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That Influence Passengers’ Decisions
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ABSTRACT

Independent research on Bangkok Airways’ integrated marketing communications that
influence decision making of passengers for the purpose of (1) studying passengers’ decision to use
the services of Bangkok Airways and (2) studying the interrelationship of Bangkok Airways’
integrated marketing communications that influence decision making of passengers.

This independent research was a Quantitative Research. Data collection was conducted with
400 samples using questionnaire with target group of Thai nationals,

18 years and over, residing in Thailand and have flown with Bangkok Airways.

The researcher used answers gathered from the questionnaire to analyze basic descriptive statistics
which included frequency, percentage, mean and standard deviation, the hypothesis testing using
inferential statistics such as t-Test, One-way Analysis of Variance and Least -Significant Different to
compare the differences with a statistical significance level of 0.05.

Results of the research are as follows:

1. Based on the research result, 52% of the respondents were women while the remaining
48% were men. The age range was between 41- 50 years old at 23.5% and 34.8% having graduated
with Master’s degree. The majority of the respondents were employed at private sector at 32.8% with
monthly income of 50,001 baht and above at 28.2%. Most traveled at least 5 times per year at 28.2%
and the purpose of the travel
was leisure which accounted for 30%.

2. The overall results of the study of Bangkok Airways’ integrated marketing
communications had high level of opinion. When considering each aspect, there were six area that
had high opinion level. These area comprised of advertising, sales promotion, direct sales, marketing
by way of word of mouth, direct marketing and special events and to create experience. One area had
mid level of opinion which was news and public relations.

3. The overall results of the study of the decision to select Bangkok Airways had high level

of opinion. When considering each aspect, it is found that all aspects had high level of opinion which



comprised of aftersales behavior, assessment on alternatives, information research, product perception
and decision to make purchase, respectively.

Hypothesis of the research:

1. Information on personal factor underlies decisions on selecting Bangkok Airways such as
gender, product perception, information research, assessment on alternatives and aftersales behavior
regardless of age, education, occupation, income, travel frequency per year and purpose of travel.
Opinions vary in all aspects when deciding to travel with Bangkok Airways.

2. Bangkok Airways’ integrated marketing communications interrelates with how passengers

decide to fly with Bangkok Airways in all aspects.
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