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Abstract

This article aimed to study the opinions level of foreign passengers
towards marketing communications and the image of Phuket Airport, and
examine to the impacts of integrated marketing communication on the
perception of Phuket Airport image in the perspective of foreign passengers.

This research applies a quantitative method. The sample consisted of 400
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foreign passengers using services of Phuket Airport. Samples were selected by
a convenient sampling method. The tool used was a questionnaire reviewed
by 5 experts and 30 units of try-out with the reliability of 0.98. The data were
analysed using descriptive statistics, including frequency, percentage, mean,
standard, deviation and inferential statistics of multiple regression analysis.
The findings revealed that : 1) marketing communication and airport
image were at the high level; and 2) integrated marketing communication in
sales promotion, public relations, direct marketing, and IMC interactivity had
an effect on perception of Phuket Airport’s image in the opinions of foreign
passengers with the statistical significance level of 0.05. They mutually
described the variance of perception of Phuket Airport’s image by 59% which
had a positive effect on the perception toward the airport’s image in the
opinions of foreign passengers. The airport should focus on integrated
interactive market communications to create good image awareness in the
eyes of international passengers. In the future, companies need interactive
marketing communication techniques to attract and interact with consumers
to involve consumers by raising awareness, improving image, or creating sales

of products and services.

Keywords : image perception, marketing communication, foreign passengers’

perspective
Introduction

Phuket International Airport has a negative image as a result of

unpreparedness of the airport in the past decade. The survey result from
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Skytrax (2022), an aviation research organization, evaluated the services and
facilities scores given by 582 foreign passengers who used the services of the
six airports of Airports of Thailand Public Company Limited (AOT), which is a
state enterprise under the Ministry of Transport and Thailand’s national
airport management organization (AOT, 2020). According to the 10 year survey
results of Skytrax airport review website during 2012-2021, it was found that
Phuket International Airport had the lowest average satisfaction score of 2.09.
The mentioned problems resulted in the negative image for the foreign
passengers. This affected the recommendations given by them to other
passengers since 80% did not suggested others use the services of Phuket
International Airport (Skytrax, 2022). According to the aforementioned data,
these were the causes of the problems affecting the negative image of Phuket
International Airport. Therefore, it is necessary to create the positive image in
order to meet the state enterprise strategic plans (the fiscal years of 2017 -
2022) regarding the operations of AOT that focus on being the world-class
airport operator (AOT Operates the World’s Smartest Airports) sustainably
(AQT, 2020).

Image is very important for Phuket International Airport. It is accepted
that the survival of the organization depends on the image (Prawira et al,
2019; Sharifsamet et al., 2020), because the image influences the success and
failure of the organization in both the short and long term. If Phuket
International Airport has a good image, it will be trusted, accepted, and ready
to cooperate and support the operation (Chauhan, 2020). A study of research
related to airport image for the past six years, 2015-2020 found few relevant

overseas research studies have examined airports, (Chuchu, 2020; Prawira et


https://en.wikipedia.org/wiki/Soekarno%E2%80%93Hatta_International_Airport
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al.,, 2019). Three research studies in Thailand related to airport image were
found. Two research studies were examined on the image of Suvarnabhumi
Airport. (Nonthanathorn, 2015; Taraga, 2015) and a study was conducted on
Mae Fah Luang-Chiang Rai International Airport (Nontanathorne, 2018). No
research was found on the image of Phuket International Airport and no
research on marketing communication strategies to improve the positive
image of airports in Thailand. Marketing communication is at the heart of
image building (Manhas et al.,, 2016). Therefore, marketing communication
strategies have played an important role in good image communication
(Sirisoponkitsakool, 2015) and are instrumental in empowering Phuket
International Airports into the arena of competing using the powerful
influence of communication. Therefore, it is an important determinant to

create an image of value in the eyes of consumers (Diaconu et al., 2016).

Summary of Gap in Previous Research

The exploring of research related to marketing and marketing
communications of airports both abroad and in Thailand for the past ten years
found two foreign research studies related to airport marketing (Halpern &
Graham, 2015) and two research studies in Thailand related to airport
marketing (Paisilp, 2013). Two foreign research studies related to airport
marketing communications were found (Sonari-Otobo & Ekeke, 2020; Spyra &
Witczak, 2017). From the research study on marketing communications of
airports in Thailand in the past ten years, it does not appear that anyone has

studied such subjects in Thailand.
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From a scrutiny of past research, it can be concluded that there are
many relevant studies on this topic. A search for previous studies on marketing
communication and promotion of airport’s positive image both in Thailand
and internationally between 2015 and 2021 found little research in
International studies about an airport image and found only two research
studies on such a topic (Sonari-Otobo & Ekeke, 2020; Spyra & Witczak, 2017).
These mentioned that one of the key roles of airports is marketing
communication. It is considered an important factor in the image setting
process as it affects the passengers’ selection of airports. The implementation
of marketing communication is also crucial for building the image of an
organisation, which also affects passengers’ choice of airports.

