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ABSTRACT

The research aims to study the factors of marketing communication affecting the
perception of service quality of low cost airlines. This quantitative research was a survey research
from Thai people who had used the service of low cost airlines of nonprobability sample of 580

samples. The tool was a questionnaire which collected the data for analyzed by descriptive,
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inferential statistics and Structural Equation Model (SEM). The results found that most of them
were female, aged 31-40 years old, married /living together, bachelor degree, civil servants/state

enterprise employees and average monthly income 30,001-40,000 baht. Sampling groups were

relating to the marketing communication at the most level ( x =3.44) perception ( x=355).
The findings was found that the marketing communication factors indirectly affect to the service
quality of low cost airlines via perception through (Route coefficient = 0.657% IE = 0.657%)
and statistically significantly P<0.05. According to the suggestion that Thai Air Asia should provide
promotions by adding more flights and at the same time should be reduced the price to make
the passengers extremely satisfied. Lion Air, the price was reduced more lower and the
passengers can choose seats without having to wait for the promotions period and there should
be more flight routes to allow the passengers to make more travel choices to decide for
convenience to travel as needed. And Nok Air, there was an excellent services with a friendliness
that the passengers were impressed in a concrete service that meeting to need satisfaction for

the passengers in order to return using the services again.
Keywords : Marketing Communication, Perception, Service Quality, Low Cost Airline.
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