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ABSTRACT
The purpose of this study was to investigate the relationship between brand identity and consumer behaviour in the post-industrial African airline. Five African national flag carrier airlines were benchmarked against the British Airways brand in order to understand why the latter is doing well in the African market compared to African market while it is expected that at least they should compete favourably in their heritage market. The study used the Kenya Airways, Ghana Airways, Egypt Air, South African Airways and Air Nigeria as the samples, which were compared with British Airways. Non-probabilistic sampling was used to draw this sample. Both primary and secondary data sources of data were used for the study. Descriptive statistics such as percentages and mean were used. The findings of the research indicated that safety and security of the airline, airline brand itself, reliability or punctuality of flights by the airline, price, history or reputation of the airline, quality of services, delivery of the promotional promise, friendliness of the employees, and ease of booking the airline are the most important factors that air passengers consider when selecting the airline to use. Further the findings indicated that British Airways continues to do well in the African market than the African Airlines due to proper branding strategies. Most of the African British Airway’s customer are loyal, and would even pay a price premium rather than switching to their national flag carrier airlines. The study recommend that African airlines need to take the issue of branding seriously and improve their reputation in order to favourable compete in the market. The research used a sample of five African countries national flag carrier airlines; hence the researcher recommended a further research should use a bigger sample in order to understand the topic under investigation in a more detailed way.

[bookmark: _Toc346534]CHAPTER ONE
[bookmark: _Toc346535]INTRODUCTION
[bookmark: _Toc346536]1.1 Introduction
This chapter introduces the whole study by shedding some light on the background of the study, highlighting the problem statement, and the purpose of the study, stating the research objectives and research questions, informs of the used data collection methods, discussing the justification of the study. Further, it informs on the limitations faced by the researcher while conducting the research, and also discusses the delimitations. Finally, it culminates the entire study by highlighting how the entire project is organised.
[bookmark: _Toc346537]1.2 Background of the study
The airline industry has been considered one of the most important drivers of the World economy, following globalisation. The impact of the industry has been felt in almost all sectors, including agriculture, health, education, manufacturing, and tourism. The industry provides the quickest means of transport; hence it has been a major facilitator of movement and goods between and among countries (Faajir and Zidan, 2016).
The airline industry, globally, has experienced up and downs, especially in past few decades. Among the various factors that have caused this situation include: increase in fuel prices, rapid deregulation of the industry, increase in cost of insurance, insecurity as evidenced through terrorist attacks, as well as the effects of natural disasters like disease outbreaks and volcanic eruptions, all hindering the growth of this industry. In 2009, for example, the World Airline Report indicated that overall, the industry incurred a devastating loss, amounting to $ 9.9 billion (Kee Mun et al. 2010). These harsh circumstances have forced most airlines around the world, to change from their ordinary business strategy and venture into new business models and alliances in order to survive or to step up their competitiveness.
O’Connell and Williams (2005) argued that, despite the tough situation undergone by the airline industry, it has experienced some level of growth. One of the major developments that have been witnessed is the growing popularity of low cost airlines, including in Africa. These airlines have intensified the competition with the main national airlines in their countries, and this was, particularly recorded during the recent 2008/2009 financial global recession. However, in comparison of airline industry per continent, the Africa’s industry lags behind others, according to the 2018 report produced by the International Air Transport Authority (IATA). Similarly, the African Development Bank Group reported in 2012 that the performance of the African aviation industry lagged behind those of the rest parts of the World. This is despite the fact that that the number of passengers and freight traffic having grown by 45% and 80% respectively.
Branding refers to the process of creating a unique identification mark or name of a product or organisation in the minds of the consumers. This process goes along with marketing communications like advertising, public relations, word-of-mouth, direct marketing, and use of celebrities and so on. According to Ghodeswar (2008), branding performs valuable functions for a firm, but the greatest of all, is to enable the consumers make a choice between the alternative products in the marketplace. The rapidly increasing and dynamic competition in the market has resulted to consumers being supplied with a lot of communications, which at time can lead them to becoming “confused” on which products to buy. Having a preferred brand helps to contain this “confusion”. In case, a consumer is not sure of the brand to buy, word of mouth referrals between family members and friends, plays a big role. Thus, building a strong brand is highly beneficial for every company. Airline companies have identified this significance, and the best rated brands such as the British Airways spends significant amounts of money to strengthen their brands.
Various researchers have explored the impact of branding and consumer behaviour. The analysis of these literatures shows that the perceived and real customer satisfaction is directly related the brand image of the company or product. Through customer satisfaction, brand loyalty is developed with time, and it has a major influence on consumer buying behaviour. Some authors have however, argued that the brand image does not on itself impact on customer loyalty, but through customer satisfaction, the brand image is created, which in turn lead to loyalty.
The deregulation and liberalisation of the aviation industry has caused the airline companies to see branding as an important factor to differentiate their services and offering from those of others. It has been found that distinct dimensions like advertising, core service, price, interpersonal service, feelings, services cape, word-of-mouth and publicity are key determinant in brand evaluation.
The researchers sometimes indicate that corporate branding equate organizational strategy as it 
depends on how the context is being applied. It believes that corporate branding should therefore 
focus on important areas in order to enhance their competitiveness which includes, 
organizational vision, culture and importantly the organization’s image. It is very essential to 
create a wider scope and deliberations in reference to organization’s corporate branding and 
image, which is achievable with smooth cooperation and coordination between the management 
and the employees.
A strong and well organised brand inspires the organisation’s stakeholder confidence, cementing
 their association with the organisation, and also with the customers. According to a research 
conducted by Knox and Balmer (2001) on corporate branding, corporate marketing and 
corporate identity, in the past, organisational managers did not understand the power of branding.
 However, over the recent past, the organisational branding has been incorporated in 
organisations’ strategic goals. This has partly been influenced by the stiff competition in the 
market, which has led organisations to begin using branding as a means to distinguish 
themselves and their products from those of competitors.
It has been observed that, more often than not, consumers dot not undergo a conscious process when making purchase decisions, and when it happens, it gradually grows into a state where consumers just need a shortcut to make a choice between alternative products, and branding has been identified as an effective tool to create this shortcut. In this sense, a branded product eases the consumers’ decision-making process.
British Airways is the United Kingdom’s flagship airline. The company provides flights to over 400 destinations spread globally on a daily basis. The company’s vision is to become “The World’s Most Responsible Airline”.  The company has heavily invested in branding to enhance its competitiveness in the region and globally.
[bookmark: _Toc346538]1.3 Statement of the problem
Denmark (2010) has asserted that the concept of corporate brand is essential to a company. It helps to draw synergy between organisational resources and its strategic objectives in order to achieve success despite the competition in the industry. However, after achieving success through corporate branding, companies need to maintain and manage the brand reputation in order to achieve sustainability; otherwise it will be outshined by the competitors. Generally, airline customers are people above the “basic level” in the Maslow’s hierarchy of needs. Thus, these people do not need for just a means of transport.  They want a company that truly satisfy their needs by providing the comfort they want over and above providing transport. In order to achieve this requirement, they need to understand the consumer behaviour, and deliver the required satisfaction constantly; consequently, creating a strong brand that ensures sustainability.
In the face of heightened competition in the airline industry, the African airline companies are facing stiff competition from international companies such as the British Airways. One of the main reasons for this the British Airways’ success is having a strong brand, which it has created over the years since its initiation. Based on the share of profitability that the British Airways generate from the African market, it is clear that, compared to travelling using local airlines, many African air travellers opts to travel with the British Airways. It is also evident that most African airlines such as the Kenya Airways have been reporting huge losses annually. In fact, in the recent past, some airlines from Africa such as the Air Zimbabwe and Gabon Airways collapsed in 2012, while Air Malawi collapsed in 2013, all due to bankruptcy. It is for this reason that this study seeks to assess the strategies that this company has employed to pose a great competition to the African airlines in their “home”. 
[bookmark: _Toc346539]. 1.4 Research Objectives
i.  Investigate the relationship between brand identity and consumer behaviour in the airline industry
ii. To understand and appraise BA in the Africa airline market, their legacy and heritage brand
iii. To analyse the factors as to why in Egypt, South Africa, Nigeria, Ghana and Kenya airlines are less competitive compare to British airways market dominance in these countries
[bookmark: _Toc531113722]1.5 Research questions
[bookmark: _Hlk533264521]1. Which strategies has the British Airways used to build its brand awareness in the African market?
2. What is the relationship between brand identity and consumer behaviour amongst Africans in Diaspora, in the airline industry? Do heritage airline brands always translate into market dominance?
3. What are the factors that have led the African airlines to be less competitive (uphill and challenges) in the industry compared to British Airways?
[bookmark: _Toc346541]1.6 Purpose of the study
The purpose of this study is to investigate the relationship between branding and consumer behaviour in the post-industrial Africa airline industry by comparing the British Airways against African Airlines
[bookmark: _Toc346542]1.7 Significance of the study
This study is relevant to various stakeholders, including the general public who may be interested to know about, the British Airways, how the brand relates with consumer behaviour, and African airlines. The study provides some of the reasons why the African airlines are not as competitive in the market as the British Airways, and suggest what they can do to improve their competitiveness, hence significant to the African airlines. The study can also be of benefit to the British Airways. Although British.Airways is doing better in the African market, there is always room for improvement. The study suggests some of the areas, where it can improve on to make it even more competitive in the African market. Finally, the study can be of benefit to the air passengers, as it discusses the factors that make an airline more convenient to travel with than others.
[bookmark: _Toc346543]1.8 The scope of the study
Contextually, this study is aimed at discussing how well the British Airways has been able to utilise the concept of branding for its advantage over the African Airlines. However, since the African airline industry is broad, the study has limited the geographical scope to cover only five African countries’ airlines, namely Egypt Air, Air Nigeria, South African Airways, Kenya Airways, and Ghana Airways. To arrive at this sample, the researcher reviewed the existing literature review, and tried to mix between the African national airlines that are doing relatively fine such as Egypt Air and South African Airways, to those that are struggling like Kenyan Airways to those that have ceased their operation like Air Nigeria and Ghana Airways.
[bookmark: _Toc346544]1.9 Data collection
The study adopted both primary and secondary research. The main tool used for primary data collection was questionnaire. The main secondary data sources used included books, dissertations, thesis, research projects and journals written by scholars, academicians, professors and doctors.
[bookmark: _Toc346545]1.10 Assumptions of the study
In research, an assumption means a fundamental perception that is seemingly true but difficult to verify. There are two major assumptions made in the study: first, the respondents who filled in the online questionnaires provided honest, truthful and their overall experience with their airline brands, and why they chose it among others in the industry. The second assumption is in relation to the samples used and the method of sampling, which adopted a non-probabilistic approach. Generally, a non-probabilistic approach does not provide a better representation compared to a probabilistic one, however, since the study was conducted online, it was not possible to use it. However, the researcher, guided by the research objectives and the literature review, tried to be as representative as possible. This was achieved through combining the African airlines that are at least performing well such as Egypt Air and South African Airways to those that are struggling like Kenya Airways to those that have suspended their operations due non-performance like the Ghana Airways and Air Nigeria. The study assumes that the five African countries’ airlines selected for the study forms a representation of the whole African airline industry.
[bookmark: _Toc346546]1.11 Limitations of the study
The researcher encountered a number of limitations while conducting the study. These included financial time constraints since the researcher had other duties and assignments to do concurrently with this research. Another challenge that the researcher faced is related to the issue of scope and determining the sample size. This occurred because the African airline industry is broad; each country has its airline industry composing of several airline companies, in some countries, as so limited the scope was challenging.
[bookmark: _Toc346547]1.12 Delimitation of the study
The researcher limited the scope of the study to concentrate on only five African countries, namely Egypt, Nigeria, Ghana, South Africa, and Kenya. In addition, the researcher concentrated the research on the national flagship companies only to obtain the sample. The reason for deciding to use the national flagship carriers only is because these are the best airlines in the country, especially in the African context – and if they are unable to compete favourably in their market against the British Airways as revealed in the literature review, the researcher found no need of going down into the other airlines in those countries in order to remain relevance and objective.
[bookmark: _Toc346548]1.13 The organisation of the study
The study is organised into five chapters. Chapter one, forms the introduction of the study, setting precedence for the rest of the study. Chapter two explores the literature review. Chapter three dwells on the research methodology used in conducting the research. Chapter four shows the research findings and discussion made from the study. Lastly, Chapter five deals with the conclusion and recommendations generated after analysing the findings obtained from the study.
[bookmark: _Toc346549]1.14 Operational definitions
B.A:           British Airways Plc.
K.Q:           Kenya Airways Plc.
B.O.A.C:    British Overseas Airways Corporation
B.E.A:        British European Airways
I.A.L:          Imperial Airways Limited
U.K:            United Kingdom
U.S.A:         United States of America
A.T. & T:    Aircraft Transportation & Travel Limited
AFRAA:     African Airline Association
[bookmark: _Toc346550]
CHAPTER TWO
[bookmark: _Toc346551]LITERATURE REVIEW

