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Abstract

The objectives of this research were 1) to study the service quality level and brand image level
of Thai passengers towards low-cost airlines. 2) to study how service quality and brand image
affecting passengers loyalty of Thai passenger towards low-cost airlines after the Corona virus
Disease-19. 3) The personal factors affecting passengers loyalty of Thai passengers towards
low-cost airlines after the Corona virus Disease-19. The sample used in this study were
151 passengers who used low-cost airlines after the Corona virus Disease-19. This study used
a questionnaire to collect data by purposive sampling method. The statistics used to analyzed
were Independent sample T-Test, One-Way ANOVA: F-Test, Correlation Coefficient, and
Multiple Regression analysis with a statistical significance level of 0.05. The results of this
study showed that 1) the service quality level and the brand image level was at the highest level.
2) The service quality and brand image affecting passengers loyalty towards low-cost airlines
after the Corona Virus Disease 2019 pandemic at the statistically significant 0.05 level.
3) The personal factors affecting passengers loyalty towards low-cost airlines after the Corona
virus Disease 2019. Multiple regression analysis revealed that in terms of service quality and
brand image affecting Thai passengers loyalty towards low-cost airlines after the Corona virus
Disease 2019 at the statistically significant 0.05 level.

Keywords: Service Quality; Brand Image; Loyalty; Low-Cost Airlines
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ANuelaldnellaes (Em) 215 4.647
AMRNBlEeN N (Im) 262 3.814

M7 3 WU Tolerance FiANETIAG 0 uazm VIF Lifu 10 ugnoh fuilsdasynm
finnuduiusiumulsdas:ou 9 lusdvge aglladh Mmudsdasmnaududssandu anmadn
Tolerance umz Variance Inflation Factor (VIF) Iﬁ’:fﬂﬂ’mJLﬂuaﬁi:ﬂaﬂﬁauﬂiaﬂimﬂﬁa A Tolerance
BufAnilng 1 uanshmulsdsssiuinnuduinsiuiulsdasou 1 lussdum uamiauiilag o
wanshshulsBssdeudiusiUf L saasn q lussioge uasinfimemnd 0.1 wanehiidym
L?I’EnfTU Multicollinearity §u§uLLia #9UA1 Variance Inflation Factor (VIF) #A LAY 10 wami
fulsdassiufinuduiusAumuUsaasdu 9 luszAuge aium, 2557)

MIWN 4 N1TIATIENANNAAABENYIAMITHINIAMAINNITUIMIUAzMNANBAIEI8N STUNTINS
ABAINISNANAYOIRIABEITI N BoseaNTDUAUNLA

Unstandardized Standardized
s Coefficients Coefficients t Sig.
B Std. Error Beta
Ao 260 302 864 389
ANuugYsIINBRILIMS (X1) 010 097 .009 106 916
anudesulingle (x2) 029 127 024 224 823
MINDUNUBIABK LB (X3) -053 126 -047 -425 671
AU deiio (X4) 021 120 018 178 .859
ANnuelalaneylaads (X5) 298 127 267 2.350 .020*
muanwalaamsiu (X6) 567 .100 536 5.672 .000*

R =0.767, R> = 0.588, adj. R* = 0.571 * nanefs dnasAnosan u 52Au 0.05

MM 4 HeMTAATIERANNFITLSWANOATRY (Multiple Regression) WUTAMAMAILIMS
wazmdnuaimensiiudonanonuassnanfzesdlneasanlnesesmensdurunuaetied
dudAgmosdanszau 0.05 seiduanuduiusiinaeglusduAouiiogs WeRnsanand
adj. R® ffmwndu 0571 dadunsaniedonnueilaldrodlnomsuazmwansaisemsiufidonane
anwssnAnfvesylassstilneseasmensdudunui AnduSess: 57.1 duimdeszanam
Jadumudu 1
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(UM uazgnen, 2564)

