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ABSTRACT
The aim of this journal is to present the perspective the of customer behavior after used the low cost
airlines, especially the behavior after purchase such as re-purchase , word of mouth. These factors become

significant factors on the strategic planning for the airline business because the airline business is the
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service business that is an intangible commodity. Consequently the airline business may not able to evaluate
the customer’s decision making on the purchasing process if they do not receive the information from their
customer who have used their service before. Therefore the customer behavior after purchase may influence
on the airline business selection. The authors also point out the impact of information technology and the
Internet that took significant part on the customer behavior after purchase on low cost airlines. The customer
behavior after purchase from this study can be used an inspiration for the airline business and can be applied
in the airline management in the midst of fierce competition today.

Keywords: the behavior after purchase, low cost airlines, electronics word of mouth.
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