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ABSTRACT

Objective of the research subject "Factors Influencing the Purchasing Decisions for Domestic
Flights via Online Travel Agencies (OTAs) by Consumers in Bangkok, Thailand" is to examine the
factors influencing the decision to purchase domestic airline tickets through online travel agencies
(OTAs) among residents of Bangkok, analyze their purchasing decisions classified by demographic
factors and explore the influence of Behavioral Pricing factors and Technology Acceptance Factors on
their purchasing decisions. This study utilized a Quantitative Research design. The sample consisted
of 400 consumers who had previously purchased domestic airline tickets through OTAs and resided in
Bangkok, and selected via Convenience Sampling. Data were collected by using a questionnaire.
Statistical analysis employed descriptive statistics. The result revealed that the majority of
respondents were female, aged 27—42 years, held a bachelor's degree, and worked as government
officials or state enterprise employees. The factors that significantly influenced the decision to
purchase domestic airline tickets through OTAs at the 0.05 level included factor of Behavioral Pricing
Reference Price, factor of Behavioral Pricing Theory Acceptable Price Range, factor of Technology
Acceptance Model Perceived Usefulness and factor of Technology Acceptance Model Perceived Ease
of Use. These four factors explained 26.4% of the variance in the purchasing decision. Reference
Price exerted the strongest influence, aligning with the principles of Behavioral Pricing Theory.

Keywords : Behavioral Pricing, Technology Acceptance Model, Purchasing Decision
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