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Abstract:

This research aimed to study the effects of the 7Ps marketing mix, including product, price, place, promotion,
process, people, and physical evidence, on service quality and the influences of the 7Ps marketing mix and service
quality on the repurchase decisions of Thai consumers traveling by the low-cost airline in Thailand. The 400 Thai
respondents who used to travel on the low-cost airline were the sample for this research. The study used
convenience sampling to collect the questionnaire through social media. In this statistical analysis, the study
employed descriptive statistics, correlation analysis, and multiple regression analysis for the statistical evaluation.
The results revealed that the average rating in all aspects of the marketing mix and service quality was high and that
the marketing mix included product, place, process, and physical evidence that affected the service quality. The
findings also found that the price aspect of the marketing mix and service quality influenced the repurchase
decisions of passengers traveling on low-cost airlines. The study recommends that the airline business focuses on
the product, place, process, and physical evidence aspects, such as branding, travel schedule, booking, check-in, and
travel readiness. In addition, the study suggests that it should create a good pricing strategy to satisfy the passengers.
These measures will build good service quality and repurchase decisions from passengers. The novelty of this
research found that only price factors directly influenced repurchase decisions, while other marketing factors,
including the product, place, process, and physical evidence, needed good service factors to influence a repurchase
decision in the low-cost airline business. In addition, it found that service quality had a direct positive effect on
repeat purchases of low-cost passengers.
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1. Introduction

Airlines are one of the world's most important
business elements and an integral part of the global
passenger journey. The emergence of low-cost airlines
has greatly affected the air travel of people worldwide.
This increased the number of passengers traveling by
air due to accessibility and reasonable travel
expenditures. As a result, this airline business has
recently experienced significant growth and is fiercely
competitive worldwide. People worldwide have had a
positive experience with the low-cost airline, including
new marketing efforts to satisfy passengers at different
levels of the low-cost airline business. In Thailand, the
competition in the low-cost airline market is intense.
The main low-cost airlines with a high market share are
Thai AirAsia and Nok Air. In addition, there are other
low-cost airlines such as Thai Lion Air, Thai Smile, and
Thai Vietlet Air. The emergence of these low-cost
airlines has made it possible for middle-income people
to travel more by air. As a result, people can reach
places more quickly, both for personal and business
matters. As the competition grows, each low-cost
airline must focus on good and competitive marketing
in order to survive and grow in this airline industry. It is
therefore extremely important to focus on the right
marketing and quality service. While these low-cost
airlines have to cut costs at many points, the quality of
service is essential to this kind of competition and low-
cost airline business operation. Therefore, the research
team is interested in studying key factors such as
marketing and service quality that affect the decision to
travel with low-cost airlines in Thailand. This research
will benefit low-cost airline companies that will use
these research findings in strategic and marketing
planning in order to be competitive and ultimately make
the business meet the needs of low-cost airline
passengers. In addition, the research results will also fill
academic knowledge of the aviation business to gain
more knowledge and a comprehensive perspective on
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the world's academic society.

2. Research Objectives

This study aims to examine the relationship of three
key variables of this research, including the marketing
mix, service quality, and repurchase decision. The first
objective is to study the influence of the marketing mix
on service quality. The second objective is to study the
influence of marketing mix and service quality on
consumers' repurchase decisions in the low-cost airline
business.

3. Literature Review

3.1. Marketing Mix

The service marketing mix is one of the most
important elements in a service business, which helps it
to build its competitiveness (Gunawan, 2015; Saputri &
Sari, 2019). In addition, the service marketing mix has a
marked effect on customer loyalty (Gunawan, 2015).
The service marketing mix comprises seven areas:
product, price, place, promotion, people, process, and
physical evidence (Agung, 2020; Gunawan, 2015;
Rajesh & Sankaran, 2019; Saputri & Sari, 2019).
Marketing must combine all seven factors to drive an
organization's products to deliver value to the customer
(Agung, 2020). Product refers to goods and services
from the business organization, delivered to its target
customers (Gunawan, 2015). In the airline business,
service is the most important thing for an organization
to deliver to passengers, and the good quality of service
of the organization will have a positive effect on the use
of the service from its customers (Saputri & Sari, 2019;
Wong & Musa, 2011). Price refers to the amount of
money the customer uses in exchange for the product
the organization intends to deliver (Gunawan, 2015).
Wong and Musa's (2011) research showed that price
was one of the key factors in the satisfaction and
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purchase decision of low-cost airlines business. This is
consistent with the study of Hasan et al. (2019), who
pointed out that pricing was very important and affected
customer satisfaction, and consistent with Mahmud et
al. (2013), who found that the right price was the key
factor for customer decision. In addition, the study by
Munusamy et al. (2011) recommended that a
competitive pricing strategy was very important for
service firms. Place refers to the distribution channel
that a business organization uses to deliver its products
(Gunawan, 2015). Business companies can utilize many
places for their operation like shop services, outlets,
malls, and services through agencies (Vuthisopon et al.,
2016). The place reflects the marketing activities that
are searched and managed to deliver products from the
organization to the target customers (Saputri & Sari,
2019). Promotion refers to the activity created by the
corporate marketer to provide information about the
product and attract the target customers (Gunawan,
2015; Yoopetch et al., 2021). Marketing promotions,
such as advertising, are essential for airlines to create
the memory of their passengers, ultimately leading to
branding (Wong & Musa, 2011). Process refers to the
operation of an organization as a step to produce the
products that the customer wants (Gunawan, 2015). The
service companies need to design, create, and arrange
the effective process of their services (Saputri & Sari,
2019; Vuthisopon et al., 2016). The people factor refers
to human resources essential for the effective delivery
of products to the target customers (Gunawan, 2015).
The competence of an airline's staff is also essential to
corporate branding and growth (Wong & Musa, 2011).
Therefore, the airline needs to train its staff to create a
positive experience for the passengers of the airline (Ali
et al., 2015). The service of the employees in the
organization greatly affects the thinking and decision of
the customers (Vuthisopon et al., 2016). Physical
evidence refers to the tangible environment in which the
delivery of services or where the customer is interacted
(Gunawan, 2015). It is a complement to the quality of
service of an organization that comes in a variety of
ways such as ground environment, in-flight services,
booking offices, buildings, vehicles, and furniture
(Saputri & Sari, 2019; Vuthisopon et al.,, 2016).
Physical evidence significantly affects customer
satisfaction with business services (Rajesh & Sankaran,
2019). The service marketing mix or 7Ps affects
customers' satisfaction and the business organization's
performance results (Gunawan, 2015; Saputri & Sari,
2019). However, the study by Agung (2020) found that
the marketing mix did not affect customer satisfaction
with low-cost airline services. In addition, the study of
Srisook and Panjakajornsak (2018) showed that
product, price, place, and promotion of service
marketing mix were important factors in the
competitiveness of the low-cost airline business.