An investigation of searches in Thailand revealed three searches in
the airport image. Two of these studies involved the topic of social
responsibility (Nonthanathorn, 2015, 2018) including a study of Suvarnabhumi
Airport in 2020 and Mae Fah Luang Airport in 2018. There is research about
building of Suvarnabhumi Airport’s product brand (Taraga, 2015). However,
there is no study about marketing communication of an airport in Thailand.
This shows that Thailand lacks studies on marketing communication to
support a positive image of airports.

Hence there is a crucial study gap for further investigation. As
mentioned by Doherty (2014), organisations should pay more attention on an
organisation’s image so that associated people have a good impression on
the organisation. Studying the process of marketing communication on
different types of organisations’ images, or an organisation’s image and various

associated sectors creates more knowledge and understanding about the
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organisation’s image about which such knowledge can also be implemented
by other organisations. The importance of marketing communication that an
organisation realises and widely uses can distinguish an organisation from
others because of more competition and competitors. However, based on
the study of problems, review of strategic plans, and research gaps, as
mentioned above, it is necessary to strive to improve market performance to
promote a positive image under the business strategy of Phuket International
Airport as the gateway to Andaman, it plays an important role in promoting
Thailand’s tourism industry (AOT, 2020) and to achieve such a strategy. The
researchers set out five objectives to develop a marketing strategy for foreign
passengers to enhance the positive image of Phuket International Airport,
starting with Objective 1: Studying the market situation and evaluate the
effectiveness marketing strategy of Phuket International Airport, reflects the
level of success of Phuket International Airport (Masunthia, 2015), as an
indicator of the progress that has led to the growth and development of
Phuket International Airport (Olah et al., 2018). An effectiveness assessment
can lead to the determination of the most appropriate marketing
communication strategy (Krizanova et al.,, 2019) and to know the behaviour
of passengers. In Objective 2, the researchers studied the media perception
of foreign passengers, since each person has the criteria to choose different
media according to the person’s characteristics, and the need to embrace
different media will result in different media exposure behaviours, which will
allow Phuket International Airport to choose the right media for the target

passenger (Kotler & Armstrong, 2020). For this research A research question is
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what marketing communication factors affect the image perception of Phuket

Airport?
Objectives

1) to study the opinions level of foreign passengers towards
marketing communications and the image of Phuket Airport

2) to examine to the impacts of integrated marketing communication
on the perception of Phuket Airport image in the perspective of foreign

passengers.

Conceptual Framework

Marketing Communication Process
Source or Sender

Message

Channel

Receiver

IMC Tool Perception of Image
Advertising

Sales promotion
Personal selling
Public relations
Online marketing
Direct marketing

IMC Interactivity

Figure 1 The Conceptual framework.
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Literature Review

Perception arises from the presence of stimuli and situations affecting
the five senses: eyes (sight), ears (hearing), nose (smell), tongue (taste), and
body surface (touch.) These stimuli are perceived and interpreted as a result
of perception, which is perceived differently depending on the individual’s
past experiences and backgrounds (Sakunmetta, 2014). Perception depends
not only on the stimulus or the nature of the stimulus (Stimulus factor) but
also on many factors (Khosla, 2016), both controllable and uncontrollable.
Therefore, it is necessary to understand the perception and interpretation of
the information according to understanding Individual’s cognitive structure
together (Suwansang, 2011).

Marketing communication in modern times is the focus of
introduction of a wide range of marketing strategies, as market share requires
marketing communication to eventually promote products and services to
purchase decisions (Phamornkul, 2015). It is one of the factors determining
the success of the organization (Font & McCabe, 2017). Communication has
been applied as an element of the marketing communication process and a
communication model is created to describe the elements contained in the
communication process (Buathoeng, 2015). According to the concept of
communication scholars, elements of the communication process are: 4-
component approach includes source, message, channel, and receiver
(Aumpaiphan, 2016). Marketing communication is at the heart of image
building (Manhas et al.,, 2016). Therefore, marketing communication strategies
have played an important role in g¢ood image communication

(Sirisoponkitsakool, 2015) and are instrumental in empowering Phuket
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International Airports into the arena of competing, using the powerful
influence of communication. Therefore, it is an important determinant to
create an image of value in the eyes of consumers (Diaconu et al.,, 2016).
Marketing communication is strategic alternative that is the main engine for
delivering positive information of Phuket International Airport to target
passengers  effectively (Font & McCabe, 2017; Nurittamont &
Charoenkitthanalap, 2018; Spyra & Witczak, 2017). Successful marketing
communication must understand the basics of perception of targeted
passengers, which will help Phuket International Airport plan strategies in line
with the needs of foreign passengers to ensure accurate, complete and clear
communication through channels to encourage passengers to feel good
about the organization (Chotphanit, 2018; Lertruengrit, 2016).

Based on a review of marketing communication processes, the
researcher concluded that market factors that affect image perception are
related to communication. It can help to create a marketing strategy of Phuket
International Airport as well by the composition of the media process. There
are 4 components of marketing materials: Source or Sender, Message,
Channel, and Receiver. Source must study the behavioural characteristics and
differences of the recipient for ease of communication, and the message sent
to the recipient must have all the elements in order to receive the message
effectively.

