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Abstract

A Study Of Customer Satisfaction Of Domestic Consumers Towards Air Blue is a research oriented work, in which research work is carried out to examine How Air Blue is posing threat to all airlines including PIA in the domestic airline scenario.

How customers perceive the services being provided by Air Blue 

This Research work is applied in nature. Secondary sources of data are used in the research process the basic purpose of this research report is to study the customer satisfaction of domestic, existing and potential users of the services of Air blue.
The study was carried out by conducting a survey of the both categories of existing and potential consumers of the Air blue services. Convenience purposive sample was taken from the population and the research instrument used was structured questionnaire for the main categories i.e. domestic customers. Secondary data was also incorporated in the study and was collected from Air blue and other published sources.

To deliver customer satisfaction, Air blue intends to rely on offering quality and higher standards service, at smaller or reduced costs than its competitors, as the key to its potential success
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1.1 Objective of the Research

The objective of this research was to determine the customer satisfaction of domestic consumers towards Air Blue. The domestic airline scenario provides immense opportunities for airlines to grow. Air blue is a fairly new entrant in the domestic flying scenario. We will look into how Air Blue has planned and implemented different techniques to ensure customers are satisfied with it. The basic aim of having products and services is to have  profits band as well as company’s ultimate aim is to ensure that customers are satisfied because only satisfied customers can ensure long term success for the business. Thus this study aims towards understanding consumer satisfaction towards Air Blue and how it plans to create customer satisfaction in the long run.

   1.2 Air Blue-Introduction

Air Blue limited is a private airline which started its operation in May 2004. It is a cost effective airline providing high quality customer services primarily on the heavy traffic short haul routes in the Pakistani domestic air travel market. Air Blue obtained the license to operate from the Civil Aviation Authority and is the first new passenger airline to enter the Pakistani domestic air travel market in the last three years. Currently there are three passenger airlines serving the domestic market i.e. Pakistan International Airlines (PIA), Aero Asia International (Aero Asia) and Shaheen Air International (SAI). The landscape of the industry is one where the main incumbent PIA, Pakistan’s national carrier, is the market leader with approximately 75% of the market share on primary routes (flights between the major metropolitan centers i.e. Karachi, Lahore, Islamabad while Aero Asia and Shaheen are no-frills, discounted fare airlines.

Air Blue uses technologically advanced Airbus A320 aircraft to ensure that its service is both reliable and comfortable and is competing for market share through superior services like convenient bookings, mobile check-in, on time arrivals and departures and better in-flight services, rather than on a fare basis. There is an opportunity in the industry for a new quality airline that caters to the need of both business class travels and quality conscious economy class customers. Air blue’s business strategy, including its choice of aircraft and use of state of the art airline IT systems, is geared towards providing a premium service to domestic travelers in Pakistan. 

1.3 Business Operations

Air blue is providing its customers a differentiated product with modern aircraft, pre assigned seating, convenient mobile check-in and a reliable schedule. Air blue’s business strategy revolves around creating a brand identity, stimulating demand through easily available selling media, advertising and capturing the international traveler segment by developing an IT system that tie in with international airlines. Air blue also initiates sales through the internet, e-ticketing services, mobile check-in and computerized reservations to create its niche as a technologically savvy airline. 

1.4 Pricing/Marketing Strategy

The pricing strategy involves fares comparable to PIA, but provides incentives to customers through the use of free coupons for dinner/ lunch at local restaurants, online booking discounts etc. Various pricing discounts and mechanisms are available that utilize RM techniques- techniques that competitors cannot match. The technological edge available to the airline will allow it to develop dynamic pricing strategies that allow a different price to be charged to different consumers.

The marketing strategy is based on providing competition to both PIA and the two private airlines with a superior service package at a competitive price. Utilization of Revenue Management technique to match pricing to demand is expected to allow the airline to attain higher yield and revenues.

1.5 Core Operations

The core operations of the airline are handled by Air blue personnel. All other activities will be outsourced to service providers as required.

1.5.1 Flight Crew and Cabin Crew

The flight crew and cabin crew are hired domestically, and the hiring process is underway for future expansions. The local market experience of the management team is expected to attract talented professionals. The flight crew receives specialized training at Airbus facilities on the Airbus A320 aircraft. Cabin crew will receives specific aircraft training and is hired locally and trained at Airbus facilities.

1.5.2 Line Maintenance

The crew for line maintenance is available domestically and the selection and hiring process is underway. No problems are being encountered in availability of qualified technical crew, especially given the local market expertise of the management team. Engineering crew receives airline specific training at Airbus facilities.

