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ABSTRACT

This research aims were to study the marketing strategies which are affecting the decision
making of Thai Smile Airways’ passengers and to propose guidelines to revise the airline’s
marketing strategies. The data investigations of this study were collected at Udon Thani
International Airport and Ubon Ratchathani Airport, which are the only two destinations of the
Northeastern routes, by the in-depth interview with the airlines marketing managing directors and
altogether with 400 questionnaires from the airline passengers in the two airports. The study was
using basic statistics the mean, percentage, and standard deviation as its statistical analysis and
tested its hypothesis by One-Way ANOVA, and Pearson Correlation Coefficient.

The study results shows that almost of the airline passengers were females, their ages were
higher than 41 years old, their marital status were married, holding bachelor degree. Most of their
careers were government officer’s service or state enterprise officers, their income were higher
than 45,000 Thai Baht, their origins were Udon Thani and Ubon Ratchathani, and the sequencing
groups of the passengers were from the central of Thailand, almost of the passengers were the
members of the airline mirage program, their travelling purpose was holiday travelling, the
frequency of their traveling was 2-3 per year. Moreover, the  marketing mix factors which
influenced the passengers’ decision making were ‘people’: or the airline staffs who always were
friendly and respect the passengers, and ‘price’: or the ticket price which was clearly defined.

Suggestions from the study were recommended that the airline should concentrate on its
differential image from the competitors and also should focus on some potential target markets
which were the passengers who always travel as a family group, the passengers who travel on the
public holidays or short vocations, as well as the passengers who has high repeating traveling
numbers. It’s because these three target markets would have long — term itinerary planning and
concern for the lower price. However, the airline also should provide various ticket price travels for
the differentiated target market especially. In addition, the airline should attempt to increase the
flight numbers especially on weekends and long holidays, accordance  with the passengers
traveling behavior. Besides that the airline also need to retain the best service quality standard as the

airlines critical competitive strength.





