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Abstract
This study aimed at studying opinions about service marketing mix factors of low-cost airlines

of passengers traveling to the secondary tourist city, investigating purchase intention of passengers
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traveling to the secondary tourist city, and examining service marketing mix factors of low-cost airline
affecting purchase intention of passengers travelling to the secondary tourist city. The study’s model
was empirically tested using self-administered questionnaire survey of 710 samples. The descriptive
and inferential statistics consisted of frequency, percentage, mean, standard deviation, Exploratory
Factor Analysis (EFA) and Multiple Regression Analysis. The results showed that service marketing mix
factors of low-cost airlines in the aspect of airline services, physical environment and integrated
marketing communication had influenced on passengers’ purchase intention who traveled by low-

cost airlines at 0.05 statistical significance.
Keywords : Service Marketing Mix, Purchase Intention, Low-Cost Airline
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