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ABSTRACT

This study investigates the factors affecting Thai domestic air transportation
repurchase intention during the Covid-19 pandemic. An online survey was conducted
to examine the influence of push motivation, pull motivation, attitude, subjective norm,
and perceived behavioral control on repurchase intention among Thai domestic air
travelers. The sample included male and female tourists with varying education and
income levels. Data was analyzed using multiple regression analysis, independent
sample t-tests, and one-way ANOVA.

The results revealed that push motivation and perceive behavioural control
positively influenced repurchase intention. However, pull motivation, attitude and
subjective norm did not show a significant relationship with repurchase intention when
analyzed using multiple regression, the study found significant differences in subjective
norm across gender, and there is no significant different among the income level.

The research's significance transcends theoretical and practical realms. The
study contributes to the theoretical understanding of consumer behavior and travel
motivation, particularly during crises like the Covid-19 pandemic, by extending the
theoretical framework governing customer responses and emphasizing the role of

demographics. Additionally, the study offers practical insights for the aviation and



tourism sectors. Stakeholders can utilize these insights to tailor marketing strategies
and crisis management protocols that resonate with the unique preferences of travelers.
This nuanced understanding also empowers airlines to design targeted communication
strategies, addressing customer concerns and stimulating repurchase intention.
Policymakers can harness these findings to craft policies that facilitate sector

resurgence while ensuring passenger safety and satisfaction.
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CHAPTER 1
INTRODUCTION

The tourism industry had become one of the world's largest and fastest-
growing business sectors (Gynther & Deming, 1997; Sofronov, 2018). The growth of
the tourism industry led to new job creation, increased national income, and the
development of national infrastructure (Brida et al., 2008; Richardson, 2010; The
Travel & Tourism Competitiveness Report, 2013). Studies on the relationship between
the tourism industry and economic growth found that economic growth was driven by
tourism in some periods, while tourism growth was sometimes driven by the economy
(Antonakakis et al., 2015). However, Aratuo & Etienne (2019) argued that tourism
growth only had a long-run relationship with the country's GDP except for air
transportation and other transportation sectors. In Thailand, where the tourism business
contributed 14% of the GDP, transportation was an essential part of the supply chain,
playing a crucial role in supporting tourism (Chancharat, 2011). The size of the
transportation industry itself also generated a massive number of jobs, affecting
economic growth both directly and indirectly.

The coronavirus disease (Covid-19) pandemic led the global economy
into a crisis, with many businesses facing recession and uncertainty and losing public
confidence (Barua, 2020). The outbreak of Covid-19, which started in Wuhan, China,
rapidly spread worldwide and caused many deaths (Mhalla, 2020). As a result, many
countries implemented lockdown policies to prevent the spread of the disease (Engler
et al., 2020). Research showed that people became afraid of being infected and adopted
Covid-19 preventive behaviour (Pakpour & Griffiths, 2020), such as social distancing
(West et al., 2020).

By the time of the pandemic, Covid-19 affected every facet of human
life, from the social, health and economic system. The previous research found that of
those industries mentioned, the aviation industry was ranked as one of the most affected
businesses (Dey Tirtha et al., 2022). The aviation business was profoundly affected by
the Covid-19 pandemic, with decreasing demand in the tourism industry due to

pandemic-related fears (Bakar & Rosbi, 2020). Two-thirds of aircraft were grounded



worldwide, with only 10% operating flights (Garrow & Lurkin, 2021). Airline revenue
and financial status dramatically decreased. At the worst point in April 2020, global
operating profit losses reached 70% of revenue (International Air Transportation
Association, 2021b). Airlines implemented many new policies during the Covid-19
pandemic, such as aircraft disinfection by ultra violet light, middle-seat blocking, in-
flight social distancing and deep cleaning (Amankwah-Amoah, 2021). The research in
the US market showed that airlines decided to exit the market 8.4 times higher than
before the pandemic (Mumbower, 2022).

Research in tourism destination studies showed that understanding
customers' motivation helped attract and retain customers (Jang & Feng, 2007).
Simarmata (2017) stated that retaining current customers required much less cost than
attracting new ones. Airlines needed to comprehend the factors influencing customer
repurchase intention and implement this understanding into their marketing and
operational strategies (J. H. Kim & Lee, 2019), particularly after the significant loss of
revenue during the Covid-19 pandemic.

This study examined the factors influencing customers' repurchase
intention using the theory of planned behaviour (TPB) and travel motivation as base
theories. Although some research demonstrated the impact of the Covid-19 pandemic
on the economy, tourism, and aviation industry, the pandemic may have left a socio-
psychological impact that influenced customer behaviour (Wen et al., 2021). Therefore,
studies were still needed to support the revival of aviation during and after the

pandemic.

1.1 Problem Statement

While air transportation generates many passenger traffic and economic
growth, the Covid-19 pandemic has had a massive effect on worldwide air travel
demand. The aviation industry has been severely affected since the first stage
(Akbulaev & Aliyev, 2020). The global air transportation revenue fell by 62.9% in
April compared to the same month pre-crisis in 2019, the vastest in aviation history.
The trend seems to be better by 2% in May even though the Covid-19 cases are rising.

The passenger survey has shown that almost 60% of passengers plan to travel again



within two months, and the other 30% plan to travel after six months. (International Air

Transportation Association, 2021a).
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As referred to above, The unpredictable air travel demand pushes
airlines to adapt themselves to survive. Therefore, the marketing strategy should be
revised to be suited to the situation. Customers' travel intention is one of the critical
success factors. Many studies explored factors that influence customers' intentions

(Icek, 2019; Samuel S Kim et al., 2003; Kirkwood, 2009; Prayag & Ryan, 2011).



Motivation theory categorises motivation toward behaviour into two groups. First, push
motivation, which is the internal factor. Second pull motivation, which is the external
factor. Both push and pull motivation play a significant role in influencing a person
toward behavioural intention (Dann, 1981). Besides, the theory of planned behaviour
describes three significant factors that lead to behavioural intention: attitude, subjective
norm, and perceived behavioural control (Ajzen, 1991).

The validity of both motivation theory and TPB has been tested several
times (George, 2004; Hsu & Huang, 2012; Park et al., 2017; Yuzhanin & Fisher, 2016).
The theories themselves have been used in studies on the tourism industry and other
business research. TPB is widely used in aviation research on customers' intentions
(Buaphiban, 2015). However, the use of TPB during the Covid-19 pandemic is still
limited. Likewise, motivation is commonly used in travel destination research but rarely
used in aviation research, especially during the Covid-19 pandemic. Mason's model
also shows a link between TPB and the motivation factor (Gnoth, 1997). Therefore,
more research is needed to fill the gap between the previous studies. It is necessary to
check whether customers' motivation, attitude, subjective norms, and perceived
behavioural control toward Thai domestic air transportation repurchase intention are
still the same during the Covid-19 pandemic. Do they still influence customers'

repurchase intention on Thai domestic air transportation?

1.2 Purpose of the study

1. Examine the influence of travel motivation factors, attitude, subjective norm,
perceived behavioural control on Thai domestic air transportation repurchase
intention during the Covid-19 pandemic.

2. Identify fundamental service dimensions for the airline during Covid-19
pandemic.

3. Develop a suitable marketing strategy for the airline during Covid-19 pandemic.

4. Provide insights for crisis management in the tourism industry.

5. Study the influence of Push motivation, Pull motivation, Attitude, Subjective
Norm, and Perceived behavioural control toward Thai domestic air

transportation repurchase intention during the Covid-19 pandemic.



1.3 Research question
This research aims to fill the gap in the previous study on push and pull
travel motivation and the theory of planned behaviour. This study has two broad
questions.
1. What factors influence customers' repurchase intention to travel by air
transportation services during the Covid-19 pandemic?
2. How do Push motivation, Pull motivation, Attitude, Subjective Norm, and
Perceived behavioural control influence customers' repurchase intention to

travel by air transportation services during the Covid-19 pandemic?

1.4 Significant of the study

While service quality, price, and frequent-flyer programs were
compulsory to drive customers' satisfaction and behavioural intention (Shah et al.,
2020; Thaichon et al., 2016), travel motivation also had a significant relationship with
revisit intention (He & Luo, 2020). In addition, attitude, subjective norms, and
perceived behavioural control also influenced customers' repurchase intention (J. H.
Kim & Lee, 2019). However, the Covid-19 pandemic may have caused a change in
customers' behaviour and their repurchase intention to travel by air transportation
services. Therefore, this study contributed to both theoretical testing and practical
information.

In terms of theoretical contribution, it showed the influence of travel
motivation, attitude, subjective norms, and behavioural control on the intention to travel
by air transportation services. Moreover, the current motivations toward travel by air
transportation services during the Covid-19 pandemic were illustrated. Lastly, the
findings of this study could be used in comparative analysis with previous studies on
travel motivation and showed the change in travel motivation in the Covid-19 pandemic
situation.

In practice, the related business units, both government and private
sector, could use the findings of this study to develop and improve their marketing
strategy to boost more customers' travel intention. The result was potentially adaptable

in the aviation business and other business units across the tourism industry.



1.5 Scope of the study

This study will survey Thai travellers who chose airlines as a mode of
transportation on domestic routes. The researcher will use social media platforms to
distribute the online survey. The survey focuses on travellers' travel motivation and
behavioural intentions toward air transportation services during the COVID-19

pandemic. As per previous data, 51 million passengers on domestic destinations

(Airport of Thailand, 2018)

1.6 Limitation of the study

Given the ongoing COVID-19 pandemic and its associated restrictions,
this study faced certain limitations. Firstly, to minimise physical contact and work
within the limited timeframe, the survey was conducted online. Secondly, the study
focused on five variables: push motivation, pull motivation, attitude, subjective norm,
and perceived behavioural control.

Thirdly, additional variables that could potentially affect the intention to
travel by air during COVID-19, such as customer trust, perceived risk, travel
restrictions, and customer service quality, were not examined in this study.
Consequently, the factors influencing air travel intention, like travel motivation,
attitude, subjective norm, and perceived behavioural control, might have differed across
regions due to cultural variations and varying pandemic severity.

Furthermore, it is important to acknowledge that this study took place in
late 2021 when the pandemic was still unfolding, and circumstances were rapidly
changing. As a result, the study's findings might not have been applicable to other
timeframes or regions with distinct pandemic situations. Finally, the study's data was
exclusively obtained from Thai tourists, potentially limiting the generalizability of the

conclusions to other populations or cultural contexts.



CHAPTER 2
LITERATURE REVIEW

The Covid-19 pandemic has profoundly impacted the global economy,
particularly the travel and tourism industry. As the industry strives to adapt to the new
normal, understanding customers' behaviour and repurchase intentions is crucial for
airlines and other stakeholders. This literature review aims to explore the factors
influencing customers' repurchase intention to travel by air transportation services
during the Covid-19 pandemic, focusing specifically on Thai domestic air
transportation.

To address these objectives, this literature review will be structured as
follows. First, the background section will provide an overview of the impact of the
Covid-19 pandemic on air transportation services. Next, the review will discuss the
concepts of push and pull travel motivations and the Theory of Planned Behaviour
(TPB), along with their relevance to customers' repurchase intentions during the
pandemic. Then, the factors influencing repurchase intentions in air transportation
services will be explored, with a focus on the potential effects of the pandemic on these
factors. Following this, the integration of push and pull motivations with TPB will be
examined to develop a comprehensive understanding of the factors affecting repurchase
intentions during the pandemic. Finally, the review will conclude by summarizing the
main findings, highlighting the gaps in the literature, and discussing the implications

and potential contributions of the study.

2.1 Motivation Theory

The term '"Motivation' is derived from the Latin word 'Mover,' which
translates to 'to move' in English (Kidd, 1973). Motivation represents an internal driving
force that shapes an individual's behavior to attain a desired goal (Garrison, 1997). The
concept of motivation has been employed to elucidate human behavior across various
domains (Dann, 1981; Ravenstein, 1885; Snepenger et al., 2006). In the context of
tourism studies, individuals are propelled to travel by their inner impulses and external

attractions offered by a travel destination. Dann (1977) characterizes travel motivation



as a mental state that compels a person to embark on a journey. Factors that sway
individuals to travel can be categorized into push and pull elements (Dann, 1981).
Consequently, push and pull motivations serve as valuable instruments for clarifying
individual travel motivations and the reasons behind people's preferences for certain

travel destinations over others (Snepenger et al., 2006).

2.1.1 Push travel motivation

Push travel motivation within tourism research represents the internal
factors that influence an individual to embark on a journey and potentially guide them
towards a specific destination (Josiam et al., 1999; Su et al., 2020). Examples of such
internal motivators include the desire to escape, health, travel relaxation, social
prestige, and interaction (Dann, 1981; Sangpikul, 2008; Bieger & Wittmer, 2021). A
study on mainland Chinese visitors demonstrated that they were motivated to visit Hong
Kong by the pursuit of knowledge, prestige, and enhancement of interpersonal
relationships (Hanqin & Lam, 1999). Additionally, research on Taiwanese visitors to
Thailand's Songkran festival revealed that push factors included relaxation in a foreign
country, the pursuit of new experiences, and enjoyable time spent with travel

companions (Tsai & Sakulsinlapakorn, 2016)..

