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ABSTRACT

This study was designed to find out how Nigeria Airways can effectively and
efficiently market their services. The Nigeria Airways was selected as s case

study.

Data for the study were collected from both primary and secondary sources.
Relevant existing literatures were carefully reviewed. In order to collect data
from both employees of the Nigeria Airways and its customers, questionnaires

were duly administered and analysed.

The study reveals a market that is highly dissatisfied with existing services of
the airline. Major complaints include poor customer relations, lack of safety
and security for life and property and general overall operational
inconsistences. This study also reveals that customers hold safety, comfort,

convenience, and speedy arrivals as factors that pertinent in selecting airlines.

In conclusion, the study calls for effective marketing planning at all levels of
operation. It also recommends a careful identification and analysis of markets

for effective positioning of the airlines services against competition.
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CHAPTER ONE

INTRODUCTION

BACKGROUND

No organisation enjoy the monopoly of leadership in business. In every highly
industrialised society, the degree of competition belween one manufacturer anvt

another is often such that only the most economic methods of operation will

ensure survival.

To achieve this econoimy of operation, high volume output is ess‘eniiah_ To
maintain high volume output, one obviously needs high vciume sales. This
constant demand for sales can only be mel if the selling side of fhe organisation
is able to continue to obtain repeat orders from its existing customers and can |
gain new customers to replace these who for variety of reasons, may case to use

its product or services.

TO. make a profif, it is necessary to achieve a sale and to achieve a sale, it is
necessary to find a customer. il follows therefore that the creation of customners,
rather than the creation of a product, is the point from which the crganisation must
set out its quest for a profit. This is where effective marketing comes in to play its

desired role.
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In every business fransaction, the customer is the king. Thus, for an organisation
to enjoy an increase in the demand for its product or services, the tusiomer’'s
sovereignty must be recognised. Many custoiners consider the attitude of
employees as the best guide to the personality of the business. This is where
image enhancement plays a high role. Image enhancement, therefore, attempts
to ensure the sovereignty of the customers and contributes to the organisation
growth. It follows therefore that business organisation can henefit from a
company of friendly, courteous, and helpful customer relations.
However, Government para's:{atals have been constantly accused of poor
treatment of their customers. The general atlitude of the employeces is that of
laissez-faire. This is due largely to the erroneous belief that government busiess
does not belong to any body. Worsening the situation is the work-renumeration
relationship which is grossly not commensurate. The Nigerian Airways is not an
island and does not operate in isolation of the so-called “Nigerian Factor”.
Effective markeling thus becomes a sine gua non in marketing its services in
order to keep them in business and increase as well their efficiency, productivity

and profit,

PROBLEM DEFINITION

Like every other organisation, the humah factor plays a significant role in the
service sector through the creation of bad image, poor quality service, Internal

management crises, etc. The Nigerian Airways cannot be an exception.
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With the increasing number of private Airlines stiff competition with others is

\
-~ imminent. The present economic crunch in the country courted with dwindiing

patronage, high cost of aircrafts maintenance and other inputs can grind the
business to a final halt. The Nigerian Airways, therefore, has to develop some
strategies that can keep the business afloat. In doing so, they mu st be able to

keep their actual customers while potential customers are heing created.

OBJECTIVESQF THE STUDY

Generally, the objective of this study is to design strategies for the effective
marketing services. Specially the study which seek o achieve the following

objectives,

Bozina (1987) opined;

i. that no matter how well designed any human scheme may be, it must be
subjected to continuing review particularly during implementation to ensure
that the right strategies are applied so that the right objective of such
scheme would be achieved. It is on this platform that & study on the
marketing of services with reference to the Nigerian Airways is being

carried out.

. this research work, therefcore, intends to examine the marketing of

services In Nigerian Airways with aim of improving upon the service
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presently rendered to customers in the industry. This will heip to increase

sales, efficiency and productivity.

(]

SIGNIFICANCE OF THE STUDY

It is regrettable to note that hitherto, there has no research work of his nature

known to the researcher, on his very important public enterprises, considering its

significance.

It is expected that at the end of this exercise a lot of discoveries as well as
revelations will be made that will be of immense benefits not only 1o Nigeria
Airways but also to the entire Airlines industry. The discoveries in thisresearch
work is hoped to enhance better quality of services rendered by the Airways and
patronage of the customers consequently, the turnover and the profit margin of the

crganisation will increase.

SCOPE OF THE STUDY

This research work will cover only the domestic/intend operations of the Nigeria

Airways and does not intend to cover the international operations. ‘



B D AT T e T

1.6

LIMITATIONS OF 7#& S7HdY

Inspite of significance of this siudy, the area of coverage is very limited. The
reason for this is largely due to the present depression in Nigeria economy. With

the high cost of traveling coupled with the distances involved in carrying out the

research, the area of coverage has to be limited.

Besides, funding of the project is basically & private affair without any support from

other sources. This makes it difficult lo expand the scope.

The bureaucratic delays in government parastataic, Nigeria Airways inclusive, is

also encugh reason for narrowing down the study.

As this study involve the use of questionnaire, it is primarily limitad to the

respondents’ co-operations, question interpretation and the accuracy of the

information supplied.

In general, this study is subjected to any limitation linked with dates coliection and

the use of questionnaire not mentioned,
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RESEARCH DESIGN ' o .

 In arder to facilitate the research work data will be collected both through the

primary and secondary sources. Two sets of questionnaires will be designed and

administered to iilicit refevant information from the customers and the industry
personnel. Personal interviews will also be conducted on the management of
Nigeria Airways, the customers and the employees. Personal observation and

experience will also play a no small role in making the research work a success.

NATURE OF THE QUESTIONNAIRE

The guestionnaires used were designed for three (3) categories of respondents,
viz., the management of the Nigeria Airways, the employees and the customers.
The customers. The questionnaires were of three sections each-sections ABEND
C, sectign "A” dealt with demographic information and experieiice. Section “B”
dealt with the central problem being investigated while section "C” was drawn to

give room for personal comments ¢f the respondents on the study,

ADMINISTRATION OF THE QUESTIONNAIRE

The research visited the Nigeria Airways Office to distribute the questionnaire to
both the management and the employees of the industry while those of the

customers were distributed to them at the departure hall in the airport. The
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respondents were aliowed enough time to complele the questionnaires and these

were collected back immediately.

The researci also used a non-struclura) form of interview. A free discussion was
heid with the customers about the service they enjoyed rom the Nigeria Airways.
The respondents were ailowed 1o express their experiences freely without any
hindrance. As the discussion were going on, the responses were being recorded
by the researcher. Even though the interview was non-structured, the discussion

centered typically on the central problem being investigated.

A totat of 150 questionnaires were adminisiered on all the categories. Qut of this,
75 questionnaires were administered on the employees of the industry; 15 on the
top management personne! and 60 were served on the consumers of their

services

A rating scale of 4-1 was used in the questionnaire, Each itern on the

questionnaire was therefore structured to illicit such responses as:

1. Strongly Agreed (GA) - 4 points
2. Agreed (A) - 3 points
3. Disagreed (D) - 2 points
4. Strong Disagreed (SA) - 1 point
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A minimum of 1 point and a maximum of 4 points were the expecled responses

from each of the items in the questionnaire.