3.2. Service Quality
Service quality is essential to an organization's
sustainable competition (Brochado et al., 2019;

Chilembwe, 2014; Yunus et al., 2013). Service quality
benefits differentiation, marketing positioning, and
corporate branding (Prayag, 2007). Moreover, service
quality significantly affects business costs, profitability,
and service performance (Chen & Liu, 2017). Business
organizations need to create a strategy that focuses on
service quality, comprising five areas: tangibility,
reliability, assurance, empathy, and responsiveness
(Chilembwe, 2014; Haghighat, 2017; Hasan et al.,
2019; Mahmud et al., 2013; Nadiri et al., 2008; Prayag,
2007; Simsek & Demirbag, 2017; WVuthisopon &
Srinuan, 2017). The quality of service will create a
relationship that connects customers and the
organization, which will result in increased customer
use of the service (Saleem et al., 2017; Simsek &
Demirbag, 2017). Providing services is part of the
organization's branding, which positively affects the use
of the services by the customers (Wong & Musa, 2011).
Also, the service quality of the organization affects the
perception of the service value by the customer
(Amiruddin, 2013; Singh, 2015), and the quality of
aviation's service directly affects the choice of service
of various airlines’ passengers (Adeola & Adebiyi,
2014). Therefore, the airline business needs to focus on
the quality of service, which is the perspective of the
airline's passengers or customers (Ali et al., 2015;
Singh, 2015; Yunus et al., 2013). The good quality of
service of the airline business has a significant effect on
the satisfaction of our customers, and it also affects the
long-term relationship of the airline's passengers (Alfin
et al., 2013; Ali et al., 2015; Nadiri et al., 2008; Saleem
et al., 2017). In addition, the customer experience is a
key factor in the customer service quality perspective,
which airlines need to create a positive experience for
their passengers (Ali et al., 2015). Therefore, the airline
marketing department needs to understand passenger
expectations and make arrangements to meet such
needs of the airline's customers (Adeola & Adebiyi,
2014; Chilembwe, 2014; Hasan et al., 2019). Azhar et
al.'s (2018) research showed that the marketing mix had
related to service quality. The study by Singh (2015)
recommended that creating a marketing plan must focus
on improving service quality to make the flight
decisions of the airline's passengers. Ali et al. (2015)
research found that the tangibility factor of service
quality significantly affected customer satisfaction in
the airline business. This finding was consistent with
Namukasa's (2013) research that found that service
quality influenced customer satisfaction with airline
business services. The study of Chilembwe (2014)
showed that reliability was the crucial factor of airline
business services, and assurance was what passengers
perceive as the importance of the airline quality
services. In addition, the study of Saputri and Sari
(2019) pointed out that service marketing mix such as
process and physical evidence factors supported the
service quality of service firms like airline businesses.
This finding is consistent with the study of Suhartanto
and Noor (2012), who found that price, people, and
physical evidence were key factors for service quality in
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the airline business. The study of Rajesh and Sankaran
(2019) concluded that promotion, process, people, and
physical evidence factors significantly influenced the
satisfaction with airline business services; meanwhile,
the place factor of the marketing mix significantly
affected customer loyalty to airline services.

3.3. Repurchase Decision

Customer repurchase intention refers to the
customer's planning to travel with their favorite or
preferred airline due to the airline's quality service
(Nadiri et al., 2008; Simsek & Demirbag, 2017). A
repurchase decision is a repeat purchase or re-use of an
organization's existing customer, which is lower in cost
than acquiring new customers and is beneficial in the
long run (Saleem et al., 2017; Wongpinunwatana &
Kongpolprom, 2021). Repeat purchases reflect
customer happiness and satisfaction (Vuthisopon et al.,
2016). The study of Vuthisopon and Srinuan (2017)
showed that key factors of repurchase intention of low-
cost airline passengers consisted of attitude, behavior,
and reliability. That research found that customers'
satisfaction, perceived enjoyment, trust, and happiness
were important for passengers' repurchasing. This is
consistent with the study of Santos and Fernandes
(2008), who pointed out that customer satisfaction and
trust influence the repurchase intention of service
organizations. Therefore, airline businesses should
emphasize the repurchase decision factor of their
passengers to create the optimal strategic plan for
sustainable competitive advantage (Saleem et al., 2017).
The study of Wong and Musa (2011) found that price
was one of the key factors in the satisfaction and
decision-making of low-cost airlines. The research
study of Vuthisopon and Srinuan (2017) revealed that
service quality had a direct positive effect on repurchase
intention in low-cost airline passengers. Also, Nadiri et
al. (2008) found that service quality significantly
influenced the repurchase intention of airline business
customers. This result was consistent with the study of
Saleem et al. (2017) confirmed that service quality
directly influenced airline passengers' repurchase
decisions. In addition, the study of Singh (2015)
recommended that creating a marketing plan must
emphasize good service quality for future purchase
decisions of the airline's passengers. Also, Mahmud et
al. (2013) found that the quality of the airline services
and the correct pricing significantly affected passengers'
decisions in the airline business. This research was

inconsistent with the study of Munusamy et al. (2011),
who found that price did not affect passenger
satisfaction with low-cost airlines.

4. Research Framework
From various literature reviews, this research
formulated the conceptual framework (Figure 1).

Service quality
Marketing Mix
*  Product
¢« Price
¢+ Place
. n

ysical evidence

Repurchase
decision

Figure 1. Research framework

5. Research Methodology

5.1. Population and Sample

The population of this study was people traveling on
low-cost airlines in Thailand, where the exact number
was unknown, so the study utilized Cochran's (1977)
formula for sample size calculation. According to
Cochran's sampling technique at the confidence level
and error of 95% and 5%, respectively, the sample size
was 385.

5.2. Research Tool and Data Collection

The research tool is a questionnaire developed from
previous reviews. The first part of the research
guestionnaire was about demographic data such as
gender, age, education, and income. The second part of
the questionnaire related to the three key variables of
the research: marketing mix, quality of service, and
repurchase decision (Table 1). There are 56 items of the
key variables (Table 1). The research questionnaire was
evaluated for content validity by three experts,
considering the item-objective congruence (I0C) value.
The result showed that the 10C values of every item
were more than 0.6. Then, the researchers tested the
questionnaire reliability with  Cronbach's alpha
statistics. All key variables had a test value of more
than 0.7 (Table 1). Those results indicated that the
research questionnaires were high quality (Hair et al.,
2014). The questionnaires collected the data via social
media. The research used a convenience sampling
method to collect the data from targeted consumers.
Finally, 400 questionnaires were used in statistical
analysis.