Integrated marketing communication is a concept that can be applied
and is the most productive for products and services, so it is the key to
communicating to consumers. Because marketing communications today are

even more challenged by technological advances, the model of marketing is
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not the same (Ponkawintip, 2018). The method of integrated marketing
communication is to properly integrate different communication strategies in
the same direction. However, the target consumer group must be taken into
account and must cover all points of products and services that need to be
communicated in the hope that products and services will be attracted
(Charinsan, 2018). In summary, the concept of integrated marketing
communication tools is a process of planning the use of media or
communication strategies in a variety of ways. Each category has different
purposes and methods of use consistently optimizes marketing
communications, but they are subject to the same aims and plans and do
not require simultaneous marketing communication tools. It must be used
constantly to raise awareness and encourage consumers to accept and make
decisions about how to buy goods or services as the business requires.
Within the relationship marketing paradigm, the IMC interaction factor
refers to strategic actions aimed at building and nurturing connections with
customers. This feature has been incorporated in many suggestions for IMC
operationalization (Porcu et al, 2017), and has been regarded the most
essential part of the IMC paradigm. Information and communication
technologies (ICTS) are essential for this element of IMC because they allow
for effective database administration, allowing customers’ data to be
transformed into customer knowledge. They also allow for multiple touch
points with customers, as well as a continuous dialogue and meaningful
relationship building through an efficient exchange of brand messages
(Inversini, 2017). Integrated marketing communication interactivity is an open

way of communicating, focusing on interacting with customers as well as
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conducting one-on-one marketing communications. The interactive marketing
model is very useful for marketing communication because it can increase
sales and increase user satisfaction at Phuket International Airport. Therefore,
interactive marketing communication techniques are needed to engage and
interact with customers to raise awareness, improve image, and provide a
positive customer experience.

Image is how people feel about things around them, but people can't
recognize and understand everything. Therefore, people often remember
only some parts or characteristics of those things that may not be clear
enough to accurately interpret them (Akkadechpipath, 2018), and whose
image affects purchasing decisions, as well as satisfaction, trust, loyalty to
goods or services (Minkiewicz et al., 2011). Therefore, the business industry
uses its image as a tool for managing the organization to be reliable,
respected, and well-known in general. Nowadays, there are those who are
interested in leading the image concept to help the administration to develop
the organization to be reliable and trustworthy (Boonklang, 2017). In order to
create a positive image, the organization must develop a systematic image by
creating and developing an image consisting of: creation, promotion of
prevention, and correction. If Phuket International Airport focuses on the
composition of the image and image creation, it will lead to a positive image
creation. Therefore, the researchers recognized the importance of promoting
image, and explored the original image of Phuket International Airport to
improve the image and lead to the development of a marketing strategy to
enhance the positive image of Phuket International Airport to have

competitive potential to be a World Class Hub for Aviation Business.
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Research Scope

The foreign passengers using Phuket International Airport quantitative
study has a population of foreign passengers via proportionate categorization
of samples, a sample of the number of foreign passengers using international
airports. The sample size in this study was 400 international travellers utilizing
the Phuket International Airport service in 2022. Content is one of the market
communications aspects influencing Phuket International Airport's image
perception between October 2021 and February 2023. Phuket International
Airport is located in the Thalang District of Phuket.

Methods

The research used quantitative research methods. The population
and sample in the study consists of 400 foreign passengers using services of
Phuket Airport, selected by purposive sampling technique according to the
inclusion criteria. The samples used in this study were used to select non-
probability sampling and convenience sampling from foreign passengers. It
must be those who spend an hour or more at the airport. For this study, the
researchers calculated the sample size based on the finite population sample
size determination, so they chose to define the sample with Yamane (1973)
formula at a confidence level of 95 percent and the sample size based on 5
percent tolerance. According to the Phuket International Airport 2019 (AOT,
2019) statistics, researchers selected a group of 10,318,181 foreign passengers
as the basis for calculating the size of the samples as foreign passengers in

2019.
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The quantitative research tool is questionnaire, which was divided
into two Section: Section 1 is a survey on the demographic characteristics of
respondents consisting of gender, age, education, monthly income, career,
country, nationality, and marital status. Section 2 is a questionnaire of
marketing communication factors that affect the perception on image of
Phuket International Airport, consisting of Marketing Communication Process,
IMC Tools and IMC Interactivity, with the following Marketing Communication
Process; the 5 likert scale is applied to measure these factors.

For questionnaires validity, a questionnaire was created and a
content validity and reliability test conducted as follows: (1) Conduct validity
test by using Index of item Objective Congruence (I0C) method, accepted
IOC should value 0.7 or higher (Rovinelli & Hambleton, 1977). The result of
IOC test was 0.93. (2) Reliability Test is conducted by a try-out method,
accepted reliability test should value 0.8 or greater. The result of reliability
test 0.986 means that this questionnaire has high validity and reliability, which
can be used to collect data. For data collection in this study, researchers
collect data for analysis from primary data sources.