METHODS OF DATA ANALYSIS

To analyse the data, vigorous sfatistical analysis was ignored. Rather,
percentage method was adopted through the circulation of frequency distrit ution
of subjects opinion on the issues raised, These were presented in frequency

tables.
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CHAPTER TWO
REVIEW OF LITERATURE

INTRODUCTION

Al one time, Fivy (1982) noled, 1hr"r-n wirs no such thing as manketing. Hlacksmith,
stone mason, saddler, carpenter, Hoosier, and Tailors, all knew their cuslomers
personally. They were in o position lo discuss the size, the shape, the design, the
colour and the price of the goods they mmade with the people who bought and used

them.

However, with the coming of the industiial Revolution, this personal contiact came
lo an end, changes in production led o changes in distibution.  The greally
increased production of goods which resulled from mechanization required a

mass market for heir consurnption, and distiibution became a major undertaking.

Markeling has traditionally stressed goods producing industiies. Markeling as a
discipline developed initially in conneclion with selling physical products. The
physical product focus may cause people to overlook the many other lypes of
entities that are markeled. Such enlifies include services, organisations, people,
places and ideas. Even today, the vast majority of marketing texts draw alimost
all their examples from goods providing firms and channels of distribution of

goods. Services firms typically lag behind manufacturing firms in their use of
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marketing. George and Barksdale (1974)? surveyed four hundred service and

manufacturing firms and concluded that in comparison to manufacturing firms, .

service finms appear to be: .

1. Generally less [ikely to have marketing mix activities carried out in the -

marketing department.

2. L.ess likely to perform anaij;sis in the offering areas.

3. More likely to handle their adverlising internally rather than go to outside
agencies.

4, Less likely to have an overall sales plan

.U"I

Less likely {o develop sales training programmes.

Less likely to use marketing research firms and marketing copsultants and

~N®

Less likely to spend as much on marketing when expressed as a

percentage of gross sales. .

-
i

it is important to emphasize, that the world economy is fast becoming a service
economy thus, a greater attention should now be focused on the markefing of

services than hitherto,

Today, as compelition intensifies, service quaiity deteriorates, more service firms
are taking an interest in marketing. As noted by Philip Kotler (1984), Airlines
were one of the first services to study their consumers and competition and take

positive steps to make traveling easier and more pleasant.

3
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Marketers must seek ways to apply the marketing functions to the service sector -

more &ftectively. Educators could help by increasing the amount of tine spent on
the services and government sectors to marketing courses. And, all marketers

should work on techniques for increasing the production of service workers.

EXPERTS VIEWS ABOUT MARKETING

Marketing as cbserved by Kotler (1983) is “human activities directed at
satisfying needs and wants through exchange procesées”. FFurthernore, in
1984, he looked at marketing as “a social process by which individuals and
groups obtain what they want and need through creating and exchanging

products and value with others” . Peter Drucker (1973) one of the leading

management theorists, puts it this way, “the aim of marketing is to make
selling superfluous. The aim is to know and understand the customer, so

well that the product or service fits him and sells itself” .

The American Marketing Association officially defines marketing as ‘“the
performance of business activities that direct the flow of goods and
services from producer to consumer or usgr". To Nickels {1978}, Markeling
is referred to as those activities performed by individuals or organisations, other
profit or non-profit to enable facilitate and encourage exchange {0 the satisfaction

R VR e s bl

of both parties.
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Marketing is exchange activities conducted by individuals and organisation for the
purpose of satisfying human wants (Enis, B., 1977). But to Markin (1979), “A |
modern definition of marketing would be the set of activities by which the .
demand structure for goods, ideas and services is managed in order to -

facilitate the exchange process satisfactorily”.

Stanton (1981} defines marketing as “a total system of business activities
designed to plan, price, promote and distribute want-satisfying goods and :

services to present and potential customers”.

Olatise looks at marketing as “the business process through which products
are matched with marketing and through which transfers of ownership are

affected so as to maximize long-term earning per shares.

]

QOdia considers marketing as the identification of customers ncweds and the

delivery to custamers satisfaction-at a profit.

Mc Carthy (1971) perceives marketling as “the process of analyzing consumer

demand, developing a product {o satisfy the demand, motivating the sale

of the product and distributing the product into ultimate consumption.
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Harm, Stéar and Herris (1972) view marketing as relaling to those :;ctivities that
direct the flow of goods and services into their appropriate utilization from

manufacturer fo consumer. |

® d t
From the foregoing, w*’é note that there are many defintions of the word
“MARKETING”. One of the most straight forward definition says that marketing
is getting the right goods or service in the right quantity to the right place at the

right time and making a profit out of the operation.

Following this definition, it can be seep that marketing functions are extensive.
Among the mést important functions of marketing are the assessment of the
market to discover where the customers are to be found, how many they are
whether their number (which constitute the market) shows a tendency to grow or
to diminish. Enquiry must be made into the methods currently used to distribute
and sell to that market and if these methods are likely to remain viable in the
future. The altributes and shortcomings of competilions must be assessed (o
establish the degree of competitive merit. 1t s also a funclion of marketing to
probe into the allitude of consumers with regards to both the currents product and
those it is proposed to develop. VWhat do the consumers need? Vhat is their
attitude to current product and* ‘the prices which they have to pay forthem ? Do
they have matkel preferences belween oﬁe brand and another, and, if so, what

are they 7
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Marketing must {ook into the likely future pattern of demand. It must establish
sales forecasts, to ensure the correct allocation of marketing resources and aiso

to provide essential information not oniy for the pisnning and produclion
department, but for the overall budget of the company. it must concern itseif with
the promotion and preseﬁtation of the product or service, both through advertis. «
and mechanizing with the provision of samples, demonstration, free trials and

other forms of physical presentation. l

MARKETING STRATEGY

As Markin (1979) put it, determining a company’s objective and matching them
to the marketing opportunities give their firm a strong sense'of direction. Tha
marketing strategy is a “game plan” for enabling the finn to reach its chosen
destination. This game plan or strategy is concerned with the critical factors of

marketing identification, market description, market measurement, and market

segmentation.

Philip Kotler confirmed Markin's assertion by saying that marketing strategy is
the basic approach that the business unit will use to achieve it's objectives, and
it consisis of broad decision on target markets, marketing positioning and mix, and

marketing expenditure levels.

j
{
I
1
i
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MARKETING OF SERVICES

2.4.1 INTRODUCTION {

Seme people might argue that there is no such thing as service marketing.
William Stonton (1981) noted that many service organisations do not think of

themselves as producers or sellers of goods but see themselves as producers of
service. In theory product marketing and service marketing are essentially the
same. In each case, a marketing programme is built around the parts of the
marketing mix-the product or service, the price struclure, the distribution system,
and the promotional programime. Moreover, there after are substantial simifarities
in practice. At the same time, however, significant differences do exist between
product marketing and service marketing. The strategies and practical used i1
conventional product marketing after are inappropriate for services marketing

L

services marketing often calls for a different approach.

