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Abstract - This quantitative study aimed to 1) study the importance of antecedents affecting on service marketing mix 
toward the decision making in selecting domestic routes of low cost airline among passengers in Chiang Mai Province, 
Thailand and 2) examine the antecedents affecting on service marketing mix toward the decision making in selecting 
domestic routes of low cost airline among passengers in Chiang Mai Province, Thailand. The samples were employed with 
400 international airport passengers in Chiang Mai. Data were analyzed using descriptive statistics for percentage and 
standard deviation, and the inferential statistics to analyze the relationship of antecedents affecting decision making using 
Multiple Regression with Enter method. The study found that promotion is the first importance of priority, followed by 
process, place / distribution channel, people/ employees, physical evidence, price and final rank was product. The results of 
multiple regression analysis revealed that promotion was the most influential factor, followed by the physical evidence, 
process, and products / services with the statistical significance at 0.01level. As the antecedents of price, place / distribution 
channel and personnel/ employees had no significant impact on the decision to choose for low cost airline services. 
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I. INTRODUCTION 
 
The operation of the airline business in Thailand after 
the liberalization of domestic air routes in 2001 
resulted in many impacts.In the years of 2013-2015, 
the aviation industry experienced difficulties, which 
in 2016 was not the same with the year of 2013-2015. 
Although the airlines will be affected by the fall in oil 
prices, the aviation industry in Thailand has grown 
significantly. This is evidenced by the number of 
passengers traveling to the Airports of Thailand 
Public Company Limited and 31 Airports of Thailand 
during the year of 2012-2015 whichgrew by 15.2 
percent per year (Kasikorn Research Center, 2016). It 
is compatible with the movement of the airline 
business entrepreneurs in Thailand aimed at 
increasing the size of the fleet and expanding the 
routes. The growth momentum is in line with the 
strong growth of the Southeast Asian airline industry. 
However, the major aircraft manufacturers have 
forecasted that over the next 20 years (2078) there 
will be more than 2,360 million passengers traveling 
to Southeast Asia, or a 6.0% growth higher than 
traveling to the world's destinations with the average 
of 4.8 percent per year, impacting the size of the 
growing Southeast Asian airline market from the 
originality. Therefore, it is noteworthy for Thailand to 
be ready enough to accommodate the growing 
opportunities for growth in the regional aviation 

industry for theforeseeable future. The airline 
business in Thailand is likely to continue to grow 
with the expansion of routes covering and linking to 
Southeast Asia based on such a circumstance. 
Thailand has the strengths that is having a central 
location on the mainland of ASEAN. It also 
hasgeographical proximity to neighboring countries 
such as Cambodia-Laos-Myanmar-Vietnam (CLMV), 
which is a group of countries being in the period of 
economic growth. If Thailand can develop as an air 
hub to connect CLMV with other countries around 
the world, it will bring many economic opportunities. 
However, it is still a very interesting issue for airports 
in crowded areas and likely to be unable to 
accommodate more passengers, Kasikorn Research 
Center expects that during the next 6 years, 
passengers who travel to the airport under Airports of 
Thailand Public Company Limited (6 airports) and 13 
department airports (7) will have a total passengers of 
238.4 million passengers in 2022 or an average 
annual growth rate of 9.5 percent with the passenger 
capacity in the same year of the 13 airports having 
192.7 people  annually (Kasikorn Research Center, 
2016).So, Thailand needs to focus on developing 
airports with high numbers of crowded passengers, 
especially Suvarnabhumi Airport and Don Mueang 
Airport which are major strategic airports. 
In addition, to increase the opportunity from the 
number of aircraft arriving to the airport of Thailand 
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in the future, Thailand should create opportunities to 
become ASEAN Regional Aviation Hub because 
businesses are involved with the airport business, 
duty free business, and maintenance and production 
of aircraft part business. The aircraft parts are likely 
to have the opportunity to expand, especially low cost 
airlines have played an increasingly important role in 
the middle class people in the present and future. 
(Kasikorn Research Center, 2016). 
The low cost airline business in Thailand has spread 
to influence on the lives people in the digital age, 
which cannot be denied that low cost airline business 
has changed the way of travel of middle income 
group being more convenient. 
In the past, air travel cost was expensive. As a result, 
customers using air travel services were limited to 
high-income earners only. However, in the past 2-3 
years, low cost airline business has played an 
important role in providing lower prices with the gap 
in the market penetration of middle income 
customers. Consequently, air travel has been more 
active both international and domestic travel among 
Thai and foreign passengers. Foreign traveler This 
reflects that the low cost airline business has played 
an increasingly important role in expanding the 
market for passengers traveling by air. Not only is it a 
cost-effective alternative for middle-income 
passengers, it is also a good choice for all levels of 
passengers. It provides high business opportunity for 
the mentioned businesses in the production of goods 
and services to support the customer base, the low 
cost airline business is likely to grow in the future. 
Due to the increasing competition of the low cost 
airlines, the increasing demand for travel has led to 
the expansion of the airline industry. The growth of 
Chiang Mai is as a tourist city that attracts a large 
number of visitors to Thailand, which is seen as more 
competitive in the aviation industry. Especially, low-
costairlines that require a variety of 
marketingstrategies with the strong competition. If 
there is no enough study of how or competitive model 
competition, this may cause low income since 
modern consumers require good and fast qualified 
services. This is a reflection of the low cost airlines 
needing to increase their presence in the 
market.Accordingly, Chiang Mai is another area 
where the low cost airlines will increase their number 
of flights. This is evidenced by the fact that Chiang 
Mai International Airport uses the IATA Code as 
CNX as the northern region airport with its beautiful 
nature and its long traditions. Then, it has played an 
important role in the promotion of northern tourism 
promotion. 
Additionally, Chiang Mai Airport is capable of 
handling 24 flights per hour, 8 million passenger and 
35,100tons of cargo per year.This leads to the 
intensive competition among low cost airlines: (1) 
Thai AirAsia is the low cost airline that offers the 
first economy airfares in Thailand, (2) Nok Air or 
Nok Mini is a domestic airline. It has launched 

