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1.0. Introduction 

The main content of this article is that the author obtains information through first-hand research and second-hand research, and analyzes this information to help Spring Airlines improve the company's market awareness. At the same time, the SWOT analysis model and Marketing Mix were also used to help Spring Airlines analyze market positioning and environmental analysis. The author's first step is to analyze the industry environment of China's aviation industry and the macro environment of China's aviation market, and to position the market for Spring Airlines through the macro environment. The SWOT model and Marketing Mix are used as auxiliary tools to help Spring Airlines improve its market segmentation. Through the marketing mix, establish a sales network that attracts Chinese middle-aged people and increase the percentage of consumption of the middle-aged population.

2.0. Environment Analysis


According to the National Civil Aviation Administration issued the 2014 civil aviation development statistics bulletin, China's air passenger transport volume nearly 392 million passengers, growth of 10.7% over 2013; Domestic route transport volume about 360 million passengers, growth of 10.1% over 2013. (Karboviak 2018) China is expected to become the world's largest domestic aviation market in the coming period. At present, the global low cost aviation market share accounted for bout 26%, but China's low-cost airlines in the domestic market share accounted for only about 7%. (Pels 2017) These data show that low-cost airlines have very large market potential in China, and low-cost airlines may become the mainstream of the Chinese aviation market in the future.

Although China's low-cost airlines are constantly evolving, the market share is still in a relatively low state. One of the most important reasons is that Chinese middle-aged people are reluctant to choose airlines that are cheap. For Chinese young people, whether they are back home or going out to play, they prefer to choose the plane as the first choice for travel. This will cause most Chinese young people to know Spring Airlines, which has a price advantage. But for Chinese middle-aged people, airplanes are not the first choice for travel. Even if they choose to travel by plane, they will choose old brands like China Airlines. (Yu 2009) At the same time, for Chinese middle-aged people, the price determines the value. Expensive products mean high safety, and cheap products may have various defects or safety hazards. (Ye 2007) Under the influence of this kind of thinking, middle-aged people will still choose cheap airfare instead of cheap airlines.

The internet has also been subtly changing people's daily lives, this is the back ground. The Internet continues to develop, and the airline ticket booking site began to appear, such as the Tuniu network. And the emergence of mobile terminals makes the way people buy tickets become more diversified, for example, now Alipay or eLong Travel APP. (Sun 2016) Through these sites or APP consumers can find their own situation on the flight or route, such consumer behavior is not only to save the time cost of consumers, but also to save the cost of airlines in the middle agent.
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Bar chart 1: Factors about buying tickets
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Figure 2-1 The Reason To Buy Ticket

Through the above Figure 2-1 from the questionnaire, we can see that most of the passengers choose ticket is the main reason for the following three points: the ticket price (77%), flight punctuality rate (50%) and the company's brand (46%). So when the company improving their own quality of service they need to pay attention about those three parts. For Chinese airlines, the cost-leadership strategy not only can reduce costs through more promotions to attract customers but also enhance the visibility of the company. 

3.0. SWOT Analysis

3.1. Strength
For Spring Airlines, its biggest advantage is price, and strong price competitive advantage can help the company attract more customers.
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Figure 3-1 Which Airlines Provide Cheaper Ticket
As we can see from Figure 3-1, 40% customers think that Spring Airlines has a cheap ticket price. The percentage of Spring Airlines is far greater than that of other airlines. This also means that in the hearts of customers, Spring Airlines can bring them economic decompression. Under such a trend, Spring Airlines can use its competitive price advantage to start building a good corporate image. The first thing the company has to do is to let more people know the existence of Spring Airlines. The price of the ticket is a great way to attract customers. After that, what the company has to do is to maintain customer relationships. Retain customers and let customers choose Spring Airlines in the future. Only in this way can the company bring stable economic benefits.

3.2. Weakness
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Figure 3-2 Which company route is more comprehensive
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Figure 3-3 Which company is more secure
According to the above two figures, there is a gap between the number of routes and the aviation safety of Spring Airlines. The first point is the number of routes. Spring Airlines is in the process of development, so the route will certainly not be able to compete with other mature airlines. The number of routes is directly proportional to the strength of the company, so the only way to increase the number of routes is to strengthen the company. 

