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ABSTRACT 

This research work is concerned with the marketing of aviation 

services with particular reference to the Nigerian College of Aviation Technology 

(NCAT), Zaria. The study was designed to find out the nature of marketing 

strategies used by the Nigerian College of Aviation Technology in marketing its 

services as well as the impact of this on customer's satisfaction. 

The study was made possible through the review of various literatures. 

Data were also generated through the administration of questionnaires as well as 

through personal interviews and observations. 

The data collected from these sources were collected and analysed using 

simple percentages from the contingency tables. 

The hypotheses generated and tested show that effective marketing of 

services affect customers' satisfaction and enhance patronage. Also, that effective 

management of equality customer services has a serious impact on the customers. 

Based on the findings of the study, recommendations were made. 
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2.11 MAJOR DECISIONS IN DEVELOPING A PROGRAMME 

FOR MARKETING OF SERVICES 

According to ADELEYE (1998), "given that the characteristics of services are 

intangibility, variability, inseparability, and perishability, the task of designing a 

marketing programme in a service company is quite challenging. "We shall focus our 

attention on the following: 

2.11.1 MARKET ANALYSIS 

Service companies must understand the elements of population and income as they 

affect the market for their services. Furthermore, they must carefully examine the 

factors that determine the behaviours of their customers (personal, psychological and 

environmental influence), and determine the buying patterns for their services. For 

example, increases in disposable income as well as discretionary buying power imply a 

growing market for insurance, health care, and transportation services. Enhanced 

income and more leisure time mean increased markets for entertainment services. 

the receiver s expectations are critical to their satisfaction with the 

service. What they get compared or contrasted to what they expect to get 

determines satisfaction 

Exerting quality control over a service requires monitoring of processes 

and attitudes. 
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NEW PRODUCT PLANNING AND DEVELOPMENT 

STANTON (1981) observes that "product planning and development has its 

counterpart in the marketing programme of a service company. "He states further that 

"management can use a systematic procedure to determine (1) what services will be 

offered (2) what will be the length and breadth of the service mix offered, and (3) what, 

if anything, needs to be done in the way of service attributes such as branding or 

providing guarantees." Some service companies have expanded their mix by working in 

close collaboration with firms selling related services. For example, automobile rental 

companies work jointly with airlines and hotels so that when people fly to their 

destination, cars and hotel rooms are reserved and waiting. 

ADELEYE (1998) notes that "to a very large extent; 'product' planning is easier 

for services than for physical products. Labeling, packaging, colour and style are 

almost non-existence in service marketing. Nevertheless, some service companies do 

encounter some problems with other areas of product planning such as branding and 

standardization of quality. Branding constitutes a problem because consistency of 

quality is very difficult to maintain and because the brand cannot be physically linked 

with a service." 

In service marketing, standardization of quality is an important goal but it is 

somehow difficult to achieve. Some service companies do not make any attempt to 

mass-produce their services as required by each customer. Examples are medical care, 

beauty care and revelation companies. PARASURAMAN, ZEITHAML and BERRY 

(1985) developed a list of major determinants of service quality comprising the 

following; 
































































































































