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Abstract

This study aims to investigate the factors influencing the selection of low-cost airlines
for domestic services among Generation Y passengers. A quantitative research methodology
was employed, collecting data from 400 Thai Generation Y passengers who travel with low-
cost airlines using a structured questionnaire. A purposive sampling technique was applied.
The statistical methods used for data analysis included frequency distribution, percentage,
mean, and standard deviation and Multiple Regression. The research findings indicate that the
majority of respondents were female, held a bachelor's degree, and were employed in private
companies. Regarding the factors affecting the selection of low-cost airlines for domestic
services among Generation Y passengers, it was found that all seven dimensions of the
marketing mix significantly influenced their decision-making. Among these factors, promotion
had the greatest impact, followed by product, people, place (distribution channels), and
physical evidence, which had a moderate influence. The factor with the least impact was
process, ranking the lowest in terms of influence on passengers’ decisions. The study on the
factors influencing the selection of low-cost airlines for domestic travel among Generation Y
passengers revealed that promotion exerted the greatest influence, followed by product and
price. In contrast, people, distribution channels, and physical evidence demonstrated a
moderate level of influence, while process was found to be the least influential factor. These
findings indicate that Generation Y passengers place greater importance on persuasive

marketing strategies, service quality, and price value than on the operational processes of airlines.
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R =.877,R2 = .769, F = 395.514, P** < 0.01
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