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Abstract

This study, titled "Marketing Mix Factors Influencing the Travel Behavior of Passengers
Using Low-Cost Airlines in the Bangkok Area," aimed to (1) examine the demographic
characteristics of passengers using low-cost airlines, (2) analyze the relationship between
marketing mix factors product, price, place, and promotion and the travel behavior of passengers
using low-cost airlines in the Bangkok area, and (3) study the travel behavior of passengers
using low-cost airlines in the Bangkok area.

The sample consisted of 415 individuals residing in Bangkok who had traveled with low-
cost airlines within the past 12 months. Data were collected through a structured questionnaire
and analyzed using both descriptive statistics (percentage, mean, and standard deviation) and
inferential statistics, including independent-samples t-tests, one-way ANOVA, and Chi-square
tests.

The findings indicated that the majority of respondents were female, aged between 31
and 40 years, held a bachelor's degree, worked in the private sector, and had an average
monthly income between 15,001 and 25,000 baht. The most frequently used airlines were Thai
AirAsia and Thai VietJet Air. Primary reasons for choosing low-cost airlines included affordable
fares and a wide range of available flight times. Overall, respondents rated all four marketing
mix factors at a high level. Among these, the product and promotion factors showed statistically
significant relationships with travel behavior at the 0.05 level.

These findings offer valuable insights for low-cost airline operators to refine their
marketing strategies, align more closely with passenger needs, and enhance their

competitiveness in a sustainable manner.
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