2.1.2 Pull travel motivation

Pull motivation refers to the external factors that influence destination
selection (Dann, 1981; Sangpikul, 2008). While customers are motivated to travel by
internal factors, pull motivations sway them to choose one destination over another. For
example, pull motivations encompass tangible and intangible aspects such as a
destination's facilities, anticipated benefits, and marketing image, which attract
individuals to specific destinations after the activation of push motivations (Crompton,
1979; Jang et al., 2009). Notably, the primary pull factors are marketing images related
to push factors (Hanqin & Lam, 1999). Additionally, a source indicates that pull
motivations can alter people's habits (Wang, 2010).

There are limited studies examining push motivation in the aviation
industry, particularly concerning airline selection behaviour. However, Ali (2007)

determined that airline customers in New Zealand choose their carriers based on three



main factors: product and services, airfare, and route and flight schedule. Research on
airline switching behaviour highlights the pull factors that influence customers to
switch from one airline to another. Jung et al. (2017) identified three reasons for
customers being pulled to change airlines: attractiveness of alternatives (better
customer service, airline appeal, aircraft model), opportunities of alternatives (more
routes, more flights, ease of reservation), and pricing benefits (associated discounts,
promotional offers, lower-priced tickets). This research aligns with findings on
customer perspectives regarding airline choice in New Zealand. A study on passengers'
airline selection factors for low-cost carriers (LCCs) in Thailand revealed that factors
affecting passengers' airline choice include airline reputation, safety, frequent flyer
programmes, route availability and convenience, price, and service quality (Buaphiban,
2015).

After Uysal and Jurowski identified the relationship between push and
pull factors (Uysal & Jurowski, 1994), the connection was tested again using data
collected from tourists visiting a national park in South Korea (Kim et al., 2003). The
correlation, multiple regression, and canonical correlation analyses confirmed the
relationship between push and pull factors. However, not all push factors were related
to all pull factors; only specific push and pull factors were interconnected (Kim & Lee,
2002). The association between push and pull factors was further verified by employing
the means-end theory, which indicated that some push factors are related to certain pull
factors. Nevertheless, researchers also suggested conducting further research to
determine how push and pull factors are connected in different circumstances

(Klenosky, 2002).

2.2 The theory of planned behaviour

Ajzen (1991) aimed to categorise motivation towards behavioural
intention into three key factors: attitude towards the behaviour, subjective norm (social
factors), and perceived behavioural control. This study attempts to add a dimension
related to the COVID-19 pandemic to the Theory of Planned Behaviour (TPB) and
investigates whether the COVID-19 pandemic affects TPB relationships. The research

model incorporates the correlation between attitude, subjective norm, perceived
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behavioural control, and the repurchase intention for Thai domestic air transportation

services.

2.2.1 Attitude

Attitude has two aspects. First, it is bipolar, meaning it can be both
positive and negative. Second, it represents a perspective towards a person, object, or
situation (Small, 1995). In TPB, attitude towards behaviour is defined as "the degree to
which a person has a favourable or unfavourable evaluation or appraisal of the
behaviour in question" (Ajzen, 1991). Generally, the more positive the attitude towards
the behaviour, the stronger the intention to perform the behaviour (Ajzen, 1991). In the
context of tourism during the COVID-19 pandemic, Gossling, Scott, and Hall (2021)
found that travellers' attitudes towards destinations shifted, with a focus on safety and

hygiene concerns.

2.2.2 Subjective norm

According to TPB, the subjective norm is defined as "the perceived
social pressure to perform or not perform the behaviour". Moreover, the subjective
norm significantly influences the intention to perform the behaviour (Ajzen, 1991).
This research focuses on the social pressure to travel using air transportation services
during the COVID-19 pandemic. Hao et al. (2021) observed that the pandemic led to
changes in customer behaviour, with a preference for technology-driven solutions and

an emphasis on health and safety measures.

2.2.3 Perceived behavioural control

Ajzen (1991) defined perceived behavioural control as "the perceived
ease or difficulty of performing the behaviour". It can also be considered as an
individual's experience. If there are any obstacles, whether the individual has had
previous unpleasant experiences or finds it challenging to perform the behaviour, the
intention to perform the behaviour may be affected (Ajzen, 1991). In the context of air
transportation services during the pandemic, Bieger and Wittmer (2021) noted that

airlines had to adapt their operations and maintain safety protocols to restore passenger
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confidence, which can influence travellers' perceived behavioural control related to

travelling by air. The figure below shows the TPB model

Attitude (AT)

Subjective Norm (SN) kt BeheYloural Actual Beheviour
intention (INT)

Perceive Behavioural /

Control (PC)

Figure 3: Theory of planned behaviour model (Ajzen, 1991)

2.2.4 The relationship between travel motivation, travel attitude, travel intention

The relationship between travel motivation, attitude, and intention has
been frequently examined to explain travel behaviour. Numerous studies have shown
that travel motivation influences travel intention. For instance, Ajzen (1991) argues that
a significant correlation between motivation and intention plays a vital role in the
destination selection process (Ajzen, 1991). In line with Ajzen's (1991) idea, Gnoth's
(1997) model represents the mechanism of motivation and expectation. The model
demonstrates that motivation significantly correlates with attitude under subjective

circumstances, including push and pull factors.



12

Persistence Intensity
————  Urge - —

¥

1 o

| (push) Drive (push)}
v

‘ (nced)

v
Motive =

v T

|
- —
> | Values » Objecu\e Sltu’mon }4- Perc(,puon

- ¥V

Motivation

\
1 v ! '
|| ) | i
;4-l . ud Qub](cuve SuuatJon D >

v

Attitudes  ——

] v ) L.-"""
| Expectations

= E—

¥
Event

-  Attitude

vy I
Effect «——

Figure 4: The process of motivation and expectation formation (Gnoth, 1997)

Mohsin et al. (2017) investigated the relationship between travel
motivation and travel intention among young Asian travellers. The survey participants
were Thai university students. The study revealed that three travel motivations (new
cultural experiences, scenic values, and adventure) had a significant positive impact on
travel intention (Mohsin et al., 2017). More recently, Neuburger and Egger (2021)
found that travellers' preferences and priorities, such as health and safety concerns, have
shifted due to the COVID-19 pandemic, which in turn has influenced their travel

motivation and intention.

2.3 Repurchase Intention

Repurchase intention is a subcategory of the broader concept of
'behavioural intention,' referring to an individual's intention to engage in a behaviour
repeatedly (Chinomona & Maziriri, 2017). Within the tourism context, repurchase

intention is sometimes called revisit intention or repurchase of tourism services,
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suggesting that tourists are willing to use the same tourism product more than once or
recommend it to potential customers (Yoon & Uysal, 2005). Attracting new customers
is often costlier than retaining existing ones, making customers' repurchase intention a
crucial success factor for businesses (Simarmata et al., 2017).

Several factors, such as satisfaction and motivation, drive customer
repurchase intention in the tourism sector (Pratminingsih, 2014). He & Luo (2020)
carried out a questionnaire survey and discovered that push and pull motivation
significantly affected customer satisfaction, which then influenced revisit intention.
They also found that pull motivation directly influenced revisit intention.

Besides motivation and satisfaction, the Theory of Planned Behaviour
(TPB) has been employed to identify psychological factors that influence customers'
repurchase intention. In a study examining premium economy class airline services,
customers with a favourable attitude towards travelling in premium economy class were
more likely to choose those services again, and perceived behavioural control had a
positive effect on customers' repurchase intention. However, subjective norms did not
significantly impact customer repurchase intention in the study, possibly because
premium economy was not a widespread service at the time, and few customers had
experienced it (J. H. Kim & Lee, 2019). Additionally, Neuburger and Egger (2021)
found that changing travel priorities and preferences due to the COVID-19 pandemic

have influenced customers' repurchase intention in the travel industry.

2.4 Travel Motivation and Travel Intention in the Covid-19 Pandemic

The Covid-19 pandemic has had a significant impact on the airline and
tourism industry, reducing tourist numbers and altering travel motivations and attitudes
towards air transportation. Al-Saad et al. (2019) examined the motivation factors
influencing the willingness to fly during and post-pandemic and found that business
travellers' willingness to fly was somewhat lower than that of leisure travellers.
Perceived threats from COVID-19, agreeableness, affect, and fear negatively affected
passengers' willingness to fly for both business and leisure travellers (Al-Saad et al.,
2019).

Aebli et al. (2021) discovered that the primary travel motivation during

the Covid-19 pandemic was the socio-psychological need and mental well-being.
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However, individuals were discouraged by health and safety risks and the potential
risks to their travel experience (Aebli et al., 2021). Ivanova et al. (2021) reported that
most survey respondents in Bulgaria were prepared to travel within two months after
travel restrictions were lifted, but tourists were more concerned about hygiene,
disinfection, and the health system of their destination. These factors played a critical
role in selecting a destination, and tourists preferred domestic travel over international
travel (Ivanova et al., 2021).

Trust and loyalty positively influenced customers' repurchase intentions
in coastal domestic tourism during the Covid-19 pandemic, according to a study using
social exchange theory (Laparojkit & Suttipan, 2021). However, trust, loyalty, and
repurchase intention levels varied between demographic groups (Laparojkit & Suttipan,
2021). Additionally, Zhu & Deng (2020) found that risk knowledge significantly
affected travel intention through risk perception and attitude toward rural tourism in

India.

2.5 Integrating Push and Pull Motivations with TPB

The integration of push and pull motivations with the Theory of Planned
Behaviour (TPB) offers a comprehensive framework for understanding travel
behaviour and decision-making processes. TPB, which suggests that attitudes,
subjective norms, and perceived behavioural control influence behavioural intentions,
can be enriched by incorporating push and pull motivations to provide a more holistic
understanding of travel behaviour.

Push motivations refer to internal factors that drive individuals to travel,
such as the desire for relaxation, adventure, or escape (Dann, 1977). In contrast, pull
motivations are external factors that attract individuals to specific destinations,
including natural attractions, cultural experiences, or recreational facilities (Uysal &
Jurowski, 1994).

Previous research has attempted to combine these concepts, primarily in the context of
tourism. For instance, Yoon and Uysal (2005) integrated push and pull motivations with
TPB to analyse the factors influencing international travellers' destination choices.

Their study revealed that both push and pull motivations played vital roles in shaping
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travellers' attitudes, subjective norms, and perceived behavioural control, which in turn
influenced their behavioural intentions.

Similarly, Han and Hyun (2015) combined TPB with push and pull
motivations to examine the antecedents of customers' repurchase intentions in the
restaurant industry. They found that the integration of both motivational factors and
TPB elements provided a more comprehensive understanding of customers' repurchase
intentions.

More recently, Mody et al. (2020) explored the impact of push and pull
factors on travel behaviour and decision-making processes in the context of airline
loyalty programs. Their findings indicated that the integration of push and pull
motivations with TPB is beneficial for understanding and predicting travellers'
intentions to participate in and remain loyal to airline loyalty programs.

Despite these efforts, there is a gap in the literature regarding the
integration of push and pull motivations with TPB in the context of the Covid-19
pandemic. The pandemic has significantly changed travel behaviour and decision-
making processes, making it essential to re-examine the relationships between these

concepts under these unique circumstances.

2.6 Airline Industry

The airline industry could consider as one of the most necessary
transportation services in the globalisation world. The industry generates an enormous
amount of national income and is significantly related to world economic growth. The
regular operation of the industry is to transport both passengers and cargo between
destinations. However, the industry has a very high entry barrier for a newcomer. The
barrier may include the vast investment and the complex government regulation.
Nevertheless, compared to other modes of transport, the airline provides more cost

efficiency and time-saving for long-distance transportation.

2.6.1 airline’s business model
The airline business model is characterised by the airline’s product
offering, value-added services, source of revenue, and target customers. Typically,

there are three types of the business model as per follow(Cento, 2008);
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1. Full services carriers(FSC) is the first business model which was offered
to the market. The FSC provides passengers, cargo and maintenance
service on the domestic, international and intercontinental routes. The
FSC operates under a hub-and-spoke network and expands its network
by benefitting from alliances development with partner carriers. Market
segmentation of FSC is not specified. The FSC differentiates itself
vertically through inflight and ground services. Besides, every FSC has
its loyalty program as a customer relationship management support. The
sale channels of FSC are multiple channels, both direct and in-direct via
online and offline. To support the multiple sale channels, FSC uses a
global distribution system operated by third-party companies

2. Low-Cost Carriers (LCC) originated in the United States. Southwest
airline is the first airline that adopted the LCC concept, followed by
Ryan Air in Europe. The fundamental concept of LCC is to provide
passengers air transport services at a low fare. The strategy of LCC is to
focus on cost-competitive by using a simple business model. To
minimise the cost, LCC utilises a single aircraft fleet and secondary
airport operation. There is no free check-baggage, airport lounges,
meals, seat selection and other inflight services LCC offers. However,
passengers can buy some additional services at their own cost

3. Charter Carriers is the airline that operates the non-schedule flight.
Customers of charter carriers shall be tour operators or individual

customers

2.6.2 Thai aviation Industry

According to Law (2017), the initial air transportation service in
Thailand was provided by Aerial Transport of Siam Company Limited, founded in
1930. The company commenced its first flight from Korat to Nakorn Phnom within the
same year. Post World War II, the Thai government designated Siam Company Limited
as the national airline, which led to the creation of Siam Pacific Overseas Airways,
supported by both Thai and U.S. governments. After several years in operation, the

Thai government combined Siam Company Limited and Siam Pacific Overseas
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Airways to form Thai Airways Company, the sole domestic airline in Thailand. In 1960,
the Thai government founded Thai Airways International through a partnership
between Thai Airways Company and Scandinavian Airlines System (SAS) to broaden
its international reach.

