented by identifying the personality traits, e.g., those demonstrating 

the need for activity, agreeability, conscientiousness, and open-mindedness to new 

experience. 

As noted, this study was able to confirm that both firm-level and individual-

level COSE significantly influenced true employee loyalty. 

 

7.9.2 The Perceptions of COSE and True Passenger Loyalty 

The results derived from passenger survey demonstrated a positive 

relationship existed between COSE and true passenger loyalty. This study also 

revealed that, as a whole, LCA passengers were loyal to airlines at a relatively high 

degree (the maximum degree was interpreted as ‘very high’ in this study). Airline B 
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passengers seemed to demonstrate a higher degree of loyal to the airline than that of 

passengers of airlines C and A, respectively. 

Moreover, LCA passenger perceived overall firm-level COSE (cultivated by 

their airline) at a relatively high degree. Also, the overall individual-level COSE was 

rated at a relatively high degree. Nevertheless, when individual LCAs were 

considered, passengers of airline B exhibited the highest degree of COSE at both 

levels followed closely by airlines A and C.  

To gain a higher competitive advantage, this study suggested that LCAs in 

Thailand should develop perceptions concerning the COSE of their target customers 

as well as enhancing their true loyalty. 

According to the results, several aspects could be improved. Firstly, 

passengers emphasized the ground service and airport facilities, service quality, and 

safety of the airline. By improving these passenger experiences, LCA passengers 

would be likely to perceive the efforts of being a customer-oriented airline. Besides 

that, enhancing service areas and tangibles including the service performance of 

employees should be prioritized because these aspects reflect firm-level COSE of the 

airline, too.  

At the individual level, service employee should be equipped with several 

competencies including social skills, feeling authorized for decision-making, 

motivation, and technical skills. These factors are necessary to interact with individual 

customers (person-to-person interaction). Function concerns should also involve 

recruiting individuals demonstrating specific needs and training them to be able to 

express customer-oriented manners among their customers. These manners include 

pampering customers, having the need for a personal relationship, striving to deliver 

services, reading customers’ body languages as well as listening closely to their 

desires.  

Likewise, the empirical result was able to confirm a positive relationship 

between the COSE and true passenger loyalty. 

 

7.9.3 Differences between Employees’ and Passengers’ Perceived COSE 

The quantitative results from employee and passenger surveys were further 

compared to understand the actual performances of LCAs in Thailand and their 
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employees regarding being customer-oriented. The comparative analysis revealed that 

LCA passengers perceived overall performance regarding firm-level COSE lower 

than the degree that LCA service employees assessed their airlines. The result also 

indicated that passengers did not perceive employees to be as customer-oriented as 

employees perceived themselves to be.  

 By considering these details, some issues should be addressed, at least to level 

up the perceptions of passengers together with developing the competencies of 

employees involving in service delivery.  

 This study contributes that LCAs in Thailand might not able to understand 

their passengers sufficiently in terms of providing products or services to match their 

needs. The result also pointed out that LCAs need more effort to depict that 

satisfaction and needs of customers are a priority.  

 At the individual level, the deceptive behaviors of service employees revealed 

the largest gap because this negative action was assessed by both samples to be much 

lower than the average score. Thus, LCAs in Thailand should find ways to deal with 

such behaviors. However, some experts mentioned that the rules and regulations of air 

travel might cause the expression of being deceptive and using manipulative tactics. 

Accordingly, support from the management level or relating functions to provide the 

tools and training would be useful to improve this aspect.  

 

7.9.4 Appropriate Strategies  

The main research objective was to formulate the strategies to enhance true 

loyalty of airline passengers and employees through customer-oriented service 

employees. Accordingly, all significant results from the quantitative data analysis and 

discussion (see Chapters 4, 5, and 6) were integrated to determine the most 

appropriate actions and formulate draft strategies, respectively. 

The action items were categorized in four main groups, based on relating 

functions. The relating functional activities consisted of the recruitment and selection 

process, training and development, human resource management, and organizational 

support units and service management.  

Subsequently, the qualitative method was employed to validate the draft 

strategies. Five experts (scholars and airline executives) were invited to verify the 
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strategies by conducting personal interviews. Additional information, comments, and 

suggestions derived from personal interviews were then integrated to complete these 

strategies. It could be concluded that the final strategies, displayed in Figure 7.8, are 

suitable to be used, at least, in the LCA business to create customers’ perceived 

service value as well as business competitiveness and sustainability.  
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APPENDIX A.1: 

  QUESTIONNAIRE FOR LCA SERVICE EMPLOYEE  

(THAI VERSION) 

แบบสอบถามงานวิจัยเรื่อง “กลยุทธ์การยกระดับความภักดีที่จริงแท้ของผู้โดยสารและพนักงานสายการบินผ่านแนวคิด
การมุ่งเน้นลูกค้าของพนักงานบริการ: การศึกษาในธุรกิจสายการบินต้นทุนต่่าในประเทศไทย” 

 
ค่าชี้แจง: 

แบบสอบถามน้ีเป็นส่วนหน่ึงของการศึกษาของนายเอกรัตน์ สุวรรณกูล นักศึกษาระดับปริญญาเอก หลักสูตร
ปรัชญาดุษฎีบัณฑิต (การจัดการการท่องเท่ียวแบบบูรณาการ) คณะการจัดการการท่องเท่ียว สถาบันบัณฑิตพัฒนบริหาร
ศาสตร์ โดยมีวัตถุประสงค์เพื่อศึกษาถึงการมีความมุ่งเน้นลูกค้าและความภักดีท่ีจริงแท้ของพนักงานบริการในธุรกิจสายการ
บินต้นทุนต่่าของไทย โดยแบบสอบถามแบ่งออกเป็น 5 ส่วน รวม 4 หน้า 
 ผู้วิจัยขอความอนุเคราะห์จากท่านได้กรุณาตอบแบบสอบถาม เพื่อให้ได้ข้อมูลท่ีเป็นประโยชน์ในการศึกษาวิจัย 
และผลการศึกษาท่ีได้จะน่าไปต่อยอดทางด้านวิชาการ รวมถึงเสนอต่อหน่วยงานท่ีเกี่ยวข้องต่อไป 
 

ส่วนที่ 1 ข้อมูลส่วนบุคคล 

ค่าชี้แจง  โปรดท่าเครื่องหมาย  ลงในช่อง  หน้าข้อความท่ีท่านต้องการเลือกตามความเป็นจริงเพียง 1 ข้อ 
1)  เพศ     1.  ชาย    2.  หญิง 
2)  ช่วงอายุ 

   1.  ต่่ากว่า 20 ปี     2.  ระหว่าง 20-30 ปี     3.  ระหว่าง 31-40 ปี 
    4.  ระหว่าง 41-50 ปี     5.  ระหว่าง 51-60 ปี      6.  มากกว่า 60 ปี 
3)  สถานภาพสมรส 
   1.  โสด     2.  สมรส / อยู่ด้วยกัน    3.  หม้าย / หย่าร้าง 
4)  ระดับการศึกษา 
   1.  ต่่ากว่าปริญญาตรี    2.  ปริญญาตรี     3.  สูงกว่าปริญญาตรี 
5)  สายการบินท่ีท่านสังกัด 
   1.  Thai AirAsia    2.  Nok Air     3.  Thai Lion Air 
6)  ต่าแหน่งงาน 
   1.  เจ้าหน้าท่ีบริการผู้โดยสารภาคพื้น   2.  เจ้าหน้าท่ีบริการผู้โดยสารบนอากาศยาน   
   3.  อื่นๆ (โปรดระบุ)……………………………. (อาทิ เจ้าหน้าท่ีจ่าหน่ายบัตรโดยสาร / เจ้าหน้าท่ีติดตามสัมภาระ) 
7)  ระดับบทบาทหน้าท่ีการปฏิบัติงาน (แบ่งตามล่าดับความรับผิดชอบ)   

   1.  ระดับปฏิบัติการ   2.  ระดับหัวหน้างาน   3.  อื่นๆ (โปรดระบุ)…………………………… 
8)  อายุงาน / ประสบการณ์ท่างานจนถึงปัจจุบันกับสายการบินท่ีท่านสังกัด     

……………… ปี ………………. เดือน (โปรดระบุ) 
9)   รายรับรวมเฉลี่ยต่อเดือน 
   1.  น้อยกว่า 10,000 บาท    2.  10,001-30,000 บาท   3.  30,001-50,000 บาท 
   4.  50,001-70,000 บาท    5.  70,001-90,000 บาท   6.  มากกว่า 90,000 บาท 
10)  ประเภทของการจ้างงาน 

  1.  แบบจ้างงานจากภายนอก (Outsource)     2.  แบบมีสัญญาจ้าง ระบุระยะเวลา (Contract)   
  3.  แบบประจ่าจนถึงเกษียณอายุ (Permanent)   4.  อื่น ๆ (โปรดระบุ) ……………………….…………… 
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ค่าชี้แจง (ส่าหรับส่วนที่ 2- 5):  
โปรดท่าเครื่องหมาย  ลงในช่อง “ระดับความเห็นด้วย” ของท่านที่มีต่อข้อค่าถามแต่ละข้อ โดยเลือกระดับความเห็นด้วยที่ท่านเห็นว่า
ตรงกับความคิดเห็นของท่านมากที่สุดเพียงระดับเดียว โดยเกณฑ์การพิจารณาเป็นดังนี้  

7  = เห็นด้วยมากที่สุด 6  =  เห็นด้วยมาก  5  =  ค่อนข้างเห็นด้วยมาก 4  =  เห็นด้วยปานกลาง
  3  = ค่อนขา้งเห็นด้วยน้อย 2  =  เห็นดว้ยนอ้ย และ  1  =  เห็นด้วยน้อยที่สุด 

ส่วนที่ 2  การประเมินการสง่เสริมการมีความมุ่งเน้นลูกค้าขององค์กร ตามการรับรูข้องพนักงานบริการในองค์กร 

ข้อค่าถาม 
ระดับความเห็นด้วย 

7 6 5 4 3 2 1 
2.1  บรรยากาศภายในองค์กรท่ีเอื้อต่อการให้บริการ  
1) พนักงานในองค์กรเน้นรักษามาตรฐานในการให้บริการ        
2) พนักงานในองค์กรให้ความส่าคัญกับการส่งมอบบริการท่ีดีให้แก่ผู้โดยสาร        
3) สมาชิกในองค์กรมักจะชื่นชมพนักงานท่ีสามารถบริการลูกค้าได้เป็นเลิศ        
4) พนักงานในองค์กรมุ่งเน้นให้ความส่าคัญกับผู้โดยสารเป็นอันดับแรก        
5) พนักงานในองค์กรมีความตั้งใจท่ีจะเข้าใจความต้องการของผู้โดยสาร        
6) พนักงานในองค์กรเน้นการท่างานเป็นทีมเพื่อให้ผู้โดยสารได้รับประสบการณ์ท่ีดีท่ีสุด        

2.2  ทิศทางการท่างานและความพยายามท่ีมาจากแรงจูงใจ  
7) พนักงานทุกคนมีเป้าหมายและทิศทางการท่างานไปในแนวทางเดียวกัน        
8) พนักงานในองค์กรแห่งน้ีมุ่งมั่นและทุ่มเทเพื่อให้องค์กรบรรลุเป้าหมาย        
9) พนักงานในองค์กรน้ีเน้นปฏิบัติงานให้สัมฤทธิ์ตามหน้าท่ีของตน        

10)  พนักงานในองค์กรให้ความส่าคัญกับการวางแผนและบริหารเวลาในการท่างาน        
2.3  ความผูกพันกับองค์กรของพนักงานบริการ  
11) พนักงานในองค์กรน้ี ยินดีท่างานอย่างเต็มท่ีเพื่อองค์กร        
12) พนักงานทุกคนเชื่อว่าตนเองเป็นกลไกส่าคัญท่ีจะท่าให้องค์กรเติบโตได้        
13) พนักงานต่างเห็นว่าพนักงานแต่ละคนเป็นส่วนหน่ึงท่ีต้องมีรับผิดชอบต่อองค์กร        
14) พนักงานในองค์กรปรารถนาท่ีจะท่างานอยู่กับองค์กรต่อไปในระยะยาว        

ข้อค่าถามเกี่ยวกับความเห็นด้วยของท่าน 
ต่อการมีความมุ่งเน้นลูกค้าขององค์กร ตามการรับรู้ของพนักงานบริการ 

ระดับความเห็นด้วย 
7 6 5 4 3 2 1 

1) สายการบินน่าความต้องการของลูกค้ามาเป็นโจทย์ในการออกแบบผลิตภัณฑ์และการ
บริการ 

       