Table 1. Research questionnaire details (Part 2)

Constructs Items Sources Cronbach’s
Alpha

Marketing It consists of 7 variables (28 items): Product, Price, Place, Gunawan, 2015; Wong & Musa, 2011  0.934

mix Promotion, People, Process, and Physical evidence

Service It consists of 5 variables (25 items): Tangibility, Ali et al., 2015; Nadiri et al., 2008; 0.899

quality Reliability, Responsiveness, Assurance, and Empathy Vuthisopon & Srinuan, 2017

Repurchase It consists of 3 items: | would consider flying on this Chen & Liu, 2017; Singh, 2015; 0.852

decision airline next time. Even though the ticket price increased, | Vuthisopon & Srinuan, 2017

still consider this airline and would recommend it to my

family or friends.
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5.3. Research Statistics and Evaluation

The statistical analysis of this study consisted of (1)
the analysis of descriptive statistics, including
frequency, percentage, mean, standard deviation,
skewness, and kurtosis, and (2) the analysis of
inferential statistics, including correlation analysis and
multiple regression analysis with the stepwise method.
For the evaluation of key variable means, the study used
the five-layer criteria (Table 2).

Table 2. The evaluation criteria of key variable means
Means Evaluation criteria
4.21-5.00 Highest level
3.41-4.20 High level
2.61-3.40 Moderate level
1.81-2.60 Low level
1.00-1.80 Lowest level

6. Research Results

The statistical analysis was based on data from 400
respondents. The descriptive statistical analysis results
were shown in Tables 3-5, and the inferential statistical
analysis results were shown in Tables 6-9.

Table 3. Descriptive statistics (n = 400)

Variables Frequencies %
Gender

Male 135 33.7
Female 265 66.3
Age

< 20 years 4 1.0
20-30 years 155 38.8
31-40 years 147 36.8
41-50 years 76 19.0
51-60 years 14 34
> 60 years 4 1.0
Education

Below Bachelor Degree 28 7.0
Bachelor Degree 201 50.2
Above Bachelor Degree 171 42.8
Income per month

<300 USD 31 7.8
300 - 450 USD 32 8.0
451 - 600 USD 72 18.0
601 - 750 USD 54 13.5
751 —900 USD 54 13.5
> 900 USD 157 39.2
Occupation

Students 22 55
Business owners 31 7.8
Company employees 122 305
Government staff 201 50.2
Others 24 6.0
Low-cost airline travel per year (times/year)
3 or fewer 242 60.5
4-5 93 23.2
6-7 28 7.0
8 or more 37 9.3

The analysis of descriptive statistics in Table 3
revealed that most of the respondents were female.
There were 265 female respondents, representing 66.3
percent. The largest group of respondents was between
20-30 years old. There are 155 people, which is 38.8
percent, followed by the age of 31-40. There are 147

people, representing 36.8 percent. 50.2 percent of the
respondents had a bachelor's degree. The result found
that the largest group of respondents had monthly
incomes above 900 USD, which is 157 people,
representing 39.2 percent, followed by monthly
incomes of 451-600 USD with 72 people, accounting
for 18 percent. 50.2 percent of the respondents were
Thailand government staff, and 30.5 percent of the
respondents were company employees. 60.5 percent of
respondents take three or fewer flights per year on a
low-cost airline journey.

Table 4. Service quality and repurchase decision constructs

Variables Means  Standard Skewness Kurtosis
Deviation
Tangible 4.25 0.52 -0.24 -0.55
Reliable 4.26 0.58 -0.72 0.62
Responsible 431 0.61 -0.86 1.36
Assurance 4.34 0.59 -0.88 1.39
Empathy 4.23 0.68 -1.03 1.66
Overall service  4.28 0.53 -0.74 0.76
quality
Repurchase 4.02 0.72 -0.75 1.36
decision

The descriptive results of key variables of service
quality and repurchase decision in Table 4 showed that
the means of overall service quality were at the highest
levels. Furthermore, considering five variables of the
service quality construct, the result showed those were
also at the highest level. Meanwhile, the means of the
repurchase decision variable were high. In addition, by
the skewness and the kurtosis of means, the research
data had a normal distribution.

Table 5. The marketing mix construct

Variables Means Standard  Skewness  Kurtosis
Deviation
Product 4.28 0.55 -0.63 0.49
Price 4.02 0.71 -0.71 1.43
Place 4.08 0.58 -0.31 -0.34
Promotion 4.29 0.58 -0.54 -0.41
People 4.34 0.56 -0.64 -0.23
Process 4.26 0.59 -0.95 1.74
Physical 4.28 0.55 -0.99 1.35
evidence

Table 5 shows the descriptive statistics analysis of
the marketing mix variables. It found that means of 7
variables of the marketing mix construct were between
4.02 and 4.28. The means of price and place were at a
high level. Meanwhile, the means of the rest of the
marketing mix, including product, promotion, people,
physical evidence, and process, were at the highest
levels. From the skewness and kurtosis of the data, it
was found that the data distribution curves represented
normality.

Table 6. Correlation matrix of the five variables in the service
quality construct

Tangibility  Reliability  Responsiveness

0.813"

0.656™

Variables Assurance
Reliability

Responsiveness
Assurance 0.640" 0.716™

Empathy 0.573" 0.718"
Note: ** are significant at the .01 level.

0.814™
0.763™

0.740" 0.748"
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The correlation analysis of the key variables of
service quality found that all the pairs had a statistically
significant relationship. It found that the correlation
coefficient ranged from 0.573 to 0.814. The variable
pair with the highest correlation coefficient value was
"reliability and responsiveness,"” followed by
"tangibility and reliability” and "responsiveness and
assurance."

Table 7. Correlation matrix of the seven variables in the marketing
mix construct

Variables  Product Price Place Promotion  People  Physical
evidence

Price 0.520™

Place 0.611™  0.501"

Promotion  0.645™ 0.598™  0.620™

People 0.669™ 0.601”  0.620™  0.744™

Physical 0.640™ 0.515™ 0593  0.722" 0.769™

evidence

Process 0.590” 0596~ 04707  0.704™ 0.674"  0.764”

Note: ** are significant at the .01 level.

