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The purposes of this study were: (1) to study the marketing communications strategies of
low-cost airlines (2) to study consumer's perception and attitude toward low-cost airlines, (3) to study
consumer's purchase intent, and (4) to study the relationship of consumer’s perception attitude and
purchase intent. Three organizations were studied: Nok Air Airline, Thai Air Asia Airline, and
One-2-go Airline. In-depth interviews were conducted with marketing cdmmunications executives.
Questionnaires were then used to collect data from 400 male and female consumers, aged 25-59

years old who used low-cost airline at least once last year.

Tne findings showed that the three organizations performed their marketing communications
tasks by identifying target audiences, SWOT analysis, determining objectives, developing strategies
and tactics, setting budget, and evaluating effectiveness. Although all airlines evaluated their
marketing communications plans, the results were not used to help improve their tasks perfectly. The
quantitative results indicated that Nok Air Airline had the highest level of perception foliowed by Thai
Air Asia Airline and One-2-go Airline, respectively. Secondly, the consumer's attitude toward Nok Air
Airline and One-2-go Airline were significantly higher than that of Thai Air Asia Airline. Moreover, Nok
Air Airline had the highest level of purchase intent followed by One-2-go Airline and Thai Air Asia
Airline, respectively. Finally, consumer's perception of low-cost airlines was significantly and

positively related with attitude and purchase intent.
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