2) สายการบินตัดสินใจในเรื่องต่าง ๆ โดยค่านึงถึงคุณค่าท่ีผู้โดยสารได้รับเป็นอันดับแรก        
3) พนักงานบริการของสายการบินน้ี ได้รับการฝึกอบรมมาเป็นอย่างดี มีความเป็นมืออาชีพ 

และให้ความส่าคัญกับลูกค้า 
       

4) สายการบินประเมินผลการปฏิบัติงานโดยอิงกับความพึงพอใจของผู้โดยสาร        

ส่วนที่ 3  การประเมินตนเองเกี่ยวกับการมีความมุ่งเน้นลูกค้าของพนักงานบริการ ตามการรับรู้ของท่าน 

ข้อค่าถาม 
ระดับความเห็นด้วย 

7 6 5 4 3 2 1 
3.1  ทักษะเฉพาะทางของพนักงานระหว่างการปฏิสัมพันธ์กับลูกค้า  
1) ท่านมีความรู้และทักษะเฉพาะในการสร้างความประทับใจกับลูกค้าเป็นรายบุคคล        
2) ท่านเป็นผู้มีความช่านาญในการเข้าใจถึงความต้องการของลูกค้า        
3) ท่านเป็นพนักงานท่ีสามารถให้บริการและปฏิสัมพันธ์กับลูกค้าแบบรายบุคคล        
4) ท่านสามารถใช้ทักษะในการตอบสนองความต้องการของลูกค้าได้เป็นอย่างดี        
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ข้อค่าถาม 
ระดับความเห็นด้วย 

7 6 5 4 3 2 1 
3.2  ทักษะเชิงสังคมของพนักงานในการให้บริการ   
5) ท่านมีทักษะที่ดีในการเข้าสังคม โดยเฉพาะการปฏิสัมพันธ์กับลูกค้า        
6) ท่านสังเกต มองเห็นและเข้าใจสิ่งท่ีลูกค้าต้องการ         
7) ท่านรับรู้ได้ถึงความรู้สึก อารมณ์ และความคิดของลูกค้า        
8) ท่านรู้วิธีการในการดูแลและให้บริการลูกค้าได้เป็นอย่างดี        

3.3  แรงจูงใจในการให้บริการของพนักงาน  
9) ท่านให้ความส่าคัญกับการบริการและดูแลลูกค้าของท่านก่อนเป็นล่าดับแรก        

10) เป้าหมายของท่านคือการท่าให้ลูกค้ารู้สึกพึงพอใจกับการให้บริการของท่าน        
11) ท่านรู้สึกภาคภูมิใจกับผลท่ีได้รับจากการให้บริการท่ีดีแก่ลูกค้า เช่น ลูกค้ามีความสุข 

ลูกค้าประทับใจ หรือได้รับค่าชมหรือรางวัลตอบแทน เป็นต้น 
       

12) ท่านกระตือรือร้นท่ีจะท่าให้ลูกค้าได้รับการตอบสนองตามความต้องการให้มากที่สุด        
3.4  การมีอิสระในการตัดสินใจเกี่ยวกับการให้บริการของพนักงาน  
13) ท่านสามารถตัดสินใจให้บริการแก่ลูกค้า นอกเหนือจากขั้นตอนการบริการปกติ หรือ

ตัดสินใจปรับเปลี่ยนบริการ เพื่อให้ลูกค้าประทับและพึงพอใจมากขึ้น 
       

14) หากเกิดปัญหาระหว่างการบริการ ท่านกล้าท่ีจะใช้ทักษะความสามารถของตน เพื่อ
ตอบสนองความต้องการและแก้ไขปัญหาให้แก่ลูกค้าได้ทันการณ์ 

       

15) เมื่อเกิดปัญหาระหว่างให้บริการ ท่านสามารถตัดสินใจแก้ปัญหาน้ันได้ทันที          
16) กรณีท่ีลูกค้าร้องเรียน หรือมีข้อเรียกร้องเล็กๆ น้อยๆ ท่านสามารถตัดสินใจเลือกวิธีท่ี

แก้ไขปัญหา หรือท่าให้ลูกค้าประทับใจได้ด้วยตนเอง 
       

ส่วนที่ 4  การประเมินลักษณะบุคลิกภาพพื้นฐานของพนักงานบริการ ตามการรับรู้ของตนเอง  

ข้อค่าถาม 
ระดับของความเห็นด้วย 

7 6 5 4 3 2 1 
4.1 ความกล้าแสดงออก / การเข้าสังคม  
1) รู้สึกขวนเขิน ประหม่า เมื่อต้องมีการแสดงออกต่อหน้าคนหมู่มาก (reversed scale)        
2) เป็นคนพูดน้อย หรือมักอยู่เงียบๆ เมื่อต้องอยู่กับผู้อื่น (reversed scale)        
3) เป็นคนขี้กลัวคนอื่น หรือคนแปลกหน้า(reversed scale)        
4) ชอบพบปะผู้คน        

4.2  ความมั่นคงทางอารมณ์  
5) เป็นคนท่ีหงุดหงิดง่าย (reversed scale)        
6) เป็นคนใจร้อน หุนหันพลันแล่น เมื่อเทียบกับคนอื่น (reversed scale)        
7) มีความอิจฉา ขี้ระแวงผู้อื่น (reversed scale)        
8) อารมณ์มักขึ้น ๆ ลง ๆ (reversed scale)        

4.3  การยอมรับผู้อื่น เห็นใจผู้อื่น  
9) เป็นคนใส่ใจ เอาใจใส่ผู้อื่น        

10) เป็นคนท่ีมีความอ่อนโยนต่อผู้อื่น        
11) มักเห็นอกเห็นใจผู้อื่น         
12) มีความเมตตา กรุณา หรือเป็นคนใจดี         
13) เป็นคนท่ีพร้อมให้ความร่วมมือกับเรื่องใดๆ        
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ข้อค่าถาม 
ระดับความเห็นด้วย 

7 6 5 4 3 2 1 
4.4  รู้หน้าท่ี ความรอบคอบ ละเอียดถี่ถ้วน  
14) มีความรับผิดชอบ เข้าท่างานตรงเวลา        
15) เป็นคนท่ีท่างานด้วยความรอบคอบ        
16) เป็นคนใส่ใจในรายละเอียดในสิ่งท่ีท่า        
17) ชอบวางแผน จัดระเบียบการท่างาน        
4.5  การเปิดใจกว้างต่อสิ่งใหม่ / มีความคิดสร้างสรรค์  
18) เป็นคนท่ีมีความคิดสร้างสรรค์ในระดับสูง เจ้าความคิด มีจินตนาการ        
19) ชื่นชอบต่อความคิดสร้างสรรค์        
20) ชอบท่ีจะหาทางแก้ปัญหาด้วยวิธี หรือรูปแบบใหม่        
21) มักเป็นผู้บุกเบิก เริ่มต้นท่าอะไรใหม่ๆ เมื่อเทียบกับคนอื่น        
4.6  ความกระตือรือร้น และชอบท่ากิจกรรม  
22) เป็นคนชอบท่ากิจกรรม ไม่ชอบอยู่กับท่ี         
23) เป็นคนกระตือรือร้นกับสิ่งท่ีต้องรับผิดชอบ        
24) รู้สึกอึดอัด หากงานท่ีท่ายังไม่แล้วเสร็จหรือยังไม่ดีพอ        
25) เป็นคนคล่องแคล่ว ชอบท่ีจะท่างานให้แล้วเสร็จโดยเร็ว        

 

การประเมินการมีความมุ่งเน้นลูกค้าของพนักงานบริการในระดับบุคคล 
ตามการรับรู้ของพนักงาน  

ระดับของความเห็นด้วย 
7 6 5 4 3 2 1 

1) พนักงานบริการพยายามช่วยเหลือลูกค้าอย่างเต็มท่ี เพื่อให้ลูกค้าได้รับส่ิงท่ีดีท่ีสุด        
2) พนักงานมักสอบถามและพูดคุยกับลูกค้า เพื่อค้นหาหรือให้ทราบถึงความต้องการของลูกค้า        
3) พนักงานน่าเสนอผลิตภัณฑ์หรือให้บริการท่ีสนองตอบความต้องการของลูกค้าและท่าให้

ลูกค้าพอใจ 
       

4) พนักงานให้ข้อมูลกับลูกค้าเกีย่วกับการเดินทางและการบริการของสายการบินได้อย่างถูกต้อง
แม่นย่ามากที่สุดเท่าที่พนกังานบริการจะท่าได ้

       

5) พนักงานบริการมกับอกว่าดา่เนินการในสิ่งที่ลูกค้าร้องขอให้ไม่ได้ ทั้งที่สามารถท่าได้  (reverse scale)        
6) พนักงานบริการมกัพยายามแจ้งหรือบอกกล่าวกับลูกค้าด้วยการอธิบายและให้ขอ้มูล มากกวา่ใช้

วิธีบังคับกดดัน เมื่อต้องการให้ลูกค้าปฏบิัติตามบางอยา่ง 
       

ส่วนที่ 5  การประเมินความภักดีที่จริงแท้ต่อองค์กรของพนักงานบริการ 
 

ข้อค่าถาม 
ระดับของความเห็นด้วย 

7 6 5 4 3 2 1 
1) หลายครั้งท่ีท่านคิดจะลางาน โดยไม่มีเหตุจ่าเป็น (reversed scale)        
2) ท่านมีความตั้งใจจริงท่ีจะท่างานกับองค์กรน้ีต่อไปเรื่อยๆ         
3) ท่านยินดีปฏิบัติงานเพิ่มขึ้นจากเดิม หากสามารถช่วยสร้างประโยชน์แก่องค์กรได้        
4) หากได้รับมอบหมายงานท่ีต้องรับผิดชอบเพิ่มขึ้น ท่านพร้อมและยินดีท่ีจะปฏิบัติ        
5) ท่านรู้สึกว่าท่านเป็นส่วนหน่ึงที่ส่าคัญขององค์กรแห่งน้ี        
6) ท่านแก้ต่างให้องค์กร เมื่อเพื่อนร่วมงานวิพากษ์วิจารณ์องค์กรในแง่ลบ        
7) ท่านแก้ต่างให้องค์กร เมื่อบุคคลภายนอกวิพากษ์วิจารณ์องค์กรในแง่ลบ        
8) ท่านบอกกล่าวกับบุคคลภายนอกเกี่ยวกับการท่างานกับองค์กรในแง่บวก        
9) ท่านมักบ่น/ต่อว่าเกี่ยวกับการเปล่ียนแปลงที่เกิดขึ้นในองค์กรให้ผู้อื่นฟัง (reversed scale)        

10) ท่านแสดงออกถึงความภาคภูมิใจท่ีได้เป็นตัวแทนหรือพนักงานขององค์กรนี้        
11) ท่านส่งเสริม/ประชาสัมพันธ์ให้ผู้อื่นมาใช้บริการองค์กรของท่านอย่างกระตือรือร้น        

สิ้นสุดแบบสอบถาม “ขอบคุณท่านเป็นอย่างสูงที่กรุณาสละเวลาในการตอบแบบสอบถาม” 
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APPENDIX A.2: 

  QUESTIONNAIRE FOR LCA SERVICE EMPLOYEE  

(ENGLISH VERSION) 

RESEARCH QUESTIONNAIRE 
Topic: “Strategy for Enhancing the True Loyalty of Airline Passengers and Employees 

through Customer-Oriented Service Employees: A Study of a Low-Cost Airline Business in 
Thailand” 

This questionnaire is conducted by Mr. Ekkarat Suwannakul as a part of a Ph.D. 
dissertation in Integrated Tourism Management, The Graduate School of Tourism Management, 
National Institute of Development Administration (NIDA). The objectives of this study were to 
examine the customer orientation and true loyalty of low-cost airlines’ service employees in 
Thailand. The four-page questionnaire is divided into 5 main parts.  