The results of the correlation analysis of the key
variables of the marketing mix construct showed that all
the variable pairs had a statistically significant
correlation as well. It found that the correlation
coefficient ranged from 0.470 to 0.769. The pair with
the highest correlation coefficient was "the people and

physical evidence," followed by "the process and
physical evidence" and "the promotion and people."”

Table 8. Results of regression analysis: Service quality as the
dependent variable

Variables Unstandardized t-statistics  Sig. VIF
Coefficients
B Beta
Constant 0.095 1.082 0.280
Process 0.451 0.508  16.980 0.000%*** 2.509
Product 0.266 0.280  10.329 0.000%*** 2.060
Physical 0.167 0.176  5.357 0.000%*** 3.019
evidence
Place 0.100 0.111  4.378 0.000%*** 1.798
F 603.381
Sig. of F 0.000***
R? 0.859

Adjusted R>  0.858
Note: *** are significant at the .001 level.

Table 8 shows the results of the regression analysis.
When considering the influence of the marketing mix
on service quality, it found that four key variables had a
statistically significant effect on service quality
included process, product, physical evidence, and place.
Those four variables described the variance in the
service quality by 85.9 percent. Therefore, the
standardized regression equation is written as follows.

Service quality = 0.508Process + 0.280Product +
0.176Physical evidence + 0.111Place

Table 9. Results of regression analysis: Repurchase decision as the dependent variable

Variables Unstandardized Coefficients Standardized Coefficients t-statistics  Sig. VIF
B Beta

Constant -0.113 -0.716 0.474

Price 0.712 0.702 21.248 0.000*** 1.553

Service quality 0.298 0.217 6.560 0.000*** 1.553

F 513.089

Sig. of F 0.000***

R? 0.721

Adjusted R? 0.720

Note: *** are significant at the .001 level.

The regression analysis of marketing mix and
service quality affecting the repurchase decision in
Table 9 found that price and service quality had
significantly  influenced  consumers’  repurchase
decisions. Both variables described the variance of
repurchase decisions by 72.1 percent. Therefore, the
standardized regression equation was the following one:

Repurchase decision = 0.702Price + 0.217Service
quality

7. Discussion

This research aimed to study the influence of the
marketing mix on service quality and to study the effect
of the marketing mix and service quality on the
repurchase decision of Thai consumers traveling by
low-cost airlines. The statistical analysis found that the
opinion level on repurchase decisions was high, and the
overall service quality of low-cost airlines was
excellent. Moreover, it showed that all aspects of
service quality were at the highest level. This result
revealed the great satisfaction of Thai passengers with
the low-cost airline business. Also, the study found that
all aspects of the marketing mix were at high-highest
levels, especially the people aspect, which showed the

excellent comment from Thai passengers. This reflects
the best of the low-cost airline business provided to
their passengers in Thailand. The correlation analysis
found that all pairs of aspects of service quality had a
significant relationship. Moreover, all pairs of
marketing mix had a significant connection. When
evaluating the regression analysis, the study showed
that the four aspects of the marketing mix, including
process, product, physical evidence, and place,
significantly affected the service quality (Figure 2).
This result was consistent with many previous studies,
including that of Azhar et al. (2018), who found that the
marketing mix related to service quality. The study of
Saputri and Sari (2019) showed that service marketing
mix, such as process and physical evidence factors,
supported the service quality of airline business. The
study of Suhartanto and Noor (2012) found that price,
people, and physical evidence were key factors for
service quality in the airline business. The study of
Rajesh and Sankaran (2019) pointed out that factors of
place, process, people, and physical evidence
significantly influenced airline business services. Also,
the study found that the price aspect of the marketing
mix and service quality significantly influenced the
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repurchase decision of Thai passengers traveling by
low-cost airlines (Figure 2). This result agreed with that
of Wong and Musa (2011), who pointed out that price
was one of the key factors in the decision-making of
low-cost airlines, and Vuthisopon and Srinuan (2017),
Nadiri et al. (2008), who found that service quality
directly affected repurchase intention in low-cost airline
passengers. Also, this result agreed with that of Saleem
et al. (2017), who confirmed that service quality
directly influenced the repurchase decision of airline
passengers, and Mahmud et al. (2013), who found that
the airline service quality and the correct pricing
significantly affected the passenger decision in the
airline business.

Marketing Mix

Product 0.280%%*

0.111%**
—_—

Physical evidence //—/—'m’l/‘
Price

Figure 2. Final model

Place
Service quali
q v 0.217%**

Process

Repurchase
decision

8. Conclusion

The first aim of this research is to study the
influence of various aspects of the marketing mix on the
service quality of low-cost airlines. The results of the
seven marketing mix study found that only four areas
had a significant impact on the quality of an airline's
service: product, place, process, and physical evidence;
while other marketing mixes, namely price, promotion,
and people, did not have a statistically significant
influence on the service quality of low-cost airlines.
The second objective of the research is to study the
influence of marketing mix and service quality on low-
cost airline passengers' repeat purchasing decisions.
Findings revealed that only the price aspect of the
marketing mix influenced the repeat purchase decisions
of passengers and that the service quality of low-cost
airlines positively influenced the repurchase decisions
of passengers. The findings of this study have
significant benefits for the low-cost aviation industry
and differ from previous research on low-cost airlines.

The findings from this study share some differences
and similarities with the previous work. What several
previous studies have found consistent with this study is
that four factors of the marketing mix: product, place,
process, and physical evidence influenced service
quality, and it was also found that service quality
affected repeat purchase decisions among low-cost
airline passengers. However, different findings were
that previous studies concluded that multiple marketing
mix factors influenced repurchase decisions. However,
this study found only a price factor that influenced the
repeat purchase decision of low-cost airline passengers.
Some reasons may be that the context of each country is
different, and the economic situation at different times
affects passengers differently. These factors can affect a

passenger's airline travel. Therefore, the findings of this
study are original and will benefit the airline industry
and academia in this area.

This research revealed that the process aspect of the
low-cost airline business is the important factor
influencing service quality. Therefore, the airline
business should focus on key processes like the
important steps of travel scheduling, booking, payment,
and check-in. Also, the study showed that the product
aspect is one of the important factors. Therefore, the
airline business should focus on branding, service, and
traveling readiness. Other important factors that the
study found are place and physical evidence. Therefore,
the airline should emphasize both of them as well.
Those emphases can create great service quality to the
passengers' satisfaction. The study also revealed that the
price aspect of the marketing mix and service quality
positively influence the repurchase decision of
passengers. Therefore, it recommends that the low-cost
airline create a good price strategy to satisfy the
passengers, such as the optimal price for each traveling
flight. Also, the study suggests that the low-cost airline
business should provide good service quality to their
passengers. These things will build the repurchase
decision from passengers.

