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Marketing Strategies for Building Brand Image of

Suvarnabhumi Airport Among International Airlines
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Abstract

The research of this study is aimed
to: 1) examine perception of airport’s brand
from international airlines ; 2) identify
marketing strategies use by the airport to
build brand image ; 3) evaluate the efficiency
of marketing strategies for building brand
image of the airport ; and 4) find solutions
for building the airport’s brand image in
other to better attract international airlines.

It is mix method research; qualitative and

quantitative by in depth interview and by
questionnaire. All respondents are the people
who work with the international airlines at
Suvanabhumi Airport.

The results of the study are as follows
. the marketing strategies by providing the
terminal building of Suvanabhumi Airport is
designed by Thai identity culture. It looks
cozy. Additionally, the facilities are modern
such as carousal. Moreover, Human resource
is the important to attract the passenger.
There are both sections frontline staff and
back up office staff. They corporate in
serving at the airport. It is one stop service.
The first step of service is the key.

Marketing strategies for building
brand image of Suvanabhumi Airport is
conformed to service quality by the staff of
international airlines who are the customers.
They are the people media to promote and

disseminate the image of the airport.

Keywords: Marketing Strategies, Brand

Image, Suvanabhumi Airport

1. Introduction

Airport branding is a relatively new
phenomenon related to global airline
deregulation and increasing proliferation of
airports and new low cost carriers (LCCs)
(Tretheway & Kincaid, 2005). According to
Tretheway and Kincaid (2005), through
the 1980s, airports operated as a natural

regional monopoly; simply, people chose
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airports not based on brand or customer
service preference, but on where the flights
to and from their desired destination landed.
However, the increasing penetration of LCCs,
which typically fly smaller airplanes on
domestic and short-haul international flights
at much lower cost, increased the importance
of marketing and branding to consumers of
airlines (Tretheway & Kincaid, 2005). This
is because LCCs often fly from smaller
airports where costs are lower. This has had
the effect of introducing competition into
the airport industry, which was previously
largely undifferentiated. This is a strategic
situation that is typically met with differen-
tiation, or branding, by providers of goods
and services (Kapferer, 2008).

Airport branding and marketing is
a matter of increasing concern as the air
transport industry becomes more important.
However, managing the brand of the airport
is not an easy problem because the
services and tangible offerings of the airport
are provided by a multitude of different
companies and individuals (Paternoster,
2008). As Paternoster (2008) explained,
customer service is a fundamental aspect of
the airport brand, and one that customers
consider a top priority when choosing
a preferred airport. However, this customer
service consideration is not just based on
the service from the airport management
company. Instead, it encompasses service

from airport employees from check-in

straight through the airport experience, as
well as backstage services that impact the
visitor experience like on-time flight
management (Paternoster, 2008). The prob-
lem of branding becomes clear, since it is
difficult to control the services provided by
other firms and agencies (Paternoster, 2008).
Changi Airport (SIN), which Paternoster
(2008) profiles, has one of the strongest
customer service brands available, and
promotes this airport brand to its visitors
aggressively. Its brand management practices
go beyond simple logos and taglines, and
focus on key elements of customer service
definition and provision (Paternoster, 2008).
This includes not just initial design and
offering of services, but also continual review
of passenger needs and offerings to make
sure that the services being offered are
consistent with airport needs (Paternoster,
2008).

This research will provide increased
insight into this issue by exploring a
marketing and branding effort at Suvarnab-
humi Airport as a means to draw attention
from international airlines, or in other words
from a B2B perspective. Suvarnabhumi
Airport is not just one of the largest airports
in the world by passenger numbers. It is
also the largest such airport that could be
reasonably characterized as being located in
an emerging economy. Thus, it also provides
an ideal opportunity for exploring the

implications of airport marketing and brand
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building on the international stage from an
emerging market. This will both be very
useful to Suvarnabhumi Airport itself in its
rebranding efforts and provide valuable

information to fill the existing research gap.

2. Research Objectives

1. To identify marketing strategies
used by the airport to build brand image;

2. To evaluate the efficiency of
marketing strategies for building the brand
image of the airport; and

3. To examine perceptions of the
airport’s brand image from international
airlines;

4. To develop a brand image building
model for Suvarnabhumi airport as a

destination airport of international airlines

3. Research Scope

The scope of this research is limited
to exploration of Suvarnabhumi Airport and
its marketing and branding efforts. It will
use both qualitative and quantitative methods
for data collection and analysis. Qualitative
data will be collected from interviews with
brand and marketing managers at Airports
of Thailand (AOT), the management

company that manages Suvarnabhumi Airport.

