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ABSTRACT

The objective of this independent study was to study the behaviors of Thai passengers
who used domestic airlines at Chiang Mai International Airport. The sample group was 300
passengers with Thai nationality, living in Mueang District, Chiang Mai, who traveled on flights
by domestic airlines at Chiang Mai International Airport. The samples were selected randomly
from customers at Chiang Mai International Airport. The tool for data collection was
questionnaire and the data was descriptively analyzed using frequency, percentage and mean.

The results of the study showed that most respondents were 20-30 years old, with tertiary
education, and with income of more than 25,000 baht/month. Most respondents flew less than 3
times/year, preferred to travel from 9:00-11:59 a.m., and traveled the most during weekends.
Generally, they spent 1-2 hours waiting for their flights and they used Chiang Mai-Bangkok route
the most.

For passengers who were responsible for their own airfare, their most preferred airline
was Thai International. They traveled on economy class and received information about the
airline through its website the most. Most respondents traveled alone and made decision on the
choice of airline. The most important reason for choosing to fly was that it was the fastest way to
travel. They searched the Internet for travel information and reserved flights 1-2 weeks in

advance by going to the airline's ticket office and paid by either cash or credit card. They were



satisfied with the service. The criteria for choosing airlines were price, service and punctuality,
respectively.

For passengers whose airfare was responsible by their company, the most preferred
airline was Thai International, on economy class. They received travel information from
television and radio the most. Most traveled alone and made their own decision in choosing the
airline. They searched for domestic airlines in the Internet. Most reserved their flights 1 week in
advance by calling the airline's ticket office and paid by either cash or credit card. They were
satisfied with the service. The criteria for choosing airlines were price, service and punctuality,
respectively.

It was found from this study that there was no difference in marketing factors that
influenced the selection of airlines between customers who paid their own airfare and those
whose airfare was responsible by their employer. The marketing factors that influenced the
decision at the high level were product, price, place, personnel, service process and physical
appearance. Only marketing promotion ranked at the medium level.

The most common problems of domestic flights were flights being delayed, long wait for

luggage and flight being cancelled, respectively.



