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The study “Relationshipé between servicing market factors and passengers’
satisfaction with on b(;ard beverage service of Thai Airways International Public Company
Limited” has objectives as following: 1) to study opinion of passengers about servicing market
factors and on board beverage service of Thai Airways International Public Company Limited
2) to study passengers’ satisfaction with on board beverage service of Thai Airways International
Public Company Limited. 3) to compare passengers’ satisfactory level with on board beverage
service of Thai Airways International Public Company Limited according to personal basic
factors. 4) to study relationships between servicing market factors and passengers’ satisfaction
with on board beverage service of Thai Airways International Public Company Limited. A sample
used in this study consists of international route passengers who are at least 25 years old and used
to be served beverages on board by Thai Airways International Public Company Limited. Sample
size is 400 people and methodology used to collect passengers’ opinion is survey research.
This study employs questionnaire and computer software in conducting survey and analyzing data
respectively. Statistical tools such as percentage, mean and standard deviation (S.D.) are utilized.
Moreover, One-way Analysis of Variance or ANOVA is used with F-test to test difference-in-
mean among three samples or more and t-test for two samples. When there are differences among

samples, paired difference-in-mean test will be conducted by Least Significant Difference (LSD)
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in order to analyze and compare differences of independent and dependent variables. Pearson’s
Product Moment Correlation Coefficient is also employed to explain and analyze correlation.

The study reveals that

1. Overall opinion of passengers about on board beverage service of Thai Airways
International Public Company Limited and servicing market factors such as Product, Price, Place,
People and Physical Evidence are highly agreed apart from promotion which overall is fairly
agreed.

2. Passengers’ satisfaction with on board beverage service of Thai Airways
International Public Company Limited is high both for beverages and services.

3. Comparison of passengers’ satisfactory level with on board beverage service of
Thai Airways International Public Company Limited according to personal basic factors shows
that passengers with different basic personal factors such as gender, education, occupation and
income have different levels of overall satisfaction with on board beverage service of Thai
Airways International Public Company Limited at 5 percent significance level.

4, Relationships between servicing market factors which consist of Product, Price,
Place, Promotion, People, Physical Evidence and Process and passengers’ satisfaction with on
board beverage service of Thai Airways International Public Company Limited are positively.

correlated at 5 percent significance level in all aspects.





