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#A7 ¢ Air Transport Marketing ST S gt

R LR R R A A R (TORE P I SE VBT A A LTIk TR
S AR AN TN EEAERT SR AT DA SR RERS S FERRBLEE S An airline which is to apply the principles

B | of marketing successfully needs a through knowledge of current and potential markels for its services. The knowledge should
H ## |encompass an understanding of the business in which the participate, and of the market research techniques they must apply

in order to gain the knowledge they need about the marketplace. They must be able to identify "customer” and distinguish

PAJ%5 |them from "consumers". They must segment their markets and identifu the requirements of customers in eadh of the

seoments. Finally, and most importantly, they must examine their markets in 4 dynamic rather than a static sense and
anticipate future changes in customer needs.
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i;’“; Stephen Shaw, Airline marketing and management, fourth edition, Ashgate, 1999.
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