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ABSTRACT

The present study aimed to investigate 1) Customer Relationship Management (CRM)
factors and repeat service intention of Thai AirAsia passengers, and 2) a causal relationship
model of Customer Relationship Management (CRM) factors towards repeat service intention
of Thai AirAsia passengers. The questionnaire with the reliability of 0.949 was used as a
research instrument in collecting data from 400 samples. The quantitative data analysis
included descriptive statistics and inferential statistics. The results revealed that Thai AirAsia
passengers agreed with overall customer relationship management strategy factors at a high
level. They also agreed with the factors of repeat service, overall, at a high level. The
developed causal relationship model of customer relationship management (CRM) towards
repeats service intention of Thai AirAsia passengers showed constructed validity congruence
with empirical data, convergent validity and high predictability and acceptability at 56%. The
causal relationship at the statistical significance level of 0.05 indicated that customer
relationship management factor had a causal relationship with repeat service intention of Thai
AirAsia passengers and customer relationship management factor had a causal relationship
with repeat service of Thai AirAsia passengers when the moderators were age, income per
month and travelling objectives.
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