1.5.3 Ground Personnel

Qualified personnel are available for duty as sales staff, check in staff, and other ground services. The selection and hiring process for staff is in progress. Training is provided to personnel on the selected reservations system as well as passenger handling.

1.5.4 IT System

The integrated IT system comprises of Reservations, Departure Control, Flight Operations, Revenue Accounting, MIS and other required functions. Outsourcing of the IT system to a multi hosting system provider will provide the lowest cost and technologically acceptable solution. Only two vendors, Sabre and SITA have the requisite experience in the region to provide the desired level of service. Negotiations with the vendors are in the final stages to select the required service provider. The integrated IT system will assist in the following business functions:

1.5.4.1 Sales

Reservations and sales are made through Air blue offices in the major cities and at airports. Provision for sales will be made to selected agents as well and it is expected that about 50% of sales are generated through agents. A modern call center with a UAN linked with VSAT or leased lines utilizing the service providers Reservations system will provide industry standard information, reservations and sales services. 

1.5.4.2 Reservations System

A modern reservations system is providing efficient management of seat inventory and is allowing the airline to control reservation abuse and loss of revenue. Advance seat selection, advance boarding cards, frequent flyer program and other inventory related services provide incentives for the passengers. Introduction of paperless e-ticketing and internet sales are allowing easier and wider access to reservations and help decrease distribution costs.

1.5.4.3 Passenger Service

Use of modern reservations and departure control systems and introduction of wireless mobile check in allows passengers to be checked in efficiently. The ground crew is integrated with the cabin crew to provide better service by providing incentives to the crew and also allow for a higher level of training.

1.5.4.4 Revenue Management

Revenue management is an integrated set of business processes that provide Air blue with the ability to understand markets, anticipate customer behavior and respond quickly to opportunities. Air blue is using revenue management in order to maximize passenger revenues by flight, by market and across the entire system. 

1.5.4.5 Baggage Handling

Customized baggage handling and the implementation of a modern baggage tracking system allows passengers to access their baggage in the minimum possible time.

1.5.4.6 Security

The CAA provides all security services at airports in collaboration with the Airports Security Force (ASF) and the cost is included in the CAA discounted tariff structure for domestic operations.

1.6 Ground Handling

The baggage handling and aircraft technical ground services are provided by established operators at the airports. These services are currently provided by PIA, Shaheen Airport Services and Gerry’s DNATA.

1.6.1 Catering

Food services for in-flight services are provided by any facilities available in the destination cities. PIA operates flight kitchens in Karachi and Islamabad and the international chain Gate Gourmet operates a flight kitchen in Karachi. 

1.7 Aircraft Interiors

Modern aircraft interiors provide the passengers with industry standard comfort levels. The aircraft features the latest in passenger seat technology with a configuration of 20 Business Class seats at a pitch of 36 inches and 126 Economy Class seats at a pitch of 32 inches.

1.7.1 In-Flight Entertainment
The Airbus A320 aircraft is equipped with the latest in audio and video In-Flight Entertainment (IFE), giving Air blue the added distinction of being the only domestic air-travel provider with in-flight entertainment facilities.

1.7.2 Reliability

Availability of back-up aircraft, maintenance by specialized crew, and use of latest dispatch management techniques ensure a high reliability of service than the customer has come to associate with existing airlines.

1.7.3 Baggage Allowance

Enhanced baggage allowances and competitive excess baggage rates, especially to loyalty program customers, provide additional incentives to customers.

1.7.4 In-Flight Service

Emphasis on exceptional in-flight service standards provide a visible difference as compared to the level of service provided by the competition. Selection and training of cabin crew is a major contributor to the quality of service provided.

1.7.5 Cargo

The surplus belly space in the aircraft is utilized to market a revenue potential of 3 to 5 tons of high priority domestic cargo at premium rates on each flight.

1.7.6 Incentives

A liberal loyalty program ensures that customers prefer Air blue over the competition. Alliances and promotions with consumer companies, restaurants, hotels, department stores and credit cards are used to provide additional incentives to the customers. 

1.7.7 Marketing Strategy
An aggressive and continuous advertising campaign, with an initial focus on introducing the airline and the introductory fares, allowed the airlines to compete for the market share from day one of operations. A top international advertising agency, M/s J Walter Thompson, have been appointed to develop a media campaign that establishes Air blue as a premium brand.

1.8 Formal Problem Recognition

The objective of this study is to analyze and see how Air Blue is providing customer satisfaction to its valued customers in the competitive domestic airline scenario. The services being provided by Air Blue to its customers will be seen to understand and determine how customers perceive their services and how much they see it as a customer oriented airlines. 

