

MY CONTACT WITH MARKETING STRATEGIES

My encounter with the marketing of a service relates to when I was looking to book cheap flights between Edinburgh airport and Manchester airport. An internet search found several airline companies which had scheduled flights between the two airports that matched my travel dates and times. The price comparison web site listed the airlines in order of price, the lowest price first. The lowest price offered was £9.50 for a single fare. I checked the dates and times that this price applied to and found I could also book a return flight for the same cost, so initially I assumed that for £19.00 I could fly on the dates and at the time that I wanted to travel on. I began the online booking process, as I completed each section of the booking form, additional charges were being added to the ticket price, the charges were not optional and therefore had to be added to the cost of travel, the charges included a seat reservation fee, luggage charges, booking fee and with one optional charge a fee for internet check in. The total cost for the return flights came to £93.50 an increase of £74.50 on the price I had been given initially. Doing a price comparison

with other airlines on the web site, which did not have an eye catching low price, revealed that the second airline had flights on the same day but with a slight difference in departure times, and it did this at a lower total price of £82.50 a difference of £ 11.00 on the flights that looked significantly cheaper than the rest of the competitors prices initially. 

Analysis and Concepts

I have used three concepts from (B120 course book 4 session 1), to analyse the marketing of the service. The first concept from session 1   is Market Segmentation - Targeting Segments   using one of the three principals in targeting strategies Undifferentiated Marketing   (also called mass marketing) this is selling one basic product to the entire market, this is a common and successful strategy in the marketing of many products and services. The airline with a bold advert offering the low cost tickets used this method, by not advertising specific routes but giving the general idea that all flight tickets to any destination started at the very low price, so that any search made for cheap flights would bring their web site up and hopefully encourage customers to book with them. Another session 1 aspect of

this marketing orientation I have used is Production Orientation     this is when a business operating production orientation assumes that users of the service it provides are price conscious, and will accept a lesser quality of service to meet their needs. In this case the no frills travel has been promoted, paying only for what you need so in theory keeping the price lower than it’s competitors .   
The third concept used is from (B120 course book 4, session 2 ) Marketing Environments – The Micro Environment.   The Micro Environment consists of individuals or organisations that are in direct contact with the business and can influence changes within the business, these include intermediaries, suppliers, customers and competitors, and in this case, the customers and competitors are targeted. By the use of the add for cheap flight tickets the airline is targeting potential customers that may be searching for flights in general, and hopefully the extremely low price advertised will attract them to the web site. With regard to the competitors, the initial view of costs appear very competitive, if the low cost airline advertised the full price of it’s flights, as do the other airlines, This would put

all the airlines on a level footing then the comparison of the prices would show only a minimal price difference, and in this case, the low cost airline actually worked out more expensive making it less competitive.

Ethical Implications

There are some ethical issues with the way the airline has marketed its services. Pricing is an area of the marketing mix where unethical actions are often found (Crane and Matten 2004 ) Firstly the advert for the low price ticket does not clearly state that other non optional charges have to be added to the displayed price. The impression given by the add is that for £9.50 one can fly from Edinburgh to Manchester, this is not possible due to associated costs that you are required to pay. The charge for paying by credit card may be seen as excessive, (Which Magazine report). it costs approximately 20p and no more than 2% of cost of flight to process a card payment, in this case there was a fee of £5.50 for each ticket booked. Another issue is that on the first page of the booking form the first thing you complete is your email address for confirmation of booking to be sent to, also your name age and location, however I did not complete the booking form but

constantly receive emails from the airline regarding offers, obviously they retained my details for the purpose of mail shots, and having my age and location can target specific areas that may be of interest to me.

Suggestions to improve Marketing

I would suggest that the marketing of the low cost flights the company should review their marketing mix (B120 course book 4 session ,4 pricing for strategic effect) and consider the prices shown on their adverts. Firstly that the eye catching price for tickets should show the true minimal cost to travel between two points and to include airport compulsory taxes, displaying the additional costs for luggage, meals, and check in fee are shown on the same page and not hidden away in the booking form, so that a quick and true comparison of prices can be made between two or more airlines. A reduction in credit card booking fees would reduce the overall cost of tickets without affecting the profit for the flights. 
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