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Abstract

This research aimed to study the factors affecting the needs of
Suvarnabhumi International Airport users. The researcher used a questionnaire to
collect sample data by having the sample answer the questionnaire directly or
answer the questionnaire via Google Form by random sampling 400 people who
have used Suvarnabhumi International Airport by accident. The research
instrument was a questionnaire. The data analysis used descriptive statistics,
including percentage, mean, and standard deviation, and tested the hypothesis
by multiple regression analysis at the statistical significance level of .05.

The research results found that the factors that affect the needs of
Suvarnabhumi International Airport users showed the mean and standard
deviation and the interpretation of the level of needs found that the overall
picture of the factors that affect the needs of Suvarnabhumi International Airport
users was at a high level, with an average of 3.72. When separated into each
aspect, it was found that the overall picture of the service aspect was at a high
level, with an average of 4.12, the overall picture of the product (airport) was at a
high level, with an average of 3.81, the overall picture of the flight rate was at a
high level, with an average of 3.44, and the overall picture of the environment
was at a high level, with an average of 3.41, respectively. The hypothesis testing
found that all 4 aspects of the factors that affect the use of services by users at
Suvarnabhumi International Airport, with the service aspect being second to the
product (airport), the flight rate aspect, and the environment aspect, respectively.
In addition, the coefficient of determination (R2 = 0.587) showed that the factors

that affect the service aspect were second to the product (airport), the flight rate
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aspect, and the environment aspect, accounting for 58.7 percent. The remaining
41.3 % were due to other variables.
Keywords: Causal factors; Marketing Innovation Model 5.0; Return to use the

service again; Gen Y; low cost airlines; innovative marketing
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