2.4.2 NATURE AND CHARACTERISTIC OF SERVICES

L

a. . Definition and Scope

There is really no widely accepted definition of service that
marketers use. Infact, there is no clear boundary between the

organisations that part of the channels for goods and those that

j

[

i
Y
i
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provide services. Restaurant, for example, are considered by some
waiters as part of the channel of distribulion {or goods because they

are an atternative to supermarkets, Bul il is clear thal the primary
activitles for restaurant are service aclivilles. Furlhermore, soue
services are subject (o free market exchanges than others, such as

government services, are paid for through mandatory taxes.

Nickels {1978) defines a service as an iniangible product that is
parformed rather than provided (bought and sold) in a market placa

i aomutually satistying manner,

To Philip Kotler (1984) a service Is “any activity or bonefit that
one party can offer to another that is essentially ini:mgiblce and
does not result l;; the ewnership of any thing. 1°s production
may or may nat be tied to a physical product”, '!'hisl renting a
hotet rooin, depositing money in a bank, traveling oh an airplane,

visiting a psychiatrist, having a hair cut, having a car icpaired,

watching a professional sport, ete, all involve buying a service,

Stanton {1981) sees services as “those separately identifiable,
essentially intangible activities that provide want satisfaction,
and that are not necessarily tied to the sale of a product or

another service”. To him, to produce a service may or may not
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rédﬁired th.ere is no transfer of title (pe_{'q_jg_nent ownership) to these;
tlangib}e goods, From 'this definitioﬁ,ﬁ a" service includes suchj
activities as medical care, entertainment, and repair services bnt:
exclude credit delivery and other services that exist only when there
is {he statc of a wroduct or another services. Also, the consumer of
a service lukes only temporary possession or make only {emporary :.

_ use of any gaods required in the production of the service.

|
'.
b gngmgmugﬁ_cqﬁ,msﬁmm'_ . ',

- Kotler (1984) has identified four charactzristics of- services that

- must be cansidered When demgmng marketing programmes. This

~include mtangiblhty, mseparabt{!ty, variability and penshab;llty
' William Stanton agrees With this as he enumerates his own to
include mtangibahty mseparabmty mterogenety and perishability and

fluctuating demands. -

i Intangihility

Services are Intangible. I view of this, it is impossible for
customers to sample, to taste, feel, see, hear, or smell services
hefore they buy them. This fealure places souime strains on a

marketing organisation. The burden falls mainly on a company's
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promotional programmes. The sales force and adverli-'ng
department must therefore concentrate on the benefils to beo
delivered from the service rather than emphasizing the services

itself.

Inseparability

Most often, a service is inseparability from the source i.e from e
person (seller) or a machine. Moreover, some services must be
created and dispensed with simultaneously. From the markeling
stand point, inseparability frequently means that direct sales is the
only possible channel of distribution and a seller’'s service cannot be

sold in very many markets.

Heterogeneity

Services are highly variable and helerogenous, as they depend on
who provides them and when and where they are provided. Ilis
impossible for a service industry, or even an individual seller of
services, to standardized output. Each unit of the service is
somewhat different from other units of the sama services. For
example, an airline does not give the same quality o service on

each trip. All the repair jobs a machine does on automaobiles are not
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of equal quality. An added complication is that it is equally differc !

to judge the quality ol service.

Perishability and Fluctuating Demand

Services are highly perishable and cannot be stored. Empty
passengers seat in an aiicraft, an idle mechanic in a garage and an
unfulfilled business appointment, all represent business that is los!
for ever. Furthermore, the market for services fluctuate
considerably by season, by day of the week, and by hour of the day
The perishability of services is not a problem when the demand is
steady because it is easy to staff the services in advance. When
demand fluctuates, service firms have difficult problems. For
example, public transportation companies have to ovn much more
equipment because of rush hour demand than they would if deman!
were even throyghout the day. The combination of perishability and!
fluctuating demand offers product planning pricing axd pro

challenges to service company executives. They might look {oi

new uses for idie plant capacity in off seasons.

Sasser has described several slrategies for producing a bet‘e:

match between demand and supply in a service business.
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On the Demand Side:

1. Differential pricing will shift some demand from peak to off-
peak periods. Example include low early moiming movie

prices and week end discount prices for car renlals.

2. Non-Peak demand can be cultivated.,

3, Complementary services can be developed during peak time
to provide alternatives to waiting customers such as cockiail
lounges to sit in while waiting for a table and automalic tellers

in the bank.

4. Reservation systems are a way o manaae the demand level.

Airlines, hotels and physicians employ them =xiensively

On the supply side:
1. Part-time employees can be hired o serve peak demand
Colleges add part-time teachers when enrolinent goes up,

and restaurants call in part-lime wailresses when needed,

2. Peak-time efficiency routines can be introduced, Employees
sperform only essential tasks during peak periods.

Paramatics assist physicians during busy periods.
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3. Increased consumer participation in the tasks can be
encouraged, as when customers fill out their own medical

records bag their own groceries,

4. Shared services can be developed, as when several

hospitals share medical equipment purchases.

8. Facilities making potential expansion possible can be
developed, as when an amusement part buys surrounding
land for later development.

6.

2.4.3 CLASSIFICATION OF SERVICES

Philip Kotler (1984) notes that it is difficult to generalize about services
marketing because services very considerably. Supporting this vie

William Stanton (1981) observed that some stalistics on services may b
misleading because it is becoming more difficult to separate products and
services and that we rarely find situations in which services are marketed
without any product involvement whatsoever., Mosl producls are

accompanied by services and most services require supporting products.
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According to Kotler services can be classified in a member of ways.

1.

IS THE SERVICE PEOPLE-BASED OR PRODUCT BASED?

A psychiatrist virtually needs no equipment but a pilot needs an
airplane. Within people based service one can distinguish betwe:en
those involving professionals (Accounting, Management Consulting),
skilled labour (plumbing, Car repairs, etc. and unskilled labour (taxi,
lawn cars, etc.). In equipment based services, cne can distinguish
between those involving automated equipment (mutomated co
washer, vending machines, ete, equipments operated by rel

unskifled labour (taxis, motion pictine theaters, ete.), and equipimen
operated by skilled labour (airplanes, computers, etc.). Even within
a specific service industry different services provided vary in the

amount of equipment they use.

IS THE CLIENT'S PRESENCE NECESSARY TO THE SERVICE?

Here, Kotler noted that brain surgery involves the client's presence
while a car repair does not, If the client must be present, the service
provider has to be considerate of his or her needs. Thus, a beauty
shop operator will invest in shop decoration, play background, music

and engage in light conversation the client.



3. WHAT ABOUT THE CLIENT’S PURCHASE MOTIVE?

This consider whether the service met a personal service need
(personal service) or a business need (business services).
Physicians will price physical examination for privale patients
differently, from those for company employees on a retainer,
Services providers usually develop deferent markc!ing programmes

for personal and business markets.

4. WHATABOQUT THE SERVICE PROVIDERS MOTIVE AND FORM?

Here, the emphasis is on whether profit or non profit oriented and
whether it is a private or public business. These two characteristics
when crossed produce four different types of service organisations.