In 1977, the Thai government acquired all shares from SAS, culminating
in the merger of both companies into Thai Airways International in 1988. Besides Thai
Airways International, Bangkok Airways is the only private firm operating flights from
Bangkok to Krabi, Korat, and Surin, as well as international flights from its airports:
Samui, Sukhothai, and Trat. The Thai aviation market is predominantly monopolistic,
as the government tightly regulates ticket pricing and route authorizations.

The aviation market began to shift in 1978 when the United States,
followed by numerous countries worldwide, including Thailand, eliminated most
restrictions within the aviation industry. As a result, the market became increasingly
competitive. This deregulation permitted private companies easier access to the
aviation market, fostering more competition and providing consumers with a broader
range of options. Ticket prices became highly fluid, contingent upon market demand

and competitive circumstances (Law, 2017).

2.7 Hypotheses development

To achieve the research objective, which comprises two broad
questions, the relationship between Push motivation factor(PUSM), Pull motivation
factor (PULM), Attitude (AT), Subjective norm(SN), Perceive behavioural control
(PC), and intention to travel by air transportation during the Covid-19 pandemic (INT)
should be examined. Hypothesis Development To meet the research objectives, which
consist of two primary questions, it is necessary to examine the relationships between
Push motivation factor (PUSM), Pull motivation factor (PULM), Attitude (AT),
Subjective norm (SN), Perceived bahoviural control (PC), and the intention to travel by

air transportation during the Covid-19 pandemic (INT).



18

2.7.1 The Impact of Push and Pull Travel Motivations on Thai Domestic Air
Transportation Repurchase Intentions During the Covid-19 Pandemic

The connection between push and pull motivations and bahoviural
intentions has been explored in various studies. Many of these studies have confirmed
a direct link between push and pull travel motivations and travel intentions, such as the
intention to participate in Thailand's Songkran Festival (Tsai & Sakulsinlapakorn,
2016), Winter sports tourism in China (Wang et al., 2020), factors affecting Indonesian
tourists traveling to Turkey during the Covid-19 pandemic (Hariani, 2021), and the
trend of one-day tours during the Covid-19 pandemic (Roy & Sharma, 2021).
Additionally, push and pull motivations have been used to explain the shift to online
learning during the Covid-19 pandemic (Lin et al., 2021). In the aviation sector,
motivation has been shown to positively impact air ticket repurchase intentions (Bigné
et al., 2010) and the repurchase intention of premium economy services (He & Luo,
2020). Therefore, the following hypotheses can be proposed:

Hypothesis 1: Push motivation influences Thai domestic air
transportation repurchase intentions during the Covid-19 pandemic.

Hypothesis 2: Pull motivation influences Thai domestic air

transportation repurchase intentions during the Covid-19 pandemic.

2.7.2 The Impact of Attitude (ATT), Perceived Bahoviural Control (PC), and
Subjective Norm (SN) on Thai Domestic Air Transportation Repurchase
Intentions During the Covid-19 Pandemic

The Theory of Planned Bahoviur (TPB), introduced by Ajzen, is widely
used in marketing research. TPB generally comprises three factors that directly affect
bahoviural intentions: Attitude, Perceived Bahoviural Control, and Subjective Norm
(Ajzen, 1991). The relationships between attitude (ATT), perceived bahoviural control
(PC), and subjective norm (SN) and bahoviural intentions have been confirmed across
numerous research areas, such as green food purchase intentions (Qi & Ploeger, 2021),
vaccination intentions (Mohammad & States, 2020), social distancing bahoviur (Ang
et al., 2021), and repurchase intentions for various products, including tourism (Abbasi
et al., 2021; Al-Gasawneh et al., 2020; Astrini et al., 2021; Meng & Cui, 2020).
Consequently, the following hypotheses can be suggested:



19

Hypothesis 3: Attitude influences Thai domestic air transportation
repurchase intentions during the Covid-19 pandemic.

Hypothesis 4: Subjective norm influences Thai domestic air
transportation repurchase intentions during the Covid-19 pandemic.

Hypothesis 5: Perceived bahoviural control influences Thai domestic

air transportation repurchase intentions during the Covid-19 pandemic.

2.8 Theoretical framework

The repurchase intention is the subsection of behavioural intention
(Chinomona & Maziriri, 2017). Therefore, the research’s theoretical framework will
develop under the theory of the planned behaviour model (Ajzen, 1991) and the push
and pull motivation framework (He & Luo, 2020).

Push Motivation (PUSM)

Hi

Pull Motivation (PULM) .

Attitude (ATT) Hs
\HZ\ Repurchase
Intention (INT)

Subjective Norm (SN) _—

Perceive Behavioural /
Control (PC)

Figure 5: Research’s theoretical framework
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CHAPTER 3
RESEARCH METODOLOGY

In the previous chapter, the study's theoretical framework was
constructed based on push and pull travel motivation and the theory of planned
behaviour. Additionally, the theoretical framework was designed to suit the quantitative
research method, which was the same method as many studies in the same field in the
literature review.

This chapter described the overall method of the research study by
showing population and sample size finding, questionnaire construction, respondent
targeting, data collection and analysis process. Therefore, this chapter consisted of (3.1)
Population and sample, (3.2) Research procedure, (3.3) Data collection, (3.4) Research

instrument, (3.5) Data analysis.

3.1 Population and sample

The questionnaire survey was conducted online, as it would have been
challenging for the authors to travel to multiple airports and avoid physical contact
during a pandemic. The target population consisted of Thai internet users who had ever
traveled by air transportation services. According to the Department of Airports,
Thailand, there were over 20 million domestic passengers in 2021, despite the Covid-

19 pandemic (Department of Airports, 2022).

Since the population was unknown, Cochran's (1977) formula below
was used with a 95% confidence level and a 5% sampling error to determine the

appropriate sample size:

2

z
" e?
Where n = sample sizee is the level of precision = 0.05
Z at 95% confidential level =1.96
1.962  0.9604

= 384.16

So;

T 4(0.05)2  0.0025
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To account for potential nonresponse or incomplete data, the sample size
was increased to 415 participants. This allowed for a more robust and representative
sample, enhancing the generalizability of the research findings and ensuring adequate
statistical power for the planned analyses (Krejcie & Morgan, 1970; Bhattacherjee,
2012). This research used the judgment sampling method by filtering only participants
who had traveled by air transportation services at least once and reached 20 years old,
a legal adult age as per Thai law (Stasi, 2015).

Using the judgment sampling method, the researcher benefited from
moderate cost. Moreover, the judgment sampling method helped the researcher ensure
that all members had the same characteristic (Zikmund et al., 2013; Etikan, 2016). The
online link to the questionnaire was distributed throughout social media networks and

travel forums.

3.2 Research procedure

The procedure comprised two steps. First, the questionnaire was
designed to match the research objective by adopting previous research on travel
motivation and the theory of planned bahoviur. Second, as the data collection was from
residents of Thailand, the questionnaire needed to be translated into the Thai language

to obtain more accurate answers.

3.2.1 Validity

The accuracy of a measure, or validity, represents the extent to which a
score truthfully reflects a concept (Zikmund et al., 2013). In this research, Item-
Objective Congruence (IOC) was used to assess the validity of a questionnaire survey,
with ratings consisting of:

- +1 mean that the question is clear

- 0 means that the experts are not sure that the questionnaire is clear

- -1 means that questionnaire is not clear.

A valid questionnaire must have an IOC score of at least 0.5 (Miller,
2013). The survey was sent to experts to evaluate the [OC, who were asked to choose

one rating for each item based on their understanding.
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10C= y2£
Where;
10C = Item-Objective Congruence Index
R = Point given by specialists
>R = Total points of each specialist
N = Numbers of specialists

As a result, all items were marked above 0.67, which led to the
conclusion that all items in the questionnaire were qualified and appropriate for use as
the research instrument. However, the researcher made some adjustments as per the

expert suggestions.

3.2.2 Reliability

After adjusting the questionnaire as per the IOC committee's
suggestions, the questionnaire was pilot tested using Cronbach's alpha reliability testing
method. As per a previous study, an appropriate sample size for Cronbach's alpha
reliability testing method is 30 questionnaires (Bujang et al., 2018). Therefore, there
were 32 qualified questionnaires out of 33 collected. The previous study suggested that
the acceptable overall Cronbach's alpha value should be more than 0.7. However, there
is no rule of thumb that the Cronbach's alpha value of a questionnaire must be higher
than 0.7 (Taber, 2018). The pilot test was conducted to assess the reliability of the
questionnaire items, which is an essential step in ensuring the quality of the data
collected for the main study (DeVellis, 2016). Cronbach's alpha was calculated to
determine the internal consistency of the items, as it is a widely used measure of
reliability in social science research (Tavakol & Dennick, 2011).

The results of the Item-Total Statistics showed that the corrected item-
total correlations ranged from 0.162 to 0.625, indicating the items had an adequate level
of correlation with the total score (Field, 2013). This suggests that the items are related
to the underlying constructs they are intended to measure. Additionally, the Cronbach's

alpha if item deleted values ranged from 0.885 to 0.897. This implies that the removal
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of any item would not significantly improve the overall internal consistency of the
questionnaire (Pallant, 2013).

Overall, the pilot test results (See in appendix) show that the
questionnaire has a good level of internal consistency, with a Cronbach's alpha value
of 0.88. A Cronbach's alpha value above 0.70 is considered acceptable, indicating that
the questionnaire is reliable for measuring the constructs of interest in the study
(Nunnally, 1978). The pilot test results provide confidence in the validity and reliability
of the questionnaire items, allowing for the questionnaire to be used in the main study

(Creswell & Creswell, 2017).

3.3 Instrument
A survey questionnaire was developed to measure the relationship
between travel motivation, attitude, and intention to fly during and after the Covid-19

pandemic. The survey consisted of five sections.

Section 1: Push Travel Motivation

This section comprised 14 questions, and all questions were measured
using a five-point Likert scale (Khan et al., 2017; Tsai & Sakulsinlapakorn, 2016). The
participants were asked to indicate their level of agreement toward each item. The

Likert scale points ranged from 1 (strongly disagree) to 5 (strongly agree)

Table 3.1: show the adopted question related to Push travel motivation.

Variable Adapted question Original Question
(During  the  Covid-19
. Reference
pandemic, I want to travel
to....)
Push 1 | To get experience in a | To get experience in a | (Khan et al.,
motivation foreign land foreign land 2017, Tsai &

(PUSM) 2 | Torelax in a foreign land To relax in a foreign land
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3 | To escape from the same | To escape from the same | Sakulsinlapakorn,

daily life daily life 2016)
4 | To participate in new | To participate in new
activities activities
5 | To sightsee touristic spots To sightsee touristic spots

6 | To have an enjoyable time | To have an enjoyable time
with my travel companion(s) | with my travel

companion(s)

7 | To visit a place that my | To visit a place that my

friends have been to friends have been to

Section 2: Pull Travel motivation

This section consisted of 10 questions, and all questions were measured
using a five-point Likert scale (Buaphiban, 2015; Jung et al., 2017). The participant
was asked to indicate their level of agreement toward each item. The Likert scale points

started from 1= strongly disagree until 5= strongly agree.

Table 3.2: show the adapted question related to Pull travel motivation

Variable Adapted question Original Question

) ) ] Reference
(During the Covid-19 pandemic, I

will choose the airline that ... )

1 | Provide much better customer | I believe that other airlines | (Buaphiban,
service. provide much better customer | 2015; Jung

service. etal., 2017)

2 | Have more variety of flight timing | Other airlines provide more

and flight schedule. flights across a wide range of
Pull dates and time zones than the
motivation airline I recently used / I am
(PULM) satisfied with the timing and

flight schedule provided by

low-cost airlines.

3 | Provide the lower price ticket. Other airlines provide the

lowest priced tickets.
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I am already familiar with the

brand.

I’d instead stick with a brand I
am familiar with than trying out

something I am not very sure of

My friend and family recommend

I fly with low-cost airlines
because my friends/family

recommend it.

Has a good safety reputation

I only use the airline that has a
good reputation for its safety

system

Section 3: Factors regarding the theory of planned bahoviur

This section comprised 9 questions adapted from Jalilvand and Samiei

(2012) related to the theory of planned behaviour, which are attitude toward behaviour,

subjective norm, and perceived behavioural control with three items each.