The researcher analyzed the data using a statistical computer
program to perform hypothesis tests, which divided the analysis into
descriptive statistics as follows: frequency, percentages, mean, and standard

deviation and the Multiple Regression Analysis.
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Results

Respondents’ Demographics

General information of respondents found that most respondents are
women, followed by men, and LGBTQ, 32-45 years of age, graduated with a
bachelor degree, have monthly income USD. 1,001-2,000. They are
employees of private companies, most of them travel from United States of
America and are single.

The opinions level of foreign passengers towards marketing
communications and the image of Phuket Airport

According to the table 1, it found that overall of marketing
communication has a huge effect on perception of Phuket Airport image. The
analysis of sub-components found that IMC interactivity, IMC tool and Process
are in high effect. IMC interactivity (3.80) is the highest effect on perception of
Phuket Airport image, followed by IMC tool (3.78) and Process (3.73).

Table 1 Marketing communication

Marketing Communication Mean S.D. Meaning

Process 3.73 0.72 High Effect
IMC tool 3.78 0.76 High Effect
IMC Interactivity 3.80 0.67 High Effect
Overall 3.77 0.71 High Effect

In the case of process, it found that overall of process (3.73) has a

high effect on perception of Phuket Airport image. The analysis of sub-
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components found that all factors have an high effect. Receiver (3.79) is the
highest effect on perception of Phuket Airport image, followed by channel

(3.78), message (3.70) and source or sender (3.65), respectively, as table 2.

Table 2 Marketing communication: Process

Process Mean S.D. Meaning

Source or Sender 3.65 0.72 High Effect
Message 3.70 0.72 High Effect
Channel 3.78 0.75 High Effect
Receiver 3.79 0.71 High Effect
Overall 3.73 0.72 High Effect

Table 3 marketing communication: IMC tool

IMC tool Mean S.D. Meaning

Advertising 3.79 0.76 High Effect
Sales promotion 3.72 0.74 High Effect
Personal selling 3.72 0.75 High Effect
Public relations 3.81 0.78 High Effect
Online marketing 3.85 0.80 High Effect
Direct marketing 3.80 0.76 High Effect
Overall 3.78 0.76 High Effect

From the table 3, the IMC tool has a high overall impact on the image
of Phuket international airport. Online marketing ('3.85) has the highest level
of effect to the airport image, followed by Direct marketing (3.80), Public
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relations (3.81), Advertising (3.79), Sales promotion and Personal selling (3.72),

respectively.

The overall IMC interactivity (3.80) has a high effect to airport image
perception, while the highest impact is the online chat board (3.84), followed
by corresponding to customers (3.81) and database facilitating customers
(3.76), respectively, as table 4.

The level of image perception toward Phuket international airport is
high. Most respondents perceived Phuket airport as “being international
airport and strategic position as Gateway to the Andaman to facilitate
passengers from all over the world” with the highest level (4.05), followed by

physical image (4.02) and emotional image (3.91), respectively, see table 5.

Table 4 marketing communication: IMC interactivity

IMC Interactivity Mean | S.D. Meaning

Operation staff in Phuket Airport are able to | 3.81 0.82 High Effect
correspond to messages constantly, quickly and

efficiently via every communication channel.

The database of Phuket Airport is provided with a | 3.76 0.72 High Effect
direct channel that facilitates further inquiries,

complaints, comments from passengers.

Phuket Airport provides an online chat board for | 3.84 0.74 High Effect
passengers to give suggestion and exchange ideas
for making improvement and strengthening the

airport image.

Overall 3.80 | 0.67 High Effect
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Table 5 perception of image

Perception of Image Mean S.D. | Meaning

Physical positive image of Phuket Airport, such as 391 0.76 High
cleanliness of passenger terminals, passenger waiting
chairs, signs and symbols in passenger terminals, food
and drink, shopping areas in the airport, internet

connection, airport operation staff, etc.

Phuket Airport positive image regarding feeling, such as 4.02 0.66 High

impression, safety, atmosphere, modernity, etc.

Being international airport and strategic position as 4.05 0.64 High
Gateway to the Andaman to facilitate passengers from

all over the world.

Overall 3.99 0.59 High

Research hypothesis: The impacts of integrated marketing
communication on the perception of Phuket Airport image in the
perspective of foreign passengers

Multiple regression is applied to test the hypothesis, then the data
conditions are checked as follows.

Firstly, all factors of IMC regarding to Advertising (x,) , Sales promotion
(x,), Personal selling (x5), Public relations (x,), Online marketing (xs), Direct
marketing (xq), and IMC (x;), and perception of image (PI) had positively skewed
distribution; the kurtosis and skewness is in a range of 3 and 10. In addition,
the relationship between two variables (Bivariate Relationship) was examined
by calculating Pearson product moment correlation coefficient. It was found

that the relationship between independent variables was positive with the
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statistical significance level of 0.05, and correlation coefficient ranged from
0.54 to 0.85. Variables having the highest positive correlation coefficient were
sales promotion and personal selling. Variables having the lowest positive
correlation coefficient were public relations and perception of image, showing
that no correlation in the variables studied exceeded 0.85.