special services such as cars and boats to transfer to 
domestic and international destinations, (3) Thai 
Smile is a brand of ThaiAirways International's low 
fares which operates under the company and uses the 
same airline code as Thai Airways, (4) Kan Air is a 
domestic small airline, and (5) Orient Thai Airline, a 
small airline offering the different application of 
service marketing strategies to attract customers. It 
diversifies promotion to take advantage of market 
share to increase. It also offers the cheaper flight 
pricing than other airlines in each season and this can 
make the passengers to make decision faster to use its 
service. Moreover, it serves different services and 
diversification of facilitating travel (Yupa 
Wanawanich, 2011). 
Therefore, the research team had the focus on the 
antecedents affecting the service marketing mix that 
leads to the decision to use the low cost airline 
service, the domestic routes of passengers in Chiang 
Mai, Thailand, and the behavior of passengers in 
using low cost services in Chiang Mai Province, 
Thailand. This will give priority to the airline 
business in solving the problems that need to be 
addressed in order to survive under the fierce 
competition of the low cost airline business to 
develop the services to serve the passenger 
satisfaction. 
 
II. RESEARCH OBJECTIVES 
 

1. To study the importance of antecedents 
affecting on service marketing mix toward 
the decision making in selecting domestic 
routesof low cost airline among passengers 
in Chiang Mai Province, Thailand  

2. Toexamine the antecedents affecting on 
service marketing mix toward the decision 
making in selecting domestic routes of low 
cost airline among passengers in Chiang Mai 
Province, Thailand. 

 
III. SCOPE OF THE RESEARCH 
 
The scope of the content consists of the service 
marketing mix in decision making of using domestic 
routes of low cost airlines among the passengers in 
Chiang Mai, Thailand. 
The research area is the passengers who use the 
service of low cost airlines in Chiang Mai. The 
duration of research is from January to July 2017. 
 