Table 3.3: show the adopted question related to the theory of planned behaviour

Variable

Adapted question
(During Covid-19 pandemic)

Original Question

Reference

Attitude (ATT)

1 | Travel by air transportation is

desirable to me

Using the new train is

desirable to me

2 | Travel by air transportation is

beneficial to me

Using the new train is

beneficial to me

3|1 think travel by air
transportation would be a

good idea

I think using the new train

would be a good idea

Subjective

Norm (SN)

4 | People who are important to
me would support me using

the air transportation services

People who are important to
me would support me using

the new train

5 | People who influence me
would want me to travel by air

instead of other alternatives

People who influence me
would want me to use the
new train instead of other

alternatives

6 | People whose opinions I
value would prefer that I

travel by air transportation

People whose opinions I
value would prefer that I use

the new train

(Jalilvand &
Samiei,

2012)
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7 | Whether or not I travel by air | Whether or not I use the new

transportation is completely | train is completely up to me

Perceive
up to me
behavioural
8 | I think using the new train in | I think using the new train in
control (PN)

the future would be very easy | the future would be very

easy

Section 4: Repurchase Intention
This section comprised 3 questions adapted from Tosun et al. (2015)
related to the theory of planned behaviour, which are attitude toward behaviour,

subjective norm, and perceived behavioural control with three items each.

Table 3.4 : show the adapted question related to purchase intention

Variable Adapted question Original Question

Reference
(During the Covid-19 pandemic)

1 | I would like to travel by air | I would like to revisit | (Tosunetal.,

transportation in the near future. | Alanya in the near future. | 2015)

2 | I would more frequently travel | I would more frequently

Repurchase by air transportation visit Alanya.

Intention (INT) | 3 | Air transportation would be my | Alanya would be my first
first choice over other modes of | choice over other

transport. destinations.

Section 5: Participant Demographics
The last section was about the demographics of the tourists, which
included nationality, age, gender, education, and the number of previous trips travelled

by air transportation services.

3.4 Data Collection
The primary data for this research were collected through a

questionnaire survey. An online questionnaire was generated using the Google Forms
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service, and a link to the questionnaire was distributed on social media platforms and
travel forums.

As Thai is the primary language in Thailand, the survey had both Thai and English
versions to be convenient for the participants. This research used secondary data for
push and pull travel motivation factors, the research framework, and the theory of
planned behaviour in travel marketing. The data were reviewed and discussed using
numerous previous domestic and international studies, textbooks, newspapers, and

online data sources.

3.5 Data Analysis
3.5.1 Data Cleaning

In this study, the researcher identified and managed outliers in the
dataset using Z-scores. Z-scores, also known as standard scores, indicate the number of
standard deviations a data point is away from the mean of the distribution (Field, 2018).
By calculating Z-scores for each observation in the dataset, it was possible to determine
the relative distance of each data point from the mean.
A Z-score threshold of £1.96 was used to identify outliers, as this threshold is
commonly employed in research for identifying extreme values in a normal distribution
(Tabachnick & Fidell, 2013). Approximately 95% of the observations in a normal
distribution fall within the range of -1.96 to 1.96 standard deviations from the mean,
while the remaining 5% of the observations, considered as outliers, lie outside this
range.
After filtering out the outliers using the selected Z-score threshold, a total of 264 cases
remained in the dataset, representing the observations that fell within the range of -1.96
to 1.96 standard deviations from the mean. This approach allowed the researcher to
minimize the impact of extreme values on the data analysis and ensure more robust

results.

3.5.2 Descriptive Statistics
Descriptive statistics were used to summarize demographic information
and the level of intention to travel by air transportation services during the Covid-19

pandemic. Fundamental statistics, such as minimum, maximum, mean, median, and



28

standard deviation, were employed to describe the basic information for each variable

in the survey.

3.5.3 Multiple Regression, T-Test, and One-way ANOVA

To assess the relationships between the independent and dependent
variables and the predictive power of the model, multiple regression analysis was
conducted in addition to T-Test and One-way ANOVA. Multiple regression analysis
was performed to analyze the influence of push motivation, pull motivation, attitude,
perceived bahoviural control, and subjective norm on the intention to travel by air

transportation services. The equation for testing the study's hypotheses was:

INT = B0 + B1 PUSM + B2 PULM + B3 ATT + p4 SN + B5 PN + ¢

In this equation, & represents the error term, which accounts for the
unexplained variation in the dependent variable (intention to travel) that is not captured
by the independent variables. The error term is a crucial component of regression
analysis, as it allows for the assessment of the goodness of fit of the model and the
statistical significance of the independent variables.

T-Test was used to compare the means of two groups (e.g., men and
women) regarding push motivation, pull motivation, attitude, subjective norm,
perceived bahoviural control, and repurchase intention. One-way ANOV A analysis was
employed to identify differences based on the level of education, monthly income, and

occupation concerning the same variables.
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CHAPTER 4
RESULT AND DATA ANALYSIS

This chapter presents the findings of the study that aimed to investigate
the influence of travel motivation factors, attitude, subjective norm, perceived
behavioural control, and Thai domestic air transportation repurchase intention during
the Covid-19 pandemic. The analysis is based on the data collected from the survey
respondents, which was processed and analysed using appropriate statistical tools, as
discussed in Chapter 3. The chapter begins by presenting research presentation order

and research results.

4.1 Research Presentation Order

In this chapter will present a research result as per the following order.

1. Background Information
2. The different of opinion between demographic group
3. The influence of Push motivation, Pull Motivation, Attitude, Subjective

norm, and Perceive Behavioural Control toward Thai Domestic Air

Transportation during COVID-19 pandemic.

4.2 Research Result
4.2.1. Background Information

Table 4 presents the demographic characteristics of the sample. The
study found that, out of the total sample of 264 respondents, the majority were male
(62.9%) while 37.1% were female. In terms of education level, most of the respondents
had completed secondary education (72.3%), followed by those holding a bachelor's
degree (21.6%), and a master's degree or higher (4.9%). Concerning monthly income,
most respondents earned between 15,001 and 30,000 THB (41.3%), followed by those
earning between 30,001 and 45,000 THB (24.2%), and more than 60,000 THB (11.0%).
The remaining respondents earned less than 15,000 THB (12.1%) or between 45,001
and 60,000 THB (11.4%).
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Frequency Percent
Gender Male 98 37.1
Female 166 62.9
Total 264 100
Education Level High School 3 1.1
Bachelor's degree 191 72.3
Master's Degree 57 21.6
Doctoral Degree 13 4.9
Total 264 100
Monthly Income THB 15,000 or lower 32 12.1
THB 15,001 - 30,000 109 413
THB 30,001 - 45,000 64 24.2
THB 45,001 - 60,000 30 11.4
THB 60,001 or higher 29 11
Total 264 100

4.2.2 Level of push motivation, pull motivation, attitude, subjective norm, perceive

behavioral control and repurchase intention toward Thai domestic air

transportation services during Covid-19 pandemic.

1. Level of Push Motivation

The average level of push motivation toward Thai domestic air

transportation services during Covid-19 pandemic show as per following table.

Push Motivation Mea Std. Meaning
n Deviation
I want to get experience in other provinces. 3.89  0.889 Higly agree
I want to relax in a foreign land. 413  0.769 Highly
agree
I want to visit a place that my friends have been to. 3.8 0.906 Highly

agree
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I want to sightsee tourist spots. 422 0.778 Highly agree

I want to participate in new activities in the designated 3.76 0.889 Highly agree

destination.

I want to visit my friends and family in other provinces. 3.81 0.895 Highly agree

I need to travel to other province for business purposes. 347 1.116 Moderate
agree

Table 4.2 Show the level of push motivation toward Thai domestic air

transportation serv ices during Covid-19 pandemic.

The survey on push motivations shown that sightseeing tourist spots
emerged as the top motivation, with a strong level of agreement (Mean: 4.22),
highlighting the allure of exploring renowned attractions and immersing in diverse
cultures. Following closely, the desire to relax in foreign lands received significant
agreement (Mean: 4.13), indicating a strong attraction to seek tranquility and leisure in
unfamiliar environments. Maintaining personal connections with friends and family
also proved to be a compelling factor, garnering substantial agreement (Mean: 3.81).
Moreover, respondents displayed a high level of agreement (Mean: 3.89) regarding the
aspiration to gain experience in other provinces, showcasing their interest in exploring
new regions and learning from different environments. Additionally, social
recommendations played a role, as evidenced by the high level of agreement (Mean:
3.8) with the idea of visiting places suggested by friends. Engaging in novel activities
at the destination also hightly motivated travelers (Mean: 3.76), highlighting their
openness to unique experiences during their journeys. On the other hand, the need to

travel for business purposes received a moderate level of agreement (Mean: 3.47)

2. Level of Pull Motivation
The average level of pull motivation toward Thai domestic air

transportation services during Covid-19 pandemic show as per following table
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Table 4.3 Show the level of push motivation toward Thai domestic air transportation

services during Covid-19 pandemic.

Pull Motivation Mea  Std. Meaning
n Deviation

Provide much better customer service. 4.5 0.623 Highly agree
Have more variety of flight timing and flight Highly agree
schedule. 447  0.604
Provide the lower price ticket. 449  0.629 Highly agree

Moderate
I am already familiar with the brand. 425  0.708 Agree
My friend and family recommend it. 3.74  0.865 Highly agree
Has a good safety reputation. 427  0.68 Highly agree
Has a good hygienic and Covid-19 prevention Highly Agree
practice. 472  0.452

The survey on pull motivations provides valuable insights into travelers'
preferences, revealing sightseeing tourist spots as the top motivation with a high level
of agreement (Mean: 4.22), followed closely by the desire to relax in foreign lands
(Mean: 4.13). Maintaining personal connections with friends and family also emerged
as a compelling factor (Mean: 3.81), experience in other provinces (Mean: 3.89), being
influenced by social recommendations (Mean: 3.8). and engage in novel activities at

their destination (Mean: 3.76), showcasing their openness to unique experiences.

3. Level of Attitude
The average level of attitude toward Thai domestic air transportation

services during Covid-19 pandemic show as per following table.
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Table 4.4 Show the level of Attitude toward Thai domestic air transportation services

during Covid-19 pandemic.

Attitude Mea  Std. Meanin
n Deviat g
ion
Travel by domestic air transportation is desirable to me 4.21 0.657
Moderat
€ agree
Travel by domestic air transportation is beneficial to me 428  0.622 Highly
agree
I think travel by domestic air transportation would be a good 428  0.602 Highly
idea agree
I think travel by domestic air transportation would be more safe from  3.81  0.839 Highly
Covid-19 infection than other alternatives agree

Respondents highly agree that travel by domestic air transportation is

beneficial to them (Mean: 4.28) and believe it would be a good idea (Mean: 4.28). They

also show a moderate level of agreement that domestic air travel is desirable (Mean:

4.21) and the safety from Covid-19 infection compared to other alternatives (Mean:

3.81).

4. Level of Subjective Norm

The average level of subjective norm toward Thai domestic air

transportation services during Covid-19 pandemic show as per following table.

Table 4.5 Show the level of subjective norm toward Thai domestic air

transportation services during Covid-19 pandemic.

Subjective Norm Mean  Std. Meaning
Deviation

People who are important to me would support me using 3.95 0.783 Highly

the agree

domestic air transportation services



People who influence me would want me to travel by 3.75
domestic air instead of other alternatives
People whose opinions I value would prefer that I travel 3.7

by

domestic air transportation

0.843

0.817
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Highly
agree
Highly

agree

Respondents highly agree that people who are important to them would

support their use of domestic air transportation services (Mean: 3.95), the influence of

others and their preferences for domestic air travel, as indicated by the mean scores for

statements related to people who influence them (Mean: 3.75) and people whose

opinions they value (Mean: 3.7).

5. Level of Perceive Behavioral Control

The average level of perceive behavioral control toward Thai domestic

air transportation services during Covid-19 pandemic show as per following table.

Table 4.6 Show the level of perceive behavioral control toward Thai

domestic air transportation services during Covid-19 pandemic.

Perceive Behavioral Control Mean Std. Meaning
Deviation
Whether or not I travel by domestic air transportation is Highly
entirely upto me 4.19 0.729 agree
Highly
Travelling by flight would be very easy 4.32 0.652 agree
You have the funds and the ability to travel by domestic Highly
airlines 4.23 0.704 agree
You can access resources for planning a trip on a domestic Highly
airlines 4.28 0.679 agree

Respondents highly agree that traveling by flight would be very easy

(Mean: 4.32), indicating a strong belief in the convenience and simplicity of air travel.

They also show a high level of agreement regarding their ability to access resources for

planning trips on domestic airlines (Mean: 4.28), having the funds and ability to travel
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by such airlines (Mean: 4.23) and the decision to travel by domestic air transportation

is entirely up to them (Mean: 4.19).

6. Level of Repurchase Intention
The average level repurchase intention toward Thai domestic air

transportation services during Covid-19 pandemic show as per following table.

Table 4.7 Show the level of perceive behavioral control toward Thai

domestic air transportation services during Covid-19 pandemic.

