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1.0. Introduction

This paper mainly discusses Spring Airlines. The author, as an organization consultant, discovered the company's problems: public awareness is not high enough in the Chinese middle-aged groups. This will lead to a reduction in the company's income among the Chinese middle-aged population. In order to solve this problem, the author will use a variety of ways to help the company analyze and find a solution. 

2.0. Statement of Issue

2.1. Background

Spring Airlines (SA) is the first low-cost airline operated solely by private capital in mainland China and is the first low-cost airline to start from a travel agency. The company started construction on May 26, 2004 after being approved by the then Civil Aviation Administration of China (now the Civil Aviation Administration of the Ministry of Communications) and successfully sailed in about a year. (Heracleous 2004) Spring Airlines is the first airline in China to not participate in the China Civil Aviation Networked Sales System (CRS). On the morning of July 18, 2005, the first flight of Spring Airlines took off from Shanghai Hongqiao Airport to Yantai, Shandong. (Chow 2010)
Spring Airlines takes Shanghai Hongqiao International Airport and Shanghai Pudong International Airport as the main landing and landing airports. All the early routes are domestic routes. In late July 2009, Spring Airlines began to set up an international route (the first international flight to the Ibaraki Airport in Tokyo), making it the second private airline in mainland China to fly international routes. The second international route of Chunhang Airlines is from Shanghai (Pudong) to Hong Kong. Currently, the company has opened short-haul international routes connecting mainland Chinese cities to Hong Kong, Macau, Japan, Thailand, Cambodia, South Korea and Malaysia. In the future, it plans to operate short-haul routes connecting mainland Chinese cities to neighboring countries.As of the end of the first half of 2017, Spring Airlines has a total of 162 flights, including 108 domestic routes (including 7 routes in Hong Kong, Macao and Taiwan) and 54 international routes. (Zhang 2017)
2.2. State the problem
In recent years, the development of China's aviation industry has been arrogant. In 2007, there were 184 million passengers on Chinese flights. By 2017, this number has increased to 550 million. The International Air Transport Association predicts that the Chinese aviation industry will continue to leapfrog in the next five years, surpassing the United States to become the world's number one aviation market. (Fung 2005) OAG, the organization responsible for collecting various aeronautical data, showed that from 2011 to 2017, the number of passengers who only traveled to and from China and the United States increased from 37% to 61%. (Li 2018) 

As the first low-cost carrier in China, Spring Airlines has also received much attention. However, from the survey of author, the public awareness of Spring Airlines in the Chinese middle-aged group is not high. It can be seen from 2-1 that from 2000 to 2015, the percentage of young people aged 18-29 who know Spring Airlines is rising rapidly, from nearly 30% to over 70%. Although the percentage of middle-aged people (30-50) is also rising, but it is not obvious, from 15% to nearly 30%, the upward trend is slow. (Jiang 2017)
[image: image1.png]FRERARESE

A

W 18-29YearOld ™ 30-50 Year Old




Figure 2-1 Public awareness in different age groups

2.3. Aim and Objectives
The main aim of author is to help Spring Airlines earn more profits, especially in the Chinese middle-aged market.
Other objectives include the use of questionnaires to help companies investigate why Chinese middle-aged people do not choose or do not know Spring Airlines. Analyze the information collected through the questionnaire to find out where the company is doing shortcomings, or other areas that lack competitive advantage. At the same time, the market analysis model is used to analyze the internal and external environment of the company. For example, use SWOT analysis model to help companies analyze internal strengths and weaknesses, as well as external opportunities and threats. The marketing mix is more about helping companies improve their services in seven different ways. 
3.0. Content validity

In this report, I will introduce the whole report in a logical way.
3.1. Primary research

Primary research is designed to meet the unique and specific needs. The research can include focus groups, surveys, interviews, and observations. (McCusker 2015) The author will use the surveys, like questionnaire to collect the information.  