[bookmark: _Toc346552]2.1 Introduction
This chapter present a review of the existing literature related to the topic of study. The chapter has been organized according to the study objectives in an effort to ensuring relevance to the research problems. The review was done in order to eliminate duplication of what has already been studied and provide a clear understanding of the existing knowledge in the topic under study. The information will also help in identifying the research gaps that need to be researched on to fill the gaps, hence justifying this particular work.  The resource materials were drawn from books, dissertations, research projects, and journals. The main purpose of this section is to shed light on theories and concepts revolving around branding and its significance to companies as well as strategies used by companies to create and maintain strong brands, especially in the airline industry. Concepts such as branding, brand loyalty, brand experience, consumer behaviour, brand image, perceived brand quality, brand recognition, brand satisfaction, and brand consistency have been explored.
[bookmark: _Toc346553]2.2 Overview of the aviation industry
The aviation industry forms one of the most important sectors in the World’s economy, considering the present-day movement towards globalisation. The industry has been considered as m major economic diving force, both in terms of direct impact as well as multiplier effect in other sectors of the economy, such as health, manufacturing, tourism, agriculture, construction and many more. It forms the fastest means of transport across many destinations in the word, hence highly relied in sensitive sectors like horticulture. According to the International Aviation Trade Authority (IATA), the last three decades has seen the aviation industry growing at a high rate due to development in technology, international investments, business and tourism.
Nonetheless, despite this significance, the airline industry has experienced various challenges, especially in the past three decades. Among these, include terrorist attacks such as the September 11th 2001 New York’s World Trade Centre attack in 2001 (commonly referred to as the 9/11 attack), which left 2,996 people dead, and over 6,000 injured, in addition to causing infrastructure and property damage of approximately $ 10 billion. Another major challenge is in relation to the outbreak of fatal diseases, such as the 2014 Ebola epidemic in some West African countries like Sierra Leone, Liberia and Guinea; and the outbreaks of foot and mouth and Severe Acute and Respiratory Syndrome (SARS) in some Asian countries like Iraq, Singapore, China and Afghanistan between 2002 and 2003. Lastly, the recent global financial crisis of 2008/2009 significantly affected the airline industry, leading some airline to collapse, incur huge losses, and even to merge with others in order to survive. However, the same crisis also had another impact in the industry – the increase in growth of the low-cost airlines, which has continued to shape the industry, as the major airlines have been forced to cut off their prices. Further, the airline industry has deregulated and liberalised in many countries, accelerating the competition.
Despite the above challenges, the industry has experienced some growth. According to the International Air Transport Authority (IATA), the air transport generated a total amount of $ 776 billion, and is expected to generate $ 861 by the end of 2018, making it one of the most important industries in the Word. The reason for this anticipated growth includes increasing connections between various cities globally, enabling smooth and quick flow of people, goods, technology, capital and ideas; and falling transport costs. However, in comparing the performance of airlines per continent, the African continent is the weakest. In fact, the overall African airline industry has reported losses for three consecutive years. According to this report, losses occurred due to the impact of low commodity prices, as well as heightened regional conflicts.
[bookmark: _Toc346554]2.3 British Airways
British Airways Plc. (B.A.) is the United Kingdom’s flagship airline, and is the U.K’s largest in terms of fleet size, or the second largest airline behind Easy Jet in terms of the number of passenger carriage. The company provides flights to over 400 destinations spread globally on a daily basis. The company’s vision is to become “The World’s Most Responsible Airline”.  British Airways. is amongst the top ranking airlines in the World, and has one of the most extensive routing networks, globally. British Airways is operating in a highly competitive and challenging environment, hence calling for more pronounced brand protection and development through leaving up to its promise to its customers, and continuously making innovations and improvements for its products and services to meet the needs of the customers in the highly dynamic market (Biraghi and Gambetti, 2015).
The origin of the British Airways dates back to the civil aviation pioneering days, after the end of the World War I. Upon its formation, British Airways. acquired the name, Aircraft Transportation & Travel Limited (A.T. & T.), conducting daily local flights only. In 1919, A.T. & T launched its first daily international flight service, from London to Paris. The single-engine aeroplane carried only one passenger and it spent two and a half hours to travel from London’s Heathrow Airport to the Le Bourget airport in Paris. In 1924, A.T. & T merged with three other British Airlines to form the Imperial Airways Limited (I.A.L.). Between 1920 and 1930, I.A.L. launched international flights to Singapore, India, U.S.A, South Africa, West Africa and Egypt. Meanwhile, some other U.K’s airlines merged with I.LA. to form the original British Airways Limited, which was privately owned in 1935. In 1939, the I.A.L and British Airways. were nationalised to form the British Overseas Airways Corporation (BOAC). In the 1950, various developments occurred in aviation technology, and the passenger jet was overtaken by the Comet. In 1952, BOAC flew a Comet to South Africa. The comet spent half the amount of time that was taken by the previous jets. In the 1960, BOAC faced a lot of competition from other British Airlines. In 1967, the British government unified these independent airlines into another one big carrier, which acquired the name, British European Airways (BEA) (Encyclopaedia Britannica, 2018). In 1974, the BOAC and BEA, together with other two regional airlines: Cambrian Airways and Newcastle Airline merged to form the present British Airways. In 1976, British Airways. launched the world’s first supersonic passenger service. In 1987, British Airways. acquired the British Caledonian airline, and in the same year, B.A. was privatised. In 1992, British Airways. enlarged its portfolio by acquiring the Dan-Air Airline.  In 1999, British Airways. formed a service alliance with Aer Lingus, Iberia, American Airlines, Lan Chile and Iberia.  This alliance adopted the name Oneworld Alliance. This alliance serves in more countries than any other airline alliance worldwide. In 2012, British Airways. further enlarged its company by acquiring the British Midland International (BMI) airline (Airways, 2017).