Clearly, the marketing programmes of a private investment hospital

will differ from a private charily hospital or a general hospital.

Nickels (1978) divided services into two broad classifications viz, industrial
services and consumer services. According to him, industrial setvices are
provided for a broad range of erganisations, including manufacturing,
mining, agriculture, non-profit and the government. Such services inclu ‘2
Accounting, Communication, Computer services, Architectural services,
Consulting, Credit education of services, Insurance, repairs,

Transportation, Utilities cle.
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Consumer services, like goods, can be divided into three types

convenience, shopping and specialties services.

Convenience servicefs_ are those consumer services that the public

puichase rather frequently and with minimum of efforts. Examiples include
repair services, hair cutting and dry cleaning services. Shopping services
are those consumer sepvices that the public select after comparing quality,

price and reputation. Examples include auto-repairs shops, include

medical specialists, lawyers and financial advisers.

DEVELOPING A

PROGRAMME FOR MARKETING OF SERVICES

Because of the characleristics of services - intangibility, inseparability,
homogeneity and perish ability - the task of developing a lotal marketing

programmes in a service indusiry is often unequally challenging.

William Nickels (1978) noted that the six universal marketing functions - market
analysis, markeling communication, product differentiation, market seamentation,
valuation and exchange - apply to service organisation as well as industrial firms
but the implementation is often different. These functions and other basic

concepts are also used when planning marketing prograrmmes for service.



Market analysis enables marketing participants to learn about the
further demand for, and supply of products, including intangible
products. Stanfon (1981) observes that market analysis is

essentially the same, whether a finm is selling a product or service.

Marketers should understand the component of population and
income as they affect the market for their ser\;ices. In addition, they
must carefully analyze why customers want their services and
determine whether the several market segments have the same nr
different buying motives. Also, sellers must determine the buying
patterns for their services, when, where and how do customers buy.
Who dces the buying and makes the buying decision. The
Psychological determinants of buying behaviour - attitude,
perceptions, personality, ctc. are also pertinentin the marketing of
services as in product marketing. In like manner, the sociological
factors of social class structures and small group influences and

market determinant in services.

Marketing analysis enables that producers and losers of services to
find each other or beg - satisfying exchange agreement {(Nickels,

1978).

!
‘



PLANNING AND DEVELOPING THE SERVICE

Nev: services arc just as important to a service company and new
preduct are {o a product markefing firms. Similarly, the improvement
‘ of existing products and the eliminalions of unwanted, unprofitable
services are also key goals. Product planning has its counterpart in
the marketing programmes of a service industries. The high
perishability, fluctuating demand and inability to store services muke
product pianning critically important to services marketers. A service
industry can expand or contract its prolduct mix, after existing
services, and trade up or down in order to increase total sales,

reduce seasonal fluctuations in volume or change buying patterns.

In some respect, product planning is easier for service than for
product. Packing, colour, labeling and style are nqn—existing in
service marketing. Although, branding is difficult in service industry
in view of the difficully, to mainfain consistency of guality, brand
names are often more important than brand names of goods. The

customer learn o expect a cerlain level and guality and certain

consistency of service that is unavailable from little known service:

organisations.  Qne does not usually think of packaging in .

relationship to services, but the concept of packaging are vory
important.  For instance, a travel agency might combine

transportation services with housing, recreation and meals in a
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package that is more attractive lo the buyer than are to seporate

items.

PRICING OF SERVICES

In the marketing of services, nowhere is there a greater need for
managerial creativity and skill than in the area of pricing. Services
are extremély perishable, they usually cannot be stored, and the
demand often fluctuates considerably. All these carry .significant
pricing implications. Coupled with this, customers may postpone
purchases or even perform some services themselves. These
considerations suggest that elasticity of demand for service should
influence the price set by the seller.
’

In view of the heterogeneity and the difficulty of standardizing
guality, most service are highly dilferentiated. This, perfect market

does not apply in the pricing of services.

The basic method of price determination used for product pricing are
alsc used for pricing of services. Cost push pricing is used for
regulated services. Pricing policies such as quality discount, cash
discount, etc as applied to product pricing are alse used in service

pricing.

o



d. CHANNELS OF DISTRIBUTION FOR SERVICES

Traditionally, most services are sold directly from producer fo
consumer or industrial user. No middiemen are used when the
services cannot be separated from the seller or when the service is

crealed and marketed simultaneously.

However, in recent years, some firms have realized that the'servicu
characteristic of inseparability is not an insurmountable limitation to
a seller's distribution system. With a little imagination in
management Stanton notes a service marketer broaden it's

distribution considerably.

e. PROMOTING THE SERVICE

In the marketing of services, personal selling advertisement and
other forms of promotion are extensively used. FPersonal selling
essential when developing close relationship between the huyer and
the seller.

26 IMAGE ENHANCEMENT IN MARKETING OF SERVICE!

Richert, etal (1954) defines image as “the impression, personality, or mental

picture generally called to mind when the firms name is mentioned”.
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Depending on {he aftitude of the service worker towards the customers, the
customers may react with excitement or with non-challant towards the firm or
organisation rendering the service. Service industries, therefore, must take
necessary steps to erase negatlive impression in the minds of their customers by

creating appropriate atmosphere as desired by customers.

Kotler {1980) notes that no fruitful image work can be done with an arganisation
untit research js conducted to determined how the organisation is seen by its
various key publics. Any effort made in creating an image for the organisation,
must take into consideration the impression, variety, pieasaniness, honesty,
timeliness, prices, good quality services convenience, accossibility promotional

mix, etc.

Many consumers consider the atlitude of employees as the best gu de to the true
personality of business (Otshavsky, 1973). This follows that the failure of any
business to make progress is a direct responsibility of the negative atlitude of the
personnel in the organisation. Employees in the organisation should strive {o

create a good image for the crganisation to enhance patronage.

EFFECTIVE CUSTOMER RELATIONS

The organisation determines the needs and want of target markets and adopts

itself to delivering the desired satisfaction more effeclively and more efficiently
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than the competitor. It is, therefore, very impartant that the organisation should
known their actual customers as well as their potential customers. To identify the
customers of the organisation is to property define the business purpose and the

business mission.

The knowledge that each customer defines the organisation differently; that the
customers have different values and expectations, is very useful in the overall
effort to satisfy individual wants. When the customer is known, the que‘stion of
positioning or repositioning the produdt or serufce in terms of price channel or
product use, becomes simple. In addition to knowing the custome s, it is also
important to know where they are, what they prefer ta buy, whether prestige,
durability or affordability. This gives the organisation the advantage of meeting

the customer's satisfaction. f

Itis not enough to know the customers, A good customer relationship has to be
maintained. In order to maintain this relationship, the organisation must be able
to study the customer buying process, get involved in the first step of the process,
assist the customer in selecting their needs and foliow up the customer through
gach stage of its buying process. A good Communicatiqn complete with feedback

facilities is very essential in any customer relationship.
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CHAPTER THREE

“The evolution of the air transport, which today, has become the pivot of

world’s new economic order began in Nigeria as an Accident of history”,

The whole thing started when a Royal Air force Bristol fighter ptane had Royal
order to fly from Cairo, Egypt, info Kano Nigeria, to assess an on going civil
disorder. Thereafter, a decision to counter-attack or find a diplomalic solution
would be made. “The civil disobedience was a product of arrogance and
brutality exhibited by the British resident officer in Kano a Pre Nigeria's

existence imperial kingdom in the Northern protectorate”.

