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Abstract

This research aimed to examine the influence of the marketing mix factors (7Ps),
including product, price, place, promotion, people, process, and physical evidence, on
airline service usage decisions among Generation Z consumers. This study employed a
quantitative research approach, using a questionnaire as the primary data collection tool.
A total of 400 respondents, who were Generation Z consumers with prior experience
using airline services, were selected as the sample group. Data were analyzed using
descriptive statistics, including percentage, mean, and standard deviation, as well as
multiple regression analysis.

The results revealed that overall marketing strategies significantly influenced the
decision to use airline services among Generation Z consumers at a statistically
significant level. Among the factors, process, people, and price had the highest level of
influence. The findings indicate that Generation Z consumers place great importance on
service quality, accessibility, and price value when choosing airline services.

These results can be used as a guideline for airlines in planning and developing
marketing strategies that align with the behaviors and needs of Generation Z consumers,

ultimately enhancing competitiveness in the aviation industry.
Keywords: Marketing Mix, Decision to Use Airline Services, Generation Z
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N1an (Mean = 4.420) 593a3u1f0 N1sidanldusnisgiledilonia (Mean = 4.410) Lagn1s

v a

andulaienlduinisainaiuianelalagsin (Mean = 4.390) Feyndeagluszduuiniian

azviouliiudwnlivemginssunislduinmguazanuduladeaienisdu

1 Y a o

drudendAnadeingane wuilduniswusihaien1siulvigou (Mean = 4.350) uslae

[y

o A A o v v oA ' o I o d' W ! U A a
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anduladenldusnisanenistuluseaugmnanu Feagvieuisarunieulunislduinisg aiu

fanala warnisuansoludauln

[

MOUIZEIA U871 3 WARIHANITIATIZVINITANNBULTNNYAMYBINALNENINTAAATIAINARDNTS

Y

anduladenldusnisanenisiuvenguiauosty @

Y

A B S.E. PBeta) t P

A 0.658  0.129 5101 <0.001
FUN133U331A7 0336 0.037 0.35 9.081  <0.001
AUAMIATHATTUIANT 0.298 0.040 0.31 7.450  <0.001
FUNTAR AN TN NN IANARTLTBIN AT 0.214 0.044 0.22 4.864  <0.001
Fuuszaunsalflneans 0.176 0.048 0.18 3.667 <0.001

R =0.857 R*=0.734 Adjusted R” = 0.731 S.E. = 0365 F = 272.914 p < 0.001

[y ' Y =

MnuwIAedusTaNn1nIsaaIn (7ps) fiveladanguduusivivie 4 Gandn loun
F1UTIAN AIUAMAIMNITUIANT AIUN1TABAITNINTRANHIUTDINI9ATH A LaziIy
Uszaunsalilasans welfidusuusdassluminneinisanassiBsmmaal

INNANITILATIFVINITANBELTINY AL wuinagnnanisnaaiiidninasonis
Anduladenldusnisaten1siuvesnay Generation Z 973U 400 AW WUINLAMUMUIZAUNI
adf (F = 272,914, p < 0.001) wazdauUsdaszei 4 fu leun AUNITTUIIINT ATUAMNINNTT
U3 MunseansmsnsnansnuYessiaTa wariuUszaunsaiglagans amnsasiiu
oSunsAuLUsUTIUvRInnsinduladenlduinisldfenas 73.4 (R2 = 0.734) Fefioinegly

szauge wandliiuinesdusenauldinagnssenaniunumddgsenginssunissndulaves

aaa

nausieg e elitedAyeanAfszay 0.05

Sofimnsaneduussanianneninnsgiu (Standardized Beta Coefficients) wWui fu
Ms3uismilavEnainndian (Beta = 0.35) 9sasnAoruAMAINAITUINNT (Beta = 0.31) Fu
M1580@ITNINITRANRHILUTEMNSATVA (Beta = 0.22) wazdulszaunisalilaeans (Beta =
0.18) MUEIRU HaNFITeRINaMEsiauliliiuI1 ngu Generation Z liauddgyiuauduen
nazasnzanvessAdudiuLsn mugiunmssuiannmnsuins luvaeiitadodunis
doanshdvianazysraunisalilaansimihiiaduayulasiaduainanissuiidsuindeuusudans

a =) Y a
ﬂWiUu%i@Eﬂ%Uﬁﬂ’ﬁ
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A3UNAN3IRY

a 1 v a

MnRan1TIdenud1 Jadesudiulszauniiniseainiidninadenisdndulaienldy
Uinsaten1sturesglagans lnegusiaalinnudfyiuladeniundndusitaga1usiaiun
ign s99a%nAaAUYININ1sInT I suarN1sdLEIUNITRaIn tngnmsiugusinailuualiy

lunmsdnaulalduinisanenistuegluseduiin

anUsewna

HANSANYIATIINUI Nagninensaaniidvsnadenisandulaudenldusnisaienis

o w =

Tuvewulnanguiatualsdu @ egrelitudAy Feaenadesiuwifanginssuguslaafieduiy

Ifusiargalnifivunldulunisiunideya wWisuiflsunisdeon uwazdndulasgradussuy

Y o

(Schiffman & Kanuk, 2010) lagwaniznguiaiueisdu @ Mmavlaunseumaluladfndva vl
anunsadinfisdayarrureamvesulatliegssinsuaznainate dwalinagnsnianisnaind