2. pumwmsuimszesglasmstminenlivimsvesmemsoumummuanuiugusssy
vosrims anudesilindlals maseusuesrellasss Ansndedeuazamueilaldrellnums
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FodonnaosAunuITeYes (REM WaiFAINg, 2559) 1'7iﬁﬂmmiﬁmmﬂmmwmiu%m‘manmﬂmﬁﬁu
funuan  nuhglaesstalnglianusAnganteduduusnfe  MIUfiRNuRATUsENEMNIR:
inFooduinusisuazisnmiia desnnmslivimsidanuiniedosniudiunddlumssii
amtssilalumslivsmauazhlgarsassnanilumsndusilivimsdndodu - mwansaisenisiu
Jognivasaninduiedoddiidonanensiiensiansiusesylaeas (Park, J. et al., 2006)

4. pmvasindnAesdlaessildvimevesmemstuduyum  MungAnsINLRMUTFLAR
PWAMSANNUT ANuassnAnATesilasssnedliusmszessemsTummumMnaIMUNIs=IA
seadelisalalsw 2019 Taeswdneglus:ivmnn dodennfoafunuidenes (Taag3m, 2558) dowud

85
https://s005.tci-thaijo.org/index.php/RMUTI_SS/



219613 UN9.0611 AVVNUBBATATUAHIANAINAT U1 11, atuil 2, (NINGIA - SUAN 2567)
RMUTI JOURNAL Humanities and Social Sciences Vol. 11, No. 2, (July - December 2024)

Alasssdinnudndlassnlussivan Tnsawdssdunasuusimsuimsligauuazanuasle
ndualiuimslnd uandliviuiglaemsinnundalumsvendaidessudouinsessanisiu
Foiulumuuwannees (Hutchinson, J. et al., 2009) WUIAMNMIUINIRIHAADAAILR AN RIS
samsngAnssumaniomasmslivimsliud anuaslenduaindeduazmsventinaetin

5. wWisuiisumuuanawszniviadednyanaiuanuasindnAvesd lasansunlneald
vimsvossemstuauyum nawamsAnmiadedmyananuignioy ssAumsAnm endnua:
swlfindsdoiReuunnmoiuiiszAuanuasininfveilasmsuilneilivimssesmensDusunuem
wanAeAY lasaneny srAumsAne oinuazneldeisnoeuiidiuisidesiumanndula
Tumsndumnlduimsvessemsiusunualaeingingsy laud msvendariieuuazaulunsoun)
swmiiiruaRnianunslandumlivinmssesmemsiuiunumlnstuegiunssusuazanumania
seolaaansliusmsresmemstiuAumusm dosonnsesiunuideses (May, T. and Zins, A. H., 2011)
AnwMssuInuMnTIiuInIsuazANuione lalnasInvesgnAMEINaLIgNANAANITUFMULAAT
2aImsu3ms  wuhmslnnsimssuiignmlasunnmauimsiinanennuiionela  ANwasnind
uazmsventhadathazasgnd dodulumumssviuas:aumsaimlésuasmesilivims sonnges
AULUIANDBY (Zeithaml, V. A., 1988) N&81771 AMAIWAITUINMITUATINUANAIITZAINNNMTTUTDDY
H5uUSMsiifinemsu3meiy 9 uazAnumAnisiidemsuinis mndenlasuaamsusnisuiu
w3emnanimands deminliglasanainanuiionelafumsuinanu