A questionnaire is a research instrument consisting of a series of questions (or other types of prompts) for the purpose of gathering information from respondents. Questionnaires have advantages over some other types of surveys in that they are cheap, do not require as much effort from the questioner as verbal or telephone surveys, and often have standardized answers that make it simple to compile data. However, such standardized answers may frustrate users. Questionnaires are also sharply limited by the fact that respondents must be able to read the questions and respond to them. Thus, for some demographic groups conducting a survey by questionnaire may not be concrete. (Oppenheim 2000)

Date: 15 March 2019 - 18 March 2019  (8:00 am ~ 22:00 pm)

Quantity: 120 units

Purpose: A survey on the quality of service for airlines

Researching group: customer or passenger (Age over 30)
Time period: 3 days

Place: The Internet (including the QQ group and We chat group) 

Investigator: Hu Xuanhao

3.2. Secondary research

For this part, author will use a number of industry reports, internal company annual reports and other aviation industry related reports and journals to use this information for analysis and discussion.

Then author will use the SWOT analysis model and Marketing Mix to analyze the environment. This is the main tool used in this paper to analyze the environment. Through these two tools, author will analyze the internal and external environment of the Spring Airlines, and explain the necessity of the public reputation. At the same time, author will use some of the information obtained from the questionnaire survey, this information will also be an analysis of evidence.

After analyzing the environment factors, author will analyze the internal advantages of the company. Utilize the advantages of company to continuously optimize internal, and actively respond to the impact of the external environment, and make minor adjustments to foreign policy. 

3.2.1. SWOT Analysis

SWOT Analysis, also known as the pros and cons analysis method or Dows matrix, is a kind of enterprise competitive situation analysis method and one of the basic analysis methods of marketing. (Marttunen 2017) Usually by evaluating their own Strengths, Weaknesses, Opportunities and Threats to determine the positioning of their competitive advantage. In the most ideal state, SWOT analysis is achieved by a dedicated team. A SWOT analysis team is best composed of an accounting officer, a salesperson, a manager-level supervisor, an engineer and a project manager. (Jackson 2003)
On the whole, SWOT can be divided into two parts: the first part is SW, which is mainly used to analyze internal conditions; the second part is OT, which is mainly used to analyze external conditions. Using this method, the company can find out what is beneficial to itself, what is worthy of promotion, what is unfavorable to itself, what to avoid, find problems, find solutions, and clarify the future development direction. (Guerrero-Liquet 2016) According to this analysis, these research objects can be enumerated and arranged in a matrix form. The conclusions drawn from it usually have certain decision-making nature, which is beneficial for leaders and managers to make more accurate decisions and plans. (Arslan 2008)
Strengths are the internal factors of the organization, including: favorable competitive situation; adequate financial sources; good corporate image; technical strength; economies of scale; product quality; market share; cost advantage; advertising offensive.

Weaknesses are also internal factors of the organization, including: equipment aging; management confusion; lack of key technologies; backward research and development; lack of funds; poor management; product backlog.

Opportunities are external factors of the organization, including: new products; new markets; new demand; foreign market barriers; competitors' mistakes.

Threats are also external factors of the organization, including: new competitors; increased alternatives; market austerity; industry policy changes; economic recession; changes in customer preferences.

3.2.2. Marketing Mix 

The marketing mix refers to the needs of the target market, comprehensively considering the environment, capabilities, and competition conditions, and optimizing and combining various marketing factors (products, prices, distribution, promotions, etc.) that can be controlled by them. Cooperate, develop strengths and avoid weaknesses, and give play to advantages to achieve better economic and social benefits. (Datta 2017) The marketing mix is about putting the right product or a combination thereof in the place, at the right time, and at the right price. (Van 1992) 
The 7Ps model is a marketing model that modifies the 4Ps model. The 7Ps is generally used in the service industries. It including Product, Price, Place, Promotion, People, Process and Physical Evidence. 
Products are products that are built or produced to meet the needs of a specific population. The product can be intangible or tangible because it can be in the form of a service or commodity. (Charter 2017) Company must ensure to have the right type of product that is in demand for the market. So during the product development phase, the marketer must do an extensive research on the life cycle of the product that they are creating.

The price of the product is basically the amount that a customer pays for to enjoy it. Price is a very important component of the marketing mix definition. It is also a very important component of a marketing plan as it determines your firm’s profit and survival. (Stein 2016) Adjusting the price of the product has a big impact on the entire marketing strategy as well as greatly affecting the sales and demand of the product. 