Repurchase Intention Mean Std. Meaning
Deviation

I would like to travel by domestic air transportationin  4.19 0.714 Highly
the near future. agree

I would more frequently travel by domestic air 3.94 0.761 Highly
transportation agree
Domestic air transportation would be my first choice 4.11 0.794 Highly
over other modes of transport. agree

Respondents highly agree with their desire to travel by domestic air
transportation in the near future (Mean: 4.19), considering it their first choice over other
modes of transport (Mean: 4.11), and expressing a willingness to increase the frequency

of such travel (Mean: 3.94).

4.2.2 The difference between demographic group
1. Gender
The independent sample t-tests conducted to compare the differences
between male and female participants in the variables of Push Motivation, Pull
Motivation, Attitude , Subjective Norm, Perceived Bahoviural Control, and Repurchase

Intention. The t-values and p-values for each variable were presented in table 4.8

Table 4.8 Independent Sample T-Test Results Comparing Male and Female

Participants
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Levene's Test t-test for Equality of Means
for Equality of
Variances
F Sig. t df
Push Motivation Equal variances 200 .655 1.721 262
assumed
Equal variances 1.725 205.411
not assumed
Pull Motivation Equal variances .001 972 114 262
assumed
Equal variances 113 200.846
not assumed
Attitude Equal variances .003 .954 .830 262
assumed
Equal variances .832 205.585
not assumed
Subjective Norm Equal variances 1.706 .193 1.983 262
assumed
Equal variances 2.020 215.407
not assumed
Perceive Equal variances 1.387 .240 -.363 262
Behavioural assumed
Control Equal variances -.355 189.894
not assumed
Repurchase Equal variances 3.031 .083 914 262
Intention assumed
Equal variances .893 189.785
not assumed

Push Motivation

The t-test for Push Motivation yielded a t-value of 1.7255 and a p-value of
0.0859. Since the p-value is greater than the significance level of 0.05, we fail to reject
the null hypothesis, indicating that there is no significant difference in Push Motivation

between male and female participants.
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Pull Motivation
The t-test for Pull Motivation yielded a t-value of 0.1135 and a p-value of
0.9098. The p-value is greater than the significance level of 0.05, suggesting that there

is no significant difference in Pull Motivation between male and female participants.

Attitude

The t-test for Attitude yielded a t-value of 0.832 and a p-value of 0.406.
Since the p-value is greater than the significance level of 0.05, we fail to reject the null
hypothesis, indicating that there is no significant difference in Attitude between male

and female participants.

Subjective Norm

The t-test for Subjective Norm yielded a t-value of 2.020 and a p-value of
0.0446. In this case, the p-value is less than the significance level of 0.05, which allows
us to reject the null hypothesis and conclude that there is a significant difference in

Subjective Norm between male and female participants.

Perceived Behavioural Control

The t-test for Perceive Behavioural Control yielded a t-value of -0.355 and
a p-value of 0.723. The p-value is greater than the significance level of 0.05, indicating
that there is no significant difference in Perceived Behavioural Control between male

and female participants.

Repurchase Intention

The t-test for Repurchase Intention yielded a t-value of 0.893 and a p-
value of 0.372. Since the p-value is greater than the significance level of 0.05, we fail
to reject the null hypothesis, suggesting that there is no significant difference in

Repurchase Intention between male and female participants.
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In summary, the t-tests revealed a significant difference between male
and female participants only in the variable of Subjective Norm. For the others, no

significant differences were found between the genders.

2. Monthly Income

Based on the results from the One-Way ANOVA, there is no significant
difference in the dependent variables (Push Motivation, Pull Motivation, Attitude,
Subjective Norm, Perceived Behavioural Control, and Repurchase Intention) across

different monthly income groups. The finding were shown as per table 4.9

Table 4.9 One-way ANOVA result shown the different of push motivation, pull
motivation, attitude, subjective norm, perceive behavioural control and repurchase

intention among the different level of income.

Sum of df Mean F Sig.
Squares Square
Push Motivation Between 0.151 4 0.038 0.123  0.974
Groups
Within Groups  78.98 259  0.305
Total 79.13 263
Pull Motivation Between 1.211 4 0.303 1.19  0.315
Groups
Within Groups ~ 65.903 259  0.254
Total 67.115 263
Attitude Between 0.88 4 0.22 0.558 0.693
Groups
Within Groups  102.039 259  0.394
Total 102.919 263
Subjective Norm Between 2.771 4 0.693 1.265 0.284
Groups
Within Groups ~ 141.849 259  0.548
Total 144.62 263
Perceive Behavioural Between 4.571 4 1.143 2.301 0.059
Control Groups
Within Groups  128.615 259  0.497

Total 133.186 263
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Repurchase Intention Between 0.636 4 0.159 0.356 0.84
Groups
Within Groups  115.646 259  0.447
Total 116.282 263

Push Motivation
The p-value is 0.974, which is greater than the significance level of 0.05.
This indicates that there is no significant difference in Push Motivation across the

different monthly income groups.

Pull Motivation
The p-value is 0.315, which is greater than the significance level of 0.05.
This indicates that there is no significant difference in Pull Motivation across the

different monthly income groups.

Attitude
The p-value is 0.693, which is greater than the significance level of 0.05.
This indicates that there is no significant difference in Attitude Toward Online Learning

across the different monthly income groups.

Subjective Norm
The p-value is 0.284, which is greater than the significance level of 0.05.
This indicates that there is no significant difference in Subjective Norm across the

different monthly income groups.

Perceived Behavioural Control

The p-value is 0.059, which is slightly greater than the significance level
of 0.05. This indicates that there is no significant difference in Perceived Bahoviural
Control across the different monthly income groups. However, since the p-value is

close to the significance level, this result should be interpreted with caution.
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Repurchase Intention
The p-value is 0.840, which is greater than the significance level of 0.05.
This indicates that there is no significant difference in Repurchase Intention across the

different monthly income groups.

In conclusion, the One-Way ANOVA results suggest that there is no
significant difference in the dependent variables across the different monthly income

groups.

3. Education Level
Based on the results of the ANOVA differences were found between
education levels and push motivation, subjective norm, and attitude. The finding were

shown as per table 4.10

Table 4.10 One-way ANOVA result shown the different of push motivation, pull
motivation, attitude, subjective norm, perceive behavioural control and repurchase

intention among the different level of income.

Sum of df Mean F Sig.
Squares Square
Push Motivation Between 1.502 3 0.501 1.677 0.172
Groups
Within Groups  77.628 260 0.299
Total 79.13 263
Pull Motivation Between 0.119 3 0.04 0.153  0.927
Groups
Within Groups  66.996 260 0.258
Total 67.115 263
Attitude Between 2.477 3 0.826 2.138 0.096
Groups
Within Groups  100.442 260 0.386
Total 102.919 263
Subjective Norm Between 4.739 3 1.58 2.936 0.034
Groups

Within Groups  139.881 260 0.538
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Total 144.62 263
Perceive Behavioural Between 1.679 3 0.56 1.106 0.347
Control Groups
Within Groups  131.507 260 0.506
Total 133.186 263
Repurchase Intention Between 1.854 3 0.618 1.404 0.242
Groups
Within Groups  114.429 260 0.44
Total 116.282 263

The ANOVA results indicated that the subjective norm had significant
differences between the groups, with F(3, 260) = 2.936, p = 0.034, while the other
variables did not show significant differences between the groups. Further, the LSD
post-hoc test indicated that the sample group with a high school education level had
significantly different subjective norms compared to the sample groups with bachelor's
degrees, master's degrees, and doctoral degrees at the 0.05 significance level.

In addition, the LSD test showed that the sample groups with a high
school education level and a bachelor's degree education level had significantly
different attitudes at the 0.05 significance level. The sample groups with master's and
doctoral degrees did not show significant differences compared to the high school
education level group in terms of attitude. Similarly, the sample groups with a high
school education level and a master's degree education level did not show significant
differences compared to the sample group with a doctoral degree in terms of push
motivation.

However, the sample group with a bachelor's degree education level
showed significant differences in push motivation compared to the sample groups with
a master's degree and a doctoral degree education level. It can be concluded that
education levels have different effects on the subjective norm, attitude, and push

motivation.

4.3.3 The influence of push motivation, pull motivation, attitude, subjective norm
and perceive behavioral control toward repurchase retention on thai domestic air

transportation services during covid-19 pandemic.
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The researcher employed the multiple regression method to analyze the
influence of several independent variables, namely push motivation, pull motivation,
attitude, subjective norm, and perceived behavioral control, on the dependent variable,
which is repurchase intention. The normality assumption was assessed using both the

Kolmogorov-Smirnov and Shapiro-Wilk tests. Shown in table Table 4.8

Table 4.11 Normality test result

Kolmogorov-Smirnov?* Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
Attitude 138 264 .000 936 264 .000
Push Motivation .066 264 .007 .980 264 .001
Pull Motivation .106 264 .000 .954 264 .000
Attitude 131 264 .000 .947 264 .000
Subjective Norm 159 264 .000 .945 264 .000
Perceive Behavioural

128 264 .000 918 264 .000
Control

The results of these tests for the dependent and independent variables.
The significance values for all variables were less than 0.05, indicating that the data do
not follow a normal distribution. However, multiple regression is known to be robust
to moderate violations of normality, especially with larger sample sizes (Lumley et al.,
2002). Therefore, we proceeded with the multiple regression analysis while
acknowledging the violation of the normality assumption.

Before conducting the multiple regression analysis, it was necessary to
test for multicollinearity among the independent variables, including Push Motivation,
Pull Motivation, Attitude, Subjective Norm, and Perceive behavioural control. High
multicollinearity can inflate the standard errors of the regression coefficients, leading

to unreliable estimates (O'Brien, 2007) as shown in table 4.8

Table 4.12 Multicollinearity Test Result

(Constant) Tolerance VIF
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Push Motivation 0.687 1.46
Pull Motivation 0.731 1.37
Attitude 0.471 2.12
Subjective Norm 0.586 1.71
Perceive Behavioural Control 0.672 1.49

The results of the multicollinearity test indicate no severe
multicollinearity issues. The Tolerance values for all independent variables are above
the threshold of 0.1, and the Variance Inflation Factor (VIF) values are below the cut
off of 10 (Hair et al., 2010). This finding suggests that the independent variables are
not highly correlated, and the assumptions regarding multicollinearity have been met.

Based on these results, it is appropriate to proceed with the multiple
regression analysis, as the multicollinearity assumptions have been satisfied. It is
important to acknowledge that the data did not meet the normality assumption required
for multiple regression. Despite the researcher attempts to transform the data, the
normality assumption was not satisfied. However, the researcher decided to proceed
with the multiple regression analysis, as data collection could not be repeated. The
results should be interpreted with caution, considering the potential impact of the
violation of the normality assumption on the analysis outcomes. The multiple

regression result was shown in table 4.9 and 4.10.

Table 4.13 Multiple regression model summary

R R Square Adjusted R Std. Error of the Estimate
Square
.588* 0.346 0.333 0.54298

Table 4.14 Multiple regression result
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Unstandardized Standardized T Sig.

Coefficients Coefficients

B Std. Error Beta
(Constant) 0.045 0.039 1.168  0.244
Push Motivation 0.252 0.074 0.207 3.415  0.001
Pull Motivation -0.006 0.078 -0.004 -0.074  0.941
Attitude 0.086 0.078 0.081 1.105  0.27
Subjective Norm 0.041 0.059 0.046 0.692  0.489
Perceive Behavioural 0.376 0.057 0.402 6.551 0

Control

The multiple regression analysis examined the influence of push
motivation, pull motivation, attitude, subjective norm, and perceived behavioral control
on the repurchase intention of Thai domestic air transportation services during the
Covid-19 pandemic. The overall model fit was found to be significant (R = .588, p <
0.001), indicating that the independent variables collectively explain a substantial
portion of the variance in repurchase intention. The R-square value (0.346) suggests
that approximately 34.6% of the variability in repurchase intention can be accounted
for by the combined effects of the independent variables. The adjusted R-square (0.333)
is slightly lower and accounts for the complexity of the model with multiple predictors.

The standardized coefficients (Beta) provide insights into the relative
strength of the independent variables' contributions to the repurchase intention. Among
the predictors, push motivation (Beta = 0.207, p = 0.001) and perceived behavioral
control (Beta = 0.402, p < 0.001) displayed statistically significant positive
relationships with repurchase intention. This suggests that individuals who have higher
levels of push motivation and perceive more control over their behavior are more likely
to have stronger intentions to repurchase Thai domestic air transportation services
during the pandemic.

On the other hand, pull motivation (Beta = -0.004, p = 0.941), attitude (Beta = 0.081, p
= (0.27), and subjective norm (Beta = 0.046, p = 0.489) did not show statistically
significant associations with repurchase intention. This implies that these factors may

not be significant predictors of repurchase intention in the context of Thai domestic air
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transportation services during the pandemic. The regression equation was formulated

using the unstandardized coefficients (B)as per following.