This information will focus on the
marketing strategies currently being used

to develop the airport’s brand and image

4. Research Benefits

As the airport is currently undergoing
a process of brand identification, the research
will help brand managers working with
the airport understand how effective
the rebranding has been and how the airport
is perceived by international airline repre-
sentatives who encounter the airport. This
will help the airport’s brand managers and
marketers develop their marketing approach
more effectively, identifying areas where the
airport’s brand could be better aligned to its
offerings as well as where it has been
successful. It will also help determine what
factors the airline’s new brand needs to
overcome. This will be useful because it will
help the airport develop a first-class airline
brand and service offering that will help it
move into the top ranks of airports world-
wide. It will also be useful because it will
identify areas where the airport needs to
continue developing its offerings and
services in order to support a top airport
brand.
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Framework

Research Methodology Framework i
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Qualitative Approach
® Identify marketing strategies used
: by Suvarnabhumi airport to build
: brand image and purpose of using
: each marketing strategy from AOT
! staff (Obj1)

| @ Examine the efficiency of marketing
strategies for building the brand
image of Suvarnabhumi airport from
AOT staff and brand experts (Obj 2)

® Examine pre- and post- perceptions
of Suvarnabhumi airport’s brand
image from international airlines
: (Managers) (Obj 3)

.....................................................

Quantitative Approach

® Examine pre- and post- perceptions
of Suvarnabhumi airport’s brand
image from international airlines
(Obj 3) E

® Examine the efficiency of marketing | !
strategies for building the brand | :
image of Suvarnabhumi airport from

international airlines (Obj 2)

......................................................

airlines (Obj 4)

Brand Building Model
® Develop a branding image building model
for making Suvarnabhumi airport to be

a destination airport for international

5. Research Design
5.1 Research Tools
The research tools consisted of
1. A set of questionnaire is com-
posed of 2 main parts
1.1 General information about

the respondents

1.2 Information about Marketing
strategies for building brand image of
Suvarnabhumi Airport

2. In depth interview
5.2 Research Population and Sample
Population

There are four groups included in
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the target population for this research. For
interviews (qualitative research), the target
population includes AOT staff members
engaged in brand building at Suvarnabhumi
Airport; brand experts in Thailand; and
managers of international airlines whose jobs
are associated with Suvarnabhumi Airport.
For the survey (quantitative research),
the target population is general staff of
international airlines associated with Suvarn-
abhumi Airport, including pilots, flight
attendants, cargo staff, and ground staff

Sample

The total sample size for the
interviews (n = 15) is divided into three
groups. The sample size for the questionnaires
(n =

for an infinite population

384) was derived using calculation

5.3 Research Phases

The interview guide was tested
using expert analysis-based pre-testing.
In this process, the proposed research
questions were reviewed by the researcher’s
supervisory professor, who provided sugges-
tions for improvement and coached
the researcher toward appropriate changes.

The questionnaire was tested using
pilot testing. Pilot testing is a process of
using a random sample or a preliminary
administration of the questionnaire in order
to test internal consistency and construct

reliability

The qualitative data will be ana-
lyzed using thematic analysis and content
analysis. Thematic analysis is an approach
that uses texts (including interviews) as the
basis for deriving themes surrounding
the research question or topic of interest
Quantitative analysis will include statistical
analysis. This will include descriptive and
inferential statistics. Descriptive statistics are
used to describe the sample and responses,
while inferential statistics are used to draw
conclusions about relationships and causes

between variables

6. Research Summary

6.1. To examine perceptions of the
airport’s brand from international airlines

The perception of Brand Awareness
Suvarnabhumi Airport’s staff airlines. They
are perception more than 50% of 17 items
of the questionnaires, Top 5 of Brand Aware-
ness questionnaires are Suvarnabhumi Airport
has alliance airport (79.3%); employees are
reliable (75.7%); well demonstrates Thai
culture (73.9%); has reliable and helpful staff
(73.4%); welcoming and comfort airport
(69.1%), On the hand, Brand Awareness.
Suvarnabhumi Airport has a quick service
(45.7%).

