UNADIUOBINMS

unumvaslusunsuazauluddanisaieadnuinalugsiaanenisiu

The Role of Frequent Flyer Program to the Loyalty in Airline Business

aananwal 513N

AMEINYINITIANTS, dantunsdanistyanitad
Lalitlak Tharekes

The Faculty of Management Sciences,
Panyapiwat Institute of Management

E-mail: lalitlaktha@pim.ac.th

Received: February 8, 2019; Revised: May 13, 2019; Accepted: June 4, 2019

[ 1

UNANEd

TusunsuemAnAdunilslunagnsfisunumédnenisdnnsaudiniudgni Tneguuuy
Wsunsueusndignldesaunsvansuaziduaiesdionsnsnaiaid fylugsiomenisdu fe
Tusunsuazasilud Insamzedisbilumenistussiundidon Fdutiagiudoundyiuanimmsutsdu
yensRaATigstuananenIstusunuh unaiiiiingUsrasdieAnwuasnumunssanssuien
fugUuuuTUsunsuanuAng safdesginagnsililulusunsuanudnfuagnsdnnisaudius
anAnlugsisanensiuvedlne

MNNMsAnwLAR Ngud wazaAdeiifstemuin Wansazauludidunagnéidaniy
dryroaenisiudusgrann Lﬁ@ﬂf\ﬂﬂLﬂwﬂ%‘a\iﬁjaﬂwﬂ’]i(ﬂa’l@ﬁﬁﬁﬁ@ﬁﬁﬂiﬁQﬂﬁﬁLﬁﬂﬂ’]i%ﬁ]{ig’l
uonniadulusunsuiivhlildindsdoyavesgné Tafulssloviosranndonsimunamuninns
U3neesaenistu nit Sadulsunsuililunsdnugnéinlnedinisueusnsia Avusenausslow
fneq Auliurigndn Tnslawgndugnéniiiinaengeoasmsduiiiofiassnvignéinguiilflfasey
sold aensiuiednduedredeiasdesiannlusunsuazanludiiielhAnnausslovigaanlasnis
dweusstadiduailvuignénanitan uenandaenisdudsiedinnuddysunsimu nagns
FrunmnmnIuing saufanagvdmsuimsUszaunisaignd Vel ielignénifnnnuuseiule
I#Suusraunsaififuazndualiuinige dunmsasilignduiaausnfuazanunsasnugndnli

Asegivanemstusieluls Fedananiiiesasdisihludanuinavegniiuiaseuasdidulalungn

AdAy: TUsunsuausdng Tsunsuazaulud n1sdnnsauduiusgnd gsiaanenisiy

180 aunaNanItugaNAnyIenYULisUsEmAlNg

v ¢ =3 o a
_ T,umxi'rgﬂam AUMANISINNIAUINYEAT™ FLIUUININYNUT



ABSTRACT

Loyalty program is one of the strategies playing the important role in the Customer
Relationship Management. The Loyalty program in airline business is the Frequent Flyer Program
that has been used widely and being a major marketing tool in airline business, especially in
premium airlines that currently are facing with the high marketing competition from low-cost
airlines. This article is to study and review literatures of loyalty program and also to analyze
the loyalty program as well as the strategies of Customer Relationship Management that have
been used in Thai airline business.

From the study of related theories and research, it was found that Frequent Flyer
Program was an important strategy for airlines as it was a marketing tool to make the
customers re-purchase. It was also the program for retrieving customer data which was very
helpful for service quality development. Moreover, it was the program used for customer
retention by offering some rewards and benefits to customers, especially for the high-valued
customers in order to keep these groups of passengers with the airlines. Thus, airlines needed
to develop the program for the utmost customer’s benefit by offering rewards which was
worth the customers. Besides the development of the frequent flyer program, airlines should
focus on service quality development and also customer experience development in order
to create customers’ impression as well as to give good experiences to customers and make
them to return to the airlines and drive their loyalty. These finally were the factors that led

to the customers’ sustainable loyalty.

KEYWORDS: Loyalty Program, Frequent Flyer Program, Customer Relationship Management,

Airline Business
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