[bookmark: _Toc346555]2.4 The African Airlines
Airlines in African were started by the European colonial masters. However, after the independence, they took of the management of their airlines, and each country has attempted to grow theirs.  In 1961, eleven former French African countries from both Central and West Africa met in Yaoundé, Cameroon during the association of Heads of State Summit, and formed a joint airline association. These countries agreed to cooperate economically, politically and socially. In 1968, the African Airline Association (AFRAA) was formed in Accra city, Ghana. This trade organisation comprised of all African countries. In 1999, there was a meeting in Yamoussoukro, Ivory Coast (today know as, Côte d'Ivoire) attended by all the African civil ministers. They agreed to establish a common African airline market, and liberalise the African air transport. As a result of this agreement, there has been a stiff competition between and among the African Airlines, and also from airlines from other continents (Barros and Wanke, 2015).
Although, most African airlines have been affected by mismanagement, bankruptcy, and stiff competition from other international airlines, there has been significant growth. Most of the airlines have expanded their routes to other African destinations, as well as other destinations outside Africa. The most recent growth in development in most of the Asian countries such as China, Singapore, Malaysia, Qatar and India have in a degree resulted to growth of most African Airlines, as they make efforts to reach out to the Asian markets. For instance, Kenya Airways (KQ) launched a direct flight to China; the Ethiopian Airline launched a direct flight to Singapore; while the Air Mauritius started direct flights to the United Arabs Emirates (UAE). The best performing African airlines include the South African Airways (SAA), Egypt Air, Royal Air Moroc, Kenya Airways and Ethiopian Airline (Shornikova and Lubbe, 2017). However, despite Africa being the second largest continent in terms of size and population, it commands only 6% of the global Air traffic, facing stiff competition from other continent’s airlines such as the Emirates, British Airways and Qatar Airways (Nonkenge and Luiz, 2018).
[bookmark: _Toc346556]2.5 Some Selected African Countries’ National Airline Companies
[bookmark: _Toc346557]2.5.1 Kenyan Airways
According to (Seatguru.com,2018) “Kenya Airways (commonly abbreviated as KQ) is the flag carrier Kenyan airline. KQ was founded in 1977, and is currently a public-private partnership with the Government of Kenya being the majority shareholder with about 49% of the shareholding, and the rest of the shareholding with the private sector (Seatguru.com, 2018)”.
Even though the company on multiple occasion has been well rated and consider to one of the arrowheads in among sub-Sahara airline operator, this company has been reporting losses annually; for instance, in 2017, the company reported a net loss of Ksh 6.1 billion (Approximately $ 61 million) in 2017. According to (Anon, 2018) “a report produced the Kenya’s Senate Select Committee in 2017, KQ has been reporting losses annually due to the following reasons: poor investment decisions – the management has been making poor investment decisions when it comes to buying and leasing aircrafts, as well as, on fuel hedging. These arrangements have not been profitable to the company lading to the skyrocketing of the company debts; expensive ticketing when compared to the competing companies leading to the loss of customers, and hence loss of revenue; problems with the company’s policy and practices on human resources leading to frequent industrial unrests; hence affecting the operations of the company, and reflecting unhealthy business environment within the company; cancellation of flights frequently to various destinations across the world leading to poor relationship between the company and the passengers; these passengers abandon using the airline in their consequent flights; and poor routing arrangements and partnerships - the company have been reluctant in expanding its flights in many African routes; hence causing high loss of revenues”.
[bookmark: _Toc346558]2.5.2 South African Airways (SAA)
SAA is the South Africa’s flagship airline Company. The company is among the oldest in Africa, having been established in 1934. As of 2017, the company was flying to 38 destinations worldwide from South Africa’s capital, Johannesburg, using a fleet of about 54 aircrafts. Over a long period of time, the company has proved unprofitable. Within a period of one decade (from 2006 and 2016), SAA incurred a loss of approximately R 18 billion (approximately $ 1.28 billion). The company required a government grant endorsement of R 5 billion or approximately $ 357 million in order to continue operating. According to a research conducted by Oswald (2017), SA is incurring losses due to the flowing reasons: political interferences, poor management, poor routing and facilities’ acquisitions priorities, increasing number of equipment failures, frequent turnovers of the company’s key personnel like CEOs and board members, lack of effective labour cost and as and control mechanisms (Mhlanga, 2017).
[bookmark: _Toc346559]2.5.3 Air Nigeria
Air transport IN Nigeria began between 1935 and 1945; this is during the World War II by the British colonial masters to facilitate the movement of troops and supplies across the country. In 1958, the first national airline, the Nigeria Airways, was founded through collaboration between the government of Nigeria and BOAC. Upon its formation, Nigeria Airways assumed the operation of the West African Airways Corporation, which was the main regional operator since 1946.In 1963, the Nigeria government bought all the Nigeria Airway’s shares, hence it becoming a state corporation. The company was performing fairly well until 2006 when it was sold to Air Nigeria (a privately owned company). Air Nigeria (formally known as Virgin Nigeria Airways upon its initiation, and later Nigerian Eagle Airline), inherited the Nigeria’s national flagship carrier airline status in 2006, following liquidation of the Nigeria Airways, by acquiring its assets and facilities. However, the company did not go far. In 2012, Air Nigeria was grounded by the Nigeria Aviation regulator for safety reasons. This followed the dismissal of the company’s staff, for what it termed as them being disloyal to the company, and afterwards, in the same year – 2012, suspended its operations (Nigeria.to, 2018). According to a research conducted by Faajir and Zidan (2016), he stated the following reasons, as the contributing factor for the non-performance of the Nigeria’s air transport: inadequate coherent air transport policies, poor management, decaying facilities, loose security, and air crashes.
[bookmark: _Toc346560]2.5.4 Egypt Air
Egypt Air is the flagship carrier airline for Egypt. The company was founded in 1932, and its headquarters are based in Egypt’s capital, Cairo. Egypt Air is a member of the Arab Air Carriers Organisation, and the Star Alliance (joined on 11th July, 2008), enabling it to cover about 162 international destinations worldwide. Egypt Air markets its brand using a number of channels including, television, newspaper, travel websites, radio, magazines, newsletters, digital ads in news, and social media (Francis, 2018). One of Egypt Airway’s uniqueness is that it does not serve alcoholic beverages in the airline.
Although, Egypt Air has been ranked among the leading airlines in Africa, the company has faced various challenges in the recent past, which have impacted on its brand popularity. Egypt Air incurred huge losses, amounting to approximately $ 185 million during the 2011 political revolution in the country. The impact of this revolution also affected the North Africa and Middle East, significantly, which form part of Egypt Air’s major catchment area. Egypt Air has also suffered as a result of devaluation of Egypt’s currency in 2016, the increase in fuel prices-especially during 2012/2013, and frequent employee strikes within the company. In 2015, The Russian government banned Egypt Air’s operation in its country citing security reasons after the crash of the company’s Metrojet Flight 9268 crashed in the Sinai Peninsula (the ban was lifted in 2018), but its three-year’s effect on the company’s performance is still to recon as it forms one of its key destinations. In addition, Egypt Air suffered a $ 140,000 fine, for leasing its aircraft to Sudan Airways during the period 2010/2011 when Sudan was under economic sanctions. Furthermore, the Qatar diplomatic crisis drove Egypt Air to ban its operation in the country in 2017, further impacting on its performance. So, to a great extent, it can be argued that the environment under which Egypt Air operates, politics, and poor management, have negatively impacted on its brand growth (Anon, 2018). 
[bookmark: _Toc346561]2.5.5 Ghana Airways
Ghana Airways is the flagship airline carrier of Ghana. The company was founded in 1958. The company survived for about 50 years before officially ceasing its operations in 2004. Initially, the company was owned by the government of Ghana in conjunction with BOAC, where the government own 60% stake, and the remaining 40% owned by BOAC. Throughout the history of the Ghana Airways, strategic partnerships have greatly contributed towards its success. The company had developed partnerships with the Nigeria Airways, Alitalia, West African Airways, South African Airways, and with Swissair. Due to association with BOAC, Ghana Airways recorded excellent performance. However, this relationship burned towards 1990s. Between 1990 and 2000, Ghana Airways initiated many new routing destinations, including a route to JFK international Airport in New York, and Baltimore’s Washington International Airport. However, the company started to experience difficulties in meeting its obligations in the early 2000s. In 2002, a British creditor seized one of the Ghana Airway’s aircrafts while at the London’s Heathrow Airport to recoup an unpaid debt. Although the aircraft was returned to the company after $ 1 million was settled, it was apparent that the company was facing serious financial crisis. The company tried to correct its position by establishing an agreement with a South African airline company, Nationwide Airlines, which agreed to assume the operations of the Ghana Airways (which included taking its full management). However, the deal was cancelled in 2003. In 2004, Ghana Airways was banned from operating Ghana-U.S. route, citing usage of unsafe aircrafts. The company attempted to negotiate with Ethiopian Airlines to cooperate their operations, but these negotiations failed. The last option was to liquidate the company, since it was making huge losses (Radio and Advise, 2018).
[bookmark: _Toc346562]2.6 The Concept of Branding
There is a general consensus among researchers that the consumer brand process is influenced by a combination of both physical and mental activities that translate into actual purchase almost daily. Hence, marketers and brand managers should always strive to study and understand the connection between “what consumers buy” and “why they buy”. In such an analysis, branding has been found to play a leading role in customer decision making. In fact, some researchers have argued that, in present day times, in face of neck-to-neck competition in the industry, brands not only represent the name, hype or symbol of the product or the company, but it also represents the connection or the relationship between the product or the company and the customer. The nowadays consumers are so much genuinely connected to their brands such that when they recognise a need, brands influence their final choices.
Branding is increasingly being seen as one of the most valuable assets in the formulation of the marketing strategy. According to Davis (2002), customers do not have a relationship with the product or service on itself, but have a relationship with the brand. Thus, brand is the “purveyor” of the advantages associated with the product or service.
The concept of branding is not new in human history; it has been in existence even before the onset of industrial revolution, where it was used by artistic workers to identify and different one’s products from those of others. The term has been discussed by various authors as well as agencies such as, the American Marketing Association (A.M.A.) and the Chattered Institute of Marketing (C.I.M.). Generally, branding has been described as the use of an identifiable variable like a name, slogan, symbol, hype, sign, term, and in an extended version, a combination of all these variables, with the goal of implying an association to particular company, products or services, for the purpose of creating distinction from competitors’ brands.
The American Marketing Association defines brand as, a name, a term, a design, a symbol, or any other feature that is used to identify or to differentiate one seller’s products, services and offers from those of competitors in the industry. Thus, according to this definition, such names as “British Airways”, Kenya Airways, Air Nigeria, South African Airways, Ghana Airways, Egypt Air, their logo, colours, hypes, and symbols among other features comprise important elements that help its customers to differentiate it from other airline companies in the market. As a result, the company budgets significant amount of resources annually to market this brand (Blythe, 2006).
A brand can also be said to be a product that adds other dimensions to the core product to differentiate it from in some ways from other products in the market that are produced or designed to satisfy the same needs. The differences emphasised here could be tangible and rational, or more symbolic, or even more emotional and intangible. Thus, according to this perspective, branding is the culmination of a wide range of activities across the entire marketing mix that translate to the company’s brand image, which in turn, conveys the whole set of the organisation and product attractiveness messages to the customers, and of particularly importance to their friends, family members and the public in general, concerning the company’s product qualities, status, prices, offers, and expected performance. In this regard, British. Airways. strives to make travelling with their planes a great experience to its customers, in order to improve its image, and, in turn, “use” them to attract other customers. To ensure this strategy effectively works, British Airways. runs a 24/7 customer care services department, which ensures that customer complaints, in case they occur, as handled with professionalism and swiftly (Chen and Myagmarsuren, 2011).
There are many competing brands fighting for the market in the airline industry, hence, it is important for each of them to understand how customers go about choosing between alternatives. According to consumer behavioural research theory, purchases are preceded by a decision making process. In addition, research has demonstrated that two or more alternatives always exist in any market, thus choosing between alternatives must occur. Therefore, companies must make an evaluation of the existing alternatives in order to make forecasts of each of the evaluative consequence (Kotler and Armstrong, 2010).