1.9 problem statement

· How Air Blue is posing threat to all airlines including PIA in the domestic airline scenario.

· How customers perceive the services being provided by Air Blue.

1.10 Limitations of the study

The limitations of the study are as follows:

· The study is limited to Rawalpindi and Islamabad region for domestic individuals.

· The time constraint along with the logistics involved.

· The effort is the first ever attempt towards a research based study at a thesis less for the researchers, thus making it less professional.

Chapter #2
2 Literature Review

2.1 Main characteristics of the airline industry
2.1.1 Service industry

Airlines provide a service for their customers

Transporting them and their belongings (or their

Products, in the case of cargo customers) Air travel

Remains a large and growing from one point to another

At an agreed Price industry. It facilitates economic

Growth, world trade, international Investment and

tourism and is therefore central to the globalization 

taking Place in many other industries.

In the past decade, air travel has grown by 7% per year. Travel for both business and leisure purposes grew strongly worldwide. Scheduled airlines carried 1.5 billion passengers last year. In the leisure market, the availability of large aircraft such as the Boeing 747 made it convenient and affordable for people to travel further to new and exotic destinations In that sense, the airline business is similar to other service businesses like banks or insurance companies. There is no physical product given in return for the money paid by the customer, nor inventory created and stored for sale at some late date.

2.1.2 Typical Airline Revenue

Typically 75% of the international airline industry’s revenue come from passengers, (85% for domestic airlines) and about 15% from cargo shippers. For major passenger airlines that also carry cargo, less than 10% revenue comes from cargo.

2.1.3 Capital Intensive

Airlines need an enormous range of expensive equipment and facilities, from airplanes to flight simulators to maintenance hangers. As a result, the airline industry is a capital intensive business, requiring relatively large sums of money to operate effectively.

2.1.4 Labor Intensive

Airlines also are labor intensive. Major airlines employ a high number of staff members, including pilots, flight attendants, technicians, baggage handlers, reservation agents, gate agents, security personnel, cooks, cleaners, managers, accountants, lawyers etc. 

2.1.5 Break-even Load Factors

Break-even load factor is defined as the percentage of the seats the airline has in service that it must sell at a given yield, or price level, to cover its costs, or break even.

2.1.6 Seating Configuration

Adding seats to an aircraft increases its revenue generating power, without adding proportionately to its costs. However, the total number of seats aboard an aircraft depends on the operator’s marketing strategy. If low prices are what an airline’s customers’ favor, it will seek to maximize the number of seats to keep prices as low as possible. On the other hand, a carrier with a strong following in the business community may opt for a large business class section, with fewer seats, because its business customers are willing to pay premium prices for the added comfort and workspace. The key for most airlines is to strike the right balance to satisfy its mix of customers and thereby maintain profitability.

2.1.7  Pricing

The process of finding the right mix of fares for each flight is called yield, inventory or revenue management. It is a complex process, requiring sophisticated computer software that helps an airline estimate the demand for seats on a particular flight, so it can price the seat accordingly. It is an ongoing process, requiring continual adjustments as market conditions change. Unexpected discounting in a particular market by a competitor, for instance, can leave an airline with too many unsold seats if the discounts are not matched.

2.1.9 Fleet Planning

Selecting the right aircraft for the markets an airline wants to serve is vitally important to its financial or operational success. As a result, the selection and purchase or leases of new aircraft are usually directed by an airline’s top officials. The type of questions that must be answered include: what plans does the airline have to expand service, how much fuel do the aircraft burn per mile, what are the maintenance costs, and how much staff (pilots plus crew) is needed to fly them. In general, newer aircraft are more efficient and cost less to operate than older aircraft. 

2.2 Aviation industry in Pakistan

2.2.1 Low Domestic Airfares

As per government of Pakistan policy, PIA historically had to keep its domestic airfares artificially low, in most cases below operating costs. For example, despite the increase in prices over the past few years, the fares on the Karachi-Islamabad sector are about 40% less than fares on the equivalent Mumbai-Delhi sector in India. Historically, low domestic fares discouraged private airlines from further investing in their operations substantially in the late 1990s; for example, business class fares on the Karachi- Lahore route have increased by over 150% since 1997 while Economy class fares have increased approximately 50% during the same time frame.

