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Providing the best customer experience
VISION
• To provide the best customer experience while tapping into new markets, through deep insight into people’s  
 needs, personalized products and services that meet those needs, and unparalleled service that says we  
 will do our best to assure you live in “Your World. Your Way”.

RATIONALE
Our customers continue to be one of our most important stakeholders. With telecommunications being such 
an essential part of our customers’ lives and the society moving toward a digital lifestyle, we see AIS on the 
front lines of a mission to empower people to make their lives and businesses more meaningful. At the same 
time, changes in customer behavior and preferences present a continual challenge to AIS as we strive to 
anticipate ever-changing demands, meet – and exceed – customers’ expectations, and strengthen customer 
engagement with our brand through our service quality.

The road ahead
To create a new benchmark in the telecommunications industry, we aim to empower and inspire people to 
achieve more through the use of our service. In order to service the demands of our customers and expand our 
customer base, we intend to empower our customers with ever more reliable networks, innovative applications, 
personalized products and service offerings, and unparalleled service. In short, we are dedicated to ensuring 
customer engagement, customer privacy, and the best customer experience.
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FRAMEWORK

Providing	the	Best	Customer	Experience

•	 To	provide	the	best	customer	experience	while	tapping	into	new	markets,	through	deep	 
	 insight	into	people’s	needs,	personalized	products	and	services	that	meet	those	needs,	 
	 and	unparalleled	service	that	says	we	will	do	our	best	to	assure	you	live	in	“Your	World.	 
	 Your	Way”.

Ensuring	quality	service	
for	all	customers

Providing	the	best	
customer	experience

•	 Establishing	the	highest	 
	 quality	network

•	 Providing	a	variety	of	 
	 services	that	meet	the	 
	 needs	of	our	different	 
	 segments

•	 Engaging	with	our	 
	 customers	and	 
	 responding	to	their	 
	 needs

•	 Utilizing	customer	 
	 relationship	 
	 management	for	a	 
	 total	solution

Leveraging	customer	
insights
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Ensuring quality service for all customers xxxv  

AIS is the leading cellular service provider in Thailand with a  
reliable nationwide network of more than 18,000 base stations in 
all 77 provinces covering 97% of population, the largest coverage 
in Thailand. Despite our limited spectrum bandwidth, we took a 
step further to enable higher data transmission speed and capacity 
to serve the increasing demand for mobile data connectivity as 
Thailand’s fixed line and broadband infrastructure, and overall 
industry growth, are making impressive strides, though still in 

AIS	subscriber	market	share

Other network provider subscribers

AIS subscribers56%

44%

Establishing best quality network

Enhancing Network Qualityxxxvi  

As a leading telecommunications service provider, AIS has strongly driven our network quality to meet the 
Quality of Service (QOS) standard required by the National Broadcasting and Telecommunications Commission 
(NBTC). We have regularly conducted the quarterly QOS benchmarking test on both voice and data services in 
four categories: successful calls, dropped calls, bill shock, and response time for accessing a customer-service 
call center. The results of the test confirm that AIS has achieved all targets of QOS. The report on quality of 
mobile service can be found at http://www.ais.co.th/corporateinfo/th/regulatory.html.

Additionally, AIS has taken various steps to enhance network quality to provide our customers with the best 
possible experience. In 2006, we established the “NRI” (Network Reliability Index), an engineering corporate 
KPI to monitor and improve the quality and reliability of our network. NRI is applied to both voice and data 
services by measuring successful rates of calls and connections, successful results compared to connection 
attempts, and percentage of dropped calls. This year, we achieved an NRI result that was above both our 
target and last year’s result.

their early stages. We utilized the existing limited bandwidth and installed more than 3,600 3G base stations 
in Bangkok and 18 other strategic cities. By partnering with other service providers, we were able to extend 
our services beyond our mobile network to include Wifi and roaming. We have always been committed to providing  
the highest-quality and most extensive mobile network service deep in the country’s remote rural areas.  
Our service extends beyond conventional consumer segments to provide accessibility to a wide range of people 
with a wide range of needs from the young, the rural and the disabled, to low-income and minority groups.
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This year, we innovated and improved our engineering process with the Internal PPI (Process Performance 
Index) of Network Failure, achieving 93% and discovering a total of 43,763 network problems, of which 40,850 
were solved within the Service Level Agreement (SLA). We summarized that the 2,913 cases from SLAs came 
from external factors such as power failure by the Provincial Electricity Authority (PEA) and the Metropolitan 
Electricity Authority (MEA), landlord unavailability at night and other causes. 