(Y) Repurchase Intention = 0.045 + 0.252(X;) - 0.006(Xz2) + 0.086(X3)
+0.041(X4) +0.376(Xs) + ¢
Where:

X represent Push Motivation toward Thai Domestic Air Transportation
repurchase intention during COVID-19 pandemic

Xz represent Pull Motivation toward Thai Domestic Air Transportation
repurchase intention during COVID-19 pandemic

X3 represent Attitude toward Thai Domestic Air Transportation
repurchase intention during COVID-19 pandemic

X4 represent Subjective Norm toward Thai Domestic Air Transportation
repurchase intention during COVID-19 pandemic

Xs represent Preceieved Behavioural Control toward Thai Domestic Air

Transportation repurchase intention during COVID-19 pandemic

From the multiple regression result can be answer the research

hypothesis as per table 4.11

Table 4.14 Research hypothesis summary

Hypothesis Result

H:  Push motivation significantly influenced Thai domestic air transportation Supported
repurchase intentions during the Covid-19 pandemic

H:  Pull motivation was hypothesized to significantly influence Thai domestic Not Supported
air transportation repurchase intentions.

Hs  Attitude was hypothesized to significantly influence Thai domestic air Not supported
transportation repurchase intentions during the Covid-19 pandemic.

Hs  Subjective norm was hypothesized to significantly influence Thai domestic  Not supported
air transportation repurchase intentions during the Covid-19 pandemic.

Hs  Perceived behavioural control was hypothesized to significantly influence Supported
Thai domestic air transportation repurchase intentions during the Covid-19

pandemic.
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The results of the hypothesis testing provided valuable insights into the
factors influencing repurchase intentions during the Covid-19 pandemic. The findings
suggested that push motivation and perceived behavioural control significantly
influenced repurchase intentions, while pull motivation, attitude, and subjective norm

did not.
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CHAPTER 5
CONCLUSION AND DISCUSSION

This chapter provides a summary of the research conducted on the
factors influencing Thai customers’ repurchase intention in Thai domestic air
transportation services during the COVID-19 pandemic. The chapter begins with a brief
overview of the research objectives and the theoretical framework used in the study,
namely, The Theory of Planned Behaviour (TPB) and travel motivation.

The findings of the study are then discussed and interpreted in the
context of the research objectives and the theoretical framework. The results show that
various factors, including attitude, subjective norm, perceived behavioural control,
push motivation, and pull motivation, significantly influence customers’ repurchase
intention in Thai domestic air transportation services during the COVID-19 pandemic.

The chapter concludes with recommendations for future research based
on the limitations and scope of this study. Further research can investigate the impact
of other external factors, such as economic, cultural, and political factors, on customers'
repurchase intention in the Thai aviation industry during and after the pandemic. The
findings of this study can also be extended to other similar contexts, such as other
countries or regions, to support the development of sustainable aviation and tourism

industries.

5.1. Summary of the Research

This study aims to observe the factors that influence Thai customers’
repurchase intention in Thai domestic air transportation services during the COVID-19
pandemic by using The Theory of Planned Behaviour (TPB) and travel motivation as a
base theory. The study is significant because the pandemic has had a socio-
psychological impact on customer behaviour, which needs to be understood to restart
the aviation industry during and after the pandemic.

The literature review focuses on the impact of the COVID-19 pandemic
on the economy, tourism, and the aviation industry. However, there is still a gap in the

literature on the factors influencing customers’ repurchase intention during a pandemic.



48

The study addresses this gap by examining the impact of various factors, including
attitude, subjective norm, perceived behavioural control, push motivation, and pull
motivation, on customers’ repurchase intention in Thai domestic air transportation
services during the COVID-19 pandemic.

To achieve this, the researcher utilized a quantitative approach and
collected data through an online survey, targeting a sample of Thai domestic air
travelers during the Covid-19 pandemic. The survey included questions related to push
motivation, pull motivation, attitude, subjective norm, perceived behavioral control,
and repurchase intention. The data collected was then analyzed multiple regression
analysis to investigate the relationships between the independent variables and
repurchase intention, independent sample t-tests to examine differences between male
and female tourists, and one-way ANOVA to analyze differences among education and
income levels. The study provides insights into the socio-psychological impact of the
COVID-19 pandemic on customer behaviour, which can aid policymakers, managers,
and service providers in the aviation industry to formulate effective strategies to restart

and sustain the industry.

5.2 Discussion
5.2.1 The influence of push motivation on Thai Domestic Air Transportation
Repurchase Intention

Hypothesis 1: Push motivation positively influences repurchase
intention during the COVID-19 pandemic. The findings supported this hypothesis,
showing that individuals with stronger push motivation factors, such as the desire for
escape, relaxation, or adventure, are more likely to repurchase Thai domestic air
transportation services during the pandemic. This finding indicates that travelers driven
by their internal desires to travel, such as a need for relaxation, adventure, or escape,
are more likely to consider repurchasing domestic air transportation services (Kokény
et al., 2022). As a result, during the Covid-19 pandemic, Thai people were pushed by
their internal desires to travel by air transportation.

This is in line with research conducted in Taiwan on air travelers' travel
motivations during a pandemic crisis. The findings indicate that push motivations, such

as the desire to escape or experience new things, influence air travel motivations during
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the COVID-19 pandemic (Lin & Zhang, 2021). Similar results were observed in Bali's
domestic air transportation (Sukaatmadja et al., 2021). Moreover, a study conducted in
Nepal found that push travel motivations differed among different demographic groups
(Bhatta et al., 2022), highlighting the importance of considering individual
characteristics when analyzing travel motivations.

These findings are consistent with previous studies conducted before the
Covid-19 pandemic, which showed that self-motivation significantly impacts travel
intention (Gnoth, 1997; Klenosky, 2002; Sastre & Phakdee-Auksorn, 2017). This
suggests that push motivation influences travel intention both before and after the
Covid-19 pandemic.

The independent samples t-test results (table 4.4.1) showed that there is
no significant difference in repurchase intention between male and female respondents
(t=0.267, p =0.790). This finding implies that gender does not play a significant role
in influencing travelers' intentions to repurchase Thai domestic air transportation
services during the COVID-19 pandemic.

This result is consistent with previous research conducted in other
countries. For example, a study conducted in Malaysia found no significant difference
in domestic tourism intention between male and female travelers during the COVID-
19 pandemic (Ismail et al., 2021). Similarly, a study conducted in the United States
found no significant relationship between gender and travel intentions during the

pandemic (Neuburger & Egger, 2021).

5.2.2 The influence of pull motivation on Thai Domestic Air Transportation

Repurchase Intention

Hypothesis 2 proposed that pull motivation positively influences
repurchase intention during the COVID-19 pandemic. However, the findings did not
support this hypothesis. This result indicates that external factors related to the
destination, such as attractions, culture, and unique experiences, did not significantly
influence the respondents' intention to repurchase Thai domestic air transportation
services during the pandemic. This finding is somewhat surprising, as previous research

has suggested that pull factors, such as destination attractions and unique cultural
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experiences, are significant motivators for travel (Klenosky, 2002; Yoon & Uysal,
2005).

However, the lack of significance for pull motivation in this study could

be attributed to the unique context of the COVID-19 pandemic. During this period,
external factors related to the destination may have been overshadowed by health and
safety concerns. This is consistent with research conducted by Dedeoglu et al. (2021)
and Pan et al. (2022), which found that the perceived risk associated with COVID-19
significantly influenced travel intentions, potentially outweighing the influence of pull
factors.
Furthermore, the study by Braje et al. (2021) found that while perceived value and
authenticity were key drivers of a positive attitude towards repurchasing short-term
rentals during the pandemic, perceived risks negatively affected these attitudes. This
suggests that the perceived risk associated with the pandemic may have also influenced
the impact of pull motivation on repurchase intentions in this study.

The ANOVA results (table 4.4.2) showed no significant difference in
repurchase intention across age groups (F(3, 260) = 0.935, p = 0.425). This finding
indicates that age is not a significant factor influencing Thai domestic air transportation
repurchase intention during the COVID-19 pandemic

Further research is needed to explore the impact of pull motivation on
repurchase intentions in different contexts and among different demographic groups.
For instance, future studies could examine whether pull motivation has a more
significant impact on repurchase intentions among certain demographic groups, such
as younger travelers or those with higher risk tolerance.

This result aligns with previous research conducted in different contexts.
For example, a study conducted in India found no significant difference in travel
intention between different age groups during the COVID-19 pandemic (Choudhary &
Narula, 2021). Another study conducted in Malaysia found no significant relationship
between age and domestic tourism intention during the pandemic (Ismail et al., 2021).

In the context of the Thai domestic air transportation industry, this
finding suggests that efforts to enhance pull factors, such as promoting unique

destination experiences or cultural attractions, may not be sufficient to increase
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repurchase intentions during the pandemic. Instead, addressing health and safety

concerns may be more effective in influencing repurchase intentions.

5.2.3 The influence of attitude on Thai Domestic Air Transportation Repurchase
Intention

Hypothesis 3 proposed that attitude positively influences repurchase
intention during the COVID-19 pandemic. However, the findings did not support this
hypothesis. This finding contradicts some previous research that suggested the
importance of attitude in shaping repurchase intentions. For instance, a study conducted
in China found that risk perception and attitude played a significant role in shaping
behavioral intentions towards rural tourism during the COVID-19 pandemic (Zhu &
Deng, 2020). Similarly, another study found that fear of COVID-19, travel anxiety, and
risk attitude significantly impacted travel intentions towards "travel bubble"
destinations (Luo & Lam, 2020).

However, it's important to note that these studies were conducted in

different contexts and with different types of travel, which may explain the discrepancy
with our findings. Furthermore, the influence of attitude on repurchase intentions may
be more nuanced and could be affected by other factors not accounted for in this study.
For instance, a study examining the impact of COVID-19 on short-term rental users
found that trust in the platform and host became significant determinants of repurchase
intentions after the spread of COVID-19 (Braje et al., 2021).
The impact of attitude on repurchase intention can be further explained by examining
the underlying psychological mechanisms. The Theory of Planned Behavior (Ajzen,
1991) posits that attitudes, subjective norms, and perceived behavioral control
contribute to the formation of behavioral intentions.

Moreover, attitude’s influence on repurchase intention can have
significant implications for marketing and customer retention strategies in the airline
industry (Wong et al., 2020). Airlines should focus on fostering positive attitudes
among their customers by enhancing service quality and effectively addressing
customer concerns (Park et al., 2017). By doing so, they can increase the likelihood of

repurchase intention.
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The ANOVA results (table 4.4.2) showed no significant difference in
repurchase intention across different monthly income groups (F(3, 260) = 0.345, p =
0.840). This finding suggests that monthly income does not play a significant role in
influencing travelers' intentions to repurchase Thai domestic air transportation services
during the COVID-19 pandemic.

This result is consistent with previous research conducted in various
contexts. For example, a study conducted in China found no significant relationship
between income and domestic tourism intention during the COVID-19 pandemic (Li et
al., 2021). Similarly, a study conducted in the United States found no significant
relationship between income and travel intentions during the pandemic (Neuburger &

Egger, 2021).

5.2.4 The influence of subjective norm on Thai Domestic Air Transportation
Repurchase Intention

Hypothesis 4 proposed that subjective norms significantly influence
repurchase intentions during the COVID-19 pandemic. However, the findings did not
support this hypothesis. This suggests that subjective norms, or the perceived social
pressure to perform or not perform a behavior, do not significantly influence Thai

domestic air transportation repurchase intentions during the pandemic.

This finding contrasts with some previous research. For instance, a study
conducted in the United States found that subjective norms significantly influenced
post-pandemic travel intentions for safer international destinations (Han et al., 2020).
Similarly, a study conducted in China and Korea found that subjective norms
influenced consumers' dining-out behavior during the COVID-19 pandemic (Zhong et
al., 2021).

However, the findings align with a study conducted on short-term
rentals during the COVID-19 pandemic, which found that subjective norms did not
significantly influence tourists' repurchase intentions (Braje et al., 2021). This suggests
that the influence of subjective norms may vary depending on the context and the

specific industry. In addition, the ANOVA results (table 4.4.3) showed significant
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differences in subjective norm between education level groups, which suggests that
subjective norm might be affected by travelers' educational background.

In the context of the COVID-19 pandemic, it is possible that the
influence of subjective norms on repurchase intentions is diminished due to the
heightened importance of personal health and safety considerations. Individuals may
be more likely to base their decisions on their personal risk assessments rather than on
the perceived social pressure.

Moreover, the impact of the pandemic on the airline industry has been
severe, with many flights cancelled and travel restrictions imposed. This may have led
to a decrease in the perceived social pressure to travel by air, thus reducing the influence
of subjective norms on repurchase intentions.

However, it is essential to consider that some studies have reported
mixed results regarding the relationship between travel intentions and social norms. For
instance, Polat et al. (2021) and Sujood et al. (2022) found no direct correlation between
travel intentions and social norms. These studies discovered that factors such as trust
and subjective norm in airline services directly impact air travel intentions when
perceived risk serves as a mediating factor (Polat et al., 2021). This suggests that during
uncertain situations like the Covid-19 pandemic, travelers may prioritize safety
concerns and the trustworthiness of service providers over social influences.