According to histories, a British Resident officer had assauited the then Emir of
Kano, Emir Abbas., The assault led to the Emirs death. It was the death of the

Emir that gave birth to the civil disorder.

In 1925, the matter was actually leading to a climax. Consequently, the new
resident district officer in Kano, E.J Amest, had to send an SOS message {o
L.agos for a declaralion of a state of emergency in Kano. When the reinforcemen!

sent in from Lagos could not handle the situation, an urgent message was
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dispatched to the home office in London for assistance. This was that
necessitated the mission from Cairo to Kano. “Following the receipt of 12
imperial majesty’s telegram by the Royal Air force reconnaissance troop in
Cairo, an immediate flight into Kano organised enroute through Maiduguri
on a sunny after noon, Royal Air force Bristo! fighter zoomed into Kano in

1925" : !

1
i
1

Although no existing records indicate the exact time And date of landing, it is
pertinent to note that the Royal Air force Bristol fighter plane which was sent to

investigate the crisis in Kano in 1925 was the fore runner of the aviation in Nigeria.

]

EMERGENCE OF WEST AFRICAN AIRWAYS
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annex the countries together through a joint of a regional airline named West

African Airways Corparation. The countries involved were Nigena, Ghana, Sierra-

Leone and the Gambia.

The West African Airways Corporation started operation W.ith a watleased dove
under the supervisory control of another body set simultaneously with it. This
body was named the West African Air Transport Authority (WANTA} -“Toe Initial
services WAAC included the link between the colonies and united

Kingdom, passing through Sudan. later a number of domestic services

particularly in Nigeria and Ghana were introduced”.

Under the operation of the West African Airways Corporation of the services
property in equipment, fand and buildings were acquired and located in the fnur
countries with Lagos and Accra sharing major administrative and technical

stations of the airiines.

In Lagos for instance, WAAC had a large expense of land covering the entire
perimeters of the present Airways House and the Airportin ikeja. It also acquired
the land on the cutskirts of Bishops Vinney Memorial Church through the present

Airways club, [keja Golf, strefching to the present site of the Lagos country Club.
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NIGERIA AIRWAYS LIMITED

On May 1%, 1959 a true National Airline was born for Nigeria. This came
sevénteen months before Nigeria's independence. The Federal Government
bought the remaining 47% shares in WAAC divided between Bo-AC anéi Eider
Dempster lines and signed a new Airways limited. “The basic objectives of the

atriine at the time were:

a. To have a national flag carrier to promote the image of Nigeria.

b. To provide air transportation on both domestic and international

routes and,
C. To provide a back-up for security during periods of emergency”,

The Nigeria Airways Limited fleet at this pioneering stage was mace up of the
bequeathed Dove, DC3, Herons and Piper Aztec. The traffic was very iimited as
flights were only to few navigable station in the country. A joint flight operation

between Nigeria airways and BOAC was stili main trained for Lagos - London

route,

The airline has evolved over the years in acquisttion of technical skill au:.

equipment into a modern well'managed airline. Initially it entered into the
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purchase of Turboprop F-27 and tater F-28. With the involvements in both cargo
and passenger operation, the airline added the Boeing strato cruiser B.707 for

international services and B.737 for domestic and regional services.

The first charter agreement with a foreign carrier was with BOAC. This led to the

jeasing of a vicker VC to jef which was added to the fleet.

The enhanced corporation development and fleet expansion programmes of the
airine was halted during the Nigerian Civil war of 1967-70 during which
cornmercial aviation was at stand still because of the perilous climafe of war. In
1869, the VCIO aircraft which was leased from BOAC was lost. This was the first

major air disaster in Nigeria. All the passengers and crew on board were kiiled.

However, shortly after the war, air transportation bounced back to a noom.
Fourteen years after the war, the fleet of Nigeria Airways grew to as high as 32
with 27 fully owned while the rest were leased. The fleet consisted of F27, F28,
B272, B737, B707, DC10 and B747. By the end of 1985 after a deliberate

reduction of types if aircraft to four, four Airbus A310 were added, making the fieet

fo remain at 17 by the end of the pericd.

In mid 80s Nigeria Alnways carried an average of 6,000 passcngers and 45
tonnes of cargo daily. i also touched 19 International destinations within A%rica,

Furope and the United States of America besides 16 local destinations in Nigeria.
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(Table 1-3 show the cities served by Nigeria Airways over its network system). '
According to the Airlines 1990 report, the airlines traffic increased from 0.4 million
revenue passengers in 1974/75 fiscal year to a record height of two million
revenue passengers in 1980, representing an average growlh rate of about 80%
per annum. By 1983, the traffic according to the report reached 2.5 million in
1985. This upward trend was however, terminated by the Structural Adjustment
Programme of the government which was necessitated by the global economic

depression.

The attendant reduction in purchasing power, resulted in reduced customer traffic.
Table 4 shows the trend of decline in passengers intake on Nigeria Airways from

then till 1889.

THE NEW DAWN

By 1988 the airline was writhing in the pains of economic emasculafion. This
situation almost terminated the airline’'s services. Debis accruing from
maintenance, insurance premium, navigational charges and the like were staring
the airline in the face. Consequently, two of the aircrafts were held in France as
a resuit of outstanding payments.  Airspace became difficult routes to fly as »
result of being turned back for failure o honour navigational bills maintenance and
supply of spares were difficult to achieve. At the same time staii mintivation

became an issue of concem.
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it was as a resuft of these tecthing problems that the then presidents, Major-
General ibrahim Babangida came to the aid of the airline. On Cctober 13" 1088,
the government dissolved the Airways Board of Directors and appointed General
Bajowa as sole Administrator. The sole Administrator was to report directly to the
President. He was given the mandate o recognize and put Nigeria /-\irwayé in
shape for effective operation as a viable airline. At the end of Bajowa' s mandale
in December of that year a Presidential Task Force in which Bajowa himself was
a member was constituted to continue the re-organization and prepare the Airline
for privatization.

The Federal Government’s action must have been motivated by the atfitude of the

public to the airline which was largely manifested in various forms of criticisms.

The Presidential Task Force wasted no time in attending {0 the enduring problems
of the airline. A complete re-appraisal of the airlines priorities and prudent
financial management eventually put the airline back on its feet. Savings were
largely realized from the domestication of the Technical maintenance which
formed a major drawing source of the company’'s resources. The company's
technical staff were made to perform complicated checks on equipment such as
737, A310, and DG 10 which Torm the core of the airlines’s fleet praviously such
exercise would have been contracted foreign maintenance companies for very
high amounts. As a result of thesé savings, lhe presidenlial task force was in a

position to meet historical debt obligations. This to a larger extent helped to



38
restore the airline’s credibility. The Airline was then brought to a ievetl it could

complete faranably within the industry.

