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Abstract
This thesis paper on readiness to change management process, attitude towards work and
change of employees and customer's satisfaction of Thai Airways International Public
Company Limited is done in partial fulfillment of the requirement for the degree of
Master of Management in Organization, Management and Development program at
Assumption University.

The objective of this report is to study the readiness for change process, attitude towards
work, attitude towards change of employees the satisfaction of their First Class
passengers.

This will help develop general understanding of the employees in

preparation to change in order to develop and improve the organization. The organization
used as a case study in this paper is "Thai Airways International Public Company
Limited".

The researcher has used the method of questionnaire as the research instrument for
primary data.

Questions were framed based on the conceptual framework that was

designed to answer the objective of the research, using frequency method in making
analyses.

The research respondents were the total of 190 respondents: 184 respondents who were
present employees of Thai Airways International Public Company Limited who worked
in the First Class passenger's service department and another I 06 respondents who were
First Class passengers.

The findings of the research had results of two different groups. It could be concluded
that the majority of employees have positive attitude towards their job, neutral towards
change and are ready for change process however the management requires little
adjustment in order for the change management to be successful. The passengers are
found to be satisfactory with the service of the airline.

In conclusion, the employees are open to change process, as they believe in the
management. The management should be open in order to draw themselves closer to·the
employees to create feeling of acceptance of employees' talents, achievement and ideas.
Because the employees are found to be satisfied with the service, the airline should find
ways to develop to higher level of satisfaction.

TABLE OF CONTENTS
Page

Chapter I - Introduction
1.1

Global Situation

I

1.2

Asian Situation

2

1.3

Change Management Process & Customers Satisfaction

3

1.4

Thai Announces strategy on Identity and service improvement

4

1.5

Company Background - Thai Airways International Co. Ltd. (Public)

8

1.6

Measures of standard

10

1.7

What is Skytrax passenger survey

11

1.8

Changes/ Interventions to create improvement

13

1.9

Statement of the problem

14

I.IO

Research Objectives

15

1.11

Research Questions

15

1.12

Scope of Study

15

1.13

Delimitation of the Study

16

1.14

Significance of the study

16

1.15

Definition of Terms

17

Chapter 2 - Review of Related Literature

19

2.1

Organization Development

19

2.2

Change management process

20

(a) Seven steps in the change management process

23

Theories Related to Attitude

24

(a) Components of Attitudes

25

(b) Employee's attitude towards work

26

(c) Employee's attitude towards change

28

Customer Relation Management

30

(a) The benefit ofCRM

31

(b) Management understanding the customer's need

31

2.3

2.4

3.0

Conceptual Framework of the Study

32

3.0

Figure of Conceptual Framework

33

Chapter 3 - Methodology
3.1 Research Design

34

3.2 The Sample

34

3.3 The Instruments - Data (Primary and Secondary)

36

3.4 Data Collection- Techniques and Procedure

36

(a) Questionnaire

37

(b) Group Discussions

38

(c.) Observations

38

3.5 Data Analysis Methods

39

Chapter 4 - Presentation and Critical Analysis of research
4.1 Employee's Demographic Profile

40

4.1 - 2 Age Group

40

4.1 - 3 the Highest level of education achieve

41

4.1 - 4 the length of service in the company

42

4.2 Employee's Change Management process

43

4.2- 1 The Management knows or has plan for five years

43

4.2 - 2 There is a two-way communication within the organization

44

4.2 - 3 The management recognized and encourages new ideas

45

4.2 - 4 I would prefer to work in more simple, less hierarchical structure

46

4.2- 5 I am prepared to take risk in implementing new ways

47

4.2 - 6 Conclusions of findings on Change management process

48

4.3 Employee's Attitude towards work

49

4.3 - lI am satisfied with work

49

4.3 - 2 I believe in the values of my work

50

4.3 - 3 I am willing to contribute with all my effort towards success

51

4.3 -4 I am satisfied with awards in terms of yearly salary

52

4.3 - 5 I participate in all activities organized by functions and organization

53

4.3 - 6 I am satisfied with all my areas of work in all aspects

54

4.3 - 7 My achievements are recognized

55

4.3 - 8 My skills and talents are recognized by the management

56

- ..

II

4.3 - 9 Summary of findings on Employee's attitude towards work

57

4.4 Employee's Attitude towards change

58

4.4 - 1 The changes of the management will not have effect on my work

58

4.4 - 2 I believe in involving employees in the change process

59

4.4 - 3 I am willing to cooperate and support the work according to new plan. 60
4.4- 4 I am well informed of the changes and the reason of the change

61

4.4 - 5 I am positive that the changes are made to improve our performance

62

4.4- 6 Summary of findings on Employee's attitude towards change

63

4.5 Passenger's Demographic Profile

64

4.5 - 1 Age Group

64

4.5 - 2 Gender

65

4.5 - 3 Occupation

66

4.5 - 4 The highest level of education achieved

67

4.5 - 5 The reason for choosing Thai Airways International to travel with

68

4.6 Passengers opinion on service at Bangkok International Airport

71

4.6 - 1 Check in procedure is hassle free

71

4.6 - 2 The Greeting of passenger service are friendly

72

4.6 - 3 The passenger service staff are extremely efficient

72

4 .6 - 4 Information provided by passenger service staff is extremely helpful

73

4.6 - 5 The language skills used is clear and precise

74

4.6 - 6 The ability to prompt response to problem solving

75

4.6- 7 Summary of passenger's opinion on the service at the airport of the First
class passenger's service staff

76

Chapter 5 - Summary, Conclusions and Recommendations
5.1 Conclusions and Recommendations

78

5.2 Passenger's Summary, Conclusions and Recommendations

79

Ill

Bibliography
Books
Journals/ Articles
Electronic Sources

Appendices
•!• Researcher's personal Curriculum Vitae
•!• Employee's Questionnaires
Part I - Demographic profile
Part II - Open-end questions - Rating

•!• First Class Passenger's Questionnaires
Part I - Demographic profile
Part II - Open-end questions - Rating

•!• Rewards received by various airlines through the year

Tables and Figures
Table 4.1 -1 Employee's Age group

40

Figure 4.1- 1 Employee's Age group

41

Table 4.1 -2 Employee's Gender

41

Figure 4.1 - 2 Employee's Gender

41

Table 4.1 -3 Employee's highest level of education achieved

42

Figure 4.1 - 3 Employee's highest level of education achieved

42

Table 4.1 - 4 Employee's length of service in the company

42

Figure 4.1 - 4 Employee's length of service in the company

43

Table 4.2-1 The management knows or has plans of where we are to be five years from now 43
Figure 4.2 - 1The management knows or has plans of where we are to be five years from now 44
Table 4.2 -2 There is a two-way communication within the organization

44

Figure 4.2 -2 There is a two-way communication within the organization

45

Table 4.2 - 3The management recognizes and encourages new ideas from all employees

45

Figure 4.2 -3The management recognizes and encourages new ideas from all employees

46

Table 4.2 - 4 I would prefer to work in more simple, less hierarchical structure

46

Figure 4.2 - 4 I would prefer to work in more simple, less hierarchical structure

47

IV

Table 4.2 - 5 I am prepared to take risk in implementing new ways of doing things

47

Figure 4.2 - 5 I am prepared to take risk in implementing new ways of doing things

48

Figure 4.2 - 6 Summary of findings on Chang management Process

49

Table 4.3 - 1 I am satisfied with my work

50

Figure 4.3 - 1 I am satisfied with my work

50

Table 4.3 - 2 I believe in the values of my work

51

Figure 4.3 - 2 I believe in the values of my work

51

Table 4.3 - 3 I am willing to contribute with all my effort towards success of the company

52

Figure 4.3 - 3 I am willing to contribute with all my effort towards success of the company

52

Table 4.3 - 4 I am satisfied with awards in terms of yearly salary increase and promotion

53

Figure 4.3 - 4 I am satisfied with awards in terms of yearly salary increase and promotion

53

Table 4.3 - 5 I participate in all activities organized by functions and organization

54

Figure 4.3 - 5 I participate in all activities organized by functions and organization

54

Table 4.3 - 6 I am satisfied with my areas of work in all aspects

55

Figure 4.3 - 6 I am satisfied with my areas of work in all aspects

55

Table 4.3 - 7 My achievements are recognized

55

Figure 4.3 - 7 My achievements are recognized

56

Table 4.3 - 8 My skills and talents are recognized by the management

56

Figure 4.3 - 8 My skills and talents are recognized by the management

57

Figure 4.3 - 9 Summary of findings on Employee's Attitude towards work

58

Table 4.4 - I The changes of the management will not have effect on my work performance 59
Figure 4.4- I The changes of the management will not have effect on my work performance 59
Table 4.4 - 2 I believe in involving employees in change process

60

Figure 4.4 - 2 I believe in involving employees in change process

60

Table 4.4- 3 I am willing to cooperate and support the work according to the new plans of the
management

61

Figure 4.4 - 3 I am willing to cooperate and support the work according to the new plans of the
management

61

Table 4.4- 4 I am well informed of the changes and· the reason of the changes within the
organization

62

Figure 4.4 - 4 I am well informed of the changes and the reason of the changes within the
organization

62

Table 4.4 - 5 I am positing that the changes are made to improve our performance

63

Figure 4.4 - 5 I am positing that the changes are made to improve our perfotmance · · ·

63

-

v

Figure 4.4- 6 Summary of findings on Employee's attitude towards change

64

Table 4.5-1 Passenger's Age group

6S

Figure 4.5 - I Passenger's Age group

6S

Table 4.S -2 Passenger's Gender

6S

Figure 4.S - 2 Passenger's Gender

66

Table 4.S - 3 Passenger's occupation

66

Figure 4. S - 3 Passenger's occupation

67

Table 4.S -4 Passenger's highest level of education achieved

67

Figure 4.5 - 4 Passenger's highest level of education achieved

68

Table 4.S -S Passenger's reason for choosing Thai Airways International to travel with
Table 4.S - Sa In-flight service

69

Table 4.S - Sb Frequent Flyer/ Mileage program

69

Table 4.S - Sc Price

69

Table 4.S - Sd Recommended by travel agent

69

Table 4.S - Se Convenient schedule

69

Table 4.5 - Sf Pleasant service provided

69

Table 4.S - Sg Safe and secure

70

Table 4.S - Sh National carrier

70

Table 4.S - Si Others

70

Figure 4.5 -S (a-i) Passenger's reasons for choosing Thai Airways International to travel with 70
Table 4.6 -1 Passenger's opinion - check-in procedure is hassle

71

Figure 4.6- 1 Passenger's opinion - check-in procedure is hassle

71

Table 4.6-2 Passenger's opinion - the greeting of passenger service staff is friendly

72

Figure 4.6- 2 Passenger's opinion - the greeting of passenger service staff is friendly

72

Table 4.6-3 Passenger's opinion -the passenger service staff are extremely efficient

73

Figure 4.6- 3 Passenger's opinion - the passenger service staff are extremely efficient

73

Table 4.6-4 Passenger's opinion - information provided by passenger service staff is extremely
helpful

74

Figure 4.6-4 Passenger's opinion- information provided by passenger service staff is extremely
helpful

74 ·

Table 4.6 -S Passenger's opinion - the language skills are clear and precise

7S

Figure 4.6 - S Passenger's opinion - the language skills are clear and precise

7S

Table 4.6 -6 Passenger's opinion - the ability to prompt response to problem solving

76

Figure 4.6 - 6 Passenger's opinion<- the ability to prompt response to problem solving

76
vi

Figure 4.6- 7 Summary of passenger's opinion on the service at the airport of the first class
passenger's service staff

77

VII

CHAPTERl
Introduction
Thai Airways International Company Limited (Public) is Thai' s national carrier,
an international airline, competing internationally.

The global and Asian situations are

considered an important factor, which have an effect on the organization, as it is an
international business and are very much required to know prior to creating a step in
developing the organization and staff. Our developments have the purpose to meet with
the requirement or satisfaction of customers most as they not only are the creator of the
demands or needs but also are the key indicator of success of the airline.

1.1 Global Situation of Change Management Process

The global situation is considered one important factor that has an effect on the
airline industry and the information is therefore needed in order to create the right path
for the plan for the development of the organization. The airline industry is now more
competitive than before as all airlines are developing to provide satisfactions for
passengers while traveling, this is therefore one of the reasons why we need to develop
to meet with customers satisfaction.
The principal reason for restructuring business is to allow it to best achieve its
objectives. Change is often needed when a business reaches a new stage in its cycle,
such as moving from an entrepreneurial organisation to one with a more stable planned
development. Other factors, both internal and external can also prompt change.
(www.businesslink.gov.uk)
The external factors include the need to address new markets, react to changes in
demand, or to keep up with new technologies or products from competitors. Your
business may need to reorganise in the face of such changes to allow it to achieve its
objectives. (www.businesslink.gov.uk)
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If you wait until your business' position is threatened however, it may result in

defensive and ineffective management. Proactive change means when management
foresees a change in the market or economy that will affect the business and uses
change to better its position which is much more effective. Analysing your strengths
and weaknesses can help you identify potential changes. Make sure that you are not
changing the business just for the sake of it. Understand why you are reorganising the
business and have a rational analysis of the situation. (www.businesslink.gov.nk)
Customer relation management does pay for the airlines to work very hard
retaining and growing business travelers. And this is a cyclical effort that spirals over
time, because as a traveler gains "status" (gold, executive, premier, etc.) and
mileage/upgrades on a given airline, they will likely want to continue using that airline
to either maintain or build up their status. These efforts are certainly enhanced by
tracking preferences, strong partnerships, thoughtful promotions, enhanced services for
frequent fliers (travel lounges, dedicated check in areas, etc.), and competent customer
service (particularly in the airports and during travel). This mindset may even push out
other airlines eventually, or at minimum, reduce the number of potential competitors.
(http://www.marketernet.com)
The Airline industries in the world are all only facing crisis from the
unpredictable events in order to survive, the organization should prepare and develop to
be ready to be faced with all changes. (www.reuters.com, www.cnn.com)
1.2 Asian Situation
The situation of the market within Thailand and within Asia is highly competitive at
present. There are many low-cost airlines being introduced into the airline industry and
this is where customer relationship management needs to be focused upon. There are
now several airlines operating to the same destinations, which give people more
alternatives to choose the airline to travel on. Each new airline now places their focus
2

upon the low-cost, competing to be lower than others as much possible even flying to
the same destinations.
Airlines need to do a little of both, customer relation management strategy and
continuing to promote price reductions and discounts in order to be more successful. A
specific example of a customer relation management strategy initiative that many have
tried to work with and that definitely did yield dividends in the airline industry.
(http://www.vineyardsoft.com)
Research shows quite clearly that what really counts for customers is the travel
experience. The customers are somehow very brand oriented in that they consistently
deliver their brand's promises and have built up strong emotional loyalty to themselves .
. (http://www.marketernet.com)

1.3 Change Management Process & Customers Satisfaction

The biggest barrier to achieving successful customer relation management will
be the internal corporate cultures of the major airlines. Business travelers who spend
way much time on airplanes, very well knows first hand how terrible service can be
where even the smallest gestures can make a huge difference. There are stories that can
create lasting scars on a consumer's psyche that can have negative implications in terms
of brand perception for years to come. This is where customer relation management
comes to be important, as uniqueness is required to differentiate and cater to passengers
according to their needs. (http://www.marketernet.com)
Customer relation management (CRM) as an alternative, which could help, build
more rational loyalty through investments in CRM technology and in FFP (Frequent
flyer program) particularly. Indeed, some suggest that customers are often more loyal to
the

FFP than to

the airline itself, potentially a problem in the future.