The limitation of using this research is to study only
the population in Thailand. Therefore, the utilization of
research results is mainly focused on the area. However,
future studies may apply the findings from this study to
other studies in Thailand and other countries. This
includes future qualitative studies to delve into why
other marketing mix factors, except price, do not
influence the repeat purchase decisions of low-cost
airline passengers. The results will complement the
model of repeat purchases in the low-cost airline
business and will further leverage that model. For
example, adding digital technology factors to the study
model will allow research to be more applicable to
future contexts.

References
[L]ADEOLA, M.M., & ADEBIY]I, S.0. (2014). Service
quality, perceived value and customer satisfaction as

determinant of airline choice in Nigeria.
International Letters of Social and Humanistic
Sciences, 20, 66-30.

https://doi.org/10.18052/WWW.SCIPRESS.COM%
2FILSHS.20.66

[2]AGUNG, S. (2020). The effect of service quality,
service marketing mix and customer value on
consumer satisfaction and its impact on the loyalty
of the consumer industry of the low-cost carrier
flight in Indonesia. International Journal of
Innovative Science and Research Technology, 5(3),
1135-1147. Retrieved from https:/ijisrt.com/the-
effect-of-service-quality-service-marketing-mix-
and-costumer-value-on-consumer-satisfaction-and-
its-impact-on-the-loyalty-of-the-consumer-industry-
of-the-lowcost-carrier-flight-in-indonesia

[3JALFIN, R., ALHABSJI, T., NIMRAN, U, &



https://doi.org/10.18052/WWW.SCIPRESS.COM%2FILSHS.20.66
https://doi.org/10.18052/WWW.SCIPRESS.COM%2FILSHS.20.66
https://ijisrt.com/the-effect-of-service-quality-service-marketing-mix-and-costumer-value-on-consumer-satisfaction-and-its-impact-on-the-loyalty-of-the-consumer-industry-of-the-lowcost-carrier-flight-in-indonesia
https://ijisrt.com/the-effect-of-service-quality-service-marketing-mix-and-costumer-value-on-consumer-satisfaction-and-its-impact-on-the-loyalty-of-the-consumer-industry-of-the-lowcost-carrier-flight-in-indonesia
https://ijisrt.com/the-effect-of-service-quality-service-marketing-mix-and-costumer-value-on-consumer-satisfaction-and-its-impact-on-the-loyalty-of-the-consumer-industry-of-the-lowcost-carrier-flight-in-indonesia
https://ijisrt.com/the-effect-of-service-quality-service-marketing-mix-and-costumer-value-on-consumer-satisfaction-and-its-impact-on-the-loyalty-of-the-consumer-industry-of-the-lowcost-carrier-flight-in-indonesia
https://ijisrt.com/the-effect-of-service-quality-service-marketing-mix-and-costumer-value-on-consumer-satisfaction-and-its-impact-on-the-loyalty-of-the-consumer-industry-of-the-lowcost-carrier-flight-in-indonesia

Phonsiri et al. Marketing Strategy Influencing Service Quality and Consumers’ Repurchase Decision on Low-Cost Airline Business in

142

Thailand, Vol. 59 Spring/Summer 2022

SUHARYONO. (2013). Effect of service quality
and product quality to corporate image, customer’s
satisfaction and customer’s trust. IOSR Journal of
Business and Management, 9(6), 1-9.
https://doi.org/10.9790/487X-0960109

[4]ALI, F., DEY, B.L., & FILIERI, R. (2015). An
assessment of service quality and resulting customer
satisfaction in Pakistan international airlines:
Findings from foreigners and overseas Pakistani
customers. International Journal of Quality &
Reliability Management, 32(5), 486-502.
https://doi.org/10.1108/IJQRM-07-2013-0110

[S]JAMIRUDDIN, N.H. (2013). Price, Service Quality
and Customer Loyalty: A Case of Air Asia. South
East Asia Journal of Contemporary Business,
Economics and Law, 2(1), 34-40. Retrieved from
https://seajbel.com/wp-
content/uploads/2014/07/Price-Service-Quality-
And-Customer-Loyalty-%E2%80%93-A-Case-Of-
Air-Asia-Nadia-Hanum-Amiruddin.pdf

[6]AZHAR, M.E., JUFRIZEN, PRAYOGI, MA,, &
SARI, M. (2018). The role of marketing mix and
service quality on tourist satisfaction and loyalty at
Samosir. Revista Hospitalidade, 15(2), 124-137.
https://doi.org/10.21714/2179-9164.2018v15n2.007

[7IBROCHADO, A., RITA, P, OLIVEIRA, C, &
OLIVEIRA, F. (2019). Airline passengers’
perceptions of service quality: Themes in online
reviews. International Journal of Contemporary
Hospitality =~ Management, 31(2), 855-873.
https://doi.org/10.1108/1JCHM-09-2017-0572

[8]CHEN, C.M., & LIU, H.M. (2017). Exploring the
impact of airline service quality on customer loyalty:
Evidence from Taiwan. International Journal of
Business and Management, 12(5), 36-50.
https://doi.org/10.5539/ijbm.v12n5p36

[9]CHILEMBWE, J.M. (2014). Evaluation of service
quality, value and satisfaction of air transportation in
Malawi: Case study of air Malawi. International
Journal of Social Sciences and Entrepreneurship,
1(11), 236-266.

[10] COCHRAN, W.G. (1977). Sampling techniques.
3rd ed. New York: John Willey and Sons.

[11] GUNAWAN, A. (2015). The role of service
marketing elements on customer loyalty towards
Garuda Indonesia. iBuss Management, 3(2), pp. 365-
373. Retrieved from
https://media.neliti.com/media/publications/183864-
EN-the-role-of-service-marketing-elements-o.pdf

[12] HAGHIGHAT, N. (2017). Airline service quality
evaluation: A review on concepts and models.
Economics, Management and Sustainability, 2(1),
31-47. https://doi.org/10.14254/JEMS.2017.2-2.4

[13] HAIR, J.F., BLACK, W.C., BABIN, BJ., &
ANDERSON, R.E. (2014). Multivariate data
analysis. 7th ed. Pearson Education.

