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PITCHARUT PIEONOI: THE CORRESPONDENCE ANALYSIS BETWEEN
GENERATION, SATISFACTION OF MARKETING MIX AND CUSTOMER LOYALTY:
FULL-SERVICE AIRLINES

THESIS ADVISOR:  ASSOC. PROF. NANTAWAN INTACHAT, Ph.D., 123 PP

The purposes of this reserch were 1) to study satisfaction of marketing mix 2) to study
customer loyalty of full-service airlines 3) to conduct the correspondence analysis between
generation and statisfaction of marketing mix 4) to conduct the correspondence analysis between
generation and customer loyalty full-service airlines and 5) to conduct the correlation between
satisfaction of marketing mix and cutomer loyalty full-service airlnes. The sample were
passengers who traveled with full-service airlines in Thailand. Quota Sampling were utilityzed.
The statistic analysis were frequency, percentage, average, the correspondence analysis and
correlation.

The results of this research founded that 1) the satisfacton in marketing mix was in
highly level 2) the customer loyalty was in highly level 3) the generation and the satisfaction of
marketing mix has a statistically significant correspondence at the level of 0.05. 4) the generation
and customer loyalty has a statistically significant correspondence at the level of 0.05 and 5) the
satisfaction of marketing mix and customer loyalty has a statistically significant postively low

relationship at the level of 0.05.
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