(http://www.marketemet.com)
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The whole CRM initiative revolves around the philosophy that if an organization
knows more about their clients, and uses that knowledge (wisely) to communicate more
and more relevant information to them, the clients will (in all probability) feel a closer
kinship to that vendor and be more likely to do business with them.
(http://www.vineyardsoft.com)
There are other examples within the airline industry where CRM can have a
positive effect on customer profitability and retention. (http://www.vineyardsoft.com)

1.4 THAI announces strategy on identity and service improvement

THAI's new corporate identity development is another of THAI's corporate
strategies, which aims to support the government's policy to combine public and private
sector efforts as well as the general public to compete in the global market, and to create
sustainable development for society. The new identity will be evident at the new
Suvarnabhumi Airport, in the cabin refurbishment, which is expected to be complete by
December 2004, as well as the new Airbus 340-600 to be delivered in 2005. THAI
issued Terms of Reference (TOR) for various design consultants, both local and
international, on 2 May 2003, and six consultancies submitted proposals. THAI's
criteria for selection included: Concept and strategy, Reputation and experience,
Creativity,

Quality

and

Comprehensiveness

of Proposal,

and

Practicality.

(www.thaiairways.com)
THAI's campaign "Towards Asian Leadership" aims to make the airline a
regional leader as well as one of the top five airlines in the world. The strategy puts
THAI on the offensive in this competition, putting creativity and customer delight at the
forefront of the strategy. In the past, THAI has constantly upgraded the quality of its
services and introduced new services for the convenience and benefit of its customers.
(www.thaiairways.com)

1.4-1 The plan of creating the delight and satisfaction includes the following:
a) THAl's Ground Service Improvements:

The Ground service involves all staff of the Bangkok international Airport of
various departments such as check-in, receptions at the lounge, passenger service,
cargo and aircraft preparations departments.

The plans of improving the

performance of the staff within the ground service consist of the following:
Call

Center service providing

direct

dial

information to customers.

Royal e-Service including Royal e-Booking, Royal e-Ticket and Royal
e-Check-in using modem information technology for THAI passengers
Transfer in new Mercedes Fleet for First Class passengers between the airport
and their hotels/residents in Bangkok.
Providing Premium Customer Service to Royal First Class and Royal
Executive Class passengers from the moment they step into the airport until they
reach their final destination, with dedicated staff to handle luggage, assist with
check-in and immigration procedures, use of special Royal Orchid Lounges and
Royal Transfer to the departure gate.
Enhanced decor for the Royal First Class and Royal Executive Class Lounges
with an emphasis on Thai ness and modem amenities. (www.thaiai1ways.com)

b) THAl's In-light Service Improvement includes:

The in-flight service refers to the service within the aircraft, which includes all
extra entertainment within the aircraft as well as the equipment and staff who provides
service.

The plans for creating improvement for the in-flight services include the

following:
Improving seat comfort in Royal First Class to decline at 180 degree and 170
degree in Royal Executive Class on THAI's 9 Boeing 747-400s aircraft and 8
5

Boeing 777-200s aircraft. The installation of new seats on these aircrafts is
expected to complete by the end of2004.
Improve In-flight Entertainment System with Audio VDO on Demand with
Touch Screen and Handset with a wide variety of movies and songs on THAI's 9
Boeing 747-400s aircraft and 8 Boeing 777-200s aircraft. The installation of
new system on these aircraft is expected to complete by the end of 2004 and the
installation of Airbus A340 will be complete within 2005.
Special In-flight Meals - THAI will select popular dishes from destinations to
which THAI operates. Consequently, special menus prepared by guest chefs
from leading restaurants and pre-ordered meals as well as a comprehensive Thai
menu for Royal First Class passengers will be provided.
Cabin Crew Training - THAI will be introducing proactive training program for
cabin crew to enhance their ways of thinking and become even more serviceminded.

THAI hopes that this attention to detail with regards to service will result in
satisfied customers, constituting a crucial factor in making THAI a leading airline in the
region, and eventually the world. (www.thaiairways.com)
The Executive Vice President, Customer Services Department position has been
recently designated to directly oversee and manage customer services, with special
emphasis on recognizing customer concerns and increasing effectiveness in reaching
target groups. THAI' s new vision is to become more customer-centered, stressing the
importance of improving customer service. (www.thaiairways.com)

6

c) THAI And Star Alliance Identify A Range Of Projects And Issues For
Future Cooperation.

Star Alliance, the airline alliance, and Thai Airways International Public
Company Limited announced they have jointly identified a wide range of customer
benefit projects and issues which they intend cooperating on in the future, including at
Bangkok's new Suvarnabhumi Airport. (www.thaiairways.com)
THAI is one of the five founding members of Star Alliance, the world's most
established and largest airline alliance. Star Alliance has now grown to 15 members in
seven years, with US Airways due to join later this year. The ranges of joint initiatives
were identified at a high-powered joint workshop of Star Alliance and THAI senior
executives in Bangkok. "THAI, as a founding member of Star Alliance, is fully
committed to playing an active role in moving Star Alliance projects forward for the
best benefit to alliance passengers worldwide. THAI intends to be first in line in making
these alliance projects possible, as Star Alliance has become the leading airline alliance
in the world and THAI is proud to be a part ofit." (www.thaiairways.com)
"THAI will take the lead to develop the new airport into an efficient Star
Alliance Hub", said Star Alliance Chief Executive Officer Jaan Albrecht. "The opening
of Suvarnabhumi Airport is only just around the corner. We are committed to working
with THAI to ensure there is one voice heard from THAI and Star Alliance carriers on
the airport issue. THAI is well advanced in its development at Suvarnabhumi, which
includes representing the interests of Star Alliance carriers servicing Thailand.
(www.thaiairways.com)
In addition to driving the joint airport planning the workshop identified a

number of key issues for further discussion where THAI and Star Alliance can work
closely together in Thailand for the customer's benefit. These included:

- 7

The use of joint purchasing power of the Star Alliance Airlines also in regard to
a more intense procurement of Thai originating products throughout the Star
Alliance member airlines
The development of new customer products with particular focus on Asian
travelers and making use of the evolution of modem information technology
expertise in the region
Star Alliance is a global integrated airline network of 15 members established on
May 14, 1997. The members are: Air Canada, Air New Zealand, All Nippon Airways,
Austrian Airways, Asiana Airlines, Lufthansa German Airlines, LOT Polish Airlines,
Mexicana Airlines, SAS, Spanair, Singapore airlines, Thai Airways International,
United Airlines and VARIG Brazilian Airlines. Star Alliance services have a global
network serving over 700 airports in 128 countries with access to over 500 lounges
worldwide. (www.thaiairways.com)

1.5 Company Background
Thai Airways International Company Limited (Public)

Thai Airways International may have started from a tiny seed but it has grown to
be one of Asia's leading airlines, respected for its foresight, efficient operation, and
superior service. Its growth has been outward as well as upward, developing support
industries including Cargo, Catering, Maintenance, Refueling and a dozen other
components that, with the airline, employ more than 20,000 persons. The net result of
their efforts has been the creation of a major corporation that has enjoyed 31
consecutive profit-making years, a rarity in an industry that daily sees airlines appear
and disappear. (www.thaiairways.com)
THAI began its life as a domestic airline called Thai Airways Company (TAC).
TAC was formed in 1951. In August 1959, Thai Airways Company (TAC) formed an
alliance and entered into the partnership with the Scandinavian Airlines System (SAS)
~
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to create a new international airline for Thailand, and that was how Thai Airways
International was born. (www.thaiairways.com)
In April 1971 the airline flew its first intercontinental flight to Sydney and the
following year we opened European service with flights to Copenhagen. The most
dramatic change within that year was the merger between Thai Airways International
and Thai Airways Company to bring international and domestic services under a single
umbrella. Only in the year 1977, after 17 years of partnership between TAC and SAS,
the share that was held by SAS was sold back to the Thai Government. Thai Airways
International was now Thai owned and managed.

THAI now flies to more than 72

destinations in 37 countries on four continents and are proud to offer service to more
Asian countries than any other airline. (www.thaiairways.com)
In 1992, Thai Airways became a public company. The share that was currently
owned by the government decreased from 93 percent to 70 percent and the other 30
percent was offered to public in the stock market. From then on the registered name for
the company in full has been, "Thai Airways International Company Limited (Public)".
( www .thaiairways.com)

In 1996, management undertook a re-engineering program to prepare THAI to
meet the challenges of a fierce competition in the industry with vision statement lays
out the course for the airline's development over the next decade. Its visible
manifestation will be a new look that will be unveiled in the coming year. Some things
will remain the same, however: the commitment to excellence and superior service that
have spurred the growth from a tiny airline to a regional power. (www.thaiairways.com)
After 4 3 years of the airline, Thai Airways International is still meeting with
new challenges. Today, Thai Airways International is a national carrier that symbolizes
the identity of the nation and is well recognized throughout the world. Even though 43
years have come and gone, the airline still continues to devel9p and improve in
facilities, services and networks as much as possible to provide the highest standard for
~
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passengers throughout the world and prove the new slogan of service the airline of,
"The

first

choice carrier.

Smooth as

silk.

First time,

Every time".

(Vvww.thaiairways.com)
At present Thai Airways International Company Limited (Public), is still going
through a major stage of change. The re-structuring of the company has taken place.
The work concerned with the airport and operating 24hours daily will form a minor
company under the name "Business Unit". The separation of the organization between
the Airport Ground support units and the Head Office has only been partly complete.
The Business Unit is a sub-agent or minor company of Thai Airways International
Company Limited (Public), and is registered under the name "Thai Airways
International Business Unit Company" or commonly known as TGBU. The Business
unit has a managing director as President and reports directly to the President of Thai
Airways International Company Limited (Public). (www.thaiairways.com)

1.6 Measurements of standard

In order to mark how successful an airline is, it is required to measure against an
airline, which has recognizable standard of success to measure against. Skytrax is the
world's largest independent company that has done a survey over the years to mark the
success of international airlines to be recognized all over the world. Not only that, but
the survey also provides the knowledge to competing airlines in the areas that require
improvement. (www.skvtrax.com)
In this research, the researcher used the "Skytrax" survey as a standard in order
to measure the satisfaction of customers of Thai Airways International Company
Limited (Public).
Awards are the key indicator, which indicates the level of satisfaction of
customers, which is a measurement that could be used to identify the areas, which
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require improvement and how to successfully change or develop in order to gain
customers satisfactory to Thai Airways International Company Limited (Public).

1.7 What is Skytrax Airline Passenger Survey?
Skytrax Surveys is the market research division of Skytrax Research, the
London and U.K .based specialist aviation advisors. (www.skytrax.com)
Skytrax survey provides extensive aviation Product and Service research
capabilities to airlines, airport operators and general travel product suppliers across the
globe - drawing on unrivalled experience and expertise in this specialist market.
(www.skytrax.com)
The ability to advise clients in a truly individual manner is a key attributes to
success every study achieving a level of objectivity that is free of day-to-day internal
management pressures. (www.skytrax.com)
Core research products from Skytrax Marketing Research section include airline
class

surveys,

and the annual

global airline and airport research studies.

(www.skytrax.com)
1) AIRLINES - Annual First - Business - Economy class Survey
2) AIRLINES - Global Passenger Satisfaction Survey
3) AIIRPORTS - Global Customer Satisfaction Survey

Custom research spreads across many facets of the air travel industry - some
recent examples include:
•

Competitive Performance - Quality Benchmarking

•

Passenger Loyalty I Repurchase Trend Surveys

•

Airline Cost Reduction Audits

•

Passenger Satisfaction Analysis

•

Brand Evaluation - Brand Awareness - Re-branding
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The criteria of Skytrax survey focus on the comments from passengers' in all areas
and aspects worldwide. The result of the survey for the year 2003 on the over all bases
are as follows:

Airlines of the Year 2003 - Top 5
I) Cathay Pacific Airways
2) Emirates
3) Singapore Airlines
4) Malaysia Airlines
5) Qantas Airways

The 2004 Best Airline Awards results
A Skytrax Airline of the Year is the global barometer of airline passenger
opinions - and is free of any outside or financial influences. It is the only airline survey
that can claim a truly worldwide audience-made up of more than 90 different passenger
nationalities. (www .skytrax.com)
The response level represents an increase of over 6 million completed
questionnaires compared to the 2002/3 Survey - the project being boosted by the launch
ofa dedicated Passenger Survey site in May 2003. (v{ww.skytrax.com)
The final Survey rankings contained some very close competition between the
top 3 airlines for much of the Survey period. (www.skvtrax.com)
As the world's "largest" passenger survey, after 10 months (from June 2003 to
March 2004) the Skytrax Airline of the Year survey logged a total of I 0.8 million
eligible

entries,

and

more

than

92

different

nationalities

participated.