The overall organizational structure was recrganized. The new struciure has
seven departments as against the previous six. The Managing Direclor in add‘ition
to his role as chief executive plays the supervisory role  on six other divisions
such as internal Audit, corporate planning, insurance, corporate inférmation,
leasing\charter and Airline safety co-ordination. The other six department are
Engineering and maintenance, Marketing, flight operations.  Finance Ground
Operations and corporate service 8. Professional were employed and moctivated

to take charge of these departments.



NEW MANAGEMENT STRUCTURE

ADAPTLED FROM "THE NEW CHAPTER" NIGERIA AIRWAYS P, 23
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MARKETING THE ‘NEW NIGERIA AIRWAYS

After the remarkable feal in lhe area of savings and creation of service, the next
and most important task for the Presidential Tas Force was in the area of crfzating
awareness for the airlines services and attracting customers to adopt and use
these services. This was enlirely (o be the task of the marketing department. The
primary concern was therefore, to design strategies to effectively mark'et both the

airline and its services.

Prior to this time, the marketing strategies of the aidine had rather been
convenlional, store typed and lacked the basis that could have sold even the
basic services effeclively. Consequently the airline found itself incapable of

competing effectively with the industry,

This re-awakening in the area of marketing was unigue and very impostant. It
witnessed a revisit to the airlines mission, polities and stralegies. It was the
emothering of the above that heralded a modem customer oriented mari< ling into
the airline. The marketing department was given prominence and focus. it

became the prime assigiiment to identify and attract customers to the airline.

To achieve the ahove task, markeling experts had to be broughlin. Computerized

cperations were installed, and customers were able to take their boarding passes
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direct from the comnuter that reserve flights for them thereby reviewing the

traditionai problem of over-booking and boarding pass racketeering .

In addition, young bilingual giris and boys whose basic education is not below
HND or degree were hired and trained as cabkin crew. Calering services were

improved as well as the decor.

The managemeni believes that the Nigeria Airways has come of age, andisina

position to withstand types of competition.
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CHAPTER FOUR

DATA ANALYSIS

On the collecting the data for this research especially through questionnaires and
personal interviews, the purpose of the study-how to effectively and efficiently

market Air services in Nigeria-was sertously considered.

Effectiveness and efficiency have to do with met objectives and profitability which
will keep the organization in business to continue serving. This research therefore
attempt an analysis of effectiveness and efiiciency of tha Nigeria Airways
marketing programs by considering such indications as profitability oi oparations,
altainment of set goals and objectives relative satisfaction by the users of Nigeria

Alrways, and the overall initiation are implementation of marketing programs.

To coliect data for this analysis, two sets of questionnaire were designed And
administered . The first set of questionnaire Appendix "A” was adminisiered only

workers of the Nigeria Airways within the ranks of top management o middie

. management. However ever, while great attention was given to staff from the

marketing department , the survey aiso involved staff from other departiments.
The premise here is that it takes everybaody in the organisation working together

to effectively service the customer,
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The second set of the queslionnaires Appendix “B” was designed and
administered on individual and organisation who take advantage of Air services.
The altempt here was to get a balanced point of view- both from the Nigeria
Airways workers and their customers. The analysis of the impression customers
have about Nigeria Airways and it's profile will go a long way to throw sufficient

light on the organisations level of effectiveness and efficiency.

Because of the limitation in sample proportion, only twenty five questionnaires in
this category were administered in Lagos, Kano, Enugu and Kaduna out of the
twenty five administered twenly were returmed. This represented 80% of ih= tolal
sample. The high percentage of return was as a result of the direct adminiztration
of the questionnaires by the researcher to the respondents. The few that were

not collected came as a result of the “not at home situation” or in this case the

“not in the office situation” of the respondents. The responses collected were

analysed and the same presented below.

When asked whether the Nigeria Airways searches any importance to marketing-

(question 6).
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Asked whether the marketing functions are well integrated and controlled'
(questibn 3} 100% of the respondent said the marketing functions are not

effectively integrated controlied.

The major competitors in the industry are the private Airlines. Personal Inter\}iews
with the employee’s of the Nigeria Alrways reveal that about 6% of these private

alrlines limit their operations {o local routes,

4

On guestion 11, regarding the competitive position of the organisation 5% of the
respondents agreed that Nigeria Airways is still leading in the industry. The

remaining 50% of respondents were not sure.

The respondents were all of the opinion that the Nigeria Airways is not marketing
oriented. They all agreed ihat fransactions and exchanges are often customer
initiated. The Nigeria Airways does not go out for customers. It adopts the order-
taker orientation and wait for customers to beat apath for its offices. 507% of the
respondents when interviewed could not recali their corporate mission and what

the marketing objectives of the organisation are.

According to the response, the Nigeria Airways has a marketing department.
However, they all agreed that the marketing department is ill-defined and poorly

managed. ‘
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In response to question 12- what is the extent of markeling planning the
respondent all agreed that the organization does not show commitment to formal
markeling planning reaction from those interviewed reveal that the organization

reacls rather than proacting to competitive situations.

When asked how often their organization introduces new services- (question 13)
80% of the respondents said they were not sure. 20% said the organization does

not initiate new service ideas, rather would after wait for other airlines fo initiate.

The Nigeria Airways operates both local and international routes.. However,

100% of respondents believe international routes are more profitable.

The organisation advertise, but fares or ticket prices are determining or

moderated by the Federal Government through the Ministry of Aviation,

When asked to list the major customer complaints (question 18), the respondents

were unanimous in idenlifying the following complaints:

- poor service
- high fares without consumerate services.
- relays due to cancellation of tlights.

- persistent confusion due to the presence of tails poor facilities
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- lack of courtesy for customers especially from flight crew members.

80% of the respondents believe the airways has never carried cut any 1i=2aningful
marketing research, The remaining 20% said the airways aclually engages in

marketing researci (question 19)

All the respondents agreed that the services of the Airways are far from'be%ng

efficient and effective.

On the steps to been taken by the Airways in order o improve its service, the
respondents gave a lot of suggestions, prominent among them was the need to

revitalize the markeling department. Other suggestions given includes:-

- increased advertising to crate awareness.

- efficient customer relations to create customer relation to create customer
satisfaction and profit.

- recruitment of research oriented graduates in the markeling department to
carry out marketing research.

& effective markeling planning.

- an overall market orientation that places the needs and wants of the
customers above all.

- altractive pricing policy.

- a re-examination of the corporate mission, goals and objectives in line with
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. market trends

- staff motivation towards enhancing productivity

- market expansion through identification and use of new routes.

- an overall effective competitive stance.

- acquisition of more equipments to service identified profitable new routes.

ANALYSIS OF QUESTIONNAIRE “B”

in order to obtain the views of outsiders who use the service of the Nigeria

Airways questionnaire "B” was designed and administered on the customers.

-

The central theme in the gues.onnaire was to find out how effective and efficient
are the services marketed by the Nigeria Ainwvays. In other words how satisfied
the customers of Nigeria Airways are from the services they enjoy from Nigeria

Alrways.