6. AMMWMIUIMsUAzNMANEaINeMsTudsnaranuassnAnATosR Iaemsnlduiams
wessEMITUAUIM MaMIANINUT AnmwmIsUImIsonataruasininATasglasssTlng
flivsmsvessemsiurumuimamaunss:nnendalisalalsm 2019 Woinisanamzamam
msuimsmuanudeilindaiisnsnarennuassninAvesilasamsznilneilivsmssesmensiu
Funusdinniign denAfosiuIAdunas (@mImi, 2561) AnmieduEsmmasnionmnmmManIms
anuiionelauszanuaininAzesdlasmssassematusunusiludszmdlnenuh mssuiamam
MIUINMIVIHANTNUNIILINABANINNINDLIUAzANINNIND LI IHAN TNUNIIVINABAIINIITNANA
seolnemsTlnedilivinmseesmemsiuiunum mneanuhimssuiammmmsuimsivgedu
anuiionelauazanuasinAnAtuu iz ifugedusme Jomsiigniianudniu fruaRLazgAnTy
fanuaslagesnAnatnudedndne Amumuaensudstulunainilagiu (Drennan, J. et al., 2015)
Aoiuamnnsuinsssnmesniuiededidgiesiliaenisiususasdanuassnini
IR lABE13 1A sumssaidunnula3eumemsugssumemsaainlasnmie (Chen, Y. et al,, 2011)
uazARAMIATINUT  mwansalvesmemtuiininadennuasinAnAteodlnessnliuimszes
femMsDuAunUmMuRRIMIUNIsATesdelisalalsu 2019 denwansainsdumantelaiiede
ffnammwiuethnnaiedonaliinmatedls (Kotler, P. and Keller, K. L., 2016) Sauhsmwantsa
gasmemstudadumss:anasludonn  dadufeidelininliglaemsinuianifuazuosluimu
wifremsusMsalasy deliAnanuimelaldanmoniouazsenadoaiu (Park, J. et al, 2006)
ANIAMMNDBINIUINS ANNTITNE9B0IKlASE TURMNANHAIENEM DY WUNAMMNDBINIUINS
anufisnelavesilasmsuaznmansaisemsiufinamenssneanunsladonginssuseclasas

TRILITGITE

TolaLaUULINHAMIANIASIT

1. ammsAnmszAvamammsuinisnuiiarsdiamsiaulufmuamaimnisoing
TinseungunAmu ossnavnlinnuassninfredlnesstilneilivimssosmemstudunus
WiNgoDu

86
ISSN 3027-6837 (Online)



AMMWMIUSMsUazMNansaissmsiuidwatanassnanAvesilauasgnenlivsnmssesmemstuiuummassnumssinsunIszuIAzasladn -19
Service Quality and Brand Image Affecting Thai Passenger Loyalty Towards Low-Cost Airlines After the Corona Virus Disease-19

2. ammsAnmszAuANNISnAnATaslnsa st lduInseesamensdusunuamu i
mstimaissuaamuiruaRlumsifenlivimssesmemsiusunum - uenanilmsimawannayns
msafumwansaimemstuduaninliglressfinanufoneladunnduuandoanglneas
Ananuiionelawd denazdonarennuassninAveodlaeasnaziugnAiluszezanivesmensiu
FUnUAIA B

Tawauauuzsmsumsanmasaely

1. msiiumsfnsdndsau 9 AiAnuietesiuAnuasinin Wosnnmudsilaims
Anmeadluirnunseuagulamnniissne a1y wigls anueeulmaesm wazdademsvense
sasgnimdoidudnnaudnsisianuiauls Tnoamzegudodonionedoaueeulailiim
funumiuegwannaeduilnaludspuiagiu

2. uddeluewmanmsfnsilieuiisulsadumsidesnioglasassensoununum
uazilasaspesemstuilivimadugluuy  delimnuimssuiauammmauimsuaznmansal
semstudonansnurelnsmssassematuAuumiusemsduiliusmamsuuanmoiungels

References

NI 2190, (2558). TadeiiuamaiiinaranNNANATEIENAMINMIDUALYUM & MeIMAEL
wmmAnewdios. Nsmsamivinmaiesiulszava. T 6 atiud 4 wih 109-116

Il maIwsmnal. (2561). J998LBoa1nAIINIMITVIAVMNANTUITNT ANUNInalaua:
ANuassnAnAzes flaesssemsiudunuem Tutsandlne. Nsmsimmsmsvesiielne
wINNA. T 14 2007 2 wih 124-154

AT 97360, (2561). BNBWRTBIMWANBIIE:AMNWMI UM sTas@snslulneuesods Aewghnssu
MalduImavesdlaeds. MIE15IIMsUMINIsdaisueIls atuuyremEnsILas
donurnans. T 8 aiiufl 3 wih 87-98

yaila ASEERALIINT. (2553). Suiien B meITENoWENaFNEA3. AURASIN 5. NN : ARENETIAAENS
JIRINTNINE A

filans aousou uazdiizd loeums. (2566). Jadufidiudszaumemananuimsfiinanemsinaula
wenldusmsmematusunuen luadomingassil tuanumsmnlain-19. Nsansinms
uaz3ds uinendemansiueanideiie. U7 13 aiuf 2 wih 3045