6.2. To identify marketing strategies

used by the airport to build brand image.
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Service Marketing Strategies is

consisted of airport terminal designed by
Thai identical culture; modern facilities for
example carousals, check in counters, and
lounges. It is cozy. Moreover, Human
resource is the important attract the passenger.
There are both sections frontline staff and
back up office staff. They corporate in serving
at the airport. It is one stop service. The
first step of service is the key. Which makes
the customer will come back to get the
service. As a royalty customer.

6.3. To evaluate the efficiency of
marketing strategies for building the brand
image of the airport.

Pre and Post of Brand Awareness and
Brand Image is not different, exceptionally
3 items; staff can communicate in English
fluently; safety airport; and quick service.

6.4. To find solutions for building
the airport’s brand image in order to better
attract international airlines.

Suvarnabhumi Airport management
must develop as follow; the run way;

terminal; staff and tax free service area.

7. Discussion

1. Airport facilities, terminal is
designed by thai identical culture, carousal,
modern service equipment are service
marketing strategies which international
airline staff perceived therefor, they will
come back to get service as royalty customer.
The result of this study is conformed to the
paper of the paper of Ribeiro de Almeida
(2011) points to Faro Airport as an example
of a smaller airport that has had to place
more emphasis on brand image as a means
of increasing its market share from tourist-
oriented flights.

2. Human resource both sections
frontline staff and back up office staff They
corporate in serving at the airport. It is one
stop service that customer satisfaction. These
are brand awareness as building brand image
of Suvarnabhumi Airport which conformed
with Wattanacharoensil & Yoopetch (2012)
The authors studied ground service at
Suvarnabhumi Airport from the perspective
of service quality and human resources
capabilities. The objectives of the research
included studying strengths and weakness of
these areas as well as employee competencies.
The authors used the Delphi approach as
a research method; this approach uses surveys
of subject matter experts in order to collect
highly informed opinions. Participants
included representatives of 20 airlines
operating from the industry. (A similar

approach will be used for the current

129
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research.) They found the empathy and
responsiveness dimensions of SERVQUAL
were most associated with the strengths
of Thai ground service workers at the airport,
but reliability and responsiveness (especially
related to academic and English speaking
factors) were weak. Overall, service quality
was relatively strong, but there were some
significant gaps that could be found,
especially poor baggage handling and
handling fares and refunds. Since these
are customer-facing areas, these could have
a significant impact on customer satisfaction
at Suvarnabhumi.

3. Process of the operation of
Suvarnabhumi Airport must be convenient,
fast and comfortable as one stop service
which conformed with Koubaa (2008) did
find that brand COO did modify the brand
image of a particular product, though it is
unclear whether this would be carried through
to the service of an airport. Another problem
that Suvarnabhumi Airport will face has been
alluded to above; it cannot control its
services offered directly, but must instead
form alliances with other brands (such as
airlines and ground service firms) in order
to be effective (Paternoster, 2008). In this
case, consistency between brand concepts is
important to make sure that the brands that
are being allied with have the same goals
and approaches to the consumer base
(Lanseng & Olsen, 2012). This type of

congruence means that the brand image can

be more carefully controlled, and consumers
will not perceive any discrepancies.

Marketing Strategies for Building
Brand Image

1. Factors related the service quality
of Suvarnabhumi Airport and building brand
image are modern facilities and infrastruc-
tures, welcoming and comfortable airport,
staff always smile, English fluently, helpful
and reliable. A study that may be relevant
to Suvarnabhumi Airport because of its
ownership structure explored state-owned
airlines and their effect on customer
satisfaction (Lopez-Bonilla & Lopez-Bonilla,
2008). The study used existing data from
the 2000 and 2005 Users and Consumers
Organization surveys regarding customer
service at state-owned and private airlines
in the medium to large international class
(at least 10 million international route miles
per year). These studies combined had an
aggregate 4,911 respondents. The authors
found that there were significant differences
in factors including check-in, information,
food,

overbooking, word of mouth, and overall

courtesy, seat space, comfort,
satisfaction between public, private, and
mixed airlines. In most cases, state-owned
and mixed airlines were found to provide a
lower level of service than privately owned
airlines. This relationship is important
because it has implications for state owner-
ship of Suvarnabhumi Airport, particularly

