T 158814

- o dae ¢ o S o - - - o« '
renmiTasiiidanuad el 1) twaﬂnmmm’mﬂamwaaQ’[aummams
- &~ ¢ - - -t a - A A - -
vimsludmudn 9 vasmemdulveludBsufisudumenisiiudu 2) the@nwil
L A 1 - [} L3 -~ -~
ihwm‘iuaaamwﬂmﬁwao:ﬁaummaqtumwmmsmwaamummu‘lnu’lmm
Wisufisunuameniiudy
Iﬂummsﬁnu’mnnéué'ﬁazi'wa'mcj’[ﬂumsﬁlﬁu?msmumsﬁu‘lnuua:mums
- " & - b . A '] o ‘. -l
fiudu duiTngudatiuuueizes S 113 au TuvmauouiweaIasdialu
--‘ -~ N L [ . J [ . “ .
MINUTUTAYS anﬂﬂ'l'z‘s'lun'n'zmﬂ:ﬁﬂaga laun dranun drfasas drdvdiviey
- 1 : J 4 > e :
adia §MdoIUNINATIIU 1 test Uz €1 F-test mmma;ﬂnamsﬁnm‘lamu

Han1 AN

1. i’gaﬁ"ug‘mnamiué’méw wuin  ndudedeniedaiiunemg
tzanm 1 W 3 Hag1n 31 - 40 1 usslionBnwiinauiziomis Weudalinelad
udl 30,001 ymiwll annniedslifiiamandn Royal Orchid Plus vesmemiiinlng
Tavsmnglitdnsmensiuingliiu 2 afidadon walfiusmdlunderag
Taons  udwmvesmafenlunulimemisbugdlessnssulngliviuewiezndenly
vimsmenbula

2. ﬁ«uznméfaamsdqmmwmsu?mwaoa1un1sﬁu1nu|ﬂ?sutﬁuu
Momstnan lnmrunuidens: 947 11mtj’[eﬂmﬂﬁwhqnm*mu?m‘swhﬁ’ufaﬂ
fiAusTosn: 5.3 ﬁaauﬁwqmmwﬁn'h ueswInRTITWBMIMes s unsdeta
Tawas msantiasing mndmivuaissussduuimmaimsme :ﬁﬂvmsﬁﬁ'ﬂm
smsliwandrssnamomsiuin ua:wu'i'lﬁmfi:ﬁaumaﬁwhu‘%msa’aun'ifmu
miudn Teundudeliiiudey smdnsuweias dmdmsmitaiaslesms
URTATULTNIINAINTINGY

1. ArTReRITzuUNIIMeTetlaseIdildnniafindliunddaunusmineias
Tavssmanieluuasdralszing wiauteamanisimineia 9 fu MmaRiAanay
§LaIn 170157 'lums%aﬁ'ﬂﬂﬂumwaagnﬁ'l

2. ansfimmlanfmiudifeaiunlFnuszuy E - Ticketing Taplsdass q
(1w HoReRunW ng Inaviend L"r'ia'lﬁlﬁﬂm'mﬁ'u'lﬁaﬁugnﬁﬂ waziflumadanlumsdarias
laoas

3. mminipadnsaldwmanuiudlilarumiusiy

4. winnudauuuwaiaiin witnamdmiioias uaswinausentiasiits
anldimaanamadeqlasamsnizay welilWiAaanunssudiumsliims

5. mmfuﬂgommﬁﬂtymtﬁmﬁumaﬁuma 1B% PfewiuIeuRUM me
varinslasmstwinsdiiams mifuiaslesmansdlimanaidumslenianvese
yatﬁmﬁumﬂﬁumatﬂ'aé'm'mmwa:mn 8152 uszrFanuRnalsiiunignds
mn'ﬁqa



TE 158814

The purposes of the study weie 1) to find out the opinicn of passengers on the
aspects of Thai Airways lntg_mational Co.Ltd.(Public) service compared with the other
airlines. 2) to find out the factor affecting the opinion of passengers on the service of
Thai airways quality compared with the other airlines. '

The sample group consisted of 113 passengers who used to use Thai Airways
Intemational Co.Ltd.(Public) ana the other airlines’ service by purposive sampling
method. The questionnaire was used as a research tool to collect the data.
Frequency, percentage, mean and standard deviation were used to describe the data,
and t-test and F-test to test the hypotheses.

The findings were summarized below.

1. Base data of sample group more than half were male. About one of three
were 31-49 years old and work as gevemnment enterprise employees. Nearly half had
a salary of 30,001 bath or higher. More than half had not Royal Orchid Plus member
card of Thai Airways Intemational Co.Ltd.(Public). Most of the samples used the airine
service 2 times or lower per month and paid their own budget for buying the ticket. For
the alternatives of airline using, most of passengers uncertained to choose which
airline among Thai Airways Intemational Co.Ltd.(Public) and the others.

2. The opinion of passengers on the service of Thai Airways International
Co.Ltd.(Public) quality compared with the other airlines. The whole vision found that
94.7 percent of passenger viewed that the service of Thai Airways Intermational
Co.Ltd.(Public) and the other airlines were the same only 5.3 percent answered that
Thai Airways Intemational Co.Ltd.(Public) service was better. Iif consider each aspects

of service; ticket purchasing, check-in, in-fight service and post-sale service,
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passengers gave opinion that the service was not different to the other airlines. In
passengers’ opinion these aspects; in flight service, ticket purchasing and after-sale
service were worse than the other airlines consequently.

Recommendations

1.Company should install electronic ticketing system for domestic and
international ticket sale agents or increase ticket purchasing channels for convenience
and quickness in the ticket purchasing of customers.

2.1t should make public relations about eiectronic ticketing system usage by
using the media; print ad, radio and television etc. for ensuring the customers and being
as the alternative of ticket purchasing.

3.1t should improve modern entertainment equipment.

4.1t should improve the solutions about trevelling for example, reservation
changing, issue of new ticket in case of loosing, ticket refund or asking for travelling
information for facilitating convenience, quickness and providing customer satisfaction.

5.Cabin attendants, ticket selling agents, check in agents should serve all

passengers equal.





