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ABSTRACT

This research was aimed to study demographic factors and also intended to
study marketing factors related to customers’ buying decision of the three low-cost
airliner companies in Thailand. The survey research method was designed by using
self-administered questionnaire. Population and samples were passengers who had had
experience in using the three companies (Nokair, Thai Air Asia and Orient Thai Airlines)
while 400 samples were used. Data collection method was performed by distributing
questionnaire to target samples or passengers waiting to board three such low-cost
airliners at the Bangkok International Airport. Data analysis was performed by using
descriptive statistics and also inferential statistics (Chi-square and Pearson’s Correlation).
Results of findings are as follows: For the ‘demographic factors’ - the population of sex,
age and occupation has no relationship with customers’ buying-decision, but education
and income have relationship with customers’ buying-decision. Moreover, the ‘marketing
factors’ - product, price, place, promotion, people, process, physical evidence have
relationship with customers’ buying-decision of low cost airline. Finally, the related

recommendations are also suggested.



