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Abstract

This research aimed to 1) study the level of factors influencing the
decision to use Online Travel Agency (OTA) applications, 2) compare the factors
in choosing OTA applications among Generation Y customers based on their
demographic characteristics, and 3) analyze the factors influencing the decision
to use OTA applications. This study employed a quantitative research method,
using questionnaires to collect data from a sample of 400 Generation Y
individuals in the Bangkok Metropolitan area, selected through purposive
sampling. The research instrument yielded an Item-Objective Congruence (I0C)
index between 0.67 and 1.00, with a total reliability of 0.94. Statistical analyses
included frequency, percentage, mean, standard deviation, t-test, One-way
ANOVA, and Multiple Regression Analysis.

The research results revealed that 1) the factors influencing the decision
to use the applications were at a high level, with convenience of use and value
for money having the highest mean scores. 2) The comparative analysis showed
that customers with different monthly incomes placed significantly different

levels of importance on these factors at a .05 level of statistical significance. 3)
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The multiple regression analysis indicated that convenience of use, application
reliability, and marketing promotion significantly influenced the decision to use
the applications at a .01 level of statistical significance.

Keywords: Applications, Choice of Online Travel Agency, Generation Y
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