YR BB UAzEIAE Tandy. (2564). AmanwaiosAnsuazaNalindlafidonaiennuasindna
nsdifnsFliusmsmemstusumuiludszmalne. nashs wnsdmu atunysemansua:
dopuenans. U7 8 atiufi 1 wih 34-50

ARA NANITIAL UAZIANT aNdD. (2559). MIRAUWIAMMNATUIMIEmMSuEIBNsTufunUe1,
NsnTInmsuminededaiisueds avvinemansuannalulad. U9 10 avud 3
i 147-163

AT YIS, (2557). ANUEUNUE T NSUEEUENINANSIUANTBIUAURANsALTNoUlY
auAnzavuIEnaanziioulunmanannsnauisdsandlne. msAuaIdas:USpanwd
MDA unIneiaudedlng

AR TNASIAIULN. (2559). BVBNATOIAMMNLIMILAMITUIANMABANNNTNBlaLaANNANA
vovgnAInemensiumelulsawdlve.  nMsAuAIBEI S ILINIIININMU TR
APIVINITIND AACUUNMINGINY UININIRBATINN

87
https://s005.tci-thaijo.org/index.php/RMUTI_SS/



219613 UN9.0611 AVVNUBBATATUAHIANAINAT U1 11, atuil 2, (NINGIA - SUAN 2567)
RMUTI JOURNAL Humanities and Social Sciences Vol. 11, No. 2, (July - December 2024)

anmemsmuisszmealne. (2559). ganasemsusumum suspiluihuihlve. Wisde Q5 wweu
2567). tindiolaann (https://www.thaichamber.org/scripts/detail.asp?nNEWSID=11696)

drinnumstiunaiseuuisdszmealng. (2561). seuganzaasInnssumstueslssindlneg.
AFNNNMIUAT: NBILAIBgNIN DU AipdaaIngnanssumsbu

dninnumstunadeuwissandlne. (2563). Yszma awn. 1309 wwufialumslivimsylaess
smsudumemstuszrivdssmalussrhosammsal massnazeslsaindelsalalsun 2019
(COVID-19). ihauie (25 wmou 2567). hasléian (https:/www.caat.or.th/th/archives/52172)

831 83300, (2555). semsiu Low Cost of Thailand. 1Whfiowle (25 wwew 2567). iasliam
(http://blogger-airlowcost.blogspot.com/2012/06/air-asia-everyone-can-fly. html)

Fuiisr dunsy. (2557). mrmmanisuazmssuiasorenmmmmsuImsmemsdusunuanieiv
meludszna. MsInusUIIVIMITTINIWMTTIA §191M39ANT ANTNANINGIRY
UAINRUFATUATUNTI LI

Biswakarma, G. and Gnawali, A. (2021). Service Quality of Domestic Airlines in the Face of COVID-19
in Nepal. International Journal of Scientific Research and Management. Vol. 9 No. 2
pp. 2061-2171. DOI: 10.18535/ijsrm/v9i2.em04

Chen, Y., Tseng, M., and Lin, R. (2011). Evaluation of Customers’ Perceptions on In-Flight Service
Quality. African Journal of Business Management. Vol. 5 No. 7 pp. 2854-2864

Drennan, J., Bianchi, C., Cacho-Elizondo, S., Louriero, S., Guibert, N., and Proud, W. (2015). Examining
the Role of Wine Brand Love on Brand Loyalty: A Multi-Country Comparison. International
Journal of Hospitality Management. Vol. 49 pp. 47-55. DOI: 10.1016/5.ijhm.2015.04.012

Firend, A. R. and Masoumeh, F. A. (2014). Impact of Service Quality, Trust and Perceived Value on
Customer Loyalty in Malaysia Services Industries. Procedia - Social and Behavioral Sciences.
Vol. 164 pp. 298-304. DOI: 10.1016/j.sbspro.2014.11.080