The researcher would like to ask for your participation in completing this questionnaire. 
The research findings will be further utilized in academic work and presented to related 
institutions. All responses will be treated confidentially and purely used for research purposes. 
Part 1:   Personal Information 

Explanation:  Please put a check mark () in the box ( ) that corresponds to your answer. 
1)  Gender    1.  Male    2.  Female 
2)  Age 

   1.  Below 20 years old    2.  20 - 30 years old     3.  31 - 40 years old 
   4.  41 - 50 years old    5.  51-60 years old     6.  Over 60 years old 

3)  Marital Status 
  1.  Single    2.  Married / Domestic Partner    3.  Widowed / Divorced 

4)  Level of Education 
        1.  Below Bachelor’s degree   2.  Bachelor’s Degree or equivalent   3.  Above Bachelor’s  
5)  Which airline are you working with?  
        1.  Thai AirAsia        2.  Nok Air        3.  Thai Lion Air 
6)  Job title 
        1.  Ground Passenger Service Agent   2.  Cabin Crew  
        3.  Other (Please Specify) ……………………….. (such as reservation agent / lost & found service agent) 

7)  Job Role (Classified by Responsibility)   
         1.  Operation level   2.  Chief / Supervisor  3.  Other  (Please Specify) ……………… 

8)  Years of Service with the Current Airline Employer  ……………… Years ………………. Months (Please Specify) 

9)   Average Monthly Income 
  1.  Less than 10,000 THB   2.  10,001-30,000 THB    3.  30,001-50,000 THB 
  4.  50,001-70,000 THB   5.  70,001-90,000 THB    6.  More than 90,000 THB 

10)  Type of Employment 
  1.  Outsourcing      2.  Contract with a specified employment period of time 
  3.  Permanent    4.  Other (Please Specify) ……………………….…………… 
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 Explanation (for part 2- 5):  
Please put a check mark () in the space that corresponds to the level of “your agreement” with 
each statement. Please choose only one level that best represents your opinion about each 
statement. The numbers 1-7 indicate the different levels of your agreement: 
  7  =  strongly high/totally agree    6 =  high/mostly agree      5  = relatively high/somewhat agree  
  4  =  moderate/neutral                3  =  relatively low/somewhat disagree  
  2  =  low              1  =  strongly low/totally disagree 

Part 2:  Perception of Employee toward the Airline’s Effort in Enhancing Customer Orientation  

Questions 
Level of your 
agreement 

7 6 5 4 3 2 1 
2.1  Organizational Climate for Services 
1) Employees in this airline emphasize consistent service performance.        
2) Employees in this airline are committed to delivering great services to 

passengers. 
       

3) Employees in this airline admire employees who offer excellent services.        
4) Employees in this airline give first priority to their passengers.        
5) Employees in this airline aim to understand the needs of passengers.        
6) All employees work as a team to provide the best experience to 

passengers. 
       

2.2  Motivational Direction of Employee  
7) Every employee has common goals and work in the same direction to 

achieve them. 
       

8) Employees dedicate themselves to leading the airline to achieve the 
goals. 

       

9) Employees aim to fulfill their assigned duties effectively.        
10) Employees in this airline prioritize their work and manage their time well.        
2.3  Organizational Commitment  
11) Employees in this airline are willing to work hard for the organization.        
12) Every employee believes that he/she is a key driver in the airline’s growth.        
13) Employees in this airline commonly agree that each employee must take 

responsibility for the organization. 
       

14) Employees aim to maintain statuses of long term airline’s membership.        
 

Please assess customer orientation of your airline according to  
your perception. 

Level of your 
agreement 

7 6 5 4 3 2 1 
1) The airline considers customers’ needs when designing its products and 

services. 
       

2) The airline makes its customers’ needs its first priority when solving  
problems. 

       

3) The airline trains its employees to be professional and customer-oriented.        
4) The airline evaluates its performance, based on customer satisfaction.        
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Part 3:  Self-Assessment on Customer Orientation of Employee According to Your Perception. 

Questions 
Level of your 
agreement 

7 6 5 4 3 2 1 
3.1  Technical Skills in Interacting with Customers. 
1) You have the knowledge and specific skills in impressing individual 

customers. 
       

2) You are proficient at understanding customer needs.        
3) You are capable of serving and interacting with an individual customer.        
4) You are able to use your skills to respond to customer needs 

effectively. 
       

3.2  Social Skills  
5) You are skillful in socializing, particularly with customers.        
6) You typically observe, discern, and understand what customers want        
7) You recognize customers’ feelings, emotions, and thoughts.        
8) You know how to take care of and service customers very well.        

3.3  Motivation to Serve Customers 
9) Serving and looking after customers is your first priority.        

10) Your goal is making customers satisfied with your service.        
11) You are proud of the outcomes (such as praises or rewards from happy 

and satisfied customers) when providing good services to your 
customers. 

       

12) You are eager to respond to customers’ needs as possible.        
3.4  Decision-Making Authority 
13) You are allowed to make an independent decision on service issues not 

stated in the service procedures or to adjust services to satisfy customers. 
       

14) When any problems arise during service provision, you are keen to use 
your skills to respond to customers’ needs and solve problems. 

       

15) When any problems arise during service provision, you can handle and 
solve problems promptly. 

       

16) When a customer complaints or requests for something, you are able to 
find a way by yourself to solve problems or satisfy him/her. 

       

Part 4:  Self-Assessment on Personality Traits of Service Employee According to Your perception 
 

Questions 
Level of your 
agreement 

7 6 5 4 3 2 1 
4.1 Extrovert / Sociability 
1) Feel bashful when expressing yourself in front of people. (reversed scale)        
2) Quiet when with others. (reversed scale)        
3) Dislike or be afraid of being with other people or strangers. (reversed scale)        
4) Like to meet people / sociable.        
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Questions 
Level of your 
agreement 

7 6 5 4 3 2 1 
4.2  Emotional Stability 
5) More Moody more than others. (reversed scale)        
6) More temperamental/testy than others. (reversed scale)        
7) Envious/skeptical. (reversed scale)        
8) Emotions go way up and down. (reversed scale)        

4.3  Agreeability or general warmth of feelings toward other 
9) Caring / attentive        

10) Tender-hearted        
11) Sympathetic         
12) Merciful or kind to others.        
13) Ready to cooperate with others.        
4.4  Conscientiousness 
14) Responsible / clock in at work on time.        
15) Discreet.        
16) Pay attention to details        
17) Organized at work/love planning        
4.5  Openness to experience / Creativity 
18) Highly creative and imaginative.        
19) Favor creativity.        
20) Find novel solutions/methods.        
21) Take more initiatives than others.        
4.6  Enthusiasm and Need for activity 
22) Like doing any activities / have a hard time keeping still        
23) Enthusiastic about your responsibility        
24) Feel uncomfortable if you have not finished your tasks or your 

performance is not up to par. 
       

25) Extremely active/keen to complete the tasks as quickly as possible.        

Please assess customer orientation of service employee  
according to your perception.  

Level of your 
agreement 

7 6 5 4 3 2 1 
1) The employees try their best to provide the best services to their 

customers. 
       

2) The employees usually make conversation with customers to inquire 
about their customers’ needs. 

       

3) The employees offer products or services that will satisfy customers' needs.        
4) The employees provide accurate flight information and airline services.        
5) The employees inform customers that they cannot perform certain things 

when in fact they probably can. (reversed scale) 
       

6) The employees provide explanations and avoid putting pressure on their 
customers when they want their customers to follow their orders or to 
do something. 
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 Part 5:  Self-Assessment Regarding True Employee Loyalty toward the Firm. 
 

Questions 
Level of your 
agreement 

7 6 5 4 3 2 1 
1) You often plan to leave or be absent from work without legitimate 

reasons. (reversed scale) 
       

2) You plan to continue working for this organization.        
3) You are willing to perform extra work for the sake of this organization.        
4) You are willing to take up more responsibilities if assigned.        
5) You feel that you are a part of this organization.        
6) You defend the organization when other employees criticize it.        
7) You defend the organization when other people outside the 

organization criticize it. 
       

8) You speak positively about the aspects of your work in this organization 
to others (outside the company). 

       

9) You often publicly complain about changes in the organization. (reversed scale)        
10) You have pride in representing the organization or being an employee 

of this organization. 
       

11) You actively promote and encourage others to use the services of your 
organization. 

       

 
 

The end of this questionnaire. Thank you very much for your time. 
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APPENDIX A.3: 

  QUESTIONNAIRE FOR LCA PASSENGERS  

(THAI VERSION) 

แบบสอบถามงานวจิัยเร่ือง “กลยุทธ์การยกระดับความภักดีท่ีจริงแท้ของผู้โดยสารและพนักงานสายการบินผ่าน
แนวคิดการมุ่งเน้นลูกค้าของพนกังานบริการ: การศึกษาในธุรกิจสายการบินต้นทุนต่่าในประเทศไทย” 

 
ค่าชี้แจง: 

แบบสอบถามนี้เป็นส่วนหนึ่งของการศึกษาของนายเอกรัตน์ สุวรรณกูล นักศึกษาระดับปริญญาเอก 
หลักสูตรปรัชญาดุษฎีบัณฑิต (การจัดการการท่องเที่ยวแบบบูรณาการ) คณะการจัดการการท่องเที่ยว สถาบัน
บัณฑิตพัฒนบริหารศาสตร์ โดยมีวัตถุประสงค์เพื่อศึกษาถึงการมีความมุ่งเน้นลูกค้าของพนักงานบริการในธุรกิจสาย
การบินต้นทุนต่่าของไทยและระดับของความภักดีที่จริงแท้ของผู้โดยสารที่มีต่อสายการบิน โดยแบบสอบถามแบ่ง
ออกเป็น 4 ส่วน รวม 4 หน้า 
 ผู้วิจัยขอความอนุเคราะห์จากท่านได้กรุณาตอบแบบสอบถาม เพื่อให้ได้ข้อมูลที่เป็นประโยชน์ในการ
ศึกษาวิจัย และผลการศึกษาท่ีได้จะน่าไปต่อยอดทางด้านวิชาการ รวมถึงเสนอต่อหน่วยงานที่เกี่ยวข้องต่อไป 

ส่วนที่ 1: ข้อมูลส่วนบุคคล และพฤติกรรมการใช้บริการ 

ค่าชี้แจง  โปรดท่าเครื่องหมาย  ลงในช่อง  หน้าข้อความที่ท่านต้องการเลือกตามความเป็นจริงเพียง 1 ข้อ 
1)  เพศ     1.  ชาย    2.  หญิง 
2)  ช่วงอาย ุ

   1.  ต่่ากว่า 20 ปี    2.  ระหว่าง 20-30 ปี     3.  ระหว่าง 31-40 ปี 
    4.  ระหว่าง 41-50 ปี    5.  ระหว่าง 51-60 ปี      6.  มากกว่า 60 ปี 
3)  สถานภาพสมรส 

  1.  โสด     2.  สมรส / อยู่ด้วยกัน    3.  หม้าย / หย่าร้าง 
4)  ระดับการศึกษา 

  1.  ต่่ากว่าปริญญาตร ี   2.  ปริญญาตร ี    3.  สูงกว่าปริญญาตร ี
5)  อาชีพ 

   1.  ค้าขาย/ธุรกิจส่วนตัว      2.  พนักงานบริษัท     3.  รับราชการ 
   4.  พนักงานรัฐวิสาหกิจ      5.  พนักงานอ่ืน ๆ ของรัฐ    6.  นักเรียน/นักศึกษา 
   7.  วิชาชีพเฉพาะ/อาชีพอิสระ    8.  แม่บ้าน      9.  อื่นๆ (โปรดระบุ)………… 

6)   ระดับรายได้รวมเฉลีย่ต่อเดือน 
  1.  น้อยกว่า 10,000 บาท   2.  10,001-30,000 บาท    3.  30,001-50,000 บาท 
  4.  50,001-70,000 บาท   5.  70,001-90,000 บาท    6.  มากกว่า 90,000 บาท 

7)  ในช่วง 1 ปีที่ผ่านมา ท่านเดินทางด้วยสายการบินต้นทุนต่่ามาแล้วเป็นกี่ครั้ง 
  1.  ไม่ได้ใช้บริการเลย    2.  1 ครั้ง    3.  2-4 ครั้ง      
  4.  5-7 ครั้ง         5.  8-10 ครั้ง       6.  มากกว่า 10 ครั้ง 

8)  สายการบินต้นทุนต่่าทีม่ักเลือกใช้บริการในเส้นทางบินภายในประเทศเป็นประจา่มากที่สดุ (เลือกเพียง 1 ข้อ) 
  1.  ไทยแอร์เอเชีย     2.  นกแอร์       3.  ไทยไลอ้อนแอร์    
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9)  วัตถุประสงค์หลักในการเดินทางด้วยสายการบินต้นทุนต่า่ (เลือกตอบเพียง 1 ข้อ) 
        1.  ท่างาน/ติดต่อธุรกิจ   2.  ท่องเที่ยวพักผ่อน       3.  เยี่ยมญาติ/เพื่อน  
        4.  ปฏิบัติราชการ    5.  ประชุม/สมัมนา/อบรม   6.  ทัศนศึกษา/เรียน  
        7.  อื่นๆ (โปรดระบุ)………………………….. 
10)  โดยทั่วไป ผู้ที่ตัดสินใจเลือกสายการบินต้นทุนต่่าในการเดินทางให้แก่ท่านมากท่ีสุด คือ (เลือกตอบเพียง 1 ข้อ) 

  1.  ตัวเอง          2.  ครอบครัว/ญาต ิ                3.  เพื่อน/แฟน  
  4.  เลขานุการ/บริษัท       5.  ตัวแทนจ่าหน่ายบัตรโดยสาร   6.  อื่นๆ (โปรดระบุ)………………… 

11)  ช่องทางการส่ารองที่น่ังผ่านท่ีท่านนิยมใช้มากที่สุด (เลือกตอบเพียง 1 ข้อ) 
  1.  ตัวแทนจ่าหน่าย         2.  เคาเตอร์ของสายการบิน        3.  เว็บไซต์ของสายการบนิ 

        4.  เว็บไซต์อื่นท่ีไม่ใช่สายการบิน    5.  แอปพลิเคชั่นของสายการบิน     6.  คอลล์เซน็เตอรส์ายการบิน   
  7.  อื่นๆ (โปรดระบุ)……………………………………………………………………………………………………... 