[14] HASAN, M., KHAN, M.N., & FAROOQI, R.
(2019). Service quality and customer satisfaction in
low cost airlines: A critical review of extant

literature. Pacific Business Review International,
11(9), 77-92. Retrieved from
http://www.pbr.c0.in/2019/2019_month/march/7.pdf

[15] MAHMUD, A., JUSOFF, K., & HADIJAH, S.
(2013). The effect of service quality and price on
satisfaction and loyalty of customer of commercial
flight service industry. World Applied Sciences
Journal, 23(3), 354-359.
http://dx.doi.org/10.5829/idosi.wasj.2013.23.03.130
52

[16] MUNUSAMY, J, CHELLIAH, S., &
PANDIAN, S. (2011). Customer satisfaction
delivery in airline industry in Malaysia: A case of
low cost carrier. Australian Journal of Basic and
Applied Sciences, 5(11), 718-723. Retrieved from
http://ajbasweb.com/old/ajbas/2011/November-
2011/718-723.pdf

[17] NADIRI, H., HUSSAIN, K., EKIZ, EH., &
ERDOGAN, S. (2008). An investigation on the
factors influencing passengers’ loyalty in the north
Cyprus national airline. The TQM Journal, 20(3),
265-280.
https://doi.org/10.1108/17542730810867272

[18] NAMUKASA, J. (2013). The influence of
airline service quality on passenger satisfaction and
loyalty: The case of Uganda airline industry. The
TQM Journal, 25(5), 520-532.
https://doi.org/10.1108/TQM-11-2012-0092

[19] PRAYAG, G. (2007). Assessing international
tourists’ perceptions of service quality at air
Mauritius. International Journal of Quality &
Reliability Management, 24(5), 492-514.
https://doi.org/10.1108/02656710710748367

[20] RAJESH, G., & SANKARAN, K.S. (2019).
Influence of airline service marketing mix with
airline  passenger  satisfaction and loyalty.
International Journal of Recent Technology and
Engineering, 7(6), 442-448. Retrieved from
https://www.ijrte.org/wp-
content/uploads/papers/v7i6/F2376037619.pdf

[21] SALEEM, M.A., ZAHRA, S., & YASEEN, A.
(2017). Impact of service quality and trust on
repurchase intentions - The case of Pakistan airline
industry. Asia Pacific Journal of Marketing and
Logistics, 29(5), 1136-1159.
https://doi.org/10.1108/APJML-10-2016-0192

[22] SANTOS, C.P., & FERNANDES, D.V.H.
(2008). Antecedents and consequences of consumer
trust in the context of service recovery. Brazilian
Administration Review, 5(3), 225-244,
https://doi.org/10.1590/S1807-76922008000300005

[23] SAPUTRI, M.E.,, & SARI, D. (2019). The
effect of service marketing mix in low cost airlines:
A study of scoot airlines Indonesia. Advances in
Economics, Business and Management Research,
65, ~ 588-592.  https://doi.org/10.2991/ICEBEF-
18.2019.126

[24] SIMSEK, K. & DEMIRBAG, O. (2017).
Modeling service quality, customer satisfaction and



https://doi.org/10.9790/487X-0960109
https://doi.org/10.1108/IJQRM-07-2013-0110
https://seajbel.com/wp-content/uploads/2014/07/Price-Service-Quality-And-Customer-Loyalty-%E2%80%93-A-Case-Of-Air-Asia-Nadia-Hanum-Amiruddin.pdf
https://seajbel.com/wp-content/uploads/2014/07/Price-Service-Quality-And-Customer-Loyalty-%E2%80%93-A-Case-Of-Air-Asia-Nadia-Hanum-Amiruddin.pdf
https://seajbel.com/wp-content/uploads/2014/07/Price-Service-Quality-And-Customer-Loyalty-%E2%80%93-A-Case-Of-Air-Asia-Nadia-Hanum-Amiruddin.pdf
https://seajbel.com/wp-content/uploads/2014/07/Price-Service-Quality-And-Customer-Loyalty-%E2%80%93-A-Case-Of-Air-Asia-Nadia-Hanum-Amiruddin.pdf
https://doi.org/10.21714/2179-9164.2018v15n2.007
https://doi.org/10.1108/IJCHM-09-2017-0572
https://doi.org/10.5539/ijbm.v12n5p36
https://media.neliti.com/media/publications/183864-EN-the-role-of-service-marketing-elements-o.pdf
https://media.neliti.com/media/publications/183864-EN-the-role-of-service-marketing-elements-o.pdf
https://doi.org/10.14254/JEMS.2017.2-2.4
http://www.pbr.co.in/2019/2019_month/march/7.pdf
http://dx.doi.org/10.5829/idosi.wasj.2013.23.03.13052
http://dx.doi.org/10.5829/idosi.wasj.2013.23.03.13052
http://ajbasweb.com/old/ajbas/2011/November-2011/718-723.pdf
http://ajbasweb.com/old/ajbas/2011/November-2011/718-723.pdf
https://doi.org/10.1108/17542730810867272
https://doi.org/10.1108/TQM-11-2012-0092
https://doi.org/10.1108/02656710710748367
https://www.ijrte.org/wp-content/uploads/papers/v7i6/F2376037619.pdf
https://www.ijrte.org/wp-content/uploads/papers/v7i6/F2376037619.pdf
https://doi.org/10.1108/APJML-10-2016-0192
https://doi.org/10.1590/S1807-76922008000300005
https://doi.org/10.2991/ICEBEF-18.2019.126
https://doi.org/10.2991/ICEBEF-18.2019.126

143

behavioral intentions in airline industry: A SEM
approach. The Journal of International Scientific
Researches, 2(6), 11-29.
http://dx.doi.org/10.23834/isrjournal.341694

[25] SINGH, AXK. (2015). Modeling passengers’
future behavioral intentions in airline industry using
SEM. Journal of Advances in Management
Research, 12(2), 107-127.
https://doi.org/10.1108/JAMR-06-2014-0033

[26] SRISOOK, P., & PANJAKAJORNSAK, V.
(2018). Thailand’s Low-Cost Carrier Airline
Industry: Is the Services Marketing Mix the Elixir
for Economic Growth and Prosperity? Asia-Pacific
Social Science Review, 18(2), 65-79.