It has been proved that a brand that is carefully planned and executed has the ability to adequately occupy and dominate the subconscious minds of the consumers of the consumers such that they do not struggle to recall it each time a need arises. Hence, such a brand becomes a vital tool for the company, as it shields it from being replaced by new brands in the market. For instance, in the soft drink industry, such brands as Coca-Cola and Pepsi Cola come into the mind when the term “soft drink” is mention. In fast foods industry, such brands as McDonalds and Starbucks, come into mind when the term “fast foods) is mentioned. In the airline industry, at a global level, such brands as the British Airways (U.K.), Singapore Airlines (Singapore), Delta Airlines (U.S.A.), Qatar Airways, Emirates (United Arabs Emirate) and ANA All Nippon Airways (Japan), Virgins Australia (Australia) comes into people’s minds, when airlines are mentioned. If the scope is limited to African Airlines, such brands as South African Airways, Egypt Air, Royal Air Moroc (Morocco), Air Nigeria, Kenya Airways, and Ethiopian Airlines, come into the mind. In that accord, it can be argued that products and services are branded to bring out their uniqueness or to set them apart from those of competitors within the industry. Branding produces an emotional connection with a company or the product. When individuals develop such an emotional attachment to a company or product, it becomes easier for it to dominate the market.
Since branding utilises all the marketing mix elements, it should not be simply regarded as a mere tactical tool designed to different products as in the case of supermarket shelves or shop windows. Instead, a brand should be more regarded as the pivotal position for basing all the company’s marketing efforts, and a focal point for directing the whole thought process of the company’s management towards delivering consumer satisfaction (Aperia and Back, 2004).
It is very important for companies to communicate their brand effectively to consumers. Thorough and proper communication of a brand makes it easy for potential and undecided customers to understand and associate themselves with such particular brand.  Effective communication help remove ambiguities and misconception about the purpose of the brand, and serves to create brand awareness. Researchers have enumerated four stages that contribute to brand awareness, namely brand positioning, brand communication, brand performance, and brand equity and leveraging. According to Kotler and Armstrong (2010),”branding elevates a product to become “more than a product” due to the emotional and mental connection, which enhances its core attributes”.
Kerin, Hartley & Rudelius (2009) have asserted that branding benefits both the seller and the consumer. To the sellers, branding creates advantages such as: the brand name forms the basis from which the company’s whole story concerning the product’s or service’s quality and features is built on. The brand name and trademark of the company creates a legal protection for its special products and services features, which would, otherwise be copied by the competitors. Branding also enables sellers to segment the market. Further, a brand that commands a large market share, or, in other words, occupies a prestigious position in the market, demonstrates the seller’s skill in the profession. To the consumers, branding communicates something about product quality and consistency. Thus, buyers who constantly purchase the same brand believe that they will obtain the same quality, features and benefits, each time they buy their brand. Hence, brand names and trademarks enable them to identify the products that best satisfies their need and expectations. According to Kotler (2006), messages about the formulation and benefits of the product are clearly conveyed through brand, and in most cases, a particular brand communicates something about the consumer. Since most of the purchases are done to solve certain problems or need, branding products enables those consumers who do not wanted extended information search, or who do not possess some expertise to conduct brand research to use the brand as an implicit guarantee of quality.
When choosing between alternative brands, both tangible and intangible product’s attributes are equally important. Aperia and Back (2004) found that the more the number of attributes a brand is associated with, the loyal its purchasers become. Due to intense competition in the market today, many companies are focusing to produce products that, not only satisfies the consumers’ needs, but augments it, leading to delighted customers. To achieve this end, Kotler and Armstrong (2008) suggested that companies should add product support services to the core product, the more the number of support services, the greater the chances of the company gaining a competitive edge. Some examples of such support services include product repairs, updates on innovation, installing free Wi-Fi in buses or business like hotels, For airline companies, providing something like free transport of the customers suitcase upon journey destination, providing the present day’s newspaper for customers to read while travelling, and providing unpaid for entertainment while in the planes or at the airport, can augment the core product, that is, transportation.
Branding is also important for the manufacturers and the retailers. It helps them to differentiate their products and services from those of competitors in the industry. The economies of scope and scale are greatly attributed to branding. A brand producing high sales will, in the long run, generate production economies. In addition, a successful brand in the market creates a strong barrier in the market, for competing brands to penetrate. Branding also provides firm with an additional tool for increasing its competitiveness in the market, over and above the use of pricing tactics. This is advantageous to the business because it does not have to always cut down its profit margin in order to effectively compete in the market, especially when other potentially equally strong competing brands enter the market. Additionally, the highly esteemed brands in the market tend to produce more consistent sales riding over the cycles of business in the today’s highly dynamic market. Companies with several brands can price their best brands at a premium, however, most of them, should be competitively priced to obtain consistent sales.
[bookmark: _Toc346563]2.7 Brand image
It has been argued that, a famous brand image has the ability to disseminate product benefits, and translate to increased recall or an advertised product benefit over a non-famous brand, hence leading to high repurchase rate. The brand image develops and relays the product characteristics in a unique manner different from competitor’s brand image. Based on the concept of brand theory, Lazarevic (2011) postulated that one of the most important steps towards attaining the brand loyalty is obtaining a positive brand image. He said that brand image must be congruous with the customers’ image of themselves. In this regard, brand imagery deals with the study and analysis of the extrinsic characteristics of a brand, including the way through which a brand attempts to meet the customers’ social and psychological needs. It, therefore, indicates what people think about the brand in abstract sense rather than what exactly the brand does. Thus, in other words, images bring out the intangible aspects of the brand.
According to Gorchel (2012), brand image refers to the customers’ perception of the company’s products and services, and also the company itself. This image is usually created through customers’ experience with the company’s products and services or the company – as during the interaction of the customers and the employees of the company. The brand image can also be developed through marketing the company’s marketing activities, and through sources of information outside the company. When customer make product or service purchase, they also buy the associated brand image. Therefore, companies’ brand managers should constantly strive to understand and manage their business’ brand stereotypes in a bid to make it unique, positive and instant. In relation to this issue, Chen and Myagmarsuren (2011) enumerated various associations that compose the brand in the minds of the customers: the product attributes, product benefits, product characteristics, product appeal, product functionality frame, product’s ease of use, and the overall brand value. They also indicated that brand image has a tendency of influencing the orientation and behavioural characteristic of the customer towards purchasing particular brands and products.
[bookmark: _Toc346564]2.8 Branding and consumer behaviour
[bookmark: _Hlk2250267]Marketer greatest challenge today relates to how the influence the consumers purchase behaviour in favour of their products. Though, it has been discovered that brand offers more than product identification, and does distinguishing one company’s products from those of other competing companies in the industry. whereby successful and established brands will edge a step ahead to build a brand personality – this is a set of human characteristics associated with a company’s brand.  (Kerin, Hartley and Rudelius, 2009), researchers have indicated that consumers often assign personality traits to the brands they buy, and go along selecting brands that reflects consistency with their self or desired self-image.
Authors have stated consumer behaviour is closely associated with branding. According to Armstrong and Kotler (2009), consumer buying behaviour is the process through which individuals search for, chooses, buys, uses and disposes of the product or service, in satisfaction of their needs and wants. The consumer behaviour directly affects business success. Thus, companies must ensure that their market mix efforts satisfy the consumers. The consumer behaviour theory suggests that an individual undergoes five steps in making a purchase decision: problem or need recognition, information search, evaluation of alternatives, purchase decision, purchase, and lastly, post purchase evaluation. However, there is evidence that, it is not always that a consumer has to undergo the whole of this process, especially for brand loyal customers. Research has found that these types of customers will make purchase decision in the second step. That is, after recognising the need, they will omit the second step (evaluation of alternatives) and go straight to making the purchase decision.
Kerin and Rudelius (2009) stated that, after purchasing or consuming a product or service, consumers compare what they spent on the product and the satisfaction obtained, and rates it as either satisfied or dissatisfied. Thus, it is important for companies to be sensitive to their customers experience and perception after consuming their products and services. Researchers have shown that the satisfaction or dissatisfaction influences how they communicate about the company and the consumed brands, and impacts the repeat purchase behaviour. Satisfied consumers communicate their experience with the brand to about three people, while dissatisfied consumers complain about their experience with the brand to about nine people. Satisfied consumers have a tendency of re-buying the brand, while dissatisfied consumers tend to switch from one brand to another until they reach into that brand which satisfies their needs. 
[bookmark: _Toc346565]2.9 Branding strategies used by the airline companies
The liberalisation and deregulation of the airline industry has influenced airline companies to create and develop strategic branding tools, which are executed to achieve specific goals and objectives. In this industry, brand range from visual aspects (logos, colours, symbols, the organisation’s physical edifice, and so on) to audio aspects (songs, jingles, recitals, stories, tunes and the likes). Davies (2000) found five strategic branding strategies employed by companies: brand positioning, brand extension, pricing, promotion, and the distribution channel. The brand positioning is essential to every company and implies its uniqueness, credibility, sustainability and the values that consumers derive for the amounts they spend in purchasing the company’s products in relation to the satisfaction they obtain. The more satisfied the customers become the more will they will be, to spend with the company. In addition, positioning elucidates the product’s direction in the market, and provides the basis for new market entry strategies. Further, it acts as focal point from where marketing communications and pricing decision are made. Thus, there is a close link between branding strategy and strategic pricing. For instance, the premium strategy is based on pricing. This implies that a well-crafted branding strategy can make customers favour a company’s product despite its pricing the product higher compared to competitors.
Clemes et al. (2008) argued that the aviation industry is one of the industries that use more intangible product aspects, probably after the hospitality and the financial industry. In fact, there is a close connection between the aviation industry and the hospitality industry, as they are highly dependent on one another. The intangible aspects of the product are best expressed through branding. Unlike in the tangible product’s industry (goods), where each or some of the products may stand as an individual brand, in service industry, the brand name is also the company’s name. Thus, in the airline industry, in most cases, the airlines corporate image is the airline’s brand itself. This lack of clear separation between the product and the brand on itself, poses a challenge to the brand managers when managing the service’s intrinsic characteristics.
Brand strategists have found out that the branding principles in both product and service industries are generally the same. However, branding for services may require some form of alliterations in order to match their special characteristics. Consequently, three different dimensions of service branding have been identified: the company’s presented brand, the external brand communications, and experience with the company (Kee Mun, et al., 2011). However, according to these researchers, this study was conducted on marketing practitioners, and not on the actual perspective of the consumers themselves.
In a study conducted to investigate the dimensions that most important for consumers when evaluating a brand, by O’Cass and Grace (2003), they found that distinct dimensions like advertising, core service, price, interpersonal service, feelings, servicescape, word-of-mouth and publicity as the key determinant in brand evaluation.
Price is conceived as the perceived price in branding literature, and it comprises the monetary price as well as the non-monetary prices of the brand. A substantially number of researchers has found that pricing is an issue of consideration in branding. More often than not, consumers assess the service they have received from a product against the amounts they have spent on the product. If the two evaluations fail to be compatible, it leads to post-purchase dissonance, and possibility of not rebuying in future.  Pricing plays a significant influence in airlines selection. Theingi (2009) claimed that air passengers understand that the low prices charged by some airlines are as a result of operation efficiency as opposed to substandard service quality.