12)  ลักษณะการเป็นสมาชิกโปรแกรมสะสมคะแนนกับสายการบินตน้ทุนต่่าของท่าน  
  1.  เป็นสมาชิกกับสายการบินที่เดินทางเป็นประจ่าเท่านั้น (ข้อ 8)    2.  เป็นสมาชิกอยู่มากกว่า 1 สายการบิน 
  3.  เป็นสมาชิกกับสายการบินต้นทุนต่่ารายอื่น            4.  ไม่ได้สมัครสมาชิกฯ กับสายการบินใด 

ค่าชี้แจง (ส่าหรับส่วนที่ 2- 4):  
โปรดท่าเครื่องหมาย  ลงในช่อง “ระดับการรับรู้” หรือ “ระดับความเห็นด้วย” ของท่านที่มีต่อข้อค่าถามแต่ละข้อ
เกี่ยวกับสายการบินที่ท่านเลือกใช้บริการเป็นประจ า (ค าตอบของท่านในส่วนที่ 1 ข้อที่ 8)  โดยเลือกระดับที่ท่าน
เห็นว่าตรงกับความคิดเห็นของท่านมากที่สุดเพียงระดับเดียว ซึ่งพิจารณาระดับการรับรู้และความเห็นด้วยได้ดังนี้  
   7  หมายถึง  มากที่สุด 6  หมายถึง  มาก 5  หมายถึง  ค่อนข้างมาก 4  หมายถึง  ปานกลาง 
   3  หมายถึง  ค่อนข้างน้อย 2  หมายถึง  น้อย และ 1  หมายถึง  น้อยที่สุด  

ส่วนที่ 2  ประเมินการมีความมุ่งเน้นลกูค้าโดยกระบวนการของสายการบินที่ใช้บริการเป็นประจ่า ตามการรับรู้  

ข้อค่าถาม  
เกี่ยวกับสายการบินที่ท่านเลือกใช้บริการเป็นประจ่า 

ระดับการรับรู้ 
7 6 5 4 3 2 1 

2.1  การตอบสนองต่อคุณลักษณะที่ผู้โดยสารใช้เลือกสายการบิน  
1) ราคาค่าโดยสารของสายการบินนี้ ประหยดัและมีความเหมาะสม        
2) การด่าเนินงานของสายการบินนี้มคีุณภาพ ท่าให้ท่านเชื่อมั่นและไว้วางใจท่ีเลือกใช้

บริการ 
       

3) สายการบินน้ีมีภาพลักษณ์ และชือ่เสียงท่ีดี         
4) สายการบินน้ีให้ความส่าคัญกับความปลอดภัยของผู้โดยสารและการปฏิบัติการบิน        
5) เส้นทางบินและตารางการบินสอดคล้องกับความต้องการของท่าน        
6) การส่ารองที่น่ัง และการเลือกใช้บริการเสรมิของสายการบิน ท่าได้ง่ายและสะดวก        
7) มีโปรแกรมสะสมคะแนนใหส้มัคร และสิทธิพิเศษต่าง ๆ ที่น่าสนใจมอบให้แก่สมาชิก        
8) ท่านพึงพอใจกับผลิตภณัฑ์และการบริการบนเครื่องบิน        
9) การบริการภาคพื้นรวดเร็ว และมสีิ่งอ่านวยความสะดวกที่ด ี        

10) โปรโมชั่น/สื่อโฆษณา/การประชาสัมพันธ์น่าดึงดดูใจ         
2.2  ประสิทธิภาพโดยรวมของพนักงานบริการ (ท้ังภาคพื้นและบนเครื่องบิน)  
11) พนักงานบริการสนใจและความใสใ่จต่อความต้องการของท่าน        
12) พนักงานบริการสามารถตอบค่าถามเกี่ยวกับข้อสงสยัของท่านได้        
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ข้อค่าถาม  
เกี่ยวกับสายการบินที่ท่านเลือกใช้บริการเป็นประจ่า 

ระดับการรับรู้ 
7 6 5 4 3 2 1 

13) พนักงานพยายามและมุ่งมั่นแก้ปญัหาให้ท่าน เมื่อเกดิข้อขัดข้องระหว่างใช้บริการ        
14) การปฏิบัติงานของพนักงานเป็นไปตามที่ท่านคาดหวังไว ้        
15) พนักงานบริการปฏิบตัิงานได้คล่องแคล่วและมีความเป็นมืออาชีพ        
2.3  คุณภาพของผลิตภัณฑ ์
16) เครื่องบินของสายการบินนี้อยู่ในสภาพดีและพร้อมใช้งาน         
17) ภายในห้องโดยสาร สะอาด อยู่ในสภาพดีและพร้อมใช้งาน        
18) เก้าอี้โดยสาร อยู่ในสภาพดี สะอาดและนั่งสบาย         
19) ห้องน้่าบนเครื่องบินสะอาด มีสุขอนามัย และอยู่ในสภาพพร้อมใช้งาน        
2.4 คุณภาพของภูมิทัศน์บริการในภาพรวม  
20) พื้นที่รอรับบริการส่วนภาคพื้นมีสภาพแวดล้อม/บรรยากาศท่ีดี ไม่แออัดวุ่นวาน

จนเกินไป 
       

21) ภายในห้องโดยสารมีสภาพแวดล้อม/บรรยากาศสบายตา ผ่อนคลาย ไม่มืดหรือไม่
สว่างจนเกินไป  

       

22) ป้ายและสัญลักษณต์่างๆ บรเิวณเคาเตอรเ์ช็คอิน ชัดเจนและเข้าใจได้ง่าย        
23) ป้ายและสัญลักษณต์่างๆ ภายในหอ้งโดยสาร ชัดเจนและเข้าใจได้ง่าย        

 

ประเมินการมีความมุ่งเนน้ลูกค้าโดยกระบวนการของสายการบินทีใ่ช้บริการ 
เป็นประจ่า ตามการรับรู้ของผู้โดยสาร 

ระดับการรับรู้ 
7 6 5 4 3 2 1 

1) สายการบินน่าความต้องการของลกูค้ามาเป็นโจทย์ในการออกแบบผลิตภณัฑ์และ
การบริการ 

       

2) สายการบินตัดสินใจในเรื่องต่าง ๆ โดยค่านึงถึงคุณค่าทีผู่้โดยสารได้รบัเป็นอันดับแรก        
3) พนักงานบริการของสายการบินนี้ ได้รับการฝึกอบรมมาเป็นอย่างดี มีความเป็นมือ

อาชีพ และให้ความส่าคญักับลูกคา้ 
       

4) สายการบินประเมินผลการปฏิบตังิานโดยอิงกับความพึงพอใจของผู้โดยสาร        

ส่วนที่ 3  การประเมินการมีความมุ่งเน้นลูกค้าของพนักงานบริการสายการบินที่ท่านใช้บริการเป็นประจ่า  
 

ข้อค่าถามเกี่ยวกับพนกังานบริการของสายการบินที่ท่านเลือกใชบ้ริการเป็นประจ่า 
ตามการรับรู้ของผู้โดยสาร 

ระดับการรับรู้ 
7 6 5 4 3 2 1 

3.1  ทักษะเฉพาะทางของพนักงานของสายการบินระหว่างการปฏิสมัพันธ์กับลูกค้า  
1) พนักงานมีความรู้/ทักษะเฉพาะในการสร้างความประทับให้กับลูกค้าในระดับสูง        
2) พนักงานมีความช่านาญในการเข้าใจถึงความต้องการของลูกค้า        
3) พนักงานมีคุณสมบัติเหมาะสมและมีความสามารถในการให้บริการกับลูกค้าเป็น

รายบุคคล 
       

4) พนักงานสามารถตอบสนองลูกค้าได้ทันที โดยไมต่้องสอบถามผู้อื่นหรือหาข้อมูล
ก่อน 

       

3.2  ทักษะเชิงสังคมของพนักงานในการให้บริการ  
5) พนักงานมีทักษะที่ดีในการปฏสิัมพันธ์ผู้โดยสาร        
6) พนักงานสังเกต มองเห็นและเข้าใจสิ่งที่ท่านต้องการ         
7) พนักงานสามารถรับรู้และเข้าใจถึงความรูส้ึก อารมณ์ และความคิดของท่าน        
8) พนักงานรู้วิธีการในการดูแลและให้บริการลูกค้าได้เป็นอยา่งดี        
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ข้อค่าถามเกี่ยวกับพนกังานบริการของสายการบินที่ท่านเลือกใชบ้ริการเป็นประจ่า 
ตามการรับรู้ของผู้โดยสาร 

ระดับการรับรู้ 
7 6 5 4 3 2 1 

3.3  แรงจูงใจในการให้บริการของพนักงานบริการของสายการบิน  
9) พนักงานให้ความส่าคัญกับการบรกิารและดูแลผู้โดยสารเป็นล่าดบัแรก        

10) พนักงานมุ่งมั่นท่ีจะดูแลใส่ใจผู้โดยสาร เพื่อให้ผูโ้ดยสารพึงพอใจ        
11) พนักงานพยายามอย่างดีที่สดุทุกครั้ง เพื่อให้บริการและตอบสนองความต้องการ

ของท่าน 
       

12) พนักงานกระตือรือร้นและมุ่งมั่นเพื่อตอบสนองลูกค้าให้ได้มากท่ีสุด        
3.4  การมีอิสระในการตัดสินใจเกีย่วกับการให้บริการของพนักงาน  
13) พนักงานสามารถปรับเปลี่ยนบริการ หรือแก้ไขเหตุการณเ์ฉพาะหนา้ได้ เพื่อให้

ผู้โดยสารประทับและพึงพอใจมากขึ้น  
       

14) เมื่อเกิดปญัหาระหว่างการบริการ พนักงานใช้ทักษะและความสามารถของตนเอง 
เพื่อตอบสนองความต้องการและแก้ไขปัญหาให้แก่ท่านได้ทันการณ์โดยไมล่ังเล 

       

15) เมื่อเกิดปญัหาระหว่างการบริการ หรือผู้โดยสารมีข้อเรียกร้องเล็กๆ น้อยๆ พนักงาน
สามารถตัดสินใจแก้ปัญหานั้น หรอืเลือกวิธีที่ท่าให้ผู้โดยสารประทับได้ด้วยตนเอง  

       

3.5  ความต้องการของพนักงานท่ีจะเอาใจลูกคา้  
16) พนักงานดูแลเอาใจใส่ท่านเป็นอยา่งดีระหว่างท่ีใช้บริการ        
17) พนักงานมุ่งมั่นตอบสนองต่อความต้องการของท่านอย่างเต็มที ่        
18) พนักงานให้ความส่าคัญกับข้อร้องเรียนหรือปัญหาของลูกคา้        
3.6  ความต้องการของพนักงานท่ีจะเข้าใจลูกคา้ 
19) พนักงานพยายามคาดเดาความคิดของท่าน เพื่อให้ทราบถึงสิ่งที่ท่านต้องการ        
20) พนักงานมักทราบถึงสิ่งที่ท่านอยากจะไดห้รือต้องการทราบ โดยที่ท่านไม่ต้องร้อง