The much prized 2004 Airline of the Year title has been won by Singapore Airlines,
after some considerable challenges by Emirates (2nd) and Cathay Pacific (3rd), both of
these carriers being in the title position on several occasions through the I 0 month
period of the survey. (www.skytrax.com)
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In addition to scooping the 2004 Airline of the Year title, Singapore Airlines
takes the award for "Best Airline Asia" - and was amongst the top three performers as
Best Transpacific, Best First Class and Best Economy Class airline. (www.skytrax.com)

The final 2004 Surveys rankings:
1 · Singapore Airlines
2 Emirates

3 Cathay Pacific
4

Qantas Airways

5

Thai Airways

6

British Airways

7

Qatar Airways

8

Malaysia Airlines

9 Continental Airlines
10 ANA All Nippon Airways
(www.skytrax.com)

1.8 Changes/ Interventions to create improvement

Each organization is unique and the area that needs to be changed and adapted is
therefore different. The ways or the process of change is different too as the culture of
each organization differs. Therefore before change or development could actually take
place within the organization, planning and studying the organization from various
aspects is required for successful interventions.
Change is one thing everyone very much fears of as it is uncertain, unknown
insecure and this is where resistance of change occurs. It is therefore important to
advice, inform and create an understanding of employees about the reason for changes
to occur. The building of positive attitude towards change is required at the early stage
because cooperation is required.

One need to come to an understanding that not
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everything in this world will happen according to how one needs/wants it to be and
changes that happen around us requires us to adapt and adjust to them in order to
survive the change.
The problems of the organization need to be identified and prioritized, prior to
change to take place. During the time that the organization is going through a stage of
change, the confidence, co-operation and support of employees within the organization
is required, as they would help the organization develop according to plan. The attitude
of employees towards their work and change is very important as it can affect the
standard of work performance and the level of acceptance to changes in management or
leadership style.

1.9 Statement of the problem

Now that the airline industry is even more competitive than before, the
researcher would like to study and propose the appropriate ways to conduct successful
changes for the organization with regards to the concern of customer's satisfaction
The purpose of this research is to study readiness of change management
process, in relation to employee's attitude and perception towards work and change of
employees in "Thai Airways International Company Limited (Public)" and the
customer's satisfaction.
The researcher has placed the focus upon the employees who provide services to first
class passengers as well as customers of first class as the researcher realizes their
importance and that these two parties come in contact with one another directly. It is
essential to gain basic understanding of both parties' attitude and perception prior to
conduct positive propose for the interventions.
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1.10 Research Objectives

I)

To determine the degree of readiness for change management process of
employees

2)

To determine the attitude of employees towards work and change

3)

To determine the level of first class passenger's satisfaction on the airline
service

4)

To analyze implication of readiness for change management process of
employees, attitude of employee's towards work and change in relation to
customer's satisfaction

5) -

To design an organization development interventions proposal based on the
insights from a) readiness for change management process, b) employee's
attitude towards work and change

1.11 Research Questions

1) What is the level of attitude of employees who provide services for passengers
who travel first class of Thai Airways International Company Limited (Public)
have towards work and change?
2) What kind of perception and attitude do staffs have towards passenger who
travel first class of Thai Airways International Company Limited (Public)?
3) What are the implication of the readiness for change management processes
towards work and change for customer's satisfaction?
4) What are the appropriate solutions in order to improve the performance of staff
in order to achieve customer's satisfaction?

1.12 Scope of the study

The information provided but the Human Resource Department of Thai Airways
International Company Limited (Public) identified that the total number of employees,
'
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involved in the department that provides services for passengers who travel first class of
Thai Airways International Company Limited (Public) which is department of focus is
350.
The passengers involved in the scope of focus of this research are the passengers
who travel first class of the four selected airlines. Passengers are the primary factor,
which is considered the most important factor in order to provide information for this
research to meet its success of the study but yet fragile and complicated and requires
understanding in order to gain co-operation and support.

1.13 Delimitation of the study

The restriction or delimitation is the problems occurred in the process of the
study of this research as it directly involves customer in terms of their satisfaction and
because of the time in which the passengers approach the check-in counter, is very
short, the answers were vary and as a result some part of the analysis could not be
specified.

1.14 Significance of the study

The change management process can create a challenging situation in which the
organization needs to acquire the most appropriate ways to maintain the profit of the
organization as a whole.
The benefit of studying the readiness for change management process in terms
of attitude of employees towards work and change is to help find out the readiness and
attitudes or perceptions of employees towards work and change. The knowledge
achieved from this paper can be presented to the management level of the organization
as an alternative way to develop the organization to meet and exceed customer's
satisfaction.

16

The researcher strongly believes that the process of development of each
organization is different as the culture of each organization is unique. The uniqueness
of each organization has created the importance of this study, as the result would help
further develop plans of intervention and implementation to achieve customer's
satisfaction most.
The staff that provides services for passengers who travel first class of Thai
Airways International Company Limited (Public) would represent the organization as a
whole is the group of ground staff who would be carefully selected by the management
for special training. They are the group of staff who would meet with passengers most
and are therefore used within this research as they could well recognize passenger's
satisfactions.
Organization development can start at any point but in order to make a
successful development of the organization, a good starting point is necessary. The
researcher therefore hopes the result of the research would help the management of the
organization to draw conclusions in ways of creating process to apply or implement and
develop the organization as per the requirements of the passengers especially the first
class travelers and hopes very much that the result would be beneficial to help the
management in one way or the other.

1.15 Definition of Terms
Attitude - Robins (200 I) mentioned that an attitude refers to the way a person feels

about and is disposed towards some "object". The term object is used very generally.
The object of a person's attitude could be a physical object or a set of objects, specific
person, a group of people or a more abstract entity.
Attitude is a personal evaluation, feeling, perception or thoughts that one has
towards anything'that one is concerned with. It is the matter or question of "what they
think or have personal perception towards an action or event".
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Change management process - The steps or order that are needed to make in order to

make a successful change for the organization.

Managing the changes, require

procedures to follow and target in order to measure the success of the change. Each step
of change made requires positive feedback before the next step of change can take
place.
Employees -In this research, employees or respondents refer to the staff that provides

services for passengers who travel first class of Thai Airways International Company
Limited (Public).
First Class Passenger's customer's satisfaction - The passengers who travel on first

class generally have high expectations and require perfection in every way as they pay a
large sum of money for convenience and comfort. They are the group of passengers
who the airline needs to provide the best service in order to meet with their expectations
in order to gain their satisfaction.
Management Process - The steps or ways in which the management decides to take

action and control in order to create changes
Organization Development Interventions

The development interventions are the suggested areas of adjustments in which
the organization would or should undergo in order to arrive at the turning point where
changes or development are accepted.
Passengers/Customers - Individuals that use the selected airline and travel first class

are the group of people who would have intimate details in clarifying needs and
satisfaction as they are paying the largest amount of money for comfort while traveling.
Readiness - The willingness and cooperation of employees in preparing for a change
Staff performance- Refers to the way work is done by staff who provides services for

passenger who travel in first class of Thai Airways International Company Limited
(Public).
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CHAPTER2
Review of Related Literature: Conceptual Framework
An organization is a group of people who share common ideas, behaviors or
vision gathered to perform a task to accomplish the goal of the organization. The
organization chart is a diagram describing and reporting relationships and the formal
arrangements of work position within an organization so that the process of work is
complete according to steps.
The hierarchy of the company at present is divided into several levels; the
span of management within the company is very narrow and the levels of hierarchy can
become barriers of communication within the company not only in the upper level and
lower level but also across functions. Each individual would be more close to one
another and all infoi:mation would be shared to generate ideas. The process of the work
would be more efficient and effective; people would have ability to share ideas and at
the same time have authority to make decisions.
This chapter contains the parts of theory and review of related literature that
have been brought to use jn preparing this paper.

2.1 Organization Development
Organization Development (OD) is a program of planned interventions.
Specifically, OD should improve the internal operation of the organization by opening
up communication, by decreasing internal obstructions such as win-lose conflicts, and
by increasing creativity in problem solving. OD includes the following procedures:- (1)
diagnosing the organization's current functioning; (2) planning interventions for
improvement; (3) mobilizing resources to put the plan into action; and (4) evaluating the
effects. ( King & Anderson, 2002)
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The in depth study of this research includes a literature review in order to have
path for the research objective and the respondents would answer the research
questions, which are within this chapter, which are included within the conceptual
framework such as change management process, attitude towards work and change of
employees and the importance of customer relation management.
The central focus of the study is on the improvement of staff performance and
change process in order to meet with the satisfaction of the passengers of Thai Airways
International Company Limited (Public). The areas which would be focused on are the
areas of passenger's attitude and perception towards the employee's work or
performance and the level of readiness for the improvements.

2.2 Change management process

Business organizations are changing, whether they want to or not. The changes
are chaotic. The pyramids of corporate strength have flattened into a web of
organization ambiguity.

Individual employees no longer have to study structure to

climb. Instead, planning a career is more like crawling out on a webbing of rope,
grasping for stability that comes and goes quickly. This is no safe net. (Johansen &
Swigart, 1994)
In the Harvard business review on change (1998), it was mentioned that Kotter
referred to the uncontrollable and importance of change management that in reality,
even successful change efforts are messy and full of surprises. But just as a relatively
simple vision is needed to guide people through a major change, so a vision of the
change process can reduce the error rate. And fewer errors can spell the difference
between success and failure
Jeanie Daniel Duck, in the Harvard Business Review on Change (1998), referred
to managing change as the art of balancing, as he believes that managing change isn't
like operating a machine or treating the human body one ailment at a time but the proper
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metaphor is like balancing a mobile.

In managing change, the critical task is the

understandings of how pieces balance off one another, how changing one element
changes the rest, how sequence and pace affect the whole structure. An organization,
like a mobile, is a web of inter-connections; a change in one area throws a different part
off balance. Managing these ripple effects is what makes managing change a dynamic
proposition with unexpected challenges.
The change management process is the concern on how things get done. The
process of change requires management as the organization aims to make the process
effective, efficient and close to what had been planned as much as possible.

The

approach includes and involves a lot of decision making as problems could arise at any
point and this is why usually a professional team is assigned to handle, deal and take
responsibility.

2.2 (a) The seven steps in the change management process

The Harvard Business Essentials: Managing change and transition (2003)
concluded and described the strong belief of the few aspects of organization change and
innovation, which are simple and predictable enough to be managed by following stepby-step guidelines. Rather, the objective has been to provide a degree of knowledge
about the phenomena that will help equip managers with analytical skills necessary to
enhance their performance.
Step]: Mobilize Energy and Commitments through Joint Identification of
Business Problems and Their solutions
Step2: Develop a shared vision of how to Organize and manage
competitiveness.
2.1

Describe a desirable future
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2.2

Be compelling, that is, must be so much better than the current
state that will gladly undertake the effort and sacrifice as
necessary to attain.

2.3

Be realistic in the vision must be perceived as being within the
grasp of a hardworking group of people.

2.4

Be focused, which should be a manageable and coherent set of
goals.

2.5

Be flexible-that is, able to attempt to changing circumstances.

2.6

Be easy to communicate with different levels.

Step3: Identify the Leadership - Be sure that they are visible leaders and
sponsors of change, someone who owns and leads the change initiative.
You need the best people involved, and you need them at all levels
Step4: Focus on results, not activities but concentrate on things that will
contribute directly and tangibly to bottom-line improvement.
Step 5: Start changes at the periphery, and then let it spread to other units
without pushing it from the top.
Step 6: Institutionalize success through formal policies, systems, and
structure- ways to measure the changes is required to be implemented.
Step 7: Monitor and adjust strategies in response to problems in the change
process. Remember that some people will quit, some elements of the
change agenda will fail, and competitors may change tactics.

So be

flexible. (Managing: Innovation and change)
The seven steps of change management process correspond to the seven stage
model of OD proposed by Edgar Huse in 1980 which was based upon the earlier theory
of Kurt Lewin's. Huse's model ofplanued organization change is as below:
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Huse's moclel of planned organization change
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Source Printed by kind permission from Organization Development and Change, Edgar Huse, copyright 1980
by West Publishing Company. All rights reserved. Managing Innovation and Change: A critical guide for
organizations (2002)

Explanation of the model:
The model is one of the useful illustrations or models to explain the multi phase
process of organization development or change. Kurt Lewin proposed a three-stage
process change implementation-unfreeze, change, refreeze. Unfreeze means the first
investigate resisting forces.

Only after the resisting force has been minimized, the

change can be implemented. Importantly, for the change to become routine, a regular or
familiar day-to-day practice is essential in the organization, Lewin argues that the third
stage is the refreezing stage of the organizational system. In the refreezing stage, a
number of strategies for refreezing the system are called for, including rewarding the
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desired behaviors of staff and setting new rules and regulations to reinforce the change
process.
2.3 Theories and Studies Related to Attitudes

Attitudes can be defined as readiness to a psychological object with some degree
of favorableness. The evaluative reaction of favor or disfavor can range from extremely
negative to extremely positive, through the neutral point, on a dimension such as "good
vs. bad", "pleasant vs. unpleasant" or "favor vs. opposed". (UMASS, 2002)
Attitudes have played a key role in social psychology because of the presumed
connection between people's perception of their world and their behavior in it.
Managers also consider attitudes important (Champoux, 2000). Attitudes are linked to
behavior. They have traditionally been considered to be relatively stable disposition to
behave in particular ways towards objects, institutions, situations, ideas or other people.
They are also usually considered to develop as a result of experience. In other words,
they influence an individual's response to something or someone. All people have
attitudes towards things - school, university, parents, work, politics, sports, religion and
other people (Martin, 2001 ).
Attitude is an important factor in the development of perceptual readiness, as it
represents a readiness to respond to events according to defined courses of action
(Cattell and Baggaley, 1996).
It has been argued that, where individuals are required to change their behavior

in such a way that is clashes with their attitudes and gives rise to dissonance, an attitude
change will only occur if the people concerned believe, rightly or wrongly, that they
have a choice as to whether to adopt the new behavior or not. If, on the other hand, they
feel that they are being compelled against their will to change their behavior, this can
lead to high level of dissonance and perhaps open defiance. It is very unlikely to create
psitive attitude toyvards the proposed changes (Jones, 1990; Robbins, 1986, Fasio,
Zanna and Cooper 1997).
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It is important to understand the antecedents to attitudes as well as their
consequences, the different components of attitudes, the major attitudes that affect work
behavior (Nelson & Quick, 1997).

2.3 (a) Components of Attitudes
Schiffinan and Kanuk (2000) mentioned that it is useful to consider attitudes as
having three components, which are cognitive, affective and behavioral.
Fishbein and Ajzen (1998) define the components of attitudes as follows. The
beliefs and values antecedents from the cognitive component of an attitude: the beliefs,
opinions, knowledge, or information a person possesses. Beliefs represent ideas about
someone or something and the conclusion that one draws towards them.
The second component is the affective component of an attitude. It is a specific
feeling regarding the personal impact of the antecedents, which is the attitude itself.
The third, the behavioral component, is an intention to behave in a certain way
based on feelings and attitudes. This intended behavior is the result of an attitude and it
is a predisposition to act in a specific way.