Gronroos, C. (1984). A Service Quality Model and Its Marketing Implications. European Journal of
Marketing. Vol. 18 pp. 36-44

Hutchinson, J., Lai, F., and Wang, Y. (2009). Understanding the Relationships of Quality Value, Equity,
Satisfaction and Behavioral Intentions Among Golf Travelers. Tourism Management. Vol. 30
Issue 2 pp. 298-308. DOI: 10.1016/j.tourman.2008.07.010

Jacoby, J. and Chestnut, R.W. (1978). Brand Loyalty Measurement and Management. New York:
John Wiley and Sons

Kotler, P. and Armstrong, G. (1997). Principle of Marketing. 8" ed. New Jersey: Prentice-Hall, Inc

Kotler, P. (1997). Marketing Management: Analysis, Planning, Implementation, and Control. 9" ed.
Prentice Hall: Upper Saddle River

Kotler, P. and Keller, K. L. (2016). Marketing Management. Boston: Pearson

Krejcie, R. and Morgan, D. (1970). Determining Sample Sizes for Research Activities. Educational
and Psychological Measurement. Vol. 30, pp. 607-610

Lovelock, C. H. and Wirtz, J. (2010). Services Marketing: People, Technology, Strategy. 7" ed.
New Jersey: Prentice-Hall, Inc

May, T. and Zins, A. H. (2012). Extensions on the Conceptualization of Customer Perceived Value:
Insights from the Airline Industry. International Journal of Culture, Tourism and Hospitality
Research. Vol. 6 No. 4 pp. 356-376. DOI: 10.1108/17506181211265086

88
ISSN 3027-6837 (Online)



AMMWMIUSMsUazMNansaissmsiuidwatanassnanAvesilauasgnenlivsnmssesmemstuiuummassnumssinsunIszuIAzasladn -19
Service Quality and Brand Image Affecting Thai Passenger Loyalty Towards Low-Cost Airlines After the Corona Virus Disease-19

O'Connell, J. F. and Williams, G. (2005). Passengers' Perceptions of LowCost Airlines and Full-Service
Carriers: A Case Study Involving Ryanair, Aer Lingus, Air Asia and Malaysia Airlines. Journal
of Air Transport Management. Vol. 11 Issue 4 pp. 259-272. DOI: 10.1016/j jairtraman.2005.01.007

Parasuraman, A., Zeithaml, V., and Berry, L. (1988). SER-VQUAL: A Multiple-Item Scale for Measuring
Consumer Perceptions of Service Quality. Journal of Retailing. Vol. 64 pp. 12-40

Park, J., Robertson, R. and Wu, C. (2006). Modelling the Impact of Airline Service Quality and Marketing
Variables on Passengers’ Future Behavioral Intentions. Transportation Planning and Technology.
Vol. 29 Issue 5 pp. 359-381. DOI: 10.1080/03081060600917686

Susanto, A., Lapian, J., and Tumbuan, A. (2016). The Influence of Cultural, Social, Personal and
Psychological on Consumer Purchase Decision Study on Tonasa Cement Product in Manado
City. Journal Berkala Ilmiah Efisiensi. Vol. 16 No. 1 pp. 198-206

Susilo, A., Abadi, M. K. R., Sahroni, A., and Afif, M. (2022). The Influence of Service Quality Towards
Customer Satisfaction on Garuda Airline of Yogyakarta International Airport on Pandemic
Covid-19. AL Tijarah. Vol. 8 No. 1 pp. 1-14

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A Means-end Model and
Synthesis of Evidence. Journal of Marketing. Vol. 52 Issue 3 pp. 2-22. DOI: 10.1177/
002224298805200302

Zeithaml, V. A., Parasuraman, A., and Berry, L.L. (1996). The Behavioral Consequences of Service
Quality. Journal of Marketing. Vol. 60 Issue 2 pp. 31-46. DOI: 10.1177/002224299606000203

89
https://s005.tci-thaijo.org/index.php/RMUTI_SS/