ขอหรือเอ่ยปากสอบถาม 
       

21) พนักงานสามารถเข้าใจได้ถึงความต้องการของท่าน        
22) พนักงานมักสังเกตเพื่อเข้าใจในอากัปกิริยาท่านและให้บริการได้สอดคล้องตามที่

ท่านต้องการ 
       

3.7  ความต้องการที่จะน่าส่งบริการ  
23) พนักงานสามารถให้บริการที่ท่านรอ้งขอได้ตรงตามความต้องการ        
24) พนักงานปฏิบัติงานให้ส่าเร็จลลุ่วงได้อย่างมืออาชีพ        
25) พนักงานมีความมั่นใจในการท่าหน้าท่ีของตน        
26) พนักงานท่าให้ท่านรู้สึกอุ่นใจ และรู้สึกสะดวกสบายเมื่อได้ใช้บริการ        
3.8  ความต้องการที่จะสร้างสัมพนัธ์แบบส่วนบุคคลกับลูกค้า  
27) พนักงานมีมนุษยสัมพันธ์ที่ดีและมไีมตรีจิตต่อผู้โดยสาร        
28) พนักงานมีความเป็นกันเอง สามารถให้บริการลูกค้าแตล่ะคนไดเ้ป็นอย่างดี        
29) พนักงานสอบถามช่ือหรือจดจ่าท่านได้ รู้จักและเรียกช่ือของท่านได้ถกูต้องระหว่าง

ให้บริการ 
       

30) พนักงานบริการแสดงถึงความใส่ใจในตัวลูกค้า เสมือนบุคคลใกล้ชิด        
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การประเมินการมีความมุ่งเน้นลกูค้าของพนักงานบริการในระดับบุคคล 
ตามการรับรู้ของผู้โดยสาร  

ระดับการรับรู้ 
7 6 5 4 3 2 1 

1) พนักงานบริการพยายามช่วยเหลอืลูกค้าอย่างเตม็ที่ เพื่อให้ลูกค้าไดร้ับสิ่งที่ดีท่ีสดุ         
2) พนักงานมักสอบถามและพูดคุยกบัลูกค้า เพื่อค้นหาหรือให้ทราบถึงความต้องการ

ของลูกค้า 
       

3) พนักงานบริการน่าเสนอผลิตภณัฑห์รือให้บริการทีส่นองตอบความตอ้งการของ
ลูกค้าและท่าให้ลูกค้าพึงพอใจ 

       

4) พนักงานให้ข้อมูลกับลูกค้าเกีย่วกับการเดินทางและการบริการของสายการบินได้
อย่างถูกต้องแม่นย่ามากที่สดุเท่าที่พนักงานบริการจะท่าได ้

       

5) พนักงานบริการมักบอกว่าด่าเนินการในสิ่งที่ลูกค้าร้องขอให้ไม่ได้ ทั้งที่สามารถท่าได้ 
(reversed scale)  

       

6) พนักงานมักพยายามแจ้งหรือบอกกล่าวกับลูกค้าด้วยการอธิบายและให้ข้อมูล 
มากกว่าใช้วิธีบังคับกดดัน เมื่อต้องการให้ลูกค้าปฏบิัติตามบางอย่าง 

       

ส่วนที่ 4  การประเมินความภักดีที่จริงแท้ต่อสายการบินที่ท่านใช้บริการเป็นประจ่า (ที่ท่านเลือกไว้ในส่วนที่ 1 ข้อ 8) 
 

ข้อค่าถาม  
ระดับของความเห็นด้วย 

7 6 5 4 3 2 1 
1) ท่านช่ืนชอบการบริการของสายการบินน้ี มากกว่าสายการบินอื่น        
2) ท่านรู้สึกพึงพอใจมากกับการให้บริการของสายการบินนี้ ในระดับทีสู่งกว่า 

สายการบินอ่ืน 
       

3) เมื่อต้องการเดินทาง ท่านมักพิจารณาสายการบินนีเ้ป็นทางเลือกแรกอยู่เสมอ         
4) ท่านมีมุมมองต่อสายการบินนี้ในเชิงบวก        
5) ท่านรู้สึกผูกพันกับสายการบินนี้มากกว่าสายการบินอื่น        
6) ท่านตั้งใจที่จะใช้บริการของสายการบินน้ีอีกในอนาคต        
7) ท่านจะไมเ่ลือกใช้บริการสายการบินน้ี หากค่าโดยสาร/ค่าบริการสูงกว่า 

สายการบินอ่ืน (reversed scale) 
       

8) ท่านแนะน่าสายการบินนี้ให้แก่ผู้อืน่มาใช้บริการอยู่บ่อยครั้ง        
9) ท่านมักกล่าวถึงสายการบินนี้กับบคุคลอื่น ในแง่บวกอยู่เสมอ        

10)   ในช่วง 1 ปีท่ีผ่านมา ท่านเดินทางกับสายการบินน้ีบ่อยครั้งกว่าสายการบินอื่น        

สิ้นสุดแบบสอบถาม“ขอบคุณท่านเป็นอย่างสูงที่กรุณาสละเวลาในการตอบแบบสอบถาม” 
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ประจ่าAPPENDIX A.4: 

  QUESTIONNAIRE FOR LCA PASSENGERS  

(ENGLISH VERSION) 

RESEARCH QUESTIONNAIRE 
Topic: “Strategy for Enhancing True Loyalty of Airline Passengers and Employees through 

Customer-Oriented Service Employees: A Study of a Low-Cost Airline Business in Thailand” 
Explanation: 

This questionnaire is conducted by Mr. Ekkarat Suwannakul as a part of a Ph.D. dissertation in 
Integrated Tourism Management, The Graduate School of Tourism Management, National Institute of 
Development Administration (NIDA). The objective of this study was to examine the customer orientation 
of low-cost airlines’ service employees in Thailand and the true passenger loyalty. The four-page 
questionnaire is divided into 4 main parts.  

The researcher would like to ask for your participation in completing this questionnaire. The 
research findings will be further utilized in academic work and presented to related institutions. All 
responses will be treated confidentially and purely used for research purposes. 

Part 1: Personal Information and Travel Behaviors 

Explanation:  Please put a check mark () in the box ( ) that corresponds to your answer. 
1)  Gender    1.  Male    2.  Female 
2)  Age 

   1.  Below 20 years old    2.  20 - 30 years old     3.  31 - 40 years old 
   4.  41 - 50 years old    5.  51-60 years old     6.  Over 60 years old 

3)  Marital Status 
  1.  Single    2.  Married / Domestic Partner   3.  Widowed / Divorced 

4)  Level of Education 
  1.  Below Bachelor’s degree   2.  Bachelor’s Degree or equivalent   3.  Above Bachelor’s Degree 

5)  Occupation 
  1.  Merchant/Business Owner   2.  Private Business Employee         3.  Government Officer 
  4.  State Enterprise Employee   5.  Government Agency Employee   6.  Student 
  7.  Specific Specialist / Freelance     8.  Housewife     
  9.  Other (please specify)……………........... 

6)   Average Monthly Income 
  1.  Less than 10,000 THB   2.  10,001-30,000 THB   3.  30,001-50,000 THB 
  4.  50,001-70,000 THB   5.  70,001-90,000 THB   6.  More than 90,000 THB 

7)  In the past 1 year, how often have traveled with Low-Cost Airlines? 
  1.  None      2.  1 time     3.  2-4 times  
  4.  5-7 times         5.  8-10 times        6.  more than 10 times 

8)  Which low-cost airline did you often travel with for your domestic flights? (Please choose only one.)   
  1.  Thai AirAsia    2.  Nok Air     3.  Thai Lion Air    
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9)  Your main travel purpose with the low-cost airlines (Please choose only one) 
  1.  Working / Business    2.  Leisure / Vacation             3.  Visit Relatives / Friends 
  4.  Government Affair   5.  Conference/Seminar/Training         6.  Other (please specify)…............. 

10)  Normally, who often makes a decision for you to travel with a low-cost airline? (Please choose only one) 
  1.  Own     2.  Family / Relatives             3.  Friend / Partner 
  4.  Secretary / Employer   5.  Ticket Agent              6.  Other (please specify)…………….. 

11)  Which one is your frequently used reservation channel? (Please choose only one) 
  1.  Travel Agent           2.  Airline Ticketing Counter           3.  Website of the Airline 

        4.  Non-Airline Website   5.  Mobile Application of the Airline   6.  Airline’s Call Center 
  7.  Other (please specify)…………………………………………………………………………………………… 

12)  Please describe the status of your membership of a Frequent Flyer Program.  
  1.  A member of the frequently used low-cost airline (your answer to question no. 8)    
  2   A member of more than 1 airline 
  3.  A member of the other low-cost airlines 
  4.  Not a member of any airline 

Explanation (for part 2- 4):  
Please put a check mark () in the space that corresponds to the level of “your perception” toward or 
“your agreement” with each statement concerning your frequently used low-cost airline (your answer to 
question no. 8 in part 1). Please choose only one level that best represents your opinion about each 
statement. The numbers 1-7 indicate the different levels of your perception or agreement:  
    7  =  strongly high/totally agree   6  =  high/mostly agree  5  = relatively high/somewhat agree 
    4  =  moderate/neutral    3  =  relatively low/somewhat disagree  
    2  =  low                  1  =  strongly low/totally disagree 

Part 2:  Assessing the customer orientation that formed by the most frequently used low-cost airline  
            

Questions regarding your frequently used low-cost airline  
According to passenger’s perception. 

Level of your 
perception 

7 6 5 4 3 2 1 
2.1  Responsiveness toward airline selection attributes  
1) The airfare of this airline is inexpensive and reasonable.        
2) The airline operation is of good quality, making you feel confident to use the 

service. 
       

3) This airline has a good image and reputation.         
4) This airline emphasizes the safety of flight operations and its passengers.        
5) The routes and timetables of this airline meet your needs.        
6) Making a reservation and selecting additional services with this airline is easy 

and convenient. 
       

7) The airline has a membership program that allows customers to collect 
points or miles and offers interesting privileges to its members.  

       

8) You feel satisfied with the airline’s in-flight product and services.        
9) Ground service is quick with convenient facilities.        
10) The airline’s promotions, advertisements, and public relations are attractive.         
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Questions regarding your frequently used low-cost airline  
According to passenger’s perception. 

Level of your 
perception 

7 6 5 4 3 2 1 
2.2  Overall Employee Service Performance (for ground and in-flight services)  
11) The employees have customer’s best interest in mind.        
12) The employees are able to answer customers’ questions.        
13) The employees strive to solve any problems that arose.        
14) The employees provide accurate services as expected.        
15) The employees work actively and professionally.        
2.3  The Quality of Physical Goods 
16) The aircraft are in good conditions.         
17) The passenger cabin is clean and in good condition.        
18) The seat is in good condition, clean, and comfortable.        
19) The onboard toilets are clean, hygienic, and available        
2.4  The Overall Quality of Servicescape 
20) The service area at the airport are uncrowned and well organized with  

a good atmosphere. 
       

21) The cabin has good, comfortable, and relaxing atmosphere. Lighting is not too 
dark or not too bright. 

       

22) The boards and signs at check-in counters are clearly visible and easy to 
understand. 

       

23) The boards and signs in the aircraft cabin are clearly visible and easy to 
understand. 

       

 

Please assess customer orientation that formed by your frequently used  
low-cost airlines 

Level of your 
perception 

7 6 5 4 3 2 1 
1) The airline considers the needs of customers when designing its products and 

services. 
       

2) The airline makes its customers’ needs its first priority when solving problems.        
3) The airline trains its employees to be professional and customer-oriented.        
4) The airline evaluates its performance, based on customer satisfaction.        

Part 3:  Assessing the customer orientation of service employee of your frequently used airline  

Questions regarding service employees of your frequently used low-cost 
airline according to passenger’s perception. 

Level of Perception 
7 6 5 4 3 2 1 

3.1  Technical Skills of Service Employee While Interacting with Customers 
1) The employees have a high level of specific knowledge and skills in 

impressing customers. 
       

2) The employees are expert in understanding the needs of customers.        
3) The employees are competent and qualified for serving customers 

individually. 
       

4) The employees are able to respond to customer needs instantly without 
asking for help from others. 

       

3.2  Social Skills of Service Employee  
5) The employees have skills in interacting with passengers        
6) The employees observe, discern, and understand customers’ needs.        
7) The employees perceive your emotions, feelings, and thoughts.        
8) The employees know how to attend and serve their customers well.        
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Questions regarding service employees of your frequently used low-cost 
airline according to passenger’s perception. 