Diagram of Components of Attitudes

Stimuli

'Emotion'
Vertial statements
of feefing

Feelings ~~~-Beliefs

'Cognitive response
Verbal statements
of belief

ATTITUDE

Behaviour

Overt actions
Verbal statements
about
intended behaviour

Source: Spooncer, F. (1992 reprint) Behavioural Studies for Marketing and Business Leckhampton, UK:
Stanley Thornes (Publishs) Ltd (First published 1989)
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Rosenberg, Hovland, Mcguire, Abelson, and Brelnn (1999) define the
complexity of the three components of attitudes as affect, behavioral intentions and
cognition - called the ABC model of attitude.
Affect is the emotional component of an attitude. It refers to an individual's
feeling about something or someone. Statements such as "I like this" or "I prefer that"
reflect the affective component of an individual.
The second component is the intention to behave in a certain way toward an
object or person. Individuals may be supportive, passive, or hostile, depending on their
attitude.
The third component of an attitude, cognition (thought), reflects a person's
perceptions and beliefs. Cognitive elements are evaluative beliefs and are measured by
attitude scales or by asking about thoughts.
Attitude in general is the way a person thinks acts and says or mentions about a
person or things.

2.3 (b) Employee's attitudes towards work
The attitude of the employee towards their work is generally referred to as job
satisfaction as it could be measured in reflection of an individual's performance of
work. The level of job satisfaction is a personal feeling of an individual towards their
job so the literature review on the employee's attitude towards work revolves on the
study of job satisfaction.
The factor of satisfaction varies as each individual's work for different reasons
and the factors that make one's life fulfilling, complete or satisfactory is different. For
example, two people who work in same position, same company, receive equal salary
and benefits but it so happens that one has a higher job satisfaction level than the other.
It all depends on each individual's aims or what one considers as satisfactory or

rewards.
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Stephen P. Robbins (2001) defines employee's attitude towards work in three
aspects as job satisfaction, job involvement and organizational commitment.
Job satisfaction refers to an individual's general attitude towards his or her job.
A person with high level of job satisfaction holds positive attitudes toward the job,
while a person who is dissatisfied with his or her job holds negative attitudes towards
their job. When people speak of employee attitudes, more often than not, they mean job
satisfaction.
Job involvement measures the degree to which a person identifies
psychologically with his or her job and considers his or her job perceived performance
level important to self worth. Employees with high level of job involvement strongly
identify with and really care about the kind of work they do.
Organizational commitment has been defined as a state in which an employee
identifies with a particular organization and its goals, and wishes to maintain
membership in the organization.

High involvement means identifying with one's

specific job, while high organizational commitment means identifying with one's
employing organization.
Stephen P. Robbins (2001) also mentioned that job satisfaction is important; a
satisfied worker force translates into higher productivity due to fewer disruptions caused
by absenteeism or good employees quitting, as well as into lower medical and life
insurance costs. Additionally, there are benefits for society in general. Satisfaction in
the job carries over to the employee's off the job hours. So the goal of high job
satisfaction for employees can be defined in terms of both dollars and cents and social
responsibility.

Robbins concluded in his studies that · the determination of job

satisfaction was mentally challenging work, equitable rewards, supportive working
conditions, supportive colleagues and the importance of a good personality-job fit and
an individual's genetic disposition. In general, attitude of employees towards work or
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the feeling of satisfaction of their work is a conceptualized as a collection of individual
perceptions and feelings upon or towards various aspects of their work.
Parsons ( 1972) views the approach of attitude towards work in two ways as
a.

·The fit between what an organization requires of its employees
and what the employees are seeking from the firms; and

b.

The fit between what employees seek from the firms and what is
received.

The simplification of his theory was the concern in the relationship between an
organization's role expectations (the behavior that it expected from its staff in the role to
which they had been given or assigned) and an individual needs dispositions (the
expectation in which an individual has on his/her work situation) would lead to job
satisfaction. The theory defines 'five' contractual areas between the organization and
employees that should be examined:
1. The knowledge Fit
2. The Psychological Fit
3. The Efficiency Fit
4. The Task Structure Fit
5. The Ethical and Social Value Fit

2.3 (c) Employee's attitudes towards change

Stewart (1997) mentioned that attitude has been described as capable of change
through learning and it is important in bringing about change in individual behavior.
Any attempt to manage organization change must therefore take account of the
attitudes.
Klein (1996) had mentioned that the change would be more effective when there
was a well-planned communication process. He also suggested that the decline of job
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satisfaction was due to poor communication. If the employees had really known and
understood the reason for the new system then they would have approved of it.
Scott and Jaffe (1994) mentioned that the feeling or first reaction that comes to
the worker's who has been announced of the changes by the management is the feeling
of shock of being attacked and betrayed by the organization. Many respond to the
notification or announcement with resistance, anger, frustration and confusion. These
responses could gradually develop to become negative attitudes towards work.
According to the study of (Hutchison and Garstka, 1996), the organization needs to
implement policies and practices, to regain the feeling of value, importance and
confidence of employees towards the organization so that they will be committed to the
change and new organizational goals. Stebe! (1992) also mentioned that together with
this process, new "relationship" between employees and organization could be
developed.
Kitchen (2002) mentioned that as the 21" century becomes preoccupied by the
concept of change, the role of internal communication is gradually making an impact on
organizations. The more your employees know about you organization, the more they
can align themselves with the values and culture. They are also in the position to share
knowledge with their peers and to promote a positive, well-informed image to any
external agent. During times of change, uncertainty is rife and fears of the unknown are
a common factor. Employees do not always understand why this change is occurring
and tend to be wary of moving away from the old.

This is where internal

communication can prove to be valuable and employees need to have basic
understanding of the phase which the organization is going thru as it would answer to
the query of the need to change and the part or role which all employees are to take.
This will result in co-operation and support to ensure successful changes.
French, Bell and Zawacki (1993) noted that organization development theory
and practice focus primarily on human and social aspects of organizations. Similarly,
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Bennis (1998 - reprinted) asserted that organizational development "almost always
focused on the values, attitudes, leadership, organizations 'climate - the people
variables'.

Golembiewski (1993) and Srinivas (1994) argued that organization

development concentrates on feelings and emotions, ideas and concepts, placing
considerable importance on the individual's involvement and participation.
The organization needs to create a positive attitude towards change before
actually implementing the change. The employees need to be aware and ready to accept
the changes in order to create a successful change for the organization according to the
plan. It is common that within the organization there are to be employees who resist the
change. However, (Cummings and Worley, 2000) pointed out three processes to design
for people who are to deal with the resistance to change, namely communication,
support and participation.
Therefore, proper vision and communication among all levels of employees can
change the values, belief and attitudes about the changes. The management levels need
to communicate and provide information to employees in order to give them support
and assurance of their job security. In return the employees who understand the reason
to change will become supportive and willing to participate in the changes.

2.4 Customer Relation Management (CRM)

Finding and keeping customers is the heart of your business. In recent years, the
concept of Customer Relationship Management (CRM) has been developed as a way
for businesses to approach customer relations systematically and efficiently. Of course,
businesses have always had relationships with customers. What is new about CRM is
the focus on actively managing your customer relations in an organized and strategic
manner. In practice, that means developing your company's internal operations,
software and Internet capabilities so your customer relationships are more profitable.
For example, you could use CRM to track key customer information such as accounts,
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buying histories and preferences so that you can match customer needs with product
plans and offerings. (www.stragegis.ic.gc.ca/epic/intemet/inee-ef.nst)

2.4 (a) The Benefits of Customer Relation Management

CRM has many potential benefits. It can help companies identify their best
customers, enrich and individualize customer contact, manage marketing campaigns,
reduce customer response times, and serve wide geographical regions. All in all, it can
help to build long-term, profitable customer relations. CRM is important because,
fundamentally, it's cheaper and more efficient to retain your existing customers than to
find new ones. (www.stragegis.ic.gc.ca/epic/intemet/inee-ef.nst)

2.4 (b) Management's understanding of customer's needs

Management as leaders must have the knowledge of the needs of other people of
one's role in facilitating pursuits. We're not talking about what people lower down
need to perform their assignments competently; we're talking about what drives them
personally, professionally, and corporately what they must realize to make their
company affiliation personally meaningful. (Chowdhury:2003)
The main implication of all is that managers need to acknowledge the limits of
their ability to shape the progress and outcomes of innovation and change initiative.
Good planning and careful monitoring can certainly stack the odds in their favor, and in
any one case, there will almost always be influences, which are unanticipated and
beyond the manager's control. This is how the management can motivate and receive
the most efficient performance of employees, which in return would raise the standard
of performance of the company as a whole. (Managing Innovation and change: King &
Anderson: 2002))

31

3.0 Conceptual Framework of the Study
The conceptual framework consists of three parts, part one and two are diagnose
of the study and part three is the recommended organization development interventions.
Part one of the framework is based on employees with two areas of focus, readiness for
change management process and employee's attitude towards work and change. Part
two is based on first class passenger's satisfaction upon the areas of a) check-in
procedure, b) friendliness of greetings, c) efficiency of staff, d) helpful of the
information provided, e) language skills and the prompt response to solve problem.
Part three is the recommendations for the organization development intervention based
on the result of the questionnaire.
The drawing to illustrate the discussion is shown below:
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CHAPTER ill
Methodology
In this chapter the researcher defines the design of the research, the methods of
gathering information, the sample size, sampling procedure and the instruments used to
obtain answers, the techniques and procedure in collecting the data and the methods that
used for creating data analysis.
3.1 Research Design
The research design is based on the action research model of an OD
(Organization Development) research. The researcher focuses on the diagnosis from
which will be used to draw the appropriate organization development dimensions
according to what has been identified in the study as it could be used for proper
organization development tool in the future.
At the diagnostic stage the study focuses on areas
a) Readiness of change management process in terms of employee's attitude
towards work and change
b) 1sl class passenger's customer's satisfaction
c) Relationship between attitude and change

3.2 The Sample
Employees
The researcher uses the method of interviewing the passenger service staff of
first class passengers within the organization of "Thai Airways International Company
Limited (Public)" and the selected international airlines. The number of respondents
involved in this research will use the appropriate ratio of qualitative research papers to
the total number of staffs within the airport as.
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The reason for selecting the employees of passengers' service is that they
receive special training in order to prepare to look after first class passengers and they
are the group of employees who are in contact with passengers most. Passengers of first
class make contact with this specific group of employees most and are therefore the
selected group to be respondents.
The employees' respondents were random from the registered name roll
received from human resources department. The number of target respondents of
employees is as shown below:
Airline

Number of staff

Target respondents

Thai Airways International Company

350

184

Limited (Public)
(Source: Human resources department: Thai Airways International Pubhc Company L1m1ted)

Passengers
Due to the limited number of aircraft with first class seats, the information
provided by the operation department "Thai Airways International Company Limited
(Public)", is that there are only approximately 7 (seven) to 8 (eight) flights per day
departing from Bangkok that operate first class with a maximum of 18 seats per aircraft.
The researcher randomly select time by morning (M) and night (N) and the
seven says of the week then draw one out of the box to choose the time of the day to
approach first class passengers on Thai Airways International. The respondents of the
questionnaire were the passengers who check-in during selected time drawn.
Airline

Maximum

number

first

Target respondents

class traveler per day (N)
Thai Airways International Company

144

106

Limited (Public)
(Source: Human resources department: Thai Airways International Pubhc Company Limited)
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The determination uses international standard percentage according to the
information of the sample size uses the table ofR.V. Krejcie & D.W. Morgan's sample
size estimation.

3.3 The Instruments
Data - Primary and Secondary data

The researcher decided to use several sources and methods for data gathering.
The primary data sources, which helped provide feedback information to analyze and
support the research includes questionnaire for the target group specified by the
researcher in the area of focus.
Secondary data are the source of information that provided the information for
the researcher on the study of the primary bases of understanding the research that
includes library research, library review as well as searching over the website/internet.
The secondary sources include group discussions and virtual telephone interview.
The third is the observation, which the researcher has used to provide the
additional information. The fourth or the last source of information is reading materials
such as books, textbooks, newspaper, articles, journals, etc.

3.4 Data Collection
Techniques & Procedure

The researcher approached the Human Resources Director of the company and
the Managing Director of the functions and units concerned with formal letters to
inform and request their kind permission to conduct and co-operation in conducting the
survey with their subordinates.
The survey questionnaires were distributed directly to respondents by the
researcher according to the numbers required within the scope of the research. The
researcher informed respondents about the purpose of the research and the confidential
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treatment of the study, so that respondents would feel free to respond with accuracy to
truly serve the purpose of the research
The researcher prepared a checklist for the information gathered from various
sources other than the selected instruments, such as observations, group discussions and
virtual telephone interviews.
The researcher approached employees dressed in Thai Airways uniform within
the Bangkok International Airport to ask them of their feelings or attitudes towards their
work by starting with general conversation and lead to questions later on in the
conversation.
In the process of group discussion, the researcher raised the topic of attitude

towards work and change in a friendly manner without allowing the group to know that
the researcher was doing research on this topic in order to get the most accurate
information. The processes took place at various meal breaks or at a coffee table with a
number of employees so that there were chances to debate and defend one's own
perception. Each time the topic was discussed, it was with different groups of people.
The questionnaire was the last process so that respondents would not notice the
researcher was doing the research for more straightforward information while
observation and group discussion.

3.4(a) The Questionnaire

The researcher designed and developed questionnaire to reach the objective of
the research. The questions for employees covered the areas of the readiness for change
management process concerning the attitude towards work and change.

The

questionnaire for passengers focused on the criteria of satisfaction on various aspects.
The researcher would include open-end questions and ranking in the questionnaire.
The questionnaire was pre-tested in order to know that the questionnaire does
respond to the objective of the research in order to reassure that the result could be used.
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The pretest helped reassure the researcher that phrases or words used were easy, direct,
and precise enough to understand.
The order or sequence of the questions were logically done and not too
complicated for the respondents. The questionnaire comprised of four parts, which were
arranged as follows:
Part I - the demographic profile of employees
Part II -Approximately 5-8 (five to eight) questions that focus on the
areas of change management process, attitude towards work and change
of employees.
Part III - demographic profile of passengers
- Part IV - Questions for the passengers.