[27] SUHARTANTO, D., & NOOR, A.A. (2012).
Customer satisfaction in the airline industry: The
role of service quality and price. Asia Tourism
Forum Conference, May 2012. Retrieved from
https://www.researchgate.net/profile/Dwi-
Suhartanto/publication/283725801 CUSTOMER_S
ATISFACTION_IN_THE_AIRLINE_INDUSTRY
THE_ROLE_OF_SERVICE_QUALITY_AND_ PRI
CE/links/5645b2f3083e451880a9¢c20f/CUSTOMER
-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-
THE-ROLE-OF-SERVICE-QUALITY-AND-
PRICE.pdf

[28] VUTHISOPON, S., & SRINUAN, C. (2017).
Low-cost carrier passenger repurchase intention: A
structural equation model analysis. Asia-Pacific
Social Science Review, 17(2), 249-266.

[29] VUTHISOPON, S., SRINUAN, C.,, &
FONGSUWAN, W. (2016). 8P’s of marketing mix
towards repurchase intention of domestic low cost
airline in Thailand: A conceptual framework. The
69th IIER International Conference, pp. 49-53.

[30] WONG, K.M., & MUSA, G. (2011). Branding
satisfaction in the airline industry: A comparative
study of Malaysia airlines and Air Asia. African
Journal of Business Management, 5(8), 3410-3423.
https://doi.org/10.5897/AJBM10.107

[31] WONGPINUNWATANA, N., &
KONGPOLPROM, W. (2021). A Multigroup
Analysis of Online Customers’ Repurchase

Intention. Journal of Southwest Jiaotong University,
56(6), 999-1011. https://doi.org/10.35741/issn.0258-
2724.56.6.87

[32] YOOPETCH, C., SIRIPHAN, P, &
CHIRAPANDA, S. (2021). Effects of Application
Satisfaction, Promotions, Ease of Payment and
Convenience on Intention to Repurchase Food
Online. Journal of Hunan University Natural
Sciences, 48(5), 71-80. Retrieved  from
http://jonuns.com/index.php/journal/article/view/107
4

[33] YUNUS, N.S.N., BOJEIl, J., & RASHID,
W.E.W. (2013). Service quality towards customer
loyalty in Malaysia’s domestic low cost airline
services. International Journal of e-Education, e-
Business, e-Management and e-Learning, 3(4), 333-
336. https://doi.org/10.7763/IJEEEE.2013.VV3.253

B8E:

[1] ADEOLA, M.M. 1 ADEBIYI, S.O. (2014) ., AR
FIE ~ BARNMEE R R H AT
NFEIFEFRERE o EfrttSMASRIF R
g » 20, 66-80,
https://doi.org/10.18052/WWW.SCIPRESS.COM%
2FILSHS.20.66

[2] BITT > S. (2020%F) . BRSSE - RS EHAE
T B SR B R R Y s EN RS B
PEATARECARTZE A BT TSR
iy o EFR QIR SRR AE - 5 (3)
1135-1147, ERB  https://ijisrt.com/the-effect-of-
service-quality-service-marketing-mix-and-
costumer-value-on-consumer-satisfaction-and-its-
impact-on-the-loyalty-E[ & & #8 [ A A AfT 28 2
= ATHTA T

[3] ALFIN, R.,, ALHABSII, T., NIMRAN, U, &
SUHARYONO, (2013) . AR5 &A1 /5
BN S ~ B R AR SRR
IOSR B S GE > 9(6), 1-9
https://doi.org/10.9790/487X-0960109

[4] ALI, F.. DEY, B.L. 1 FILIERI, R. (2015), Y2
HEHR ERTZE A B R SS TR R RIB I P AR %
PSRRI © SRESNE A NEASTHHE
FHYAELE R - EiRiTE SR FEEREELE » 32

(5) , 486-502, https://doi.org/10.1108/IJQRM-
07-2013-0110

[5] Bk T » FrZEA( ol (2013%F) o fii&. AR
FIER I ¢ DONTZE A E YRS - R
FA AR~ EFFFLEERIE » 2(1), 34-40,
iV g2 https://seajbel.com/wp-
content/uploads/2014/07/Price-Service-Quality-
And-Customer-Loyalty-%E2%80%93-A-Case-Of-
Air-Asia-Nadia -Hanum-Amiruddin.pdf

[6] AZHAR, M.E., JUFRIZEN, PRAYOGI, M.A,, &
SARI, M. (2018), EHH G MRS BT EN/DEE
SR RS IREER - &GS, 15

(2) , 124-137, https://doi.org/10.21714/2179-
9164.2018v15n2.007

[7] BROCHADO, A., RITA, P, OLIVEIRA, C., &
OLIVEIRA, F. (2019), iz RRE RS FHE
HIEE e - » ER S UEEEHE
Z& > 31 (2) , 855-873,
https://doi.org/10.1108/1JCHM-09-2017-0572

[8] CHEN, C.M., & LIU, H.M. (2017) , ERMEL
] Al 55 [ E 0 SR R | ok E &YEHYIE
I8 - Eiregll SEHAGE > 12 (5) , 36-50,
https://doi.org/10.5539/ijbm.v12n5p36

[9] CHILEMBWE, J.M. (2014), Zhfi4efizeictnik
FInE ~ MMEMWERE IS © SRR B
5 o Efrtt=RFES00ZRE - 1 (11) |, 236-
266,


http://dx.doi.org/10.23834/isrjournal.341694
https://doi.org/10.1108/JAMR-06-2014-0033
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://www.researchgate.net/profile/Dwi-Suhartanto/publication/283725801_CUSTOMER_SATISFACTION_IN_THE_AIRLINE_INDUSTRY_THE_ROLE_OF_SERVICE_QUALITY_AND_PRICE/links/5645b2f308ae451880a9c20f/CUSTOMER-SATISFACTION-IN-THE-AIRLINE-INDUSTRY-THE-ROLE-OF-SERVICE-QUALITY-AND-PRICE.pdf
https://doi.org/10.5897/AJBM10.107
https://doi.org/10.35741/issn.0258-2724.56.6.87
https://doi.org/10.35741/issn.0258-2724.56.6.87
http://jonuns.com/index.php/journal/article/view/1074
http://jonuns.com/index.php/journal/article/view/1074
https://doi.org/10.7763/IJEEEE.2013.V3.253

Phonsiri et al. Marketing Strategy Influencing Service Quality and Consumers’ Repurchase Decision on Low-Cost Airline Business in

144

Thailand, Vol. 59 Spring/Summer 2022

[10] B %= > W.G. (1977), IR < BE=0T - 4
2y LIRS -

[11] GUNAWAN, A. (2015), ARZSERITTENENE
[EME FEERIER - iBussEHE, 3(2), %
365-373 e B H
https://media.neliti.com/media/publications/183864-
EN-the-role-of-service-marketing-elements-o.pdf

