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ABSTRACT

There is the high competition of low cost airlines industry in Southeast Asia,
especially in Thzuland such as AH‘ASla Tiger Airways, Nok Air, etc. In more detali
the thesis focus on the low cost airlines service as innovation and the factor of
customer determining to adopt low cost airlines. The survey was conducted io collect
data from 400 passengers who travel with low cost airlines. It was found that there
were various factors affecting customers’ decision making to adopt the service of low
cost airlines. The finding found most of passengers who adopt low cost airlines service
are female, aging between 16-30 years old, with the bachelor degree. The media
affecting their adoption are television, newspaper, internet and travel magazine. Three
reasons to fly with low cost airlines are saving-money, getting new experience, and no
more alternative choice. This research found that the most important characteristics of
low cost airline as innovation lead the passengers to adopt low cost airlines are relative
advantage, compatibility and observability. The adopter characteristics are isolated/
conservative styles, bargain seeker, brand orientation, and less appearance

CONSCIOUSNESS.
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Consciousness), 2) TaUFABITIANNIRLTERUAY (Bargain seeker), 3) wRanTaduAlntn
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