The hypothesis is Advertising (x,) , Sales promotion (x,), Personal
selling (x3), Public relations (x,), Online marketing (xs), Direct marketing (x,),
and IMC (x;) affecting affect perception of Phuket Airport image in the opinions

of foreign passengers contained the following hypotheses: H: Bi =0,

Compared to H: Bi Z0 (i=1,.,7) , At the statistical significance level of
0.05.

From Table 6, it can be seen that IMC tools factors had an effect on
perception of Phuket Airport image in the opinions of foreign passengers with
the statistical significance level of 0.05. Sales promotion, public relations,
direct marketing and IMC interactivity mutually described the variance of
perception of Phuket Airport image by 59%. Sales promotion, public relations,
direct marketing and IMC interactivity had a positive effect on perception of
Phuket Airport image in the opinions of foreign passengers. The variable having
the largest effect on perception of Phuket Airport image in the opinions of
foreign passengers was IMC interactivity (II) (B = 0.58), followed by public
relations (PR) (3 = 0.29), sales promotion (SP) (3 = 0.22) and direct marketing
(DV) (B = 0.19), respectively. It can be seen that Tolerance value was not
close to 0 and VIF value did not exceed 10, showing that all independent

variables were not correlated, therefore, these variables were not subject to

multilinear coherence, Tolerance > 0.01 and VIF < 10 (Kline, 2005). All factor
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variables had an effect on the prediction by 59% (R? = 0.44), the rest of 41%
was from the effect of other variables that did not include in the study,
standard error from the prediction was 0.38, which can be written in the form

of an equation as Pl = 1.45+0.18x%, - 0.22x, + 0.15x4+ 0.51x;

Table 6 Multiple Linear Regression of IMC Tools Factors and perception of

Phuket Airport Image in the Opinions of Foreign Passengers

IMC Perception of Image (PI) Sig. Collinearity Statistics
Tools B SE B ¢ ®) Tolerance VIF
Constant  1.45 0.11 13.20

X4 -0.08 0.05 0.10 -147 0.14 0.21 4.65
X2 0.18 0.06 0.22 287 0.00* 0.16 6.08
X3 0.09 0.05 0.11 1.68 0.09 0.21 4.59
Xq -0.22 0.05 0.29 -4.08 0.00* 0.20 4.84
Xs 0.02 0.05 003 042 0.66 0.16 5.93
Xe 0.15 0.06 0.19 249 0.01* 0.17 5.88
X7 0.51 0.05 058 9.33 0.00* 0.26 3.75

Note: R? = 0.59, Adjust R? = 0.58, Standard Error of Estimation = 0.38, Advertising (x,), Sales
promotion (x,), Personal selling (xs), Public relations (x;), Online marketing (xs), Direct

marketing (xg), IMC (x7), and perception of image (PI)

New knowledge and utilization of research

Research results can be employed by Airports of Thailand Plc. (AOT)
for business development e.g. to appropriately develop marketing

communication strategy to promote positive institutional image in order to
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maximise efficiency and effectiveness for a strong and continuous business
growth. Phuket Airport Authority can focus on creating and producing online
media that service users can use to search for information or following the
news. This is because such media is easily accessible and can find information
24 hours a day. It is also a medium that can change information easily and

quickly with a small budget but able to spread the news quickly.

Conclusion

Research results in response to the study on marketing communication
factors affecting perception of Phuket Airport image showed IMC tools
consisting of sales promotion, public relations, direct marketing and IMC
interactivity have an effect on perception of Phuket Airport image in the
opinions of foreign passengers. This is consistent with a study conducted by
Laurie & Mortimer (2019). Researchers suggest that importance should be
given to integrated marketing communication (IMC) increasingly. However,
factors related to the effectiveness of marketing strategies of Phuket Airport
do not affect marketing strategies to strengthen positive image of Phuket
Airport. IMC tools are considered as the use of marketing communication tools
through various channels and models for giving information. The most
efficient communication channel is online communication. Phuket Airport
creates a LINE group to send information about sales promotion, invitation to
business operators like airlines, stores to do business with the airport,
including inquiring about statistics of the number of passengers, flight details,
etc. Since it is a two-way communication channel, questions or inquiries can

be answered. Nowadays, communication through such a channel is successful
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since problems can be solved immediately. In the meantime, this channel
can be used to make better understanding as a whole picture, to inform
preventive measures and cautions, including notification about relevant
public utilities. This is consistent with a study conducted by Paisilp (2013) on
Efficiency of Prediction Of marketing Communication Toward Line Application
Of Aviation Industry finding that: 1) exposure to marketing communication
through LINE application of aviation industry is associated with positive
attitude; 2) exposure to marketing communication through LINE application
of aviation industry is associated with positive consumer behaviour; 3) attitude
towards marketing communication through LINE application of aviation
industry is associated with positive consumer behaviour; 4) exposure to and
attitude towards marketing communication through LINE application of
aviation industry is associated with positive consumption behaviour; and
5) exposure to and attitude towards marketing communication through LINE
application of aviation industry efficiently predict consumption behaviour.
Many research studies including Boonklang (2017) and Han et al.
(2019) mention that a business uses its image as a tool for the administration
of its agency or organization to gain reliability, acceptance, and reputation.
At present, many people are interested in bringing the image concept to
support administration so as to develop their organizations to gain reliability
and trust. This is consistent with a study conducted by Ratitachanon (2019)
stating that an image is the totality of impressions of each consumer with the
identity an organization presents through advertisement, public relations,
sales promotion or sponsorship including promotions and special events.