3.4(b) Group discussions
The researcher conducted group discussions to give opportunity to employees to
debate and defend their own perception or attitude. This helped the researcher in data
collection, as the respondents were more willing and open to speak their thoughts, ideas
and ways of thinking when they are together in a group or with people they are familiar
with.

3.4(c) Observations
As for the observation, the researcher did while within the area of the Bangkok
International Airport and focused on the efficiency and effectiveness of employees at
work to add information on/about the attitude towards work more accurately.

-
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3.5 Data Analysis Methods

After all the data were collected and gathered, the researcher processed the
information in symbolic form in preparation for use with the program SPSS, which is a
software that are used to analyze the information and conclude the research.
The result of all four parts of the questionnaire used frequency and percentage to
determine the result of the questionnaire. The frequency analysis used to determine and
identify the level of customers' -satisfaction towards the airline services in areas of
check-in process, friendly greetings and efficiency of the work of staff, language skills
and the ability to response to passengers.
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Chapter4
Presentation and Critical Analysis of Research Findings
In this chapter the researcher included the findings and the analyses of the
survey as well as the insights for the group discussions. The research findings are
presented in the same order as the questionnaire. The findings are the opinions of 184
employees and 106 passenger respondents as well as 5 group discussions of a total of 18
employees, who were not respondents of the questionnaire. The researcher has made an
explanation at the end of each table for better understanding of the research findings.

4.1 EMPLOYEE'S DEMOGRAPHIC PROFILE
4.1 - 1 Age Group

The employee respondents demographic profile as follows: The majority which
is (53.8 %)of respondents, 99 in numbers are in the age group of 31 - 40 years,
followed by 38 respondents (20.7 %) in the age group of 41- 50 years. 32 respondents
(17.4 %) are in the age group of 21 - 30 or under 30 years, while 15 respondents (8.2
%) of the age group of 51 years and above, the oldest and of the least number among all
age groups.
Table 4.1-1

Valid

21 - 30 years

Age group
Frequency
32

Percent
17.4

Valid Percent
17.4

Cumulative
Percent
17.4

31 - 40 years

99

53.8

53.8

71.2

41 - 50 years

38

20.7

20.7

91.8

51 and above years

15

8.2

8.2

100.0

184

100.0

100.0

Total

40

Figure 4.1-1

------Age group
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60
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21 - 30 years 31 - 40 years 41 - 50 years 51 and aboi.e

years

_____,

4.1 - 2 Gender
The majority of respondents were found to be females as 123 respondents or
66.8 % of total respondents while 33.2 % or 61 respondents were males.
GENDER

Table 4.1- 2

Valid

Male
Female
Total

Frequency
61
123
184

Percent
33.2
66.8
100.0

Valid Percent
33.2
66.8
100.0

Cumulative
Percent
33.2
100.0

Figure 4.1 - 2

GENDER

oMale
ofemale

4.1 - 3 The Highest level of education Achieve
The majority of respondents, 111 respondents (60.3 %), have Bachelor's degrees
whereas the rest of the respondents, 73 respondents (39.7 %), have Master's degree as
their highest level of education.
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Table4.1-3

Valid

Highest level of education achieved

Bachelor Degree
Master's Degree
Total

Frequency
111

Percent
60.3

Valid Percent
60.3

73

39.7

184

100.0

39.7
100.0

Cumulative
Percent
60.3
100.0

Figure 4.1 -3

Highest level of education
achieved

D Bachelor Degree
D Master's Degree

4.1 - 4 The length of service in the company
The responses to the question demonstrated that the majority, 72 respondents
(39.1 %) have worked for the company for 9 years or more. The second largest group
of respondents, 52 (28.3 %) have served for 5 - 7 years, followed by 34 respondents
(18.5 %) with 7 - 9 years of service within the company. 26 respondents (14.1 %) have
served the company for 3-5 years, with the shortest service of all the respondents.
Table 4.1-4

Valid

What is your length of service in the company?
Cumulative
Percent

Percent
14.1

Valid Percent

Between 3 - 5 years

Frequency
26

14.1

14.1

Between 5 - 7 years

52

28.3

28.3

42.4

Between 7 - 9 years

34

18.5

18.5

60.9

9 years or more

72

39.1

39.1

100.0

184

100.0

100.0

Total

42

Figure 4.1 - 4
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4.2 EMPLOYEE'S CHANGE MANAGEMENT PROCESS
4.2 - 1 The Management knows or has plan of where we are to be five years from

Regarding this item of the questionnaire, 26 respondents (14.1 %) strongly
agree, 70 respondents (38.0 %) agree, 61 respondents (33.2%) were neutral, 24
respondents (13.0 %) disagree and 3 respondents (1.6 %) strongly disagree that the
management knows or has plans of where we are to be next five years.
Table 4.2 - 1

The management knows or has plan of where we are to be five
years from now
Frequency

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

3
24
61
70
26
184

Percent

1.6
13.0
33.2
38.0
14.1
100.0

Valid Percent

1.6
13.0
33.2
38.0
14.1
100.0

Cumulative
Percent

1.6
14.7
47.8
85.9
100.0
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Figure 4.2 - 1

The management knows or has plan of where we
are to be five years from now
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4.2 - 2 There is a two-way communication within the organization
The second focus of change management process concerns whether at present,
there is a two-way communication within the organization. There were no respondents
who strongly agree, 56 respondents (30.4 %) agree, 73 respondents (39.7 %) are neutral,
52 respondents (28.3 %) disagree and 3 respondents (1.6 %) strongly disagree that there
is a two-way communication within the organization.
Table 4.2 - 2 There is a two - way communication within the organization
Frequency
Valid

Strongly Disagree
Disagree
Neutral
Agree
Total

3
52
73
56
184

Percent

1.6
28.3
39.7
30.4
100.0

Valid Percent

1.6
28.3
39.7
30.4
100.0

Cumulative
Percent

1.6
29.9
69.6
100.0
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Figure 4.2 - 2

There is a two - way communication within
the organization

39.7
4
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Strongly
Disagree

Disagree

Neutral
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4.2 - 3 The management recognizes and encourages new ideas from all employees

The third focus of change management process is to find how employees feel
about management in recognizing and encouraging new ideas from all employees. 3
respondents (3.3 %) strongly agree, 42 respondents (22.8 %) agree, 83 respondents
(45. l %) are neutral, 50 respondents (27.2 %) disagree, and 6 respondents (3.3 %)
strongly disagree that the management recognizes and encourages new ideas of
employees.
Table 4.2 - 3

Valid

The management recognizes and encourages new ideas from
all employees

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
6

so
83
42
3
184

Percent

3.3
27.2
45.1
22.8
1.6
100.0

Valid Percent

3.3
27.2
45.1
22.8
1.6
100.0

Cumulative
Percent

3.3
30.4
75.5
98.4
100.0

45

Figure 4.2 -3

The management recognizes and encourages new
ideas from all employees
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4.2 - 4 I would prefer to work in more simple, less hierarchical structure
Regarding the focus on change management process of employees' preference to
find if they would prefer to work in more simple, 36 respondents ( 19 .6 %) strongly
agree, 61 respondents (33.2 %) agree and 62 respondents (33.7%) are neutral, 25 (13.6
%) disagree and there are no respondents who strongly disagree to work in a more

simple, less hierarchical structure.
Table 4.2 - 4 I would prefer to work in more simple, less hierarchical structure
Frenuen~·

Valid

Disagree
Neutral
Agree
Strongly Agree
Total

25
62
61
36
184

Percent

13.6
33.7
33.2
19.6
100.0

Valid Percent

13.6
33.7
33.2
19.6
100.0

Cumulative
Percent

13.6
47.3
80.4
100.0
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Figure 4.2 - 4
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4.2 - 5 I am prepared to take risk in implementing new ways of doing things

The finally focus of change management process was to find out the readiness
and how prepared employees are to take risk in implementing new ways of doing
things, 21 respondents (11.4 %) strongly agree, 102 respondents (55.4 %) agree, 48
respondents (26.l %) are neutral, 10 respondents (5.4 %) disagree and 3 (1.6 %)
respondents strongly disagree that they are prepared to take risk in implementing new
ways of doing things.
Table 4.2 - 5 I am prepared to take risk in implementing new ways of doing things

Valid

Strongly Disagree
Disagree
Neutral

Frequency
3
10
48

Percent
1.6
S.4
26.1

Valid Percent
1.6
5.4
26.1

Agree
Strongly Agree

102
21

55.4
11.4

55.4
11.4

Total

184

100.0

100.0

Cumulative
Percent
1.6
7.1
33.2
88.6
100.0
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Figure 4.2 - 5
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4.2 ~ Conclusions of fmdings on Change Management Process
The conclusions of the finding have been put together for better understanding
in figure 4.2 - 6.

The survey results shows 55.4 % are prepared to take risk in

implementing new ways of change. The employees do believe that the management has
well plans for the next five years as the majority of 38 % agree. Most employees have
neutral attitude towards the recognition and encouraging new ideas from employees
(45.l %) and the method of two-way communication within the organization (39.7 %).
Regarding the preference of employees to work in a less hierarchy structure, the highest
frequencies of responses were found neutral 33.7 % but the total respondents of neutral,
agree and strongly agree was 86.5 %.

However, in the category of two-way

communication within the company, the majority of 39.7 % was neutral or feels that
there is none or not enough two-way communication within the company.
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Figure4.26 - Summary of findings on Change Management Process
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4.3 EMPLOYEE'S ATTITUDE TOWARDS WORK
4.3- 1 I am satisfied with my work
The first concern of focus on attitude toward work is the level of satisfaction of
employees towards their work. Most respondents are satisfied with their work as 10
respondents (5.4 %) strongly agree, 94 respondents (51.1 %) agree, 62 respondents
(33.7 %) are neutral, 15 respondents (8.2 %) disagree and 3 respondents (1.6 %)
strongly disagree that they are satisfied with their work in general.
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Table 4.3 -1

I am satisfied with my work
Frequency

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

3
15
62
94
10
184

Percent

Valid Percent

1.6
8.2
33.7
51.1
5.4
100.0

Cumulative
Percent

1.6
8.2
33.7
51.1
5.4
100.0

1.6
9.8
43.5
94.6
100.0

Figure 4.3 -1

I am satisfied with my work
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4.3 - 2 I believe in the values of my work
The second area of concern on employee's attitude toward work is the
employee's belief in the values of their work. 18 respondents (9.8 %) strongly agree, 92
respondents (50.0 %) agree, 61 respondents (33.2 %) are neutral, 10 respondents (5.4
%) disagree and 3 respondents (1.6 %) strongly disagree that they believe in the value of
their work.

-
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Table 4.3 - 2

Valid

I believe in the values of my work

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
3
10
61
92
18
184

Percent
1.6
5.4
33.2
50.0
9.8
100.0

Valid Percent
1.6
5.4
33.2
50.0
9.8
100.0

Cumulative
Percent
1.6
7.1
40.2
90.2
100.0

Figure 4.3 - 2

I believe in the values of my work

4.3 -3 I am willing to contribute with all my effort towards success of the company
The third focus of employee's attitude toward work concerns the willingness of
employees to contribute in order to help create success of the company.

A large

number of respondents, as many as 26 respondents (14.l %) rated their opinion as
strongly agree, 90 respondents (48.9 %) agree, 56 respondents (30.4 %) are neutral, 12
respondents (6.5 %) disagree and no respondents strongly disagree to contribute their
effort towards success of the company.
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Table 4.3 - 3

I am willing to contribute with all my effort towards
success of the company
Frequency

Valid

Disagree

12

Neutral
Agree

56
90

Strongly Agree
Total

26
184

Percent

6.5
30.4
48.9
14.1
100.0

Valid Percent

6.5
30.4
48.9
14.1
100.0

Cumulative
Percent

6.5
37.0
85.9
100.0

Figure 4.3 - 3
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4.3 - 4 I am satisfied with awards in terms of yearly salary increase and promotion

The fourth focus of employee's attitude toward work is on the satisfaction of
employees towards work in terms of yearly salary increase and promotion. 6
respondents (3.3 %) rated their opinion as strongly agree, the majority 98 respondents
(53.3 %), 53 respondents (28.8 %) are neutral, 24 respondents (13.0 %) disagree and
only 3 respondents (1.6 %) strongly disagree. The majority of employees are therefore
satisfied with awards in terms of yearly salary and promotion.
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Table 4.3 - 4 I am satisfied with awards In terms of yearly salary Increase and
promotion

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree

Frequency
3
24
53
98
6

Total

184

Percent
1.6
13.0
28.8
53.3
3.3
100.0

Valid Percent
1.6
13.0
28.8
53.3
3.3
100.0

Cumulative
Percent
1.6
14.7
43.5
96.7
100.0

Flgllre 4.3 - 4

I am satisfied with awards in terms of yearly salary
increase and promotion
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Strongly
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Disagree

Neutral

Agree

Slrongly Agree

4.3 - 5 I participate in all activities organized by function and organization
The fifth focus in measuring the employee's attitude toward work concerns the
level of employee participation in all activities organized by function and organization.
The result of the survey demonstrated that 3 respondents ( 1.6 %) strongly agree, 63
respondents (34.2 %) agree, 59 respondents (32.1 %) are neutral level, 22 respondents
(12.0 %) disagree and 37 respondents (20.l %) strongly disagree.

ln general, the

majority of employees agree to participate and can participate if asked to do so.
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Table 4.3-5 I participate in all activities organized by function and organization

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
37
22
59
63
3
184

Percent
20.1
12.0
32.1
34.2
1.6
100.0

Valid Percent
20.1
12.0
32.1
34.2
1.6
100.0

Cumulative
Percent
20.1
32.1
64.1
98.4
100.0

Figure 4.3 - S

I participate in all activities organized by function and
organization
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4.3 - 6 I am satisfied with my areas of work in all aspects
The sixth focus on employee's attitude toward work concerns the level of
satisfaction of employees in their area of work in all aspects or their level of satisfaction
in the area of work in general. The majority, 93 (50.5 %), is neutral; 3 respondents (1.6
%) strongly agree, 58 respondents (31.5 %) agree and 30 respondents (16.3 %) disagree
and no respondents strongly disagree. that they are satisfied with their work in all
aspects. This generally means that most of the employees are neutral with their area of
work in all aspects and others are most likely satisfied or strongly satisfied.
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Table4.3-6

