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The objectives of this research were comparing the opinion and personal factors of Thai
passengers toward the services marketing mix of low cost airlines. The sample of this research
were 402 Thai passengers who traveled by Air Asia, One-two-go and Nok Air. The research
collected the data by using questionnaires. SPSS for Windows was used to analyze the data by
percentage, mean, standard deviation, t-test, F-test and LSD method to test the hypotheses.

According to the research, it is found that Air Asia Thai passengers were mostly male,
between 26-35 years old, single, bachelor degree graduates and business officer with 10,001-
20,000 bath monthly income. Their major purpose of traveling is for domicile/visit relative.
One-two-go Thai passengers were mostly female, between 26-35 years old, single, bachelor
degree graduates and business officer with 10,001-20,000 bath monthly income. Their major
purpose of traveling is for education/training/seminar. Nok Air Thai passengers were mostly
female, between 26-35 years old, married, bachelor degree graduates and government
official/state enterprise with 10,001 — 20,000 bath monthly income. Their major purpose of
traveling is for education/training/seminar. The data was analyzed to prove the hypotheses as
follow Thai passengers of Air Asia, One-two-go and Nok Air have different opinions toward the
services marketing in price, place and the process. The differences between personal factors of
Air Asia passengers are age, occupation and monthly income. And they have different opinions
toward the services marketing mix. The differences between personal factors of One-two-go
passengers are gender, age, graduate, occupation and monthly income. And they have difference
opinions toward the services marketing mix. The difference between personal factors of Nok Air
passengers are gender, age, graduate, occupation and monthly income. And they have different

opinions toward the services marketing mix.



