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ABSTRACT

At present, the low cost airline business is a factor that is important and necessary to support communication
both within Thailand and between countries. Because it is formed in line with the needs of the population and
tourism business, therefore it results in the competition of several low cost airlines. Thai AirAsia is a leader in the
business and has the largest market share of low cost airlines in Thailand. This article intends to present various
management innovations of Thai AirAsia that affect the management of operating costs efficiently through the collection
of data from both interviewing with academicians, administrators of Thai AirAsia and organizations, and reviewing
academic theories on management innovations which include integrated holding group innovation, brand management

innovation, earning-income innovation, and technological innovation, as well as efficient innovation of Thai AirAsia.

Keywords : Management Innovation ; Innovative Management ; Low Cost Airlines
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