I am satisfied with my areas of work in all aspects
Frequency

Disagree

Valid

Neutral
Agree
Strongly Agree
Total

Percent

30
93
58
3
184

16.3
50.5
31.5
1.6
100.0

Valid Percent

Cumulative
Percent

16.3
50.5
31.5
1.6
100.0

16.3
66.8
98.4
100.0

Figure 4.3 - 6
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4.3 - 7 My achievements are recognized
The seventh area of focus in evaluating employee's attitude towards work is to
know the level of employees' feeling as to how much their achievements have been
recognized, 6 respondents (3 .3 %) strongly agree, 51 respondents (27. 7 %) agree, 87
respondents (47.3 %) are neutral, 33 respondents (17.9 %) disagree and 7 respondents
(3.8 %) strongly disagree that their achievements are recognized.
Table 4.3 -7

My achievements are recognized
Frequenc

Valid

Strongly
Disagre
Neutra
Agree

7
33
87
51

Strongly
Total

184

6

Percent

3.8
17.9
47.3
27.7
3.3
100.0

Cumulativ
Percent

Valid

3.8
17.9
47.3
27.7
3.3
100.0

3.8
21.7
69.0
96.7
100.0

Figure 4.3 - 7
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4.3 - 8 My skills and talents are recognized by the management
The last focus upon evaluating employee's attitude towards work is on the level
of employees' feeling as to whether they think or feel the management recognizes their
skills and talents. There were no respondents who strongly agree that their skills and
talents are recognized by the management while 43 respondents (23.4 %) agree, 92
respondents (50.0 %) are neutral, 39 respondents (21.1 %) disagree and 10 respondents
(5.4 %) strongly disagree that the management recognizes their skills and talents.
Table 4.3-8

My skills and talents are recognized by the management
Frequency

Valid

Strongly Disagree
Disagree
Neutral
Agree
Total

10
39
92

43
184

Percent

5.4
21.2
50.0
23.4
100.0

Valid Percent

5.4
21.2
50.0
23.4
100.0

Cumulative
Percent

5.4
26.6
76.6
100.0

56

Figure 4. 3 - 8
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4.3 -9 Summary of fmdings on Employee's Attitude towards work
Concerning the employee's attitude towards work, most respondents were found
to have positive attitude. There were five areas of concern where the majority or a high
percentage ofrespondents were found in the agree level: 53 % are satisfied with awards
in terms of yearly salary increase and promotion, 51.1 % are satisfied with their work,
50 % of the respondents believe in the values of their work, 48.9 % agree and are
willing to contribute their efforts towards the success of the company, and 34.2 % agree
to participate in all activities organized by function and organization.
In the other three categories or areas of concern, 50.5 %respondents are satisfied
with their areas of work in all aspects, 50.0 % feel neutral over their skills and talents
being recognized by the management and 4 7.3 % believed their achievements are being
recognized
In the areas of concern of the attitude of the employees towards work, we could
conclude that employees are satisfied with their work in terms of the areas of work,
rewards, etc.

-

57

Figure 4.3- 9 Summary of findings on Employee's Attitude towards work

Employee's attitude towards work

My skills and talents are
recognized by the
management

" 50.0

N

My achievements are

N . 47.3

recognized
I am satisfied with my
areas of work in all
aspects

N

I participate in all activities
organized by function and
organization

A

"

~

50.5

34.2

I am satisfied with awards
in terms of yearly salary
increase and promotion

A

I am w illing to contribute
w ith all my effort tow ards
success of the CO!llJany

A

I believe in the values of
my work

I am satisfied with my
work

53.3

48.9

A

50.0

A

51.1
I

0

10

20

30

40

50

60

4.4 EMPLOYEES ATTITUDE TOWARS CHANGE
4.4 - 1 The changes of the management will not have effect on my work
performance
The first concern of focus to learn of the employee's attitude towards change is
to know if there would be any effect on the employees' work performance if a change in
management were to take place. The result demonstrated that 3 respondents {1.6 %)
-
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strongly agree, 42 respondents (22.8 %) agree, 44 respondents (23.9 %) are neutral, 67
respondents (36.4 %) disagree and 28 respondents (15.2 %) strongly disagree to the fact
that changes of the management will not have any effect on their work performance.
There seems to be very few respondents who think change in management
would not have effect or change their work performance as majority thinks it will have
effect in their work performance.
Table 4.4 - 1 The changes of the management will not have any effect
on my work performance

Valid

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
28
67
44
42
3
184

Percent
15.2
36.4
23.9
22.8
1.6
100.0

Cumulative
Percent
15.2
51.6
75.5
98.4
100.0

Valid Percent
15.2
36.4
23.9
22.8
1.6
100.0

Figure 4.4 - 1
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4.4 - 2 I believe in involving employees in the change process

The second evaluator of employee's attitude toward change focuses on the
thought or belief of employees in being involved in the change management process.
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The majority of respondents seem to strongly agree or agree as the survey found 36
respondents (19.6 %) strongly agrees, 66 respondents (35.9 %) agree, 54 respondents
(29.3 %) are neutral, 24 respondents (13.0 %) disagree and only 4 respondents (2.2 %)
strongly disagree that they believe in becoming involved in change management
process.
Table4.4-2

Valid

I believe in involving employees in change process

Strongly Disagree
Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
4

24
54

66
36
184

Percent

2.2
13.0
29.3
35.9
19.6
100.0

Valid Percent
2.2
13.0
29.3
35.9

19.6

Cumulative
Percent
2.2
15.2
44.6
80.4
100.0

100.0

Figure 4.4 - 2
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4.4 - 3 I am willing to cooperate and support the work according to the new plans
of management
The third area of focus to learn of the employee's attitude towards change is to
know the employees willingness to cooperate and support the work according to the
new plans of management. It is concluded that the majority of respondents do agree to
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cooperate and support the work according to the new plans of management as 31
respondents (16.8 %) strongly agree, 112 respondents (60.9 %) agree, 31 respondents
(16.8 %) are neutral, 10 respondents (5.4 %) disagree and there are no respondents who
strongly disagree to cooperate and support the work according to the new plans of the
management.
Table 4.4 - 3

I am willing to cooperate and support the work according
to the new plans of management
Frequency

Disagree
Neutral
Agree
Strongly Agree
Total

Valid

10
31
112

31
184

Percent
5.4
16.8
60.9
16.8
100.0

Valid Percent
5.4
16.8
60.9
16.8
100.0

Cumulative
Percent
5.4
22.3
83.2
100.0

Figure 4.4 - 3
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4.4 - 4 I am well informed of the changes and the reason of the changes within the
organization
The fourth indicator to mark the employee's attitude towards change is to know
how well informed the employees are of the changes and the reasons of the changes
within the organization. It is concluded that the employees are not very well informed
of the changes within the organization as the result demonstrated that only 6
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respondents (3.3 %) strongly agree, 43 respondents (23.4 %) agree, 93 respondents
(50.5 %) are neutral, 42 respondents (22.8 %) disagree and there are no respondents
who strongly agree on being well informed of the changes and the reason of the changes
within the organization.
This suggests that the management should find ways to provide employees with
information of the changes as well as the reasons to change.
Table 4.4 -4

I am well informed of the changes and the reason of the
changes within the organization
Frequency

Valid

Disagree
Neutral
Agree

42
93
43

Strongly Agree
Total

6

184

Percent

22.8
50.5
23.4
3.3
100.0

Valid Percent

Cumulative
Percent

22.8
50.5
23.4
3.3
100.0

22.8
73.4
96.7
100.0

Figure 4.4 - 4

I am well informed of the changes and the
reason of the changes within the organization
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4.4 - 5 I am positive that the changes are made to improve our performance

The last area of concern regarding the employee's attitude towards change
focuses on the level of trust which the employees have in the management, as this
reflects how positive employees are that changes are done in order to improve or gain
positive outcome of the performance of the organization. The majority of employees
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seem to think that changes are made to improve their performance as 21 respondents
(11.4 %) strongly agree, 81 respondents (44.0 %) agree, 72 respondents (39.1 %) are
neutral and only 10 respondents (5 .4 %) disagree, while there are no respondents who
strongly disagree that changes are made to improve their performance.
This means that most of the employees have a positive attitude towards the
changes, as they generally believe that the changes are made in order to improve their
performance.
Table 4.4 • 5
I am positive that the changes are made to improve our performance
Frequency
Valid

Disagree
Neutral
Agree
Strongly Agree
Total

10
72
. 81
21
184

Percent

5.4
39.1
44.0
11.4
100.0

Valid Percent

5.4
39.1
44.0
11.4
100.0

Cumulative
Percent

5.4
44.6
88.6
100.0

Figure 4.4 - S
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4.4-6 Summary of findings on Employee's attitude towards change

The summary of findings on the employee's attitude towards change consists of
five categories or factors and the highest among all is found in the category of the
employee willingness to cooperate and support the work according to the new plans of ·
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management, where 60.9 % respondents agree. However, there are 50.5 % who are
neutral regarding receiving or being informed of the changes and the reason of the
changes. The majority of employees believe in being involved in the change process as
35.9 % have agreed so. 39.l % of the employees are neutral on how positive they are of
the changes in improving their performance. Lastly, 36.4 % disagree that the changes
of the management will not have any effect on their work performance which generally
means that they think that their performance will affected by the change management.
Figure 4.4 ~Summaries offmdings on Employee's attitude towards change
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4.5 PASSENGERS DEMOGRAPHIC PROFILE
4.5 -1 Age Group
The passenger's response shows the demographic profile concerning age group
of passengers who travel on 181 class with Thai Airways are as follows: 37 Passenger
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respondents are 51 years and over. They are the largest group of people who travel 1' 1
class, being 34.9% of all passenger respondents. 15 respondents (14.2 %) are in the age
group of 41- 50 years, 3 3 respondents (31.3 % ) are in the age group of 31 - 40, while
21 respondents (19.8 %) are in the age group of21 - 30 years.
Table 4.5-1

Valid

Age group

21 - 30

Frequenc
21

Percen
19.8

19.8

Cumulativ
Percen
19.8

31 - 40

33

31.1

31.1

50.9

41 - 50
51 and above

15
37

14.2
34.9

14.2
34.9

65.1
100.0

106

100.0

100.0

Total

Valid

Figure 4. 5 - 1

Age group
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10
5
0
21 - 30 years 31 - 40 years 41 - 50 years 51 and abo1.e
years

4.5 - 2 Gender
The majority ofrespondents were found to be males as 70 respondents or 66.0 %
of total respondents while 36respondents or 43.0 % were females.·
Table4.5-2

Valid

Male
Female
Total

Gender
Frequency
70
36

Percent
66.0
34.0

106

100.0

Valid Percent
66.0
34.0
100.0

Cumulative
Percent
66.0
100.0

65

Figure 4.5 - 2

Gender

o Male

o Female

4.5 - 3 Occupations

The passenger's demographic profile demonstrates the occupations of
passengers: 23 respondents (21.7 %) are professionals such as lawyers, doctors, and
artist, 19 respondents (17.9 %) entrepreneurs and 20 respondents (18.9 %) government
employees, 12 (11.3 %) respondents unemployed or retired and 3 respondents (2.8 %)
are students. There were IO respondents (9.4 %) who indicated at "other" category. It
may be that they do not want to mention their occupations or have occupation other than
those mentioned in the question.
Table 4.5-3

Your occupation

Frequency
Valid

Student
Entrepreneur
Unemployed/retired
Government
Management
Professional
Lawyers;· doctor, artist etc)
Others
Total

Percent

Valid Percent

Cumulative
Percent

3
19
12
20
19

2.8
17.9
11.3
18.9
17.9

2.8
17.9
11.3
18.9
17.9

2.8
20.8
32.1
50.9
68.9

23

21.7

21.7

90.6

10
106

9.4
100.0

9.4
100.0

100.0

66

Figure 4.5- 3
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4.5 - 4 The Highest level of education achieved

The level of education achieved among the passengers are as follows: 30
respondents (28.3 %) have Doctoral Degrees, 45 respondents (42.5 %) have Master's
degrees, 26 respondents (24.5 %) indicated that they held Bachelor's degrees and 5
respondents (4. 7 %) are high school or vocational graduates.
Table 4.5-4

Valid

High school
Vocational
Bachelor
.
Master's
Doctoral
.
Total

Your highest level of education achieved
Cumulativ
Percen

Frequenc

Percen

5

4.7

4.7

4.7

26
45
30
106

24.5
42.5
28.3
100.0

24.5
42.5
28.3
100.0

29.2
71.7
100.0

Valid
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Figure 4.5 - 4

Your highest level of education achieved

42.5
45
40
35
30
25
20
15
10
5
0

28.3
24.5

4.7

High school
or Vocational
Graduate

Bachelor
Degree

Master's
Degree

Doctoral
Degree

4.5 - 5 The reasons for choosing Thai Airways International to travel with
The majority of respondents 39 respondents (36.8 %) have indicated that they
choose Thai Airways as their carrier because of the frequent flyer or mileage program,
38 respondents (35.8 %) have indicated that the feeling of being safe and secure is the
reason.

Convenient schedules and the pleasant in-flight service are also one of the

reasons why 34 passengers respondents (32. I %) chose the airline. Another 31
respondents (29 .2%) indicate that their reason for choosing to travel with the airline is
that it is Thai's (our) national carrier.