Level of Perception 
7 6 5 4 3 2 1 

3.3  Motivation of Service Employee  
9) Taking care of their customers is their first priority.        

10) The employees strive to take care of customers in order to satisfy them.        
11) The employees do their best to provide services that meet customers ‘needs.        
12) The employees are enthusiastic and committed to respond to most of your 

needs. 
       

3.4  Decision-Making Authority of Service Employee 
13) The employees can adjust the service procedures or solve problem to 

recover customer satisfaction. 
       

14) When an incident occurs during the service, the employees are capable of 
responding to and solving problems without hesitation. 

       

15) When an incident occurs or customer complaints, the employee can cope 
with problems and find a solution to satisfy customers. 

       

3.5  Pampering Customers 
16) The employees nurture you well during the service encounter.        
17) The employees strive to meet your needs heartily.        
18) The employees take your complaints or problems seriously.        
3.6  Reading Customers 
19) The employees can generally read your mind to understand your needs.        
20) The employees generally know what you want without your request.        
21) The employees understand your needs.        
22) The employees read your body language to adjust the service.        
3.7  Delivering Services  
23) The employees deliver the services to you as needed.        
24) The employees complete tasks professionally.        
25) The employees have confidence in performing their duties.        
26) The employees reassure you and make you feel comfortable while using 

services. 
       

3.8  Need for a Personal Relationship 
27) The employees have good personal relationships and are friendly.        
28) The employees are sociable and able to provide excellent services to each 

customer. 
       

29) The employees address your name correctly and remember it while providing 
services. 

       

30) The employees are attentive to customers like intimates.        
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Please assess customer orientation of Service Employee of your frequently 
used low-cost airline  

Level of Perception 
7 6 5 4 3 2 1 

1) The employees try their best to provide the best services to their customers.        
2) The employees usually make conversation with customers to inquire about 

their customers’ needs. 
       

3) The employees offer products or services that will satisfy customers' needs        
4) The employees provide accurate flight information and airline services.        
5) The employees inform customers that they cannot perform certain things 

when in fact they probably can. (reversed scale) 
       

6) The employees provide explanations and avoid putting pressure on their 
customers when they want their customers to follow their orders or to do 
something. 

       

 

Part 4:  Assessment of Customer True Loyalty toward the frequently used low-cost airline. 
 

Questions  
Level of your 
perception 

7 6 5 4 3 2 1 
1) You like using the service of this airline more than the other low-cost airlines.        
2) You are pleased or satisfied to use the products or services of this airline.        
3) When you have a plan to travel, you always consider this airline as your first-

choice carrier. 
       

4) You have a positive view of this airline.        
5) I feel committed to this airline more than the other low-cost airlines.        
6) I intend to travel with this airline in the future.        
7) I will not choose this airline if its fare is higher than that of the other low-cost 

airlines. (reversed scale) 
       

8) I often recommend this airline to others.        
9) I always say positive things about the airline to other people.        

10) In the past 1 year, I have flown with this airline more often than with the 
other low-cost airlines. 

       

 

The End of the questionnaire – Thank you very for your kind cooperation. 
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APPENDIX B.1: 

INTERVIEW FORM (THAI VERSION) 

 
แบบสัมภาษณ์รายบุคคลส่าหรับผู้เชี่ยวชาญ วันท่ี……../……../……..  

เวลา……………….. 

 “กลยุทธ์การยกระดับความภักดทีี่จริงแท้ของผู้โดยสารและพนักงานสายการบิน ผ่านแนวคิด 
การมุ่งเน้นลกูค้าของพนักงานบริการ: การศึกษาในธุรกิจสายการบินต้นทุนต่่าในประเทศไทย” 

ค่าช้ีแจง: การสัมภาษณ์เชิงลึกรายบุคคลครั้งนี้ เป็นส่วนหนึ่งของการศึกษาของนายเอกรัตน์ สุวรรณกูล นักศึกษา
ปริญญาเอก หลักสูตรปรัชญาดุษฎีบัณฑิต สาขาการจัดการการท่องเที่ยวแบบบูรณาการ สถาบันบัณฑิตพัฒนบริหาร
ศาสตร์ (NIDA) เพื่อยืนยันรูปแบบกลยุทธ์ฯ ที่ได้จากวิเคราะห์ข้อมูลเชิงปริมาณจากผู้โดยสารและพนักงานบริการ
ของสายการบินต้นทุนต่่าในประเทศไทย ข้อมูลจากการสัมภาษณ์ในครั้งนี้ จะถูกน่าไปใช้เพื่อการศึกษานี้เท่านั้น 
ข้อมูลต่างๆ จากท่านจะเป็นความลับ และผู้วิจัยจะท่าลายข้อมูลทั้งหมดหลังจากงานวิจัยเสร็จสิ้นสมบูรณ์  
 ค่าถามแบ่งออกเป็น 3 ส่วน ได้แก่ 1) ข้อมูลส่วนบุคคลของผู้ให้สัมภาษณ์ 2) ข้อคิดเห็นและการยืนยัน
รูปแบบกลยุทธ์ในส่วนของพนักงานบริการ 3) ข้อคิดเห็นและการยืนยันรูปแบบกลยุทธ์ในส่วนของผู้โดยสาร  4) 
ข้อคิดเห็นและการยืนยันภาพรวมของรูปแบบกลยุทธ์ฯ  

 
ส่วนที่ 1: ข้อมูลส่วนบุคคลของผู้ให้สัมภาษณ์ 
ชื่อ-นามสกุล …………………………………….….. หน่วยงาน …………………..……………ต่าแหน่ง ………..………………… 
การบันทึกเสียงการให้สัมภาษณ์    อนุญาต   ไม่อนุญาต 

 
ส่วนที่ 2:  ข้อคิดเห็นและการยืนยันรูปแบบกลยทุธ์ในฝ่ังของพนักงานบริการ 
ค่าถามข้อที่ 1:  กลยุทธ์ที่ได้จากการวิเคราะห์ข้อมูลเชิงประจักษ์ ในฝั่งพนักงานบริการของสายการบินต้นทุนต่่านั้น 
ท่านเห็นว่ากลยุทธ์การยกระดับความภักดีที่จริงแท้ของพนักงานบริการ ผ่านการมีความมุ่งเน้นลูกค้าของพนักงาน
บริการ (True employee loyalty through COSE)  มีความเหมาะสมแล้วหรือไม่ อย่างไร และมีสิ่งใดหรือไม่ที่
ต้องเพิ่มหรือลด เพื่อให้กลยุทธ์มีความสมบูรณ์มากยิ่งข้ึน 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
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ค่าถามข้อที่ 2: กลยุทธ์ที่ได้จากการวิเคราะห์ข้อมูลเชิงประจักษ์ ในฝั่งพนักงานบริการของสายการบินต้นทุนต่่านั้น  
ท่านเห็นว่ากลยุทธ์การยกระดับการมีความมุ่งเน้นลูกค้าของพนักงานบริการ (customer orientation of service 
employee หรือ COSE) มีความเหมาะสมแล้วหรือไม่ อย่างไร และมีสิ่งใดหรือไม่ที่ต้องเพิ่มหรือลด เพื่อให้กลยุทธ์มี
ความสมบูรณ์มากยิ่งข้ึน 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………..……………
………………………………………………………………………………………………………………………………………………………………………..……………………
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………..……………
………………………………………………………………………………………………………………………………………………………………………..…………………… 
ส่วนที่ 3:  ข้อคิดเห็นและการยืนยันรูปแบบกลยุทธ์ในฝั่งของผู้โดยสาร 
ค่าถามข้อที่ 3: กลยุทธ์ที่ได้จากการวิเคราะห์ข้อมูลเชิงประจักษ์ ในฝั่งผู้โดยสารของสายการบินต้นทุนต่่านั้น ท่าน
เห็นว่ากลยุทธ์การยกระดับความภักดีที่จริงแท้ของผู้โดยสาร ผ่านการมีความมุ่งเน้นลูกค้าของพนักงานบริการ (True 
employee loyalty through COSE)  มีความเหมาะสมแล้วหรือไม่ อย่างไร และมีสิ่งใดหรือไม่ที่ต้องเพิ่มหรือลด 
เพื่อให้กลยุทธ์มีความสมบูรณ์มากยิ่งข้ึน 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………..……………
………………………………………………………………………………………………………………………………………………………………………..…………………… 
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ค่าถามข้อที่ 4:  กลยุทธ์ที่ได้จากการวิเคราะห์ข้อมูลเชิงประจักษ์ ในฝั่งผู้โดยสารของสายการบินต้นทุนต่่านั้น ท่าน
เห็นว่ากลยุทธ์การส่งเสริมการรับรู้ถึงการมีความมุ่งเน้นลูกค้าของพนักงานบริการ (COSE) ของผู้โดยสาร มีความ
เหมาะสมแล้วหรือไม่ อย่างไร และมีสิ่งใดหรือไม่ที่ต้องเพิ่มหรือลด เพื่อให้กลยุทธ์มีความสมบูรณ์มากยิ่งข้ึน 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………..……………
………………………………………………………………………………………………………………………………………………………………………..……………………
………………………………………………………………………………………………………………………………………………………………………………..……………
………………………………………………………………………………………………………………………………………………………………………..……………………
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………..……………
………………………………………………………………………………………………………………………………………………………………………..…………………… 
ส่วนที่ 4:  ข้อคิดเห็นและการยืนยันภาพรวมของรูปแบบกลยุทธ ์
ค่าถามข้อที ่5:  ในภาพรวมท่านเห็นว่ากลยุทธ์ที่ไดจ้ากการวิจยัเชิงปริมาณมีความเหมาะสมแล้วหรือไม่ อย่างไร และ
มีสิ่งใดอีกหรือไม่ที่ต้องเพิ่มหรือลด เพื่อให้กลยุทธ์มีความสมบูรณ์มากยิ่งขึ้น 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………..……………
………………………………………………………………………………………………………………………………………………………………………..…………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 

…
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APPENDIX B.2: 

INTERVIEW FORM (ENGLISH VERSION) 

 
INTERVIEW FORM  Date……../……../……..  

Time ……………….. 

 Topic: “Strategy for Enhancing True Loyalty of Airline Passengers and Employees through 
Customer-Oriented Service Employees: A Study of a Low-Cost Airline Business in Thailand” 

Explanation: The individual interview is conducted by Mr. Ekkarat Suwannakul as a part of a Ph.D. 
dissertation in Integrated Tourism Management, The Graduate School of Tourism Management, 
National Institute of Development Administration (NIDA). The objective of this interview is to 
validate the strategies that derived from quantitative data analysis. All responses will be treated 
confidentially and purely used for research purposes only.  

The interview form can be divided into 3 main parts which are 1) personal information of 
the key informant 2) comments and verification of the main strategy 3) comments and 
verification on strategies derived from service employee survey and 4) comments and verification 
on strategies derived from passenger survey. 

 
Part 1: Personal Information 
Name-Surname ….…………………………………….….. Department ………………..…………… Position………..…………… 
A permission to record the interview      Yes    No 
 
Part 2:  Comments and Verification on the Strategies Derived from Employee Survey 
Question 1:  What do you think about the draft strategies and action items to enhance true 
employee loyalty using COSE? Are they appropriate? If not, how should they be adjusted? Is 
there anything else that can be added or removed to make the strategies complete? 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
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Question 2:  What do you think about the draft strategies and action items to enhance customer 
orientation of LCA service employee? Are they appropriate to be used? If not, how should they 
be adjusted? Is there anything else that can be added or removed to make the strategies 
complete? 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
 
Part 3:  Comments and Verification on the Strategies Derived from Passenger Survey 
Question 3:  What do you think about the draft strategies and action items to enhance true 
passenger loyalty using COSE? Are they appropriate to be used? If not, how should they be 
adjusted? Is there anything else that can be added or removed to make the strategies complete?   
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
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Question 4:  What do you think about the draft strategies and action items to enhance the 
perceptions of passengers toward COSE? Are they appropriate? If not, how should they be 
adjusted? Is there anything else that can be added or removed to make the strategies complete?  
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
 
Part 4:  Comments and Verification on the Overall Strategy  
Question 5:  Overall, are the draft strategies, derived from quantitative data analysis, appropriate 
for the LCAs in Thailand to apply? If not, how should they be adjusted? Is there anything else 
that can be added or removed to make the strategies complete? 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………… 
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Item-Objective Congruence Results 

 

Explanation:  1 = Consistent, 0 = Do not confirm, -1 = Inconsistent 

 

Table C.1  IOC Results of LCA Service Employee Questionnaire 

 

Items 
Experts 

Total Mean 
1 2 3 4 5 

Part 1:   Personal Information – LCA Service Employee 

1)  Gender 1 1 1 1 1 5 1.00 

2)  Age 1 0 1 1 1 4 0.80 

3)  Marital Status 0 1 1 1 1 4 0.80 

4)  Education Level 1 0 1 1 1 4 0.80 

5)  Job Title 1 1 0 1 1 4 0.80 

6)  Job Role 1 1 1 1 1 5 1.00 

7)  Years of Service with the Current Airline  1 0 1 1 1 4 0.80 

8)  Average Monthly Income 1 1 1 1 1 5 1.00 

9)  Type of Employment 1 1 1 1 1 5 1.00 

Part 2:  The Customer Orientation at the Firm Level 

2.1  Organizational Climate for Services 

10) Employees in this airline emphasize consistent service 

performance. 