IV. LITERATURE REVIEW 
 
As the service marketing mix theory, Kotler (2003) 
describes the service marketing mix is to find 
consumers purchasing behavior and consumer 
behavior either as a person, group, or organization to 
understand the nature of needs and buying behavior 
or experiences to satisfy the consumers because the 
service industry is different from the general 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-1, Jan.-2018 
http://iraj.in 

Antecedents Affecting on Service Marketing Mix toward the Decision Making in Selecting Domestic Routes of Low Cost Airlines among 
Passengers in Chiang Mai Province, Thailand 

 
101 

consumer goods industry. This kind of 
industryprovides tangible products and intangible and 
also are products and services offered to customers or 
markets in the present time. The service marketing 
mix strategies are applied to service businesses that 
are different from general marketing, especially the 
business that welcomes customers and makes them 
impress on hospitality since it is the main key of 
modern business (Kotler, 2000) as follows: 
1. Product is what meets the needs and needs of 

humans, and what the vendor must provide to the 
customers and the customers will receive the 
benefits and values of the product. Products are 
divided into 2 types: (1) Tangible Products and 
(2) Intangible Products. 

2. Price is the product value as in money. 
Customers will compare the value of the service 
with the price. If the value is higher than the 
price, the customer will decide to buy. Therefore, 
the pricing of services should be appropriated to 
the clear service level and be easy to classify 
different service levels. 

3. Place is an activity related to the environment 
providing services to customers. This affects the 
perception of customers in the value and benefits 
of the services offered which should be 
considered as the location and the channel in the 
service. 

4. Promotion is one of the most important tools for 
communication. The purpose is to inform or 
induce attitudes and behaviors, the use of the 
service and the key to the marketing connection. 

5. Physical Evidence is a physical representation 
and presentation to the customers as concrete by 
trying to create quality, including physical thread 
and service model, to create value for customers 
whether it is a clean dress, gentle negotiations, 
and fast service or other benefits that customers 
should receive. 

6. People or employees,  which relieson the 
selection of training, motivation to be able to 
satisfy the customer differently than the 
competitors.It is the relationship between staff 
and service users. The organization must be able 
to respond to the users, have  the  initiative to be 
able to solve the problem which can create 
values for the organization. 

7. Process is activity that involves procedures and 
practices in the service area to provide the 
service to the users quickly and make the user 
impress. 

According to the decision making theory by Kotler 
(2003), he states that decision making is the process 
of choosing to do one of the alternatives. Consumers 
always have to make choices about their products and 
services by choosing the goods or services based on 
the information and limitations of the situation. 
Decision making isan important process and within 
the minds of consumers. 

Therefore, the service marketing mix is classified into 
seven  categories: product, price, place,  promotion, 
physical evidence , person or employee and process 
which result in making decision of the consumers 
(YupawanWanwanich, 2011; Kotler, 2000; Zeithaml, 
Bitner, Gremler, 2013) as the following conceptual 
framework; 
 

Fig 1. Conceptual Model 
 
V. THE MEHODOLOGY AND MODEL 
 
Data collection for the study on antecedents affecting 
on service marketing mix toward the decision making 
in selecting domestic flights  of low cost airline 
among passengers in Chiang Mai Province, Thailand. 
The researchers reviewed the research papers, 
document, textbooks from various sources to analyze 
and synthesize relevant variables to frame the 
research concept. Creating the questionnaire and 
submitted to 3 experts who provided content 
guidance for Item-Objective Congruence Index 
(IOC). After that, the questionnaire was reviewed and 
tried out with 30 similar sample groups before 
collecting the actual data. The Cronbach's alpha 
coefficient was 0.859.  The overall research 
instrument had Cronbach's alpha coefficient value of 
0.893. The data were analyzed by the descriptive 
statistics for percentage and standard deviation. 
Inferential statistics were used to analyze the 
relationship of antecedents affecting the decision to 
use the service by using Multiple Regression 
technique with Enter method. Then, the questionnaire 
was collected from 400 samples by random sampling. 
 
VI. THE RESULTS OF THE STUDY  
 
The study indicated that the majority of respondents 
were female, 247 persons or 61.75%. Their age 
ranged from 31-40 years and 20-30 years in similar 
proportions. Their education was on Bachelor's 
Degree, followed by lower than Bachelor’s Degree. 
The average monthly income was 10,001-20,000 
Baht, followed by 20,001-30,000 Baht/ month. The 
majority of them used the service of Nok Air and 
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Thai AirAsia with the similar proportion, followed by 
Thai Lion Air.  The purposes to use low cost airlines 
were  traveling, followed by business / working / 

meeting or seminar, the last one rank: education. 
Most of them accompanied by family members and 
friends, followed by single travelers. 