In terms of building our people to be ready to provide reliable service for our customers, in 2011, we launched 
an IP competency program to strengthen our IP network staff competency for the future 3G/LTE network 
installation.  We established a three-year plan for the IP competency corporate KPI and the results were very 
successful, exceeding our target KPI.

We have taken various other steps to enhance network quality. Since 2009, we have been continuously improving 
our Centralized Fault Management System (CFMS), Network Management System (NMS) and Trouble Ticket 
System (TTS) by integrating auto job assignments with field maintenance engineers to better handle network 
failures. Now problems are more efficiently solved within our SLA. We have also strengthened the NOC 
(Network Operation Center) by centralizing the command center and decentralizing the Maintenance Center 
(MC) in six sub-regions to handle any network failures. In the sub-regions, we have base station mobile-cars 
for temporary capacity and coverage on standby to service any network problems that may arise from special 
events or disasters. We have also distributed mobile generators to all maintenance centers to as serve base 
stations in situations where there are power outages from the PEA or MEA of longer than an hour.

Securing business continuity xxxvii xxxviii   

We have always placed particular emphasis on providing a high-quality network for maximum coverage and 
efficiency, and advanced services and innovations are continually introduced to meet emerging subscriber 
needs. Our commitment to quality and reliability – even in times of crisis – was demonstrated throughout the 
2011 floods in central Thailand, during which AIS executives and employees all pulled together to ensure 
that our base stations remained functional. Throughout the flood, the Company had a business continuity 
plan in place to protect both exchanges and base stations and prepared 140 employees to assume a state of 
readiness and monitor the crisis 24/7.  

In 2012, we revised our business continuity management structure by upgrading the Business Continuity 
Planning Committee (BCPC) to the Business Continuity Management Committee (BCMC) which is chaired 
by the CEO and 11 key executives from various departments.  We adhere to international standards such 
as ISO 22301 as a guideline in designing and implementing our BCM system. Our new BCM program also 
integrates safety, health and environmental activities in compliance with the pertinent laws and regulations, and 
incorporates the company-wide crisis management guideline for all business units under the critical business 
processes. An exercise for company-wide BCP and an emergency response plan for central office buildings 
are deployed once a year. The current BCM program also encompasses related issues such as ongoing 
operations (both network and service), and contingency arrangements for staff and all key stakeholders as 
well as concerned government and emergency relief agencies so that we can continue to serve our country 
well with a quality network and services during any potential nationwide crisis or disaster scenario..
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Providing a variety of services that meet the needs of our different customer markets

In addition to operating our own Wifi hotspots, we partner with Jasmine International (JAS) to provide 60,000 
AIS-3BB hotspots in the high-traffic areas of all of the country’s 77 provinces.  We continually innovate to 
bring Wifi to the next level with developments like “Wifi Auto Login” on both the AIS and 3BB networks that 
allow single registration for immediate recurring access.

We also provide international roaming services in 214 countries with 698 operators – 96% of the world’s 
countries. When the Manx Telecom Maritime Services1 (SHIPS) went out of business in 2012, however, we 
lost coverage in four countries as well as 60 operators.

Accessibilities for different needs

International customers xxxix 

According to the United Nations Thailand 2011migration report, there were more than 3.5 million foreign 
residents in Thailand. To accommodate our growing number of international customers, both individuals 
and organizations, we operate service and support call centers in five foreign languages including English, 
Japanese, Chinese, Burmese and Korean. Our call center also supports four distinct dialects of Thai – central, 
northern, southern and northeastern (closely related to Lao). 

We strive to create experiences that consider the needs of our foreign customers by familiarizing employees 
with other languages and cultures. This will be particularly important if they are to capably respond to the 
challenges of the ASEAN Economic Community.

After an analysis of the segmentation of our international customer base, we determine the particular capabili-
ties that will be required of employees for each language and recruit from sources such as language institutes.  
Call center personnel are continuously trained and assessed, and we collaborate with these language institutes, 
which send instructors each month to upgrade and monitor these personnel. Customer feedback is also used 
to determine specific areas in need of improvement.

The youth market xl

“AIS One-2-Call! Pre-Paid” is one integral reason we are the market leader 
in Thailand: with 30 million subscribers, it is the most popular and successful 
brand in the country. Designed for teens, the brand focuses on creating a 
brand image of “freedom” with innovative goods and services that reflect the 
Company’s in-depth insight into the need of our customers to have a quality 
experience and to meet the needs of the youth market, which is growing rapidly.
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Marketing activities for AIS One-2-Call! focus on market segmentation, with an aim to continuing to expand 
our customer base. Among the youth group, promotions are designed to reflect the unique demands of three 
groups – middle/high school students, vocational school students, and university students – each of which is 
offered a special SIM to meet their specific demands.