Bandurat and Wongmontha (2021) identify harmoniously that marketing
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communication strategies, such as advertisement and public relations can
differentiate airport services and image, especially market positioning and
service differentiation. Spyra and Witcza (2017) additionally state that efficient
marketing communication should focus on creating organizational positive

image.

Discussion

Many research studies including Boonklang (2017) and Han et al.
(2019) mention that a business uses its image as a tool for the administration
of its agency or organization to gain reliability, acceptance, and reputation. At
present, many people are interested in bringing the image concept to support
administration so as to develop their organizations to gain reliability and trust.
This is consistent with a study conducted by Ratitachanon (2019) stating
that an image is totality of impression of each consumer with identity an
organization presents through advertisement, public relations, sales
promotion or sponsorship including promotions and special events. Boonlae
et al. (2021) identify harmoniously that marketing communication strategies,
such as advertisements and public relations can differentiate airport services
and image, especially market positioning and service differentiation. Spyra and
Witcza (2017) additionally state that efficient marketing communication
should focus on creating an organizational positive image. In addition, the
research results are consistent with the concept of Boonklang (2017) which
states that, the business industry employs its image as a tool for managing
the company in order to be trustworthy, respectable, and well-known in

general. Nowadays, there are people who want to lead the image idea in
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order to assist the administration in developing the business to be reputable
and trustworthy. People can't afford to recognize and comprehend everything
around them, thus image refers to how they feel about the world around
them. As a result, we frequently only recall specific details or traits of things,
which makes it difficult to draw conclusions from them with accuracy
(Akkadechpipath, 2018). Their reputation influences buying choices as well as
satisfaction, trust, and loyalty to products or services (Minkiewicz et al., 2011).
Suggestions from Research

1) AOT should change project management model by allowing each
airport in Thailand to be able to determine their own strategies to be
consistent and appropriate to airport management in each area having spatial
and environmental differences.

2) Phuket Airport should focus on using online media for marketing
communication to strengthen its image and communication between service
providers and service receivers since today online media gain much popularity
and are able to access target customers broadly across the world.

3) Phuket Airport should emphasize service receivers to have behavior
in sharing experiences they gain while using airport services for other people
by organizing it as a part of sales promotion activities in order to create
perception of image and services to other people who do not use airport
services, such as sharing airport terminal pictures with impressive messages to

compete for the prize, etc.



54 CUECLERRERGEERIGEREDN T71 10 atiuii 2 (nangiau - Sunau 2566)

Suratthani Rajabhat Journal Vol. 10(2) July — December 2023)

Reference

Akkadechpipath, B. (2018). Image Perception on Mass Rapid Transit Authority
of Thailand (MRTA) of people in Bangkok. Thammasat University.

AQT. (2020). Annual report 2020. Airport Thai. (in Thai). https://corporate.
Airportthai.co.th/wpcontent/uploads/2021/01/AnnualReport2020th.pdf

Aumpaiphan, P. (2016). Communication strategy for image building of office
of the energy regulatory commission to the press. Journal of
Communication and Management NIDA, 2(2), 39-55, (in Thai).
https://so12.tci-thaijo.org/index.php/jcmn/issue/view/42

Bandurat, P., & Wongmontha, S. (2020). A holistic marketing strategy for spa
businesses to welcome Chinese tourists. Interdisciplinary Social
Sciences and Communication Journal, 3(2), 287-297, ( in Thai).
https://so04.tci-thaijo.org/index.php/jmhs1_s/article/view/243575.

Boonklang, P. (2017). The effect of corporate image on customer loyalty: Case
of bank for agriculture and agricultural co-operative in Dankhunthot
district, Nakhonratchasima province. Rajamangala University of
Technology Isan, Nakhonratchasima, (in Thai).

Boonlae, W., Wongmonta, S., Thalang, C. N., & Pongponrat, K. (2021). The study
of Thai tourists’ behavior and integrated marketing communication to
promote cultural tourism in Chanthaburi province. Journal of
Multidisciplinary in Humanities and Social Sciences 4(1), 192-201,

(inThai). https://so04.tcithaijo.org/index.php/jmhs1_s/article/view/243
673.


https://corporate/

MIINVAYFEY Toil

Hansgnuvestadeiunisdoansnisnaiasenisiuinmanyaly

Buathoeng, S. (2015). The study of marketing communication strategy :
attitude and consumer behavior toward advertising spam of fashion
retailers on celebrity instagram account. National Institute of
Development Administration, Bangkok.

