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Abstract : This research aimed to investigate the relationship between attitude towards marketing mix, brand image and
consumer behavior of the passengers of low-cost airlines service. This study employed by quantitative research and the
questionnaire was used to collect the data from 400 sampled of the passengers who have ever used the low-cost airline services
based in Bangkok, Thailand. The descriptive statistics and Pearson’s correlation analysis were used to analyze data. The
research results revealed that the attitude of the marketing mix of the low-cost airline services including product, price, place,
promotion and process had related to the consumer behavior on the aspects of duration of service and frequency of service.
While, the brand image of the low cost airline including the characteristics of organization, service quality and company
identity had related to the consumer behavior on duration of service, frequency of service and cost of service at the significant
statistically acceptable levels.
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