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ABSTRACT

This independent study aimed to investigate service marketing factors affecting decision
of consumers in Bangkok Metropolitan towards selecting the domestic flights of Thai Airways
International Public Company Limited. Data were collected by the use of questionnaires
distributed to 275 samplings; then were analyzed by using descriptive statistics, including
frequency, percentage and means.

The findings showed that most respondents were 31-40 years old female whose
education background was Master’s degree, working as the employees in private company and
earning 25,001-40,000 baht for monthly income. Their objective in taking domestic flights was
pointed out to traveling purpose. In a year, their frequency in flying with Thai Airways was not
over than 3 times and the average payment done for each domestic route was 4,001-6,000 baht.
Source of information where they were acknowledged on Thai Airways was referred to its
website. The majority preferred booking seats or tickets through air-ticket agencies and paid for
the airfare by cash/credit card at the agencies.

The result of study on service marketing mix factors affecting the decision of consumers
in Bangkok Metropolitan towards selecting the domestic flights of Thai Airways International
Public Company Limited were shown hereafter. The product factor was marked for its
importance at the highest level. In summary, the respondents respectively ranked all service
market mix factors in according to their important level as follows: product, place, people,

physical evidence and presentation, process, promotion and price.
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Considering on the detailed elements of each factor which were marked for importance
at the highest level, the resultsl were presented hereafter.

In product factor, the first importance that the respondents rated for was the Thai
Airways image brand.

In price factor, the first importance that the respondents rated for was the notice of
detailed information on airfares and other expenses.

In place factor, the first importance that the respondents rated for was the availability in
booking / purchasing tickets through the Internet.

In promotion factor, the first importance that the respondents rated for was the fully-
informed and useful website. -

In people factor, the first importance that the respondents rated for was to have well-
experienced and skillful pilots.

In process factor, the first importance that the respondents rated for was the punctualities
of departure and arrival as scheduled.

In physical evidence and presentation, the first importance that the respondents rated for
was the on-board relaxing atmosphere and the high convenience to be provided comparing to the

other airlines.