Regarding aviation safety issues, for Chinese customers, cheap prices mean a low safety factor, so most Chinese customers will feel that Spring Airlines' safety factor is relatively low. However, as a listed airline, it is necessary to ensure the personal safety of customers. Compared with other mature airlines, Spring Airlines is still in the stage of continuous development and improvement, but the customer's protection measures and product safety performance are higher than industry standards.

3.3. Opportunity

With the development of society, people are not satisfied with the demands of physiological needs and began to pursue the spiritual needs. The main business of the aviation industry is generally divided into two types: commercial transport and tourism transportation. Because the plane as a short distance or long-distance travel is more important way of travel, by the broad masses of love. And more and more passengers have received a good education and have a certain degree of travel experience, they know what products and services they need. This new trend requires airlines to design products and services that are more in line with the real needs of consumers. The development of Internet technology is changing the way of modern people's life, and the way of obtaining information is transferred to the Internet from the previous newspaper or advertising. For example, many companies or brands have their own official website and use the official website to promote products. For airlines, the development of the Internet makes electronic passenger tickets can be widely used in air transport. This will also reduce the previous middleman and turn into the B2C direct sales model.

3.4. Threat

A substitute is a product that has the same or similar functionality as a customer's product, for example, long-distance transport aircraft may be replaced by the train. The production of alternatives to the enterprise itself to the customer or even a threat to the industry, the greater the pressure of competition, the greater the threat to customers. 

Railway freight transport has become one of the main modes of modern transportation, it is also one of the two basic modes of transportation. It plays an important role in the field of transportation and plays a more and more important role. Railway transportation is less affected by climate and natural conditions and the transport capacity and cycling load greatly, having the advantages of regular and low cost of transportation. And there are many types of vehicles that make it possible to carry almost anything, almost free of weight and volume. Railway transportation has been recognized as one of the most environmentally friendly means of transport. In the competition between railroads and airlines, air travel will be at a disadvantage if travel time from a city center to another takes less than 3 hours. To face a strong threat of substitutes, the company need find a way to attract customers.
4.0. Marketing Mix

Marketing is defined as the best way to show a company's products to potential customers for sale. This requires a comprehensive consideration of the tasks, objectives, resources, and external environment, and the optimal combination and application of the company's controllable factors to meet the needs of the target market and achieve the mission and goals of company. (Borden 1964) The marketing mix includes 4 P, which is products, pricing, promotions and placements. The expanded service marketing portfolio has also added three Ps, including people, processes and physical evidence. All of these factors are necessary to achieve the best service. (Rafiq 1995)

4.1. Product
In the case of controlling its own costs, Spring Airlines has launched a variety of product services. Such as business economy class. Business Economics is a cost-effective service product launched by Spring Airlines to meet the needs of business travelers. And on the premise that everyone can afford to fly, the business class allows business travelers to enjoy services above the economy class standard. (Fu 2015) In 2010, with the support of the Shanghai Municipal Tourism Administration and the Municipal Traffic Commission, the Spring City Sightseeing Bus was successfully launched. The earphones included with the ticket can be used to listen to the GPS automatic voice introduction in 8 languages, including Chinese, English, Japanese, Korean, French, Spanish, German and Russian, to meet the language needs of tourists from all over the world. As of May 2018, the city's sightseeing bus has exceeded 1.7 million person-times of annual reception, 70% of which are from all over the country and 25% are international tourists. (Ignatius 2018) Express Line is the intermodal product of aircraft and high-speed rail launched by Spring Airlines. In late August 2013, it opened five high-speed rail cities in Suzhou, Hangzhou, Wuxi, Changzhou and Jiaxing. In the ticket-purchasing area, passengers can purchase tickets for Spring Airlines direct flights and high-speed train tickets from Suzhou, Hangzhou, Wuxi, Changzhou and Jiaxing to and from Shanghai. (Wang 2017)

4.2. Price

Pricing for services is harder than products. Therefore, these factors must be considered when calculating costs. In general, service pricing involves labor, material costs, and overhead costs. (Ailawadi 2001) But the most important thing can be started from the following three aspects. Cost-orientated approach, market-orientated approach and competitor-orintated approach. 

Spring Airlines' own cost control technology is relatively mature. For example, the company only configures one A320 model. In this way, aircraft and parts can be used for wholesale prices. Moreover, personnel training, maintenance and maintenance only need to set a standard, and the cost is greatly reduced. Remove the business class and first class, all changed to economy class. This number of seats is more than 50 more than other airlines. Even increasing the flight frequency, for example, other airlines fly 4-5 times a day, the spring and autumn planes fly 8 times a day, other airlines fly 10 hours a day, and the spring and autumn planes fly 12 hours a day. (Heracleous 2004) The pricing of other mature airlines in China is of little significance to Spring Airlines, because Spring Airlines itself is doing low-cost flights, and his cheap ticket price is positioned to attract more customers. Need to pay attention to the vicious price war that may be triggered.