These SIMs allow students aged 12-18 to call one another within the AIS network at special rates, and whenever 
their SIM is topped-up, the student gets an additional 60 days. Additionally there are customized privileges 
that come with being a school club member. 

Students aged 19-23 are offered low rates in addition to numerous benefits when they register as a “U Plus” 
member, including smart solutions, school activities and news, class schedules, and test schedules and 
results in real time via SMS. 

The rural xli 

AIS is pleased to comply with the Universal Service Obligation that is imposed upon a country’s dominant 
telecom operator to ensure national coverage of telecom services, including in remote rural areas where 
provision of these services may not be profitable.

In a project with the National Broadcasting and Telecommunications Commission, we are providing basic 
telecommunications services in the most remote areas of the country through public telephones in rural 
communities and internet access for schools in remote areas. The aim is to enhance educational opportunities 
and narrow the digital and class divides.

AIS has installed 140 public telephones in the local communities, 30 internet connections for schools, 48 
internet connections for the community, and six internet connections for the public.

The hearing-impaired xlii 

To assist the hearing-impaired in communicating cost-effectively, we work with the National Association of 
the Deaf in Thailand to provide association members with a pre-paid discount rate for mobile data connection 
of 25 satang per minute, SMS services at a monthly fee of 99 baht for 3,000 SMSs within the AIS network and 
an additional one baht outside the network, and 1,500 MMSs to any network. Currently, approximately 5,800 
hearing-impaired customers are communicating through this program. AIS also provides customer assistance 
for the hearing-impaired through “iSign” via webcam.

Low-income groups xliii xliv xlv     

In response to first-time-user demands in the low- and no-income segments, we offer a special SIM to 
both children and adults who make few phone calls but primarily receive calls. AIS also offers this SIM as an 
alternative for low-income users. 
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The SIM is designed with an emphasis on receiving calls and whenever it is topped-up, customers receive an 
additional 60 days, with a top-up limit of 3,000 baht and a usage limit of 365 days. Currently approximately 
2,000,000 people are using the service.

Foreign expats and labors xlvi

Thailand has been attracting a number of foreign expats and labors from the three neighboring countries of 
Myanmar, Laos and Cambodia that is estimated to be approximately one million, not including dependents and other  
non-registered expats. To meet the needs of these customers and their dependents from these countries who are 
living and working in Thailand, we focus on their need to communicate within the group with a special SIM called 
“Meng Kala Ba” that is designed for the large numbers of Burmese and Laotians living in provinces like Samut Sakhon, 
Ratchaburi and Tak. Users are able to call within the group at special discount rates, and top-ups cost as little as 
50 baht for up to 30 days. There are currently approximately 12,000 foreign expats and laborers using the service.

We also offer Burmese and Cambodian laborers a One-2-Call SIM that allows them access to information in 
their local language to keep them up-to-date on company public relations activities and services like Burmese 
music downloads. Our call center service is also provided in Burmese.

Providing the best customer experience

In order to provide the best customer experience, AIS places particular emphasis on engaging with our 
customers and responding to their needs. Engaging with our customers allows us to listen to their compliments 
and complaints, provide fair practice, and deliver various benefits that respond to our customers’ true demands.

Engaging with our customers and responding to their needs

Since our customers are the heart of our business, we have formed a dedicated customer experience team to 
manage and drive our activities. By monitoring the end-to-end customer experience, we are able to respond 
to our customers’ needs and provide innovative solutions and services that cater to their various lifestyles.

Customer complaints and compliments are a good indication of the customer experience. AIS has provided more 
channels including voice (AIS shops and call centers, Serenade Call Centers and Corporate Call Centers) and 
non-voice (email, chat, SMS, webcam, Facebook, postal service and fax). Every channel is capable of receiving 
any and all customer complaints and compliments. In order to manage customer dissatisfaction, the Company 
has a voice policy of resolving all complaints during the course of the call (one-call resolution). In cases where 
complaints are handed over to another department, there must be follow-up to ensure that the problem is resolved. 
All complaint cases are recorded so that the customer and the representative can consider other methods of 
resolution, and a process is in place to reduce the number of complaints as a KPI for each customer service team. 
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In cases of emergency, the call will be prioritized and the issue will receive urgent resolution. A process is in 
place to determine empowerment and recovery, allowing the resolution of cases in accordance with customer 
profile and the impact of the problem. In cases of complaints from government agencies, a solution and 
memorandum must be provided to the concerned agency.

