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ABSTRACT

The purposes of the study were to (1) compare in distinguish between perception of
marketing strategies, service satisfaction and brand loyalty between a low cost airlines passengers
and Thai Airways International passengers and (2) to predict individual prospect and marketing
strategies on service satisfaction and brand loyalty of the low-cost airlines passengers and Thai
airway international passengers.

Purposive and accidental samplings of this research are definitely declared original.
They specifically are comprised of 300 domestic passengers, which are divided into two groups,
150 surways from three low-cost airline passengers and 150 surways from Thai Airways
International passengers. Research instrument comprised of a set of questionnaires for the
perceived marketing strategies, satisfaction of quality services and brand loyalty of the low — cost
airlines passengers and Thai Airways international passengers. Data were analysis base on
percentage, mean and standard deviations. In regards to the hypotheses of this study, one way

analysis of variance and multiple regression analysis were used to test hypotheses.



The results were as follows.

1. Thai Airways International passengers reported significantly higher perceived
marketing strategies than those Air Asia passengers and One-two-go passengers with a significant
level of 0.03.

2. Thai Airways International passengers reported significantly higher service
satisfaction than those Air Asia passengers, One-two-go passengers, and Nok air passengers with
a significant level of 0.05.

3. Thai Airways International passengers reported significantly higher in brand loyalty
than those Air Asia passengers, One-two-go passengers, and Nok air passengers with a significant
level of 0.05; and Nok air passengers reported significantly higher in brand loyalty than those Air
Asia passengers with a significant level of 0.05.

4. The perceived marketing strategies including people, product, physical evidence,
process and place had a significantly predictive power on passengers’ reported service satisfaction
with a significant level of 0.01. The predictive factors accounted for 54.5% (R” = 0.545).

5. The perceived marketing strategies including product, people and physical evidence
had significantly predictive power on passengers’ reported brand loyalty with a significant level

0f 0.01. The predictive factors accounted for 41.8% (R’ = 0.418).