4.3. Promotion

The promotion of Spring Airlines is very simple: price cuts. "Everyone can afford the plane" - this is the slogan of Spring Airlines establishment. It can be said that Spring Airlines has made many Chinese who could not afford the aircraft start to consider flying. Spring Airlines is famous for its "99" series, which is to put special fares with different values such as 9 yuan, 99 yuan, 199 yuan on the flight. The proportion of each flight is about 20% to 30%, and even more in the off-season. (Chow 2010) This special ticket is also an important product to attract customers. Spring Airlines' own ticket price is lower than other airlines, and the launch of special fares is also helping Spring Airlines improve its market awareness. Especially for the middle-aged Chinese group in China, what Spring Airlines should do is to let this group accept the services brought by Spring Airlines. Through such promotion means, Chinese middle-aged people can understand Spring Airlines more clearly.
4.4. Place

Traditional air distribution is mainly regional agents but relatively high agency costs. Middlemen need to earn the difference so the price of the ticket will rise.

Here is a section on CNAC agency fees: the CNAC issued "on the Chinese, sales of domestic passenger air ticket agency fee quota enforcement notice", CNAC force decided from July 1, 2016, China's domestic air ticket sales in China need to pay the agency fee in accordance with the regulations. (Williams 2016)

	Shipping space
	Agency fee

	P
	¥ 60 / Leg

	F/J
	¥ 40 / Leg

	A/C/D/Z
	¥ 20 / Leg

	G/Y/B/M/U
	¥ 15 / Leg

	H/Q/V/W/S
	¥ 10 / Leg

	K/L/T
	¥ 5 / Leg


In traditional custom, the customer will go to the ticket office to inquire and purchase the ticket which will lead to unnecessary time cost. And with the changes of the times and the pace of people's lives, the conductor and the customer may also have a misunderstanding, this may cause customers unable to purchase the desired flight schedule or other adverse effects. In order to reduce this situation, the CNAC can use a full direct marketing to reduce the agent's Commission, the global distribution system costs, personnel costs of artificial reservation expenses. 

4.5. People

The people in this part do not refer to the target customer, because the customer is an uncontrollable factor. As a product seller, all that can be done is to attract customers and not force customers to make decisions. The people here refer to the professionals who need to be used in market development. Company employees are important in marketing because they are the people who provide the service. This is an internal competitive advantage that a company can have, and this competitive advantage can inherently influence a company's position in the market. (Geiger 2009) 

The employee's supervisory system is also essential in the organization, and only by ensuring the employee's work enthusiasm can get good company performance. That is the reason why Spring Airline needs a professional personnel specialist to help the company manage and motivate employees. Such personnel directors suggested that Spring Airline be sought from their own company or a familiar human resources company. When employees become more loyal to the company, they can better create value for the company. 
4.6. Process

The process could be entire sales funnel, a pay system, distribution system and other systematic procedures and steps to ensure a working business that is running effectively. (Jiang 2018) The author believes that process can be considered a sales process, by understanding the sales process, to find the company's shortcomings in the target market. Only in this way can we continuously improve the company's sales performance. A sales process should include point of purchase, delivery, after sales and enquiry/info search. 

Television may launch a product, but consumers rely on on-line ads and forums, word-of-mouth and point-of-purchase information before actually buying. This means that Spring Airline wants to open up new markets in Chinese middle-age people, and the various publicity in the early stage made customers notice Spring Airline. Only then will the public be able to recognize Spring Airline and be attracted by the products. 

4.7. Physical Evidence

In this part, there is a greater need to discuss the packaging of the company's products or the company's eye-catching logo, which allows customers to remember the company's brand in a short time. For Spring Airlines, the main service is passenger transportation, which is mainly based on aircraft services. Because Spring Airlines does not provide free meals, flight attendants will have more time to provide "squatting services" that were previously only available in first class and "deep service" when conditions permit. (Kong 2019) Although there are no free meals, passengers can buy them if needed. The charges for these foods, the relevant person in charge of Spring Airlines explained: These are ordinary foods, the charging standard is equivalent to the price on the market, not high price, but we will charge a 5% service fee. (Zhang 2017) These special services also represent the company philosophy of Spring Airlines: everyone can afford the plane and enjoy the service. On the other hand, the company logo of Spring Airlines is also very conspicuous. Different from other mature Chinese airlines, the author believes that Spring Airlines needs to expose brands to a greater extent in various media, so that more customers can see the logo of Spring Airlines.

