122 i 15 avidi 2 Swmy - wneeu 2569 Yol. 15 No. 2 March - April 2026 i%_pj

Uadgdruuszaunianisnatandenananisanaulataunsinaans

HunaUnaindussulauvesdlasasnguatuasdu &
MARKETING MIX FACTORS AFFECTING THE DECISION TO BUY TICKETS
VIA ONLINE APPLICATIONS OF GENERATION Z PASSENGERS

WUMWUS Aiawuin, alngned Junvlava

Nantapun Wiseadkaew, Nattapong Jantachalobon

AMTUIMITINT W Inendumalulagsvasnanaunn

Faculty of Business Administration, Rajamangala University of Technology Krungthep
Corresponding Author E-mail: nuntapun.w@mail.rmutk.ac.th

¥

UNANED

unmidediifaguszasdiiie 1. Anwrdfaduduusraunenisnann uay
ﬂﬂié’f@ﬁu%%}aﬁ'@ﬂmsJaﬁm'mLLa‘UW’SLﬂeﬁ’uaauiaﬁmm@maaﬁﬂdmmuawﬁfﬁ’u %
uay 2. Anwitfadsdiutszaunanisnaindidsmaronisdaduled evmslagatskin
weunAindusaulatvoslnsasnguaiuaisiu 3 lnsemiddeluadsdli3idieiun
nquieg1e A flasansnguaiuesiu @ 14i8dusedneiiliofendnanuninasdy
Usslannmsidenmiogsmuanuazain \iudeyaanuuuasunuesuladindedany
ooulaviifinguiaweisdy & 1udurusnegluunaniesy $1uau 400 au 19ada
Fawssaun Tfun dmnud fevas Aade dudenvuinnsgiu uazadideyuiu
oA Msdeseaunsanneenvan lun1siwmaedeys

HAN1SITENUI 1. NINTINVIRNAAWIUTEIdadedulsTaunIinIsnain
oglusziunn Tneduilunniign Ae dunszuiums uazdudswaindeumnanionim
AmTmweszduaNAnfiurasntsiadulad ot aslagansiukeundiatusoulad
vesi{pouLuUasUny aglusziuun lasduiiinniign Ae nsaseniindsigmimie
AUFDINT WAy 2. nansnedevaLuAgIunuI1 Jadudwlsraunisnsnaiaiidna
m'ams&fmﬁu%??aﬂ’mﬂmmashuLL@UW%mﬁﬁ’uaauiaﬁsuawﬁﬂamiﬂfjmLﬁ]LuaLiéﬁ’u g
fiviovun 2 Tadu A Jadudunszuiuns waedadududunedeunisnenindsa
L%qmﬂm'aﬂﬂi@fﬂﬁu%%aaﬂwaﬁﬁ’aﬁﬁmmaaﬁﬁﬁ 01 drnudadearudszaunianisnaia

"Received November 14, 2025; Revised December 8, 2025; Accepted December 17, 2025



@%777@’77 2wy dvpusraTRwIIRYd Journal of MICU Social Science Reviey — [23

AUNNSELETUNTHANAINALTIaUmABNSAnaulateaUnstneasiuwa Ut uaaulay
VeI LAgANINGNLAUBLSTY & agelitadAgyneadan .05

o L

ArdfAgy: Taduaiulszaunianisnain; n1ssnaula®s; liuslsdu 3

Abstract

Objectives of this research article were: 1. To examine the marketing mix
factors and the purchasing decisions of Generation Z passengers when buying
tickets through online applications, and 2. To investigate which marketing mix
factors influence their purchasing decisions through such applications. A
quantitative research method was employed. The samples consisted of 400
Generation Z passengers selected using a non-probability sampling method,
specifically convenience sampling. Data were collected through an online
questionnaire distributed via social media platforms with a high concentration of
Generation Z users. Descriptive statistics, including frequency, percentage, mean,
and standard deviation, were used, along with inferential statistics, specifically
multiple regression analysis.

The findings revealed that: 1. Overall, respondents’ opinions toward the
marketing mix factors were at a high level, with the highest scores in the process
and physical environment dimensions. The overall level of purchasing decision-
making via online applications was also high, with the highest rating in the
dimension of problem or need recognition; and 2. Hypothesis testing indicated
that two marketing mix factors significantly influenced the purchasing decisions of
Generation Z passengers: the process factor and the physical environment factor,
both of which had a statistically significant positive effect at the 0.01 level.
Conversely, the promotion factor had a statistically significant negative effect on
purchasing decisions at the 0.05 level.

Keywords: Marketing Mix; Decision to Buy; Generation Z
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