that it will need to manage its customer
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service levels in order to compete with
privately owned airports, if the relationship
holds true. A second study addressed the
role of Suvarnabhumi and other transit
airports in customer satisfaction and revisit
intentions in Thailand (Rittichainuwat,
Qu, & Mongkhonvanit, 2007). The goal of
this research was specifically intended to
understand the perceived barriers to revisiting
Thailand. It was conducted using a survey
(n = 510) of first-time visitors to Thailand,
which was conducted at Suvarnabhumi
Airport. The authors used logit regression
and principal component analysis (PCA) to
determine which of the factors involved
would prevent re-visitation. Travel barriers,
including cost and language barriers as well
as long distance, was the only significant
barrier to revisiting. This suggests that the
airport is a potential source of barriers and
customer satisfaction issues.

2. Service beyond expectation for
customer (international airlines) are Thai
culture which conformed with Janonis,
Dovaliene, & Virvilaite, (2007) One study
combined theoretical and empirical perspec-
tives to explore the relationship between
brand identity and brand image and to
understand the role of congruence between
these two factors on satisfaction. This study
was particularly intended to answer the
question of why some brands are perceived
as far more unique than others. The authors

suggested that the brand identity prism

model (including physical appearance,
personality, culture, consumer self-image,
consumer reflection, and relationship) was
a good framework for understanding how
the two concepts were connected. They then
identified a brand image building process
that could be used to understand the brand
building outcomes. This study reinforces the
relationship between brand image and brand
identity and provides a means of understanding
the process of brand identity building.

3. IMC (Integrated Marketing
Communication)

Suvarnabhumi Airport management
not only use IMC but also corporate with
international airlines by sharing experience.
They will transfer the massages and
information to promote airport instead. Which
conformed with Keller (2009) lists a number
of potential communication types that can
be used, including advertising, sales promo-
tions, events and experiences, public relations
and publicity, direct marketing, interactive
marketing, word of mouth marketing, and
personal selling. There are no specific
channels that should be avoided, but instead
channels (or touch points) should be
selected based on the consumer segmentation
and targeting for the product, in order to
maximize reach (Pickton & Broderick, 2005).
Ultimately, the goal is to provide a campaign
that is most appropriate for the product or
service, rather than to fulfill a set of

specific requirements or best practices
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(Keller, 2009). Selection of channels should
meet practical requirements as well as building
brand recall (or being able to identify the
brand’s qualities and characteristics after
exposure). Keller (2009) argues that rather
than duplicating messages, continuation or
integration of messages is necessary to
achieve this effect. Pickton & Broderick,
(2005). These channels can include either
or both of traditional and digital media
marketing channels. In this section, marketing
channels from each of these categories are
discussed and what types of messages that
can be used for are identified. The task of
IMC is then to select the appropriate
channels for the message and target audience
(Shimp, 2010). There is little or no research
on marketing tools and channels used by
airport marketing campaigns. However,
a general overview of available tools provides
information about which tools might be most

appropriate.

8. Recommendation
1. Building Brand Image of Suvarn-
abhumi Airport is good service quality.
As the questionnaires and interviewing air-
line staff find that post image is higher than
pre image. Therefore, the airport management
must maintain the service quality. Which
is consisted of 3 factors as follow:
1.1) Process of service by using
electronic devices is facilitating and faster.

1.2) Human resources are profess-

tional, well trained, symphaty and adaptable.
That caused airline staffsatisfaction and
perceived brand image of Suvarnabhumi
Airport.

1.3) Airport facilities ; there
are the policies to develop the airport. The
project of building terminal 2; car park; and
run way.

2. Innovation of branding image, at
present there are passengers increasingly
travel by air. So the airport must be ready
to accommodate the number of passengers.
Innovation is the mean to serve passengers
in good service quality

3. Service mind is the key to success
in handling passengers. Therefore the airport
staff must be well trained. They must be
self developed.

9. Recommendations for further
study

1. Future study could be conducted
to explore marketing strategies for building
brand image of other airport to benchmark
such as Shangi Airport, Icheon Airport, Hong
Kong Airport.

2. There could be a study to compare
with other general customer about marketing
strategies for building brand image of
Suvarnabhumi Airport.

3. There could be a research focusing
on the appropriate tools for Marketing strat-
egies for building brand image of Suvarn-

abhumi
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