O’Connell and Williams (2005) described the core service as the key reason driving consumers to make purchase in one company over others offering the same services. The choice, in most cases depends on the added value of services that the company offers. Therefore, a good service brand is the one that offers an excellent core product, as well as added services for its customers. Elements of core service such as comfort, on-time departure, and spacious seats have been recorded by some authors as the main source of satisfaction to the customers.
Branding strategists and analysts have often claimed that customer satisfaction can better be explained through understanding of emotional contents of the services encountered. In this sense, customers can experience positive, negative or mixed feelings during or after the service delivery process. Kotler and Armstrong (2009) stated that improved customer satisfaction and positive feelings can be achieved by organisations through paying extra attention in fulfilment of customers’ needs. In this regard, it can be argued that a service brand that provides extra attention in order to fulfil or even augment what their customers expect from their service can be termed as a superior brand. Following the 11th of September 2001 New York’s World Trade attack by the Al-Qaida terrorists, security and safety of passengers has become a crucial need, which airline companies are required to address. Thus, airline companies that have installed the highest level of safety and security systems are favoured by the customers. 
Nejati et al. (2009) identified that most of the successful companies in almost every industry have a differentiated advantage in their overall company reputation, and enthusiastically communicates this to their customers as a quality advantage. This, often, allows these companies to charge a price premium for some of their key products or services. This criterion has, to a larger extent ben employed in the banking and hospitality industry. Good reputation between the company and their customers has been proved to drive up the company sales, attract new customers and reduce customer departures. According to a research conducted by Wen and Yeh (2010), the airline sector’s image, in general, has scored highly in service attributes ranking, compared to other sectors of the industry. Nejati et al. (2009) concluded that brand reputation and image are closely linked as they influence the customers’ expectations. From this analysis, it can be argued that airline companies with strong brand and image attracts the highest number of passengers.
Authors such as O’Cass and Grace (2003) and Lee et al. (2005) have documented that organisation’s employees exerts a great influence on customers’ perception of service brands and their service level through their attitudes and behaviours during service delivery. Employees and staff embody the service brand in the customers’ eyes. Thus, it has been observed that each of the employee in the organisation represent the company and defines the product. Studies conducted by Saha and Theingi (2009) and Wen and Yeh (2010) on airline companies have supported this idea. In fact, airline employees have been said to be a key determinant in the determination of customers’ perceptions of the airline.
The influence of “servicesscape” on customers has been explored by a considerable number of authors. The servicescape model was proposed by Bitner in 1992. The model suggests that the physical environment in an organisation provides some cues that communicate the organisation’s image and objective to the customers. The service employees’ physical appearances, up-to-date physical facilities, as well as other tangible items in the organisation have been found to affect customers’ perception on service brands (Berry, 2000). Following a study conducted by Pitt and Brown (2001) on airlines, they stated that full service airlines adds elements such as entertainment on board and frequent flyer programs, while low-cost airlines chooses to offer cheaper products like no-assigned seats and no-free food items to the passengers. Thus, it is expected that full service airline’s customers derive much satisfaction compared to low-cost airlines’ customers. Thus, disregarding the issue of financial constraint, air passengers are more likely to opt for full service airlines.
Word-of-mouth marketing communication has been described as the extent by which customers that obtained certain level of satisfaction (whether positive or negative) after consuming a product or service would inform their family members, friends and other people about their experience. It has been suggested that customers who obtain negative experiences are a “poison”, since they are often more willing to communicate their feelings to other people compared to those who obtained positive experiences. Researchers have also noted that about 60% of sales made by companies to new customers are obtained as a result of word-of-mouth referrals. Hence, positive word-of-mouth communication about a particular organisation results into good reputation and consequently translating into increased sales, more new customers, and reduced customer departures. From the research of Saha and Theingi (2009), word-of-mouth represents a trusted information source obtained externally, which helps new customers to evaluate a product or service quality, and it has often been associated with continuous profitability and market standing of organisations.
O’Cass and Grace (2003) and Berry (2000) found advertising as one of the key dimensions considered by customers when evaluating service brands. They argued that advertising produces strong impressions on people’s senses. Advertising has been pointed out by many authors as a major informative tool, especially on product. According to Mortimer (2001), substantial advertising campaigns combined with consistent brand identity are crucial elements in helping companies to achieve brand recognition.  However, some authors have warned that, when advertising, companies should not overpromise their customers as this may heighten their expectations, hence making it more difficult for those companies to achieve what they had communicated to them. Authors like Armstrong and Kotler (2009) and Keller (2001) have stated that the key role of advertising in service industry is to “tangibilise” the service in the minds of the consumers by emphasising on service benefits. Advertising should be able to trigger a feeling of intimacy with the organisation’s customers, and match the brand with its customers’ personality.
Publicity helps to create brand awareness, influence purchase behaviour and enhance the existing and potential customers’ attitude towards a company and its brands. Many marketing authors and researchers have claimed that success publicity depends on how well a company communicates it as well as how effective the various public segments understand it. In their research, Kee Mun et al. (2011) said that previous researchers stated that various elements of publicity outshined advertising in their ability to enhance people’s memories, identification, recall and buying intentions. These findings echo what other authors such as Kim et al. (1999) who argued that publicity media coverage is more effective at impacting memorable tendency compared to advertising. They, however, stated that negative publicity can damage the reputation of the business significantly. Thus, companies should always make efforts to avoid events that can lead to negative publicity.
[bookmark: _Toc346566]2.10 Brand loyalty
According to Armstrong and Kotler (2009), Branding is increasingly becoming an important tool in management due to some of its core elements such as the company strategy, and its significance, especially when quantifying intangible assets like brand loyalty. For example, these authors defined brand loyalty as, the favourable attitudes a brand, which leads customers to consistently choose to purchasing that single brand over time. Thus, marketers should be interested in measuring brand loyalty, which they argued that it should be done in three distinct but sequential stages: brand recognition, brand preference, and brand insistency. They went further to expound on these stages, as follows: Brand recognition is the company’s initial objection about for the product that a company has introduced in the market. This activity involves assessing the level of consumer awareness of the product, and the identification of the brand in the market. Brand preference is the tendency of consumers relying on the previous experiences with a product while making the decision to buy or not buy the same brand in a subsequent purchase. Lastly, brand insistency refers to the behaviour of consumers refusing to buy alternative brands each time he goes about to make purchase, which, at times can even cost him some resources in conductive an extensive search to obtain the desired brand. If a product attains this stage, it means it has acquired a monopoly status in the market, and is therefore, guaranteed of repeat sales. Researches have shown that consumers with very high loyalty to their preferred brand are less sensitive to price, and can do all it costs them to obtain it (Gamble et al. 2011).
Son et al. (2010) have argued that brand loyalty is a major motivating factor towards purchasing products from a particular company. The belief that a company’s products possess the required qualities forms the base for future buying decisions. Thus, brand loyalty can be defined as the consumer’s willingness to stay in a brand even when the competitors approaches a customer knocking with competing products and offerings that would be considered equally attractive or even better had the consumers and their brand shared a history. Therefore, brand loyalty ensures a deep commitment to patronise a preferred brand consistently in future despite situational influences and the prevailing market efforts by the competitors to induce a switching behaviour.
Researchers have pointed out that, it is important for companies to study brand loyalty as it plays a critical role in brand equity and brand extension. Thus, in the long-run, it a major determinant in the company’s profitability and future growth, loyal customers have a tendency of sticking with their service providers in the long run. Loyal customers also express their loyalty to the brand by allocating a greater share of their incomes to their preferred brands, and by generating word-of-mouth referrals.
Robert et al. (2003) said that there is a social connection between the customers and their preferred brands. This social connection helps to build loyalty. However, this is not the only ingredient required for brand loyalty, other factors like the quality of the brand and the customer’s interest in the brand, also plays an important role. Maintaining loyal customers translates to increased purchases. Research has shown that customers tend to increase their purchases year-after-year with companies whom they have developed relationship with. This maintenance also leads to reduced costs since attracting new customers to purchase from a company is always more expensive that retention of the existing ones. Maintaining loyal customers also lead to sustainable competitive advantage because it is not easy to copy the intangible aspects of service relationship. Thus, in summary, obtaining a loyal group of customers is beneficial to a company as it helps to lure away the competitors, consequently providing the company with a lifetime customer value. Therefore, companies should measure their customer value in terms of how much their customers spend on their products and services in a lifetime rather than in a single transaction.
[bookmark: _Toc346567]2.11 Brand Experience
The knowledge of brand experience is important for the marketers as it helps in the understanding of consumer behaviour in relation to brands. Brakus and Zarantonello (2009) “pointed out that brand experience is a subjective internal consumer response triggered by specific brand-related stimuli”. It has argued that, when consumers search for brands and products, they are influenced by brand-related stimuli such as brand identification, type-face, shape of the product, background designs and brand characteristics.
[bookmark: _GoBack]Brakus et al. (2009), brand experience occurs in various situations, but the highest experience is obtained after the customer buys and uses the product. Besides, experience can also be indirectly gained when consumers are confronted with various forms of marketing communications. In addition, they also stated that, brand experience affects the customers’ satisfaction and loyalty, both directly and indirectly through brand personality association. In other words, this means that when customers obtain a good experience with a product or service, or else, if they are satisfied, they are more likely to make a repurchase, and consequently become loyal. Thus, there is a relationship between brand loyalty and brand experience, and an understanding of it, helps marketers to improve the customer retention rate.
[bookmark: _Toc346568]2.12 Perceived brand quality 
As stated earlier, brands are made in order to differentiate one seller’s products from those of competitors. Quality forms one of the associations that a company may want its customers to attribute its brand with. According to Kotler et al. (2008), quality is a major positioning tool used by companies. Quality has a direct impact on product performance; hence, there is a close link between satisfaction and customer value. There are two dimensions linked to product quality: quality level and consistency. When developing a product, companies should first choose a quality level that will enhance its product positioning; this is referred to as quality performance – the ability of a product to perform its functions. Companies must always try to attain a quality level that matches the target market’s needs, and that outshines the quality levels for the competing brands in order to hand an upper hand in the market. Bond quality level, high quality could also mean conformance quality, meaning that a product should be defect free and should ensure consistency in delivering the desired satisfaction.
Product quality encompasses all the product characteristics and features that bears on its ability to satisfy its stated or implied needs. In this regard, Romariuk and Sharp (2003) pointed out that the greater the number of attributes a product is attributed with, the higher the rate of purchase it attracts, especially among the loyal customers. A product’s perceived quality influence customer loyalty, as well as the customer retention rate. It also has a high impact on the customers’ overall perception of the brand. It has been found that, a good customer perception about a product’s quality improves the customers’ rate of satisfaction, which leads to brand loyalty. The perceived brand quality also impacts on positioning and profitability, and can also be used as a basis of differentiation.


