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ABSTRACT

The objective of this independent study was to study services marketing mix factors
affecting passengers’ decision to purchase low-cost airline services at Chiang Mai airport.

Questionnaires were used for data collection and equally distributed to 300 passengers
who were using services of 3 low-cost airlines (One-Two-Go, Air Asia, and Nok Air) at Chiang
Mai airport by convenient sampling. The collected data was analyzed using the descriptive
statistics: frequency, percentage, mean and weighted mean.

It was found that the respondents considered all of the services marketing mix factors at
the high level of importance. The sub-factors with the highest mean score that affected the
respondents at the high level of importance were as followed: the sub-product factor was offering
liability to passengers’ life and assets, the sub-price factor was the lower fare rates than the other
airlines, the sub-place factor was convenient and accessible ticket office at the airport, the sub-
promotion factor was the sales promotion of offering extra lower price when booking in advance,
the sub-people factor was highly skilled and experienced pilots, and the sub-physical evidence
factor was cleanliness of the cabin and toilets in the aircraft. However, the sub-process factor was
punctuality of the departure and arrival, which affected the respondents at the highest level of

importance.



In addition, the main problems of each factor were as followed: the product was
inconvenient flight schedules, the price was unclear information of fare rates and other expenses,
the place was difficulty of booking or buying tickets via telephone, the promotion was lack of
continuous and clear communication, the people was insufficient airline staff, the process was the
flight delayed, and the physical evidence was aging or out-of-order of service equipments on

board.
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