[12] HAGHIGHAT, N. (2017), fiZEERESFHEIT
fili © WESRIERIAY IR - 22575 ~ EHAIA] LR
> 2(1), 31-47,
https://doi.org/10.14254/JEMS.2017.2-2.4

[13] HAIR, J.F., BLACK, W.C., BABIN, B.J. #
ANDERSON, RE. (2014) , &a5&¥0HE o
FThR, EEHE,

[14] HASAN, M., KHAN, M.N. #1 FAROOQI, R.
(2019), 1ERAMZE N RMIARS R EFZ WS
& W BIA SR HEFIEIEIS « KRS
Elb5 > 11 (9) , 77-92, BB
http://www.pbr.co.in/2019/2019 month/march/7.pdf

[15] MAHMUD, A., JUSOFF, K., & HADIJAH, S.
(2013), ARZS TR EAOGIASS L R AT AR S5 L3
TR AEIRERY 20 o N R E - 23

(3) , 354-359,
http://dx.doi.org/10.5829/idosi.wasj.2013.23.03.130
52

[16] MUNUSAMY, J., CHELLIAH, S., & PANDIAN,
S. (2011), ERPENIMTZZMLAYE i E S AT ¢
DIMERCAFTZE AT B o HEARFNE AR S N R
o0 5 (11) |, 718-723, B EH
http://ajbasweb.com/old/ajbas/2011/November-
2011/718-723.pdf

[17] NADIRI, H., HUSSAIN, K., EKIZ, EH.
ERDOGAN, S. (2008), dtZE#HBEITERMELT
R&E BIRE I A R A2 E 2
20(3), 265-280,
https://doi.org/10.1108/17542730810867272

[18] NAMUKASA, J. (2013), finZe2®ARSS/H &t
TR R ENLIRE RN © LS AHA
il - EEFEERE > 25 (5) , 520-532,
https://doi.org/10.1108/TQM-11-2012-0092

[19] PRAYAG, G. (2007), Ffili[ElFrife X B K iy
fizefk 5 EEE - EiRE S n S E s
& 24 (5) , 492-514,
https://doi.org/10.1108/02656710710748367

[20] RAJESH, G. #1 SANKARAN, K.S. (2019) . fiil
ZERRIRS B A SIS A R RS RS
WEAT o EREAROR S TREARE - 7

(6) , 442-448, HXE https://www.ijrte.org/wp-
content/uploads/papers/v7i6/F2376037619.pdf

[21] SALEEM, M.A., ZAHRA, S., & YASEEN, A.
(2017) AR5 5T S A0S A B T s i
LIBEHBMZE B - WK E #H SYm 4
&> 29 (5) , 1136-1159,

—i=
;JLT/LU\ ’

https://doi.org/10.1108/APJML-10-2016-0192

[22] SANTOS, C.P. #1 FERNANDES, D.V.H. (2008
F) . BRFKEFHE T HTEETNRIRTS
B o EPEERFIES 0 5(3), 225-244,
https://doi.org/10.1590/S1807-76922008000300005

[23] SAPUTRI, M.E. #1 SARI, D. (2019), {ERAM
ZENRRSSEHH AN © WEIE ErE TR
FLZ2 AN EIIIHSE © 22575 ~ LA E R it
2 > 65, 588-592,
https://doi.org/10.2991/ICEBEF-18.2019.126

[24] SIMSEK, K. #1 DEMIRBAG, 0. (2017), fiZ=\l
R FE ~ FMEET HEREE - FiEE
WAE. BirREtadss 2 (6) , 11-29,
http://dx.doi.org/10.23834/isrjournal.341694

[25] F#&, AK. (2015%F) , FRHHHENHZE
A PSR AT B TR o BRI
Bt 12 (2) , 107-127,
https://doi.org/10.1108/JAMR-06-2014-0033

[26] SRISOOK, P. #1 PANJAKAJORNSAK, V.
(2018), HREIFMERAMMZE @ RS ERZLTT
KA SR PHD 291, 2 R SRS
18 (2) , 65-79,

[27] SUHARTANTO, D., & NOOR, A.A. (2012) ,
MZEAMNE R - RS FRERNMISIIIER -
WY - 2012558, & H
https://www.researchgate.net/profile/Dwi-
Suhartanto/publication/283725801_CUSTOMER_S
ATISFACTION_IN_THE_AIRLINE_INDUSTRY _
THE_ROLE_OF SERVICE_QUALITY_AND_ PRI
CE/links/5645b2f308ae451880a9¢c20f/CUSTOMER
-AIRLINE-SATISFAC OF-fR% i & f1{/14&.pdf

[28] VUTHISOPON, S., & SRINUAN, C. (2017), &
FUAMZE R B RERIE R ¢ G50 5 FRER S
BT o WA SRS - 17 (2) |, 249-266,

[29] VUTHISOPON, S., SRINUAN, C., &
FONGSUWAN, W. (2016), ZREEMRERAMZE
AT EGE REHEAE8H | — T RIESR,
FEOEMTATE RN - 55 49-53 771 -

[30] WONG, K.M. #1 MUSA, G. (2011), fRZE A5
W TS ERPE DA ZE A SRLIMATZE 2 B 1Y
EEERIHSE - FEMPR L EHZYE > 5 (8) , 3410-
3423, https://doi.org/10.5897/AIJBM10.107

[31] WONGPINUNWATANA, N.%0
KONGPOLPROM, W. (2021), #E&EFEEER
HIZE 31T PSSR FF4R, 56(6), 999-1011.
https://doi.org/10.35741/issn.0258-2724.56.6.87

[32] YOOPETCH, C., SIRIPHAN, P.
CHIRAPANDA, S. (2021), ERiETHEE - (C45E
B ~ SZAHERIPERIE RS 2R e &l
o - SRS R H AR EEIR, 48(5), 71-80. ERE
http://jonons.com/index.php/journal/article/view/107
4

[33] YUNUS, N.S.N., BOJEI, J., & RASHID, W.E.W.



http://www.pbr.co.in/2019/2019_month/march/7.pdf
https://doi.org/10.1108/02656710710748367
https://doi.org/10.35741/issn.0258-2724.56.6.87
http://jonons.com/index.php/journal/article/view/1074
http://jonons.com/index.php/journal/article/view/1074

145

(2013) o ELRPEIENEECANTZE A SRS+ 333-336,
HEERREIRENRSHE - EffEFHE https://doi.org/10.7763/1JEEEE.2013.V3.253
& BFRESS  TEEME T 0 3(4),