[bookmark: _Toc346569]2.13 Service Quality
As it has been mentioned in the discussion above, there is stiff competition in the airline industry. Thus, to remain competitive, airline companies have to believe customers as their core business concept, and customer satisfaction is what guarantees their future. Customer satisfaction is determined by how well they adapt their services to meet the needs of their customers (Akbar and Parvez, 2009). Service quality in the context of airline business is the composite of various interactions between the airlines and their customers, and with the airline employees, who seek to influence their customers’ perceptions and image of the company. Delivering quality service entails conforming to customers’ expectations on a consistent basis (Huang, 2010). There are several models that have been developed to help firms measure the service quality levels to understand areas of improvement. In this study, two of these models will be applied in the context of airline companies. These are the Customer-based Brand Equity Model and the service quality (SERVQUAL) model.
[bookmark: _Toc346570]2.14 Customer-based Brand Equity (CBBE) Model
The CBBE model helps firms to answer two key questions regarding to their brands; “What makes our brand strong?” and “How do we build a strong brand?” The CBBE model approaches the brand equity from the customer perspective. Particularly, it helps in understanding of the needs and wants of the customers and the organization, in devising goods and services, and in creation of marketing campaigns. The fundamental premise of the CBBE model is that the power of brand is determined by what customers have learnt, seen, heard and felt in relation to a given brand from their experiences. Thus, the challenge of the marketers is to ensure that the customers obtain the right type of experiences with their company’s products and services as well as their marketing campaigns in order to attract the desired thoughts, perceptions, feelings, beliefs and opinions about the brand. A brand with s strong positive customer-based brand equity retains its current customers, and is able to attract more new customers through referrals and word of mouth, and its customers are less sensitive to price increases (Chen and Tseng, 2010). Below is the diagrammatic representation of the CBBE model.
[image: https://www.mbaknol.com/wp-content/uploads/2011/08/cbbe-model-mbaknol.gif]
Source: Chen and Tseng (2010)