2.3.4 Deregulation-Market Impact

A total of 6 passenger airlines started operations in Pakistan in the decade following deregulation, of which only two (Aero Asia and Shaheen) are still in operation. The deregulation of the aviation sector  in 1993 resulted in a number of private sector airlines being granted permission to operate in the domestic market. Their apparent business strategy was to operate in the domestic market, which at the time was considered a loss-making operation due to highly regulated fare structures and lobby the government for the more lucrative international routes. Despite some success in being able to obtain rights to operate to the Gulf States, none of the private airlines has been able to establish a significant market presence for air traffic to and from Pakistan. Given increases in passenger fares over the last few years, private airlines have continued to service the Pakistani domestic market, which is no longer considered a loss making proposition.       

2.2.3 Primary Route Market

An annual growth rate of 3-5% can be assumed for both the primary and secondary markets in the coming years despite the fact that the traffic has declined by about 8% in the last three years due to economical, political and security issues in Pakistan and the region.

2.3 Regulatory Authority

The CAA regulates the aviation industry in Pakistan on behalf of Government of Pakistan. CAA was created in December 1982 to handle all matters related to civil aviation in Pakistan and fill the need for an autonomous body to bring the country’s aviation infrastructure and facilities at par with international standards. Its functions include the provision of services such as facilitation, air space management, air traffic control and fire fighting services. The CAA is also exclusively responsible for planning, development and maintenance of all civil aviation infrastructures in the country.

To perform its functions as a regulatory body, the CAA has to ensure conformity to the standards laid down by the International Civil Aviation Organization (ICAO) with regard to flight safety, aircraft maintenance, services agreements with other countries. 

2.4 Competitive Landscape of Domestic Airline Industry

      2.4.1 Current Passenger Operators

2.5.1.1 Pakistan International Airlines: The state owned airline is the dominant player in the domestic market with about 75% market share on the primary routes. The primary routes are serviced by ageing wide body Airbus A300-B4 aircraft with some flights operated by Boeing 737-300, Airbus A310-300, Boeing 747-200 and Boeing 747-300 aircraft.

PIA’s strategic strength lies in its brand name recognition, established schedule, and relatively reliable service, choice of Business Class seats and modern reservations and distribution systems as compared to existing domestic competition.Despite the fact that PIA currently operates at a seat factor of 65% on domestic operations, the seat factors for PIA on domestic primary routes are higher and are closer to 80%.

2.4.1.2 Aero Asia:

Owned by the Tabani family in Karachi, Aero Asia has been the only consistent operator since deregulation of the aviation sector in 1993. It started operations on a number of domestic primary and secondary routes with BAC 111 aircraft leased from Romania. Later a Boeing 707, a Boeing 737-100 and several YAK 42 aircraft were added to the fleet to replace the BAC 111. The airline has also acquired some international routes to the Gulf States and has been operating on these routes for the last several years. It currently operates Wet-leased DC-9 and Boeing 737-200 aircraft on its network.

Aero Asia’s operations continue to be plagued by questions of schedule and equipment reliability, remarkably poor cabin interiors, old aircraft, dated IT systems and non-existent management information systems. It has been unable to give PIA any consistent competition and appears to be content with its level of service and operations. Aero Asia, despite its image issues and operational problems, has consistently operated at annual load factors of above 85% over the last five years. The consistently high load factors that Aero Asia enjoys are primarily because of canceled and merged flights. 

2.4.1.3 Shaheen Air International

Shaheen has had a turbulent history of operations and has gone through a number of management changes and associated operating philosophies since inception. The airline has operated aircraft as varied as Airbus A300-B4, Boeing 737-200, Airbus A321, Boeing 737-400, TU 154 and YAK 42. It has also shut down operations several times, only to be revived by an infusion of additional working capital from its owners. The airline has operated intermittently on domestic primary routes and some routes to the Gulf States. It currently operates Wet leased TU 154 and YAK 42 aircraft on some domestic and international routes.

Shaheen’s main strength lies in its ability to exact operating advantages not available to other private airlines by using its ties with the government. It also has financial resources and credit facilities that are not available to other private airlines.

Shaheen, despite management and operational problems, has been able to sustain an annual load factor of approximately 80%. Of the players in the market, Shaheen is the smallest, offering only 4 to 5 flights a day on its domestic routes.

2.5 Reasons for Failure of Previous Entrants

2.5.1 Thinly Capitalized

High cash flows and thin operating margins characterize the airline business. Although the operations generate substantial cash flows, operating costs are high and adequate working capital coverage is necessary to tide over lean periods. All the airlines that started operations were thinly capitalized and did not have sufficient availability of financial resources, particularly for working capital requirements.

