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ABSTRACT

The objective of this study was to study the behavior of visitors which visitors in this study were
passengers using low-cost airlines in Thailand, during the outbreak of COVID-19 especially the 2nd wave
This study was a qualitative research method, Data were collected from 50 Thai visitors. The collected
data were analyzed with thematic analysis. The research findings were as follows: 1. The visitor behavior
Most fly with Thai AirAsia, from Don Mueang Airport with families for tourism, the flight ticket not
exceeding 2,000 baht. They compare prices and travel time, and someone managed to buy a plane ticket
2. Most visitors arrive at the airport before departure about 1-2 hours and check-in at the airline counter.
3. Most visitors commented that at the airport, there are measures to prevent COVID-19 and on the
plane, there are requests for cooperation to wear masks and cleaning measures. 4. Most visitors will have
measures to prevent COVID-19, wear masks and get alcohol all time. 5. All visitors are confident and will

return to fly with their airline again.

Keywords: Visitor, Passenger, Airline, Behavior
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