5.0. Conclusion 

In general, if the company wants to let more Chinese middle-aged people know about Spring Airlines, what they need to do is to improve the market popularity of Spring Airlines. Whether it is from commercial promotion or brand endorsement, the purpose of these means is to let the masses see and understand Spring Airlines. At the same time, the company's top management needs to pay attention to the idea of conveying customers: cheap prices can also bring safe and comfortable enjoyment. Only in this way can we fundamentally improve the popularity of Spring Airlines in the middle-aged Chinese community.
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7.0. Appendix

A Survey of the satisfaction degree of the passengers to airline service quality 

I am ( Hu Xuanhao )  a 3rd year student of University of Wales Trinity Saint David (UWTSD). I am engaged in a research project “The satisfaction degree of the passengers to airline service quality”. Please be kind enough to extend your support by filling-up the following questionnaire. It would take only about 10-15 minutes to complete it. All the information that you provide will be kept strictly confidential and only be used for academic purpose. Please read the following instructions before answer the questionnaire.

	1. When you buy a ticket, the first factor to consider is?  [Multiple-choice questions]

	   □ The brand

   □ The price
   □ Punctuality rate
   □ Travel agency arrangement
   □ Friends recommended
   □ The service
   □ Models and facilities
   □ The security
   □ Comfort level
   □ The sales promotion

	

	2. Which Airlines that you often choose?  [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	3. Why you choose this company?  [Multiple-choice questions]

	   □  The price                             □ The service             □ The brand                    

   □ Models and facilities              □ Punctuality rate              

   □ The security                          □ Comfort level

	

	4. Which company you think cheaper?   [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	5. Which company you think will offers more activities?  [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	6. Which company you think the route is more comprehensive？[Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	7. Which one of the company's fleet of more advanced?    [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	8. Which company you think is more secure？[Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	9. Which company aircraft is more on time? [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	10. Which company security checks more humane？ [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines



	11. Which company is more advanced and more space ？ [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	12. Which company’s VIP room facilities are more comprehensive？ [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	13. Which company is more convenient to board the plane？[Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	14. Which company is more convenient baggage check？ [Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	15. Which company air catering more diverse？[Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	16. Which company cabin environment is more clean ？[Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	17. Which company cabin entertainment facilities more perfect？[Single Choice Question]

	   ○ China Airlines
   ○ Hainan Airlines
   ○ Chendu Airlines
   ○ Spring Airlines
   ○ China Southern Airlines
   ○ China Eastern Airlines

	

	18. Reasons for poor service level of China Airlines？ [Multiple-choice questions]

	   □ Industry monopoly                        □ Low personnel selection 
   □ Lack of training                            □ Lack of responsibility
   □ Ineffective supervision                  □ Large passenger flow
   □ Other

	

	19. What China Airlines needs to be improved？ [Multiple-choice questions]

	   □ Punctuality rate                            □ Airport Services
   □ The quality of meals                     □ Stewardess image
   □ Air service quality                         □ Aircraft type
   □ Complaints no response               □ Other

	

	20. Please tell me your age：[Single Choice Question]

	 ○31~50
  ○51~60
○Over60


	

	21. Please tell me your gender： [Single Choice Question]

	 ○ Man
 ○ Woman


	

	22. Please tell me your current occupation：[Single Choice Question]

	   ○ Full-time students
   ○ Production personnel
   ○ Sales staff
   ○ Marketing / PR
   ○ Customer service staff
   ○ Administrative / logistic personnel
   ○ Human resources
   ○ Finance / audit staff
   ○ Civilian staff
   ○ Technology / R & D personnel
   ○ Manager
   ○ Teacher
   ○ Consultant
   ○ professionals (such as accountants, doctors, journalists etc.)

   ○ Others

	

	23. Please tell me your monthly income level  [Single Choice Question]

	   ○ Below 1000
   ○ 1001~3000
   ○ 3001~5000
   ○ 5001~7000
   ○ 7001~9000
   ○ 9001~11000
   ○ Over 11000