2.5.2 Sales & Distribution

The airline business requires specialized sales, distribution and inventory control techniques and systems supported by sophisticated reservations systems to increase revenues. None of the private airlines invested in industry standard IT systems and relied on dated sales and distribution methods to sell their seat inventory resulting in loss of substantial revenue potential. Several airlines even resorted to using manual systems for reservations and departure control.

2.5.3 Poor Aircraft Selection

The selection of suitable aircraft is the most critical part of the airline planning process. Previous new entrants based their operations on low cost wet leased Soviet or older generation Western aircraft. The low lease cost of these aircraft was off set by high operating costs and low passenger appeal, resulting in lower revenues that made operations unsustainable. 

2.5.4 Management

None of the previous new entrants made an attempt to hire professional management with airline experience to manage their operations. Instead they were managed by the owners themselves or by managers from the owner’s other business ventures. 

2.6 Customer Satisfaction

Everyone knows what satisfaction is, until asked to give a definition. Then, it seems, nobody knows.” (Richard L. Oliver)

Oliver offers his own formal definition:

“Satisfaction is the consumer’s fulfillment response. It is a judgment that a product or service feature, or the product or service itself, provides a pleasurable level of consumption-related fulfillment.”

Price and value added services are a major factor in attaining customer satisfaction amongst subscribers of mobile. Thus, there is a positive relationship between price level and value added services with customer satisfaction. 

Customers perceive services in terms of the quality of the service and how satisfied they are overall with their experiences. These customer-oriented terms—quality and satisfaction—have been the focus of attention for executives and researchers alike over the last decade or more. Customer Satisfaction has been always a core issue for all the organizations in the world who means business in its literal terms. 

Customer satisfaction to some organizations is a key to success; the reason here is to check the ability of their product to satisfy as much customers as they can, so that they can be the market leaders in their field
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 Method

3.1 Methodology

The basic purpose of this research report is to study the customer satisfaction of domestic, existing and potential users of the services of Air blue.

The study was carried out by conducting a survey of the both categories of existing and potential consumers of the Air blue services. Convenience purposive sample was taken from the population and the research instrument used was structured questionnaire for the main categories i.e. domestic customers. Secondary data was also incorporated in the study and was collected from Air blue and other published sources.

3.2 Type of Research

The research work is applied in nature. There are  such researches conducted at a national level in Pakistan for the public sector organizations such as Air blue. Thus the research aims at studying the customer satisfaction level of not only the existing but also the potential consumers of the Air blue services. 

3.3 Research Instruments

For the purpose of gathering secondary data, company documents in electronic form were collected from the Air blue head office Islamabad. These electronic documents provided the information regarding the company, its subsidiaries, departments and their respective functions. Other sources for the collection of secondary data were Internet websites and books by renowned authorities on customer satisfaction theory and research methodology were consulted. The Google® Scholar search engine was used to find relevant secondary data in form of reports, papers and theses on the topic by various scholars around the globe and specifically in Asian region. 

3.3.1 Questionnaire - Domestic Customers

The questionnaire for the domestic individual included 15 questions in all and most of these were closed ended questions with multiple choices. The starting section of this questionnaire included the customers’ preference of airlines; Air blue’s service, its price, in-flight services, baggage handling, flight schedule and many more. These questions were multiple-choice type and included a number of fixed options for the respondents to choose from. The questions were left open for as many choices as applicable.

3.4 Sampling Techniques and Data Collection

During the data collection process, a total of 100 questionnaires were floated for the domestic respondents in order to determine the customer satisfaction of existing and potential consumers towards Air blue. 

the total size of the collected samples was 100. 

3.4.1 Sampling Technique – Domestic Customers

The sampling technique used for domestic customers was convenience purposive sampling. In simple terms, the sample that served the purpose was chosen on the basis of researcher’s convenience. The geographical area of Rawalpindi/Islamabad was chosen for the selection of respondents for convenience of the researcher. The minimum age limit was kept at 16 in order to include adults. Afterwards, 50 random samples of consumers were taken from Air blue office located at Rawalpindi and the Air blue’s main office at Islamabad. The collection was divided into 25 for each location. This was so because these two locations guaranteed the opportunity to find the respondents. The staff at these offices was requested to get the forms filled by all walk-in individual customers. 

The other 50 questionnaires were floated to different people belonging to different walks of life.

3.5 Data Analysis
Data was organized into existing and potential customers for domestic sample. The criterion used for distinguishing between existing and potential domestic customers was, who had previously used any of Air blue’s services and those who have not respectively.
 The data from questionnaires was processed by using tally bar method of statistical computations. The questions in which respondents were asked to mark only one choice were analyzed on using percentage method. For the questions in which more than option was marked, frequency tables were used and the results were calculated on the basis of the options having the highest number of votes from the respondents in total. 

