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Thai Airways New Corporate Identity and Passenger Satisfaction Survey

This questionnaire has been written on behalf of Thammasat University
Master of communication Art program (Faculty of Mass communication and journalism)

Questionnaire feedback will be used to assist me in determining the future
direction of my research. A moment of your time and your kind assistance is both greatly
needed and appreciated.

Thank you very much.

Saranya Lianpechara

Introduction:

Thai Airways International recently re-branded itself with their new corporate
identity: A Touch of Thai”. This new identity includes changes of their logo and uniforms,
all the way up to new aircraft and aircraft modifications. It is my questionnaires “aim to
discover the effectiveness of this marketing campaign by gathering and analyzing

feedback from over 300 of Thai Airways most valuable assets-their passengers.

Have you ever experienced flight with Thai Airways?

[ ] yes (answer questions below:) [ 1 No (Thank you for your time)

Part 1: General Information

1. Gender
[ 1Male [ ]Female
2. Age
[ Junder20 [ 120-29 [ 130-39

[ 140-49 [ 150-59 [ ]Over60
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3. Education
[ ] Primary school [ ] Secondary school
[ ] post grad [ ] Over post grad
4. Nationality
[ ]1Thai [ ]others (Please specify) ......

5. Occupation

[ ]student [ ] Government, State Enterprise
[ ]Private [ ] Entrepreneur
[ ] Professional [ ]Retired

[ ] Others (please specify) ...

6. Income per month

[ ] Below or 1000 USD [ 11001-2000 USD
[ 12001-3000 USD [ 13001-4000 USD
[ 14001-5000 USD [ ]over 5001 USD

Part 2: Passenger behavioral preferences

7. How often do you fly International Route with Thai Airways?

[ ]over 12 times per year [ ] 10-12 times per year
[ ]7-9times per year [ ] 4-6 times per year
[ ]1-3times per year [ ] once per 2-3 year

8. What is your majority destination?
[ ] Intercontinental Route
[ 1 Asia Route
9. Which class do you frequently fly?
[ ] Economy [ ] Premium Economy
[ ] Royal Silk [ ] Royal First
10. What purpose do you mostly fly for?
[ ]Business [ ] Holiday
[ ] Visit family [ ] Meeting
[ ] Study [ Jother.....



Part 3: Media exposure of Thai Airways Corporate Identity re-branding
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11. Have you ever acknowledged any of Thai Airways Corporate Identity re -branding?

[ Jyes [ 1No (answer no.13)

12. If you acknowledged any of Thai corporate Identity re-branding, can you recall

where you may have noticed them?
[ 1TV commercials
[ T Website
[ ] Newspapers
[ ] printing materials (brochure, ticket envelop)
[ ] Magazines
[ ] Thai Airways latest uniform

[ ] Banners (at point of purchase, billboard, BTS, bus)

Part 4: Passenger attitude regarding Thai Airways new Corporate Identity

13. Do you like Thai’'s New Corporate Identity?

New
Very much Much Like Not much

(5) (4) (3) (2)

Corporate

|dentity

Not very

much

Logo

Aircraft

Counter

Service

Uniform

Reading

Material
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Part 5: Passenger Satisfaction with Thai Airways Service

14. Thai Airways new corporate identity focuses on High trust, World class service, their

unique offering of Thai touch. How would you rate each of these elements?

Totally Satisfied Fair | Dissatis | Totally
High Trust satisfied fied Dissatis
fied
(5) (4) (3) (6) (1)

Good safety record

“on time” departures and arrivals

Extensive network

: 5 continents and 70 cities

Many flights to choose

Support Bangkok ‘s goal to

become the aviation hub of Asia

Totally Satisfied Fair | Dissatisfied Totally
World Class satisfied Dissatisfied

() (4) (3) () (1)

World Class standards

Make reservations easily
via website, e-ticket,

e-check in

Quick connections with
customer service
representatives when

dialing the call center




172

World Class

Totally
satisfied

(5)

Satisfied

(4)

Fair

Dissatisfied

(2)

Totally

Dissatisfied

(1)

New Aircraft comparable

to other airlines

Comfort of seat

Efficient and pleasant
customer service of Thai
staff (enthusiasm,
language skills, problem

solving ability)

Thai Touch

Totally
Satisfied

(5)

Satisfied

Fair

©) (2)

Dissatisfied

Totally

Dissatisfied

(1)

Evoke Thai culture through staff

manner, warmth, friendliness,

attentiveness, ,personal

grooming, hospitality of Thai

staff(office staff, ground staff,

flight attendant)

Evoke Thai culture through

variety of Thai food, Thai taste, in

flight menu ingredient

explanation

In-flight Thai movie, in-flight Thai

music
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Totally
Thai Touch Satisfied

(5)

Satisfied

(4)

Fair

Dissatisfied

(2)

Totally

Dissatisfied

(1)

Cultural decorative of customer
service area, inside aircraft
designed to stimulate one’s

perceived Thai culture

Part 6: Overall impression and suggestion

15. Overall satisfaction with Thai Airways?