WuauaraIn 530857 waglusdla SunumdAgdenisiuduavnisdndule el nan1sdnw

1Y

snandaenndesiuanuifevessuns aratan (2563) inuiduilaaaiuelstu ¥ e

[y

dRyiuteyaseulatasmsUiouiisumadenneunsanaulalduinig

a | o

Tuduresladenifdvdnags nudn nmssuinauaraunimnisuinisiludededdyse

nsamnaulaaentdusnisanensiu azﬁauiﬁﬁudwﬁu‘%‘lmﬂlﬂé’ﬁﬁmmi’]mLﬁmasmlﬁsn L6l

v

AN dIAYAUAMUANAITENINTIAAUANNINUINITNATY TeaenadenubuIfnnIssus

Y

1 [ [

AT (Perceived Value) Niszyindutadendnlunisdnduladevesguilan (Kotler & Keller,

9

2016) wdsaenndesivuidevesiuivun Jauna (2564) Mnuirladesmusauwaznanin

usnsiidnsnanen1sdnauladenldusnisarenistusgniitedfy wenanidigenndesiu

| Ay a

n3fnwIves Chen and Tseng (2010) TlNIIAMATEUSIAASUSINKUSUAAI BN TUTTNG

Y

semnuRslaldusnisiarauinfveIgna

wona1ntl nan1sIvedandiiiiuin Jadediunszurunisliuinisuazyaainsd
unumdAglunsasialssaunsalnalvinudlagans FeaennaediuanuaieyadgInauINISILTY

Y & o

Uszaumsalvesgnindudifny Tneduluaauunda SERVQUAL flsduneinanimnisuinisiin
31NN155UVeIgNAMaNTEUIUNTIUS N SHagn sU AT uSAunTnau (Parasuraman et al,,
1988) Bnvisdsaenadasiusmuidevns Ostrowski et al. (1993) finudiamninnisudnisiing
lnenssdenduianelanazadudnavesgnatlugsianistu siudain1sfny1ves Han et al.

(2011) AisgyUszaunsainsusnisiianusaanuuiliunisideululduinisveseudsla
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o w
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<

= v a

n13na1ngARdvanitunisiinfsuilaaiudesaulall (Kotler et al, 2017) Fununzauiu

Y

aa o [

nAnssuvesnguaesdy @ AinslddeAivaliundn venanidsaenndestunuifeves
Nguyen and Leblanc (2001) finuiia ndnsaiesinsuazn1sdearsnianisnainiinanenis
AndaulawazaUinAvegNeAT

Tnwagy wansAnuildusuinmsdadulalduinisaenisturesnguaeistu @ 1A
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e
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Generation Y 1138 Generation Alpha iialU3suifisungfnssuuaziadedfiidninadeonis
Andulalduing

6. MTITIENMTITUITIAMAIN (Qualitative Research) LU ASdUA18AITIEN (In-
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Y 1
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LONE1T81984

suNT A3atan. (2563). noAnssuguslnaaiueisiu @ denisidenlduinisgshenstu. 1515
msvanIsatelal, 18(1), 77-92.

finsiwun Smuna. (2564). Yadvdrudszaumsnisaanndidia sonisinduladonlduinisas
mytuvesilaganslulsewalne. 21557505 599NUaaIRUAITNS, 15(2), 45-60.

nqwwun adla3n. (2557). Yadeidnananisdnduladonldusnisaronisdusduyusives
glagarslutszmalne. (neninusuSyyrumdaudin). 1winedenganm.

nsENsIMIienieIazin. (2566). TIevIuaddTneuieIUsz T 2566. Auduiile 20
1AL 2569, 91N https://www.mots.go.th.

AUNNUANIRRIUINSLATYTAINALTIAUNUNIVIR. (2565). UNUWLUATYTHIUALAINUKIIYIA
AUyl 13 (W.A. 2566-2570). Auduiile 20 furAy 2569, 910 hitps://www.nesdc.
go.th.

Armstrong, G., & Kotler, P. (2018). Marketing: An introduction. (13th ed.). Pearson.

Chen, C. F., & Tseng, W. S. (2010). Exploring customer-based airline brand equity: Evidence
from Taiwan. Transportation Journal, 49(1), 24-34.

Creswell, J. W. (2014). Research design: Qualitative, quantitative, and mixed methods
approaches. (4th ed.). Sage.

Han, H., Kim, W., & Hyun, S. S. (2011). Switching intention model development. International
Journal of Hospitality Management, 30(3), 619-629.

-974 -



N15UTEYUIVINTIZAUBIRUATUIUIYIA LUYARATIYINTG ATN 16 UANINYIFBUDTVINTUNN

“YIanssuuazn1sseusedinugele” TuAns? 27 fiunau 2569

Keller, K. L. (2013). Strategic brand management. (4th ed.). Pearson Education.

Kotler, P., & Keller, K. L. (2016). Marketing management. (15th ed.). Pearson Education.

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0: Moving from traditional to
digital. Wiley.

Likert, R. (1932). A technique for the measurement of attitudes. Archives of Psychology,
140, 1-55.

Malhotra, N. K. (2010). Marketing research: An applied orientation. (6th ed.). Pearson.

Nguyen, N., & Leblanc, G. (2001). Corporate image and corporate reputation in customers’
retention decisions. Journal of Retailing and Consumer Services, 8(4), 227-236.

Ostrowski, P. L., O’Brien, T. V., & Gordon, G. L. (1993). Service quality and customer loyalty
in the commercial airline industry. Journal of Travel Research, 32(2), 16-24.

Parasuraman, A., Zeithaml, V. A,, & Berry, L. L. (1988). SERVQUAL: A multiple-item scale
for measuring consumer perceptions of service quality. Journal of Retailing,
64(1), 12-40.

Pew Research Center. (2019). Defining generations: Where Millennials end and Generation
Z begins. duduile 20 fuau 2569, 910 https://www.pewresearch.org.

Schiffman, L. G., & Kanuk, L. L. (2010). Consumer behavior. (10th ed.). Pearson Education.

Yamane, T. (1973). Statistics: An introductory analysis. (3rd ed.). Harper and Row.

-975-



