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Abstract

The purpose of this research in to study passengers’ satisfaction and demographic
in Bangkok metropolitan area. Sample size is 385 passengers. Ouestionnaire is the tool
for data collection

Results of research are as follows:Most samples are female, age between 26 and
30 years old, married status/livingtogether, hold bachelor degree, private company
employees /a store and income 15,001- 25,00 bath. Samples’ opinions toward overall
marketing mix factors in product, price, distribution Channel,marketing promotion, service
process, personel, physical evidence and presentation, and efficiency and quality of service
are at very good levels. Samples have overall satisfaction toward service usage at very
satisfied levels.

Passengers with different age, education level, career, and income influence
satisfactiontoward service usage of domestic flight of Thai Airways International Public
Company Limited with statistically significance of 0.05 levels.

Oveall marketing mix factors in product, price, distribution channel, marketing
promotion, service process, physical evidence and presentation, efficiency and service
quality have positively very high related to satisfaction in category of passengers’
expectationwith statistically significance of 0.05 levels. Whereas, there is not related

between personnel and satisfaction.



Overall marketing mix factors in product, price, distribution channel, service
process,efficiency and service quality have positively slightly high related to satisfaction on
in category of worthiness of time using and category of passengers’ endeavor. Marketing
promotion has positively moderate to satisfaction. Personnel has positively slightly low
related to satisfactionwith statistical significance of 0.05 levels.

Overall marketing mix factors in distribution channel, marketing promotion have
positively very high related to satisfaction in category of passengers’ satisfaction evaluation.
Product, price, service process, physical evidence and presentation, efficiency and service
quality have positively slightly high related to satisfaction. Personnel has positively very low
related to satisfaction with statistical significance of 0.05 levels.

Overall marketing mix factors in product, price, physical evidence and
presentation, efficiency and service quality have positively slightly high related to
passengers’satisfaction in category of service providing compared to other airlines.
Distribution channel, marketing promotion and service process have positively moderate
related to satisfaction. Personnel has negatively low related to satisfaction with statistical

significance of 0.05 levels.



