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Abstract

The purposes of this study were 1) to study the personal data of Thai Airways
passengers in the Baby Boomer Generation 2) to study the importance of the 4 Ps
marketing mix, selected by Thai Airways passengers in the Baby Boomer Generation 3) to
study the decision-making process of Thai Airways passengers in the Baby Boomer
Generation. This research is a combination of qualitative and quantitative research, starting
with a Focus Group of 7 passengers to create a quantitative research questionnaire and a
set of 400 questionnaires was used for the study. The results revealed that 7 Thai Airways
passengers in the Baby Boomer Generation chose the marketing mix from 8 Ps, giving the
most importance to 4Ps affecting their use of airline services, namely: 1) Product 2)
Promotion 3) Process and 4) People. For the personal information of the Baby Boomer
Generation passengers, it was found that most of them were males, mostly between the
ages of 50-55, running their own business and earning 10,000 - 20,000 baht per month.
For the 4 Ps marketing mix opinion level, the Baby Boomer Generation passenger had the
highest opinions for People at 4.49 and for the decision-making to use the service, the
Baby Boomer Generation passengers had the highest opinions for the perception of
problems or necessities at 4.41. For further research recommendations should be to
increase the number of interviewees for higher confidence.
Keywords: 4 Factors Affecting Decision Making, Baby Boomers of Thai Airways, Passengers

Decision Making
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