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Abstract

The purposes of this research were as follows: 1) to study the behavior of the population in
Bangkok toward the domestic flight of Thailand’s airline service, aiming to enhance the service to
respond passengers’ maximum requirements; 2) to compare the factors affecting the decision of
the population in Bangkok to choose the domestic flight of Thailand’s airline service classified by
demographic characteristics; and 3) to study the relationship between the 7Ps Marketing Mix
factors and the decision on choosing Thai airlines with domestic flight of population in Bangkok.
This study was a quantitative research, the sample group used in this study was 400 people living
in Bangkok who have used the domestic flight of Thailand’s airline service. This study implemented
a questionnaire as a tool for data collection. The statistics used for data analysis were percentage,
mean, standard deviation, statistical analysis of T-test and one-way analysis of variance (One-
Way ANOVA) of LSD and multiple linear regression analysis by determining the level of statistically
significant at 0.05 level.

The results of this study were 1) concerning the behavior of the population in Bangkok
toward the domestic flight of Thailand’s airline service, the frequency of used and the payment
method were the main factors which affected significantly on their decision at the statistically
significant at 0.05 level; 2) concerning the factors of Marketing Mix (7Ps), the image of the
welcome lounge and the sale promotions were the main factors on their decision at the statistically

significant at 0.05 level.

Keywords: Thailand’s Airline; Domestic Flight; Decision Making
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