[bookmark: _Toc346571]2.16 The SERVQUAL Model
The SERVQUAL approach of measuring service quality assesses both the customer service expectations as well as the perceptions of the provider’s performance. Hence, it helps to determine the gaps between customers’ expectations of the service and their perceptions of the services being provided. The model has five main dimensions, which can be abbreviated as RATER, standing for:
R –Reliability
A – Assurance
T – Tangibles
E – Empathy, and
R – Responsiveness
The SERVQUAL model was initially designed by three popular American academic researchers Zeithaml, Berry and Parasuraman in mid 1980s. According to this model, Reliability relates to the ability of the firm to perform the promised service accurately and dependently. Assurance entails the knowledge and courtesy of the firm’s employees and their ability to inspire trust and confidence. Tangibles refer to the firm’s physical facilities, and the appearance of the personnel. Empathy refers to individualised attention provided by the firm to its customers. Lastly, responsiveness refers to the firm’s willingness to help its customers and provide them with prompt services (Huang, 2010). Below is the diagrammatic representation of the various gaps through which each of the five SERQUAL dimension is measured.
 [image: https://upload.wikimedia.org/wikipedia/commons/a/a4/Servqual.jpg]
Source: Huang (2010)


[bookmark: _Toc346572]CHAPTER THREE
[bookmark: _Toc346573]RESEARCH METHODOLOGY
[bookmark: _Toc346574]3.1 Introduction
[bookmark: _Hlk1958207]This chapter explores the strategies and the methodologies used by the researcher in carrying out the research. It contains the research approach, research philosophy and perspectives, research strategy, research design, sample population, sampling procedures and designs, validity and reliability of the research instruments, data collection methods and procedures, data analysis techniques and procedures, and limitations and ethical issues.
[bookmark: _Toc346575]3.2 Research Design
[bookmark: _Hlk2177401]According to (Orodho, 2003) ”research design is the scheme, plan, or outline that is used in generating answers to a research problem”. In this study, the researcher employed the use of both qualitative and quantitative designs. The study adopted a descriptive research design. This type of design enables the researcher to describe phenomena such as attitudes, behaviours, believes, and values. Thus, descriptive surveys answers questions such as “how does it” why does” “what was” or “what is.” The design also allowed for discretion on the side of the researcher to make 
[bookmark: _Toc346576]3.3 Research philosophy and philosophical perspective
[bookmark: _Hlk1956547][bookmark: _Hlk2179573]As per (Howel, 2013) “research philosophy can be defined as a belief in regard to the way data about a specific phenomenon should be gathered, analysed and used”. In this research, the researcher used a positivism philosophy, which is the belief that reality is stable and can be observed and described from an objective viewpoint. Hence, predictions can be made on the basis of previously observed and explained realities and their inter-relationships and comments on the variables under investigation.
[bookmark: _Toc346577]3.4 Research approach
A research approach can be described as the plan and procedures used for the research, which span from broad assumptions such as research approaches, and research designs to detailed methods such as the specific methods of data collection, analysis and interpretation. The researcher used mixed methods - qualitative and quantitative, to approach this study.
[bookmark: _Toc346578]3.5 Research strategy
The research strategy for this study was selected by establishing a way that to enable the researcher answer the research questions formulated in chapter one. Based on the purpose of the study and the type of information sought by the study, the two main types of research strategies, namely qualitative and quantitative strategies were adopted. Qualitative research strategy is “subjective” as it is difficult to measure. Qualitative strategy was used to assess parameters such as customer perceptions, as recorded by other researchers who conducted field study on the subject area. Quantitative research strategy is “objective” as its variables can be measured scientifically by used of statistical measures; hence, was used to discuss and explain data such as statistical trends on passenger volumes, the amounts in terms of prices that air passengers are ready to use in a specific the airline over others in the industry, and statistics such as amounts allocated for branding and the marketing of the brands by various airlines (Greifinger, 2007).
[bookmark: _Toc346579]3.6 Research Methods and Data
According to (Howel, 2013) “research methodology refers to the systematic, theoretical analysis of the various methods applied to the field of study”. The researcher used various research methods in sampling, data collection (primary and secondary methods), data analysis, and data interpretation, as discussed below.
[bookmark: _Toc346580]3.7 Sampling procedures and techniques
The study employed the convenience sampling method. Convenience sampling is a non-probability sampling method that involves collecting data from the population members that are first available to participate in the study. The researcher selected this sampling technique in order to easily obtain respondents since the data was collected through online basis by visiting company websites and requesting for volunteer respondent participation.
The study adopted a convenience and purposive sampling methods. The convenience sampling method was used to obtain the specific respondents (airline customers). Convenience sampling is a non-probability sampling method that involves collecting data from the population members that are first available to participate in the study. The researcher selected this sampling technique in order to easily obtain respondents since the data was collected through online basis by visiting company websites and requesting for volunteer respondent participation. On the other hand, purposive sampling is a non-probabilistic sampling method that allows the researcher to use his own judgement to select the elements of the study. This method was used to select the airlines (Kenya Airways, Air Nigeria, South African Airways, Egypt Air, and Ghana Airways. The researcher used his own judgement to select these sample airlines based on their performance. The Egypt Air and South African Airways are among the best performing in Africa, while Kenya Airways is averagely performing, although struggling financially, while Air Nigeria and Ghana Airways have suspended its operations in the recent past due to bankruptcy and mismanagement. The mixing of these airlines was opted in order to form a representation of the African Industry, in general.
[bookmark: _Toc346581]3.8 Sample population
The researcher sent the constructed questionnaire into the selected five African national flag carrier airlines’ websites (Air Nigeria, Egypt Air, Kenya Airways, Ghana Airways, and South African Airways), which asked the clients to willingly rate their airlines according to the parameters stated. Since it was hard to determine or control the number of participants in any of the airlines, the researcher only selected the first 3 questionnaires per airline that were fully filled up, for the study (so in total, the study used a sample of 15 respondents). The questionnaire targeted those African airline passengers who have used both British Airways and their national flag carrier airline, who can compare the two airlines, that is if it is Kenya Airways, the respondent were to compare Kenya Airways and British Airways only, and the same for the other airlines.
[bookmark: _Toc346582]3.9 Data Collection Methods and Procedures
Greifinger (2007) “has argued that the use of a wide variety of data sources is necessary because each source has its advantages and disadvantages, hence researchers should try as much as possible to use a combination mix of sources to achieve their research goals”. In the study, the researcher used both primary and secondary data collection methods. The primary data sources used was questionnaire administration which was emailed to the various airline’s websites. The research also used a variety of secondary sources, including dissertations, thesis, research projects, term papers, books and journals that have been documented by researchers, academicians and scholars in previous researches. The researcher made an effort to search for the recently written sources in order to ensure that the information obtained is up to date.
[bookmark: _Toc346583]3.10 Testing for Validity and Reliability
Reliability refers to the extent to which results obtained under similar conditions resemble one another. For research results to be said that they are reliable, they must reflect some consistency if the study was to be repeated under similar conditions. Validity on the other hand, refers to the strength of the materials used when carrying out research which in turn determines its quality level (Fisher, 2007). To ensure validity of primary data in this study, the researcher consulted academic experts like the research supervisors and lecturers for necessary support and guidance in the construction of the questionnaire. To ensure the validity and reliability of secondary data, the researcher collected data from very reliable sources such as the official airline companies’ websites, thesis, term papers, research projects, journals and academic books written by researchers, doctors and professors.  
[bookmark: _Toc346584]3.11 Data Analysis and Interpretation
Data need to analysed as to increase its relevance as its usage, because the raw data itself is not meaningful until it is analysed. According to Rubson (2002),”it was asserted that data in its raw form does not speak on itself, hence the need for data processing and analysis”. Therefore, all data collected from the secondary sources will be classified and structured through thematic analysis. According to Lune and Berg (2012),” thematic analysis involves comparing the information that comprise of different topic and issues in line with the research questions in order to bring out the themes obtained in a study”. Whereby the emerged theme will be coded and use in highlighting various thematic categories in relation to the formulated research questions which are guided as per literature review. The data will then be analysed through tables, charts and notes.
[bookmark: _Toc346585]3.12 Research Limitations and Ethical Issues
The research limitations encountered in this study relates to the sampling. Since, the African Airline is broad, the researcher decided to concentrate on national flag carrier airlines. This was decided because in most African countries, they are the most competitive. In addition, not all African national flag carrier airlines were studied because the scope is also broad. The researcher concentrated in five African national flag carrier airlines namely, South African Airways, Kenya Airways, Egypt Air, Ghana Airways, and Air Nigeria. These airlines were determined by a non-probabilistic sampling technique, which, compared to probabilistic sampling technique, is not representative enough. However, due to variance in competitiveness of the African Airline industry and the amount of time available for conducting the study, the researcher found non-probabilistic sampling worthwhile in order to allow for personal judgement to choose the elements of the sample. 
The research ethics framework states that a study should reflect high quality of ethics. The researcher asked the respondents to participate wilfully, and explained that their feedback was only to be used for academic purposes only. In addition, there was no place for the researcher to indicate their names, in order to maintain confidentiality. Besides, the researcher tried to, as much as possible to avoid plagiarism through respecting former researchers’ work. In this sense, complete information about the previous writers’ work was clearly mentioned in in-text citations and in the end, a full reference list of all the researchers and their publications was provided accord to Harvard referencing style.


[bookmark: _Toc346586]CHAPTER FOUR
[bookmark: _Toc346587]RESEARCH FINDINGS, ANALYSIS AND DISCUSION
Below are the findings obtained from the emailed questionnaires to the five African airlines’ websites under investigation (Kenya Airways, Ghana Airways, Air Nigeria, South African Airways and Egypt Air). The respondents’ goal of the questionnaire was to rate various branding attributes of those African national flags carrier airlines against British Airways. To qualify for filling the questionnaire, the respondents were asked to have used both their national flag carrier airlines and the British Airways at least once, so as to be in a position to benchmark the two companies.
1. What is your nationality?
	(Kenyan), (Ghanaian), (Nigerian), (Egyptian), (South African)
In all the five nationalities indicated above, three respondents that first fully filled the questionnaire were considered for the research. This was done to remove bias.
2. What is your country of residence?
All the respondents who participated indicated that they reside in their nationality countries.
3. What is your age?
	(Below 20), (20-30), (31-40), (41-50), (51-60), (60 and above)
Below are the response rates in regard to this question

	Respondents’ Age (Years)
	Percentage

	Below 20
	4

	20-30
	55

	31-40
	21

	41-50
	8

	51-60
	7

	60 and above
	5




Source: Researcher (2018)
In short, most of the African airline travellers are young, business people (the majority) and the employed (second majority).
4. What is your gender?
	(Male), (Female)
Out of the 15 respondents considered for the study, 9 out of 15 or 60% of them were females while the remaining 7 out 15 or 40% were male. Higher response rates from females have been observed by several researchers in the recent past, such as Kee Mun and Ghazali (2011), Nejati et al. (2009) and Clemes et al. (2008).