1 1 -1 1 1 3 0.60 

11) Employees in this airline are committed to delivering great 

services to passengers. 

1 1 1 1 1 5 1.00 

12) Employees in this airline admire employees who offer 

excellent services. 

1 1 1 1 1 5 1.00 

13) Employees in this airline give first priority to their 

passengers. 

1 1 1 1 1 5 1.00 

14) Employees in this airline keen to learn and willing to work 

with others.  

1 1 1 -1 1 3 0.60 

2.2  Motivational Direction 

15) Every employee has common goals and work in the same 

direction to achieve them. 

1 1 1 1 1 5 1.00 

16) Employees dedicate themselves to leading the airline to 

achieve the goals. 

1 1 1 1 1 5 1.00 

17) Employees aim to fulfill their assigned duties effectively. 1 1 1 1 1 5 1.00 

18) Employees in this airline prioritize their work and manage 

their time well. 

1 1 1 1 1 5 1.00 

2.3  Organizational commitment of service employee 

19) Employees in this airline are willing to work hard for the 

organization. 

1 1 1 1 1 5 1.00 

20) Every employee believes that he/she is a key driver in the 

airline’s growth. 

1 1 1 1 1 5 1.00 

21) Employees in this airline commonly agree that each 

employee must take responsibility for the organization. 

1 1 1 1 1 5 1.00 

22) Employees aim to maintain statuses of long term airline’s 

membership. 

1 1 1 1 1 5 1.00 

The Customer Orientation of Service Employee at the Firm Level 

23) The airline considers customers’ needs when designing its 

products and services. 

1 1 1 1 1 5 1.00 

24) The airline makes its customers’ needs its first priority 

when solving problems. 

1 1 1 1 1 5 1.00 

25) The airline trains its employees to be professional and 

customer-oriented. 

1 1 1 1 1 5 1.00 
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Items 
Experts 

Total Mean 
1 2 3 4 5 

26) The airline evaluates its performance, based on customer 

satisfaction. 

1 1 1 1 1 5 1.00 

Part 3: The Employee’s Behavior in Person-to-Person Interaction 

3.1  Technical Skill 

27) You have the knowledge and specific skills in impressing 

individual customers. 

1 1 1 1 1 5 1.00 

28) You are proficient at understanding customer needs. 1 1 0 1 1 4 0.80 

29) You are capable of serving and interacting with an 

individual customer. 

1 1 1 1 1 5 1.00 

30) You are able to use your skills to respond to customer 

needs effectively. 

1 1 1 1 1 5 1.00 

3.2  Social skills 

31) You are skillful in socializing, particularly with customers. 1 1 1 1 1 5 1.00 

32) You typically observe, discern, and understand what 

customers want 

1 1 1 1 1 5 1.00 

33) You recognize customers’ feelings, emotions, and 

thoughts. 

1 1 1 1 1 5 1.00 

34) You know how to take care of and service customers very 

well. 

1 1 1 1 1 5 1.00 

3.3  Motivation to Serve Customers 

35) Serving and looking after customers is your first priority. 1 1 1 1 1 5 1.00 

36) Your goal is making customers satisfied with your service. 1 1 1 1 1 5 1.00 

37) You are proud of the outcomes (such as praises or rewards 

from happy and satisfied customers) when providing good 

services to your customers. 

1 1 1 1 1 5 1.00 

38) You are eager to respond to customers’ needs as possible. 1 1 1 1 1 5 1.00 

3.4  Self-Perceived Decision-Making Authority 

39) You are allowed to make an independent decision on 

service issues not stated in the service procedures or to 

adjust services to satisfy customers. 

1 1 1 1 1 5 1.00 

40) When any problems arise during service provision, you are 

keen to use your skills to respond to customers’ needs and 

solve problems. 

1 1 1 1 1 5 1.00 

41) When any problems arise during service provision, you can 

handle and solve problems promptly. 

1 1 0 1 1 4 0.80 

42) When a customer complaints or requests for something, 

you are able to find a way by yourself to solve problems or 

satisfy him/her. 

1 1 1 1 1 5 1.00 

Part 4:  Personality Traits of Service Employee 

4.1  Extrovert or Sociability 

43) Feel bashful when expressing yourself in front of people. 
(reversed scale) 

1 1 1 1 1 5 1.00 

44) Quiet when with others. (reversed scale) 1 1 1 1 1 5 1.00 

45) Dislike or be afraid of being with other people or strangers. 
(reversed scale) 

1 1 0 1 1 4 0.80 

46) Like to meet people / sociable. 1 1 1 1 1 5 1.00 

4.2  Emotional Stability 

47) More Moody more than others. (reversed scale) 1 1 1 1 1 5 1.00 

48) More temperamental / testy than others. (reversed scale) 1 1 1 1 1 5 1.00 

49) Envious / skeptical. (reversed scale) 1 1 1 1 1 5 1.00 

50) Emotions go way up and down. (reversed scale) 1 1 -1 1 1 3 0.60 

4.3  Agreeability or general warmth of feelings toward other 

51) Caring / attentive 1 1 1 1 1 5 1.00 

52) Tender-hearted 1 1 1 1 1 5 1.00 

53) Sympathetic  1 1 0 1 1 4 0.80 

54) Merciful or kind to others. 1 1 1 1 1 5 1.00 

55) Ready to cooperate with others. 1 1 1 1 1 5 1.00 
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Items 
Experts 

Total Mean 
1 2 3 4 5 

4.4  Conscientiousness 

56) Responsible / clock in at work on time. 1 1 1 1 1 5 1.00 

57) Discreet. 1 1 1 1 1 5 1.00 

58) Pay attention to details 1 1 0 1 1 4 0.80 

59) Organized at work / love planning 1 1 1 1 1 5 1.00 

4.5  Openness to experience / Creativity 

60) Highly creative and imaginative. 1 1 1 1 1 5 1.00 

61) Favor creativity. 1 1 0 1 1 4 0.80 

62) Find novel solutions / methods. 1 1 1 1 1 5 1.00 

63) Take more initiatives than others. 1 1 1 1 1 5 1.00 

4.6  Enthusiasm and Need for activity 

64) Like doing any activities/have a hard time keeping still 1 1 1 1 1 5 1.00 

65) Enthusiastic about your responsibility 1 1 1 1 1 5 1.00 

66) Feel uncomfortable if you have not finished your tasks or 

your performance is not up to par. 

1 1 -1 1 1 3 0.60 

67) Extremely active / keen to complete the tasks as quickly as 

possible. 

1 1 1 1 1 5 1.00 

The customer orientation of service employee at the Individual Level 

68) The employees try their best to provide the best services to 

their customers. 

1 1 1 1 1 5 1.00 

69) The employees usually make conversation with customers 

to inquire about their customers’ needs. 

1 1 1 1 1 5 1.00 

70) The employees offer products or services that will satisfy 

customers' needs 

1 1 1 1 1 5 1.00 

71) The employees provide accurate flight information and 

airline services. 

1 1 1 1 1 5 1.00 

72) The employees inform customers that they cannot perform 

certain things when in fact they probably can. (reversed scale) 

1 1 1 1 1 5 1.00 

73) The employees provide explanations and avoid putting 

pressure on their customers when they want their 

customers to follow their orders or to do something. 

1 1 1 1 1 5 1.00 

Part 5: True Employee Loyalty toward the Firm. 

74) You often plan to leave or be absent from work without 

legitimate reasons. (reversed scale) 

1 1 1 1 1 5 1.00 

75) You plan to continue working for this organization. 1 1 1 1 1 5 1.00 

76) You are willing to perform extra work for the sake of this 

organization. 

1 1 1 1 1 5 1.00 

77) You are willing to take up more responsibilities if assigned. 1 1 0 1 1 4 0.80 

78) You feel that you are a part of this organization. 1 1 1 1 1 5 1.00 

79) You defend the organization when other employees 

criticize it. 

1 1 1 1 1 5 1.00 

80) You defend the organization when other people outside the 

organization criticize it. 

1 1 1 1 1 5 1.00 

81) You speak positively about the aspects of your work in this 

organization to others (outside the company). 

1 1 1 1 1 5 1.00 

82) You often publicly complain about changes in the 

organization. (reversed scale) 

1 1 1 1 1 5 1.00 

83) You have pride in representing the organization or being an 

employee of this organization. 

1 1 1 1 1 5 1.00 

84) You actively promote and encourage others to use the 

services of your organization. 

1 1 1 1 1 5 1.00 

the average congruence index 83 81 70 82 84 400 .95 
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Table C.2  IOC Results of LCA Passenger Questionnaire 

 

Items 
Experts 

Total Mean 
1 2 3 4 5 

Part 1:   Personal Information – LCA Passenger 

1) Gender 1 1 1 1 1 5 1.00 

2) Age 1 0 1 1 1 4 0.80 

3) Marital Status 1 1 1 1 1 5 1.00 

4) Education Level 1 0 1 1 1 4 0.80 

5) Occupation 1 1 1 1 1 5 1.00 

6) Average Monthly Income 1 1 1 1 1 5 1.00 

7) Frequency of Travel 1 1 1 1 1 5 1.00 

8) Frequent Used LCA 1 1 1 1 1 5 1.00 

9) Main Travel Purpose 1 1 1 1 1 5 1.00 

10) Decision Maker to Choose a LCA to Travel With 1 1 0 1 1 4 0.80 

11) Reservation Channel 1 1 1 1 1 5 1.00 

12) Membership in Frequent Flyer Programs 1 1 1 1 1 5 1.00 

Part 2:  The Customer Orientation at the Firm Level 

2.1  Responsiveness toward airline selection attributes 

13) The airfare of this airline is inexpensive and reasonable. 1 1 1 1 1 5 1.00 
14) The airline operation is of good quality, making you feel 

confident to use the service. 
1 1 1 1 1 5 1.00 

15) This airline has a good image and reputation. 1 1 1 1 1 5 1.00 
16) This airline emphasizes the safety of flight operations and 

its passengers. 
1 1 1 1 1 5 1.00 

17) The routes and timetables of this airline meet your needs. 1 1 1 1 1 5 1.00 

18) Making a reservation and selecting additional services 

with this airline is easy and convenient. 

1 1 1 1 1 5 1.00 

19) The airline has a membership program that allows 

customers to collect points or miles and offers interesting 

privileges to its members. 

1 1 1 1 1 5 1.00 

20) You feel satisfied with the airline’s in-flight product and 

services. 

1 1 1 1 1 5 1.00 

21) Ground service is quick with convenient facilities. 1 1 1 1 1 5 1.00 

22) The airline’s promotions, advertisements, and public 

relations are attractive. 

1 1 1 1 1 5 1.00 

2.2  Overall Employee Service Performance (for ground and in-flight services) 

24) The employees have customers’ best interest in mind. 1 1 1 1 1 5 1.00 

25) The employees are able to answer customers’ questions. 1 1 1 1 1 5 1.00 

26) The employees strive to solve any problems that arose. 1 1 1 1 1 5 1.00 

27) The employees provide accurate services as expected. 1 1 1 1 1 5 1.00 

28) The employees work actively and professionally. 1 1 1 1 1 5 1.00 

2.3  The Quality of Physical Goods 

29) The aircraft are in good conditions. 1 0 1 1 1 4 0.80 

30) The passenger cabin is clean and in good condition. 1 1 1 1 1 5 1.00 

31) The seat is in good condition, clean, and comfortable. 1 1 1 1 1 5 1.00 

32) The on-board toilets are clean, hygienic, and available 1 1 1 1 1 5 1.00 

2.4  The Overall Quality of Servicescape 

33) The service area at the airport are uncrowned and well 

organized with a good atmosphere. 

1 1 1 1 1 5 1.00 

34) The cabin has good, comfortable, and relaxing 

atmosphere. Lighting is not too dark or not too bright. 