Customer engagement xlvii

As customers are a key stakeholder for us, we have incorporated the customer engagement score into our 
corporate balanced scorecard. The customer engagement score is evaluated on a quarterly basis by Gallup 
and compared to a global benchmark. We are proud to have achieved a “world class standard” on this 
benchmark. Prior to 2008, we used the Customer Satisfaction Index (CSI), the international scientific standard 
of customer satisfaction, as part of the corporate balanced scorecard. However, in 2008 we upgraded the CSI 
to the Customer Engagement Score. 

Because of the importance we place on customers, we measure customer engagement every quarter, and 
data is collected on a weekly basis via telephone and face-to-face interviews, as well as automated messages 
through our telephone network. Moreover, the mechanisms in place for our customers to provide feedback 
include voice of customer, social media (Facebook, Twitter), third party research, and outbound calls.

We still use the CSI as a tool to evaluate customer satisfaction, however. The data received from our various 
channels of two-way communication are input into the CSI, and it is also utilized by our exclusive dealer, 
Telewiz, as their annual KPI, highlighting the importance we place on customer engagement. 

In completing the CSI, we set up a random customer satisfaction survey, which revealed the following top five 
customer complaints: receipt of promotional messages, lost money from applying for packages or content partner 
services, network problems, problems using smartphone applications, and numbers not being usable. As our 
customers are our priority, we aim to respond to their problems in the shortest time possible. In the past year, 
on average, we were able to respond to customer complaints within the acceptable time frame 97% of the time.

Leveraging customer insights

Understanding our customers will allow AIS to develop cutting-edge products and services and an end-to-end 
customer experience that meets future customer demands. Among our many innovative channels of customer 
engagement is “Voice of Customer”, which allows us to keep up-to-date on their ever-changing lifestyles and 
develop consumer insights. In decoding these insights, we can ensure that our customers are satisfied with 
our newly developed personalized technology and speedy response times.

Utilizing customer relationship management for a total solution  

It is our aim to differentiate AIS with the best customer experience, particularly as society is moving toward a 
digital lifestyle. To enhance our customers’ lifestyles, this year we have taken our long-established customer 
relationship management (CRM) program initiative to a new level with the development of a new interactive 
CRM tool. This tool performs a thorough and integrated analysis of important customer data such as device 
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and usage behavior, thus allowing us to provide our customers with targeted consultation and better solutions. 
With an increased capability to know our customers, we are better able to satisfy them with our newly gained 
insights. This newly developed customized tool has proven to be highly effective, with a 15% increase in 
response rate for our deployed CRM campaigns. 

Several new initiatives have been deployed in 2012 as our customers consumed more mobile data services. 
One of these is to enhance staff knowledge and competency to become “device gurus” and provide a greater 
level expertise to our customers to suit changing lifestyles and demands. We have also invested in such service 
innovations as the launch of payment kiosks to reduce customer transaction time at our shops and hence provide 
more time for staff to interact and help our customers understand our value-added services. “Knowing our 
customers” has gone beyond taking care of them when using our service domestically. Our international roaming 
service team is very active in providing assistance to roaming smartphone users, particularly in building a better 
experience with services like tackling unintentionally high bills, a common problem for many smartphone users.

Beyond the services we provide to our customers, we aim to build customer engagement through our renowned 
AIS privileges program, which we provide to our customers in the areas of shopping, dining, entertainment 
and transportation. The number of customers participating in the privilege program increased by 20% over 
2011, reflecting our dedication to understanding their demands and our commitment to leveraging customer 
insights to build a world-class customer experience.

More details on the AIS CRM programs can be found in our Annual Report.

Protecting customer privacy

Protecting customer privacy is a basic requirement and one that our customers expect from us. AIS stores 
necessary personal information as required by law and agreed to by customers. Post-paid customers must 
apply for service by providing their name and address, while pre-paid customers must be present to identify 
themselves as the customer. 

We have implemented a number of practical measures to protect our customers’ privacy. Our customer 
database is protected against misuse by third-party vendors, and various processes are in place to ensure 
that only employees with specific job functions are allowed to retrieve customer information.  We currently 
have a data access authorization process in place that restricts access to confidential data to the business unit 
that handles customer data. For highly confidential data, a stricter process is applied whereby authorization 
from the legal department may be required. Staff whose job function requires access to customer data are 
required to sign a data confidentiality document that prohibits misuse, dissemination, and unauthorized access. 
Protecting our customers’ information is a serious matter at AIS, and any employee who fails to comply with 
our policies will face significant consequences.

This year, we are reviewing our data security issues and developing a renewed corporate-wide authorization 
process for data security. The new authorization process will enhance the log of authorized users, systemize the 
authorization/unauthorization process, and more accurately detail the level of authorization and data access.


