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The factors effect toward the Air Ticket purchasing platform
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Abstract

Title : The factors effect toward the Air Ticket purchasing platform
Researchers : Mr.Theppaluk Komolvanij, Mr.Kangwarn Phothong
Year of Research : 2018

The purpose of this research are (1) to study the concerned factors toward airline
platform selection (2) to study the trends of the ticket distribution platform. This research was a
quantitative research. A total of 400 questionaires were accidentally distributed to all samples
in 4 corners major district of Bangkok, Thailand. The data analysis based on Statistics:

Percentage, Mean, and Standard Deviation.

Results

1. Overall experienced correspondents in Airline was higher than non-experienced
correspondents.

2. The factors that sequentially effected on choosing the Airlines were ticket cost,
routes and time, safety, fame of Airlines, distribution system and type of aircraft. The factors
that sequentially effected on choosing the Distribution channels are price compare application,

Airlines website, sales agent, and Airlines counter in airport.
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3. The tour agent factor, Airlines direct on-line factor and Application; these
channels were efficient on convenience to reach meanwhile the Airlines counter at airport was
efficient on Airlines reputation, safety on money transfer, and personal service.

4. The sales agent discreetly descend significantly but not disappear.

Recommendation
Since there would be more characteristics of customers, there should be a study of a
full range of populations regularly on distribution channels. Also, there should be a study of

marketing factors concerned.
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