1 1 1 1 1 5 1.00 

35) The boards and signs at check-in counters are clearly 

visible and easy to understand. 

1 1 1 1 1 5 1.00 

36) The boards and signs in the aircraft cabin are clearly 

visible and easy to understand. 

1 1 1 1 1 5 1.00 

The Customer Orientation at the Firm Level 

37) The airline considers the needs of a customer when 

designing its products and services. 

1 1 1 1 1 5 1.00 
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Items 
Experts 

Total Mean 
1 2 3 4 5 

38) The airline makes its customers’ needs its first priority 
when solving problems. 

1 1 1 1 1 5 1.00 

39) The airline trains its employees to be professional and 
customer-oriented. 

1 1 1 1 1 5 1.00 

40) The airline evaluates its performance, based on customer 
satisfaction. 

1 1 1 1 1 5 1.00 

Part 3: The Employee’s Behavior in Person-to-Person Interaction 

3.1  Technical Skill 
41) The employees have a high level of specific knowledge 

and skills in impressing customers. 
1 1 1 1 1 5 1.00 

42) The employees are expert in understanding the needs of 
customers. 

1 1 1 1 1 5 1.00 

43) The employees are competent and qualified for serving 
customers individually. 

1 1 0 1 1 4 0.80 

44) The employees are able to respond to customer needs 
instantly without asking for help from others. 

1 1 1 1 1 5 1.00 

3.2  Social Skill 

45) The employees have skills in interacting with passengers 1 1 1 1 1 5 1.00 

46) The employees observe, discern, and understand 

customers’ needs. 

1 1 1 1 1 5 1.00 

47) The employees perceive your emotions, feelings, and 

thoughts. 

1 1 1 1 1 5 1.00 

48) The employees know how to attend and serve their 

customers well. 

1 1 1 1 1 5 1.00 

3.3  Motivation to Serve Customer 

49) Taking care of their customers is their first priority. 1 1 1 1 1 5 1.00 

50) The employees strive to take care of customers in order to 

satisfy them. 

1 1 1 1 1 5 1.00 

51) The employees do their best to provide services that meet 

customers ‘needs. 

1 1 1 1 1 5 1.00 

52) The employees are enthusiastic and committed to respond 

to most of your needs. 

1 1 1 1 1 5 1.00 

3.4  Decision-Making Authority of Service Employee 

53) The employees can adjust the service procedures or solve 

problem to recover customer satisfaction. 

1 1 1 1 1 5 1.00 

54) When an incident occurs during the service, the employees 

are capable of responding to and solving problems without 

hesitation. 

1 1 1 1 1 5 1.00 

55) When an incident occurs or a customer complaints, the 

employee can cope with problems and find a solution to 

satisfy customers. 

1 1 1 1 1 5 1.00 

3.5  Need to Pamper Customers 

56) The employees nurture you well during the service 

encounter. 

1 1 1 1 1 5 1.00 

57) The employees strive to meet your needs heartily. 1 1 1 1 1 5 1.00 

58) The employees take your complaints or problems seriously. 1 1 1 1 1 5 1.00 

3.6  Need to Read Customers 

59) The employees can generally read your mind to 

understand your needs. 

1 1 1 1 1 5 1.00 

60) The employees generally know what you want without 

your request. 

1 1 1 1 1 5 1.00 

61) The employees understand your needs. 1 1 0 1 1 4 0.80 

62) The employees read your body language to adjust the 

service. 

1 1 1 1 1 5 1.00 

3.7  Need to Deliver Services 
63) The employees deliver the services to you as needed. 1 1 1 1 1 5 1.00 

64) The employees completes tasks professionally. 1 1 0 1 1 4 0.80 

65) The employees have confidence in performing their duties. 1 1 1 1 1 5 1.00 

66) The employees reassure you and make you feel 

comfortable while using services. 
1 1 1 1 1 5 1.00 
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Items 
Experts 

Total Mean 
1 2 3 4 5 

3.8  Need for a Personal Relationship 

67) The employees have good personal relationships and are 

friendly. 

1 1 1 1 1 5 1.00 

68) The employees are sociable and able to provide excellent 

services to each customer. 

1 1 1 1 1 5 1.00 

69) The employees address your name correctly and 

remember it while providing services. 

0 1 1 1 1 4 0.80 

70) The employees are attentive to customers like intimates. 1 1 1 1 1 5 1.00 

The Customer Orientation of Service Employee at the Individual Level 

71) The employees try their best to provide the best services 

to their customers. 

1 1 1 1 1 5 1.00 

72) The employees usually make conversation with customers 

to inquire about their customers’ needs. 

1 1 1 1 1 5 1.00 

73) The employees offer products or services that will satisfy 

customers' needs 

1 1 1 1 1 5 1.00 

74) The employees provide accurate flight information and 

airline services. 

1 1 1 1 1 5 1.00 

75) The employees inform customerss that they cannot 

perform certain things when in fact they probably can. 
(reversed scale) 

1 1 1 1 1 5 1.00 

76) The employees provide explanations and avoid putting 

pressure on their customers when they want their 

customers to follow their orders or to do something. 

1 1 1 1 1 5 1.00 

Part 4: True Passenger Loyalty 

77) You like using the service of this airline more than the 

other low-cost airlines. 

1 1 1 1 1 5 1.00 

78) You are pleased or satisfied to use the products or 

services of this airline. 

1 1 1 1 1 5 1.00 

79) When you have a plan to travel, you always consider this 

airline as your first choice carrier. 

1 1 1 1 1 5 1.00 

80) You have a positive view of this airline. 1 1 1 1 1 5 1.00 

81) I feel committed to this airline more than the other low-

cost airlines. 

1 1 1 1 1 5 1.00 

82) I intend to travel with this airline in the future. 1 1 1 1 1 5 1.00 

83) I will not choose this airline if its fare is higher than that 

of the other low-cost airlines. (reversed scale) 

1 1 1 1 1 5 1.00 

84) I often recommend this airline to others. 1 1 1 1 1 5 1.00 

85) I always say positive things about the airline to other people. 1 1 1 1 1 5 1.00 

86) In the past 1 year, I have flown with this airline more 

often than with the other low-cost airlines. 

1 1 1 1 1 5 1.00 

the average congruence index 84 82 81 85 85 417 .98 
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Appendix D.1:  

The Matrix of Scatterplots – Data Derived from  

LCA Service Employees 

 

D.1.1  Between Gender and Dependent Variables 

 

D.1.2  Between Age and Dependent Variables 

 

D.1.3  Between Marital Status and Dependent Variables 

 

D.1.4  Between Education Level and Dependent Variables 

 

 

D.1.5  Between Airline Employer and Dependent Variables 
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D.1.6  Between Job Title and Dependent Variables 

 

D.1.7   Between Job Role and Dependent Variables 

 

D.1.8   Between Years of Service and Dependent Variables 

 

 

D.1.9   Between Income and Dependent Variables 

 

D.1.10   Between Type of Employee and Dependent Variables 
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Appendix D.2:  

Matrix of Scatterplots - Data Derived from LCA Passengers 

 

D.2.1  Between Gender and Dependent Variables 

 

D.2.2  Between Age and Dependent Variables 

 

D.2.3  Between Marital Status and Dependent Variables 

 

D.2.4  Between Education Level and Dependent Variables 
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D.2.5  Between Occupation and Dependent Variables 

 

D.2.6  Between Income and Dependent Variables 

 

D.2.7  Between Frequency of Travel and Dependent Variables  

 

D.2.8  Between Frequently Used LCAs and Dependent Variables 
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D.2.9  Between the Main Travel Purpose and Dependent Variables 

 

D.2.10  Between Decision Maker and Dependent Variables 

 

D.2.11  Between Reservation Channel and Dependent Variables 

 

 

D.2.12  Between Memberships and Dependent Variables 
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Appendix D.3:  

Testing the Assumption of Linearity in Multiple Regression Analysis 

(Chapter 4) 

 

D.3.1  Scatterplot for Testing Linearity between Organizational Socialization 

and Firm-Level COSE 

 

 

The independent variable (AVG_Orgsocial) appeared to be linearly related to 

the dependent variables (Firm-Level COSE). 

 

D.3.2  Plotting the Standardized Residual – Firm-Level COSE 
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D.3.3  The Normal Probability Plot (P-P) of Regression Standardized Residual 

and Scatterplot - Firm-Level COSE 

1)  Between Organizational Climate and Firm-Level COSE 

 
 

  2)  Between Motivational Direction and Firm-Level COSE 

  

 
 

3)  Between Organizational Commitment and Firm-Level COSE 

 

 
 

 

Inspecting the normal probability Plot (P-P) of Regression Standardized 

Residual to test the assumption of independence of errors, homoscedasticity, and 

normality of the error term distribution prior to employing MRA. 
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D.3.4  Scatterplot for Testing Linearity – Individual-Level COSE 

 

 

 

Testing the assumption of linearity in Multiple Regression Analysis to check if 

each independent variable (AVG_P2P and AVG_Traits) appeared to be linearly 

related to the dependent variables (COSE at the individual level). 

 

D.3.5  Plotting the Standardized Residual – Individual-level COSE 
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D.3.6  The Normal Probability Plot (P-P) of Regression Standardized Residual 

and Scatterplot – Individual-Level COSE 

 1)  Between Technical Skill and Individual-Level COSE 

 

2)  Between Social Skill and Individual-Level COSE 

 

  3)  Between Motivation and Individual-Level COSE 

 

  

  4)  Between Decision-Making Authority and Individual-Level COSE 
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  5)  Between Extrovert and Individual-Level COSE 

 

  6)  Between Emotional Stability and Individual-Level COSE 

 

  7)  Between Agreeability and Individual-Level COSE 

 
 

  8)  Between Conscientiousness and Individual-Level COSE 
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  9)  Between Openness to Experience and Individual-Level COSE 

 

 

  10)  Between Need for Activity and Individual-Level COSE 

 

 

D.3.7  Scatterplot for Testing Linearity – True Employee Loyalty 

 

 

 

Testing the assumption of linearity in Multiple Regression Analysis to check if 

each of independent variable (firm-level and individual-level COSE) appeared to be 

linearly related to the dependent variables (true employee loyalty). 
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D.3.8  Plotting the Standardized Residual – True Employee Loyalty 

 

 

D.3.9  The Normal Probability Plot (P-P) of Regression Standardized Residual 

and Scatterplot – True Employee Loyalty 

 1)  Between Firm-Level COSE and True Employee Loyalty 

 

 

2)  Between Individual-Level COSE and True Employee Loyalty 
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Appendix D.4:  

Testing the Assumption of Linearity in Multiple Regression Analysis 

(Chapter 5) 

 

 D.4.1  Scatterplot for Testing Linearity – Firm-Level COSE 

  

Each of independent variable (B_RESP and B_SERQUAL) appeared to be 

linearly related to the dependent variables (Firm-Level COSE). 

 

 D.4.2  Plotting the Standardized Residual – Firm-Level COSE 
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 D.4.3  The Normal Probability Plot (P-P) of Regression Standardized Residual 

and Scatterplot – Firm-Level COSE 

 

 

 

D.4.4  Scatterplot for Testing Linearity – Individual-Level COSE 

 

 

 

Testing the assumption of linearity in Multiple Regression Analysis to 

check if each independent variable (C_COB and C_P2P) appears to be linearly related 

to the dependent variables (Individual-Level COSE). 
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D.4.5  Plotting the Standardized Residual – Individual-level COSE 

 

 

 

D.4.6  The Normal Probability Plot (P-P) of Regression Standardized Residual 

and Scatterplot – Individual-level COSE 

 

 

 

Inspecting the normal probability Plot (P-P) of Regression 

Standardized Residual to test the assumption of independence of errors, 

homoscedasticity, and normality of the error tem distribution prior employing MRA. 
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 D.4.7  Scatterplot for Testing Linearity –True Passenger Loyalty 

 

 

 

Testing the assumption of linearity in Multiple Regression Analysis to check if 

each of independent variable (firm-level and individual-level COSE) appeared to be 

linearly related to the dependent variables (true passenger loyalty). 

 

D.4.8  Plotting the Standardized Residual –True Passenger Loyalty 
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D.4.9  The Normal Probability Plot (P-P) of Regression Standardized Residual 

and Scatterplot – True Passenger Loyalty 

 



   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

APPENDIX E:  Letters of Requests 
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The Examples of Letters of Requests 

 

1)  Nok Airlines 
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2)  Cabin Crew Department of Thai Air Asia 
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3)  Thai Lion Mentari Co. Ltd.  
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