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Abstract

This quantitative research article aimed to 1) Examine the levels of the service marketing
mix and in-flight meal purchasing behavior among Thai passengers using low-cost carriers; 2) Compare
in-flight meal purchasing behavior across different demographic backgrounds of Thai passengers;
and 3) Investigate the influence of the service marketing mix on in-flight meal purchasing decisions
among Thai passengers. A convenience sampling technique was employed to collect data from
Thai passengers with prior experience of traveling on low-cost carriers. A total of 629 valid questionnaires
were obtained for analysis. Descriptive statistics, including frequency distribution, percentage, mean,
and standard deviation, were used to describe the data, while inferential statistics comprised one-way
analysis of variance (ANOVA) and multiple linear regression analysis. The findings revealed that
1) Thai passengers perceived the overall service marketing mix of in-flight meal services on low-cost
carriers at a relatively high level, and their in-flight meal purchasing behavior was also at a relatively
high level; 2) Thai passengers with different ages, average monthly incomes, and experiences with
different low-cost carriers demonstrated significantly different in-flisht meal purchasing behaviors
at the 0.05 level; and 3) The service marketing mix exerted a statistically significant influence on
in-flight meal purchasing decisions among Thai passengers at the 0.01 level (R = 0.87, R? = 0.75).
Specifically, place, people, physical evidence, and productivity were identified as key determinants
influencing passengers’ decisions to purchase in-flight meal. The results provide valuable strategic
implications for low-cost carriers in developing and improving in-flight meal services that align
with the behavioral patterns and expectations of Thai passengers who are working-ages or have
high monthly incomes. Such strategic service design can contribute to increasing ancillary revenue
while enhancing passengers’ overall air travel experience in a sustainable manner.
Keywords: Meal Purchasing Decision, Low-Cost Carriers, Service Marketing Mix, Passenger Behavior,

Thai Passengers
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MTdsLEIuNIIRan (X,) -0.02 0.03 -0.03 -0.07 0.51 0.29 3.45
YAaNs (Xs) 020 004 023  539% 000 0.23 4.42
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*0 < 0.01
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R =0.87, R? = 0.75, Adj.R? = 0.75, SE.,; = £0.38, F = 231.79, p = 0.00, Durbin-Watson = 2.11
*0 < 0.01
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