Charinsan, A. R. (2018). Integrated marketing communication connecting with
consumer in the seamless world. Expernet.

Chauhan, A. (2020). Destination Image of Selected Tourist Destinations
Measurement Analysis and Implications. Journal 0f Asia Pacific Journal
of Marketing and Logistic, 28(3), 499-524. https://doi.org/
10.1108/APJML-05-2019-0074.

Chotphanit, W. (2018). Impact of service quality, perceived value and brand
image on re-service intention in context of full-service airlines. Bangkok
University, Pathum Thani, (in Thai).

Chuchu, T. (2020). The impact of airport experience on international tourists’
revisit intention: A South African case. GeoJournal of Tourism and
Geosites, 29(2), 414-427. http://gte.webhost.uoradea.ro/PDF/GTG-2-
2020/gtg.29203-478.pdf.

Diaconu, M., Oancea, O., & Brinzea, M. (2016). Integrated marketing
communication, intrument of modern organizations development in
terms of sustainability. Ecoforum Journal, 5(2), 1-39. http://www.ecofo
rumjournal.ro/index.php/eco/article/view/417.

Doherty, A. M. (2014). 2013 Academy of marketing annual conference special
issue: marketing relevance. Journal of Marketing Management, 30(9-

10), 829-831. https://doi.org/10.1080/0267257X.2014.933523.


http://www.ecofo/
https://doi.org/10.1080/0267257X.2014.933523

56 CUECLERRERGEERIGEREDN T71 10 atiuii 2 (nangiau - Sunau 2566)

Suratthani Rajabhat Journal Vol. 10(2) July — December 2023)

Font, X., & McCabe, S. (2017). Sustainability and marketing in tourism: Its
contexts, paradoxes, approaches, challenges and potential. Journal of
Sustainable Tourism, 25(7), 869-883. https://doi.org/10.1080/09669582.
2017.1301721.

Halpern, N., & Graham, A. (2015). Airport route development: A survey of
current practice. Tourism Management, 46, 213-221.

Han, H., Yu, J., Chua, B.-L., Lee, S., & Kim, W. (2019). Impact of core-product
and service-encounter quality, attitude, image, trust and love on
repurchase: Full-service vs low-cost carriers in  South Korea.
International Journal of Contemporary Hospitality Management, 5(2),
270-277. https://doi.org/10.1108/1JCHM-05-2018-0376.

Inversini, A. (2017). Managing passengers’ experience through mobile
moments. Journal of Air Transport Management, 62, 78-81.
https://doi.org/10.1016/j.jairtraman.2017.03.009.

Khosla, M. (2016). Understanding others emotions. Research Journal of Social
Science & Management, 5(9), 69-74. https://www.researchgate.net/
publication/332513391.

Kotler, P., & Armstrong, G. (2020). Principles of Marketing, 18th Global Edition
(18th ed.). Harlow: Pearson.

Krizanova, A., Lazaroiu, G., Gajanova, L., Kliestikova, J., Nadanyiova, M., &
Moravcikova, D. (2019). The effectiveness of marketing communication
and importance of its evaluation in an online environment.

Sustainability, 11(24), 7016. https://doi.org/10.3390/s5u11247016


https://doi.org/10.1108/IJCHM-05-2018-0376
https://doi.org/10.3390/su11247016

MIINVAYFEY Toil

Hansgnuvestadeiunisdoansnisnaiasenisiuinmanyaly

Laurie, S., & Mortimer, K. (2019). How to achieve true integration: the impact
of integrated marketing communication on the client/agency
relationship. Journal of Marketing Management, 35(3-4), 231-252.
https://doi.org/10.1080/0267257x.2019.1576755.

Lertruengrit, N. (2016). Perceived brand equity and behavior intention on the
low cast airlines of Thai passengers: Case study Thai AirAsia Airline.
Thammasat University, Bangkok, (in Thai).

Manhas, P. S., Manrai, L. A., & Manrai, A. K. (2016). Role of tourist destination
development in building its brand image: A conceptual model. Journal
of Economics, Finance and Administrative Science, 21(40), 25-29.
https://doi.org/10.1016/j.jefas.2016.01.001.

Masunthia, P. (2015). The effect of marketing strategies affecting the
enhancement of buddhist tourism in bangkok. Journal of Graduate
School of Commerce Burapha Review, 1(10), 31-43, (in Thai) .
https://file:///C./Users/ACER/Desktop/3982-Article%20Text-2720-1-10-
20160412.pdf.

Minkiewicz, J., Evans, J., Bridson, K., & Mavondo, F. (2011). Corporate image in
the leisure services sector. Journal of Services Marketing, 25(3), 190-
201. https://doi.org/10.1108/08876041111129173.

Nonthanathorn, P. (2015). Causal factors of socially responsible leadership
influencing on corporate image of Phuket International Airport.
Proceeding of International Conference on Applied Business Research,

677-685.