Chapter # 4

 Results and discussions 

 4.1 ANALYSIS OF QUESTIONNAIRE

The questionnaire and interview were designed to determine whether customer satisfaction towards Air blue exists or not. The interview was designed in order to get information about the techniques being used by Air blue in order to create customer satisfaction.
 The questionnaire was used to get information from the respondents to see whether the techniques and processes introduced by Air blue are creating customer satisfaction or not. It also helps to give us an insight as to what are the factors in which Air blue is currently lacking in order to ensure customer satisfaction. We wanted to find out if the current services being provided by Air blue are ensuring customer satisfaction and how these services are perceived by the customers.

Questionnaire # 1

4.2 RESPONSES AND ANALYSIS OF DATA

Q. 1
which airline services do you prefer to use?
Table 1(1)
	           Answers
	             Responses
	             Percentage

	           PIA
	                  25
	                    50%

	          Air blue
	                  15
	                    30%

	         Aero Asia
	                  08
	                    16%

	         Shaheen
	                  02
	                    04%

	          Total
	                  50
	                   100%


Conclusion

The overall conclusion of the question determined were 50% for PIA, 30% for Air blue, 25% for Aero Asia and a mere 5% for Shaheen.

Q.2     How many times have you traveled by Air blue?
Table 2(1)
	           Answers
	        Respondents
	          Percentage

	         At least once
	                  10
	                  20%

	        More than once
	                  15
	                  30%

	         Many times
	                  20
	                  40%

	         Never
	                  05
	                  10%

	         Total
	                 50
	                 100%


Conclusion

The responses of the question show that nearly 90% of the respondents have used Air blue’s service at least once while 10% of the respondents never got a chance to utilize Air blue’s services.

Q. 3
Are you satisfied with Air blue’s service?

Table 3(1)
	           Answers
	          Respondents
	           Percentage

	                Yes
	                30
	                  67%

	                No
	                15
	                  33%

	              Total
	                45
	                  100%


Conclusion

The question was asked to know about the customers’ perception of Air blue’s service and the percentages show that nearly 67% of the respondents are satisfied with Air blue’s service.

 Q. 4
   Are you satisfied with the price of the airline’s service?

Table 4(1)

	            Answers
	        Respondents
	          Percentages

	               Yes
	                30
	                 67%

	               No
	                15
	                 33%

	             Total
	                45
	                100%


Conclusion

The result of the question shows that nearly 67% of the respondents are satisfied with the airline’s price of tickets which is a fairly respectable figure.

Q. 5
How long you have been using Air blue’s service?

Table 5(1)
	             Answers
	         Respondents
	            Percentages

	     Less than 6 months
	                 18
	                   39%

	     Less than a year
	                 07
	                   17%

	     1 year
	                 05
	                   11%

	     More than a year
	                 15
	                   33%

	     Total 
	                 45
	                   100%


Conclusion

The conclusion drawn was that nearly 18espondents have been using it for less than a month, 7 or less than a year, 05 have been using for a year while 15 of them have been using Air blue’s service for more than a year.

Q. 6
How would you rate the in flight service?

Table 6(1)

	           Answers
	         Respondents
	          Percentages

	           Excellent
	                 23
	                  51%

	           Very good
	                 15
	                  33%

	           Good
	                 05
	                  11%

	           Bad
	                 02
	                   5%

	          Terrible
	                  -
	                    -

	          Total
	                 45
	                100%


Conclusion

The results show that 51% of the respondents thought that the service was excellent, 33% feel that it was very good, 11% thought it was good, 5% saw it as not up to the mark while not a single respondent thought that the in-flight service was terrible.

Q. 7
Can you easily get through customer service?

Table 7(1)
	             Answers
	          Respondents
	             Percentages

	             Never
	                 03
	                     7%

	             Some times
	                 07
	                    16%

	             Mostly
	                 20
	                    44%

	            Always
	                 15
	                    33%

	            Total
	                 45
	                   100%


Conclusion

The results of the question shows that 7% of the respondents think that the customers services never respond, 16% thought that they get through customer services sometimes, 44% think that they get through while 33%  say they always get the access.

Q. 8
 Do you get feedback of your complaint through customer service?

Table 8(1)

	            Answers
	         Respondents
	          Percentages

	             Yes
	                30
	                   67%

	             No
	                15
	                   33%

	             Total
	                45
	                  100%


Conclusion

The result of the question indicates that nearly 67% of the respondents get the feed back on their complaints while nearly 33% never get a response from the customer services.