A total of one hundred respondents were chosen for this study. The
questionnaires were adminisiered to the respondents both in their offices and in

waiting lounges at Kano, Kadina, Enugu and Lagos. Out of the one hundred

questionnaire eighty were collected and analysed. The researcher had to wait for

respondents at the Airport to complete their questionnaires. This accounted for

the high recovery rale.

The analysis of questionnaire “B" shall be done under the following headings:-
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a. Reasons for using Air services.
b. Awareness of the Nigeria Airways.
C. Knowledge of other Airlines.

d. Ration of the Nigeria Airways

e. Availability of Nigeria Airway services

£ Views about the Nigeria Airways

g. Pricing

h. Promotion

i Coverage

. Suggestlion for improvement |
K. Reasons for not using Nigeria Airways

Reason For Using Air Services

The respondents gave the following reasons for using Air services.
- safety

- speedy arrivals

- convenience

- availability of services and facilities at airports

Awareness of the Nigeria Airways

L

100% of the respondents said they were aware of the existence of Nigeria

Airways.
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Knowledge of Other Airlines

All the respondents agreed they know of other airlines in the country,

Rating of The Nigeria Airways

80% of the respondents rated the Nigeria Airways services as fair, while

the remaining said the services were very poor.

Availability of Nigeria Airways Services

The respondents all agreed that service offered by the Nigeria Airways are
not always available. Personal interview with customers and observation
confirm this as a major reason why Nigeria Airways, customers swilch to

other Airlines.

Views About Pricing, Promotion And Coverage

While the respondents are all of the opinion that the Airways prices are
competitive they do net hold the same opinion for the Airways promotion

and coverage in terms of routes.
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Respondents agreed that the Airways has a lot to do in the areas of
promotion and coverage. Personal interviews and observation reveal that
the airways might have spread itself thus by servicing so many airport in
the country. Those interviewed believe this to be a major factor

contributing to poor services at these airports.

Suggestions For improvement

Respondents were unanimous in suggesling the following

- A general reorganizalion of the Airways with customer satisfaction
as the immediaie objective and productivity as a iong range target.

- Effective training of slalf in customer relations and attendance.

- Listing and heeding to customers complaints.

- Proper maintenance of aircrafts.

- Privatization of operations,

- Improvement of conditions of service.

- Acquisition of modern aircrafts especially those that will provide
comfort and privacy.

- Improved securily and safety of goods in transit.

- Training for manpower requirements,

- Adequate and proper planning at all levels.
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Reasons for Switching from Nigeria Airways

20% of respondents gave the_foiiowing and reasons for switching from

Nigena Airways to other Airlines.

- Poor services

- Endless slight cancellation leading to wastage of lime.
- General lack of flexibility

- Carefree attitude of employees.

- Lack of security for goods in transit

- Poor maintenatrice of Aircrafts.
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identified and analysed.

The conclusion is that a lot needs to be done in the area of marketing Air services
in Nigeria. The study reveals a consistent lack of administrative competence on
the part of the Airlines, strategies rmarketing has become a survival tool in modern

economies. It is when markets are properly identified and understood, that sellers

can effectively position their profiles against competition.
Thie conclusions drawn from this study were that:

1. Marketing functions are not well inte¢rated and controlled.
2. The major competitors in the industry are private Airdines. This
operations are limited to local routes.

3. Nigeria Airways is slill the leader in the industry.
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It is generally believed that Nigeria Airways is not marketing
oriented.
Transactions and exchanges are afler cusltomer initiated,
Planning whether at the corporate or departmental levels is
conspicuously missing.
The market department of Nigeria Airways is ill-defined and poorly
managed.
The Airline does nol initiate new service ideals.
International routes are more profitable than local routes.
Ticket prices are moderated by the federal government through the
industry of Aviation.
Major customer complaints include,
- Poor service
- high fares without commensurate fuality service .
- delays due to cancellation of flights
o confusion and insecurity due to the presence of touts,
- poor facilities
- general lack of courtesy by flight crew members

- Nigeria Airways does not carry out marketing research.

Respondents cite safely, speedy arrivals convenience, and
availability of services and facilities as reasons for using Air

services.
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Respondents are aware of the aclivities of the Eflifliﬂ&S in the
country.
Nigeria Airways customers cite non availability of services as a
major reascn for switching to other airlines.
Respondents believe that Nigeria Airways prices are quite |

competitive.

Alot has lo be done in the areas of promotion and coverage.
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RECOMMENDATIONS

Based on this study, certain recommendation are necessary as a guide to
effective formulation of marketing poiicies and strategies. The recommendations

are that:

1. Nigeria Airways as a matler of urgency adopt new marketing technfques
that are grounded in the marketing concepts. 1t is when customers are

effectively and efficiently satisfied that profitability is realized.

2. Marketing planning has to be taken more seriously in future marketing
efforts. Where marketing or sales objectives are carefully identified and
guantified, the task of meeting them becomes simplified. At the same time
careful planning will lead to proper segmentation of the market. This will

result in a proper understanding of market and satisfiea customers.

3. In order for Nigeria Airways to remain a leader in the Nigeria Aviation
industry, innovation and creativity in its offerings must be ccnsistently

pursued.

4, Marketing research is highly lweceséary as effeclive strategic marketing

cannot be carried out in isolation of successful marketing information

gathering. ' [ eyt rm—
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As much as possible service quality should be emphasizerlj. This provides
a considerable value Addition and also forms a solid base for product-
service differentiation.
Fffective customer reiations is a very vital ensure this, employees must be
exposed to training in areas of customer relations and attendance. When
staff are completely scld on this concept, customer fraffic and profitability
will certainly increase.
Effective customer relation also calls for “listening and heeding” to
customers complaints. For this, a co-ordinated implementation of facilities
(c.g suggestion boxes, compiaint counters elc.) Should be placed at the
reach of customers.
Proper maintenance of aircrafts will ensure safety of passengers. Also the
airline has to provide a high level of security by employing both human and
electronic methods.
Privatization of the airline will inject administrative competence into the
organisation funds will be readily made available, while most bureaucratic
hottle necks will be completely removed from the administrative processes.
The purchase of modern aircrafts especially those that will provide co:nfqﬂ
and privacy is not a positive image enhance, but also a strategy to attract

more comfort and privacy loving custemers to the Airlines.
Quality of services must be improved through careful planning of
operations. Endless flight cancellations leading to waste of time, general

lack of transactional flexibility, care-free attifude of ermployees and other
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mannerisms that constitute “negatives” in effective cdstomer relations
have to be stop;ﬁed. |
Sufficient awareness through promotional activities has to be created.
Adverts should stress these factors found to be pertinent to the customers
decision to travel by air, such as safety, convenience, speedy arrival and
timeliness.

Nigeria Airways has to go all out for customer in order (o complete
effectively in the market. The orientation of waiting for customers o ask
their ways to Nigeria Alrways booking offices must be discouraged.
International routes appear to be the profit centers hernice, should be
effectively managed to provide the much needed funds.