58 CUECLERRERGEERIGEREDN T71 10 atiuii 2 (nangiau - Sunau 2566)

Suratthani Rajabhat Journal Vol. 10(2) July — December 2023)

Nonthanathorn, P. (2018). Causal factors of socially responsible leadership
influencing on corporate image of Suvarnabhumi Airport. Journal of
the Association of Researchers, 20(2), 48-58, (in Thai). https://so04.tci-
thaijo.org/index.php/jar/article/view/241759.

Nurittamont, W., & Charoenkitthanalap, S. (2018). The Factors Influence on
Technology Acceptance and Using Service Intention for Payment of
Young Consumers by QR Code Application Trough Smart Phone. The
Journal of Social Communication Innovation, 6(2), 40-50, (in Thai).
https://s002.tci-thaijo.org/index.php/JLIS_ SWU/article/view/262878.

Olah, J., Karmazin, G, Pet6, K., & Popp, J. (2018). Information technology
developments of logistics service providers in Hungary. International
Journal of Logistics Research and Applications, 21(3), 332-344.
https://doi.org/10.1080/13675567.2017.1393506.

Paisilp, K. (2013). Efficency of prediction of marketing communication toward
Line application of aviation industry. Chulalongkorn University,
Bangkok, (in Thai).

Phamornkul, A. (2015). Marketing communication factor of coffee shop
SPECIALTY and the modellifestyle, media exposure Service behavior
and attitudes of the consumer group generation Y. National Institute
of Development Administration, Bangkok.

Ponkawintip, T. (2018). Format and marketing communication strategy of

TruelD application. Bangkok University, Pathum Thani, (in Thai).


https://so04.tci-thaijo.org/index.php/jar/article/view/241759
https://so04.tci-thaijo.org/index.php/jar/article/view/241759

MIINVAYFEY Toil 5o

Hansgnuvestadeiunisdoansnisnaiasenisiuinmanyaly

Porcu, L., Del Barrio-Garcia, S., & Kitchen, P. J. (2017). Measuring integrated
marketing communication by taking a broad organisational approach:
The firm-wide IMC scale. European Journal of Marketing, 51(3), 692-
718. https://doi.org/10.1108/EJM-08-2015-0587.

Prawira, A., Pramesti, A., Wildan, W., & Zaini, M. (2019). The effect of airport
image and national identity on customer delight: Study case terminal
3 of Soekarno Hatta International Airport. Advances in Transportation
and Logistics Research, 2, 672-677. https://doi.org/10.25292/atlr.v2i0.223

Ratitachanon, S. (2019). Thai Film marketing communication strategy studied
Sahamongkol film international co., ltd. and M pictures entertainment
public co., ltd. . Institude research report, Bangkok University, Pathum
Thani, (in Thai).

Rovinelli, R. J., & Hambleton, R. K. (1977). On the use of content specialsts in
the assessment of criterion-referenced test item validity, Tijdschrift
Voor Onderwijs, 2(2), 49-60. https://psycnet.apa.org/record/1979-123
68-001

Sakunmetta, R. (2014). The recognition and response of communication
marketing through official account line of mobile network. National
Institute of Development Administration, Bangkok.

Sharifsamet, S., Jin, H. S., & Martin, B. (2020). Marketing destinations: the impact
of destination personality on consumer attitude. Journal of Strategic
Marketing, 28(1), 60-69. https://doi.org/10.1080/0965254X.2018.1485
726.


https://doi.org/10.1108/EJM-08-2015-0587
https://psycnet.apa.org/record/1979-123
http://dx.doi.org/10.1080/0965254X.2018.1485726
http://dx.doi.org/10.1080/0965254X.2018.1485726

6 CUECLERRERGEERIGEREDN T71 10 atiuii 2 (nangiau - Sunau 2566)

Suratthani Rajabhat Journal Vol. 10(2) July — December 2023)

Sirisoponkitsakool, C. (2015). Marketing communicaton to related of
comporate image of Kasikorn Bank Cha-am Branch, Cha-am District,
Phetchaburi Province. Silpakorn University, Phetchaburi, (in Thai).

Skytrax. (2022). Phuket Airport customer reviews. https://www. airlinequality.
com/airport-reviews/phuket-airport/

Sonari-Otobo, V., & Ekeke, J. (2020). Airport marketing attributes and
passengers’ word of mouth communication. International Journal of
Advanced Academic Research (Social and Management Sciences),
6(10), 52-62. https://doi.org/10.46654/i.24889849.561015.

Spyra, Z., & Witczak, O. (2017). Marketing communication of airports as a factor
determining the choice of airport by Polish and foreign passengers.
Marketing of Scientific and Research Organizations, 23(1), 97-126.
https://intapi.sciendo.com/pdf/10.14611/minib.23.03.2017.12

Suwansang, K. (2011). General psychology. Akson Phitthaya Printing House.

Taraga, P. (2015). Marketing strategies for building brand image of
Suvarnabhumi Airport among international airlines. SSRU Graduate
Studiies Journal 2(2), 123-135, (in Thai). https://repository.nida.ac.th/
items/789418b7-404b-ded2-95¢c4-41434d8da723.

Yamane, T. (1973). Statistics: An introductory analysis (3rd ed.). Harper and

Row.