Q. 9
Are you satisfied with the e-ticketing facility?

Table 9(1)
	           Answers
	          Respondents
	            Percentages

	             Yes
	                   32
	                 71%

	             No
	                   05
	                 11%

	            It doesn’t work
	                   08
	                 18%

	           Total
	                   45
	                 100%


Conclusion

The result of this question reveals that nearly 71% of the respondents were satisfied with the new e-ticketing facility. Considering that this is a new concept in the domestic airline sector, the fact that such a great number of respondents showed a positive response meaning that this concept of ticketing on-line has been successful. However, 11% of the respondents think that it is not up to the mark while nearly 18% said that the system doesn’t work.

Q. 10
Are you satisfied with baggage handling?

Table 10(1)

	             Answers
	         Respondents
	         Percentages

	                Yes
	                  20
	                44%

	                No
	                  25
	                56%

	               Total
	                  45
	              100%


Conclusion

The result of the question reveals that the airlines is not providing up to the mark baggage handling as nearly 56% of the respondents were not satisfied with this aspect of the airline where as 44% were satisfied.

Q. 11
Are you satisfied with the in-flight crew’s behavior?

Table 11(1)
	           Answers
	          Respondents
	           Percentages

	            Yes
	                   30
	                67%

	             No
	                   08
	                17%

	            No comments
	                   07
	                16%

	           Total
	                   45
	              100%


Conclusion

The conclusion drawn from this question reveals that 67% of the respondents felt that the attitude of the crew was satisfactory while 17% were not satisfied at all and 16% did not wish to comment.

Q. 12
Do you reach your destination on time when flying Air blue?

Table 12(1)

	             Answers
	           Respondents
	            Percentages

	               Yes
	                 55
	                  61%

	               No
	                 35
	                  39%

	              Total
	                 45
	                 100%


Conclusion

The results show that 61% of the respondents were satisfied that they were being transported by Air blue on time while 39% of the respondents thought that there were delays and other factors resulting in late departures and arrivals.

Q. 13    would you like to recommend the service you are presently using to 

               Anyone else?  

Table 13(1)

	            Answers
	         Respondents
	           Percentages

	               Yes
	                  40
	                 89%

	               No
	                  05
	                 11%

	              Total
	                  45
	               100%


Conclusion

The result of the question revealed that a staggering 89% of the respondents felt that they would recommend it to others which is a handsome percentage. This shows that overall the respondents were satisfied with the performance of the airline.

     Questionnaire # 2

4.3 RESPONSES AND ANALYSIS OF DATA
Q 1) Have u ever traveled by air blue?
Table 1(2)
	           Answers
	             Responses
	             Percentage

	          yes
	                  05
	                    10%

	          No
	                  45
	                    90%

	          Total
	                  50 
	                   100%


Conclusion

The overall conclusion of the question determined was that 10% of the people have traveled by air blue and 90% have-not traveled by air blue.

Q 2) How do u perceive the air blue airline service?

Table 2(2)
	        Answers
	        Respondents
	          Percentage

	         Good
	                 30
	                  67%

	         Average
	                 05
	                  11%

	         Bad
	                 05
	                  11%

	         No comments
	                 05
	                  11%

	         Total
	                 45
	                 100%


Conclusion

The responses of the question show that nearly 67%  of the respondents perceive air blue’s service to be good and nearly 11% respondents perceive it to be average 11% percent of the respondents perceive it to be bad and 115 of the respondents have not comment on that question. 

Q. 3) At what choice will be the air blue if u are traveling by air?

Table 3(2)
	           Answers
	         Respondents
	          Percentages

	           first
	                 25   
	                  55%

	           second
	                 10
	                  23%

	           third
	                 05
	                  11%

	           fourth
	                  -
	                   -

	           Not at all
	                 05
	                   11%  

	          Total
	                 45
	                 100%


Conclusion

The results show that 55% of the respondents thought that air blue will be their top most priority while traveling by air 23%feel that it will be their second choice while 11% of the respondents select it to be their third choice and 11% of the respondents indicated that they will not use it in any case. 

Q. 4) can air blue be leader of all private airlines that are operating in Pakistan?

Table 4(2)
	           Answers
	          Respondents
	            Percentages

	             Yes
	                    30
	                 67%

	             No
	                    10
	                 23%

	            No comments
	                    05
	                 17%

	            Total
	                    45
	                 11%


Conclusion

The result of this question reveals that nearly 67% of the respondents believe that air blue can be a leader of all private airlines that are operating in Pakistan.23% of the respondents think that it cannot be a leader of the private airlines that are operating in Pakistan while 11% of the respondents did not comment.