On the other hand, research on the intention to visit a travel destination
indicates that subjective norm can have a more indirect influence on decision-making.
In this context, subjective norm could contribute to shaping an individual's attitude
toward a destination, which in turn affects their intention to visit (Chen & Tung, 2014).
This implies that although the direct impact of subjective norm on repurchase intention
may vary across different travel contexts, it can still play a significant role in shaping
traveler behavior.

In conclusion, while subjective norms have been found to influence repurchase
intentions in other contexts, they do not appear to have a significant influence on Thai
domestic air transportation repurchase intentions during the COVID-19 pandemic.
Future research could further explore this finding and examine the potential reasons for

this discrepancy
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5.2.5 The influence of perceived behavioral control on Thai Domestic Air
Transportation Repurchase Intention

Hypothesis 5 Perceived behavioural control positively influences
repurchase intention during the COVID-19 pandemic. The findings supported this
hypothesis, showing that individuals with a higher level of perceived behavioural
control are more likely to repurchase Thai domestic air transportation services during
the pandemic. This finding indicates that travelers who believe they have the ability to
control their travel decisions, such as the ability to choose when and where to travel,
are more likely to consider repurchasing domestic air transportation services (Calder et
al., 2022). As a result, during the Covid-19 pandemic, Thai people's perceived
behavioural control played a significant role in their decision to repurchase air
transportation services.

This is in line with research conducted on international travelers during

the pandemic. The findings indicate that perceived behavioural control, along with
other factors such as perceived safety threat and outcome expectations, has a positive
impact on behavioural intentions (Calder et al., 2022). Similar results were observed in
a study on travel intentions during the pandemic, which found that the travel intentions
of respondents were influenced by perceived behavioural control (Sukthankar &
Gaonkar, 2022).
These findings are consistent with the theory of planned behaviour, which posits that
perceived behavioural control, along with attitude towards the behaviour and subjective
norms, influences behavioural intentions (Ajzen, 1991). This suggests that perceived
behavioural control influences travel intention both before and after the Covid-19
pandemic.

The ANOVA results (section 4.4.2) showed no significant difference in
perceived behavioral control across monthly income groups, but the p-value was close
to the significance level, which should be interpreted with caution.

This result is consistent with previous research conducted in other
countries. For example, a study conducted in Malaysia found no significant difference
in domestic tourism intention between male and female travelers during the COVID-

19 pandemic (Ismail et al., 2021). Similarly, a study conducted in the United States
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found no significant relationship between gender and travel intentions during the
pandemic (Neuburger & Egger, 2021).

In conclusion, the findings suggest that perceived behavioural control
plays a significant role in influencing repurchase intentions during the Covid-19
pandemic. Therefore, airlines and travel companies should consider strategies to
enhance travelers' perceived behavioural control, such as providing flexible booking

options and comprehensive information about travel safety measures.

5.3. Significant of the study
5.3.1 Theoretical Implications

This research offers several theoretical implications, contributing to the
existing literature on travel motivation and consumer behavior during crisis situations
such as the Covid-19 pandemic (Kozak, 2002; Li et al., 2020). The study expands upon
the understanding of how push motivation, pull motivation, attitude, subjective norm,
and perceived behavioral control influence repurchase intention in the context of the
Thai domestic air transportation sector (Ajzen, 1991; Crompton, 1979; Dann, 1977).
By investigating these relationships, the research adds to the knowledge of how various
factors interact to shape customer repurchase intentions during a crisis.

Moreover, the findings contribute to the development of the theory of
planned behavior by integrating travel motivations into the framework, offering a more
comprehensive understanding of the factors affecting repurchase intentions (Ajzen,
1991; Uysal & Jurowski, 1994). The study also highlights the importance of
considering demographic factors when examining travel motivations and consumer
behavior, as these factors may have varying effects on the dependent variables
(Dolnicar et al., 2008). Thus, this research provides a foundation for future studies to
explore the complex interplay of factors influencing consumer behavior during crisis

situations (Li et al., 2020).

5.3.2 Practical Implications
The practical implications of this study are valuable for airlines,
policymakers, and other stakeholders in the tourism industry (Sigala, 2020). By

understanding the factors that influence customers' repurchase intentions during the
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Covid-19 pandemic, these stakeholders can develop effective marketing strategies and
crisis management plans that address the unique needs and preferences of travelers
(Gursoy et al., 2020).

For instance, airlines can focus on promoting aspects of their services
that cater to the push and pull motivations of their customers, such as emphasizing
safety measures, offering flexible booking options, and providing tailored experiences
(Bieger & Laesser, 2002; Kock et al., 2016). Additionally, understanding the role of
attitudes, subjective norms, and perceived behavioral control can help airlines develop
targeted communication strategies that address the concerns and expectations of their
customers, thereby encouraging repurchase intentions (Ajzen, 1991; Li et al., 2020).

Policymakers and other stakeholders in the tourism industry can use the
findings of this research to create policies and initiatives that support the recovery of
the sector during and after the pandemic (Sigala, 2020). By considering the factors that
influence repurchase intention, these stakeholders can develop strategies that encourage
domestic air travel while ensuring the safety and satisfaction of passengers (Gursoy et
al., 2020).

In conclusion, the practical implications of this study offer valuable
insights for airlines, policymakers, and other stakeholders in the tourism industry,
enabling them to develop effective marketing strategies and crisis management plans

during challenging times (Sigala, 2020).

5.4 Limitations and Suggestions for Future Research
5.4.1. Limitations

This study has some limitations that should be acknowledged. First, the
online survey method may have led to a selection bias, as it only captured responses
from individuals with access to social media platforms and the internet. Second, the
study focused on five variables, which may not cover all the factors influencing
repurchase intention during the COVID-19 pandemic. Factors such as perceived risk,
trust, and travel restrictions were not examined in this study. Third, the normality of the
data was not met for some variables, which could affect the reliability of the statistical

analyses conducted in this study.
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Furthermore, the study's results might not be generalizable to other
populations or cultural contexts, as the data was exclusively obtained from Thai
tourists. Travel behavior and attitudes may differ in other countries or regions, or
among international travelers. Additionally, the rapidly changing nature of the
pandemic situation and associated travel restrictions could affect the applicability of
the findings to other timeframes or regions with distinct pandemic circumstances.

The study also relies on self-reported data, which may be subject to
biases or inaccuracies. For example, participants may not accurately recall their travel
behavior or may provide socially desirable responses. Moreover, the study does not
consider the impact of external factors such as government policies or travel restrictions
on travel intention and repurchase intention. For example, changes in quarantine
requirements or border closures may significantly impact travel behavior and attitudes.

The study does not explore the impact of the pandemic on other aspects
of the tourism industry, such as hotels or restaurants. For example, changes in travel
behavior may also impact the demand for accommodations or dining options. Finally,
this research collected data during the pandemic but was analyzed and published after
the end of the pandemic. As a result, the findings may not fully capture the ongoing
dynamics of the tourism and aviation industries as they adapt to the post-pandemic

world.5.4.

5.3.2 Suggestions for future research

Based on the limitations mentioned above, several suggestions for future
research can be made. First, future studies could adopt a mixed-methods approach,
combining both quantitative and qualitative data, to provide a more comprehensive
understanding of the factors influencing repurchase intention during crisis situations.
This approach may also allow for a more in-depth exploration of the relationships
between variables and help to identify potential moderating or mediating factors.

Second, researchers should consider examining additional factors that
could potentially affect travelers' repurchase intentions during the COVID-19 pandemic
or other crisis situations. These factors may include perceived risk, trust, travel

restrictions, and customer service quality. By including these variables, future studies
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can provide a more holistic understanding of the factors influencing travel behavior and
intentions during challenging times.

Third, future research should aim to expand the scope of the study by
including participants from different cultural backgrounds and geographic locations.
This would enhance the generalizability of the findings and enable a more
comprehensive understanding of the factors influencing repurchase intention across
various contexts.

Fourth, future studies could address the normality issue by employing appropriate
statistical techniques or transforming the data to ensure the validity and reliability of
the findings.

Finally, longitudinal studies could be conducted to track changes in
travelers' behavior and intentions over time as the pandemic evolves or in response to
different stages of crisis management. Such research could help to identify trends and
patterns in travel behavior during and after crisis situations, providing valuable insights

for tourism and aviation industry stakeholders.

5.5 Conclusion

This study aimed to examine the influence of push motivation, pull
motivation, attitude, subjective norm, and perceived behavioral control on Thai
domestic air transportation repurchase intention during the COVID-19 pandemic. The
findings revealed that push motivation, and subjective norm significantly influenced
repurchase intention, while attitude and perceived behavioral control did not show a
significant relationship with repurchase intention.

The results of this study contribute to the theoretical understanding of
travel motivation and the theory of planned behavior in the context of a global crisis.
By examining the relationship between these factors and repurchase intention during
the COVID-19 pandemic, this study provides valuable insights into how travel behavior
may be affected by such extraordinary circumstances.

From a practical perspective, the findings of this study can help airlines
and other stakeholders in the tourism industry to develop effective marketing strategies
and crisis management plans during and after the COVID-19 pandemic. By

understanding the factors that influence travelers' repurchase intentions, these
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stakeholders can better tailor their services and communication efforts to address the
specific needs and preferences of their customers during challenging times.

Despite the limitations of this study, the findings provide a useful
starting point for further research on travel motivations and behavior during crisis
situations. By building on these results and addressing the identified limitations, future
studies can continue to advance our understanding of the factors influencing travelers'
repurchase intentions during and after crisis situations, ultimately benefiting the
tourism and aviation industries in their ongoing efforts to adapt and thrive in a rapidly

changing world.
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APPENDIX A
Result of IOC Score by question
English
Question IOC Score Result
1st 2nd 3rd
Screening Question
Are you voluntary to give information about your 1 1 1 1.00 | Qualified
intention to travel by air transportation services
during the Covid-19 pandemic?
Are you age over 20 years old? 1 1 1 1.00 | Qualified
Have you ever purchase air ticket for travetling by 1 1 1 1.00 | Qualified
yourself?
Push Motivation
I want to get experience in other provinces 1 1 1 1.00 | Qualified
I want to escape from the same daily life. 0 1 1 0.67 | Qualified
I want to relax in a foreign land. 1 1 1 1.00 | Qualified
I want to have an enjoyable time with my travel 0 1 1 0.67 | Qualified
companion(s).
I want to visit a place that my friends have been to. 1 1 1 1.00 | Qualified
I want to sightsee tourist spots. 1 1 1 1.00 | Qualified
I want to participate in new activities. 0 1 1 0.67 | Qualified
Pull Motivation
Provide much better customer service. 1 1 1 1.00 | Qualified
Have more variety of flight timing and flight 1 1 1 1.00 | Qualified
schedule.
Provide the lower price ticket. 1 1 1 1.00 | Qualified
My friend and family recommend it. 1 1 1 1.00 | Qualified
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My friend and family recommend it. 1.00 | Qualified
Has a good safety reputation. 1.00 | Qualified
Attitude
Travel by air transportation is desirable to me. 1.00 | Qualified
Travel by air transportation is beneficial to me. 1.00 | Qualified
I think travel by air transportation would be a good 1.00 | Qualified
idea.
People who are important to me would support me 1.00 | Qualified
using the air transportation services.
People who influence me would want me to travel by 1.00 | Qualified
air instead of other alternatives.
People whose opinions I value would prefer that I 1.00 | Qualified
travel by air transportation.
Whether or not I travel by air transportation is 1.00 | Qualified
entirely up to me.
I think using the air transportation in the future 1.00 | Qualified
would be very easy.
It would be difficult for me to travel by air 1.00 | Qualified
transportation instead of other alternatives.
Subjective Norm
I would like to travel by air transportation in the near 1.00 | Qualified
future.
I would more frequently travel by air transportation. 1.00 | Qualified
Air transportation would be my first choice over 1.00 | Qualified
other modes of transport.
Perceive Behavioural Control
What is your gender? 0.67 | Qualified
What is your level of education? 0.67 | Qualified
How much is your monthly income? 0.67 | Qualified
What is your occupation? 0.67 | Qualified
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Thai
No.l | Questionnaire 10C Score Result
13t 2nd 3rd
Committee | Commitee | Committee
MomAnNIeq
1 sdudidhsmTazans lumsIideyaiinedesiuanudesmsvesiniouiivade 111 1.00 | Qualified
maaumetouiionlulszmelnove i
2 ufiengnnnd 20 9 1{1]1 1.00 | Qualified
3 Wuneses Tavmsiasesiuiiedumadaoaueaie i 11171 1.00 | Qualified
aouit 1: nsawdndmdumadumalaganamsi
Turniiimsszuaveslsalasalalsin (COVID-19) suwdumalavamomsiiumas
1 | suermzdudadszaumsaimsieufionlumasonia 1 1 1 1.00 | Qualified
2 | fuevngndnniinndiadszdriuuudn o 0 1 1 0.67 | Qualified
3 | suernezindewludieiui 1 1 1 1.00 | Qualified
4 | suernzldnarfiianuguiuitensauduma 0 1 1 0.67 | Qualified
5 | suennliouiionluaniiiouvessiume 1 1 1 1.00 | Qualified
6 | susmnazhivouiialusnwiinesfisaiiaula 1 1 1 1.00 | Qualified
7 | suennldsmlunanssuinig 0 1 1 0.67 | Qualified