 

Antecedents of Service Marketing 
Mix 

 
Importance Level Rank 

Mean Standard 
Deviation 

1. Product/ 
Service 3.04 0.92 moderate 7 

2. Price of 
ticket 3.08 0.98 moderate 6 

3. Place/ 
Distribution 

Channel 
3.18 1.02 moderate 3 

4. Promotion 4.01 0.92 high 1 
5. People/ 
Employees 3.14 0.95 moderate 4 

6. Physical 
Evidence 3.12 0.97 moderate 5 

7. Process 3.25 0.97 moderate 2 

Total  mean 3.10 0.96 moderate  
Table 1: Results of the analysis of the importance of the overall service marketing mix. 

 
Table 1 shows that respondents rated promotion as the first priority with the mean aas4.01 and the standard 
deviation as 0.92, followed by process with the mean as 3.25 and the standard deviation as 0.97,  place 
/distribution channel with the mean as  3.18 and the standard deviation  as 1.02, people / employees with the 
mean as 3.14 and the standard  deviation as 0.95 , physical evidence with the mean as 3.12, the standard 
deviation as 0.97, price with the mean as  3.08, and the standard deviation as 0.98 and final rank was  product / 
service with the mean as 3.04 and the standard deviation as 0.92. 
The analysis of antecedents affecting on service marketing mix toward the decision making in selecting 
domestic flights  of low cost airline among passengers in Chiang Mai Province, Thailandusing Multiple 
Regression technique with Enter method shows as the Table 2. 
 

Antecedents of Service 
Marketing Mix 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig 

B Std. Error Beta 

Static Value .344 .095  3.632 .000 
1. Product/ 

Service .178 .053 .173 3.353 .001 

2. Price of 
ticket 

3. Place/ 
Distribution 

Channel 

-.001 
.005 

.063 
 

.065 

-.001 
.005 

-.014 
 

.082 

.989 
 

.935 

4. Promotion .274 .066 .266 4.153 .000 
5. People/ 
Employees .012 .064 .011 .185 .853 

6. Physical 
Evidence .241 .064 .243 3.781 .000 

7. Process .230 .057 .231 4.050 .000 
R= .855, R2=.731, SE=.50750, F=.731, Sig = .000 

Table 2:Coefficients and Statistics of antecedents affecting on service marketing mix toward the decision making in selecting 
domestic flights of low cost airline among passengers in Chiang Mai Province, Thailand 

According to Table 2, the analysis of Multiple 
Regression indicates that   antecedents which had the 

greatest influence was promotion with the path 
coefficient of .274 because it was an attractive 
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medium to passengers whether it was the outdoor 
media / online media, followed by physical evidence 
with the path coefficient of .241, process with the 
path coefficient of.230 and product / service with the 
path coefficient of .078 at the 0.01 significance level.  
As price, place/distribution channel and 
people/employees Locations / Channels and Staff / 
Staff had no significant impact on the decision to use 
low cost airline services of domestic routes among 
passengers in Chiang Mai Province, Thailand. 
 
CONCLUSION 
 
The most important factor was promotion, followed 
by process, place/distribution channel, people, 
physical evidence, price and product/ service 
(tickets), respectively. Importantly,  the low cost 
airline passengers did not consider on the  services 
from the people who offered the services since they 
expected to arrive at their destination quickly. This is 
compatible with the idea of  Kotler(2003) who 
presented that promotion is as a significant tool in 
communicate with the users with the purposes of 
informing or persuading them to have the attitude and 
behavior in using the service and being as the main 
key of marketing connection. 
The analysis of Multiple Regression found that  the 
most influential antecedent  had the same result as the 
descriptive results, followed by physical evidence, 

process, and product/service   because  the facilities 
were important and the passengers needed the 
fastness. This is consistent with the concept of  
Chaisompon Kaoprasert (2006) stated that physical 
evidence such as  business building, equipment and 
tool, decoration, service counters, etc are main factors 
in selecting the services. Therefore, the physical 
evidence looks good and beautiful, and the services 
will be of quality as well. As the antecedents of price, 
place/distribution channel, and people/employees had 
no significance in making decision towards selecting 
the service of low cost airline with the domestic 
routes among the passengers in Chiang Mai Province, 
Thailand. 
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