Q 5) would air blue be able to attain the required level of customer satisfaction?

Table 5(2)
	           Answers
	          Respondents
	           Percentages

	            Yes
	                  32
	                72%

	             No
	                   07
	                15%

	            No comments
	                   06
	                13%

	            Total
	                   45
	              100%


Conclusion

The conclusion drawn from this question reveals that 72% of the respondents felt that air blue would be able to attain the required level of customer satisfaction.15% of the respondents think that they wouldn’t be able to attain such level of customer satisfaction while 13% did not comment.

Chapter # 5

Conclusion and recommendations

5.1 Conclusion

Since the entry into the domestic airline scenario of Air blue, things have changed a lot. Air blue wants to prove it self that by providing quality services to the customers, not only it can compete with the heavy weights of the airline industry but also can gain the satisfaction of its customers which is of utmost importance.  For this purpose, the airline has assessed the existing demand for additional airline capacity, based on the most accurate statistics currently available within the industry. Air blue has also identified the window of opportunity based on a confluence of favorable factors-weak competition standards, low fuel costs, and easy and inexpensive availability of late model aircraft in the international market. 

To deliver customer satisfaction, Air blue intends to rely on offering quality and higher standards service, at smaller or reduced costs than its competitors, as the key to its potential success. This is sound business thinking, as there is presently much room for service improvement in the domestic aviation sector in Pakistan and the competition is either ill prepared to respond in kind (i.e. the low cost private airlines) or unwilling to do so, at least initially (i.e. PIA). 

5.2 RECOMMENDATIONS

Following are the study recommendations:

· Air blue has performed fairly well since its launch a year and half ago. However, it needs to maintain its focus on quality service in order to grab more market share.

· Air blue needs to introduce more features and incentives to the customers like frequent flyer program to encourage customers to travel more by Air blue.

· The competitive edge that Air blue enjoys over its rivals like e-ticketing facility and state of the art aircrafts will count for nothing if that competitive edge is not translated into giving well on board services.

· Air blue has introduced the concept of low fares which are attracting customers but the state owned PIA has dealt with that threat by introducing even low fares. The government should enforce such laws which prevent the government backed organization to blow away the threat from a private operator like Air blue in a hurry.

Questionnaire # 1

Questionnaire that is distributed among the customers of air blue

Q.1 which airline services do you prefer to use?
a) PIA

b) Air blue

c) Aero Asia

d) Shaheen

Q.2 How many times have you traveled by Air blue?

 a) At least one  

 b) More then once

 C) many times 

 d) Never

Q.3 Are you satisfied with Air blue’s service?
a) Yes 



           

b) No


Q. 4
Are you satisfied with the price of the airline’s service?
a) Yes






b) No

Q. 5
How long you have been using Air blue’s service?

a) Less than six months

b) Less than a year

c) 1 year

d) Never Changed

Q. 6
How would you rate the in flight service?

a) Excellent

b) V Good

c) Good

d) Bad

e) Terrible
Q. 7
Can you easily get through customer service?

a)  Never

b) Some times

c) Mostly

d) Always


Q. 8
 Do you get feedback of your complaint through customer service?

a)  Yes 



         

   b) No


Q. 9
Are you satisfied with the e-ticketing facility?

a) Yes

b) It does not work

c) No

Q. 10 Are you satisfied with baggage handling?

a) Yes

b) No

Q. 11  Are you satisfied with the in-flight crew’s behavior?

a) Yes

b) No

c) No comments

Q. 12
Do you reach your destination on time when flying Air blue?

a) Yes

b) No

Q. 13   would you like to recommend the service you are presently using to anyone  else?           

a) Yes

b) No

Questionnaire # 2

Questionnaire that is distributed in people from the different walks of life.

Q 1) Have u ever traveled by air blue?
a) yes 

b) no

If yes then don’t fill up this questionnaire.

If no move to the question no 2.

Q 2) How do u perceive the air blue airline service?

a) good 

b) average 

c) bad

d) no comments

Q 3) At what choice will be the air blue if u are traveling by air? 

a) first

b) second 

c) third

d) fourth

e) not at all

Q 4) Can air blue be leader of all private airlines that are operating in Pakistan?
a) yes

b) no

c) no comments

Q 5) would air blue be able to attain the required level of customer satisfaction?

   a) Yes

   b) No

   c) No comments  
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