2. a & - =
aoui 2: usssgailumsdumaagmensiy

Tugiimssznaveslsahialalsni (COVID-19) suszidenaomsiiui

1 | fimsldsnsdia 1 1 1.00 | Qualified
2 | fiiniulddennanuat 1 1 1.00 | Qualified
3 | mlagasinmgn 1 1 1.00 | Qualified
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4 | sufimwduaeiunususvesmonsiiueguéds 1 1 1 1.00 | Qualified
5 | sitewnuzh 1 1 1 1.00 | Qualified
6 | Tfeideiia 1 1 1 1.00 | Qualified

pouit 3: aduiineniiosunquinganssuaum (A Theory of Planned Behavior : TPB)

amuanuAnvesiy Tureilimsszinaveslsalialalsni (COVID-19)

1 | madumslasniosiv Mumadeniisulsizam 1| 1] 1] 1.00 | Qualified
2 | msdumalaonsesiv Wumadendhnlss Temidmsuiu 1| 1] 1] 1.00 | Qualified
3 | fufahmsdumalaonesdu Wumadonid 1| 1] 1] 1.00 | Qualified
4 | sudadnanafisulianudidy ewmiveyulisununalaonieadiu 1| 1] 1] 1.00 | Qualified
5 | dufahynnaiitidninadeiu deamsliiudunialaomiesdumnaniimadendu q 1| 1] 1] 1.00 | Qualified
6 | sudsinmeaisulinusmieauie deamsidsudunalaonsesdiu 1| 1] 1] 1.00 | Qualified
7 | hinsuszdaduludumalaomsesiivniely dauududdidues 1| 1]0] 067 | Qualified
8 | sudahmadumalasaiesiuiiuiGesh 1| 1] 1] 1.00 | Qualified
9 | fuiluiseswnnivzidumalaunsesiv womvuiududenmsmumasu 0| 1| 1] 0.67 | Qualified

31 o X
aoud 4: awalandusnaedh

amuanuAnvesiy Tureiiimsszinaveslsalialalsni (COVID-19)

1 | sullanudosmshizidunmalaoaioaiiu melusunasulnd 1)1 1.00 | Qualified
P - T - 7 % .
dulinnudesmsiezunalasnsesiiviiosns iy 11 1.00 ualified

2 ot 1

3 | msdumalaonsesdiu Wudidenusnisuaululodoudums 11 1.00 | Qualified

4z, v v o v
aoudl 5: deyadiudnvesdneunuuaeuny
1| wa 1[{1]0]0.67| Qualified
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SEAUMIANY 0.67 | Qualified
510 1dAeiAou 0.67 | Qualified
01%W 0.67 | Qualified
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APEENDIX B
Cronbach’s Alpha result
Reliability Statistics
Cronbach's Alpha | N of Items
0.893 29
Scale Scale Cronbach's
Mean if Variance if | Corrected Alpha if
Item Item Item-Total Item
Question Deleted Deleted Correlation | Deleted
I want to get experience in other
provinces. 114.75 147.742 0.578 0.886
I want to relax in a foreign land. 114.69 144.157 0.61 0.885
I want to visit a place that my friends have
been to. 114.91 148.346 0.469 0.889
I want to sightsee tourist spots. 114.38 152.113 0.49 0.888
I want to participate in new activities in
the designated destination. 115.09 144.475 0.61 0.885
I want to visit my friends and family in
other provinces. 115.13 149.919 0.406 0.891
I need to travel to other province for
business purposes 115.09 157.12 0.162 0.897
Provide much better customer service. 114.19 155.125 0.52 0.889
Have more variety of flight timing and
flight schedule. 114.38 154.694 0.436 0.89
Provide the lower price ticket. 114.22 153.338 0.541 0.888
I am already familiar with the brand. 114.38 152.048 0.554 0.887
My friend and family recommend it. 115.34 147.717 0.62 0.885
Has a good safety reputation. 114.59 150.765 0.527 0.888
Has a good hygienic and Covid-19
prevention practice. 114.09 157.378 0.301 0.892
The seat is more comfort compared to
other airlines. 114.44 158.448 0.193 0.894
Travel by domestic air transportation is
desirable to me 114.5 152.516 0.524 0.888
Travel by domestic air transportation is
beneficial to me 114.44 151.802 0.625 0.887
I think travel by domestic air
transportation would be a good idea 114.59 152.249 0.575 0.887
I think travel by domestic air
transportation would be more safe from
Covid-19 infection than other alternatives. 114.91 155.314 0.315 0.892
People who are important to me would
support me using the domestic air
transportation services 114.91 152.088 0.47 0.889




People who influence me would want me
to travel by domestic air instead of other
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alternatives 115.13 150.823 0.425 0.89
People whose opinions I value would

prefer that I travel by domestic air

transportation 115.19 150.48 0.453 0.889
Whether or not I travel by air

transportation is completely up to me] 114.44 152.577 0.451 0.889
Travelling by flight would be very easy 114.22 157.402 0.293 0.892
You have the funds and the ability to

travel by domestic airlines 114.25 154.645 0.461 0.889
You can access resources for planning a

trip on a domestic airlines 114.38 154.758 0.403 0.89
I would like to travel by air transportation

in the near future 114.47 153.354 0.397 0.89
I would more frequently travel by air

transportation 114.75 152.581 0.388 0.89
Air transportation would be my first

choice over other modes of transport] 114.31 153.835 0.398 0.89
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APPENDIX C
Descriptive Statistic
Statistics
Gender Education Level Monthly Income
N Valid 264 264 264
Missing 1048160 1048160 1048160
Mean 1.63 2.30 2.68
Median 2.00 2.00 2.00
Mode 2 2 2
Std. Deviation 484 .578 1.163
Sum 430 608 707
Descriptives
Statistic Std. Error
Avg INT Mean 1732 .04092
95% Confidence Interval for Lower Bound .0926
Mean Upper Bound 2538
5% Trimmed Mean .1899
Median .0885
Variance 442
Std. Deviation .66493
Minimum -1.65
Maximum 1.14
Range 2.79
Interquartile Range 1.05
Skewness -.084 .150
Kurtosis =719 299
Avg PUSM Mean .2486 .03376
95% Confidence Interval for Lower Bound 1821
Mean Upper Bound 3150
5% Trimmed Mean .2570
Median .2480
Variance .301
Std. Deviation .54852
Minimum -1.28
Maximum 1.23
Range 2.51
Interquartile Range .76
Skewness -.104 .150
Kurtosis -.284 299
Avg PULM Mean 2568 .03109
95% Confidence Interval for Lower Bound .1956
Mean Upper Bound 3181
5% Trimmed Mean 2753
Median .3120
Variance 255
Std. Deviation 50516
Minimum -1.18
Maximum .97
Range 2.15
Interquartile Range .88
Skewness -.357 .150
Kurtosis -.755 299
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Avg ATT Mean 2322 .03850

95% Confidence Interval for Lower Bound 1564

Mean Upper Bound .3080

5% Trimmed Mean .2539

Median .0419

Variance 391

Std. Deviation 62556

Minimum -1.35

Maximum 1.20

Range 2.55

Interquartile Range 91

Skewness -.141 150

Kurtosis -.560 299
Avg SN Mean 2096 .04564

95% Confidence Interval for Lower Bound 1197

Mean Upper Bound 2994

5% Trimmed Mean 2269

Median 4096

Variance .550

Std. Deviation 74154

Minimum -1.61

Maximum 1.42

Range 3.02

Interquartile Range 1.25

Skewness -.088 150

Kurtosis -.612 299
Avg PN Mean 1015 .04380

95% Confidence Interval for Lower Bound .0152

Mean Upper Bound 1877

5% Trimmed Mean 1362

Median .0717

Variance .506

Std. Deviation 71163

Minimum -1.44

Maximum 1.02

Range 2.46

Interquartile Range 95
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Skewness

-.323

150

Kurtosis

-.656

299
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APENDIX D
Survey Questionnaire
Instruction: This questionnaire is a part of academic research to examine ‘Motivation
Factors Influencing Thai Domestic Air Transportation Services Repurchase Intention

During the Covid-19 Pandemic.’

You will be asked to complete the questionnaire, which consists of 4 sections. The
approximately time to complete this questionnaire is 20 minutes. All information
provided will be kept confidentially and used for study purpose only. Participant

information will be anonymous

If you need additional information, kindly contact Mr Panuvat Aramchot, a student
researcher of Master Administration (MBA) international program at Faculty of
Management Sciences (FMS), Prince of Songkla University (PSU). Email:

a.panuvat@icloud.com, contact number: +66-63-595-555-8

Thank you for your kind participation.

Panuvat Aramchot

Are you voluntary to give information about your intention to travel by air
transportation services during the Covid-19 pandemic?
(3 Yes, I am voluntary. (Please complete the survey) (J No, I am not (End the

survey)

Are you voluntary to give information about your intention to travel by air
transportation services during the Covid-19 pandemic?

UOYes, Iam (O No, I am not (End the survey)

Have you ever purchase air ticket for domestic travelling by yourself?

(O Yes,Thave () No, I have not (End the survey)
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Instruction Section 1-5: How much would you agree with the following statements?

These scales indicated the degree from strongly disagree to strongly agree:

1. Strongly disagree

2. Disagree

4. agree 5. Strongly agree

Section 1: Push Travel Motivation

3. Neutral

During the Covid-19, I want to travel by domestic air

transportation because...

Level of agreement

1

2

3

4

5

I want to get experience in other provinces.

I want to relax in a foreign land.

I want to visit a place that my friends have been to.

I want to sightsee tourist spots.

I want to participate in new activities in the designated destination.

I want to visit my friends and family in other provinces.

A R Bt il B

I need to travel to other province for business purposes

Section 2: Pull Travel Motivation

During the Covid-19, I will choose to travel with the domestic airline
that ...

Level of agreement

1

2

3

4|5

Provide much better customer service.

Have more variety of flight timing and flight schedule.

Provide the lower price ticket.

I am already familiar with the brand.

My friend and family recommend it.

Has a good safety reputation.

Has a good hygienic and Covid-19 prevention practice.

S Y R I e

The seat is more comfort compared to other airlines.

Section 3: Factor regarding the theory of planned behaviour

In my opinion, During the Covid-19 pandemic

Level of agreement

1

2

3

4

5

Travel by domestic air transportation is desirable to me

Travel by domestic air transportation is beneficial to me
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| think travel by domestic air transportation would be a good idea
3.
4 I think travel by domestic air transportation would be more safe from
. Covid-19 infection than other alternatives.
s People who are important to me would support me using the domestic
| air transportation services
6 People who influence me would want me to travel by domestic air
. instead of other alternatives
. People whose opinions I value would prefer that I travel by domestic
. air transportation
g Whether or not I travel by domestic air transportation is entirely up to
" | me
9 Travelling by flight would be very easy
You have the funds and the ability to travel by domestic airlines
10
11 | You can access resources for planning a trip on a domestic airlines

Section 4: Repurchase Intention

In my opinion, During the Covid-19 pandemic

Level of agreement

modes of transport.

1 (2 |3 |4 |5
] I would like to travel by domestic air transportation in the near future.
2 I would more frequently travel by domestic air transportation
3 Domestic air transportation would be my first choice over other

Section 5: Participant Demographics

Please tick (%) your answer in the box.

1. What is your gender?

1 Male ] Female

2. What is your level of education?

L1 High school

L1 Bachelor degree
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L] Master degree L1 Doctor of Philosophy (PhD)

L1 Other, please specify..........cccovveviiininn...

3. How much is your monthly income?

O THB 15,000 or less O THB 15,001 - THB 30,000
O THB 30,001 — THB 45,000 O THB 45,0001 — THB 60,000
O More than THB 60,000

4. What is your occupation?

O Student 0 Owner of the business

L1 Government official [0 Employed by a private company

L1 Other, please specify..........cccoveevivininn...

End of Survey
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Name Panuvat. Aramchot

Student ID 6210521026

Education

Degree Name of Institution Year of Graduation
Bachelor of Business Mae Fah Luang 2016
Administration (Aviation university, Chiangrai,
Logistic Managent) Thailand

Work Experience

2023 - Present

2022 - Present

2015 - Present
2022 -2023

2021-2022

2016 - 2017

Digital Marketing Manager at Banyan Tree Phuket, Banyan Tree
Veya Phuket and Double Pool Villa by Banyan Tree

Managing Director & Creative Director at Believe Marketing
Part., Ltd.

Editor, Arpae Infinities Co., Ltd

Group Public Relation and Marketing Communication Manager at
Laflora Hotel Group, Khaolak, Phang-nga

Cluster Marketing & Communication Manager at Avista Grande
Phuket Karon — MGallery, Avista Hideaway Phuket Patong -
MgGallery,

Novotel Avista Resort and Spa Kata

Assistant Station Manager (Phuket Station), Malaysia Airlines
Berhad
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