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e The purpose of this course is to examine the principles of marketing and demonstrate the ways in which these principles can be
applied to today’ s airline industry, the air transport market and its environment. Lectures cover business and marketing strategies
and product management, pricing, distribution, publicity, PR, and all the associated technigues. Students will benefit from greater
’;_? understanding of both marketing and airline industry and from the knowledge obtained of the significant strategic challenges facing
E aviation at the present time.
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1.The Fundamentals

2.The Market for Air Transport Services

3.The Market Environment

4.Airline Business and Marketing Strategies

5.Product Analysis in Airline Marketing

6.Pricing and Revenue Management

7.Distributing the Product

8.Brands Management in Airline Marketing

9.Relationship Marketing

10.Airline Selling, Advertising and Promotional Policies

11.The Future of Airline Marketing
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