Some services such as meals, music and drinks should portray the {ocal
Nigerian theme as much as possible. Transactions in flight should also be
done in the local medium of exchange (Naira).

In order not to stretch itself too thin, all unprofitable routes should be

discontinued. This will allow full attention to be given to existing routes with

high profit potentiais.
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APPENDIX A

QUESTIONNAIRE “A”

QUESTIONNAIRE FOR NIGERIA AIRWAYS WORKERS ONLY

TOPIC:- EFFECTIVE MARKETING OF AIR SERVICES iN NIGERIA A
CASE STUDY OF NIGERIA AIRWAYS LIMITED

Dear Sk,

| am conducting a study on the above topic and require your assistance by
filling this questionnaire. Please, be as objective as possible.

Please tick the most appropriate option where oplions are given. Your
response will be treated with utmost secrecy. '

Yours faithfully,

Craeki Christiana C.
Business Administration Student,

1. Which section or depariment do you work ?

................................................................................................................

2. What is your present designation or position (please tick one)
(a)  Top Management
(b) Management
(¢) Middle Management
(d) Others



)

How long have you worked in Nigeria Airways?

||||||||||||||||||||||||||||||||||||||||||||||||||||||||| L N N R R R R R RN

Do you derive any satisfaction from your present work ?

(a) Yes D
(b)  No ]
() Not Decided D

What are your duties ?

...............................................................................................................
--------------------------------------------------------------------------------------------------------------
...............................................................................................................
...............................................................................................................

...............................................................................................................

Does your organisation attach any importance to Marketing ?

(@ Yes D
(b) No L_] .
(c) Den't Know []

Does your organisation have a separale marketing department

(a) Yes U
(b)  No []
(c) Don't Know ]_]

If Yes in (7) above, how well organised is the marketing department 7

(a) ltisill-defined and poorly handled. D
(b) It exist in the name only D
(c) Itis properly managed. []

Are the markeling functions effcctively integrated and controiled 7
@) Yes l_:|

() No [ ]
(c) Fairly Done. [:]
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Who are your major competitors ?

............................................................................................................

............................................................................................................
.............................................................................................................

-------------------------------------------------------------------------------------------------------------

11.

12,

16.

What is your position in the industry ?

(a) Leader L]
(b)  Challenger ]
(c)  Nicher L]

What is the extent of marketing planning ?

(a)  Little on no formal planning I—_—]
(b)  Flanning is done once a year. | |
(c) Long range plan that is updated annually. l_—_’

How often does your organisation introduce new services?

(@) Once ayear ]:]
(b)  Waits for competitors to initiate. D
(c)  Atleast every quarter, D
(d)  Not sure. | ]
How many routes do you cover ?
(a)  All the local routes L]
(b)  Allthe local routes and some

international routes D

Considering both local and international routes, which one is more

profitable?
(a) Local ]
(b) International D

Do you advertise ? o
(3) Yes B
(b)y  No

t
e



17,

18.

18.

20.

21.

22;

What media do you use ?

............................................................................................................
............................................................................................................
............................................................................................................

............................................................................................................

How do you set you prices ?

(a)  Above competitor D
(b)  Competitively []
(c)  Below competitor []
(d)  Others

Please kindly list the major complaints of your customers ?

..........................................................................................................
..........................................................................................................
..........................................................................................................

...........................................................................................................

Does your organisation engage in markeling research ?

(a) Yes D
(b)  No []

in your own opinion are the services rendered by the Nigeria Airways, toits
customers very efficient and effective 7

(a1) Yes [_I
(h)  No |
(c)  Don't Know L]

What steps should the Airways take to improve it services ?

...................................................................................................................
..............................................................................................................

................................................................................................................

Thank you for co-operation.
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APPENDIXB

QUESTIONNAIRE “B” (For Customers)

s

TOPIC:- EFFECTIVE MARKETING OF AIR SERVICES IN NIGERIA A
CASE STUDY OF NIGERIA AIRWAYS LIMITED.
Dear Sir,

I am conducting a study on the above topic and require your assistance by
filling this questionnaire. Please, be as objective as possible.

Please tick the most appropriate option where options are given. Your
response will be {reated with utmosf secrecy.

Yours faithfully,

QOraeki Christiana C.
Business Administration Student.

1. What is the naine of your organisation 7
2, What is your position in your organisation ?
(@)  Top Management D
(b}  Management D
(c)  Middie Management L]
(d)  Others ]
3. What is the main business of youi organisation

..........................................................................................................

...........................................................................................................

4, Does your organisation use Air Services ?
@ Yes ]
() No L]



o

Please state reasons for using

............................................................................................................
...............................................................................................................
---------------------------------------------------------------------------------------------------------------

...................................................................................................................

Have you ever heard of the Nigeria Airways ?

(@) Yes D
b) No L]

Which other Airlines are you familiar with ?

..............................................................................................................
..............................................................................................................
............................................................................................................
..............................................................................................................

..............................................................................................................

Have you ever used the services of the Nigeria Airways ?

(a) Yes [ ] ‘
() No L]

If yes, hiow often ?

(a) Very Often
(b) Often

(c)  Not Often
(d) Rarely

OO0

How would you rate the services offered by Nigeria Airways to those of
other Airlines ?

{a)  The best [;]
(b)  Just good [_]
(c) Fair [ ]

(dy  Very Poor
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11.  Are these services always available when you need them ?

(@)  Yes ]
®) No ]

12.  Whatis your view about the Nigeria Airways

(8) PriOB (R AMeS) T nisiois s s s s
e I = s T ——
(6} HOule [COYeraDe) Y anmennuminaaiimes an a

13.  Inwhat ways do you think the Nigeria Airways could improve her services
to customers ?

.............................................................................................................
...........................................................................................................
.........................................................................................................

...........................................................................................................

14. 1f you or your organisation do not use Nigeria Alrways any longer, please
list your reasons.

.................................................................................................................

Thank you for your co-operation.
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NIGERIA AIRWAYS DCMESTIC ROUTES
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NIGERIA AIRWAYS REGIONAL ROUTES
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NHIGERIA AIRWAYS INTERCONTINENTAL ROUTES
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——— _-—.__*_____.___r—-—___ﬁ_._____,. T ——————

NIGERIA AIRWAYS LIMITLED
REVENUE pAX UPLIFT & DISCHARGE

r—

INTRA INTER
YEAR DOMESTIC AFRICA CONTINENTAL TOTAL
1960 1,637,753 99,940 200,635 1,938,125
1981 1,893,656 137,260 282,251 2,313,167
1982 1,713,455 160,791 264,132 2,138,374
1983 1,704,803 218,994 299:325 2223122
1984 1,568,152 202,876 196,692 1,967,720
1985 2,069,510 249,251 236,277 2,575,038
1985 1,616,521 234,976 280,745 2,132,242
1587 1,304,427 172,088 137,336 1,613,851
1988 776,897 101,591 115,859 858,379
1989 617,841 107,784 102,754 858,379
| == i
Source:- STATISTICS UNIT Table 4

MARKET PLANING & RESEARCH
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The Airways House -
An architectural masterpiece
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