For other reasons such as the pleasant service

provided was responded to by 21 respondents (19.8 %), the reason of price 16
respondents (15.1 %), and as few as 11 (10.4 %) respondents indicated that they choose
to travel with the airline as it was recommended by the travel agents. There were also
other reasons for passengers to choose the airline but the reasons were not included for
respondents to choose. As many as 20 respondents (18.9 %) therefore, indicated at the
box of "others".
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Table 4.5-5a

In - flight service
Frequenc

Valid

Unselecte
Selecte
Total

72
34
106

Table 4.5-5b

Unselecte
Selecte
Total

67
39
106

Table 4.5- 5c

Unselecte
Selecte
Total

90
16
106

Table 4.5 - 5d

Unselecte
Selecte
Total

95
11
106

Table 4.5 - 5e

Unselecte
Selecte
Total

72
34
106

Table 4.5 - Sf

Unselected
Selected
Total

Percen

Cumulativ
Percen

Valid

63.2
36.8
100.0

63.2
36.8
100.0

63.2
100.0

Percen

Cumulativ
Percen

Valid

84.9
15.1
100.0

84.9
15.1
100.0

84.9
100.0

Percen

Cumulativ
Percen

Valid

89.6
10.4
100.0

89.6
10.4
100.0

89.6
100.0

Percen

67.9
32.1
100.0

Cumulativ
Percen

Valid

67.9
32.1
100.0

67.9
100.0

Pleasant service provided

Frequency
Valid

67.9
100.0

convenient schedule
Frequenc

Valid

67.9
32.1
100.0

Recommended by travel agent
Frequenc

Valid

67.9
32.1
100.0

Price
Frequenc

Valid

Cumulativ
Percen

Valid

Frequent Flyer/ Mileage program
Frequenc

Valid

Percen

85
21
106

Percent

80.2
19.8
100.0

Valid Percent

80.2
19.8
100.0

Cumulative
Percent

80.2
100.0
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Table 4.5 - Sg

Safe and Secure
Frequenc

Valid

Unselecte

68
38
106

Selecte
Total

Table 4.5 - Sh

Unselecte

75
31
106

Selecte
Total

Table 4.5 - 5 i

64.2
35.8
100.0

64.2
35.8
100.0

64.2
100.0

Percen

Cumulativ
Percen

Valid

70.8
29.2
100.0

70.8
100.0

70.8
29.2
100.0

Others
Frequenc

Valid

Cumulativ
Percen

Valid

National Carrier
Frequenc

Valid

Percen

Unselecte

86
20
106

Selecte
Total

Percen

Cumulativ
Percen

Valid

81.1
18.9
100.0

81.1
18.9
100.0

81.1
100.0

Figure 4.5 -5 (a - I)
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4.6 PASSENGERS OPINION ON SERVICE AT BANGKOK INTERNATIONAL
AIRPORT
4.6 - 1 Check in procedure is hassle free
The first concern on the service at the airpmt is the check-in service staff as they
are the first people to meet the passengers once they arrive at the airport.

22

respondents (20.8 %) strongly agree, 50 respondents (47.2 %) agree in general, 31
respondents (29.2 %) are neutral and 3 respondents (1.6 %) disagree while there are no
respondents who strongly disagree that the check-in procedure is hassle-free.
This generally means that passengers are satisfied to very satisfied with the check-in
procedure.
Table 4.6 -1

Valid

Check - in procedure ls hassle free

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
3
31
50
22
106

Percent
2.8
29.2
47.2
20.8
100.0

Valid Percent
2.8
29.2
47.2
20.8
100.0

Cumulative
Percent
2.8
32.1
79.2
100.0

Figure 4. 6 - 1
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4.6 - 2 The Greetings of passenger service staff are friendly
The second opinion on the service provided at the airport for first class
passenger concerns the greetings of the passenger service staff, as they are required to
greet passengers with friendliness. The survey found 25 respondents (23.6 %) strongly
agree, 45 respondents (42.5 %) agree and 36 respondents (34 %) are neutral that the
greeting of passenger's service staff is friendly.

There were no respondents who

disagree or strongly disagree that the greetings of the passenger service staff are
friendly.
This means that the greetings of passenger service staff are friendly in general as
the majority of the survey result demonstrated to agree and strongly agreed.
Table 4.6- 2

Valid

The Greetings of passenger service staff are Friendly

Neutral
Agree
Strongly Agree
Total

Frequency
36
45
25
106

Percent
34.0
42.5
23.6
100.0

Valid Percent
34.0
42.5
23.6
100.0

Cumulative
Percent
34.0
76.4
100.0

Figure 4.6 - 2
The Greetings of passenger service
staff are Friendly

Ill Neutral
OAgree
o Strongly Agree

4.6 - 3 The passenger service staff are extremely efficient
The third question aims at finding out whether the service staff at the airport for
first class passengers is efficient enough in the opinion of the first class passengers. The

result of the survey demonstrated that 7 respondents (6.6 %) strongly agree, 58
respondents (54.7 %) agree, 35 respondents (33 %) are neutral and 7 (5.7 %) disagree
that the passengers' service staff are extremely efficient. There were no respondents
who strongly disagree that passenger service staff are extremely efficient.
Table4.6-3

Valid

The passenger service staffs are extremely efficient

Disagree
Neutral
Agree
Strongly Agree
Total

Frequency
6
35
58
7
106

Percent
5.7
33.0
54.7
6.6
100.0

Valid Percent
5.7
33.0
54.7
6.6
100.0

Cumulative
Percent
5.7
38.7
93.4
100.0

Figure 4.6 - 3
The passenger service staffs are extremely
.
efficient
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4.6 - 4 Information provided by passenger service staff is extremely helpful
The fourth opinion on the service at the airport for first class passenger service
staff concerns how helpful the information provided by passenger service staff. 14
respondents (13.2 %) strongly agree, 46 respondents (43.4 %) agree, 33 respondents
(31.I %) are neutral and 13 (12.3

%) disagree that the information provided by

passengers' service staff are extremely helpful.

There were no respondents who
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strongly disagree that the information provided by passenger service staffs is extremely
helpful.
Table 4.6 - 4 Information provided by passenger service staff is extremely
helpful
Frequency
Disagree

Valid

Neutral
Agree
Strongly Agree
Total

13
33
46
14
106

Percent

Valid Percent

12.3
31.1
43.4
13.2
100.0

12.3
31.1
43.4
13.2
100.0

Cumulative
Percent

12.3
43.4
86.8
100.0

Figure 4.6 • 4

Information provided by passenger service
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4.6 - 5 The language skills used is clear and precise

The fifth opinion on the service at the airport for first class passenger service
staff concerns the staffs language used. The result of the survey demonstrated that 17
respondents (16.0 %) strongly agree, 53 respondents (50.0 %) agree, 33 respondents
(31.l %) were neutral and 3 (2.8 %}disagree that the language used by the staffs is clear
and precise.

There were no respondents who strongly disagree that the language used

by the staff is clear and precise.

This means that most passengers find the

communication language used by staff is clear and precise.
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Table4.6-S

Disagree
Neutral
Agree
Strongly Agree
Total

Valid

The language skills used Is clear and precise

Frequency
3
33
53
17
106

Percent

Valid Percent

2.8

2.8

31.1
50.0
16.0
100.0

31.1
50.0
16.0
100.0

Cumulative
Percent
2.8
34.0
84.0
100.0

Figure 4.6 - 5
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4.6 - 6 The ability to prompt response to problem solving
The final opinion on the service at the airport provided for first class passenger
concerns the passenger's level of satisfaction concerning the ability of the passenger
service staff in responding to problems or how promptly passenger service staff can
solve problems. The majority, 44 respondents (41.5 %), indicated at the agree level,
and 19 respondents (17.9 %) strongly agree, whieh means the majority of passengers
find the response to problem solving to be prompt. Another 31 respondents (29 .2 %)
are neutral and, whereas 12 (11.3 %) respondents indicating at the disagree level. There
were no respondents indicated at the level of strongly disagree. Many did mention that
they usually do not have any problems so they are neutral or cannot really make

~
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comment. This means that most passengers feel satisfied with the prompt response they
receive in solving their problems.
Table4.6-6

Disagree
Neutral
Agree
Strongly Agree
Total

Valid

The ability to prompt response to problem solving

Frequency
12
31
44

19
106

Percent

11.3
29.2
41.5
17.9

100.0

Valid Percent
11.3
29.2
41.5
17.9
100.0

Cumulative
Percent
11.3

40.6
82.1
100.0

Figure 4.6 - 6
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4.6 · 7 Summary of Passenger's opinion on the service at the airport of the first
class passenger's service staff
The opinion of passengers on the service at the airpo1t of first class passenger
service staff may be summarized as follows: First 58 respondents (54. 7) indieate that
the service at the airport of first class passenger service is extremely efficient. Next, 53
respondents (50 %) indicate that the airport first class passenger service use clear and
precise language. Then, 50 respondents (47.2 %) are of the opinion that the airport first
class check-in procedure is hassle free; followed by 46 respondents (43.4 %) finding
the information provided is extremely helpful.

Lastly, 45 respondents (42.5 %)
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believed the greetings of passenger service staff are friendly, and 44 respondents (41.5
%) feel the airport first class passenger service staff is prompt in responding to and

solving problems.
Figure 4.6 - 7 Summary of Passenger's opinion on the service at the airport of the first class
passenger's service staff
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Chapter5
Summary, Conclusions and Recommendations
In this chapter the researcher has given a clear summary of the survey as well as
conclusions drawn from the results.

The recommendations that are given for

development have been made based on the results of the survey.

5.1 Conclusions and recommendations

From these findings we could conclude that the employees are very much
prepared to accept changes as they would prefer to work in a less hierarchical structure
and are very much prepared to accept changes to be introduced by the management, as
they believe that the management has planned well for the future.

However, the

management needs to improve in terms of communication as well as to become more
open to accept ideas in order for the change management process to be successful. This
in turn will also help create more positive employee's attitude towards work and
change. The management needs to pay more attention to the individual level in
recognizing their skills, talents and achievements.
Information is considered as an important factor within the organization as it
could help provide employees to create two way communication as well as including
employees in the change process.

Employees do believe in the decisions of the

management that the changes are in a positive manner, and are willing to cooperate and
support even if it would have effects on their work performance, but with more
information provided, employees would feel more confident of the changes
Regarding the employee's part in the areas of change management process, and
attitude towards change and attitude towards work, conclusions could be drawn that
employees do have a positive attitude towards work and change. The management is
recommended to adjust in areas such as two-way communication and becoming more
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open m accepting employee's ideas, talents and achievements in order to create
successful change management.
In addition, it is recommended that both parties (employees and management)
move towards one another through communication and the bridge of difficulty in facing
changes will be much easier to crossover.

5. 2 Passenger's Summary, Conclusions and Recommendations

As for the passenger's satisfaction, most passengers are found to be satisfied but
the management still needs to keep the level of performance of staff and services as well
as find areas to keep developing and creating better service so the passengers will be
even more satisfied. The organization itself has a mission statement, which says best
carrier, first time and every time. The organization needs to increase the factors where
passengers are satisfied so that passengers would be more satisfied and impressed with
the service. First class passengers do not meet with many problems while traveling and
are therefore very neutral in their comments but this does not mean that the organization
could stop creating better or providing more varieties of services for passengers.
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Employee's Questionnaire
Part I: Demographic profile (Please check(/) or cross (x) at appropriate answer)

1. Age group

D Below 25 years

D 26 -30 years

D 41 - 50 years

D 51 and above years

2. Gender:

D Male

D 31-40 years

D Female

3. Your highest level of education achieved?
[] High school or Vocational Graduate
[] Bachelors Degree

[] Master's degree

[j Doctoral Degree

4. What is your length of service in the company?

D <I - 3 years

D between 3-5 years [j between 5 - 7 years

D Between 7 - 9years

[] 9 years or more
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Part II
Please answer the following questions by rating your opinion according to the closest
value given to the statement as follows:
I = Strongly Disagree
2 =Disagree
3 =Neutral/ no comments/neither agree or disagree
4=Agree
5 = Strongly Agree

Ch an11:e M ana11:ement p rocess
Disagree Neutral

Agree

Strongly
Agree

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

Strongly
Disagree

Disagree Neutral

Agree

Strongly
Agree

I
I
I

2
2

2

3
3
3

4
4
4

5
5
5

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

I
I

2
2

3
3

4
4

5
5

Strongly

Question

DisaITTee

I. The management knows or has plan of
2.
3.
4.

5.

where we are to be five years from now
There is two-way communication within
in the organization
The management recognizes and
encourages new ideas from all
employees
I would prefer to work in more simple,
less hierarchical structure
I am prepared to take risk in
implementing new ways of doing things

Employee's attitude towards work
Question

-

I. I am satisfied with my work
2. I believe in the values of my work
3. I am willing to contribute with all my
effort towards success of the company
4. I am satisfied with awards in terms of
yearly salary increase and promotion
5. I participate in all activities organized by
function and organization
6. I am satisfied with my areas of work in
all aspects
7. My achievements are recognized
8. My skills and talents are recognized by
the management

ix

Employee's attitude towards Change
Question

I. The changes of the management will not
have any effect on my work performance
I
believe in involving employees in change
2.
process
3. I am willing to cooperate and support the
work according to the new plans of
management
4. I am well informed of the changes and the
reason of the changes within the
organization
5. I am positive that the changes are made to
improve our performance

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

Part III
Example of questions used for group discussion with employees
•

What do you think of the new management style?

•

To which level ofreadiness do you think the organization needs/has to under go
the change management?

•

Do you think that you are prepared to accept the changes?

•

Would the changes help achieve customers' satisfaction more?

•

Do you think that the changes would affect the company in a negative manner?

•

Do you enjoy your work in spite of the change in the task environment
(conditions in the workplace, e.g. new management style, change of schedule and
task)?
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First Class Passenger's Questionnaire
Passenger's Demographic profile (Please check(/) or cross (x) at appropriate answer)
I. Age group

D Below 25 years

D 26-30 years

D 41 -50 years

D 51 and above years

D Male

2. Gender:

D 31-40 years

D Female

3. Your occupation

D Student

IJ Entrepreneur

D Management

D Professional (lawyers, doctor, dentist, artist etc)

[] Unemployed/retired

D Government Officers/ employed by government departments
(e.g. Members of the Parliament, Senator, Diplomat, Police, Soldiers etc)

4. Your highest level of education achieved?

D High school or Vocational Graduate
[] Bachelors Degree

D Master's degree

D Doctoral Degree

5. What are your reasons for choosing the airline you travel with?
(You can choose more than 1 reason/answers)

D In-flight service

D Frequent Flyer/ Mileage program

D Price

[] Recommended by travel agent

D Convenient schedule

D Pleasant Service provided

D Thai's National Carrier

D Secure and safe

D others
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Passenger's Questionnaire
Please answer the following questions by rating your opinion according to the closest
value given to the statement as follows:
I = Strongly Disagree
2 =Disagree
4=Agree
3 =Neutral/ no comments/neither agree or disagree
5 = Strongly Agree
Service at the airport of first class passenger service staff
Question

Strongly

Disagree Neutral

Agree

Strongly
Agree

Disagree

I. Check-in procedure is hassle free

I

2

3

4

5

2. The greeting of passenger service staff

I

2

3

4

5

I

2

3

4

5

I

2

3

4

5

5. The language skills are clear and precise

I

2

3

4

5

6. The ability to prompt response to

I

2

3

4

5

are friendly

3.

The passenger service staff are
extremely efficient

4.