Source: Researcher (2018)
5. What is your occupation?
	(Student), (Self-employed/Business people), (Employed), (Unemployed/Retired), 	(Others)
60% of the respondents indicated “self-employed/business”, 25% indicated “employed”, 6% indicated that they were students, 5% indicated “unemployed”, while the remaining 4% indicated “Others.”

Source: Researcher (2018)
6. How many flights do you make per annum?
	(1-3), (4-6), (7-9), (10 and above)
The highest percentage of those who indicated (4-6), (7-9), and (10 and above) are self-employed/business class, most of those who indicated that they are students, unemployed/retired, and “others” indicated (1-3) bracket, while majority of those who indicated that they are “employed” indicated (4-6) bracket.
7. Which flight class do you use?
	Economy class ( )
	Business class ( )
	First class ( )
Most of the self-employed/business class respondents use either the business class or first class flights, while most of the employed either use the economy class or business class, while most of the students and the unemployed/retired use the economy class. The researcher interpreted this variance as being caused by the different income levels.
8. What are the most important factors that you consider when choosing an airline? Tick where appropriate: Airline brand ( ), Price ( ), Quality of services ( ), Friendliness of the 	employees ( ), Safety and security ( ),   History/Reputation ( ), Ease of booking ( ), 	Punctuality/Reliability of flights (  ), Promotional efforts ( )
All the respondents (100%) ticked all the factors above, meaning the brand, price, quality of service, safety and security, ease of booking, and the history or reputation of the airline matters to them most when selecting their airline. 
Campbell and Vigar-Elis (2012) also found that safety, reliability and security, price, friendliness of airline employees and history of reputation were important attributes were important attributes considered by customers when choosing their airlines. Further, the study conducted by Keen Mun, Wong and Ghazali (2011) to brand satisfaction among customers in the Malaysian airline industry indicated that price, core service reputation, airline employees, were important considerations when choosing airlines to travel with.
9. From the list of attributes you stated in Question 1 above, which are the most important to you? (Use a scale of 1 to 5 to score those attributes, where “1” means the most important and “5” the least important)
Hoyer and Maclnnis (2007) stated that when making purchase decisions, customers may make an evaluation of each brand at a time. In the process, a consumer collects information about a product; then evaluates the most important attributes to him or her, and makes judgement before moving on to consider the next brand. If a tie occurs between those attributes, they move to evaluate the next second most important brand attribute, and the process continues until the best brand is selected. In this study, the most important attributes indicated by the respondents in order of importance were safety and security, airline brand, reliability or punctuality of flights by the airline, price, history or reputation of the airline, quality of services, delivery of the promotional promise, friendliness of the employees, and ease of booking the airline.
10. How do you differentiate your airline brand of choice among other airline brands?
As evidenced from the literature review, researchers have stated that brand range from visual aspects (logos, colours, symbols, the organisation’s physical edifice, and so on) to audio aspects (songs, jingles, recitals, stories, tunes and the likes). The aim of this question was to test this claim. In the study, 88% of the respondents said that they are able to identify their airline brand through their names, logo, symbols, hype, and colours. Only 12% indicated audio aspect of brand identification such as stories, tunes and songs, and also of them were British Airway’s customers. This shows that airline companies in Africa need to improve on audio aspects of brand identification to reinforce their physical brand identity.
11. (a). When you hear of the word “airline”, which airline brand or brands comes into your mind first, between your national flag carrier airline and British Airways?
In this question, 75% of the respondents said that British Airways comes to their mind first when they hear of the word “airline” being mentioned.
(b). Explain your answer in (a) above - why does the brand you indicate in (2) above come into your mind, first?
85% of the respondents said that the brand British Airways come into their mind first, when they think or hear of the word “airline” being mentioned, while 15% mentioned their national flag carrier airlines. 
Products and services are branded to bring out their uniqueness or to set them apart from those of competitors within the industry. Branding produces an emotional connection with a company or the product. Most respondents said that they remember British Airways for favourable experiences they had while travelling with it. They are able to remember most British Airway’s adverts. Further, they said that they mentioned some publicity activities being conducted by British Airways in the country. The 15% of the respondents, who said that their national flagship airlines come into their minds when they think or hear of the word “airline” being mentioned, they said that that these airlines are a source of pride to their countries, and they feel happy to be associated with them. Interestingly, they said that they have once or twice used British Airways, and its services are far much better than their national flag carrier airlines; so, their choice for those airlines was only as a result of nationalism only. These findings help to answer the first question of this study, which asked, “What is the relationship between brand identity and consumer behaviour in the airline industry? Do heritage airline brands always translate into market dominance?” Only 15% of the respondents stated their preference their national flag carrier airlines due to nationalism. This means that the mere fact that a brand is heritage does not guarantee its market dominance.
Marketing researches have indicated that a brand that is carefully planned and executed has the ability to adequately occupy and dominate the subconscious minds of the consumers of the consumers such that they do not struggle to recall it each time a need arises.  When a brand attains this level, it becomes a vital tool for the company, as it shields it from being replaced by new brands in the market. When individuals develop such an emotional attachment to a company or product, it becomes easier for it to dominate the market. This means that British Airways brand has already achieved a special place in the minds of its customers, such that even customers in another market (the African market) can recall this brand easily when they think or hear of the word “airline” being mentioned.
In this section, rate your national flag carrier airline against the British Airways under the given attributes using the words Strongly agree, agree, disagree, or strongly disagree.
12. The price charged for services my national flag carrier airline is fair compared to British Airways
Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
85% of the respondents disagreed with this statement. They said that even though British Airways prices are relatively higher than their national flag carrier’s airlines, their services match the price charged. The remaining 15% said that their national flag carrier airlines prices are competitive compared to those of British Airways.
Several researchers such as Kee Mun, Wong and Ghazi (2011) have indicated the importance of price in branding. Some companies price their products low, to be associated with brand that offers the lowest price, while others charge higher product prices – but compensates this higher price with things such as, additional features, more enhanced quality or more services. However, most companies today are segmenting their customers by charging lower price for the core service and higher prices for additional added features in order to take advantage of the whole market. British Airways appreciates that customers have different financial abilities; hence it has developed different product packages basing on price in order to suit the needs and affordability capacity of its customers. B.A has segmented its service offers into three executive classes in order to respond to the sensitive issue of price: the gold executive class, to cater for the very rich customer class; silver executive class, for the mid wealthy class; and the economy class, for the customers lacking high affordability capacity. In the three segments, different services are offered, and charged accordingly.
13. The security and safety measures offered by national flag carrier airline carrier are better than compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
90% of the respondents strongly disagreed with this statement, while the remaining 10% disagreed. This implies that the security and safety measures put into place by British Airways are better compared to their national flag carrier airlines. Hence, they feel safe travelling with British Airways compared to travelling with their national flag carrier airlines.
B.A.’s reassurance is reflected by the safety and security measures conducted by the Company from cleanliness and schedules, to baggage handling to punctuality, through to products and services offered by the Company. B.A.’s quality standards, heritage and attention to details support its reliability and reassurance to its customers
14. My national flag carrier airline is more reliable in terms of flights (punctuality) compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
80% of the respondents said that British Airways is more reliable in its flights schedule compared to their national flag carrier airlines. They said that they have not heard of any flight cancellation in the recent past. In fact, even among the 15% who said that that they prefers their national flag carrier airline due to nationalism, said that when they get their flights cancelled by those airlines, they opts to travel with British Airways than any other airline.
Air travel passengers search for airline companies that inspire their confidence, and of which they can trust. The British Airways responds to this call of the customers with double promise, ensuring reliability and reassurance. B.A.’s reliability is demonstrated by its presence in the market place and its scale of operation. The Company’s choice of destinations and the size of its fleets clearly show that many air travel passengers value its brands and schedules, and trusts that the company has enough aeroplanes to keep and maintain their service. All these values are critical elements of the B.A.’s brand identity. The British Airways, being the U.K.’s national flag carrier, pacing high emphasis on values is a priority, which has significantly strengthened its brand perception both at home, and worldwide (Biraghi and Gambetti, 2015). Third, distribution; B.A. is connected to most of the busiest airports worldwide, and it provides excellent scheduled flights for all its destinations globally. The main channels of distribution used by the B.A. are, call centres, travel agents and online websites
15. The history or reputation of my national flag carrier airline is better compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
85% of the respondents disagreed with this statement, while the remaining 5% strongly disagreed. This means that most African national flag carrier airlines have a poor reputation or history
The history and reputation of British Airways is the greatest thing that makes them to remember the company every time they think or hear of the word “airline”. They said such things as they have not in the recent past heard of accidents, employee strikes, or cancellation of flights by the company. Most of the African national carrier airlines, as has been discussed in the literature review above, are characterised by perennial losses, employee strikes, cancellation of flights, uncommitted company executives and board of directors, political influence, and out-dated air crafts. All this has contributed to their poor reputation. 
16. The efficiency of employees of my national flag carrier airline is better compared to those of British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
84% disagreed with this statement, while the remaining percentage strongly disagreed.
O’Cass and Grace (2003) and Lee et al. (2005) have stated that organisation’s employees exerts a great influence on customers’ perception of service brands and their service level through their attitudes and behaviours during service delivery. Employees and staff embody the service brand in the customers’ eyes. Thus, it has been observed that each of the employee in the organisation represent the company and defines the product. Studies conducted by Saha and Theingi (2009) and Wen and Yeh (2010) on airline companies have supported this idea. In fact, airline employees have been said to be a key determinant in the determination of customers’ perceptions of the airline. In another research Biraghi and Gambeti (2015) found that British Airway’s airhostess treats the passengers with the highest respect and dignity, making traveling using their planes enjoyable.
17. My national flag carrier airline delivers its promotional promises to customers better compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
87% of the respondents disagreed with this statement while the remaining proportion strongly disagreed. This means that British Airways lives up to its promised communication to its customers.
Researchers have warned that companies should not overpromise their customers in their promotional messages as this may heighten their expectations, hence making it more difficult for those companies to achieve what they had communicated to them. According to the findings obtained in this study, 87% of the respondents indicated that their national flag carrier airline do not satisfactorily deliver their promised promises compared to British Airways. This clearly shows that they promise their customers what they cannot deliver. In the era of heightened business competition, this is detrimental to the business as they lose trust with the company.
According to Mortimer (2001), substantial advertising campaigns combined with consistent brand identity are crucial elements in helping companies to achieve brand recognition.  British Airways has put a considerable innovation in its promotional efforts. For instance, it has developed special mobile airline application apps for some of its regular customers in order to enable them make reservations easily. The company has also employed the use of internet in advertising its products and offers. B.A. has also used the pricing strategy as a promotional tool, where it sells tickets at reduced prices during some occasions, for instance, the “Christmas gift vouchers”. B.A. also uses the television, billboards, magazines and cinemas for promotion. Furthermore, B.A. has widely used “event sponsorships” and “celebrities,” as part of its promotional strategy. B.A. sponsors a number of sporting, charitable and cultural activities in different parts of the world. For instance, it partnered with the British Academy of Films and Television Arts to help the British talent take off; it teamed up with Disney U.K. to promote the launching of animated film “planes”; B.A. was the official airline partner of the London 2012 Olympic and Paralympic Games. B.A. has uses some of the popular international celebrities like, golfer Justine Rose, and Aditya Zutshi to promote its brand (Airways, 2018).
18. My national flag carrier airline conducts more publicity campaigns compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
90% of the respondents strongly disagreed with this statement while the remaining 10% disagreed. This means that British Airline conducts more publicity campaigns in its host countries in Africa compared to African airlines in their country.
Publicity helps to create brand awareness, influence purchase behaviour and enhance the existing and potential customers’ attitude towards a company and its brands. Many marketing authors and researchers have claimed that success publicity depends on how well a company communicates it as well as how effective the various public segments understand it. In their research, Kee Mun et al. (2011) said that previous researchers stated that various elements of publicity outshined advertising in their ability to enhance people’s memories, identification, recall and buying intentions. These findings echo what other authors such as Kim et al. (1999) argued that publicity media coverage is more effective at impacting memorable tendency compared to advertising. They, however, stated that negative publicity can damage the reputation of the business significantly. Thus, companies should always make efforts to avoid events that can lead to negative publicity. One of the British Airway’s publicity campaigns that have impact on African countries is the British Airways’ global charity partnership with Comic Relief U.K., which has helped to raise the lives of vulnerable children in U.K. and around the world.
19. I will recommend my friends, family members and colleagues to use my national flag carrier airlines instead of the British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
85% of the respondents said that they will recommend their friends, family members and colleagues to travel with British Airways while the remaining 15% said they will recommend for their national flag carrier airlines.
Word-of-mouth marketing communication has been described as the extent by which customers that obtained certain level of satisfaction (whether positive or negative) after consuming a product or service would inform their family members, friends and other people about their experience. It has been suggested that customers who obtain negative experiences are a “poison”, since they are often more willing to communicate their feelings to other people compared to those who obtained positive experiences. Researchers have also noted that about 60% of sales made by companies to new customers are obtained as a result of word-of-mouth referrals. Hence, positive word-of-mouth communication about a particular organisation results into good reputation and consequently translating into increased sales, more new customers, and reduced customer departures. From the research of Saha and Theingi (2009), word-of-mouth represents a trusted information source obtained externally, which helps new customers to evaluate a product or service quality, and it has often been associated with continuous profitability and market standing of organisations. From this study’s findings 85% of the respondents said that they will recommend their friends, family members and colleagues to travel with British Airways. This suggests that they have had a positive experience with the company. The 15% of the respondents who said they will recommend their national flag carrier airlines can be assumed to be nationalists rather than basing their purchase decision on brand attributes.
20. If your income level rises in future, will you still your current airline?	
	I. British Airways customers – (Yes), (No)
	II. “My national flag carrier airline” customers – (Yes), (No)
95% of the British Airways customers indicated “No” while only 5% indicated “Yes.” 
88% of “My national flag carrier airline” indicated “Yes” while the remaining 12% indicated “No”. This means that most African national flag carrier airlines’ customers are not loyal to their brands, and price increment to their services will drive away their customers.
Son et al. (2010) defined brand loyalty as the consumer’s willingness to stay in a brand even when the competitors approaches a customer knocking with competing products and offerings that would be considered equally attractive or even better had the consumers and their brand shared a history. Robert et al. (2003) postulated that there is a social connection between the customers and their preferred brands, which helps to build loyalty. Based on the findings of this study, it can be argued that British Airways customers are loyal to their brand, and will sacrifice to pay a price premium for this brand, even if competitors tries to include better offers in their brands. On the same, it can be said that African national flag carrier customers are not loyal to their brand, since the greatest percentage (88%) indicated by an increase in service prices will drive them to competitors. 
[bookmark: _Toc346588]CHAPTER FIVE
[bookmark: _Toc346589]CONCLUSION, SUMMARY AND RECOMMENDATIONS
[bookmark: _Toc346590]5.1 Conclusion
This conclusion is drawn from the analysis of the primary data obtained through the questionnaires administered as well as the reviewed literature, which the researcher collected throughout the study. The aim of this section is to assess whether the study was able to answer the research questions stated in Chapter one. The findings obtained from the field and the analysis of the literature shows that majority of the British Airways customers in the African market are loyal to that brand, while the African national flag carrier airlines suffer from lack of loyal customers. The little percentage of customers (about 15%), who stick to their national flag carrier airlines do so because of nationalism, but not due to favourable brand attributes offered by those airlines. On contrary, the British Airways customers stay to that company and consumer its products persistently due to favourable branding attributes associated with the company. This answers the first research question, which asked “What is the relationship between brand identity and consumer behaviour in the airline industry? Do heritage airline brands always translate into market dominance?” The answer to this question is “no” since majority of the respondents (85%) revealed of being loyal to British Airways, which is a foreign company in Africa. The second research question was, “Which branding strategies has the British Airways used to build its brand awareness in the African market?” From the findings and literature review, safety and security of the airline, airline brand, reliability or punctuality of flights by the airline, price charged by the airline, history or reputation of the airline, quality of services, delivery of the promotional promise, friendliness of the employees, and ease of booking the airline, in that order were found as the most important factors considered by customers when selecting their airlines. It was interesting to see that British Airways scored higher than all the five African national flag carrier areas under investigation in all those factors, hence the most preferred. British Airways brand occupies a central position when designing its marketing mix elements. Let’s start with product; B.A. is popularized by the phrase “Quality for all people”. The company has ensured strong commitment towards its product quality in order to satisfy, and perhaps augment its customers’ needs and wants. It has a large fleet comprising of over 295 planes that provide first-rate services to all its patrons. B.A. ensures the highest quality of security and safety checks to ensure that its customers are safeguarded from criminal attacks. In addition, customers are provided with the best in-flight services in terms of comfortable seats, hot and fresh meals, variety of drinks, and even some entertainments while on board. Furthermore, the B.A.’s airhostess treats the passengers with the highest respect and dignity, making traveling using their planes enjoyable. The third research question was, “What are the factors that have led the African airlines to be less competitive compared to British Airways?” From the literature review, it was identified that most of the African national carrier airlines are characterised by perennial losses, employee strikes, cancellation of flights, uncommitted company executives and board of directors, political influence, and out-dated air crafts. As a result, their reliability of flights, safety and security, quality of services as well as the quality of facilities like aircrafts, seats and other physical facilities is jeopardized, hence unable to favourably compete with British Airways.
[bookmark: _Toc346591]5.2 Recommendation
The research findings showed that safety and security of the airline, airline brand, reliability or punctuality of flights by the airline, price charged by the airline, history or reputation of the airline, quality of services, delivery of the promotional promise, friendliness of the employees, and ease of booking the airline are the most important factors that air passengers consider when selecting their airlines. Therefore, the African airlines should work on these factors. But in order to streamline on these factors, they have first to deal with internal structures that are affecting their service delivery such as poor management, political interferences, quality of air crafts and other physical evidence, and safety and security checks. Further, the research findings revealed that British Airways loses about 15% of the customers, who considers nationalism as an important factor superior branding attributes. It can win this customer category, probably by marketing its services using affiliations such as “British Airways in Kenya” and also conduct more publicity campaigns affiliating itself as one of the national companies contributing to the well-being of those countries.
[bookmark: _Toc346592]5.3 Further Research
The study of branding and consumer behaviour is nowadays a requirement for any serious company that is concerned of its future in the modern competitive world. This study focused on the comparison of branding in the African national flag carrier airlines in comparison to the British Airways, which could provide useful insight on the topic of branding to the marketing practitioners and researchers. The aim of this research was to investigate the relationship between branding and consumer behaviour in the post-industrial Africa airline industry, where five African airlines (Kenya Airways, Air Nigeria, South African Airways, Ghana Airways, and Egypt Air) were benchmarked with the British Airways. After analysing the findings, it became apparent that some specific airline brands should be studied deeply in order to understand the branding of airlines. Similarly, more research is needed on the consumer behaviour of air passengers. These suggestions for further research have been recommended: In future, the same study can be done with regard to specific airline brands. The same study can also be redone using more branding strategy variables. Moreover, the research can be expanded using other foreign competitive airlines in the African market such as the Qatar Airways. This research used a sample of five African airlines; the research can further be improved by using a larger sample in future. 
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[bookmark: _Toc346594]APPENDIX: QUESTIONAIRE
Hi. My name is__________________________ I am a student of _____________________ In partial fulfilment for the award of _____________________ degree, I’m required to conduct a research. I chose to conduct a research on the relationship between branding and consumer behaviour in the post-industrial Africa airline, using the case study of British Airways. The goal of the research of benchmark African national carrier airline brands against the British Airways. My responses you provide are for academic purposes only. You are not required to indicate your name or contacts in this questionnaire. You can choose to or not to participate in the filling in of this questionnaire, but I kindly request you to.
1. What is your nationality?
	Kenyan ( ), Ghanaian ( ), Nigerian ( ), Egyptian ( ), South African ( )
2. What is your country of residence?
3. What is your gender?
	Male (Male), Female ( )
4. What is your occupation?
	Student ( )
	Employed ( )
	Self-employed/Business class ( )
	Unemployed/Retired ( )
	Others ( )
5. Which flight class do you use?
	Economy Class ( ), Business Class ( ), First Class ( )
6. How many flights do you make per annum?
	1-3 ( )
	4-6 ( )
	7-9 ( )
	10 and above ( )
7. What are the most important factors that you consider when choosing an airline? Tick where appropriate: Airline brand ( ), Price ( ), Quality of services ( ), Friendliness of the 	employees ( ), Safety and security ( ),   History/Reputation ( ), Ease of booking ( ), 	Punctuality/Reliability of flights (  )
8. Score the attributes you have ticked above from the least to the most important according to you using a scale of 1 to 5, where “1” means the most important and “5” the least important.
9. How do you identify your airline of choice?
10. When you hear of the word “airline”, which airline brand or brands comes into your mind, first, between your national flag carrier airline and British Airways?
11. Explain your answer in (4) above - why does the brand you indicate in (2) above come into your mind, first?
12. The price charged for services my national flag carrier airline is fair compared to British Airways
Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
13. The security and safety measures offered by national flag carrier airline carrier are better than compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
14. My national flag carrier airline is more reliable in terms of flights (punctuality) compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
15. The history or reputation of my national flag carrier airline is better compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
16. The efficiency of employees of my national flag carrier airline is better compared to those of British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
17. My national flag carrier airline delivers its advertised promise to customers better compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
18. My national flag carrier airline conducts more publicity campaigns compared to British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
19. I will recommend my friends, family members and colleagues to use my national flag carrier airlines instead of the British Airways.
	Strongly Agree ( ), Agree ( ), Disagree (  ), Strongly Disagree ( )
20. If your income level rises in future, will you still your current airline?
	I. British Airways customers – (Yes), (No)
	II. “My national flag carrier airline” customers – (Yes), (No)

THANK YOU FOR YOUR PARTICIPATION
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