Placement or distribution is a very important part of the product mix definition. The company have to position and distribute the product in a place that is accessible to potential buyers. This comes with a deep understanding of the target market. (Ailawadi 2017) Understand them inside out and discover the most efficient positioning and distribution channels that directly speak with the market. Promotion can boost brand recognition and sales. Promotion is comprised of various elements like: Sales Organization, Public Relations, Advertising and Sales Promotion. (Eldredge 2016)

About the target market and people directly related to the business. Thorough research is important to discover whether there are enough people in the target market that is in demand for certain types of products and services. The systems and processes of the organization affect the execution of the service. It could be the entire sales funnel, a pay system, distribution system and other systematic procedures and steps to ensure a working business that is running effectively. (Chang 2016) In the service industries, there should be physical evidence that the service was delivered. Additionally, physical evidence pertains also to how a business and it's products are perceived in the marketplace. It is the physical evidence of a business' presence and establishment. A concept of this is branding. For example, when you think of “fast food”, you think of McDonalds. (Yoo 2000)

4.0. Reference

Ailawadi, K. L., & Farris, P. W. (2017). Managing multi-and omni-channel distribution: metrics and research directions. Journal of retailing, 93(1), 120-135.

Arslan, O., & Er, I. D. (2008). SWOT analysis for safer carriage of bulk liquid chemicals in tankers. Journal of Hazardous Materials, 154(1-3), 901-913.

Chang, J. F. (2016). Business process management systems: strategy and implementation. Auerbach Publications.

Charter, M., & Tischner, U. (Eds.). (2017). Sustainable solutions: developing products and services for the future. Routledge.

Chow, C. K. W. (2010). Measuring the productivity changes of Chinese airlines: The impact of the entries of non-state-owned carriers. Journal of Air Transport Management, 16(6), 320-324.

Datta, H., Ailawadi, K. L., & van Heerde, H. J. (2017). How well does consumer-based brand equity align with sales-based brand equity and marketing-mix response?. Journal of Marketing, 81(3), 1-20.

Eldredge, L. K. B., Markham, C. M., Ruiter, R. A., Kok, G., Fernandez, M. E., & Parcel, G. S. (2016). Planning health promotion programs: an intervention mapping approach. John Wiley & Sons.

Fung, M. K. Y., Zhang, A., Leung, L. C. K., & Law, J. S. (2005). The air cargo industry in China: implications of globalization and WTO accession. Transportation Journal, 44-62.

Guerrero-Liquet, G., Sánchez-Lozano, J., García-Cascales, M., Lamata, M., & Verdegay, J. (2016). Decision-making for risk management in sustainable renewable energy facilities: A case study in the Dominican republic. Sustainability, 8(5), 455.

Heracleous, L. T., Wirtz, J., & Johnston, R. (2004). Cost-effective service excellence: lessons from Singapore Airlines. Business Strategy Review, 15, 33-38.

Jackson, S. E., Joshi, A., & Erhardt, N. L. (2003). Recent research on team and organizational diversity: SWOT analysis and implications. Journal of management, 29(6), 801-830.

Jiang, Y., Yao, B., Wang, L., Feng, T., & Kong, L. (2017). Evolution trends of the network structure of Spring Airlines in China: A temporal and spatial analysis. Journal of Air Transport Management, 60, 18-30.

Li, X., & Chen, X. (2018, August). Civil Aviation Operation Information Processing Research. In Journal of Physics: Conference Series (Vol. 1069, No. 1, p. 012065). IOP Publishing.

Marttunen, M., Lienert, J., & Belton, V. (2017). Structuring problems for Multi-Criteria Decision Analysis in practice: A literature review of method combinations. European Journal of Operational Research, 263(1), 1-17.

McCusker, K., & Gunaydin, S. (2015). Research using qualitative, quantitative or mixed methods and choice based on the research. Perfusion, 30(7), 537-542.

Oppenheim, A. N. (2000). Questionnaire design, interviewing and attitude measurement. Bloomsbury Publishing.

Stein, A., & Ramaseshan, B. (2016). Towards the identification of customer experience touch point elements. Journal of Retailing and Consumer Services, 30, 8-19.

Van Waterschoot, W., & Van den Bulte, C. (1992). The 4P classification of the marketing mix revisited. Journal of marketing, 56(4), 83-93.

Yoo, B., Donthu, N., & Lee, S. (2000). An examination of selected marketing mix elements and brand equity. Journal of the academy of marketing science, 28(2), 195-211.

Zhang, Q., Yang, H., & Wang, Q. (2017). Impact of high-speed rail on China’s Big Three airlines. Transportation Research Part A: Policy and Practice, 98, 77-85.