Information provided by passenger
service staff are extremely helpful

---

problem solving

7. Other comments that you would like to make in order to make the service of the
passenger's service staff more satisfied?
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Emirates Airline

Dubai-based Emirates is one of the fastest growing airlines in the world and has
received more than 250 international awards for excellence since its launch in 1985. With
the recent addition of new routes to Moscow, Auckland, Perth, Mauritius and Cochin we
can now take you to more than 70 destinations in 50 countries in Europe, the Middle
East, the Far East, Africa, Asia and Australia. (www.emiratesairline.com)
Our professional, friendly, multilingual cabin crews are drawn from more than 90
. nationalities and will do everything they can to make you feel at home. All Emirates
aircraft are equipped with a personal entertainment system in all classes. On Emirates
8777 and A330 aircraft, passengers are provided with up to 18 TV channels and 22 audio
channels. Passengers traveling in First or Business Class are offered our film library, with
up to 50 titles to ensure there's always a favorite to watch on your in-seat personal video
player. Currently Emirates operates an A3 l 0 service on selected routes (including
Peshawar) on which every passenger has access to six TV channels and eight audio
channels. (www.emiratesairline.com)

Emirates Awards

Internationally claimed, Emirates has won more than 250 (two hundred and fifty)
awards for excellence, including:
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Awards received in the Year 2003 includes:

IPassenger Service Airline of the Year 2003
'

Air Transport World 29th Annual
Airline Achievement Awards

Overall Silver Award 2003 plus Best
Economy Class and Best Airline - Middle East Skytrax
2003

Skytrax - The World's Best Airline
Lounges Awards

'Aiport Lounge of the Year 2003

IBest Airline in the Middle East

Business Traveller Middle East
2003

Best Regional Airline
Airline with the Best Cabin Crew

Skytrax

Airline of the Year 2001 and 2002

-

(yyww.emiratesairline.com)
First Class when you fly
At Emirates, we have received an extensive range of awards and commendations
for every kind of service that we provide. From the efficiency of our international cargo
delivery to the excellence of our in-flight meals, Emirates has been singled out, time and
again, as a class apart. (www.emiratesairline.com)
However, we do not rest on our laurels; each award drives us to introduce even
better products and services such as our new lounges at Dubai International Airport, new
destinations and the latest aircraft including the new Airbus A340-500 and the Airbus
A380. (www.emiratesairline.com)
Awards are important to us at Emirates. We see them as a reliable indicator of
how

our

passengers

feel

about

the

products

and

services

we

offer.

In 2002, Skytrax, the world's largest independent airline passenger survey, named
Emirates 'Airline of the Year' for the second successive year, and again rewarded our
commitment

to

excellence

m

2003

with

a

prestigious

silver

award.

(www .emiratesairline.com)
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Indicator of success or awards received by Emirates Airline over the years
The awards received over the years shown below can strongly identify the success
of the airline over the years.

FIRST CLASS WHENEVER YOU FLY - 2003
Best International Airline West-Bound from India 2003
Most Innovative Marketing Campaign 2003

Galileo-Express Travel & Tourism
Awards

Airport Lounge of the Year

Skytrax - 711e Worlds Best Airline
Lounges Awards 2003

Best Airline in the Middle East
Best Regional Airline
Airline with the Best Cabin Crew

Business Traveler Middle East
2003

Best Affinity Credit Card
Best Award Redemption
Best Customer Service
Best Elite Level
Best Website
Programme of the Year

The 15th Freddie Awards
(Skywarcb)

Best Middle East Airline
Best Economy Class

Skytrax -Airline of the Year
Awards 2003

Best Airline Based in the Middle East/Indian SubContinent

Official Airline Guide 's 2003
Awards

Best Airline

Marco Polo Award 2003

Passenger Service Airline of the Year

Air Transport World 29th Annual
Airline Achievement Awards

(www.emiratesairline.com)

FIRST CLASS WHENEVER YOU FLY - 2002
(www.emiratesairline.com)

FIRST CLASS WHENEVER YOU FLY - 2001
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St. Gabrlefs Library, Au

Best Airline of the year 2001 (Global Poll) Skytrax research - UK
Best Air Cargo Carrier: Middle East (sixth Asian Freight Industiy Awards_ Hong Kong
year running)
Award of Excellence, Best Long-Haul

The Marketing Organization (TMO) - UK

Best Airline Based in the Middle
East/Indian Subcontinent

Official Airline Guide (OAG) - UK

Best Airline to the Middle East (10th year
running)
Travel Weekly - UK
( www.emiratesairlinc.com)

Singapore Airlines
The History of Singapore Airlines comes a long way from our humble origins as a
small regional airline. Our story began in May 1947, when Malayan Airways first
operated twin-engines Airspeed Consul between Singapore, Kuala Lumpur, lpoh and
Penang. Passenger demand grew and so did the fledgling airline. By 1955 it had a fleet of
Douglas DC-3s. The creation of the Federation of Malaysia in 1963 prompted two name
changes; first to Malaysian Airways and then, three years later, to Malaysia-Singapore
Airlines (MSA) in deference to the carrier's joint shareholders, the governments of
Malaysia and Singapore. (www.singaporeairlines.com)
MSA ceased operations in October 1972 and two new airlines, Malaysia Airline
System (now called Malaysia Airlines) and Singapore Airlines, were born. At its launch,
the new national flag carrier of Singapore had a modest fleet comprising 10 aircraft; a
staff of 6,000 and a route network spanning 22 cities in 18 countries. Singapore Airlines
immediately began to expand and modernize its fleet, setting standards of service that
others could only follow. The little airline from the small island state in Asia became big.
(www.singaporeairlines.com)
To a World Class Carrier Today, SIA is internationally recognized as one of the
world's leading carriers. Singapore Airlines was the pioneer of in-flight services such as
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free drinks and complimentary headsets. Our route network spans 89 destinations in
almost 40 countries and we have a young, modern fleet of aircraft. But we never forget
that

we

owe

our

size

and

commercial

success

to

our

customers.

(www.singaporeairlines.com)
In January 2004,

SIA's new ultra long-range

A340-500,

dubbed the

A345LeaderShip, joined the fleet, and on 3 February 2004, the Airline made aviation
history when it launched the world's longest non-stop commercial flight from Singapore
to Los Angeles. The flight from Singapore to Los Angeles takes about I 6 hours, with the
return flight to Singapore clocking in at 18.5 hours, offering our customers greater
convenience and saving up to 2 hours in travel time. Corne June this year (2004), SIA
will create another aviation milestone when it launches non-stop services between
Singapore and New York. These flights will take 18 hours in either direction, shaving
more hours off traveling for our customers. In addition, SIA added Shenzhen to its
network in January 2004, and looking forward, will commence operations to Nanjing
later this year. (www.singaporeairlines.com)
SIA will also be the first Airline to operate the world's largest aircraft, the Airbus
A380, in the first quarter of 2006. (www.singaporeairlines.com)
Indicator of success or awards received by Singapore Airlines over the years
Singapore Airlines presents our Awards & Accolades

SIA - International Award Winner (2000-2003)
February 2004 Air Transp01t World magazine (US) - Passenger Service awardfor 2004

January 2004
Irish Travel Industry - Best Airline to Asia/Pacific Rim (12th consecutive year)
Internet votes by Dutch travel industry - Best Scheduled Airline/or 2003 (3rd time)
Business Traveller (Germany) -Best Airline to the Far East & the Pacific Region
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2003 Survey by Reise & Preise travel magazine & Go Asia tour operator (Gennany)
Best Airline to Asia

December 2003
Galileo-Express Travel Travel & Tow-ism Award (India)
Eastbound International Airline category
November 2003
Korea Herald (South Korea)
Readers' Best Brand Awards 2003
Best Foreign Airline (I 0th consecutive time)

Schlemmer Atlas guidebook (Germany) - Named Airline of the Year
October 2003
Travel Inside magazine's (Switzerland)
Golden Travel Star Award 2003 (10th consecutive year)

TIME Inc Asia (Hong Kong)
Readers' Travel Choice Awards
Preferred Airline (3rd consecutive year)
Most Popular Airline Frequent Flyer Programme (3rd consecutive year)

2003 Asian MAKE (Most Admired Knowledge Enterprises) Award (Korea)
Most Admired Knowledge Ente1prise in Singapore

Travel Bulletin (UK) - Top Airline in Asia Pacific

September 2003
Business Traveller Asia-Pacific (Hong Kong)
World's Best Airline (3rd consecutive yem)
Best Asia-Pacific Airline
Best First Class
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Best Business Class
Best Economy Class
Best Frequent Flyer Programme

August 2003
AB Road (travel magazine in Japan)
Airline Ranking 2003 survey
Top in on board entertainment .system, aircraft & facilities, airline choice regardless of class,
Ranked nzimber one overall.

July 2003
Travel & Leisure magazine (US) World's Best Awards
Best Foreign Airline (6th times in award's 8-year histotJY

June 2003
Korea Herald (South Korea) Readers' Best Brand Awards 2003
Best Foreign Airline (9 consecutive times since 1997 - twice per year in 1999 & 2000)

Global Finance magazine (US)
Global Finance A wards 2003
Best Airline (2nd consecutive yeat)
Best Airline - Asia/Pacific (2nd consecutive yea1)

Media magazine (Hong Kong)
2nd annual Asia's Top Asian Brands poll
Top in airline category, in terms of innovation, quality, strong vision, and up-to-date and most
successful branding of its marketing icon of 30 years - the 'Singapore Girl'.
The Guardian & The Observer (UK)
The Guardian/Observer Travel Awards 2003
Best Leisure Airline (3rd consecutive yew)

May 2003

xix

Business Traveller (Middle East)
Travel A wards survey 2003
Best Asian Airline Serving the Middle East

Parangal ng Bayan Foundation, Inc, (the Philippines)
18th Annual National Consumers Excellence Awards
Most Outstanding International Airlines

Travel & Leisure magazine (US)
World's Best Service Awards - Top International Airline (consecutively since 1996)

April 2003
OAG (UK)
Airline of the Year Awards -Airline ofthe Year(Sth time)
Best Europe to Far East/Australasia Airline Best Trans-Pacific Airline Best Airline Based in
Asia Best Economy Class Best International First Class.

Reader's Digest - Asia's SuperBrands 2003 Survey
SIA, Prt;ferred Airlines (Platinum award.for 4 consecutive years)

March 2003
The Association of Chartered Certified Accountants Environmental Reporting Awards 2002
Best Environmental Report Award

National Consumer Satisfaction Index Survey by Korea Productivity Center & Chosun II bo, the
major daily newspaper in South Korea
Best Service (International Airline Service Category), 6th consecutive year since 1998.

Asia money magazine 11th annual travel poll
Asia's Best Airlines (7 consecutive years)

Finance Asia magazine Best Companies survey for 2003
Best Managed Company

xx

Best Investor Relations
Most Committed to Creating Shareholder Value
Best Financial Management
The Asset magazine - The Asset Asian Awards 2002
Best in Corporate Governance (2nd consecutive yea1)
Fortune Magazine (US) - The World's Most Admired Companies survey
Ranked top in the airline categmy

February 2003
Onboard Services magazine (US)
Diamond Award 2003.for Outstanding Amenities Onboard

Meetings & Incentive Travel magazine (UK)
Best Overseas-based Airline (in the Meetings categ01y)

January 2003
Corporate Finance magazine (UK)
Winner of "Best Debut ll'sue" in Deals of the Year.for 2002

Global Finance magazine (US) World's Best Companies in 2002 Awards
Best Airline in Asia
Business Traveller (Gennany)
Travel Awards 2002 - Best Airline to Far East & Australia
Best Cabin Ou(fit Best Catering - Best Crew on Board Best Staff on Ground
Irish Travel Industry
Best Carrier to Asia/Pacific Rim (I 1 years in a row)
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Cathay Pacific Airways
Our vision is to make Cathay Pacific the most admired airline in the world.
D Ensuring safety comes first
D Providing Service Straight From the Heart
D Encouraging product leadership
D Delivering superior financial returns

D Providing rewarding career opportunities (www.cathaypacific.com)

American Roy C Farrell and Australian Sydney H de Kantzow founded Cathay
Pacific Airways in Hong Kong on 24 September 1946. Initially based in Shanghai, the
two men eventually moved to Hong Kong and founded Cathay Pacific Airways. Legend
has it that Farrell and a group of foreign correspondents thought up the airline's unique
name in the bar at the Manila Hotel! (www.cathaypacific.com)
The new company began to operate passenger flights to Manila, Bangkok,
Singapore and Shanghai. Expansion was fast and, in 1948, one of Hong Kong's leading
trading companies, Butterfield & Swire (today known as the Swire Group) took a 45%
share in the company. Under the leadership of John Kidston Swire, Butterfield & Swire
became wholly responsible for the management of the airline. Over the next decade, our
fleet expanded and improved with the introduction of First and Economy Class seating.
(www.cathaypacific.com)
In the early 1970s, we started to make use of the latest technology with our
computerized reservation system and flight simulators. The first Boeing 747-200 arrived
in Hong Kong in mid-1979, and by the end of the year, we had applied for traffic rights to
start flying to London. As more B747's joined our fleet, we expanded our services to
Europe and North America. (www.cathaypacific.com)
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Eighteen years after the company was founded, we celebrated carrying our onemillionth passenger. Nine years later, in 1973, we were carrying one million people every
year.

Today,

we

carry approximately

one

million passengers

each

month.

(www.cathaypacific.com)
The 1980s was a spectacular decade for the airline industry. Amidst a worldwide
economic boom - spearheaded by Asia, more business travellers, tourists and cargo were
flying than ever before. It was during this decade that we expanded our international
network to include London, Brisbane, Frankfurt, Vancouver, Amsterdam, Rome, San
Francisco, Paris, Zurich and Manchester. (www.c_llthaypacjfic.com)
A Change of Image

The early 90s was a difficult time for the airline industry. At the same time, we
launched a new program to offer unprecedented levels of passenger service. We also
made another important decision - changing our green and white striped livery to the
dynamic and now famous Asian "brushstroke" image. (www.cathaypacific.com)
Cathay Pacific City, the headquarters located at Hong Kong International Airport,
was completed in the middle of 1999. The new complex represents the confidence we
have in our future and that of Hong Kong. (www.cathaypacific.com)
Rising to the challenges presented by the new millennium, we are making the
most of recent advances in technology and communication. Chief among those is the
Internet, which provides passengers with a variety of special services - all geared towards
greater flying convenience. (www.cathaypacific.com)
Because, at Cathay Pacific, there is no such thing as just wait for the future. We
embrace it. (www.cathaypacific.com)
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